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FEATLRES

What
Brands
Need Today
to Grow

Fme CISUMEL PRONUGTS COMPANIES
these doys, kolding on to consnmer lay-
aliy efben feels like a bosing proposition.
Game are the days of network TV medis
Doy thae could paesition your praduce
witly the entire naton, Cunsemers now
have new wave of learning aboutl your
product—ard of shaping brand percep-
finne—by posting reviews, hlogriog,
anid nsing sncial medio, Add 1o this the
wilespressd  ecomomic  strain - experi-
enced by families, and its no wander
that retailer privote lobel goods hove
flovrished at the expenss of national
heands.

Bt all 5 not bost for brand oeasket-
ers. While craditional media bas lost
same of its effoctivencss, new digital
technalagics kave emerged thar allow
CIG campanices ts baild relationships
with their consumers directly and in
vidlaborntion with key retilers, at o
vt ard with a reach that was impossi-
ble even a few years apo. And the some
eenieimiies that deive retail loyaley ap-
ply to CPGa—you car get far moave bang
for your markering buck by perding
people who already buy your brand
buy moare than yor con by scqulring
newe eustomers, Harg is o roadmap for
thn=e CPG rompanic= laoking o grow
loyaley and share af wallet,

Understand The Moving Parts
There are three key factors for cre-
aciog long-term consames lovaliy:
L Dreliveriog the vight rewants or

Loyalty

by Ken Fenyo, YOU Technology

Incentives for loyal bebuavior
2 Gencrating deep inalghta b
cansumer hehayvior
4 Leveraging thase insighis to
personalize the consumer
CN e

There is noane “right® way o build
cemsumer loyalty. Some CPG comipa
s, for example, have created compa.
my-wide loyalty progeams, such as By
Cadie Rewards, Other companies have
tnken & natrower approoch by ceeating
UM OF OTe programs targcting specif-
ic hrands or consumer segments, such
as PEG's Gifts o Grow baby rewnrds
program. Cther companies hove avedd-
vd vreating formal bevalty progroms
aliegether and have instead invested
in ghorler-term promations (swch as
Tropicana's Tuicy Bewards program)
and/or ongoing relatienship maeketing
programs that combine relevant con-
tent and offers (such as Huggies' recent
“Enjoy the Ride™ CRM offort).

The best strategy will depend on a
vange of internal ond external factars
ey comaideratinng include

= Targel comsumers wml brancs.
Whoare your best conaumaers
and hivw well do existing pro-
rrams work in engsging with
thieme

* Loyalty mechanism, What type
of mechanism—points/rewnrds,
cuuse muﬂ:-uting;. sncinl cor-
rency, discount-hased, see—ap-
peals mast o target consnmers§
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+ Consumer value, What mix of
tangrible and intangitle benefits
does the pregram offer consum-
ers [such asextra savings and
exclusive comtenty? What is the
optimal kevel of investment in
the program based on expected
relurns?

= Fartnerships Which external
partmer s Sleald T fnecluded
in the progeandE) v broaden
reach amnd depth, and how
shiuld they be integrateds

= Execution. What marketing.
customer service, sales, product
development, and =0 on are
required —both ot lounch and
oot dn emging basis¥

B matter what eheices vou make,
however, 108 Imperatiie that all your
lowalty initiatives ave thed wpether m-
der a single strategy, and that all beluay-
= data is maintained in & single data
stnre. Tmpartantly, vour loyalty imitia-
tive: should support bath national and
retailer-specific ohjectives fo:

= Capture a higher share of
requirerments at the individual
brand lesel:

= Diraw new layal consunters ints
thie fold through eross-brand
promotians; and

= Better eollaborarc with hey
retailers te clase the loop at the

“rmament of decision® on the
retail flaar,

Making The Mast OF Your Direct-
Te-Censumer Loyalty Programs

Gadng back te the three pillars of
a suecesaful lovalty progran, let's dis-
cuss somg of the best practices for each
phaze for building direct relacionships
with consnmers
Dielivering the right rewards

Start by focusing on your most valy-
able consumers. Who are they, and why
are they loyal to your brand? They are
the mast Important asseds 0 your loy-
alty program. Continuowsly frnoovite,
Eeeping your programs fresh, relevant,
and enticing o these key consunsecs.
Ormee you have catablished o beach head
amang vour most valwable consumers,
nse ennpans, promotions, acd other in-
sentives o drive trial and incremental
szles
Generating desp consumer insights

The foundation here iz an inte
prated op-in dotabase that captures
a range of relevant iformation about
wour canswmers, ineluding survey dara,
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demegraphics, coupen usage, retailer
preferances, purchase datn, context,
locatlon data, secial medin usage, and
a0 on. This data is your row material;
by studwiing patterns i the descriptive
data, you can develop richer insights,
creats new segmentations and use pre-
dictive modeling to fuel more peraonal-
ized offers and content,
Personalizing the consumer experience
Fawy thing:'i- are as powerful ooa
congumer as having o compary thank
them for their business ond provide
additional value tailared to their likes
and preferences. Research consistently
finds that regardless of age or geopra-
phiv, consumcrs say that personalized
dizcoumes on products they already
buy is the key factor in deciding where
tiv chap and what brands to buy, These
[eindigs are consistent with aur awn

Digital technologies
provide a new and
powerful way to
drive sales and build
long-term loyalty.

gxperience: redemplion rates and sales
Tift increase exparentially when offers
are personalized using conaumear and
basket data, Having them opr In 1o re-
ceive email or mabile messaging (either
SME text or smoriphone apps work
well) adds significant valee on top of
wimir web marketing. Anth Facehook
and Twitter offer very useful medin
that CPGs can beverage to create a Auid
relationship with brand loyalises.

Making The Most OFf Retailer
Relationships

Bromd marketers must alzo collaboe-
rate with key retail accounts to reach
comsumers before, during, and after
the shopping trip, either by tailoring
matienal levalty and CRM programs
or by creating unigque recailer-specitic
pragrams,
Daliearimg the right rewards

In addicion o the n-sore avents
that hove been the staple of shopper
marketing for vears, leading CPGs ane
participating in, and offcn helping o
create, retailer digital merchandising
events. These events, which enhanee
aisd extend the in-store sales plan, uso-

ally include instant-winar ather games,
digital coupons, amd relevant content
(such a= social media the-ins using reci-
e puides] that can be wital in reaching
the consumer at the moment of truth.
Innevative CPGs are also creating new
digital shopper markesing platforms
thatcan be customized tospecific retail
serownts, such s Ganernl Mills” Ronns
Box Togd for Education program.
Ganerating deep comswmer insights
Retailers are increasingly prowvid-
ing CPG oeompanies with access o
segmented point of sale and ather dara.
Sy plavers are using this data to bet-
ter codlaborate with retailers and create
mure effective promotional programs—
both in-store ond digitally- to reward
layal shoppers, incrense purchoses by
light users, and engage non-categary
buryers, Moreover, CPGa use their awn
datn te drive retall sobes by, wimong
ather things, identifying lost sales ap-
portunities or devoleping new categary
strategies, PGz can also levernge their
CEM data to magnify the success of
thus retailer promuotiosn, often by o factor
af twa to chree times, by marketing o
thesir oown consumers n suppart of the
shopper prometion.
Personalizing the consumer experlente
Retail offers the perfect opporiu-
mity v reach the consuner ac the poine
of decision, and retailers are expand-
ing their reach with communications
that reach costomess ot hame, in-store,
and on-the-go. Digital cowpens, which
dons il 1o shopper loyalty cards, are
already growing in use. Already they
are widely established via web and
email channels, with leading retatlers
nionw adopoing mobile comemunications
to reach the consumer anvwhere and
amy time, Soon, smart-phone apps will
l=t retailers recogmize when g shopper
i3 in-store, and provids relevant offers
o them in real-time.

It’s Mot The End OFf Brand
Loyalty—It's A New Beginning

tramd lovalty =nt dead. by any
means. But mazs advertlsing alonse (s
no longer sufficient o build brands.
Digieal technologics provide o new
and powerful way to drive sales and
builel long-term banlty hoth directly
with consumers and in collabaration
wilh key retail seeovunts, The winning
brands of tomorrow will be the ones
thiar, instead of playiing catch-up, invest
nowe o capitalize on these emerging
trends, &
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