
 

 

 

  

 

����Brought to you by 

 

 

Creating Loyal Customers 



Page 1 of 6 

 

In today’s competitive retail 

environment it takes far 

more than a sequence of 

emails or coupons to engage 

consumers efficiently and 

create a loyal customer base. 

Customers expect to shop 

wherever, whenever, and 

however they choose and it 

is crucial for retailers to meet 

these expectations if they 

want to be successful. 

In fact, in the new era of 

retail, it takes equal parts art 

and science to convert one-

time buyers into loyal 

customers. According to 

Micah Soloman, a customer 

service expert, “If you want 

to build customer loyalty, 

start by making a decision: 

Are you willing to put the 

customer at the center of 

everything you do?” It takes 

creativity, as well as hard 

data and facts, to reimagine 

the customer experience. 

It is no longer enough to 

simply offer customers a 

loyalty program that consists 

solely of rewards based on 

transactional points. To gain 

consumers’ allegiance, 

brands must strive to 

understand their customers’ 

unique needs, wants and 

motivations, to continually 

deliver highly customized 

experiences and relevant 

offers. By integrating a 

customer-centric strategy 

into their loyalty programs, 

brands can boost customer 

retention, keep customers 

involved with their brand, 

and gain valuable customer 

intelligence that can be 

integrated into any cross-

channel marketing program. 

The Omnichannel 

World 

As times and technology 

change, consumers are 

hopping from channel to 

channel throughout the 

research, browsing and 

buying phase. To create truly 

meaningful and relevant 

interactions with loyal 

customers, retailers must 

have a clear understanding 

of unique customer 

preferences and how each 

customer wants to be 

interacted with across 

channels.  

In addition to knowing who 

their best customers are, 

retailers need to understand 

where they are, how they 

shop, what they want and 

what channels they prefer. 

This is a big challenge for any 

company, but new  

“Online price matching 

is only one part of a 

plan that can turn 

online shoppers into 

loyal in-store 

customers. It's 

possible for brick-and-

mortar retailers to put 

strategies in place to 

engage customers 

directly and provide 

excellent service.” 

           -Cameron Yuill, AdGent  
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cross-channel platforms can 

help integrate real-time data 

with consumer insights and 

campaign responses to gain a 

true panoramic view of the 

customer.  

Any modern customer 

experience usually spans 

multiple channels at varying 

points in time. It is important 

to make sure you are 

providing a consistent 

multichannel experience, not 

multichannel frustration. It is 

estimated, 54 percent of 

shoppers prefer to buy 

online if a retailer offers the 

same product online and in a 

physical store. A frictionless 

experience is important for 

customers who will give up 

on your company when 

information is different 

across media, or difficult to 

find. 

A recent study by Experian 

Marketing Services found 

that 34 percent of the U.S. 

population consider 

themselves to be loyal to at 

least one brand. The study 

also revealed that loyalists 

are more likely to respond to 

mobile campaigns and to 

purchase products that are 

advertised on social media 

sites, highlighting the 

importance for retailers to 

create loyalty programs that 

span the customer journey, 

across all channels. 

Service Will Set 

You Apart 

Personalized offers and 

messages help retailers 

capture consumer attention 

and drive transactions. 

However, customer loyalty 

can be severely tarnished if a 

retailer has poor service 

strategies, especially across 

different channels. Excellent 

customer care is the most 

important method for 

improving customer loyalty. 

Customer service personnel 

are the front line troops in 

the battle to win customer’s 

loyalty. According to market 

research 70% of consumers 

said they would remain loyal 

to certain retailers because 

of good customer service. 

(PriceGrabber) 

Customers value service, 

sales associates and the 

shopping experience, so a 

poorly executed strategy will 

destroy loyalty rather than 

build it. To provide good 

customer care, customer 

contact personnel have to be 

empowered with 

information and the 

authority to make decisions 

and to act in the customer’s 

behalf. There is an 

opportunity for retailers to 

set themselves apart and 

showcase their competitive 

advantage outside of price  

“Here is what 

consumers see as 

important in a loyalty 

program: Ease of 

redeeming rewards 

(55%), ease of earning 

points (51%), 

monetary rewards 

(51%), access to 

exclusive deals and 

coupons (36%), easy 

enrollment options 

(22%).”  

                                     -(Mintel)  
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such as delivery options, 

product depth, the ease of 

purchasing and loyalty 

programs.  

A strategy as simple as a 

well-thought-out Frequently 

Asked Questions (FAQ) page 

can positively influence 

future buying decisions. 

Most consumers have a 

series of questions in mind 

prior to making a final 

purchase decision, especially 

if they’re shopping online. 

Detailed information on 

shipping, returns and even 

product sizing — delivered 

through a simple FAQ page 

— can impact whether a 

customer will buy from a 

retailer or turn to a 

competitor.  

 

Many retailers are turning to 

social media and blogs as 

customer service channels. 

They are dedicating time and 

resources to answering 

questions about products on 

Facebook and Twitter. Some 

even go as far as searching 

and tracking third-party 

forums to see where people 

are having conversations 

about their services. Social 

media offers retailers a 

unique venue to engage 

online customers.   

 

These Companies are 

learning that we must not 

treat all customers alike, 

because all customers are 

not alike. Some are loyal and 

put all their trust in their 

brands and others are 

indifferent, and spend most 

of their money elsewhere. 

Customer service 

representatives need to have 

access to customer 

databases. They should know 

what each customer has 

bought in the past or put in 

their online shopping carts. 

Personalizing customer 

service as much as possible is 

vital to building customer 

loyalty. 

 

The Use of Big 

Data 

Customer centricity is all 

about putting the customer 

at the center of your efforts 

— focusing more on the 

customer and how he or she 

wants to interact with you. 

However, retailers face 

numerous challenges when it 

comes to understanding 

their customers on a more 

meaningful level and keeping 

them engaged in their loyalty 

programs. 

The biggest challenge that 

retailers face with loyalty 

programs involve the 

collecting and analyzing of 

data. With customers 

interacting in a more 

dynamic environment, and 

seamlessly moving in and out 

of channels, it has become 

increasingly difficult for 

retailers to tie together and 

make sense of all the data  

“Eighty percent of 

brand loyalists claim 

they don’t purchase 

from unknown brands 

merely to save 

money.” 

                                     -(Mintel) 
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that is available to them. 

Successful loyalty programs 

require access to, and 

understanding of, cross-

channel customer data to 

properly segment customers, 

identify the most highly 

engaged and target 

incremental spenders. 

While data helps in 

segmenting customers, it 

also drives the messaging 

tactics. Brands must gain 

insight into the 

psychographics of their 

customer database. 

Psychographics is a term 

used to refer to data 

collected about groups of 

people which involves how 

those people think, feel, act, 

and believe. It includes 

things like opinions, values, 

beliefs, interests, personality, 

and lifestyle, looking not just 

at who people are and what 

they do, but at the culture 

which informs their attitudes 

and choices. Such visibility is 

used to determine actual 

message, channel and tone.  

For example, a customer 

may be highly engaged, 

interacting through in-store 

visits and purchases. This 

loyalty should be recognized 

by the brand through special 

treatment. Knowing the 

individual customer’s 

preferences and values is 

beneficial to proposing a VIP 

service, gift or discount offer. 

Another customer may value 

quality above everything, 

others may prefer to be the 

first to know about an 

innovation, and some may 

support Green initiatives and 

would like to be made aware 

of Green-friendly services. 

The key takeaway here is to 

ensure that the loyal 

customer is recognized and 

receives special treatment 

that is aligned with his or her 

values. Email messages sent 

to loyalty program members 

result in 10% higher sales 

revenue per message 

compared to emails sent to 

customers who aren’t in a 

loyalty program.” (Experian) 

Keep in mind that customers 

understand if they sign up 

for a loyalty program the 

retailer is collecting 

information on them and 

their purchases. For this to 

work it is important for you 

to give your customers 

something in return. There 

had better be a value 

proposition because the 

customer expects a 

reciprocal relationship. There 

are 2.65 billion loyalty 

program memberships in the 

US, 21.9 per household, but 

people are only active in 9.5 

(Colloquy). It is important  

 

“Email messages sent 

to loyalty program 

members result in 10% 

higher sales revenue 

per message 

compared to emails 

sent to customers who 

aren’t in a loyalty 

program.”   

                                 -(Experian) 
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that the interactions you 

create are relevant.  

Successful loyalty programs 

utilize customer data to 

create a holistic view of their 

customers: who they are, 

what they are buying, and 

how and when they want a 

brand to interact with them. 

Without this view, programs 

are detached from the 

overall customer experience 

and thus cannot effectively 

speak to the customer in a 

relevant fashion. 

Don’t Forget 

Social Media 

It’s an understatement to say 

social media is making an 

impact on customer loyalty. 

According to Sprout Social, 

74% of consumers rely on 

social networks to guide 

purchase decisions. A 

majority of retailers are 

taking to Facebook for ads 

and Pinterest to setup online 

showrooms. These platforms 

not only offer shoppers gift 

ideas but will give retailers 

another display window for 

their items. Shoppers 

referred by Pinterest are 10% 

more likely to make a 

purchase than visitors who 

arrive from other social 

networks. They’ll also spend 

10% more on average. 

(Wayfair) 

Because of this, customer 

loyalty building must go 

beyond analysis of 

preferences – it must 

consider technology and 

connectedness preferences 

as well. Building and 

maintaining customer loyalty 

has become even more of a 

multidimensional endeavor 

than before. The role of the 

business is to facilitate 

collaborative experiences 

and dialogue that customer’s 

value. 

Every company wants to 

position themselves in a way 

that they can receive positive 

word of mouth advertising. It 

is a proven fact that referrals 

equal more sales. Retailers 

are noticing loyalists are 

becoming ambassadors of 

their brands on these social 

platforms and are trying to 

protect them against others 

who are saying negative 

things. Social media has a 

100% higher lead-to-close 

rate than outbound 

marketing. (State of Inbound 

Marketing, 2012) 

A customer journey is the set 

of experiences and 

interactions consumers have 

with a brand as they travel 

through the sales cycle. 

These interactions may or 

may not lead to a transaction 

and long-term brand loyalty, 

but for a consumer, the 

customer journey is an 

indication of the degree to 

which the brand values his or 

her business. Using specific 

data collected from your 

multi-channel approach is 

the first step to creating 

unique experiences and loyal 

customers.   

 

“Social media has a 

100% higher lead-to-

close rate than 

outbound marketing.”   

-(State of Inbound                          

Marketing, 2012) 
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About  

 

 

 

 

JDS Solutions helps retailers improve their bottom line with our flagship WinRetail® integrated retail 

management software. WinRetail gives retailers knowledge they need to improve business with 

software that includes Mobile POS, E-Commerce, Merchandise Planning, Inventory Control, Business 

Intelligence, Xstore Plus Point-of-Sale, CRM, Loyalty, Loss Prevention and much more. Experience the 

WinRetail difference! 

 

Contact Us 

2701 Loker Ave. Suite #290 

Carlsbad, CA 92010 

P: 760 .710 .4444 .x134 

Justin@jdssc.com 
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