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CONTEXT

The loyalty program ran mainly as a points mechanism with limited segmentation, targeting, or
analytics. The organization could not tell whether it improved profitability or merely added operational
cost — nor distinguish genuine retention from subsidizing already-loyal clients.

APPROACH

Framed effectiveness as a closed loop — define target behaviours, observe them consistently,
attribute outcomes, adjust rules and offers — and made the practical system changes (unified
identifiers, standardized event capture, analytics integration) needed to support it.

OUTCOME

Turned a points-issuing loyalty program into a measurable management instrument by establishing a
closed-loop effectiveness-evaluation methodology, enabled through targeted system changes —
providing the basis for data-driven marketing and disciplined upsell.

— Loyalty-effectiveness evaluation methodology established and operationalized.

— The program became manageable on data rather than intuition.

— Conditions created for new marketing initiatives with measurable results; revenue and profit growth
through more disciplined upsell.

KEY RESULT

Established a closed-loop loyalty-effectiveness methodology — enabled by unified identifiers
and standardized event capture — that lets the program be managed on incremental impact
rather than points issued.




