Can You Spot These Common Types of Loyalty Program Mistakes? 
What You Don't Know Could Cost You! 
A recent Forrester's survey revealed that the majority of marketers are still attempting to fine-tune their programs, in order to engage and build an emotional connection with their valued customers. The fact is that today's shoppers expect and demand much more than ever before. They seek context and relevance just as much as value and quality. Therefore, the quality of your customer's experience will be the key to advocacy, enrichment and retention metrics.

One of the key roadblocks to success involves personalizing your customer experiences, content, and offers, based on consumer behavior. Another key problem involves managing the information correctly coming from multiple data sources. This includes analyzing and understanding the data relevant to your consumer interactions, across all information platforms. So how do you overcome these roadblocks to success and understand the data in a meaningful way. The first step is to become aware of the common types of mistakes that marketers and businesses make. 

Mistake 1: Only thinking in terms of a marketing tactic – Over the years, the trend has been for strategies to evolve and encompass more than just a quick sale. It is important to recognize that loyalty programs need to be based on an overall strategy, rather than just a marketing tactic. It's also very important to see the big picture and to be able to connect the dots. 

Mistake 2: Over-relying on building loyalty only through transactional tactics – The problem partly lies with the fact that although marketers are putting loyalty programs to thorough use in order to understand their customers better, they still struggle to connect the dots and put those insights into practical use. How can marketers close this gap of missed opportunity? They can do this by customizing their loyalty programs to their consumer's needs and expectations. In this way, they'll experience consumer loyalty through meeting their expectations. 

Mistake 3: Not Being Accessible During A Shopping Moment – A shopping moment is defined as the point in place and time where your consumer takes out their cell phone to find something they need right then and there. If you're not taking full advantage of the omni-channel mobile loyalty approach, it could definitely cost you in lost sales, by as much as 10%.

Mistake 4: Making your consumers carry loyalty cards – According to a CodeBroker Mobile Loyalty Survey, 43% of shoppers view this as a major pain point. A whopping 71% state that they are much more likely to become a member of a loyalty program that they could access from their smart phone. 

Mistake 5: Making a smart phone app available & thinking this is equal to a solid loyalty program – It's not enough to have a mobile channel. Which mobile channel are you going to pursue? The answer depends on your consumers and no two are alike. Out of the 1,207 consumers surveyed in the CodeBroker Mobile Loyalty Survey, none of them shared the same exact preferences about how they expected to interact with their loyalty programs. 

In fact, here is a list of how their various preferences rated percentage wise: 

· Text Messages 


34.75%

· Mobile App



18.5%

· Apple Wallet or Android Pay 
15.4%

· Other




31.2%

As you can see, the mobile platform has a variety of channels. What works for one shopper will not necessarily work for another. The most efficient way to cater to them is to invite them to enroll and then allow them full freedom to access rewards and cards via their preferred channel. 

Making It Work Across Many Channels

According to an EKN mobile loyalty study, more than half of all retailers, about 61%, see the absolute key to success as being the ability to make your loyalty programs work across multiple channels. They view this as being the  crucial key to building a comprehensive personalization strategy. By giving your consumers an easy and convenient method to enroll in your program, via their preferred mobile channel, you can acquire new members quickly and easily. You'll also give existing consumers an easy and hassle-free method to convert directly to mobile. By capturing in on each of your member's personally  preferred communication method, you are now able to cultivate loyalty in an engaging and effective way. 

What You Don't Know Could Cost You – Here's How
When you're using an omni-channel approach, you're offering your consumers multiple sign-up options. This increases the possibility of membership sing ups.  By not using an omni-channel approach, you're likely to lose out not just in membership sing ups, but also in lost sales down the road. 

Remember, what works for one person may not necessarily work for others. You want to capture the highest membership percentage possible and this is only possible by offering the highest number of options. Neglecting one or more mobile channels can definitely cost you in lost revenue. Also, consider that your program will be much more effective, knowing your market's communication preferences. This will increase the chances that you are much more likely to experience long-term engagement with your market, due to  communicating with them via their chosen channel. As stated previously, consumers are much morel likely to sign up in the first place, if you are using an omni-channel approach. By making sure to deliver up-to-date, valuable, relevant content and learning about your consumer's expectations and needs, it is possible to significantly boost your loyalty program performance. 

