
Rethink Loyalty  
From Transactions 
to Connection
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Membership model 

with values-driven 

rewards and 

benefits

Seasonal game 

campaigns that spark 

fandom and brand 

engagement

Created a platform for 

beauty-obsessed 

customers to connect, 

share, and learn 

Provide a membership 

ecosystem based on life-

enhancing benefits and 

services







INTERACTS WITH 

CUSTOMER 

SERVICE

CLICKS ON

TARGETED AD

REDEEMS A

REWARD

MAKES A PURCHASE 

THROUGH APP

ENGAGES

W/ MEMBER 

ONLY

PROMOTION

RECEIVES

SPECIAL  ACCESS

BROWSES

IN STORE

LISTENS TO

TAILORED PLAYLIST
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https://www.salesforce.com/form/marketing/gartner-cdp-magic-quadrant
https://www.salesforce.com/form/marketing/gartner-cdp-magic-quadrant
https://www.salesforce.com/form/marketing/gartner-cdp-magic-quadrant
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