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Welcome,

Chapter Two of the “New” Loyalty Playbook focuses on Advanced Strategies to Forge Superior Experiences.

the wise

value and satisfaction. This eBook explores strategies to help you craft better experiences at higher m |< 't
volumes for your customers. a r e e r

The assumption is that “experiences win,” meaning that great customer experiences trigger customer
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In Chapter One, we introduced how “Habit Loops” influence customer behaviors and open pathways
to continued engagement. A key takeaway is that every choice a customer makes within your ecosystem
enhances their story with your brand, adding rich moments of emotional attachment that are meaningful
in the long run.

Effective engagement thrives on creativity and in this eBook, we explain how to apply gamification, tier
structures, and charitable incentives to turn loyalty into a shared mission between customers and their
favorite brands. We hope this second chapter in a three-part series will give you a stronger understanding
of the “root” reasons why people choose to engage and delivers you the tactical tools that can turn the
Habit Loops discussed in Chapter One into platforms for sustainable growth.

Stay. Loyal. Always.

Bill Hanifin
Editor, The Wise Marketer
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The “New”
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Chapter Two: Advanced Strategies To Forge Superior Experiences

Why do experiences win? Because experiences create value. Because thoughts, feelings, and emotions form who we are.

It might feel like our rational mind always dictates behaviors and actions; in reality, our emotional side often rules the roost. That’s

why we’re seeing seismic shifts in how today’s customers navigate loyalty programs. Experiences tap into the heart of what true

value means; much more than coupons or discounts, value means that emotional core of the customer is fully attuned to your brand.

But engagement thrives on creativity. That’s why marketers are
scrambling to concoct innovative ways to cultivate experiences that
sidestep competitive efforts. Take gamification, for example: the
conceptual ideas informing these enriching, playful interactions have
emerged as powerful tools that enforce meaningful engagement.
Elements like personalized missions, interactive dashboards, and
leaderboards motivate customers by turning loyalty into an enjoyable
challenge. A recent Mastercard study revealed that gamified loyalty
strategies not only entertain but also drive measurable results,
proving their potential as more than just a niche element.

Gamification has been around for a while, but the notion of
“playability” promises to keep gamified experiences fresh. It’s a
problem when games are installed into programs intending to capture
audience attention, but the actual gameplay is lackluster. Innovative
and creative game architecture promises to keep players engaged,
and it’s through these “sticky” experiences where the true value really
shines through. Further, tangible utility like badges, points, or instant
rewards means that short-term value translates fluidly to long-term
value. Think of these additions to basic gamification principles as
“Gamification 2.0.”
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Even “more traditional” program structures maintain an important
role in experiential loyalty. Take tiered programs, for example. Tiered
loyalty programs that offer escalating rewards and exclusive perks
incentivize program progression and create a sense of achievement.
In fact, it’s been demonstrated that businesses with well-structured
loyalty programs report an average ROl ranging from 200% to 400%.

Finally, forward-thinking programs align with broader customer values.
Incorporating sustainability motifs or offering charitably-oriented
incentives appeals to customers’ desire to support brands that share
their ethical beliefs. These strategies turn loyalty into a shared mission,
fostering emotional loyalty alongside transactional gains.

This chapter explores how to leverage these strategies to build
connections that last, ensuring that your brand not only meets but
exceeds the expectations of a new generation of customers. You’ll
also take away a stronger understanding of the “root” reasons for
why people choose to engage, and what keeps them engaging,
coming away with tactical tools that can turn the Habit Loops
discussed in chapter 1into platforms for sustainable growth.




\ 7 For another perspective on gamification in
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Journey to Brand Loyalty and Advocacy.

Let’s face it: there’s an engagement gap impacting loyalty experiences
all across the industry. When customers are bombarded with unfocused
choices, instead of relishing in appreciation, they can quickly become
overwhelmed. Choice isn’t a bad thing, but the choices must be
purposeful, always aligning with the end goals of customer and
campaign alike. To alleviate this challenge, brands must produce
focused loyalty experiences that solve problems and shine above
competitive noise. It’s not always easy, but the route to this destination
can be simplified. There are five key strategies we’ve been recognizing
that help brands amp up the volume and reimaginine how they engage
and inspire their customers:

1. Elevating the Experience

The first step in captivating your audience is making them feel special.
Personalization sets the groundwork for tactics to come. By providing
tailored offers and benefits (experiences included!) that resonate with

ebbo - The “New” Loyalty Playbook

individual customer needs, you make the experience about the “why”
as much as the “how.” Memorable moments that orient around “status”
help cultivate cutting-edge branded experiences; consider exclusive,
bespoke services like a dedicated loyalty concierge, or the ability to
develop custom social media amenities that engage instantly and
promote virality. Imagine the power of a CPG food brand leveraging
data to reach out to its top members and offering personalized
cooking lessons by popular social media influencers. This type of
reward ensures that the broader footprint of the campaign transcends
individual members and is amplified across many media channels.

Gamified experiences go a step further, drawing members into
customized universes that revolve around them, that they can
directly shape and control. Research shows that customers who
feel like they’re the center of attention are far more likely to stay
loyal, with 65% saying personalized experiences make them more
likely to engage with a program.

Insight in Action:

Chipotle Rewards keeps diners hooked by blending
hyper-personalised offers with episodic, game-style quests.
Seasonal pushes such as 2025’s “Summer of Extras” invite
members to hit a seven-visit streak for escalating bonus
points while 10,000 random “Freepotle” burrito drops go out
each week, turning every order into a potential surprise. With
the program now topping 40 million members, these flexible,
data-driven moments convert routine lunches into repeat
rituals for newcomers and long-time fans alike, fuelling
double-digit digital-sales growth.



https://thewisemarketer.com/the-wise-marketer-strategy-brief-series-deep-engagement-gamification/
https://thewisemarketer.com/the-wise-marketer-strategy-brief-series-deep-engagement-gamification/
https://thewisemarketer.com/the-wise-marketer-strategy-brief-series-deep-engagement-gamification/
https://thewisemarketer.com/the-wise-marketer-strategy-brief-series-deep-engagement-gamification/

Case Study:
Creating Weekly “Wow”
Moments with T-Mobile Tuesdays

2. Creating Wow Moments

“Surprise” and “delight” are perhaps two of the most powerful words

a brand can utter. These moments can take many forms—a surprise
birthday discount, an unexpected upgrade, a limited-time “spin-to-win”
offer, or promotional overlays like sweepstakes and games of chance.
Such gestures differentiate a brand from competitors and create
emotional connections that often matter more than transactional
behaviors. These emotional connections deliver value where it matters
most, turning customers into advocates, encouraging word-of-mouth
referrals and amplifying the program’s reach.

Customer appreciation, as demonstrated via a surprise and delight
approach, are at the heart of T-Mobile’s loyalty strategy, and T-Mobile
Tuesdays proves it. Launched to elevate customer engagement, the
initiative delivers fresh and unexpected rewards every week.

Through partnerships with top brands paired with data-driven
personalization, T-Mobile curates experiences and offers that feel both
exclusive and relevant. Customers open the app every Tuesday to find
surprises like free meals, discounts on popular services, or chances to win
big-ticket prizes. These weekly “wow moments” are designed to create
emotional connections and transcend the “routine” of digital interactions.

The results speak volumes. With over 80 million customers participating
since its launch and more than 41 million rewards redeemed, T-Mobile
Tuesdays strides the fine line between expectation and surprise,
showing that daily activities need not be robbed of their magic.
Subscribers consistently report feeling valued and engaged, with

the program driving increased satisfaction, retention, and advocacy
towards the brand.

Insight in Action:

Popular e-commerce site Torrid conceptualized a unique
idea for an ambassador program. This platform is an exclusive,
invite-only initiative that exemplifies the power of “wow
moments” through surprise and delight tactics. By keeping
the participant selection criteria a mystery, Torrid creates an
unexpected and rewarding experience for its most engaged
customers, fostering a sense of exclusivity and appreciation.
These ambassadors, once galvanized, are encouraged to
promote Torrid merchandise through their social media accounts,
amplifying brand visibility and deepening customer loyalty.
The program’s surprise-driven design highlights the emotional
impact of recognizing and rewarding customers in unexpected
ways, thereby reinforcing their connection to the brand.




3. Embracing Gamification

Gamification transforms loyalty from a passive experience into an
interactive adventure. Leaderboards, point streaks, and challenges
inspire customers to engage more deeply with your brand. The
rise of playability takes this further, focusing on creating “sticky”
experiences that don’t just capture attention but hold it tightly.
Imagine a customer logging into their game dashboard to excitedly
monitor their progress, unlocking a new tier, and earning a badge
for completing a sustainability challenge. But badges don’t have
to be purely symbolic. By attaching utility to them, like physical or
digital rewards, discounts, points, or even free products, brands can
amplify their value and incentivize continued participation. Do you
remember the old adage that “time flies while having fun?” When
it comes to brand interactions, time isn’t always on your side. Many
customers recognize that marketing is still marketing, and affording
your platform time out of their lives is a privilege. According to
Mastercard, gamification not only drives desired customer behaviors
but also increases participation, with gamified programs showing
significantly higher engagement rates...so this time around, why
not give gamification a go?

Insight in Action:

Jimmy John’s launched the “Gauntlet Challenge,” inviting
customers to try every item on its menu for a chance to earn

an exclusive, first-come-first-serve reward: a bean bag chair
shaped just like a Jimmy Chips bag. This gamified campaign
successfully combined gamification with palpable playability,
transforming the entire menu into a playground for customers.
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4. Going the Extra Mile

It’s time to stop thinking about exceptional service like it’s some sort

of bonus. An obsessive focus on customer experience is a critical
differentiator in a crowded market and a key pillar of emotional loyalty
that delivers value at every point in the loyalty journey. Customers have
long-term (sometimes lifelong) memories; they remember when brands
exceed their expectations, such as going out of their way to resolve an
issue, offering a personalized apology, or providing proactive support.
These interactions build trust and loyalty, ensuring that customers
remain invested in your program even when competitors come
knocking at their door.

Insight in Action:

As knowledge about customer experience advances
rapidly, we’re now understanding exactly why it is one of
the most powerful emotional loyalty drivers in a loyalty
marketer’s repertoire.

5. Innovating with Technology

“Shiny Object Syndrome.” If you get diagnosed you with this affliction,
you’re not alone. Countless loyalty brands suffer from it. When it comes
to plugging technology into your program, there’s a critical caveat: the
use of these tools must be rationalized by strategy. In fact, diving into
the tech pool headfirst just because your competitor is doing it can
cause a lot more harm than good.

The appropriate use of technology plays an essential role in modern
loyalty programs, enabling efficiency and personalization at scale.
Al-powered recommendations, real-time notifications, and seamless
integration across channels enhance the customer experience. In the
last chapter, we took a close look at some of the ways Al is currently
shaping experiences and enabling never-before-possible platform
capabilities. At the same time, emerging technologies like blockchain
and tokenized rewards can elevate loyalty by offering transparency and
flexibility, aligning with customer expectations for innovation. Will the
tech component in question correspond with the needs, wants, and
abilities of your demographic? Does it conflict with the moral compass
or basic values that underpin your equity? Does it clash with the tone and
style of your creative? Does it make sense to establish a beta program to
test and learn before a broad, general roll-out? These questions matter,
and the sooner you answer them, the sooner your next investment in tech
can start delivering returns.
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Case Study:
19 Crimes - Infamous Insider Rewards

The gamification strategies outlined here don’t exist in isolation-they work best
when woven into a cohesive program that feels seamless and natural to the customer.
For example, a brand can use interactive dashboards to highlight progressin a
gamified challenge while simultaneously offering surprise rewards for milestones
reached. Time-sensitive opportunities, such as double points weekends or limited-time
sustainability missions, create urgency while reinforcing the program’s core goals.
If you consider this “campaignified” approach to integrating tactics, the narrative
you’re crafting should be clearcut and easy to understand.

To create a more engaging loyalty experience, the Australian wine brand 19 Crimes
launched the Infamous Insider Rewards program, designed to educate customers and
encourage repeat interactions with the Treasury Wine Estates portfolio. This gamified
program rewarded legal-age participants with “Infamy Points” for completing activities
such as purchases, downloading the Living Labels augmented reality app, or engaging
with hidden keywords in owned media. These points could then be redeemed in the
program’s unique “Rewards Commissary,” offering enticing rewards like custom label
makers and exclusive merchandise.

The program accomplished notable achievements, exceeding expectations across key
engagement metrics. The success underpinning creative came from its “Red Thread”
approach, meaning familiar branding nuances were woven across the program creative for
consistent, familiar, and impactful touchpoints. Members actively participated in earning
points through polls, app downloads, and other actions, reflecting a higher-than-anticipated
level of engagement. Additionally, the program influenced customer behavior, driving
increased purchases over time and encouraging repeat transactions. These outcomes
highlight how ideas like gamification and personalized rewards can strengthen customer
connections while fostering deeper loyalty.



Choose Your

Own Adventure:
Personalized
Pathways to Driving
Customer Loyalty

Step 1: Empower Customers

Returning to the critical role of choice in loyalty, there’s a scenario
where choice itself becomes the objective experience. Think of it as
a “choose-your-own-adventure” loyalty framework, where members
are empowered to navigate programs in ways that reflect their
unique priorities and preferences. Freedom of choice is inherently
rewarding, and when brands integrate behavior-based activities

and tiers and flexible redemption options, they deliver a customer
experience that aligns with individual lifestyles. Whether members
are opting for travel perks over cash back or engaging in curated
challenges designed around past interactions, personalization
ensures that every engagement feels intentional and valuable. And
as in the case of Starbucks Rewards, personalization can be used to
expand on pre-established affinities; for example, members here can
receive information on their favorite past orders (even pre-setting
preferences), while simultaneously being encouraged to try tangential
product lines with special offers and parallel category reminders.

This strategy creates more than just satisfied customers; it fosters

a sense of ownership, where members feel their input shapes the
relationship. Over time, this ownership builds loyalty that is not only
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enduring but also self-reinforcing as customers grow more invested in
their personal journey with the program.

Technology is an engine that makes these tailored experiences possible.

Al-powered tools and predictive analytics enable brands to anticipate
needs and offer rewards before customers even realize they want
them. For example, location-based incentives can provide in-store
discounts to customers who frequently visit physical locations, while
exclusive e-commerce rewards can cater to online-first shoppers. By
blending convenience with relevance, brands can weave personalized
touchpoints into everyday customer interactions.

But personalization isn’t just about technology; it’s also deeply human.

Celebrating milestones-birthdays, anniversaries, or achievements
within the program-introduces an emotional layer that transcends
transactional value. Feedback loops further strengthen this dynamic,
showing customers that their voices actively shape the program’s
evolution. By transforming loyalty programs into participatory
experiences, brands can move beyond transactional relationships
and into the realm of trusted partnerships.

Insight in Action:

Flexibility is power. When you give your customers choice, you’re
transforming the power dynamic between brand and customer.




Step 2: Write Your Playbook

We’ve seen how choice and flexibility can be a boon for customers, but
if unmoderated and uncoordinated, these concepts can quickly make
programs go belly up. Funnily enough, the same principles can make

it difficult for loyalty practitioners to create programs that stand out.
With every new technology, fad or “expert advice” from the annals of
your LinkedIn feed comes a flurry of cookie-cutter platforms that fail to
impress customers. The way we see it, “choice” is just the foundation-
what matters is how it’s deployed. True choice isn’t about abundance;
it’s about intention. It’s about designing experiences where every
decision feels purposeful, empowering, and aligned with the customer’s
lived reality. Brands that excel here create a balance: offering enough
flexibility to engage customers on their terms while guiding them
toward actions that deepen loyalty and drive mutual value.

So how do you move confidently from concept to execution?

The following playbook offers actionable strategies for ensuring that
choice and flexibility not only enhance your program but also elevate
the customer experience. It’s just a guideline, of course-as you navigate
the waters of your own contextual loyalty universe, it’ll be up to you to
scratch in the details.
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Building Flexibility and Choice into Loyalty Programs

1. Offer Diverse Earning Structures
» Introduce multiple ways for members to earn points,
such as through purchases, social engagement, referrals,
or sustainability-focused activities like recycling or
reducing waste.

* Incorporate personalized earning opportunities based
on past behaviors, like incentivizing repeat purchases
of a specific product category.

2. Provide Adaptable Redemption Options
« Allow members to choose between rewards that
align with their values—such as donating points to
charity—or personal desires, like exclusive experiences
or practical discounts.

« Implement tiered redemption systems where members
can unlock premium rewards as they progress, creating
a sense of achievement.

3. Introduce Modular Program Elements
« Design loyalty structures that allow customers to opt
into specific “modules,” such as a travel-focused rewards
path or a sustainability challenge track.

«  Enable temporary shifts between modules during
seasonal periods, such as unlocking holiday perks or
back-to-school bonuses.

4. Personalize Milestones and Recognition
» Celebrate customer-specific milestones, such as
anniversaries with the brand or achievements like hitting a
new tier, with tailored rewards that resonate emotionally.

Insight Alert:

Our research shows that if customers cancel paid
memberships, it’s typically around 6 months into

the program...this means that interceptive tactics to
conquest these transitional behaviors (like half-birthday
and anniversary celebrations or semi-annual gifts) could
be critical to stemming membership attrition.




Case Study:
“Choose Your Own Adventure”

Our brand partner brought the “choose your own adventure” concept
to life with their Summer and Winter Spin campaigns. Members could
participate by accessing an app to earn Perks points and spin for prizes
ranging from Roku devices to movie-night bundles. The campaigns
empowered customers to engage on their own terms, whether by
redeeming rewards or exploring new perks.

The results demonstrate the power of interactive, customer-driven
engagement: 2.5 times more transactions and a 15% revenue boost
among participants during Winter Spin, compared to non-participants.
Additionally, the campaigns reactivated over 110,000 lapsed customers
and attracted 150,000 new members to the program. By blending
gamification with choice, this program created an adventurous twist

on loyalty that drove numerous significant outcomes.
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Loyalty is no longer about asking customers to follow your lead-it’s about creating

the conditions where they feel appreciated and empowered to chart their own course.
But even the most innovative strategies we’ve discussed are merely stepping stones.
The true challenge isn’t simply to implement these ideas but to evolve with them; what
happens when customer expectations shift again, as they inevitably will? How do you
ensure your loyalty program doesn’t just respond to trends but shapes them?

The answer lies in framing loyalty as a living, breathing relationship. In chapter 1, we

looked at how Habit Loops set the stage for these relationships, creating pathways for

continued engagement. Now it should be clear how every choice a customer makes

within your ecosystem adds a new entry to their story with your brand, all facilitated by Sources:
a network of strategies and tactics aligned to your brand, its goals, its look and feel, and
its overarching tone. And every additional shift in technology, culture, or behavior is an
opportunity to ask: What’s next?

Hospitality Tech

Chipotle

In Chapter 3, we’ll explore these “nexts.” We’ll venture into the frontier of predictive loyalty
strategies, powered by data and intuition. And we’ll consider how tomorrow’s trends like
decentralized technologies, hyper-personalized interactions, and real-time interface Vese Gl
adaptations are already reshaping the way brands think about customer connections.

Open Loyalty

Businesswire
The future of loyalty is a conversation, not a destination.

And it’s one your brand can’t afford to sit out. Torrid
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https://hospitalitytech.com/chipotles-rewards-program-tops-40m
https://newsroom.chipotle.com/2025-05-19-CHIPOTLE-INTRODUCES-SUMMER-OF-EXTRAS-WITH-1-MILLION-IN-FREE-BURRITOS-FOR-REWARDS-MEMBERS
https://www.openloyalty.io/resources/loyalty-program-roi

https://www.mastercardservices.com/en/advisors/consumer-engagement-loyalty-consulting/insights/impact-gamification-loyalty-strategies
https://www.businesswire.com/news/home/20230113005329/en/Try-Every-Item-on-the-Jimmy-John%E2%80%99s%C2%AE-Menu-to-Earn-an-Exclusive-Reward%21
https://www.torrid.com/torrid/customer-service/torrid-rewards/about-torrid-rewards.html

