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Defining your loyalty objectives

In our previous chapters of the Essential Guide to B2B Loyalty, we explored the 
purpose of B2B loyalty marketing; learned about the similarities between B2B 
loyalty and loyalty in the consumer world; explored the challenges to and best 
practices in B2B customer identification; and explored the psychological 
underpinnings of B2B loyalty. Now we turn our attention to the fundamental best 
practices of designing a B2B loyalty marketing strategy. Our first step: Defining the 
business objectives that drive your loyalty strategy.

As a loyalty marketer, the most important best practice you must absorb is this: Your loyalty strategy follows your 
business objectives.  The reason to embark on a customer loyalty strategy is not because your competitor has a loyalty 
program, or because you have a fundamental business challenge and are looking for a quick fix, or because you have a 
vague idea that a loyalty program might help. You embark on a B2B loyalty program because you have clear and specific 
business objectives that are achievable by changing customer or channel behavior along specific, measurable variables.

Examples of specific, measurable business objectives that a B2B loyalty 
strategy can deliver include:

• Increased retention: Your business objective may be to retain your 
highest value clients – from a marketing perspective, it’s always 
cheaper to retain a good client than it is to acquire a new one. 
Loyalty marketing relieves your dependence on customer 
acquisition, and allows you to increase profits by marketing to your 
existing clients in order to reduce churn. 

• Increased share of customer: Another key business objective is 
increased share of customer. By leveraging reward and recognition, 
you can market specifically to high-potential segments to shift their 
spend or channel activity from your competition to you. The 
resulting increase in profit comes not through acquisition or through 
increased frequency, but rather at the expense of your competitors.

• Increased purchase frequency: A third classic business objective is to 
increase the frequency of purchase from your high-potential 
segments – to get them to buy from you, or sell your products, more 
often. Again, your increased profits come not from finding new 
customers, but from increasing the value of your existing customers 
over time.

By aligning your loyalty strategy with your business objectives, you can 
design a B2B loyalty program that, over a reasonable period of time, 
produces an incremental financial benefit back to the enterprise that 
exceeds your incremental program costs. The key to success: segment 
your customers by business value, allocate marketing spend against 
high-return segments, and have a measurement plan in place against 
which to benchmark success. That’s loyalty marketing in a nutshell.
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Once your business objectives are in place, you can begin to design your loyalty 
strategy. To achieve these objectives, you’ll need to incorporate into your loyalty 
strategy this set of key design principles. Whether you’re building loyalty with direct 
users, distributors, channel partners, or via your sale staff, these principles form the 
foundation of a profitable, sustainable customer loyalty strategy.

Hard benefits
Economic rewards based upon an accrued 

account which builds over time.  Rewards 

are relevant, achievable and of high 

perceived value. 

Design principle 1: Hard and soft benefits
As we previously learned, customers respond best to a balanced combination of economic 

rewards and intangible recognition. B2B programs also balance personal with business rewards.

Design principle 2: Tiered benefits

Begin with low base funding rate and test bonus offers to drive profitable behavior. Design 

offers based on dimensional variables to motivate specific customer behavior changes:

Apply hard benefits according to 

customer value and potential to avoid:

• Over-funding high-value segments

• Under-funding high-potential segments

Loyalty marketing design principles

Soft benefits
Recognition elements designed to make 

customers feel valued. Offered proportional 

to customer value and tied to your brand 

persona. 

Apply soft benefits according to retain high 

current-value customers:

• Reserve best benefits for highest-value customers

• Create aspirational benefits drive tier migration

Design principle 3: Targeted bonuses

Whether you publish defined program tiers or tier your customers behind the scenes, tiering

benefits is essential to targeting your budget where it can have the greatest impact.

TRANSACTIONAL

“Spend more!”

SPATIAL

“Visit our new 

channel partner!”

TEMPORAL

“Double-points 

month!”

PERSONAL

“Free 

anniversary gift!”

Design principle 4: Relevant dialogue
Use customer and client data to deliver timely, relevant, and personalized offers and 

communications optimized through your customers’ preferred communication channel.

THE DRIP DIALOGUE METHOD:

Collect one 

useful data point

Send a relevant 

offer to customer

Measure results, 

not costs
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The three key foundational elements of B2B loyalty strategy design:

Design principle 5: Measure everything
No loyalty strategy should launch without a rigorous measurement plan to gauge progress 

against your stated objectives. Build or outsource analytical resources and deploy data for:

Design principle 6: Strategic planning

Call it OPM – Other People’s Money. By allowing partners fee-based access to your customer 

data, you can enhance your program without breaking the bank. Potential partners include:

Loyalty marketing design principles

Design principle 7: Strategic partnerships

The key to the long-term success of your loyalty strategy is to plan ahead – conduct regular 

strategy reviews so you can respond swiftly to competitive and market forces. Plan for:

Design principle 8: Customer engagement
B2B loyalty programs are serious business – but that doesn’t mean you can’t have fun. Build in 

program engagement elements to encourage an emotional connection. Tactics include:

DEFINED OBJECTIVES

Clearly defined and 

C-suite supported

MULTI-CHANNEL

Include distributors, 

channels, and sales

MULTI-PLATFORM

Include physical, 

web, and mobile

MARKETING

ANALYSIS
MEDIA 

OPTIMIZATION

PRICING 

MODELS
PRODUCT 

DEVELOPMENT

FINANCIAL 

REPORTING

ACTIONABLE INSIGHTS

What can you learn from the data?

NEW TECHNOLOGIES

Can they disrupt your business?

MARKET FORCES

How are your customers changing?

MANUFACTURERS
If you’re a

distributor, ask your 

manufacturers to 

play.

DISTRIBUTORS

If you sell to end-

users, ask your 

distributors to play.

COMPLIMENTARY BRANDS

Partner with non-

competitors who 

want to reach your 

customers.

AUCTIONS

Increase earning velocity 

without breaking the bank

SWEEPSTAKES

Add big-ticket rewards to 

jump-start excitement

COMMUNITY EVENTS

Help your members do 

well by doing good
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Now that we’ve outlined the key B2B loyalty design principles – the must-haves in your 
program design – we can turn our attention to design best practices: loyalty design 
components that have stood the test of time. Consider including these following best
practices in your program design, and you’ll orient your loyalty strategy for success.

Best practices in B2B loyalty design

Once you’ve outlined your strategic business objectives, it’s 
possible to hone your behavioral objectives – the specific variables 
of customer behavior you’re trying to change – with precise 
control. By fine-tuning your loyalty objectives, you can anticipate 
the impact of achieving those goals – and more accurately provide 
to senior management a program financial model that you can 
stand behind.

Best Practice 1: Fine-tune objectives VARIABLE EXAMPLE

METRIC RETENTION

DIRECTION INCREASE

SEGMENT TOP 2 DECILES

MAGNITUDE 10 PERCENT

TIME 12 MONTHS

Your loyalty strategy should follow one of several time-tested structural models that help lay the 
foundation for achieving your objectives. The three most common loyalty structural models are:

Best Practice 2: Strategic models

Best Practice 3: Value proposition models

Customer segmentation allows you to use your marketing 
resources most efficiently by allocating them based on your 
customers' current and potential value. First, determine what 
variables to analyze (Account value, transactions, churn rate, 
etc.); second, segment your customers into manageable 
groups; and third, design tactics to encourage desired 
behavior shifts. Measure results and refine as needed.

Best Practice 4: Customer segmentation

COALITION

• Third-party operator

• Partners issue shared 

currency

• Partners share cost

PLAYER

• You reward currency 

from another program

• “Owner” brand has 

control

PROPRIETARY

• You own the program

• You own the currency

• You own the cost

Your loyalty value proposition will typically follow one or more of these proven structural models:

PROMOTIONAL CURRENCY

• Creates perceived value

• Funding flexibility

CONTENT MARKETING

• Best for long sales cycles

• Creates emotional appeal

SOFT CURRENCY

• Points + $ for rewards

• Helps with low earn velocity

SOFT BENEFITS

• Essential for top-tier clients

• Builds emotional loyalty

Value

P
o

te
n

ti
a

l

Test Invest

RetainIgnore
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Remember also that each of these best practice recommendations in themselves lead to 
a host of tactical decisions that will inform your final loyalty strategy design. Tactical 
execution will also require buy-in and support from a number of internal decision-
makers. Be flexible and do as much as your budget and resources allow.

Best practices in B2B loyalty design

For B2B loyalty programs, dual rewards – rewards that provide both bottom-line benefit to your 
customers’ businesses as well as personal appeal to decision-makers – are essential to success.

Best Practice 5: Dual rewards

Instead of a flat program funding rate, 
provide a low base funding rate and then use 
your marketing dollars to test reward 
bonuses targeted to specific segments and 
designed to close the gap between current 
behavior and desired behavior. Target specific 
variables of behavior, such as frequency, 
order size, sales goals, or cross-purchase. 

Best Practice 6: Flexible funding

Best Practice 7: Sustained dialogue

Loyalty program analysis demonstrates that customers, 
partners, and sales reps who engage with your loyalty 
program will demonstrate increasing lifetime value the 
more often they complete the program journey. Use 
communications, trigger offers, gamification, and other 
engagement tactics to encourage participation at each 
stage of the loyalty cycle.  

Best Practice 8: Member engagement

Leveraging customer data to fuel relevant dialogue 
is critical to success. Leverage customer insight to 
increase offer relevance; Deliver message 
consistency through all platforms and devices; Let 
your customers choose their preferred 
communication timing; and develop an approved 
plan to measure communications impact.

DUAL REWARDS: HARD BENEFITS 

• In-kind rewards

• Take a customer to lunch

• Training seminars

• Sales incentives

DUAL REWARDS: SOFT BENEFITS 

• Business concierge

• Conference invitations

• Business events

• Members-only access
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INSIGHT ACTIVATION

Segmentation Resource allocation

Purchase patterns

Predictive modeling
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Behavioral triggers
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Offer criteria

Personalization

Offer timing
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To summarize: designing and implementing a B2B loyalty strategy is an iterative 
process that takes time to do well. The chart below provides a useful schematic 
summary of the major components of a well-designed loyalty strategy.  Note that 
every design decision will flow from your overall business objectives; note also that 
every tactical allocation of resources will flow from your segmentation strategy. 
Every component of this strategic roadmap – including having an exit strategy in 
place so you can sunset the program quickly, should the need arise, with a minimum 
amount of disruption to your customers – should be in place before you launch your 
B2B loyalty program. C-suite support of your roadmap is essential, as is testing your 
assumptions with your key clients, your channel partners, and your sales reps. With 
every component in place, you can launch your B2B program with high confidence.

The B2B loyalty marketing roadmap

ENROLLMENT

VALUE

PROPOSITION

COMMUNICATIONS

PLAN

TEST

STRATEGY
MEASUREMENT

PLAN

IMPLEMENTATION

PLAN

FINANCIAL

PROJECTIONS

EXIT

STRATEGY

SEGMENTATION

STRATEGY

OBJECTIVES

STRATEGY
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About the Essential Guide to B2B Loyalty

We hope you’ve found this introduction to B2B Loyalty valuable. In subsequent 
chapters of the Essential Guide to B2B Loyalty, we’ll explore the step-by-step 
process by which you can build stronger, more profitable relationships with your 
best customers. You will automatically receive one new chapter of the Guide each 
month. You can unsubscribe from our list at any time by replying to our email with 
the word “unsubscribe” in the subject line.
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About Reward Paths

For the shortest distance to customer loyalty, choose Reward Paths.

We launched Reward Paths to fill a specific void in the U.S. marketplace – the absence of 

disciplined, data-driven approaches in the Business-to-Business (B2B) or mid-market 
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loyalty experts, visit us at www.rewardpaths.com today.


