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Minimize the spam and maximize

AN INDEPENDENT SUPPLEMENT BY MEDIAPLANET TO USA TODAY

what is important to you.

REWARD
CHOICES

The new “|-Network’

eeling swamped? We
know that consum-
ers like you are blitzed
by come-on pitches
like never before. We
also know that you're
responding to the sen-
sory overload by deleting company
emails before opening them or sim-
ply shutting brands out,and instead
turning to friends and other trusted
sources for information.

COLLOQUY calls this the new
I-Network. You probably intuitively
understand the concept: Every time
you ask Facebook friends for recom-
mendations or go to a social forum
like TripAdvisor for advice, you're
networking to meet your exact
needs.

Fortunately, we see that some
companies, brands and local mer-
chants are catching on. They are
learning to connect with customers
on their own terms. They will work
to make your life easier, entertain
you, and only offer information or
deals that you care about.

Smart companies are fitting what
they do into the rhythm of how you
live, and connecting with consum-
ers in four powerful ways:

Engagement

No question: companies know that
your growing power to connect with
anyone who shares your passions is
transforming the brand-consumer
relationship. Frozen dessert fran-

chise Tasti D-Lite piggybacks on the
inclination to share by encouraging
customers to earn loyalty points not
only for making purchases, but also
through social activity like letting
friends know through Foursquare
that they just purchased a treat. My
Starbucks Idea goes a step further,
asking what customers care about.
The online forum is a place for sug-
gesting new Starbucks products,
potential locations and easier ways
to place orders. It has also gener-
ated over 8,375 “social responsibil-
ity” ideas about things like smarter
recycling and better ways for stores
touse water.

Personalization
Personalization can mean custom-
izing information, like SAS Scan-
dinavian Airlines does with its
EuroBonusMatchMe frequent flyer
service. Instead of presenting just
a grid of how many miles you need
to earn a free ticket, its Web site
generates specific destination sug-
gestions for solo,romance,or family
trips based on the points you have.

Speed

Mobile technologies have created
an on-demand marketplace. Mobile
is personal and it’s fast, and we’re
seeing companies like Starbucks
and Dunkin Donuts develop mobile
apps for a variety of personalized
services, including making pay-
ments right from smart phones.

Kelly Hlavinka
Managing Partner, COLLOQUY

“Smart
companies are
fitting what
they do into the
rhythm of how
you live, and
connecting with
consumers in
four powerful
ways.”

These apps provide a super-fast
check out, might let you jump a
line at a crowded venue, and serve
up extra-relevant coupon offers
based on your preferences and your
phone’s GPS location.

Entertainment
Call it the gamification of the mar-
ketplace or the emergence of play-
sumers: Shoppers want brands that
are fun. Leisure Systems, a franchi-
sor of Yogi Bear’s Jellystone Park
Camp-Resorts, sends birthday post-
cards (from Yogi) to kids who have
visited, good for a gift at their next
trip. FedEx used its NFL sponsorship
to come up with an NFL-themed
promotion called Game Time that
compared shipping goals to “first
down,” “second down,” and so on.
GameStop, the video game and
entertainment software retailer,
has in-store kiosks where members
of its PowerUp Rewards program
can look up (and show off) listings
of their personal game collections.
So next time you’re dealing
with a company that swamps you
with irrelevant emails, have a look
around — there are plenty of savvy
companies you can turn to that
minimize the spam and maximize
what is important to you.

KELLY HLAVINKA
editorial@mediaplanet.com
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The programs that win our annual
COLLOQUY Loyalty Awards are the
best of the best worldwide, judged
by loyalty industry experts.The win-
ners are chosen because they under-
stand what customers want, and
they offer something compelling
like valuable rewards or a creative
way to engage with the program.we
recently announced this year’s win-
ners — nine leading programs that
are models for others in the indus-
try. Here, we summarize the best
of the best, why they lead the pack,
and how other loyalty programs will
soon be copying them.

The mobile migration

M American Express realized
that its Membership Rewards
customers were big mobile users,
so the company created a mobile
app to browse rewards, shop and
redeem points.

M SCENE, a movie loyalty program
in Canada, won two awards for its
mobile initiatives. One is a mobile
app that lets members buy tickets
and redeem points; the other is its
SCENEtourage social media game,
which awards badges and points
to members who create online
characters that go to the movies.

B Subway in New Zealand created
the country’s first mobile loyalty
app, which lets iPhone customers
place orders for pickup,and pay with

AN INDEPENDENT SUPPLEMENT BY MEDIAPLANET TO USA TODAY
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their mobile wallet.

These three programs exemplify
the hot trend of more and more loy-
alty programs migrating to mobile
platforms, which will very soon out-
number websites as customers move
their online engagement away from
the desktop and onto mobile devices.
Likewise, programs are starting to
reward for social media interaction,
which is a plus for members (usually
younger) who are highly social any-
way. International programs lead
the pack, but look for more U.S. mer-
chants to offer mobile apps that save
you time and make it easy to track
your loyalty program membership.

Design-your-own rewards
M BDO Bank in the Philippines
created a “bucket list” catalog full

Oyalty

As “industry insiders,” we at COLLOQUY get to study and analyze a lot of loyalty
programs. We have seen what works and what doesn’t, and which
cutting-edge innovations offer real value to customers. In fact, we
vote on them every year in our own version of the Academy Awards.

DRUMROLL PLEASE!

Inisyears pest |

Q
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of exotic destinations and top-
tier merchandise to encourage its
high-end customers to redeem
their points.
B Kimpton Hotel Group decided
to reward its top customers with a
surprise reward based on how much
they spent at the hotel in the past
year. Kimpton customers were able
to choose their own personalized
reward for food, travel, wines or spa
treatment’s.
M Qantas wanted to hang onto
its frequent business travelers,
so it created a new Platinum
One membership tier, and then
increased the mileage earn rates to
help customers get there.It also gave
members a dedicated customer-
service phone line.

The best loyalty programs want

pPrograms are...

PHOTO: ISTOCKPHOTO.COM

customers to redeem so that they
stay engaged with the program, and
the best ones find ways to make it
easy, fun and compelling. In today’s
economy, companies recognize the
value of keeping their “best” or top-
tier customers. Those customers
are increasingly more likely to be
offered highly-customized rewards
that reflect their preferences, which
means it can pay off to focus your
activity in a few of your favorite pro-
grams in order toreach that level.

Remaking the business

B Samsung India created a loyalty
program for its distributors, offering
them information on new products,
performance rewards, and a series of
social events.

B Hero MotorCorp in India created

a customer-rewards program and
worked with its retailers to deploy it.
M Indigo Books in Canada used its
loyalty program to launch itself
online, making the transition
to the digital age of bookselling.
The program offers customers
personalized recommendations,
points for online purchasing, and
special game options.

By figuring out what customers
wanted, Indigo was able to leverage
its loyalty program to transform its
business and adopt a new strategy.
Business-to-business initiatives like
those from Samsung and Hero show
that loyalty programs aren’t just for
consumers, but can also help shore
up distribution channels and sup-
ply chains. Look for more U.S.-based
B2B companies to create loyalty pro-
grams that reach down to retail cus-
tomers, and for increasing numbers
of companies to refocus their busi-
ness strategies around finding out
what you, the customer, wants.

Today’s hot program winners
point toward the future of loyalty
— mobile and social, offering per-
sonalized rewards, and relying on
customer input and information to
help shape business strategy. And
the Oscar goes to — the customer!

PHAEDRA HISE
SENIOR EDITOR, COLLOQUY
editorial@mediaplanet.com
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Question 1:
How doyou definea
successful loyalty program?

Greg Brown

Vice President, Loyalty, Promotion
& Relationship Marketing,

Choice Hotels International, Inc.

In a word, engagement. Successful
hotel rewards programs attract and retain
members because they are delivering real
value for travelers. Delivering points for
stays are important and one can accumulate
great value by staying frequently. A more
important value is the recognition and
appreciation elements that are the focus of
successful programs. Travelers spend lots of
time on the road, and want the hotels they
stay at to be thankful for their business and
show appreciation for the loyalty. This extra
attention is what drives engagement, and
engagement is a higher level of loyalty than
just passively collecting points. All success-
ful programs seek to achieve engagement
with their members.

Raymond H. Stanton il
CEO and President,
SaveAround Partnership
Solutions, Inc.

A successful loyalty and rewards pro-
gram will positively influence the custom-
ers purchasing behavior by making it more
profitable for the company through a series
of well thought out targeted campaigns. The
campaigns are based on data analysis of all
of the collected customer data, such as, pur-
chasing, demographics and product level
information, thus ensuring future com-
munications offer value to each individual
customer. The goal of a successful loyalty
program is to capture businesses’ strengths
by offering enhancements to their products
that will make the customer become more
engaged in the services/products that they
provide. The client needs to be top-of-mind
for their customers.

Christopher Barnard
President and Co-founder,
Points.com

I think there are three core tests aloy-
alty program must pass to be considered suc-
cessful.

1. Engage your members. There should be
many options to earn and burn points to fit
the needs of every member.

2. Stand alone. Usually, both the economics
of the program and the overall business are
included in profitability measurement. Suc-
cessful programs have evolved to measure
the program as a core business.

3. Create mutually beneficial partnerships.
Loyalty programs are continually entering
into business partnerships to expand their
value. The advantage a program delivers
needs to be beneficial on both sides of these
partnerships.

Question 2:

What are the benefits of
joining multiple programs
versus joining a select few?

The primary benefit of joining multiple
programs is the ability to compare and con-
trast your experiences with each program.
This would also ensure you earned points for
your stays when your preferred hotel brand
is not available. The downside of participat-
ing in multiple programs is that you may
not achieve the Elite status benefits in your
preferred program. Our program, Choice
Privileges, offers increasingly attractive ben-
efits across our three Elite levels, which are
relatively easy to attain compared to other
programs. The more you concentrate your
stays with your preferred program, the more
likely you are to earn the extra benefits and
recognition that will drive engagement and
ahigher level of satisfaction for your stays.

With fierce competition in every ver-
tical, almost every major company and
financial institution has a loyalty program
and if they do not they are researching
how to get one. There are many benefits
to joining multiple programs, the main is,
consumers should be able to save and be
rewarded for each purchase they make:
grocery stores, retailers, fuel, local mer-
chants and financial institution relation-
ships.Itisimportant that loyalty programs
are kept fresh and enticing. Consumers are
very intelligent and connected. When cre-
ating a loyalty and rewards program one
must keep in mind that their offerings can
be compared to others in the marketplace
with the click of a mouse.

One size does not fit all. Loyalty is
quickly evolving to become a vehicle for
delivering value to a unique customer
profile. With a growing list of tools avail-
able to consumers to manage multiple
programs — consumers should be able to
efficiently maximize their participation
in multiple programs. Done correctly, a
free flight, a free stay, and some targeted
discounts can all add up to a big benefit
everyyear.In many cases it’s like getting a
5 percent salary raise!

Question 3:

Where do you see the
loyalty/rewards industry
in five years? Ten years?

POINT

At a high level, much more firmly headed
toward participatory models that go above
and beyond the traditional rewards trans-
action model. In the next five years, there
will be more focus on expanding program
involvement beyond the transaction itself,
and finding methods to keep the member
engaged on site, on device. This means
delivering compelling value through rap-
idly maturing channels like social media,
app development and gamification. Over
the longer term, the loyalty industry will
require supporting an even more mobile-
focused membership, requiring instant
information, access and transparency both
athome and abroad.

Loyalty programs should be put in
place to last for a long period of time. I
see programs evolving and gaining more
reach because of mobile capabilities. With
mobile solutions, consumers will receive
instant rewards for responding to promo-
tions and based on their location with geo
targeting. Success is driven by companies
that embrace enhancements in technol-
ogy such as delivering relevant commu-
nication and savings via mobile and web-
enabled channels. In doing so, those with
a strong technology foundation along
with richlocal, regional and national mer-
chant offers will lead in the marketplace
in the years ahead.

Personalization, flexibility and dis-
tribution will be the main trends driving
the loyalty industry over the next decade.
Not surprisingly, these are the same forces
driving commerce in general. Mobile and
internet technology will increasingly allow
loyalty to be present in all aspects of people’s
shopping lives, creating a more personal
connection. Many large eCommerce players
accept partial payment with points,adding
valuable flexibility to the member. Points.
com in fact powers the ability for busi-
nesses to use top tier loyalty programs as an
incentive (vs. starting their own program),
which solves the loyalty distribution issue
at national and international levels.

EXPIRATION

miles will you earn for your next flight?
B Answer: There are two answers,
depending on what type of program
your airline operates.

B Question: How many frequent flyer

FROM MILES .
TOMONEY -~

@

Members of Virgin America’s Elevate pro-
gram earn five points per $1 spent. And in
Southwest’s Rapid Rewards program, mem-
bers earn six, 10, or 12 points per $1, depend-
ing on the type of ticket purchased.

Schemes such as JetBlue’s are known as

Ifyou're traveling on one of the so-called leg-
acy carriers — traditional full-service airlines
like American, Delta, United,and US Airways
— you’ll earn as many miles as you actu-
ally fly, with a bonus thrown in for first- or
business-class passengers and for program
memberswith elite status.
That’s how mileage-based programs work.
“And because it’s the way most programs

~ have a

e

accept

to be a spr@;ceable approach. uLoyaltprro-

=t 1ts and
gw lers spend o'ﬁghelr t1c}<ets. -
ch &r&

industrystandard.

V1rg1n America, your earnings will be com-

: fgiﬁi\ﬂa Rather than flight miles,youwill be
».;warded )ﬁ)lnts that correspond directly to
th'é"prfcérq‘f%ur tlcket

;....

you earn six points for every $1spent on tick-
ets booked on JetBlue’s website. So a $300
ticket nets you 1,800 TrueBlue points.

arded mﬂes 'smce the advent of

modern airlir alty programs in 1981, it’s

what most travel Eﬁome to expect and’* act as approximations for distances flown,
Ba!;mg‘earnmgs on flown mﬂe§has proved‘_

grams have always aimed to reward cgstom-‘

ersfor the1r contﬂbutmn toa confpany’s prof- -

% aready rﬂ@u@;prqu for

s an alternative approach one
Wthh may be poised to become the new

- If you're flying on Southwest, JetBlue or

puted.acebrdmg to a completely different

In JetBlue’s TrueBlue program, for instance,

revenue-based programs, or fixed-value
programs, because there’s a predetermined
relationship between spending and earning.

Of course earning is only half the story.
The other half is redemption. How are the
prices of award tickets established?

In traditional mileage-based programs,
awards are priced according to region.
Flights within the continental U.S. cost

125,000 miles; Europe flights cost 50,000

miles; and so on. The regional categories

- which in turn approximate the cost of com-
parable paid tickets.

Once again, the revenue-based programs
take a very different tack, tying the price of

‘an award ticket directly to its market price.

;_To rllustrate here s how an award book-
i : enca»pomts mightwork.
_‘ﬁ flight from Los Angeles to
Dallas in mid- -August, the airline’s website

- showed three flights, ranging in price from

$470.60 to $639.60, based presumably on
demand. Prefer to pay with points? Those
same flights could be purchased for between
20,885 and 28,745 frequent flyer points.

The true value J

The points,in otherwords,are worth around
2.25 cents apiece when cashed in for award
flights. But you won’t have to do the math
yourself — with Virgin America’s online
booking widget, you can simply toggle back
and forth between the price of any ticket in

dollars and in points.

As it stands today, the division between
mileage and revenue-based programs
breaks cleanly between the legacy airlines
and the discount carriers. The aforemen-
tioned three major discount airlines operate
revenue programs; everyone else operates
according to the old model. But that could
change,and soon.

There has been speculation in recent
months that both Delta and US Airways are
contemplating,and may be close to launch-
ing, their own revenue-based programs.
Which raises the specter of other airlines
doing the same, and a shift to revenue pro-
grams as the new industry standard.

Such conversions are not to be under-
taken lightly.

When Southwest replaced its old program
with a revenue scheme in March 2011, the
change required new systems and proce-
dures throughout the entire company, from
reservations to operations to finance. The
cost: almost $100 million.

To even contemplate such an enormous
undertaking, the airlines must think that
revenue programs have a lot to recommend
them. Such programs must, in other words,
be in the airlines’ best interest financially.

Two sides of the coin

Where, then, do the best interests of con-
sumers lie? When choosing between mile-
age and revenue programs, there’s no defini-
tive “best.” Each hasits strengths and offset-
ting weaknesses.

The primary benefit of traditional mileage
programs is the ability to squeeze excep-
tional value from them. Earn miles for long,
cheap flights. Then redeem them for pricey

J U

tickets. If this were high finance,we’d call it
arbitrage.

The downside: Award seats at the most
desirable price points are heavily restricted
and may be non-existent on popular routes
during peak travel periods.

By contrast, there are no restrictions or
capacity controls on award seats in revenue
programs. Every seat on every flight may be
booked with either cash or points. No more
stressing out over scarce availability.

On the other hand, you’ll never get out-
sized value from your points. With the value
pre-set on both the earning and redemp-
tion sides of the programs, the return-on-
investment is pretty much set in stone. (The
exception is Southwest’s program, where
some leverage can be had by earning points
for high-priced Business Select fares and
redeeming them for low-cost Wanna Get
Away fares. But that’s a strategy that will
onlywork for business fravﬂers whose com-
panies foot the bill for prlcey unrestricted
fares.) - .
In the end, what works best for you
depends on which set of tradeoffs best suits
your purchase and travel behavior.

If you insist on squeezing outsized value
from your program and accept scarce award
availability as part of the challenge, then tra-
ditional programs are your best bet.

Ifyour preferenceis forareliable but mod-
est rebate and unfettered access to award
seats, then a revenue-based scheme will suit
you better.

TIM WINSHIP
PUBLISHER, FREQUENTFLIER.COM
editorial@mediaplanet.com
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WHEN IT
COMES TO
PRIVACY,
CONSUMERS
REVEAL
SURPRISING
FINDINGS

When it comes to privacy,
some personal information
is still about as protected as
your social security number.

This, at least, is what
2,000U.S.and Canadian
respondents said in the
2012 LoyaltyOne Pri-
vacy Study conducted
in June — 15 percent
said they’d be willing to
share their exact loca-
tion via smartphone
and just 11 percent
of respondents say-
ing they’d share their
social security number.
Consumers are much
more willing to share other personal
information — 66 percent of respon-
dents said they’d reveal their sexual
orientation, 59 percent, would share
their religion, and 52 percent would
share their political affiliation.

These are eye-catching statis-
tics, however behind the findings
are results that point to a more
problematic trend in the market-

AN INDEPENDENT SUPPLEMENT BY MEDIAPLANET TO USA TODAY

ing industry: Consumer trust with
organizations appears to be fading,
and they are seeing a declining
value in sharing personal informa-
tion with marketers.

For instance, among the findings:
M 88 percent of respondents
feel companies use data for
the company’s own Dbenefit,
unchanged from one year ago;
H 78 percent do not feel theyreceive
anything of value in return for their
personal information, compared
with 74 percent a year ago;
M 63 percent said they would be
willing to give more information if
they received relevant products and
services — down from 67 percent in
2011;
B Only 45 percent expect tailored
information based on what they
buy, down from 49 percent.

Worse, consumers are increas-
ingly unsure of the
how their informa-
tion is being used.
Almost 60 percent of
respondents said they
were concerned about
their behavior being
tracked, for example,
when using a cus-
tomer loyalty card.
That figure is up from
52 percent in 2011, a 15
percent increase.

These are compel-
ling results.Too often,the consumer
isnot experiencing a mutual advan-
tage from sharing his or her data
with marketers and businesses. But
that could change.

BRYAN PEARSON

Rebuilding trust

As noted in my book, The Loyalty
Leap, businesses already possess the
technology and the wherewithal to

Bryan Pearson, author of “The
Loyalty Leap: Turning Customer
Information Into Customer Intimacy”

shift the course of this trend, and to
enhance the perceptions of market-
ing among consumers.They can do
it through the responsible use of
data.

But to accomplish this, market-
ersneed to:

M Never disrespect

the data:

Ensure that every communication
is relevant and speaks to the
consumer’s needs and interests;
B Find ways to create value:
Continually seek new ways to
recognize and reward the customer
with benefits that are meaningful;
M Listen: Whenever possible,look
deeper into the meaning behind
transactions to understand what
motivates consumers.

And, by the way, even in this
election year I won'’t ask you about
your political preference. If more
marketers would be as respectful of
their customers’ private informa-
tion, then everyone would win.

Almost 60 percent of respondents said they were
concerned about their behavior being tracked,

for example, when using a customer loyalty card.

BRYAN PEARSON
PRESIDENT, LOYALTYONE
editorial@mediaplanet.com
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Navigating your frequent flyer awards

As everyone knows, it’s not
always easy to spend miles for
flights when you’re ready to
spend those miles. We often hear
from frequent flyer program
members who search for award
flights on the days they wish
to travel and find no available
seats. But as the saying goes, “no”
doesn’t always mean “no” and
there is a distinct advantage to
understanding that.

“No” doesn’t always mean
“no” is certainly true when look-
ing for a free ticket. Our research
has shown that award availabil-
ity is much better when calling
the reservation center vs. using
the airline online booking tool.
Sometimes this is because the
award search tool on the website
does not allow members to book
flights on partner airlines and
sometimes it’'s simply because
the online tool isn’t as good as
what the reservations agent can
do to check for flights. The only
drawback I see to calling the res-
ervations center, is that you more
than likely be charged a $25 book-
ing fee for calling to book instead
of booking online. If, when you
call, you receive an agent who
does not seem willing to work
with you, thank them for their
time, hang up and call again until
you get a more helpful agent. And
do your homework before you call
— research the flights you ware
interested in before picking up
the phone.

Timing is everything

As for the best days and times,
that too can make a difference
when getting an award seat.After
20+ years of researching award
redemption, I happen to have
some tips. Here are the best days:

within the U.S.(including popular
flights to Florida), Monday, Tues-
day and Wednesday; to Hawaii
or Europe, Tuesday, Wednesday
and Thursday; to Asia, Tuesday,
Wednesday and Thursday; and to
the Caribbean, Mexico or South
America, Tuesday and Wednesday.

And there are some worst days:
within the U.S., Friday and Sun-
day; to Hawaii, Friday, Saturday,
Sunday and Monday; to Asia Fri-
day, Saturday and Sunday; to the
Caribbean, Saturday, Sunday and
Monday; to Europe, Mexico or
South America, Friday, Saturday
and Sunday.

As for the time of the day, mid-
day flights are the best because
that is when flights are less
crowded — you aren’t competing
for the seats with a good portion
of business travelers who prefer
early morning or late afternoon
or evening flights. And if you can
plan and book your award travel
in advance, and be flexible within
a few days of your departure and
return, that will help you find
an award seat. And again, “no”
doesn’t always mean “no” — it
doesn’t hurt to check back after
your first attempt to see if seats
have become available.

If you are interested in flights to
Europe from the U.S., my advice
has always been to consider mak-
ing a connection on the East Coast,
as many do, but avoid the evening
flights that are so popular—try
arranging some of the early morn-
ing flights from the U.S. as they
have yet to catch on for popular-
ity and we have often seen empty
award seats. Good luck with your

award quest!
RANDY PETERSEN
PRESIDENT AND CEO,
FREQUENT FLYER SERVICES
editorial@mediaplanet.com
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Melissa Studzinski
Vice President of Customer
Relationship Management, CVS/Pharmacy

Tips for scoring sweet
savings with loyalty
programs

Loyalty programs are every-
where —from grocery stores
and department stores to
local coffee shops. But the
top programs have evolved
over the past decade by
using the newest technol-
ogy to encompass more
than just scanning a card to
receive a few generic perks.
The smartest brands are
using rewards programs to
form meaningful connec-
tions with their customers
and offer them value each
time they shop. Here are
some tips to bear in mind
when choosing a rewards
program that can make a big
impact on your wallet.

1. Be selective: While signing
up for a new program is usually
free, it can become a burden to
manage too many of them, so ask
yourself if the rewards are worth
it. Look for programs that allow
you to earn rewards every time
you shop, not just when you pur-
chase selectitemsthatare onsale.

2. Opt for programs that
make it easy to redeem your
rewards: Some programs rely
on complicated systems that
require math and guesswork
to figure out what rewards you
have. The best programs pay you
back with rewards you can easily
spend on your next shopping trip
so you actually benefit each time
you shop.

3. Check your inbox: Nearly
all retailers these days ask you for
an email address to share news
and extra incentives. If you're
looking to save more money and
stay in-the-know about sales and
promotions, register an email
address so you’ll get these exclu-
sive offers.

4. Make it easy on yourself:
Saving money through loyalty
programs shouldn’t take a lot of
time or be difficult tonavigate.The
best programs give a choice in how
you want to engage. If you're digi-
tally-minded, pick a program that
lets you manage rewards online
or from your mobile device. Some
programs allow you to store your
card on your phone, eliminating
the card clutter from your key ring
or wallet.

5. Stay current on the latest
promotions: Many loyalty pro-
grams host special promotions to
double or triple your earnings, or
reward you with gift cards during
certain times of the year. Keep an
eye out for these and take advan-
tage, which means more money
in your wallet.

MELISSA STUDZINSKI
editorial@mediaplanet.com

AN INDEPENDENT SUPPLEMENT BY MEDIAPLANET TO USA TODAY

EASE OF
EARNING

\

There are scores of apps and web
sites, and new ones appearing
daily, to help us manage and keep
track of our loyalty activities
with a flick of the thumb. The
best apps offer a life-changing
combination of customization
and speed to help us cut through
the marketing clutter and power
through our busy days.
Customizing means that many
of today’s loyalty apps can be

list of my top four and how each
delivers a unique technology one-
two punch for both consumers
and companies:

B Google Wallet: Launched last
year to mixed reviews, Google’s
mobile tap-to-pay technology
has continued to evolve (adding
new credit card options and
mobile handsets). Google Wallet
now securely stores credit cards,

AT YOUR
FINGERTIPS

The four best digital
INNovations for managing
loyalty activities

Use of mobile payments

2012 vs. 2011
Yes
H No

80.7%

2011

SOURCE: IDC FINANCIAL INSIGHTS

(% of Americans who have used their moblie phone to make a purchase)

66.1%

2012

personalized to provide relevant
offers, product information and
services. Speed means that they
move quickly enough to save
us valuable time (and they are
quickly and regularly updated).

There are so many new apps
and web sites popping up that it
is a challenge to choose which
technologies deliver the best
value.

Looking at a few of the latest
innovations (and some old
favorites), there are a few that
truly do stand apart. Below is a

loyalty program cards and digital
offers on the mobile phone, and it
works both in-store and online.
A key benefit: It simplifies
checkout by consolidating
payment, loyalty and coupons
into a single tap when used with
Google-approved merchants.
Businesses love it because
this app drives higher sales.
More importantly, by compiling
consumer credit card and
loyalty data, Google wallet
delivers a clear understanding
of the consumer, which helps

the company create
personalized offers.

more

Ml Starbucks: 1 know what you're
thinking: Haven't we talked
enough about the Starbucks app?
Maybe, but I still love it because
it demonstrates what a stand-
alone loyalty program can do.
Starbucks helped shape mobile
loyalty by combining members’
reward management with
straight forward, cutting-edge
payment application. For users,
this means handheld access to a
digital, pre-paid account that can
be reloaded with any major credit
card, as well as an active record of
rewards gained. Such ease builds
loyalty and an avid user base.

The payoff for Starbucks is
that the app generated $110
million in 2011 sales. In July
Starbucks rolled the app out to the
UK and Canada, while adding
new features, including PayPal
support.

M Pushpins: The geograph-
ically-smart Pushpins app can
store a consumer’s shopping list,
digital coupons and the nutrition
facts of thousands of items. Its
ability to find coupons for local
merchants, sorted by aisle, enables
users to simply scan foods and
tap to redeem instant savings,
which are automatically applied
to their loyalty cards at checkout.
Such service enhancement tells
customers, “We understand your
needs.”

This is why more than 2,000
grocery stores have agreed to sync

e

with Pushpins. For businesses,
the plus is the patented coupon-
delivery algorithm. The overall
experience is enjoyable for
customers, which translates to
repeat visits.

Bl Citi ThankYou Point-Sharing
App: Everything is better with
friends, right? This app enables
Citi ThankYou members to share
their points with Facebook
friends, so they can actually team
up or build a community around
rewards. Users can combine points
for merchandise or experiences,
and Citi says that members have
pooled points for goals including
charity fund-raiser walks, student
loan rebates, kitchen remodels,
and a plane ticket for a baby in
need of surgery.

This community  model
translates to valuable word-of-
mouth marketing for participating
companies, not to mention
exposure to countless potential
new customers. How users pool
theirrewards providesrareinsight
into consumer behavior.

I know there are other worthy
innovations out there (looking
forward to Apple’s Passbook
coming this fall), but these four
are a great place to start to keep
your thumbs, and your wallet,

happy.

SIMON KEOGH

DIRECTOR, DIGITAL MARKETING,
MOBILE AND SOCIAL MEDIA,
LOYALTYONE

editorial@mediaplanet.com

MORE BANG FOR YOUR BUCK:

Time for a coalition option”

Are you earning enough
points to make your loyalty
programs pay off?

Shoppers sometimes struggle to
manage their memberships in many
different loyalty programs, and can
feel that they aren’t getting the best
value from each one. Yet, consum-
ers keep signing up, because in this
economy, who can turn down a way
tostretch a dollar?

And so you join yet another pro-
gram, but sometimes the value
earned doesn’t seem to be worth
the trouble. For example, are you
earning enough points to redeem
for what you want by the end of the
year? Or do you find yourself looking
at a dozen different loyalty program
statements with a few points here
and a few points there, but none add-
ing up to much value?

At COLLOQUY, we know that
consumers want to better manage
their loyalty program memberships
and find a way to earn meaning-
ful rewards faster. It may be time
for “something new” in which the
value is significant enough to make
joining yet another program worth-
while. U.S. consumers may be ready

for coalition — a type of loyalty pro-
gram popular in most other parts of
the world.

Here’s how it works

H A coalition is a loyalty program
in which multiple companies
reward customers for shopping
with merchants within the
coalition. Members only have
to carry one loyalty card to earn
points for each transaction,
across all of the retailers, travel
companies, groceries and credit
card companies participating in
the coalition.

B The coalition offers a common
currency (points, miles or dollars) to
reward customers who do business
with the participating companies.
Members can redeem those points
for a wide variety of experiences,
merchandiseand in-lane and rollback
redemptions.

M Because most of the coalition
companies are in the category of
“everyday spend” (which includes
fuel, grocery and credit card
companies), coalition members
usually earn points more quickly
than they do in individual loyalty
programs.

Aloyalty program that really delivers
that value in a unique way has obvious
appeal — perhaps the U.S.is ready for
what the rest of the world already has.

This approach to loyalty marketing
was created to deliver high value
and more options to customers.
Coalitions have long been popular in
other world markets,such as Canada,
the U.K., Germany and Australia, but
they have not yet taken hold in the
U.sS.

Coalition doesn’t mean erasing
existing loyalty programs, many of
which offer their own unique and
irreplaceable value. For example,
popular gas/grocery programs let cus-
tomers earn fuel discounts for their
everyday food shopping. Some credit
card programs offer members access
to exclusive events like sold-out con-
certs, NASCAR pit passes or celebrity-
attended film screenings. Other pro-
grams, most notably from airlines,
have one or more merchant partners
to offer a wider range of benefits and

points-earning opportunities.

But when it comes to everyday
spending, the benefits of a coalition
program are easy to understand. It
eliminates the confusion of shuf-
fling through numerous cards to fig-
ure out which one provides the most
value. It also provides the fastest
time to reward and widens the range
of redemption options.

With the economy still moving
slowly, we all want as much value as
possible in exchange for the money
we spend. A loyalty program that
really delivers that value in a unique
way has obvious appeal — perhaps
the U.S.is ready for what the rest of
the world already has.

BRUCE KERR

CONTRIBUTING EDITOR, COLLOQUY
PRESIDENT, LOYALTYONE U.S.
editorial@mediaplanet.com
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QUESTION AND ANSWER

Bill Hornbuckle
Chief Marketing Officer,
MGM Resorts International

In order to maximize
their benefits, what
should consumers look
for when choosing a
rewards program?

Consumers should look for
rewards programs that ful-
fill individual, personal prefer-
ences and evolve with members’
changing expectations
desires. Key partnerships that
strategically align with rewards
programs add value by allowing
members to gain access, receive
offers and earn additional bene-
fits with complementary brands
located throughout the country
and world.

and

Customers also want that
“wow” factor and bragging rights.
If a loyalty program can provide
that, such as access to exclusive,
unique experiences you can’t get
anywhere else, then you've got a
winner.

How essential are
loyalty programs to
building customer
retention in today’s
market?

Today’s informed, discern-
ing consumers want to be
recognized and appreciated for
their loyalty. Dynamic rewards
programs that go a step further by
personalizing offers and demon-
strating a commitment to what’s
important to each individual
member are able to build deeper
and more long-term relation-
ships with the consumer. With
experienced-based products such
as destination resorts, loyalty
programs are critical in tracking
and defining people preference
and giving customers the pre-
ferred access we all enjoy.

How have
advancements in
social media and
technology led to
increased loyalty and
brand advocacy among
a customer base?
Consumers have become
9 brand ambassadors and
more invested than they once
were. Through strategic market-
ing relationships, we’ve enabled
M life to identify and reward
engaged members, whether they
are at one of our resorts or inter-
acting with us on their mobile
phones and social networks. This
ability helps to enhance mem-
bers’ travel experiences, develop
relevant and timely interactions,
recognize loyalty when members
share with their community of
friends and ultimately reward
them forit. Technology and social
media are ever-changing and cre-
ate endless possibilities. Rewards
programs that effectively interact
with members will see dramatic
growth, not only numerically but
in loyalty as well.

BILL HORNBUCKLE
editorial@mediaplanet.com

AN INDEPENDENT SUPPLEMENT BY MEDIAPLANET TO USA TODAY

The rules of EMPLOYEE cngagement

It sounds so simple:
Engaged employees
are more productive.

Why wouldn’t they be? Engaged
employees are enthusiastic, chal-
lenged, dedicated, and proud to con-
tribute to something they believe
is important. As an added bonus, it
turns out that engagement equates
tosuccess.

“Employees who are engaged
at work deliver a higher degree of
quality and service to their custom-
ers,” says Mike Byam, CEO of award
consulting services firm Terry-
berry. “The results consistently link
engaged employees to a more profit-
able organization.”

The face of engagement
Engaged employees are different on
many levels from their disengaged
counterparts, Byam says. Whereas
the engaged employee is emotion-
ally connected to an organization’s
mission and willing to give their
full effort to the cause, disengaged
employees don’t feel that emotional
connection and are not likely to per-
form to the best of their ability.
Employees who are “actively dis-
engaged” pose an even greater prob-

lem, Byam says, because they “often
work counter to the business objec-
tives and can have a negative impact
on the morale of their coworkers.”

A little reward goes a long way
But anyone who's ever worked in an
office knows that becoming engaged
is not necessarily a simple feat, and
depends largely on factors outside
their control. Factors like: auton-
omy, task variety, communication
with management, and advance-
ment opportunities.

These are not factors that are
changed or implemented easily.
But recognition, another big factor
in employee engagement, is fairly
simple to implement and is known
to have big payofis.

The Society of Human Resource
Management’s (SHRM) 2011
Employee Job Satisfaction and
Engagement report states, “manage-
ment’s recognition of employees’
performance through praise, awards
and incentivesis a cost-effective way
of increasing employee morale, pro-
ductivity and competitiveness.”

Byam says there are numerous
reasons to implement a rewards pro-
gram, one of which is that it’s a solid
investment. “Recognizing employ-

ees for their efforts produces busi-
ness results in retention, productiv-
ity and engagement. Ultimately, it
creates a more successful organiza-
tion and produces a work environ-
ment where people feel enriched by
their contributions.”

Lisa Orndorff, SHRM manager of
employee relations and training,
agrees, saying all companies should
have some kind of employee rewards
program in place because people
need to know the work they’re doing
is meaningful to the company, and
that they’re making a difference.

“Companies today can’t afford not
to have a recognition system. They
may think they don’t have the time
or money to recognize an employee,
but they really don’t have time to
recruit and train the person who
replaces the one who leaves.”

Bigger isn’t necessarily better
There are professionalswho can help
companies create rich recognition
programs, and thereare anearly infi-
nite number of ways people can be
rewarded. From innovation awards
to retirement gifts, mentor recog-
nition to quality level attainment,
companies can pat employees on the
back in ways that are meaningful to

them. But Orndorff says a successful
program doesn’t necessarily have to
be elaborate.

“While some companies have
thousands of dollars to invest in
a formal rewards program, small
companies can achieve the same
ends through small things like giv-
ing a movie ticket to employees
when they meet a challenging
goal”

The trick, she says, is knowing
what makes an employee tick,
because they will appreciate know-
ing the company has made an effort
tounderstand a bit about them.

“Not everyone wants to be on top
of the float going down Main Street.
One employee might prefer a public
acknowledgement while another
may value a handwritten thank you
note.”

Whatever the method, the ulti-
mate goal of a rewards program is
to foster engagement by making
employees feel valued. Orndorff
says, “People need to understand
that they are part of the bigger pic-
ture,and that the company couldn’t
dowhat it does best without them.”

JILL SMITS
editorial@mediaplanet.com

Are your loyalty programs working for you”?

How many loyalty cards are in your
wallet, or on your keychain? If it’s
18, then you're like the average
American household. But the aver-
age American household is actively
participating in only eight of those
programs, according to the 2011
COLLOQUY Loyalty Census. That
means that fewer than half of those
cards in your wallet are actually use-
ful. Before you sign up for your 19th
loyalty program, take a moment to
consider what we loyalty marketers
call the “value proposition.” In other
words, is this new program worth it?
Loyalty programs offer a range of
benefits,and while the rewards may
sound tempting in theory, it pays to
determine if you will actually use
them. Ask questions, read the fine
print, and decide whether or not the
program will pay off for you in the
following key categories:
B Reward choice: This may
seem obvious, but are the rewards
actually what you want, or will

use? Of course, everyone likes
“cash back” or discounts. But
what about a retail program that
offers the option of storing receipts
electronically in your customer
records? If you make exchanges
frequently and don’t want the
hassle of storing paper, this perk
might save you time and hassle.
Sometimes a single benefit like
this can make a program highly
valuable, as with free shipping
for Amazon Prime or Zappos.com
customers.

B Accessibility: How many
ways are there for you to track
your point balances and redeem
for rewards? For example, if you
use your cellphone more than your
laptop, you'll want to know if the
loyalty program has a fully featured
app. If you prefer to store your
shopping lists on your cellphone,
you may want digital rewards in
addition to paper coupons. If you use
Facebook and Twitter, find out if the

program isactive on those platforms,
and if it will reward you for social
media activity.

Bl Ease of earning:
many points, miles or other loyalty
program currency do you need to
earn to start redeeming for what
you want? Weigh that against
how often you transact with that
particular merchant. Will you earn
quickly enough to make this card
meaningful? Are there ways you can
earn more points, for instance, by
signing up for a co-branded credit
card?

H Tiers: “Gold” and “silver” levels
are popular with airline and hotel
programs in particular. Reaching
higher levels in a tiered program
offers great perks, but will you ever
get there? Read the fine print and
do the math to see what it takes to
advance, and whether or not you
can attain your goal if you modify
your shopping habits to consolidate
your spending with this particular

How

merchant.

B Points expiration: will
your points expire before you reach
your goal? Programs sometimes
change their policies regarding
expiration, so pay attention to the
communications you receive from
the program. Can you transfer
points to family members or friends?
Check the membership details to
make sure you understand how the
program’s valuable currency can be
used, and that the options fit your
lifestyle and expectations.

In fact, these guidelines don’t
apply only to new programs —
review your existing memberships
with these guidelines in mind.
Don’t clutter your wallet with loy-
alty programs that aren’t working
hard for you.

DENNIS ARMBRUSTER
VICE PRESIDENT,
LOYALTYONE CONSULTING
editorial@mediaplanet.com

FOUR KEY GONCEPTS TO CUSTOMER ENGAGEMENT

Getting consumers’ attention
is difficult enough, but
keeping their attention is
even harder.

Consumers are actively avoiding
brand messaging by way of con-
stantly evolving technology that
allows them to see and hear infor-
mation how and when they want
to engage with it. Therefore, every
customer touch point you have
must be cherished as a key strate-
gic asset. The following describes
an approach that incorporates four
key concepts within a customer
engagement strategy.

Develop a complete inventory
of every possible customer
touch point. From initial push
advertising to fulfillment of your
product or service, each customer
interaction with your brand should
be itemized and then prioritized
based on engagement opportuni-
ties.This process can be tedious, but,
if not done properly, some touch
points can be overlooked, resulting
in lost communication opportuni-
ties. No matter how insignificant a
touch point may seem, it is a valu-
able asset that must be understood,
monitored and managed over time.

Understand the desired end
result from each touch point.
Consumers are making split sec-
ond decisions to determine if they
will read beyond a headline, and
yet companies continue to overload

their touch points, making it dif-
ficult for consumers to even absorb
the message. You don’t form a long-
term relationship with one conver-
sation, nor should you expect to do
so with one customer interaction.
You must begin by identifying the
desired end result of each specific
touch point. A deep dive into the
dynamics of each interaction is
required in order to develop realistic
goals for each. Then work backward
to develop the proper position-
ing and messaging to reach your
desired goals.

Integrate a consistent brand
position and messaging. If you
look at each of your customer touch
points as players on a football team
carrying your brand message across
the goal line,would they all be work-
ing from the same playbook to pro-
duce a cohesive team effort to win
the game? Orwould it look more like
the pregame warm-up — jumbled
and chaotic, with each player work-
ing on individual drills?

Itis important to note that even if
you have all the players on the same
Ppage, success is not guaranteed. The
players may be putting forth a great
team effort on the field, but what
happens if the audience gets dis-
tracted by a couple of fans who are
fighting? When a distraction like
this occurs, some of the benefits of
the team’s effort may be lost. You
need engagement tools to minimize
distractions that impede brand
messaging from reaching your

audience. Branded mechanisms,
like cheerleaders and a jumbotron,
will help tokeep the attention of the
audience focused on the field. These
interactive tools must be moni-
tored and adjusted to ensure that
your message is getting through the
distractions that are sure to occur.

Develop a strategy that incor-
porates multiple engagement
tools. In today’s society, consum-
ers are bombarded with compet-
ing media messages every day. If
you're sending the same message
over and over again, you're at risk
of disengagement or, worse yet, a
loss of relevancy with your cus-
tomers. Engagement tools like
sweepstakes, auctions, games and
special promotions can provide
excitement and unique brand
interactions within your customer
touch points. But remember, these
engagement initiatives should
work together. Integrating them
reinforces your brand messaging
and drives overall engagement up
more than each of the initiatives
would individually. An example of
one such integrative method is a
virtual rewards currency that can
be applied across each engagement
tool.The use of the currency ties all
of the individual elements together,
making your program cohesive and
your brand expansive. This invites
your customers to take a holistic
view of your brand, lending itself to
complete immersion rather than a
series of casual interactions. In this

John

Lavin
\ President,
Destination
Rewards, Inc.

example, the currencyincreases the
value of each interaction as it works
to reinforce your brand position-
ing. This combination of customer
touch points, engagement tools
and integrative methods is part of
a communication strategy that is
critical to building long term rela-
tionships with customers.

Making sure your entire orga-
nization understands the value of
its customer touch points and of
using a strategic, holistic approach
for each new and existing touch
point will help ensure long term
customer engagement in this
ever-changing communication
marketplace. Today’s consumers
choose what messages they see and
when and how they see them.They
can choose to shut out your brand
messages if they are not impactful
enough, or they can absorb them
if they are relevant to their lives.
Capitalizing on every opportunity
to engage with your customers in a
consistent manner will ensure that
they choose to pursue a relationship
with your brand that lasts and pros-
pers.

JOHN LAVIN
editorial@mediaplanet.com
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= Register now at ChoiceHotels.com to earn unlimited free nights

= Book at ChoiceHotels.com or 800.4CHOICE and after your second
qualifying stay with arrival between August 30 and November 14, 2012,
you'll receive enough Choice Privileges’ points to redeem for a FREE
night at over 1,500 hotels

= Elite Diamond and Elite Platinum members can book through
ChoiceHotels.com, 800.4CHOICE, direct at a hotel, or a travel
mManagement company; however, if booked through ChoiceHotels.com,
these members will receive 100 additional Choice Privileges points
with every qualifying stay

= Stays at Econo Lodge, Rodeway Inn, Suburban Extended Stay Hotel’, or
MainStay Suites” hotels must be a minimum of two consecutive nights

Lveies, ceHotels COM  cHoiceprivileges’
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* Free night is based on an 8,000 point Choice Privileges reward night level. Member must register at ChoiceHotels.com before arrival and book their stays at ChoiceHotels.com or 800.4CHOICE at qualifying
rates. Members may also book at a travel management company. Choice Privileges member number must be provided upon check-in. After a second qualifying stay with arrival between 8/30/12 and 11/14/12,
you will be awarded a minimum of 5,000 and maximum of 8,000 points, depending on how many points were earned from your two (2) separate qualified stays. These bonus points will allow redemption for
a free night at the 8,000 reward night level at over 1,500 hotels. A free night at most Choice Privileges locations requires more than 8,000 points. Choice Privileges Diamond and Platinum members who book
through ChoiceHotels.com will receive an additional 100 Choice Privileges bonus points with every qualified stay during the promotional period. For Comfort Inn, Comfort Suites, Quality, Sleep Inn, Clarion,
Cambria Suites’ or Ascend Hotel Collection™ hotels, a trip is defined as a stay that is any number of consecutive nights at one hotel regardless of check-ins or check-outs. For Econo Lodge, Rodeway Inn,
Suburban Extended Stay Hotel, or MainStay Suites™ hotels, a trip is defined as a stay that is two (2) or more consecutive nights at one hotel regardless of check-ins or check-outs. Allow 72 hours from check-out
for points to post. You must maintain an address in the U.S. (including U.S. territories) or Canada to be eligible for this promotion. For Choice Privileges program details, eligible rates, eligible countries and point
redemption rules, visit choiceprivileges.com.



http://www.choicehotels.com/earnafreenight



