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This guide at a glance

Data infrastructure &
activation pain points

e Lack of unified customer view

Personalisation &
customer experience
pain points

e Low maturity of Al-driven
personalisation

Who: Retail loyalty professionals

What: A guide to how loyalty
solves common retail
pain points

Read: 5 minutes

e Under-utilisation of customer data
assets

 Deficient, out-dated loyalty measures

How loyalty can resolve these

 |nconsistent omnichannel journeys s =y previclie & sruciee medpnE

to collect first-party data across
touchpoints

Here’s how some common
retailer pain points can

be resolved by loyalty
programmes...

How loyalty can resolve these

 Behavioural data from loyalty interactions

) .. * Rich loyalty interactions create usable
enriches personalisation

insights for segmentation and modelling

« Gamification, tiers and rewards increase

) )  Loyalty data feeds personalisation,
emotional loyalty and habitual engagement

CRM and performance marketing more
* Loyalty mechanics help nurture post- effectively
purchase relationships and increase

frequency

A well-integrated loyalty programme acts as
the glue across channels




Digital transformation
pain points

e Technology limitations
e Internal misalignment

How loyalty can resolve these

* Loyalty platforms can act as a modular
layer uniting legacy systems and new tools

* A loyalty programme gives marketing,
product, digital & operations a
common goal

 And serves as a low-risk pilot environment
for cross-functional collaboration & ideas
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Customer acquisition,
retention & CLV pain points

Low purchase frequency & retention
Difficulty retaining younger segments

* Price sensitivity vs. brand loyalty

How loyalty can resolve these

Loyalty programmes incentivise repeat
purchases and increase retention

Emotional loyalty mechanics (e.g.
community, social) engage younger
consumers

Smart loyalty schemes build perceived
value beyond price

Referral and advocacy elements support
acquisition and engagement loops

Lovalty & competitive
differentiation pain points
e Absence of any loyalty programme

or principles
 |nadequate use of loyalty to build CLV

How loyalty can resolve these

* A distinctive loyalty programme can be a
clear differentiator

« Gamified elements and experiential rewards
increase emotional connection

* |nternational growth is enabled via local

level offers and a cohesive brand experience
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Operational efficiency &
profitability pain points

e Margin pressure & promotional
dependence

* Need for loyalty to reduce
promotional load

How loyalty can resolve these

* Loyalty offers a value exchange without
relying on deep discounting

Brands can target promotions more
precisely, reducing blanket discounting

Reward structures can steer customers
towards higher-margin products

Programmes enable cost-efficient
engagement rather than discounts
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Brand & market positioning
pain point

e Brand identity misalignment

How loyalty can resolve these
* Loyalty programmes can signal modernity
and digital fluency

Community and experiential features
rebuild relevance and brand love

Reward mechanics and UX can reposition
the brand

And the programme can act as a brand
storytelling platform

Resources

Contact Collinson for general enquiries & questions | Discover further retail industry insights here | For a Loyalty Maturity Assessment, click here

Disclaimer: This report has been prepared with the support of advanced tools to assist research and analysis. While every effort has been made to ensure accuracy and reliability, no guarantee, representation, or warranty, express or implied, is made as to the completeness or correctness of the information contained herein. Readers should exercise their own judgment and verify information before relying on it.



