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Consumer Purchase Decisions Are Increasingly Complex

Information transparency & emphasis on Customer experience are changing the game

• 42% of Millennials make purchase decisions based on recommendations from friends

• Consumer Loyalty is best achieved through holistic solutions
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What Consumers Evaluate How Consumers Evaluate

Brand / Status Advertising, Social Media

Experience (InStore/Online) Store & Web visits

Product Fit/Function Product Reviews, Forums

Convenience Binary Decision (it is or it isn’t)

After Sale Support & Service Brand, Social Media, Forums

Price Google

Rewards/Incentives POS, Web, Social Media
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The Holy Grail of Customer Loyalty

A Worthy Goal with a Legacy Definition

“Reward & Recognition” has migrated from strategy to tactic
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Tangible Reward

• Behavior Based
• Rational
• Liquid
• Familiar (Discounts, Points)

Recognition Benefits

• Tenure & Value Based
• Emotional
• Easy to Use
• Surprising (Life Hacks)
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Defining Customer Engagement
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Awareness 
Established

Acquisition Activation Usage Retention

•Awareness

•Response to Invitation

• Program Enrollment

• First Purchase

• Offer acceptance

• Information Exchange

• Repeat Purchase

• Survey Completion

• Reward Redemption

• Increased Share

• Community Member

• Multiple Redemption

A Journey, not a Destination

Customer Voice:
Significance for 
Engagement & 

Loyalty

• I’ve enrolled but I join 
everything

• Your data collection 
hurdle is too high

•I’ll judge by your offers

• I’m a cherry picker

• I had a one-time need

• You don’t know me well 
enough yet

• Understand my needs 
and preferences

• I want offers that show 
you are listening

• Can I trust you?

• You’ve got me on multiple 
levels

• I’m expecting more, where 
are the perks?

• I’ve got a chip in the game

Behaviors 
Exhibited
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Customer Engagement is a Requisite for Loyalty
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The Investment in Customer Engagement should be Front-Loaded

&

Must Be Maintained to Create Enduring Customer Loyalty

Customer Engagement

Customer Loyalty

Importance

Time

Execution of tactics in real-time feedback loops (Social Media)

will differ from traditional channels (Web, Direct mail)
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Channels to Build Customer Engagement & Loyalty
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1 to ManyReach

Channel

Engagement

Loyalty

1 to 1Many  to Many

• Awareness
• Availability
• Connecting
• Showing Value

• Access / Opt-in
• Conversion
• Personalization
• Targeting

• Credibility
• Education
• Information

• Dialogue
• Trust
• Loyalty

Offline
• Mass Media
• POS
• Direct Mail

Online
• Web Site
• Paid Search
• Advertising

Online
• Email
• Membership
• Loyalty

Offline
• Direct Mail
• Call Center
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Enhancing Customer Engagement with Social Media

7

1 to ManyReach

Channel

Engagement

Loyalty

1 to 1Many  to Many

Offline
• Mass Media
• POS
• Direct Mail

Online
• Web Site
• Paid Search
• Advertising

Online
• Email
• Membership
• Loyalty

Offline
• Direct Mail
• Call Center

Social Media

Awareness TrustInformation 
Exchange

Education & 
Credibility

LoyaltyDialogue

• Awareness
• Availability
• Open Door

• Showing Value
• Connecting
• Evidence of Opt-In

• Conversation
• Targeting
• Offers

• Permission Given
• Personalization

• Access Granted
• Collaboration
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Discussion Questions
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1. How do we monitor and measure Customer Engagement across channels?

2. How do we incorporate Social Media to accelerate Customer Engagement?

3. What similarities & differences exist in measuring traditional channels & Social 
Media channels?

4. How are tactics to drive Customer Engagement different across channels? 

5. Are all Engaged customers Loyal? Are all Loyal customers Engaged?

6. Examples of Customer Engagement success.




