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Mike Ghasemi Research has a new way how technology should 
be deployed to transform retail and hospitality companies. MGR 
provides simple and practical industry consulting and digital 
advisory services that help companies transition smoothly to 
an integrated world where applications, and information reside 
anywhere. Started by Mike Ghasemi with a strong passion for 
information technology, MGR developed the most comprehensive 
research, advisory and consulting services to support the growing 
demand of retail and hospitality businesses across Asia Pacific.
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Customer loyalty is a critical component of any established or growing retail business. However, 
traditional customer loyalty has lost relevance due to the rise in social channels and digital 
engagement. Research shows that customers who actively engage with brands and their loyalty 
programs make 90% more frequent purchases, spend 60% more in each transaction and are five 
times more likely to choose the brand in the future. Every marketer knows it’s easier to attract a 
new customer than retain one. The acquisition cost is the main reason behind building solid rela-
tionships with customers and rewarding the most loyal customers. Loyalty programs are a 
long-proven tactic to help develop these relationships. 
Mobile loyalty programs have transformed the retail industry by providing an innovative and con-
venient way for retailers to connect with their customers. The mobile apps allow retailers to offer 
loyalty programs and rewards to customers, who can access these benefits from their mobile 
devices. In addition, with the ability to collect and analyse customer data, retailers can use the 
information to personalise their offerings and create unique experiences for each user. This has 
allowed retailers to understand their customers' needs and preferences better, leading to 
increased engagement and brand loyalty.

Executive Summary
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The Key Metrics in Mobile Loyalty Program

Mobile loyalty apps have also provided retailers with new marketing opportunities and more 
efficient ways to manage their loyalty programs. The apps allow retailers to create and manage 
targeted campaigns, track customer behaviour, and offer customised rewards and incentives. 
As a result, retailers can increase customer engagement and drive sales, leading to a more 
successful and sustainable business.
One of the secrets to mobile loyalty stickiness is the frictionless experience with the app. Mobile 
loyalty apps should leverage consumers’ app usage, spending frequency, recency, and location 
information to give retailers a deeper insight into customers’ behaviour and achieve a higher 
customer lifetime value. 
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The Five Critical Components of a Successful 
Mobile Loyalty Program

Convenience
A mobile loyalty program 
should be convenient for 
customers and not require 
much effort or time to partici-
pate. This means the program 
should be easily accessible 
through a mobile app, allowing 
customers to quickly and 
easily redeem rewards.

Gamification
A mobile loyalty program should use gamification 
elements such as points, badges, and leader-
boards to make the program more fun and engag-
ing for customers.

Personalization
A mobile loyalty program should be personalised to 
meet the needs and preferences of individual 
customers. This can be achieved by using data and 
analytics to understand customer behaviour and 
tailor rewards and offers accordingly.

Engagement
A mobile loyalty program should engage 
customers through various channels, such as 
social media, email, and push notifications. This 
will keep customers informed about the 
program and encourage them to participate.

Rewards
A mobile loyalty program should offer rewards that 
are relevant and valuable for customers, such as 
discounts, free products, and exclusive offers. 
These rewards should be tailored to meet the needs 
and preferences of individual customers.
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Loyalty App Trends for 2023

In 2023, mobile loyalty programs must incorporate digital and contactless options for earning 
and redeeming rewards. Post pandemic, customers are willing to visit stores physically, however  
digital options like QR codes and online redemption provides convenience and safety for 
customers. Additionally, social media and e-commerce integration can also increase the reach 
and accessibility of a mobile loyalty program.
Furthermore, incorporating gamification and referral program help to increase customer loyalty 
and attract new customers. Games and referral programs reward customers when they bring 
in new customers or progress through the game. This not only helps to increase customer 
loyalty, but also helps to expand the customer base.
In conclusion, mobile loyalty programs can be a powerful tool for retailers to build strong 
customer relationships, increase customer loyalty, and drive sales and revenue. By incorporating 
the five critical components of convenience, personalization, engagement, gamification, and 
rewards, as well as digital and contactless options and referral programs, retailers can improve 
the stickiness of their mobile loyalty program and achieve a higher customer lifetime value.
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Personalisation is crucial in a mobile loyalty app as it helps create a personalised user 
experience that keeps the users engaged and coming back. It allows marketers to better 
understand their users' preferences and needs by tracking their interactions with the brand 
and using this information to tailor their content, offers, and rewards. This personal touch 
helps build empathy and loyalty between the brand and the user, making the user feel 
valued and appreciated. In addition, using personal information such as date of birth, order 
preferences, and lifestyle can enhance the personalisation process, leading to a more 
enriching and satisfying experience for the user. Personalisation in loyalty programs 
provides several key benefits, including:

Personalisation 

Increased engagement: Personalised experiences keep users engaged and returning to 
the app.
Better customer experience: Personalisation makes users feel valued and appreciated, 
leading to a better overall experience.
Higher conversion rates: Personalised offers and rewards are more likely to be accepted, 
leading to higher conversion rates.
Improved customer insights: Personalisation helps brands better understand their custom-
ers' needs and preferences, leading to improved customer insights.
Increased brand loyalty: Personalisation helps build empathy and a deeper connection 
between the brand and the customer, leading to increased brand loyalty.
More targeted marketing: Personalisation allows for more targeted marketing, leading to a 
better return on investment and more effective use of the marketing budget.
Increased customer lifetime value: By keeping users engaged and loyal, personalisation 
can help increase the lifetime value of customers for the brand.



Loyalty programs have long put gamification to work on paper with the classic punch card. Gamifi-
cation brings goal-setting and competition right into your app experience. Gamification increases 
consumer engagement and participation.
Gamification in loyalty apps can bring several benefits to both the customer and the retailer. Some 
of the benefits include:

07

Gamification 

Increased engagement: Gamification can make the loyalty program more engaging and fun 
for customers, encouraging them to participate more frequently and stay loyal to the brand.
Better customer retention: Gamification can help create a sense of community among custom-
ers, making them more likely to stay loyal to the brand in the long term.
Improved customer insights: By tracking customers' behaviour and preferences through gami-
fication, retailers can better understand their customers and tailor their loyalty programs to 
meet their needs better.
Increased revenue: Gamification can increase the perceived value of rewards and encourage 
customers to make more purchases in order to earn rewards.
Cost-effective: Gamification can be a cost-effective way to increase engagement and loyalty 
compared to traditional loyalty programs.
Personalization: Gamification can allow retailers to create personalised customer experiences 
by tailoring rewards and challenges to individual customers based on their history and prefer-
ences.
Better brand recognition: Gamification can help create a more memorable brand experience, 
making customers more likely to recommend the brand to others.



Location-based marketing is a strategy that leverages a customer's location data to provide 
targeted and relevant promotions, offers, and experiences. When combined with the mobile 
loyalty program, it can significantly benefit both the retailer and the customer. Starbucks is a 
good example. As of 2016, their loyalty program, Starbucks Rewards, had 16 million active 
users, up 16% from the year before. Location-based marketing lets users find and order 
from the nearest Starbucks so that by the time they arrive, all they need to do is pick up their 
coffee and get a little closer to their next reward.
Some of the key benefits of location-based marketing in mobile loyalty programs include the following:
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Increased relevance: Location-based marketing allows retailers to deliver highly relevant 
offers and promotions to customers based on their current location, making it more likely 
that customers will take advantage of the offer.
Improved customer experience: By delivering relevant offers, location-based marketing 
helps to create a better customer experience and foster customer loyalty.
Increased foot traffic: Location-based marketing can drive customers to brick-and-mortar 
stores, leading to increased foot traffic and sales.
Better targeting: Retailers can use location-based data to target specific groups of cus-
tomers based on demographics, interests, and behaviours.
Real-time engagement: Location-based marketing allows retailers to engage with cus-
tomers in real-time, providing a sense of immediacy and relevance.
Increased data insights: Retailers can use location-based data to gain insights into customer 
behaviour and preferences, which can be used to improve their marketing efforts.

Location-Based 
Marketing

In conclusion, location-based marketing can provide significant benefits to retailers when 
integrated into mobile loyalty apps. It allows retailers to deliver relevant and targeted offers, 
improve the customer experience, and gain valuable insights into customer behaviour.



Loyalty programs built around a seamless experience offer customers a clear incentive to 
purchase via mobile payments. Payment and redemption are critical components of mobile 
loyalty programs as they facilitate the transactions between the retailer and the customer. A 
smooth and seamless payment process enhances the customer experience and increases the 
likelihood of customers making purchases through the app. With the growth of mobile pay-
ments predicted to reach $1,500 billion by 2023, offering mobile payment options through the 
loyalty program has become increasingly important.

Moreover, integrating mobile payments with loyalty programs creates a virtuous cycle where 
customers are incentivised to make purchases through the app to earn rewards. This leads to 
increased customer engagement and loyalty to the brand. For example, offering customers a 
discount or bonus reward for using the app to make a purchase can encourage them to use it 
more frequently and make more purchases.

Redemption of rewards is also an essential aspect of mobile loyalty programs. Making it easy 
for customers to redeem their rewards through the app can further increase customer engage-
ment and loyalty. A seamless redemption process can also reduce customer frustration and 
increase customer satisfaction.

In conclusion, payment and redemption are integral to the success of mobile loyalty programs. 
A smooth and seamless payment process and easy reward redemption can increase customer 
engagement and loyalty, drive sales, and provide valuable data insights for retailers.
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Payment & 
Redemption



Incorporating the aspect of donation and giving back into a mobile loyalty program can 
provide significant benefits to both the retailer and the customer. By adding an element of 
giving back to the mobile loyalty program, your brand increases the chances of developing 
a strong emotional bond with your customers. In addition, presenting donations positively 
impacts customers and allows them to donate loyalty points to a meaningful and relevant 
local nonprofit in their community. Some of the key benefits of giving back in mobile loyalty 
programs include:

Donations & 
Give Back
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Increased brand loyalty: By allowing customers to donate a portion of their rewards to a 
charitable cause, retailers can demonstrate their commitment to social responsibility, 
increasing customer loyalty and engagement.
Improved customer experience: Customers are often more likely to engage with a brand 
that aligns with their values, and the opportunity to support a cause they care about can 
lead to a more fulfilling and enjoyable customer experience.
Enhanced brand reputation: By supporting a charitable cause, retailers can improve 
their brand reputation and build a positive image in the eyes of their customers. This can 
help to attract new customers and increase brand loyalty.
Increased customer engagement: Offering customers the opportunity to donate a 
portion of their rewards to a cause they care about can increase their engagement with 
the loyalty program and the brand.
Increased social impact: By adding donations and giving back into a loyalty program, 
retailers can increase their social impact and contribute to a greater good.

In conclusion, incorporating donations and giving back into a mobile loyalty program can 
provide significant benefits for both the retailer and the customer. It can increase brand 
loyalty, improve the customer experience, enhance brand reputation, increase customer 
engagement, and increase social impact.
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MGR Guidance
Mobile loyalty programs help improve the customer experience better than any other channel by 
making redemption easy and instantaneous for the user. In addition, they provide deep insight 
into customer behaviour that marketers can leverage to understand better what customers want, 
how to bring value to their lives and how to capture their brand loyalty for life.

By collecting data on customer preferences and habits, mobile loyalty programs provide valuable 
insights that can be used to personalise the customer experience and offer more relevant 
rewards and incentives. This can help to build stronger relationships between the brand and its 
customers and increase customer engagement.

Moreover, the ability to easily track and manage rewards through the mobile app provides a level 
of convenience and simplicity that customers have come to expect in the digital age. This makes 
it easier for customers to participate in the loyalty program and redeem their rewards, leading to 
higher customer satisfaction and loyalty.

Additionally, mobile technology allows retailers to offer their customers a more interactive and 
immersive experience. This can include features such as augmented reality, gamification, and 
personalised recommendations, which can help increase customer engagement and drive sales.

In conclusion, mobile loyalty programs offer significant advantages over traditional loyalty 
programs by leveraging the power of mobile technology to create a more personalised and 
engaging customer experience. Furthermore, by providing deep insights into customer behaviour 
and making redemption easy and instantaneous, mobile loyalty programs can help to build brand 
loyalty for life.
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Keep it simple

Make it easy

Give users experiential 
rewards

Easy-to-collect rewards 
that never expire

Even users who love your brand will lose momentum if 

they can’t figure out what you’re offering. Signing to 

the loyalty program is the first step and should be 

made simple and seamless. 

To drive purchases, you will need a streamlined 

mobile wallet solution. It’s that simple. Build your 

in-house, or take advantage of the popular solutions 

offered by universal mobile wallets such as Apple Pay 

and Android Pay.

Avoid implementing complicated reward redemption 

processes that can ruin consumer perception of your 

brand. Instead, give customers many options for 

redemption, such as a fixed discount or free shipping, 

store credit, or even a member-only speciality product 

or service.

Building loyalty is easy when you’re showing users 

empathy, and data makes that possible. In addition, 

offering exclusive access to users based on their 

membership status and preferences increases the 

customer’s sense of community involvement. 

Key Takeaways
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