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make, to measurement metrics and finding the golden spot between 
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In 2021, 90% of businesses 
said expanding their loyalty 
program was a priority. 
However, most don’t fully 
understand how they add  
value to their business.

Loyalty is an important yet 
elusive trait to find among 
consumers. For brands it 
equates to increased sales  
and a consistent advantage 
against competitors.

A customer that 
feels loyalty towards a 
brand is much more likely 
to become a frequent shopper. 

But loyalty is a two-way 
relationship. Brands need to 
give back to their customers  
if they want to retain them and 
continue to benefit from them.

That’s not as simple as it 
sounds. You need to adopt a 
thorough approach towards 
customer loyalty as a core 
business principle to see  
real results.

Customers & Loyalty
Customer loyalty is essential for businesses  
because it translates directly into value.

This playbook will explain what  
it takes to differentiate your  
loyalty program from a growing 
number of competitors

https://talon.one
https://blog.accessdevelopment.com/2021-customer-loyalty-statistics#customer
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The days when simple loyalty 
programs were enough to catch 
a customer’s attention are long 
gone. Now only the best customer 
loyalty programs stand out.

The brands at the forefront of 
thinking around loyalty and loyalty 
programs do three key things:

•  Demonstrate an understanding 
of the deeper motivations 
behind customer loyalty

•  Personalize their messages to 
ensure maximum engagement 
with customers

•  Commit to the vision across 
their entire business

Standing Out  
from the Crowd
Because loyalty programs are so common,  
it now takes much more to differentiate your brand.

90% of companies 
have some form  
of customer loyalty 
program in place
Accenture

Just 19% of loyalty 
program members 
say they feel special 
and valued by their 
loyalty program
Bond

71% of customers 
expect companies to 
interact with them  
on a personalized level
McKinsey 

https://talon.one
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In his book “Why Customers 
Come Back: How to Create 
Lasting Customer Loyalty”,  
Manzie R. Lawfer states that  
the key to creating customer loyalty 
is differentiation, offering your 
customers a unique experience  
that they can’t find anywhere else. 

The surge in the number of ways that 
brands can interact with customers 
has catapulted the importance  
of uniqueness into the spotlight. 

The unique experience is so important 
that Tom Osenton in his book 
“Customer Share Marketing” warns 
brands not to commit to any loyalty 
program until and unless it can 
consistently generate unique and  
relevant experiences for their customers. 

How can uniqueness be achieved and 
retaine? What’s the best way to stand 
out from the crowd?

The protagonist of Don DeLillo’s novel Falling Man 
describes his random mails as “third-class 
indiscriminate throwaway advertising matter”  
that aim to “presort the world’s identities into one.” 
You don’t want your customers to feel the same 
way when they receive your messages, right? 

The only way you can differentiate your 
promotional messages in the mind – and heart –  
of your customers is personalization, respecting 
their unique individual traits. 

Taking a one-size-fits-all approach to loyalty 
programs isn’t enough to stand out. This is why 
around 33% of respondents to a study in the 
US and UK said they were devoting more than  
half of their marketing budget to personalization. 

You need to treat your customers like people; 
otherwise, your loyalty program risks being left behind.

Uniqueness Personalization

How to Differentiate  
Your Loyalty Program?

The more ways available to you to reach out  
to customers, the more important the capability 
of your loyalty program to create unique  
and personalized customer experiences.

https://talon.one
https://www.statista.com/statistics/1208559/marketing-personalization-budget-share/
https://www.amazon.com/Falling-Man-Don-DeLillo/dp/3462039202
https://www.amazon.com/Why-Customers-Come-Back-Customer/dp/1564146952
https://www.amazon.de/-/en/Tom-Osenton/dp/0130671673
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BASIC ADVANCED

Outlook Inadequate consideration  
of how customer loyalty  
fits into the wider goals of  
the business.

Prioritization of customer loyalty  
as a key business objective from  
the very top. Willingness to respond 
to internal and external changes  
to ensure it remains a priority.

Insights Limited market research  
and a lack of understanding  
of customers’ emotional 
loyalty motivations.

Thorough, multifaceted approach  
to research, not just about customer 
profiles but also motivations, 
rewards and competitors.

Coordination Processes with disconnects  
or significant overlaps between 
different departments/tools.

Meticulous processes for sharing 
data between departments/tools 
and also communicating objectives.

Tools Lack of key business tools 
due to corner cutting or not 
understanding importance.

Investment in the best tools  
which provide the best outcomes  
for the business and customers.

Stats Incohesive analysis of  
different data metrics  
within behavioral  
and emotional loyalty.

An understanding of the importance 
of emotional and behavioral loyalty 
in tandem and how both factors  
are intertwined.

Teams A team that is not fully 
aligned on objectives or 
responsibilities.

A team that understands what 
the purpose of customer loyalty is 
and how they can each make the 
operation more effective.

An Advanced  
Loyalty Framework
To be an industry leader in customer loyalty,  
you need to go beyond basics in six key areas.

https://talon.one
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Customer loyalty comprises an entire spectrum 
of actions and mechanisms required to improve 
the perception of a brand among its customers. 

The success of a loyalty program requires not 
only a customer-centric marketing department 
but also a cross-sectional mindset that runs 
through the entire organization. 

It’s no longer enough to 
make customer loyalty the 
responsibility of the marketing 
or sales departments alone

Customer loyalty mindset

A loyalty program will lead to optimal 
results only if the entire company 
acquires a customer loyalty mindset. 
According to Cristina Ziliani and 
Marco Ieva, this mindset involves  
three main components:

•  Achieving an ongoing commitment 
towards the creation of experiences 
at each touchpoint

•  Understanding that customer journey 
across pre-purchase, purchase and 
post-purchase stages should be 
considered in daily decision-making

•  Cooperating with partners to align 
different touchpoints that the 
customer encounters in the same 
shopping situation

Committing to Loyalty
To get meaningful results, businesses need to make customer loyalty 
part of their DNA, committing to it across all departments.

https://talon.one
https://www.routledge.com/Loyalty-Management-From-Loyalty-Programs-to-Omnichannel-Customer-Experiences/Ziliani-Ieva/p/book/9780367210724
https://www.routledge.com/Loyalty-Management-From-Loyalty-Programs-to-Omnichannel-Customer-Experiences/Ziliani-Ieva/p/book/9780367210724
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Customer loyalty can be measured using two main metrics – behavioral 
 loyalty and emotional  loyalty. Both types of loyalty relate to different 
aspects of a customer’s sentiment towards a brand. They’re both vital 
to understand which customers to target.

Behavioral loyalty
Loyalty to a specific brand 
demonstrated through behavior.  
This behavior includes repeatedly 
buying certain products or repeatedly 
buying from a certain shop.

Emotional loyalty
A customer’s emotional connection 
to a brand or product. It comprises 
three separate elements – affinity, 
attachment and trust.

Behavioral loyalty is the standard 
assessment of customer loyalty 
typically used by most brands.  
But in recent years there has  
been a much stronger focus on  
measuring and understanding  
the role of emotional loyalty  
in customers’ consumer behavior. 

The Two Types  
of Customer Loyalty
To find your truly loyal customers, you need to measure  
both behavioral and emotional loyalty.

Customer satisfaction  
leads to affective 
commitment and this 
emotional attachment 
is what influences a 
customer’s subsequent 
purchase behaviour.
Russo & Confente

Customers spend  
an average of 27% more 
when they have a positive 
emotional connection 
with a brand.
Bond

https://talon.one
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Behavioral loyalty is generally much easier 
to measure. You can draw some simple 
conclusions just looking at customers’ 
purchase habits and other trends.

For example, a customer may come  
to your shop (online or in-store) twice  
a week and buy a certain product during 
80% of their visits. This points towards  
a high degree of behavioral loyalty.  
But with this information alone  
it’s hard to draw deeper conclusions.

Metrics typically used to measure 
behavioral loyalty include:

•  Purchase behaviors  
(products, locations, times, etc.)

•  Repurchase and retention rates

•  Non-purchase interactions  
with your brand

These metrics are generally very easy  
to measure and collect. But on their own  
they don’t reveal much about the 
motivations behind a customer’s purchases. 

They could simply be:

•  Shopping due to convenience  
(living close to the store)

•  Unable to afford alternatives

•  Trapped by a lack of other available options

Measurement & Metrics
To find your truly loyal customers, you need to measure  
both behavioral and emotional loyalty.

If you only measure 
one type of customer 
loyalty, you’ll end up with 
one‑dimensional insights

https://talon.one
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Transaction utility theory

According to Thaler (1985), the 
satisfaction a consumer experiences 
when purchasing a good can be  
divided into two core components:

•  acquisition utility  
dealing with the value of the good 
compared with the price

•  transaction utility  
the perceived merits of the deal 

Transaction utility theory suggests 
that a person draws utility by simply 
maintaining a relationship with 
another person, beyond any objective 
benefits provided by the exchange. 

Relational cohesion theory

Since two-way exchanges occur over 
time, relational cohesion theory posits 
that strong relationships will form. 
These relationships result from an 
emotion-cohesion process in which 
repeated interactions between parties 
facilitate emotional connections.

In addition to positive emotions, frequent 
exchanges between the two parties 
trigger commitment behaviors due to 
reduced uncertainty (i.e., the dual process 
of commitment).

From-exchange-to-emotion-to-cohesion 
approach reflects the emotional mechanism 
influencing individuals’ behaviors. 

Emotions as a  
Loyalty-inducing Mechanism
Emotions play a key role in creating loyalty in your customers.  
The following life-cycle theories highlight the importance  
of the emotional bond between a brand and its customers. 

https://talon.one
https://www.sciencedirect.com/science/article/abs/pii/S1057740811000258
https://www.tandfonline.com/doi/full/10.1080/09593969.2013.830637?casa_token=xP7NGU8WPDQAAAAA%3AvhHrgVdzo6xk9iD1leiG3-AeQtq9SrM1-LMsMQjFgN2Vcf7mSRT5zaBimr5fkwhCAWjfWY9g7fS6
https://www.sciencedirect.com/science/article/pii/S0747563218300049?casa_token=8g8wWcD_sOkAAAAA:4h69W2SMLltSZmmGKjIIZNitih6fBjZZfvKSiG3pwPeLSPk2Sa7bjI6v_5fdrnzhtFoOKzjQ2Q
https://www.sciencedirect.com/science/article/pii/S2212571X20300639?casa_token=Z1hu3_0PcuIAAAAA:Md05Q_-U6kETEASMYlyifp_-H2NfCYBED3agU96w7A9_O6gPhgXJJTk5NRR_9zg86wfQeABw5Q
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Customers are people, so you  
need to understand their consumer 
behavior from a human perspective. 
Relying on eye-catching deals 
to encourage spending does not 
equate to true customer loyalty.

The three separate elements 
of emotional loyalty (affinity, 
attachment and trust) each  
play their own important role  
in the formation of a customer’s 
emotional connection to a brand.

Emotional loyalty gives a much deeper  
insight into the motivations behind customer 
actions and their feelings towards a brand.  
But it’s significantly harder to measure.

Some loyalty metrics that monitor emotional 
motivations include:

Sentiment scores
Determined by lexical analysis of customer 
feedback and reviews etc.

Customer satisfaction scores 
Determined by customized surveys and reviews

Net Promoter Score 
A metric that divides your customer base into 
Promoters, Passives, and Detractors

Emotional Loyalty

Affinity

How much  
the customer likes  

or appreciates what  
a brand offers

Trust

How respected  
by a brand a  

customer feels

Attachment

How valued  
by a brand a  

customer feels

https://talon.one
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The Golden Spot
The truly valuable insights come when you measure  
behavioral and emotional loyalty together.

Measuring emotional loyalty along-
side behavioral loyalty adds a 
new dimension to your insights. 
Behavioral loyalty metrics show 
you which customers are most loyal 
in their purchase behaviors, while 
emotional loyalty metrics reveal 
which are most loyal when it comes 
to deeper motivations.

But comparing behavioral and emo-
tional loyalty metrics side by side 
allows you to identify which cus-
tomers are loyal in both senses of 
the word. These are the customers 
that bring the most value to your 
business, and they’re the ones you 
should prioritize.

A focus on emotional or behavioral loyalty alone  
won’t reveal the full picture

Customers  
who feel loyal

Customers  
who act loyal

Emotional
Loyalty

Behavioral
Loyalty

Customers  
who are loyal

https://talon.one
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Any company can set up a basic loyalty 
program. But, with a company-wide 
approach, an understanding of your 
customer segments, and your most 
valuable or loyal customers, you can set 
yourself apart.

The key is to optimize your value 
proposition to each of your core customer 
segments. Tier-based loyalty programs are 
very helpful in this regard, enabling brands 
to diversify their offerings based on each 
loyalty tier.

You can offer everyone the same rewards, 
regardless of age, shopping habits and 
other preferences. But, if anything, it 
will have a negative effect on customer 
loyalty. This comes back to the concepts of 
attachment and trust in emotional loyalty.

With a clearer understanding of your 
customers’ behaviors and their loyalty 
motivations, you’ll be able to work out 
what rewards and incentives resonate  
with them the most.

Your Offering  
to Customers
With clearly defined customer 
segments, you can increase  
the effectiveness of your rewards.

Insights and data 
(general customer analytics,  

behavioral loyalty,  
emotional loyalty, other  

success metrics, etc.)

Used to define your loyalty 
approach throughout  

the organization 
(hierarchy, departments  

and touch points)

Used to adapt your offering  
to specific customers  

and customer segments
(unique rewards,  

unique messaging, etc.)

https://talon.one
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Exclusive 
experiences
One of the 
most effective 
customer loyalty 
strategies is 
creating exclusive 
experiences 
for your loyal 
customers. 
The American 
clothing brand 
Zumiez has 
embraced 
this strategy. 
The company 
frequently 
releases limited-
edition products 
in collaboration 
with its partners, 
which customers 
can access only 
with loyalty 
points. 

Sustainable 
experiences
A growing 
number of brands 
are linking their 
loyalty incentives 
to behaviors 
which contribute 
to a sustainable 
cause. Insurance 
provider Vitality 
has established 
partnerships 
with a number 
of gyms, mobility 
companies and 
healthy food 
restaurants to 
encourage  
its clients to live 
a healthier, more 
sustainable life. 

Personalized 
experiences
Personalized 
campaigns have 
an outstanding 
ROI because every 
customer feels the 
brand is directly 
addressing them. 
Spotify’s end-of-year 
Wrapped Report is 
a great example of 
personalization.  
The report is a fun  
way for each customer 
to know the songs 
they listened to the 
most over the past 
year, the new music 
they discovered, etc. 
It also reveals if you’re 
in the top percentage 
of a singer’s fanbase, 
adding a level of 
competition that users 
are eager to experience. 
The users can then 
share their unique list 
on social media. 

Gamified 
experiences
Gamification is a hot 
topic in promotion 
marketing, with more 
and more companies 
considering the use 
of game elements 
for their loyalty 
programs. KFC Japan 
gamification in one 
of its marketing 
campaigns in order 
to raise awareness 
about its new product 
Ebi Shrimp Puri. The 
game narrative told 
a story in which Ebi 
shrimp were taking 
over the chicken-ruled 
world of KFC, and it 
was up to the player 
to defend the KFC 
castle. The campaign 
helped increase the 
store sales figure by 
106% compared to 
the previous year.

Loyalty Programs – Best Practices
How do companies benefit from loyalty programs  
to increase engagement with their customers and drive sales? 

https://talon.one
https://www.zumiez.com/the-stash/
https://www.vitality.co.uk/rewards/partners/
https://www.businessinsider.com/how-to-find-spotify-wrapped#:~:text=Open%20the%20Spotify%20app%20and%20tap%20the%20Your%20Wrapped%20is%20here%20box.&text=%2C%20your%20%22Audio%20Aura%2C%22,to%20friends%20or%20social%20media.
https://www.gamify.com/kfc
https://www.talon.one/blog/managing-a-gamification-approach-to-ecommerce
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Talon.One’s Promotion Engine uses 
simple logic rules to process inputs 
and power promotions.

Using conditions and effects you 
can set up specific promotions 
for individual customer segments. 
These segments can be 
customized precisely how you  
want to ensure your promotions 
are as fine-tuned as possible.

Getting Started  
with Talon.One
You can use the Promotion Engine as the foundation  
for your entire customer loyalty operation.

Run all your other promotions 
with the same software

You can easily scale your 
loyalty program as you grow

You can personalize based  
on any business & profile data

Migrating existing loyalty 
program data is simple

A basic loyalty program  
can be implemented in hours

You only have to deal with  
the design: The backend is built

Any loyalty reward is  
available for your customers

THE BENEFITS OF TALON.ONE

The company branding  
is completely your own

https://talon.one


Talon.One  •  The Loyalty Playbook 16

You can create any promotional campaign you need with the 
Promotion Engine’s Campaign Manager. Once you’ve planned 
your strategy and approach, it’s simple to get your program  
up and running. Here’s a checklist of the first steps our 
customers usually take when setting up their loyalty programs. 
And on the next 2 pages you can see a more in depth look at 
how to do this up in Talon.One.

Setting Up  
Your Campaigns
In just a few simple steps you can set up a working  
loyalty program using the Promotion Engine.

Create a loyalty campaign and choose 
point expiration time

Build rules for earning and spending 
points in different contexts

Create tiers and segments of users to 
offer more personalized rewards

Choose additional features as rewards 
(coupons, gift cards, giveaways etc.)

CAMPAIGN MANAGER SETUP

https://talon.one
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Create a loyalty program

As simple as it sounds in Talon.One. 
Creating a loyalty program instantly sets 
a reward wallet for each customer and 
unlocks features that let you decide how 
and when customers earn & spend points. 

From here you can decide when points 
become valid and expire, enable 
sub-ledgers (for multi-region balances with 
different values or conversion) and connect 
to any applications with loyalty campaigns. 

Build your rules

In your loyalty campaign you create Rules 
with Conditions (what the customer does) 
& Effects (what happens for the customer). 

In the simplest use case you’d build a rule 
that defines how customers collect points 
and a rule for how they spend points. 

From there you can add Rules that allow  
a customer to upgrade to another loyalty 
tier and earn rewards for any interactions 
you consider valuable. It’s up to you how 
simple or complex you want your program.

https://talon.one
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Conditions & effects

Conditions & effects in their simplest  
form are essentially: If this happens… then 
this will happen.

But, you can use them in a variety 
of different ways to make the very 
complicated backend logic of a loyalty 
program much simpler to  build and 
manage. These pieces of your Rules allow 
you to use your custom business data  
as variables in any logic function you like.

Custom attributes

Creating your own custom attributes  
lets you personalize your promotions in  
a very unique way. This means you can 
assign categories to groups of cart items 
included in a promotion, use dynamic  
values in your conditions and any other 
business specific data you’d like to use 
in your Rules to calculate the type of 
promotion or reward you want to return.

https://talon.one
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Talon.One was built as a response to the very limited functionality of all 
available coupon, discount, loyalty, referral and product bundling tools 
out there that are barely  meeting the needs of scaling businesses or big 
enterprises. Our Promotion Engine helps you build the most sophisticated 
campaigns without additional development resources.

What makes Talon.One unique? 
We provide one holistic solution 
for  coupons,  bundling,  discounts, 
 loyalty and  referrals, with 
features that allow you to fully 
customize and scale easily to 
meet any business requirements.   

After a seamless integration, 
developers have little 
maintenance effort and can 
focus on their core product. Take 
a look at our quick start guide 
and API-documentation to learn 
more, or simply book a free live 
demo where you can discuss 
your own specific use cases.

About Talon.One
A fully equipped, and easily customizable promotion service  
that gives you all the flexibility you need.

We built the world’s most powerful & flexible  
Promotion Engine to enable marketers and developers  
to easily run any promotion, without wasting resources

https://talon.one
https://www.talon.one/promotion-engine?utm_source=gatedcontent&utm_medium=linkclick&utm_content=definitiveguidetocustomerloyaltyebook
https://www.talon.one/coupons?utm_source=gatedcontent&utm_medium=linkclick&utm_content=definitiveguidetocustomerloyaltyebook
https://www.talon.one/loyalty?utm_source=gatedcontent&utm_medium=linkclick&utm_content=definitiveguidetocustomerloyaltyebook
https://developers.talon.one/?utm_source=gatedcontent&utm_medium=linkclick&utm_content=definitiveguidetocustomerloyaltyebook
https://help.talon.one/hc/en-us/articles/360010028700-Getting-Started-in-3-Steps?utm_source=gatedcontent&utm_medium=linkclick&utm_content=definitiveguidetocustomerloyaltyebook
https://www.talon.one/referrals?utm_source=gatedcontent&utm_medium=linkclick&utm_content=definitiveguidetocustomerloyaltyebook
https://www.talon.one/bundling?utm_source=gatedcontent&utm_medium=linkclick&utm_content=definitiveguidetocustomerloyaltyebook
https://www.talon.one/discounts?utm_source=gatedcontent&utm_medium=linkclick&utm_content=definitiveguidetocustomerloyaltyebook
https://www.talon.one/book-a-demo?utm_source=gatedcontent&utm_medium=linkclick&utm_content=definitiveguidetocustomerloyaltyebook


The World’s Most Powerful Promotion Engine

Create and deploy creative and targeted campaigns 
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