LOYALTY 15OO 2500 WORDS
Loyal customer Loyal brand

Deliver pleasure and satisfaction.

Surprise & Delight. Satisfy.

Field of Dreams Theory is no longer applicable.

Tangible emotional benefits and rewards equals brand equity and helps retain customers.

A day in the life, heart and mind (doing, thinking, feeling)

Data has to become knowledge.

Loyalty is expensive to set up and maintain. But that cost is offset by incremental behavior. 


Key to success is gaining share and maintaining loyalty

The positive influence of loyal customers can produce a halo effect attracting more and more customers.

Loyalty is about programs structured rewards and incentives.
Loyalty is about paying people to stay around. 

Good loyalty marketing entrenches members through brand and increases customer lifetime value.

Understanding what leads to an average/unsatisfied member is out best opportunity to enhance the experience.

Satisfied members spread the word.

It’s all about the customer. 

For years marketers would try to outline a “day in the life” of the customer. Let’s see what they’re doing.  But in today’s reality if you want to “crack the code” you must understand a day in the life, mind, and heart of the customer.  This holistic approach surrounds your hypotheses with emotional 
You can slice and dice the data all you want but until you come to the realization that these bytes and bits are living, breathing people, you’ll always come up short.(better)
CHAPTERS?
Loyal Customer. Loyal Brand

Doing. Thinking. Feeling.

Surprise & Delight.

Field of Dreams? Not quite. 
Loyal Customer. Loyal Brand.

It always puts a smile on my face when someone mentions customer loyalty. Is there still such an animal? 
The way we view customer loyalty is through the concept of loyal brand. 
You’ll never have a loyal customer unless you’re a loyal brand. By that, we mean you have to join their club. Understand their wants, needs and passions. The customer is are sitting comfortably in the driver’s seat, charting the course and deciding if and when you’re going to stop along the way.  They control the road trip. You decide whether or not you’re taking the ride. But know this up front: that bus is leaving whether or not you’re on board.  

 Listen to them. They want to be heard. They will tell you, in volumes, what they want. But first, you have to give them a forum to voice their opinions. 
Once you begin to listen to your customers, this is what you’ll hear: “Entertain me, and I’ll give you my attention. Respect my intelligence, and I’ll give you my interest. Do neither, and I’ll give you neither.”

Unless you’ve lived on another planet, you’ve realized that consumers are increasingly demanding, skeptical and wary of any overtures a brand makes to engender loyalty. They want to be involved. They want to contribute in meaningful ways. They want to become collaborators, ambassadors and, in some cases, designers. Customers want control. A loyal brand gives them as much control as they want. 

Doing. Thinking. Feeling.

An effective tool to understand the customer and their interactions with your brand is constructing a Day in the Life. It’s a great way to view their daily engagement with the channels of choice and a rhythm of routine. This will supposedly give you a leg up on planning your media once you understand this behavior. 

But to engender a deeper, more passionate, connection to your customer we strongly suggest developing a Day in the Heart and a Day in the Mind of the consumer. This holistic approach will define the intangible threads that bind the three most important elements of customer loyalty: understanding what their doing, thinking and feeling. 
Sounds simple. But it takes hard-core analytics, intense curiosity and an insatiable hunger to unearth the kernel of human truth that will unlock the insights a brand needs to create a true emotional connection with their customer. Then, and only then, can you begin to understand how to deliver intensely tangible and relevant experiences to that customer. 
Surprise & Delight. 
When you hear about customer loyalty, inevitably Surprise & Delight is mentioned as a “must do”, best practice. We think it’s wonderful. But we also think it’s incomplete. 
Yes, Surprise & Delight delivers an unexpected value that exceeds the customer’s expectations. A good example is Apple Computer. It surprises and delights with their perpetual innovation. But there is a word that is intrinsic for this concept to be effective: satisfy. And, no, it isn’t a given. 
You can surprise and delight and still leave the customer with the question of “that was great but what was it?” Before you Surprise & Delight your customer you have to decide what need are you satisfying? Where is the relevance in that action? What did you learn in your research that gave you the idea this would satisfy a customer need, want or passion. 
We’re all for going above and beyond to keep that customer coming back but you have to bring complete satisfaction at every touch. So we just add a few letters and deliver: Surprise, Delight & Satisfy. 
Channels. Change. Cha-Ching!

When you bring data and analysis to the customer experience through channel integration, it allows you to create a consistent customer experience in every channel. This approach engenders increased engagement that in turn gives you increased sales. Higher engagement also means lower cost in acquisition and retention.

Once you understand those channels and how to integrate them you can develop integrated cross-channel programs to acquire and retain more of your best customers.

Eye-to-eye. Heart-to-heart. One-on-one.
Fact: 86% of customers said they were willing to pay more for a great customer experience with a brand.

Meticulous dissecting of the data begins to define what’s important to your customers, your individual customers.  More important it starts to give you a more defined view of the different groups within your targets and how they interact with the different channels. The right message to the right person in the right channel.

You’re no longer shouting to the masses. You’re now able to have a one-to-one dialogue that understands what they consider is important to them. (ADD WHAT THEY KNOW WHY…)Turning the one-on-one conversation to heart-to-heart. Then, and only then, can you begin to develop the invaluable asset of the emotion connection of your customer and your brand.

Are your best customers your best bet?
 Fact: Profits can increase up to 35% with a strong business model built from an insightful data and analytics program.

Take a few seconds and think about that. 

We can tell you a lot about your best customers. Where to find them. Where to find more like them. Which ones you should invest in and who you should let go. You read that correctly, yes, the ones to let go. You should spend the right amount on the right customer. Your best customers can make you a lot of money but they can also save you a lot. 

Good loyalty marketing entrenches customers through brand and increases customer lifetime value. The positive influence of loyal customers can produce a halo effect attracting more and more members. 

