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INTRODUCTION

In e-commerce, where competition has
never been so fierce, knowing how to
build customer loyalty is an invaluable
asset.

An effective loyalty program does more
than just reward purchases. It creates a
lasting, rewarding relationship between
your brand and your customers.

This privileged relationship is the key to
increasing your CLV, boosting your
revenues and setting you apart from the
competition.

We'll see that loyalty and retention is
not an art, but a precise science,
based on a deep understanding of
your customers and the ability to
respond to their expectations in a
creative and relevant way.

From integrating referral offers to
personalizing rewards, every strategy
highlighted in this ebook has a single
objective: to turn your customers into
true fans, ready to engage and
promote your brand.

By the end of this ebook, you'll know:

¢ choose the right program structure for your brand
e create engaging mechanisms

e propose an attractive rewards catalog

¢ setrelevant, ROI-effective point totals

e animate your program throughout the year

¢ fine-tune performance analysis

And much more...
Let's get started!

A well thought-out, attractive and
differentiating loyalty program transforms the
act of purchase into a genuine experience,
encouraging not only repeat business but also
brand loyalty.

Joseph, Co-founder & CEO @ Loyoly
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THE 6 BENEFITS OF
A LOYALTY PROGRAM

1

CLV increase

By rewarding repeat purchases, you encourage
your customers to come back. The more they
buy, the more they earn. Simple, isn't it?

Better customer knowledge
You learn from their buying habits. This
knowledge is invaluable for personalizing your
offers and communications.
A

Lower acquisition costs
ttracting new customers is expensive. With a
loyalty program, your existing customers keep

coming back, and even better, with their friends!

Creating a long-term relationship

A loyalty program means building a lasting

relationship. Your customers feel valued and
connected to your brand.

Competitive advantage
A well-designed loyalty program can be that
"wow" factor that attracts customers to your
brand rather than your competitors.

Feedback & continuous improvem

6

Programs open up a direct communication
channel with your customers. Their feedback is
invaluable for improving your offers.

4 &) Loyoly




THE 5 TYPES OF
LOYALTY PROGRAM

Point-based programs

I D
Classic system! = epycure QO

LABORATOIRE

Customers earn points for each purchase or | fwlble  Veldaed
completed mission:

e subscribe to our newsletter
¢ follow on social media

¢ like, share, comment

e post a photo or video

e Write a review Réalisez un achat

& x

Laissez-nous un
avis sur
Trustpilot

These points can be accumulated over time and
later exchanged for rewards, discounts or gifts. G
Laissez-nous un

The more points a customer accumulates, the :
. Laissez-nous un avis sur un
more generous the potential reward. avis unosgle: produit

e Easy to understand and use for
customers Tips

e Offer a varied library of

e Great flexibility in the rewards )
actions

offered

e Make 1st rewards easy to
achieve

o EngEgEEr: Fiy dhep T e Offer generous rewards

points accumulation is ¢
too slow




VIP Tiers programs

Tiered programs categorize customers
into different levels, echelons, grades or
statuses.

Customers progress through the tiers

according to the amount spent or the
number of points accumulated.

Pompeonne

Each level offers different benefits and
rewards, with higher levels generally
benefiting from more exclusive
rewards.

‘
g
BESTSELLER « NOUVEAUTES ~ NOSPRODUTS - LAMARQUE v GRAWURE v nesmessng Sagmerioe sansusuewsr POHPCRNE (g &

Au fil de vos achats, accédez aux statuts Pomponne

Pomponne Baby
3 vl

s0€

ACCES BUX NOUVEILTES N avant-
premitre
- Acces aux sondages de co-
création
-10% de remise

Pamponne Fan

-15% de remise

Pomponne Fan

150€
-Points multiplier: x1.2
ACCHS au groupe Whatsapp dos

-Invitation aux Pomponne Tests
de formulation produit

Pomponne Star

350€

- Points multiplier: x1.5

- Invitation aux Evénements
Pamponne

-Gift Bag de No&l 2024

- Cours de Yoga avec Agathe &
Charline

- Conseil Makeup de la
Pomponne Team en visio

- 20% de remise

e Creates a sense of exclusivity
and belonging

¢ Encourages extra effort to reach
the next level.

Cons

e Can be tricky to manage

e Can be frustrating for new or
lower-level customers

N
Tips
e Offer exclusive rewards
at the highest levels
e Display a progress bar to
add extra gamification
. J




Paid programs

Joining a paid loyalty program increases  These programs demonstrate high

the likelihood of consumers spending levels of commitment, thanks to

more by 62%*. ongoing interactions that increase the
overall value of the program.

Here, customers pay a subscription or
membership fee in order to enjoy
additional benefits.

AR Memberstip s a) Ben Won

3 Co-opMember Rewaed  Memiber Colkbetion

Join once for just $30.
Adventure for life.

D o0 rersewal, ro
wxtra foon, no kidding.

Bl b eart— $30.00

4 N\
e Predictable, regular income for .
Tips
the brand
e The benefits offered must
e Customers feel valued with far exceed the
exclusive offers membership fee.
¢ Members are motivated to
Cons -
P ~ stay for the experiential
benefits.
e Can be an obstacle for price-

sensitive customers.

¢ Risk of cancellation if benefits
not perceived as sufficient.

"accord'ni 10 a McKinSeI Survel




Cashback programs

More than one French consumer out  This refund can be credited directly to

of two is willing to pay for a their account or used for future
cashback service*. purchases.
With these programs, customers It's often a three-way relationship. The

receive a percentage of the amount  retailer signs a partnership agreement

of their purchases as a cash refund.  with the publisher of a cashback program.
This intermediary is in charge of
reimbursement.

CASHBAC!
ORCHESTRA

[AcHETEZ PoUR vous AlLLEURS [T AR

s A
e You sell at full price, without .
) Tips
promotion.
e Cashback is not suitable
e You reach a wider target, and for luxury or premium
therefore potential new customers. brands.

e Combine cashback with
a points-based loyalty
program

e Cashback is not yet widely used

e Customer satisfaction depends
on a third party

e |ess control over your marketing
communications

*according to a WebLoyalty surve:




Coalition programs

In a coalition loyalty program, several This system enables customers to earn
brands join forces to create a common  rewards more quickly, thanks to the
rewards program. diversity of purchase options.

Customers can earn points or benefits ~ For brands, it's an opportunity to reach a
by making purchases not from just one wider customer base by sharing the

brand, but from all partners. costs and benefits of the loyalty
program.
Locoons Ofrs Mestings & Evnts oot Cords Hitn Getways & Hion Grond ocatons o s @

Redeem Hilton Honors Points

From online shopping o future concert tickets, discover exciting ways to use Points with our special Partner offers.

Shop at Amazon Ride with Lyft Rent a Car Redeem on Ticketmaster

e Arange of benefits that attract
more customers and keep them TipS

coming back.
e Each partner's offer must

complement the others.
e Customer data is shared between P

each brand.
e Analyze data to propose

offers and rewards
tailored to customer

preferences and habits.
e Customers are loyal to the program,

not to your brand specifically. ~

e The program is not 100% adapted
to your brand.

R

J
2y
’ -\/
e Less control over your marketing \\
communications

A
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7 STEPS TO CREATING A
KILLER PROGRAM

1) ~
Define your goals
The 1st classic step in any marketing strategy, but

an indispensable one.

Start by clearly defining the objectives of your
loyalty program:

e increase customer retention,

e stimulate sales,

e strengthen brand awareness,

e collect UGC.

Have a clear vision of your objectives.
This will guide you through the whole process.

, 2
Understand your audience \

Another classic step. Another essential step.

Get to know the preferences, behaviors and motivations of
your target audience.

Analyze their buying habits, engagement levels and tastes,
S0 you can tailor the loyalty program to their needs.

This is essential if you are to offer them the most
appropriate missions and the rewards that delight them the
most.




3) \

— Set the program structure

Decide which type of loyalty program is best suited to your
objectives and customer base.

Do you need a points-based program? Tiered? A paid program?

Choose the structure that best encourages your customers to adopt
the desired behaviors, and that offers relevant rewards.

Keep it simple to make it easier to understand, and to increase
participation.
N\

, (4

Create attractive rewards

Design a reward system that makes your customers
eager to participate.

Make sure the rewards offered are relevant,
interesting and accessible.

Try offering a mix of transactional an
experiential rewards.

Go to page 20 for more details.

5

Build a user-friendly interface

%5 of consumers say that the ease with which they can earn
rewards has a noticeable impact on their purchasing behavior*.

So your program's UX needs to be top-notch!

Validating a mission, checking your points balance or redeeming
your rewards must be simple and intuitive.

It must be harmoniously aligned with your overall identity to
create a coherent and memorable journey.

A well-designed landing page not only boosts your customers'
participation rates, but also improves the overall user experience.

*accord'ni t0 a Bain & Comiani survel




Promote your program k

Develop a comprehensive marketing plan to promote
your program.

Use all possible channels, such as:
e email,

e your social media,

e banners on your website

e and even in-store signage

Highlight the benefits, rewards and unique value
proposition of your program to entice customers to join.

Throughout the year, don't forget to keep participants
informed of new missions or rewards in your catalog.

ABOUT EMAIL...

Check out the 11 must-have emails
for your loyalty program

v Tips v Body ideas Vv Subject ideas  « Customer examples

Download portfolio [4

/Monitor and analyze

Continuously monitor and study the data and
performance of your loyalty program.

Monitor :

e customer participation rates,
e reward redemption rates,

e customer feedback

e and overall program ROL.

Then use this data and customer feedback to
optimize your program, adapt missions or fine-tune
rewards...

g LS LS



https://www.loyoly.io/ebooks/must-have-emails-for-loyalty-program

WHY SHOULD YOU ADD
A REFERRAL OFFER?

A loyalty program without referral is like a cake without a cherry: still delicious, but
not quite complete.

As you encourage your customers to share their love for your brand, you create a
virtuous circle that boosts your visibility, builds trust and, of course, expands your

customer base.

Because a customer who refers is a customer who engages with you twice as

much.
Customers recommended by a
REFERRAL CAC friend are 4x more likely to buy
DECREASES and convert 5x faster*.
Customers recommended by a
REFERRAL AOV friend spend 15-25% more on their
INCREASES first order*.

Recommended friends are 18%
Retention more likely to remain customers in
rate the years to come and to make
repeat purchases.*

Recommended customers have a
LTV Lifetime Value 16% higher than
non-recommended customers*.

i . ‘accord'ni to Mention Me, McKnSeI and Harvard Business Review studies



3 MUST-HAVES FOR YOUR
REFERRAL OFFER

Deliver the perfect customer experience QI T T 7 Y

Because your customers won't take the risk of recommending you if
their own experience hasn't been absolutely perfect. Their word is on
the line.

So make sure that every interaction (from 1st contact with your brand
to after-sales service) leaves them with a positive impression. You'll
lay the foundations for natural, effortless word-of-mouth.

Propose several recommendation methods

Your customers need to be able to share your program in as
few clicks as possible, on as many channels as possible.

Provide them with several referral options:
e a personalized referral link,
¢ the ability to share it as a Story/TikTok
e acopy-and-paste message

They'll choose the one that's best for them or their friend.
The easier it is to share, the more likely they are to take
action.

Create compelling rewards

Design rewards so attractive that your customers will find it
hard to resist recommending you to their friends and family.

And don't limit yourself to financial incentives. Also offer :
e exclusive discounts,

e VIP benefits

® Or unique experiences.

And don't forget to reward both the referrer AND the
referred friend.




7 TIPS FOR CHOOSING
A PROGRAM NAME

1. Simplicity
It should be easy to
pronounce and memorize.

3. Distinctive

ttention and set

|t has to grad @ petitors-

om
you apart from your ¢

4. Emotional

: .
voke your audience's

e
It should desires.

aspirations and

3. Respectfuyl
It must avoig an i
' Y negative
connotations in other languages

6. Ava”able

not all’ead
Y be ¢
Y another brang sSed

It myst

7. Validated
alidated by @

customer sample:

5 inspiring examples
% 3 e ClubFudoon [
@ - e Gang Pomponne [1

e Fidéliboucles &

e Pipouette Family [4
¢ Cosmic Club K4



https://fudoon.fr/pages/fidelite-parrainage
https://www.pomponne-makeup.com/pages/fidelite-parrainage
https://labelleboucle.fr/pages/programme-fideliboucles
https://pipouette.com/pages/pipouette-family
https://nebuleusebijoux.com/pages/programme-de-fidelite

12 IDEAS TO
BOOST ENGAGEMENT

< Pompenne 2 ©

Display eye-catching CTAs ‘

BEST-SELLER

| nouveauTes
I
Don't let your rewards program go ! wos paosurrs " §
. I LA MARQUE -
unnoticed! Jp—
“ Live shopping
[ )
Display banners and pop-ups in all |

| Ol mous weaver

(ran

| L
strategic areas of your website. \ POkFANE

= Offer a welcome bonus
Q

FUDOON

Offer welcome points, a gift or a substantial

discount on their 1st purchase right from the
start.

30 points

Créez un compte fudoen fr &

It's the perfect way to kick-start their loyalty

journey, making sure they feel valued right from
the get-go.

Show customer testimonials

Let satisfied members sell the
program for you.

There's no better way to build trust €0, like put this in

i * 9 ;i because this x&]lbpen
and interest on your program's = i -
landing page.

ABOUT LANDING PAGES...

Get our portfolio of 32
super inspirational loyalty
program landing pages!

Download portfolio [


https://www.loyoly.io/ebooks/perfect-loyalty-program-landing-pages

Invite at checkout

N e €200 Your customers can view the points they
will earn through their purchase, use

Gl rewards already earned, or redeem their
points for rewards that can be applied
immediately.

Utiliser des récompenses
s aves 732 holt

. ’ A great way to boost reward usage and
program commitment.

Appliquer

N\ total €5700 _J

Make the 1st reward easy to reach

Put a 1st reward within reach, so that your
customers feel so close to it that they can't help

but go the extra mile to get it.

' »‘.;,am‘;u‘*\xeue.(v
L

That way, you create a positive, rewarding
experience right from the start.

at 319 <

Boon grach

And once they've had their first taste, your
customers will be motivated to go the extra mile
for even more enticing rewards.

POIT!
] e
L‘,,’F_ﬂ(v_ 8@

Encore 59 <
Balier Pompan, mhdm te

Gamify your program

We all have an inner child just waiting to
play.

e
. £omponne Baby

Pomponne Baby

Add VIP Tiers, progress bars, rankings,
occasional challenges... to stimulate the
competitive spirit and make your program
more fun and interactive.

s0€

ACCH au
% POUVBIULES 0 v

HI905 90 o-crintign,




Customize rewards

By analyzing your customers' purchase history and
preferences, you can create customized rewards for
each and every one of them.

It's about going beyond traditional gifts, and making
customers feel truly appreciated and, above all,
understood.

Organize exclusive events

When you organize VIP experiences that are
reserved exclusively for your program members,
you cultivate a sense of exclusivity and belonging.

And you not only reward your most loyal
customers, but also attract new ones who aspire to
become part of your brand's inner circle.

Communicate on social media

Highlight the successes of your program members on
your social media, showing the benefits they've
enjoyed.

Or, more simply, share your customers' posts.
By doing so, you're not only celebrating their

successes, but also encouraging others to join you
and climb the ladder of your program.




Collaborate with a brand partner

Collaborate with partners to offer joint rewards.

Not only does this enhance your program's
value proposition, by broadening your rewards
catalog, it also gives you access to a wider
audience and reaches people who might not
otherwise have come across your loyalty

program.
Offer themed or seasonal
promotions VIP

bl -
Whether it's a holiday promotion, a summer 3:;@,‘::,‘;2‘;’:::;”5

plus rapidement

o marmtres V12 LEGOS bt b pasnts s o beort

event or a special anniversary, these limited-
time offers create excitement and a sense of
urgency, encouraging members to seize the

opportunity.

Include charitable elements

Make your program more than just a
transactional experience by integrating a
charitable component that allows members to
contribute to a cause and make a positive
impact.

NOS ASSOCIATIONS CARITATIVES
PARTENAIRES

Cumulez des points, changez e monde. Faites la différence.

Give members the opportunity to donate their
points or rewards to a charity of their choice.
Not only do they feel rewarded for their
loyalty, they also feel encouraged to
contribute to the common good.




HOW TO CHOOSE
THE RIGHT REWARDS?

97 % of loyalty programs are
based solely on transactional rewards
(promo codes, vouchers, free
products, etc.).

0,
But 77 /o of these transactional
programs fail within the first 2 years.

We'll come back to each of these types of rewards in detail on the following
pages.

The most important thing to remember here is that it's essential to diversify your
rewards and offers, so as to offer your customers a varied catalog that prevents
them from getting bored, and sets you apart from your competitors.

Why is this?

One reason is the law of diminishing marginal utility.

1 The law of diminishing
< marginal utility

This law suggests that as the
consumption or use of a good or
service increases, the satisfaction
derived from each additional use
decreases.



https://www.youtube.com/shorts/b3Lg-O39T0w
https://www.youtube.com/shorts/b3Lg-O39T0w

Transactional rewards

Transactional rewards offer customers tangible
benefits directly linked to their purchasing behavior.

% PROS CONS

Free
products Immediate benefits Short-term vision

% ) Lack of emotional
M Tangible value

connection
Discounts and

reductions

s

\@(\ D Vouchers

—ror ~

Experiential rewards

They focus on creating immersive, memorable experiences for customers.
They center on emotional connections, personalized exchanges and
exclusive opportunities that go beyond the purely commercial.

Easier implementation Limited differentiation

A dependence on

Fast and certain ROI )
reductions

) ) ) PROS CONS
They aim to forge a relationship,
enhance the overall customer )
experience and foster a sense of Emot|ongl Extra costs and
connection resources
loyalty.
a1z Differentiation and o -
) Limited scalabilit
%} brand image y
Free Exclusive
gifts events _ Subjectivity and
Long-term loyalty individual tastes
W AR
i EDZ' Brand promotion ROl analysis and
Personallzed Gamification p calculation
services and challenges

&) Loyoly




8 REWARD IDEAS
TO OFFER

1. Free products

Try to tailor gifts to each customer's preferences
and interests.

You'll increase the likelihood of repeat purchases
and positive word-of-mouth.

—_— 2. Vouchers and discounts

e:®

A sure-fire way to keep your customers

interested and coming back for more.
10€ 15€ 20€

But don't overdo it. If you use them too often,
your customers may become dependent on
them, and the perceived value of your

o products could be diminished.

100 points 10 points 200 points

pipouuttu" Q

3. Free delivery

Comment utiliser

vos points ?
Free delivery is the most effective purchase

incentive for 53% of consumers*.

Tmae fea |

What's more, 49% abandon their shopping carts

because of extra charges at checkout (including
delivery charges)**.

non
Feals de lvrwison poiily ‘
France Métropolitaine ‘

[ e

sGcup

4. Tiered rewards
Comment gagner des récompenses supplémentaires ?

. aasonce
Encore 80 € pour atteindre e by e
palier ELEGANCE

Customers feel recognized and valued as
e they progress through the levels.

ELEGANCE

PRESTIGE

This creates a sense of pride, belonging
and loyalty to your brand.

*Statista *‘Shoplfi



8 REWARD IDEAS
TO OFFER

5. Bonus points events Earn 3x

p Rewurds POIH‘IS‘
The sense of urgency and excitement it THIS WEEKEND oMLY
creates motivates customers to participate
actively.

This not only boosts sales, but also improves
customer retention and brand loyalty.

i : |
hey say good things “
! ggmﬂ inthrees...

It —

6. Birthday gifts

The aim is to strengthen the emotional bond with
the customer on this special day, and show that
you appreciate their loyalty.

And here, more than ever, personalization is key!

pupiica!

7. Partner brand products pindoag = 87"

Collaborate with a partner brand to create a
new range of special rewards for your
customers!

As well as adding a touch of excitement,
they also enable you to reach a wider
audience.

8. Charitable rewards

Make your program more than just a consumer

experience.
NOS ASSOCIATIONS CARITATIVES &
PARTENAIRES
Curilz des polets, changoz e monds. Faies L difrence Offer your customers the opportunity to convert

their loyalty points or rewards into donations for
r_Y charitable causes close to their hearts.

&) Loyoly




HOW TO CALCULATE
THE AMOUNT OF POINTS?

Redemption value vs. real value

The redemption value of loyalty points refers to the real-money value of
each point, determining the value customers can derive from their
accumulated points.

Tips
-() Tl P .
ultiply your redemption value by
=0,10€ the total number of points in
Y circulation to get an estimate of how
[R5 much money your customers
200 points currently have.

Not to be confused with their real value to you.

I N

10€ production cost

200 points

If your product normally sells for 20 euros, but can be purchased for
200 points, your customers will feel that their points are worth 10
cents each.

Only, this price of 20 euros includes your usual margins. In reality, it
only cost you 10 euros to produce.

In this case, while your customer might think that your points are
worth 10 centimes each, in reality they only cost you 5 centimes.




HOW TO CALCULATE
THE AMOUNT OF POINTS?

Calculate the value of purchases

By default at Loyoly, your customers
earn 5 points per euro spent.

If you offer a €5 reward for 500 points,
that's equivalent to 5% cashback.

Of course, these parameters are
adjustable. Remember that what
matters, in the end, is the overall ratio
with the value of your missions and
rewards.

Calculate the value of missions

Offer a variety of missions, with
different levels of commitment, to get
as many of your customers on board
as possible.

p
Our cashback
recommendations by sector
B Fashion and clothing 52310 %
0 Electronic products 3a8%
= Furniture & decoration 7a12%
£ Food 2a5%
7t Travel 3a10 %
¥ Fitness and wellness 5215 %
i Beauty and care 6a12%

Toys and childcare 4a8%

N

Assignments that require little
commitment will earn few points,
whereas those that require a high level
of commitment will.

-

obtain your 1st reward.

required for the 1st reward.

needed to obtain the 1st reward.

to obtain the 1st reward.

« Birthday gift: As this can only be earned once a year, you can be eve
more generous. Offer the same number of points as the total required

Some tips depending on the mission

¢ Create an account: Offer approximately half the points needed to

¢ Follow, likes, etc.: Make sure that the total points earned through
social media actions AND the sign-up bonus do not exceed the points

* Post areview: Here you can be generous, as your customers have
already made a purchase. We suggest you offer about half the points




HOW TO CALCULATE
THE AMOUNT OF POINTS?

Calculate the value of rewards

Your 1st reward should be set just The trick is to find the right balance to
above the number of points a keep them motivated.

customer can accumulate without

making a purchase. Consider the frequency with which your

customers make purchases, and set
But it shouldn't be too high, either, so rewards that are achievable.
as not to discourage your customers.

Tips
Your customers should be able to make a 1st loyalty
redemption 1 month after their 1st purchase.

1. Percentage reduction

The value of these rewards varies according to
the customer's spending.

To determine the number of points required, take
into account your average order value (AQV).

(

g Let's say your average order value is €50
and you want to offer a 10% discount.

If your exchange value is €1 = 5 points, you
can set the reward at 25 points (10% of
€50 = €5).

¢J Loyoly



HOW TO CALCULATE
THE AMOUNT OF POINTS?

2. Free products

Offering free products can be
both attractive and practical,
whether you're clearing stock or

As we mentioned earlier, make sure
the value of the reward is fair to
your customers and profitable for
launching exclusive new items. you.

( See section " Redemption value vs. real value ". ] J

3. Free delivery

This is an excellent reward for attracting
customers (if you don't already offer it as
standard).

To estimate this amount, calculate your
average shipping costs and define the
reward accordingly.

J

& If your average delivery cost is €13, the

reward should cost at least 65 points

(always when €1 = 5 points).

Tips

Set a maximum value to avoid losing money on expensive

international shipping orders.




19 KPIS
TO KEEP AN EYE ON

Loyalty KPIs

e )
Generated income Loyal customers
= total sales including rewards (free = number of customers who
delivery, vouchers, discount codes, placed an order including a
etc.). reward

. J

Analyses - Fidélité

1
Analysez la fidélité de vos clients 30 m L

Analyses des revenus
Détails Revenu généré

Revenu géndré | 286.9K€

Clients fidéles HK e ,
Taux de = Iy
o - | I I I I I I I I I

Reward redemption rate

= the percentage of rewards earned that /—\/
are actually redeemed by members of Number of
your loyalty program. rewards redeemed
(83) 100
A high rate often means that your va;c?sz/voc:na
rewards are up to scratch, and that your
Q00

customers are enthusiastic and eager to
use them. o —




Loyalty KPIs

Repeat purchase rate

= the percentage of customers
who repurchased a product at
least once

Number of purchases

= the average number of purchases
made by each customer over
his/her relationship with you.

Number of customers
with multiple purchases

(2, 100
Number of unique
customers

Total number
of orders

Number of unique
customers

Average order value

= average amount spent by your
customers on each new order

Customer Lifetime Value

= the average profit generated by
a customer over the course of
their relationship with you

Sales
figures

Total number
of orders

AOV Purchase %
frequency

Average
lifespan

Tips

who have not yet earned rewards.
.

Compare these KPIs for customers engaged in your program vs. those

Taux de réachat 66 %
Nembre d'achat meyen 2.1
Panier moyen (A0V) 49. 7€
Revenu moyen par client 106.7€

Avec récompenses

Sans récompense

14 %

1.2

37.9€

37.9€




Referral KPIs

Generated income

= sales generated by referred friends and by
your customers (via rewards earned)

Analyse du parrainage
Détails REVEnU généré
Revenu géndré 69.2K€
Revenus amis 60.6K€
Revenu clients B.6BKE€ =
L 196% I ] I I I I I I 0
. [ |
Taux de L L ot A B ot
nouveausx 2,26 %
clients @ Revenu généré par les amis Revenu géndrd par los clients
e N
Tips
Compare all these KPlIs for referred customers (new customers) vs. their
referrers (existing customers).
N J
(" A (" )
Number of sales Average order value
= the number of purchases made = the average amount spent by
by referred friends and referrers referred friends and referrers on
over the course of their each new order.
relationship with you.
(. J (. J
Ami (Nouveau client) Client
Nombre de ventes 801 '« 124

Panier moyen 4L5€ 17 41.8€ =




Referral KPIs

'a N )
Participation rate New customer rate
= the proportion of your customers = the proportion of new customers
who have referred a relative, out of acquired through referral, out of
your total customer base your total customer base
- J J
Number of customers Number of new
who sent a referral link referred customers
(£3, 100 (3 100
Number of unique Number of unique
customers customers

-
Conversion rate TN
= the percentage of people who Number of referred friends
received a referral link and then who bought )
placed an order (through this (& 100
link). Total number of sent

L ) referral links

Is my conversion rate good enough?

e lessthan4 % > = Cando better!
e Around 10 % -> Good job !
e 15% or more - . Congratulations !




Mission KPlIs

Users

= number of customers who
completed at least one mission

Missions

= number of completed and
validated missions

Reach

= the number of total views
generated by your customers'
posts, stories, comments, shares,
etc.

Earned Media Value

= the monetary value of the
exposure generated by unpaid
media coverage (posts, shares,
comments, likes, etc.).

L'EARNED MEDIA VALUE

OW; -tff;‘{;

P4 $288ATIQUES POUF 1 CONVAINETR VLI dans be Exuchl

Reviews

= the number of customer
reviews on all platforms.

- W W WY

©

UGC

= the number of UGCs created by
your customers, on all platforms.

Détails Missions réalises
Abonnements 1797 00

Contenus 1034

L 364

Engagements m

Ld [ l



https://www.youtube.com/shorts/KvLcSRAShWw
https://www.youtube.com/shorts/KvLcSRAShWw

ABOUT
‘| Loyoly
The best loyalty and referral platform

Loyoly is a loyalty and referral platform coupled with UGC, which
enables customers to be engaged in +30 ways to increase Lifetime
Value and social proof, while lowering CAC.

Designed for lshopify

“ | Loyoly %

360° Loyalty Solution for E-commerce

Growing brands choose Loyoly to
boost their loyalty programs
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Visit us on loyoly.io



https://www.loyoly.io/
https://www.loyoly.io/
https://www.loom.com/share/fcac1669ad45458fb366195f905cebde?sid=fde90d6b-23a1-47b1-a73b-fa0dbd52fb5b

