
To help you define a loyalty strat-
egy, we’ve developed a series of 
questions and steps to take with 
your team or organization. 

1. What is the goal of loyalty?

Define the purpose. Care-
fully consider what your loyalty 
program is aiming to do. Are you 
trying to prevent defection, gather 
actionable data on customers, 
encourage additional purchases, 
or motivate customers to give 
more of their business to your 
company? Will you use attitudinal 
or behavioral loyalty to accomplish 
these goals? What metrics will 
you measure, and how will you 
determine success?

Understand limits. Not ev-
ery brand has the capability to 
leverage every loyalty motivator. 
Incentives can dilute a customer’s 
experience if they’re done poorly, 
and commodity products probably 
don’t lend a strong sense of iden-
tity. Know which ones are right  
for your brand. 

2. Who do we want loyalty from? 
What are the needs and wants of these
customers?

Know your customer. Brands 
that capture hearts and wallets 
have a deep understanding of  

customer needs and desires, and 
they actively try to fill them. All  
too often companies design incen-
tives that work for their busi-
ness, but are unattractive to their 
customer. Make the program work 
for both, leading with customer 
needs first. 

Additionally, recognize that 
customers are different. Good 
loyalty programs appeal to indi-
vidual needs. Understand how 
your customers are different from 
each other, and design for those 
differences. 

Attract, don’t trap. Strong  
loyalty programs attract customers 
by focusing on the carrot rather 
than the stick. Negative forms  
of loyalty — such as high switch-
ing costs — might seem to  
improve behavioral loyalty, but 
they usually negatively impact 
attitudinal loyalty.

3. how can and will our loyalty strategy
(and program) evolve over time?

Think ahead. People evolve.  
So, evolve with them. Embrace  
the tension people feel between 
sticking with what’s reliable and 
wanting to try something new. 
Give them room to grow by chang-
ing your offering and incentives  
over time. 

SOMETHING TO DO TOMORROW:
LOYALTY EXERCISE
step one



Begin to design, using the  
principles behind each motivator.

Identity
Principles

The “Other” 
Consider how what 
you stand for can play 
off of a competitor

Aspiration 
Think about who your 
consumers want to be, 
not who they are

Stories
Build ways for con-
sumers to publicly 
share their identity 
with others

tools

»	�Brand message,  
look and feel

»	�Marketing  
communications

»	�Sponsorships
»	�Personal  

connections
»	�Partnerships

experience 
principles

Trust
Deliver on promises  
and meet expecta-
tions

Meaning
Address what’s hap-
pening in the broader 
cultural context and 
in consumers’ lives

Engagement
Get consumers 
excited about what 
you offer and how it’s 
unique

tools

»	�Product mix
»	�Product features
»	�Service experience
»	�Merchandising
»	�Packaging
»	�Other brand  

touchpoints

Incentives 
principles

Economic
Price reductions, 
purchase vouchers, 
coupons

Social-Relational
Special events,  
exclusive access

Informational
Personalized advice, 
new product launches

Hedonistic
Spa services, games, 
sweepstakes

Functional 
Priority checkout,  
home delivery

tools

»	�Rewards
»	�Programs
»	�Loyalty “programs”
»	�Discounts
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step three

Map your loyalty strategy to 
the loyalty motivators map. Will 
identity and experience get you 
the loyalty you want? Or, should 
you consider emphasizing certain 
incentives? 

Where does your brand have 
permission to go? What is execut-
able and defensible? Additionally, 
clearly establish how you will 
define success. What metrics  
will you use?

identity
»	Brand message
»	Mission
»	Values
»	�Competitive  

positioning
»	Partners
»	�Methods, beliefs

Incentives 

»	��Promotions
»	�Discounts
»	�Rewards

EXPERIENCE
»	Product mix
»	Service experience
»	Brand touchpoints

Meaningful Loyalty
= identity + experience
= experience + incentives
= identity + incentives
= identity + experience + incentives

step two


