Talkable™ Loyalty Program ROI

Loyalty Program: ROl and
Emotional Connection

Although loyalty programs do retain customers and seem
essential for eCommerce business growth, it could be hard
to project the return and calculate the actual impact of the
program. There are two types of return for an eCommerce
brand with a loyalty program: financial return and emotional
return.
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Financial Return

On the following pages, you’ll find a simple calculator to start to
quantify the financial return of your loyalty program.

First, fill in your current data: from Repeat Purchase Rate to
Annual revenue.

Then, use our formulas to calculate the return from the Loyalty
program based on benchmark rates (see below). Use the example
below or our Google Doc to see the exact formulas.

Need help with the calculator? Reach out to
our Loyalty Strategist specialist and get
professional help for building your

projections.
Rates Benchmarks
Help Me With Program Projection
Participation Rate 30%
Engagement Rate 20%
Repeat Purchase Rate 40%
AOV Increase 10%



https://docs.google.com/spreadsheets/d/1Q9EyS_9qY9OCu6L_cNw5-hIIpcPN0kqrNITmLJZX8Mc/edit?usp=sharing
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Financial Return

Current Data

Projected 18
months

Formula

Annual Revenue

Annual revenue + (AOV of loyalty members *
number of active loyalty members)

Transactions

Total current customers * the new average
annual purchases per customer

Customers Expected cust. growth field impacts this
number
AOV AOQV + (AOV*AQV increase rate (10%))

Purchase Frequency

Current average annual purchases per
customers * the increase in repeat purchase
rate (10%)

Repeat Purchase Rate

(current RPR* # of customers NOT in the
loyalty program) + (RPR of loyalty members)
all divided by the total # of customers

Loyalty Membership

Current number of customers * expected
participation rate (30%)

Active Members

Number of total current customers * the
expected loyalty engagement rate of ALL
customers (20%)
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EXAMPLE Current Data Projected 18 Formula
months
Annual Revenue $118,486,800.00 $126,749,577.60 Annual revenue + (AOV of loyalty members *

number of active loyalty members)

Transactions 987,390 1,049,987 Total current customers * the new average
annual purchases per customer

Customers 300,000 300,000 Expected cust. growth field impacts this
number

AOV $120.00 $132.00 AQV + (AOV*AQV increase rate (10%))

Purchase Frequency 3.29 3.48 Current average annual purchases per
customers * the increase in repeat purchase
rate (10%)

Repeat Purchase Rate 20% 21.20% (current RPR* # of customers NOT in the

loyalty program) + (RPR of loyalty members)
all divided by the total # of customers

Loyalty Membership 0 90,000 Current number of customers * expected
participation rate (30%)

Active Members 0 18,000 Number of total current customers * the
expected loyalty engagement rate of ALL
customers (20%)
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Emotional Return:
establishing a connection with high-value customers
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Loyalty programs also provide value that is hard to
quantify. It’s the emotional affection customers feel
towards your brand, the place in their minds
reserved for your products, and how they publicly
speak about your brand.

SelectSpecs

Rewateds

Join our Loyalty program and get rewards
every time you shop.

[ By creating an account, you agree to the
Terms & Conditions and Privacy Policy.

Trust us when we tell you, that this connection will
eventually manifest itself into revenue: 70% of
emotionally engaged consumers spend up to

two times or more on brands they are loyal to,

Earn points, i oo compared to less than half (49%) of consumers
et rewards R R with low emotional engagement.
g ’m‘ g g

Our community means everything to us. We want to offer
you all the benefits of our rewards program.

For every £1 spent, 2 points will be added to your point [£) L 4
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Emotional connection > economic incentives.
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When we put emotional connection at the core of the loyalty
program, you’ll begin to see more organic engagement and QL’II\MM\{Club E@Wﬂ\fdé
conversion. Building a program with your specific buyer in
mind and finding ways to genuinely help them or to create

256 POINTS
Equivalent to $25.60. Redeem on checkout.

REDEEM POINTS

value for them should be the ultimate goal. Offer emotional
rewards and build emotional loyalty through: EEFN:IEORE @ @
? Pei‘nfs p’erfuunase iullow Us on Instagram Refer a Friend i
° Access to exclusive perks; o Q &
° building an identity around your brand; Twect About Us e r—
° offering excellent customer service; o araros q
° suggesting relevant products; . w
° providing a sense of community.

Give 0% off, Get Ko pointdl
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In order to determine how to create value, the first step is getting to
know your customers. Many of our clients will first organize a
survey and send it to high-value customers to learn more about
what makes them tick, how or why they were inspired by the brand,

HOW TO
EARN MORE POINTS?

@ or what other motivators influence how they shop or buy. A survey
Points Per Purchase like this can also uncover the emotion powering engagement or
1point per 1 dollar conversion and allow the brand to create a full experience based on

150 points extra for every $150 spent

those emotions. Tap into a sense of confidence, wellbeing, thrill,
freedom, belonging, security, success, being one’s best self,
being unique, or even protecting the environment.

SHOP NOW

Follow Us on Instagram
20 points, Lifetime

GET +20 POINTS

Refer a Friend
150 points

Your friend also get 20% off next order

§ Hot Idea: Create experiences within loyalty
programs, like on-demand classes, styling
sessions, community get-togethers. It will
provide tangible value for customers and set a

GET +150 POINTS

®

Follow Us on Facebook

strong emotional connection. Brands like
Adidas, North Face, Sephora and Peloton
successfully create events and experiences
for their loyal customers.

20 points, Lifetime

GET 20 POINTS
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Thanks for reading!

Need help in determining what drives value for your customers? Let our loyalty
strategist help uncover that for you.

Trusted by globally AMERICAN EAGLE Cv ROTHY'S
recognized brands TOMS WELLA

Get in touch - we'd love to

Book a demo Contact us
know how we can help:

talkable.com ¢ 2021


https://www.talkable.com/demo_request
https://www.talkable.com/contact

