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Introduction

2019 was a busy year in the Customer Loyalty space. 

Companies have been acquired and new strategies and 

methodologies are starting to percolate through eCommerce 

and Multichannel businesses. Due to rapid changes in 

technology and customer expectations, the strategies in 

that may have worked in the 2010’s will absolutely NOT work 

in the 2020’s.

With companies looking for strategies to accelerate growth, 

they’re smartly looking at their existing customer base to see 

how to build a stronger relationship so they can maximize 

customer lifetime value (CLTV). Businesses need to retain 

customers while attracting new ones, and any business that

does not have an advanced loyalty solution will simply struggle 

to effectively compete in the marketplace. A traditional, “earn 

and burn” loyalty program that is transactional in nature will 

not work and brands, manufacturers and retailers will soon 

realize the difficulty in retaining their customer base.

Consumers, in the meantime, are looking for brands that 

work hard to build a personalized relationship with them 

both online and in-store. Consumers expect brands, 

manufacturers and retailers to provide value across every 

interaction and touchpoint in the customer journey - whether 

in style, sizing, product quality, customer service, rewards,

and marketing.

Understanding customer retention for the next 
decade is paramount for success. In this white 
paper, we’re taking a look at the strategies and 
trends that are going to be important in 2020.
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Quick Overview of Loyalty in 2019

The biggest trend of 2019 was a focus on customer 

experience as a whole. Customers were looking for proactive 

brands. They were seeking brands that did more than just 

provide a product to them, customers wanted a brand that 

cared about their needs and the issues they care about.

Emotional loyalty moved to the forefront for consumers. 

Annex Cloud was happy to be a pioneer in that space 

and really helped shape some emotionally based loyalty 

programs. Emotional loyalty is driven by philanthropy,

customer service and storytelling. This is something that 

we’ll see more of in 2020.

Surprise and delight continued to be a huge hit in

2019 as well. With the surprise and delight method it’s all 

about personalization and perfect timing. This is where 

intentionality comes into play. Nothing is an afterthought.

Personalized loyalty messaging was also a huge winner in 

2019. Personalization not only made customers feel validated 

and understood but it also was a financial win for companies.

Personalized loyalty makes loyalty a two-way street as it 

should be. Customers express their thanks to a brand by 

giving their loyalty and brands show their thanks by offering 

something personalized. This is another trend that won’t go

out of style any time soon. Personalization has forever 

changed the way we market and think about our retention 

strategy.

The strategy that didn’t pan out in 2019 was Blockchain 

Adoption. While a great idea for rewarding customers for 

their brand loyalty, it never actually went anywhere. As a 

personalized strategy for blockchain enthusiasts, blockchain

loyalty programs are too niche and hard to redeem for the 

average consumer that prefers personalized, tangible rewards.
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Emotional Ideals Driving Loyality

Emotional Loyalty isn’t going anywhere anytime soon so it’s 

important to understand what drives emotional loyalty before 

we can tell you how to utilize the 2020 trends.

Compassion

No one forgets a kind gesture or how your actions made 

them feel. Compassion isn’t limited to 1:1 interactions and 

acting in an honest and compassionate fashion can be

used in your marketing strategy. This means a focus more on 

the little things rather than corporate responsibility. Trader 

Joe’s, before Instacart, received an SOS call about an elderly 

man needing food and went above and beyond to deliver. 

That small act of kindness didn’t go unnoticed.

“We all know empathy is the right thing to do, but empathy is 

not just good for the world (and our own sanity). It can also

bring a competitive advantage in business. Our ability to see 

the world from the perspective of others is one of the most 

crucial tools in our business toolbox,” says Maria Ross, Brand

Strategist.

Nostalgia

People of all ages have a fondness for things of their youth 

and tapping into the euphoric nostalgia one feels is a great

way to tell your consumers you not only understand them 

but value what is important to them. Marketing should 

be relevant and timely but also capture authenticity and 

nostalgia does that. 

When Nintendo launched Pokemon Go, 800 million people 

downloaded the app thus raising the share of Nintendo by 

86% in the first week alone. 

Nostalgia works when you do it well. It has to be the marriage 

of technology and yesteryear for it to work properly.

Corporate Social Responsibility

Consumers want to feel good about the purchases they 

make and aligning themselves with certain brands says a lot

about their own beliefs and ideologies. Companies who 

have a mission outside of their product or service are at an 

advantage.

“Socially responsible companies cultivate positive brand 

recognition, increase customer loyalty, and attract top-tier

employees,” says Chris B. Murphy of Investopedia.

Over 90% of the largest companies now filing
sustainability reports (85% of the S&P 500), the
data is plentiful.

When Nintendo launched Pokemon Go, 800 
million people downloaded the app thus raising 
the share of Nintendo by 86% in the
first week alone.

HBR research suggests the top 10 most
empathetic companies increased their financial 
value more than twice the bottom 100.

90%

86%

10%



Page 4Customer Retention Strategies in 2020Episerver

2020 Trends

Marketers this year are looking closely at increasing the 

following trends.

“Rewards are following the overall business trend of moving 

away from transaction-based encounters to a relationship-

based system, meaning clients want to be rewarded for the 

totality of their relationship with a bank, not just a credit card 

account.”

Rewards Personalization and Segmentation

Users and customers are always looking to feel unique 

and not just a number in a piece of software. Personalizing 

rewards is an effective way, especially at higher tiers within

a loyalty program, to reinforce brand loyalty.

Brands just starting in their rewards personalization begin 

with offering exclusive rewards for certain tiers only. These 

tend to be for higher tiers that spend more and have

“earned” that reward.

But more personalized rewards give people an incentive 

to push towards reaching the next tier, and engenders the 

loyalty that we’re all looking for. And this makes sense

because 72% of customers expect companies to understand 

and act on the customer’s needs and wants.

“51% of consumers expect that by 2020
companies will anticipate their needs
and make relevant suggestions before
they make contact.”
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Experiential Rewards

Another trend we’re seeing is the rise of experiential rewards. 

Experiential rewards give users the ability to experience a 

unique event that otherwise would be off-limits to them.

The reward itself is unique, and let’s these loyalty users feel 

good as they enter a special clique that’s only

reserved for them. Brands just starting in their rewards 

personalization begin with offering exclusive rewards for 

certain tiers only. These tend to be for higher tiers that spend 

more and have “earned” that reward.

“There’s a surprise and delight element to it that our 

customers are really responding to and really fits the Jimmy

John’s personality – going above and beyond for the 

customer,” Shea said. “As we continue to learn more about

our customers and their preferences, we could surprise them 

with anything.” - Loyalty360

A lot of loyalty programs rely on transactional structures 

and a one-size fits all model and experiential rewards do the 

exact opposite by putting the customer in control.

Affinity

Customers frequently brand hop because the brand hasn’t 

met their individual needs. Affinity means that consumers 

have a personal connection and are less likely to go astray. 

While building a loyalty program in 2020, focus on affinity 

alongside that program. Affinity means attracting the right 

customer who believes in your mission through your content 

and rewards system. 

According to Brand Tool Box, “Brand affinity is the most 

enduring and valuable level of customer relationship and 

is based on the mutual belief that the customer and the 

company share common values. It’s the highest, most

durable kind of customer loyalty, one that breeds unshakable 

trust in the relationship. Brand affinity is at its strongest level 

when a customer believes that an organization champions 

the values they both admire.”

Multi-Retailer Loyality

Multi-Retailer Loyalty is essentially Native Receipt Scanning. 

e.l.f. Cosmetics has been a champion at this concept by

rewarding customers who buy their products from various 

retailers. There is no one size fits all and this a great way

to acknowledge the individuality of your consumers. 

Rewarding your customers without limitations is a way to 

enhance the customer experience and give them a seamless 

experience.

Gamification

Play is an important part of life and adding a gamified 

element to your loyalty program is essential. As we become

adults, we lose that sense of fun and play so adding that 

element to your program will bring about a sense of nostalgia 

and surprise enjoyment. Gamification offers exclusive 

rewards, encourages a fun competitiveness in people and 

facilitates higher usage.

According to Post Funnel, “When you boil it down, 

gamification creates something everyone wants – 

satisfaction. Whether they win a prize or gain a sense of

meaning, putting game design elements in your marketing 

creates a positive mental feedback loop for your customers.”
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Premium Loyality / Subscription / Paid 
Retention

In 2020, we’ll see brands up their loyalty program to a paid 

loyalty model. It will be important to still offer the freemium

version of your loyalty program but with a paid model, you 

can up the customer experience and rewards offered.

Premium programs allow customers to get rewards up front. 

Amazon Prime has been using this model for years and it has

paid them in dividends. With the high Amazon Prime usage, 

Amazon has been able to expand upon their services. With

over 65 million users on Prime, this premium model is a 

staple for any brand in 2020.

Convenience

Gas stations have quickly become the champions of 

convenience as a loyalty strategy. Loyalty members can

get discounts at the pump for shopping with the convenience 

store. It is important to meet customers where they are and 

what their behaviors are no matter what platform they use. 

Building a loyalty program that fits the needs of customers 

will be crucial to building an affinity that lasts the life of the

brand. 

“C-store operators are always thinking about how to use gas 

purchases to drive people inside the store. Targeted, path-to-

purchase marketing at that intermediate step draws in those 

who didn’t have another purchase at the top of their minds,

Jess Hassman, Chief Marketing Officer of Excentus, says. 

“They’re already on the lot,” he says. “How do you use loyalty 

programs, particularly in the digital channels, to be able to

drive people from the pumps inside the store? The  

convenience store shopping experience is all about

impulse.”

How will you use that same
ideology in your own trategy?
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Conclusion

Customer Retention Strategies in 2020

Starbucks recently changed their loyalty program to fit the needs 
of their customers by offering a tiered and personalized approach. 
Instead of a one size fits all approach, users can now gain points 
based on their shopping history including a gamification element.
Starbucks frequently offers menu challenges to its customer base to 
allow them to earn more points than usual by completing tasks in a 
specific time frame. The brand has also changed their point system 
to allow customers to cash out those points for rewards based on 
their unique wants and needs.

A high-retention rate doesn’t have to be difficult when you take the 
time to get to really know your client base and serve them. Showing 
up in service to your clients and using the data available to do so in a 
purposeful and meaningful way will set your brand apart in the next 
decade. Don’t focus on the shiny object syndrome so many brands 
fall prey to and focus on what really serves your client base.

Shopping with your brand in 2020, should make customers feel 
great so they continue to come back and tell their friends about your 
business. Data collection and implementation will be the key to 
your success this year.

Shopping with your brand in 2020, should make customers feel 
great so they continue to come back and tell their friends about your 
business. Data collection and implementation will be the key to your 
success this year.
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