


Story Dentsply Sirona’s key challenge was 
an industry market dynamic where 
the distributor channel controlled 

the customer relationship and 
thereby all market intelligence. 

The strategy was to drive end 
customers to the Dentsply Rewards 

website where they could place 
orders and earn points, redeemable 

against products and services. A 
range of personalised promotions 
encouraged customers to register, 

and the loyalty points mechanic 
boosted sales and drove brand 

loyalty. To further motivate spend, 
Dentsply introduced some 

gamification with an accelerated 
rewards scheme aimed at 

increasing customer spend and, 
importantly, the number of different 
brands purchased (brand stretch). 

DENTSPLY Rewards aimed to 
shake up the market; in Year 1 
the programme exceeded all 

expectations engaging over 60% 
of the target market, reversing 
a decline in market share in key 
brands and increasing orders. 

The accelerator scheme changed 
buying behaviours with a 36% 

increase in brand stretch.

“
“



2 Tiered loyalty 
programme

With a tiered loyalty programme you 
are able to provide initial benefits to 
new customers but also to provide 
enhanced benefits or rewards for 
remaining a loyal customer or for 
changing buying behaviours. A tiered 
programme can also be overlaid onto 
a simple points system, as seen in the 
example above. 

A tiered programme can provide 
additional earning potential for your 
top customers or open up different 
rewards. 

This type of programme also 
proves to your customers that you 
appreciate their loyalty to your brand.



Story British Airways has strong brand 
recognition but with ever increasing 

competition in the marketplace, 
and consumers ability to compare 
service and cost, they needed to 

differentiate themselves.

British Airways Executive Club is 
free to join and provides members 
with four different tiers. The first tier 
(Blue) provides a range of member 

only offers and rewards you with 
Avios and tier points for each flight 
you take. The more tier points you 
collect allows you to move up the 
programme to the final tier (Gold), 
which provides members with VIP 

services such as access to First Class 
Lounges before travel. Customers 

also provide their preferences when 
first registering on the programme 

which allows British Airways to create 
personalised rewards to suit their 

customers. 

This level of personalisation 
alongside the value they are 

providing their customers has 
resulted in a long standing 

established programme that 
rewards loyalty and keeps their 

customers returning to them. 

“
“



3 Charge an upfront fee 
for VIP benefits

Charging an upfront fee for VIP 
benefits will only work for existing 
customers that already see the 
benefit in your service or product. 

People enjoy feeling part of 
something, but to pay for VIP 
benefits, customers must feel the 
rewards that they receive outweigh 
the initial cost. 



Story Amazon provides an online retail 
service to millions of users across the 
globe. They constantly innovate with 

extra value options for customers 
willing to pay for those services 

such as Prime membership, 1 hour 
delivery times and video and TV 

streaming services. 

In today’s busy world Amazon’s 
innovation, personalisation and 

added value services instills a level 
of trust and peace of mind to their 
customers that is hard to match. 

Amazon Prime is offered to 
customers for approximately £79 
a year. They have up to 69 million 
members across the world and 
benefits include access to their 

streaming service, free delivery and 
quicker delivery times. 

Amazon Prime members have been 
proven to spend up to 2 times more 

than non members. The number 
of Amazon prime members also 

reflects the likelihood of future sales 
for the business. 

“
“



4 Partner with other 
companies to offer an 
all inclusive service or 
offering

If your customers have to shop with 
more than one provider to complete 
their purchases, you could find that by 
partnering with other non-competitive 
companies in your sector, to provide 
an all inclusive service offering, you 
are able to provide more value to your 
customers. We have seen this work 
particularly well for manufacturers. 

By partnering with another company 
your customers,  could purchase 
everything they need through one site 
making their buying process more 
efficient, easier and more rewarding.

Another way of partnering with other 
companies is to provide the ability for 
customers to redeem their points with 
other companies rather than just with 
your brand. 

The partners that you choose to 
invite onto the programme must be 
non-competing and add real value to 
your customers.



Story In the Mid 2000’s, following an 
aggressive store opening strategy, 
Next realised that that demand for 
the brand would inevitably reach a 
maturing and saturation point. 

Next decided to stock external 
brands which achieved three things. 
First it extended customer choice; 
secondly it allowed Next to utilise 
and exploit capacity in its supply 
chain, by handling the distribution 
of additional brands and thirdly it 
provided Next with an additional 
revenue stream. 

Through this strategy Next was able 
to gain three major advantages:
1.	 The business was better able to 

attract new customer segments. 
2.	 The new business provided Next 

with access to market intelligence 
and insight about the buying 
preferences and behaviours of 
these new customers. 

3.	 The new independent website 
www.labelonline.co.uk allowed 
Next to experiment with new 
business ideas and initiatives 
and to do so without risking the 
reputation and success of their 
current business. 

Source: Goldfingle 2014

“
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5 Engage a community by 
promoting experience

Depending on your industry and 
your audience, your customers may 
see more value in extra service than 
financial benefits. 

Airlines and hotels are doing this 
effectively with their tiered loyalty 
programmes in that the more 
loyalty a customer displays, the 
more services they are able to open 
up. This could be in the form of a 
personal concierge service or lounge 
access. 

A non-monetary programme could 
simply be that customers always 
receive an upgraded room when 
they have stayed at a hotel for the 
required number of times, or free 
porterage. 



Story To improve their reach, relevance 
and personalisation, TripAdvisor 

introduced TripCollective badges. 
These badges recognise users 

for their unique contributions that 
make TripAdvisors travel community 

stronger, smarter, better. 

A quote from TripAdvisor says that 
awarding regular contributors status 
designations and levels cannot be 

over emphasized. “It is an incredibly 
successful and powerful programme 

which our marketing team put into 
place the last few years around 

recognizing and creating this desire 
to come back and keep up your 
status and keep contributing.”

In our experience when organising 
overseas sales incentives, we always 
check TripAdvisor reviews. We know 
that is what our audience are doing 
and we need to make sure that we 

have the same information available 
to us. 

TripAdvisor has also given a 
platform to venue managers to be 
able to respond to feedback and 
it is their responses, seen by the 

whole community, which will also 
help them to build their own loyal 

customers.

“
“



6
Gamification

People enjoy healthy competition! 

We see that on our Fitbit apps in 
our friends leaderboard, internally 
with customer service software, 
on LinkedIn with the AllStar profile, 
in Dropbox with their offer of more 
space. 

Gamification does not have to be 
linked to traditional rewards in terms 
of customers receiving points or 
money. Gamification can create 
loyalty just by providing customers 
with motivating, personalised 
messaging and communciations, 
recognition when they have achieved 
success and pointers and motivation 
when they need that little extra push.

People enjoy recognition and 
competition if it is executed in an 
engaging manner.



Story
Autodesk won the Integrated 

Marketing Award for their 
implementation of gamifcation into 

the trial version of their 3DS Max 
product. 

Through a process of analysis they 
worked out that trial users were more 
likely to convert to customers if they 

used the software at least three times 
during the trial.

Autodesk designed a series of 
missions (tutorials) which allowed 
the customer to walk through the 

software learning how to get the most 
value out of it. Customers collected 

points to advance up the leaderboard 
with top users being awarded a prize 

for their efforts.
 

This short term tactical campaign 
increased engagement during the 
trial phase by 54% and conversion 

rates by 15%. 

There was a 29% increase in revenue 
per trial meaning that customers were 
purchasing more expensive products 

or more licences.

“
“



7
Use no programme at 
all!

There are companies out there whose 
product is so unique or service so 
good that there is no need for a 
loyalty programme. Unfortunately the 
number of companies that fit into this 
last category is very small.

We don’t believe in creating 
programmes for companies unless 
we know they will deliver the required 
results. Programmes must adapt 
and develop across their timeline in 
response to customers’ attitudes and 
behaviours. 

A loyalty programme has to deliver 
value to the customer and be part 
of your business strategy moving 
forward.

Summary
Now we can’t all be like Apple so 
the likelihood is that you would be 
looking at one of the other 6 loyalty 
programme mechanics discussed 
above. 

In our experience successful strategic 
loyalty programmes normally 
combine a number of these loyalty 
models.
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