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Why Loyalty
matters right now



Rising
CPA

60%

Increase in customer
acquisition costs in the
past 5 years

- Berkshire Hathaway

BRAND MANDATE

Refocus on
driving growth
from base.

M | &

1PD
challenge

37%

of US brands say their
greatest concern or
challenge is having
enough first-party data
for targeting,
activation, etc.

- IAB

Incentivize data
sharing at the
individual level.

Trading
down

82%

Consumers are
cutting costs and
trading down.

- McKinsey

Create value
prop. that goes
beyond product
or service.

Click &
mortar

84%

of consumers believe
retailers should be
doing more to
integrate their online
and offline channels

- RetailNext

Recognize and
reward consumers
across touchpoints.

Trust as brand
currency

60%

of Gen Z consumers
prefer to buy from
brands that reflect
their personal values.

-Statista

(Re)define brand
based on human
values.
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One in three businesses
without a loyalty program
today will establish one by
2027 to shore up first-party
data collection and retain
high-priority customers. ??

- 2023 Gartner Market Guide for Loyalty Program Vendor




Now more

than ever, Human
Loyalty” is a
brand’s most
valuable asset

Survey Question

Indicate your likelihood to do the following things because of your
participation in a free loyalty program or paid loyalty program. (Top two box)

Free M Paid

Slightly higher
among Millennials

at 85%
81%
76%
Purchase from Spend more
the brand more with the brand

frequently

Merkle 2024 Loyalty Barometer

74%
Lower among Gen
67% X and Boomers
61% at 34%
43%
Like the Expect Talk about Engage with the

brand more more from the brand brand outside
the brand more often of purchasing
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Today’s

programs are
losing ground

Over-reliance
on discounting

* Programs center around
monetary value

* Reduces margin and

commoditizes the
experience

RA
Y N

No emotional
connection

* Consumers expect
personalization, relevance
and recognition

* Missing belonging and
brand purpose

a dentsu company

/1///1

Same model,

different logo —

* Consumers engage with
the brand only when there’s
something to earn

* Little innovation across
categories unless there’s

a disruptor




Many loyalty
programs look
the same and
are based on a
transactional
value exchange.

CATEGORY INSIGHTS

* Points and tiers are prevalent

* Shipping benefits, members-only
offers, and early access are
baseline expectations

* Perksis the common language
used

adiClLtb Points to spend
LEVEL @ 38"'92

Top level reached

MEMBERSHIP HISTORY —>

REWARDS EARN POINTS FAQS

TRADE POINTS FOR A VOUCHER

VOUCHER VOUCHER VOUCHER
20% OFF 25% OFF 30% OFF

A A A

StyleRewards

Fast, easy perks. That's what
makes them REAL.

5 N

$5 reward 2x points on jeans®

O N4

Aerie Days (i) Members-only sales &

events

L& il

Free shipping & HBD! coupon

returns®

MADEWELL
INSIDER

PERKS ON PERKS 2%

Rewards

POINTS ON EVERY PURCHASE,

MORE POINTS,
MORE PEREKS.

FREE SHIPPING, BIRTHDAY GIFTS
& MORE (!).

Already a member? Lag.in here

'hI/M"F' LW

5 1o
R

Join

JCREW
PASSPQRT

Your access to exclusive perks,
O points and free shipping.'

A new world of rewards is waiting...

m_yAb::rcrombic is your
rewards program

It's life made easy with exceptional benefits like

—~ 5 %

Exclusives Easc Experience

When you're a member,
we get you—and you get rewarded for it.



Funding rates and tier thresholds are consistent among retailers
Brands shouldn’t try to compete here. Focus on value-added benefits and services instead.

BASE TIER SPEND THRESHOLD

$500 $500 $500 $500 $500 $500 $500 $500

5%

FUNDING RATE

3%

2.0%

1% 1%

1% 1.0%

Gap Inc. Abercrombie & American Eagle Ann Taylor Eddie Bauer H&M J.Crew Macy's Madewell Nordstrom Sephora Kohl's Lands' End
Fitch Outfitters

Programs With Tiers No Tiers

‘M sssss force a dentsu company

1%

Target

TJX Brands

2.6%

Average base
funding rate



Retail brands are Mamashp ot ® rhacys
setting customer re\g:;deiignd Abercrombie & Fitch
expectations, SEPHORA
creating value Created s it o ® ANNTAYLOR Levis
beyo nd Cusgﬁ;nrgr?nodﬁgg?rf “
transactions, and JCREW
capitalizing on . ‘ %M
emerging trends. prime

U

®
Provide a membership Ko H L s

@ NORDSTROM

enhancing benefits and
services
Seasonal game '
campaigns that spark
fandom and brand AMERICAN EAGLE T
engagement H
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By 2026, customer loyalty

programs that offer a mix
of transactional and
experiential benefits will
displace programs that
solely focus on just
offering customers points.

- 2023 Gartner Market Guide for Loyalty Program Vendor
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Rethinking Loyalty
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Human
Loyalty® is...

The outcome
of every
experience
that we have
with a brand.

M &

BROWSES

IN STORE
® ENGAGES

W/ MEMBER
ONLY

CLICKS ON PROMOTION

TARGETED AD

b o€/
i f'f{{{/’/ml i,

LISTENS TO
TAILORED PLAYLIST

MAKES A PURCHASE
THROUGH APP



!-I uman LoYaItY@ Do / Get Feel / Do
IS both

* Siloed program Moments-based strategy that put

[
th8V|ora| - Only behavior based customer needs at the center
: . ; Fully integrated with the customer
and emOthnal Rewards transactions B Ll joumey

77%

of transactional loyalty programs
fail within the first 2 years.

Integrated with existing tech., with data
and insights shared across the ecosystem

-CapGemini




HUMAN LOYALTY® Our approach focuses on the
Feel / Do three essential ingredients for
* Moments-based strategy that put Human Loyalty®

customer needs at the center

* Fully integrated with the customer
experience and journey

* Integrated with existing tech., with data m

and insights shared across the ecosystem

Rational Emotional Repeat
Value Connection Engagement
* Value exchange * Exclusive access * Personalization

* Program structure * Shared values * Gamification

* Partner ecosystem * Community * Triggers




GAMIFICATION
to motivate behavior

PARTNERSHIPS
improve the value proposition

PERSONALIZATION
to create relevance

COMMUNITY
to create consumer attachment

PYGITAL EXPERIENCES
to deepen engagement



GAMIFICATION @ ) & & & S [ )

IDEAL GAMIFIED
EXPE“ENCE

Gamification puts
customers in the
driver’s seat by
using emotional
motivation to
make them want
to engage with
your brand. 7

It’s the ultimate form of a
customer-driven experience.

v
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GAMIFICATION

Brands using gamified moments to drive engagement and motivate behaviors

Pillar Promotions Drive
Attention Year After Year

Starbucks

AA @ starbuckssummergame.com (]

STARBUCKS'

SUMMER

STARBUCKS FOR LIFE

| x” ll A
-'“ﬂ:-" i [l :

u!'ll I
_
U

Not a Starbucks* Re

EARN PLAYS

Make a qualifying purchase* with a registered
Starbu
to earn a play. Earn up to two plays per day.

or through the Starbucks® app

® 0O

GOT IT

M &

Challenges Drive Purchase
and Frequency

ol Mint = 7:32 AM « 100% -—-
£9 nbox & History :
=
(CAT
Collect I
150 BONUS STARS -
4 days remaining S H ‘/‘/ )')

Only 1 more day to earn 25 total Bonus Stars.

w!| AT&T Wi-Fi & 418 PM 29% 10

25

Visit at least 4 days

Visit a few days ina ro
like to get Bonus Stars,

- Visit 4 days in a row, |
- Visit 6 days in a row, |

MA ND €O
2 10
W ONUS
4 75

[ RO BONUS STARS

Join the Star Streak

Segmented Games Drive
Specific Behavior

MATC
TWO

Match your way to a bigger bonus.

Not a Starbucks* R¢

Sign up now for a

STARS COLLECTED

New Formats Break
Through to Engage

oL ATET Wi-Fi = 8:58 AM B84y, .,

AA ¢ @ starbucksrewardsstarland.co C,

wawawawa

< STARBUCKS EARTH MONTH GAME ?

SCORE 474 HIGH SCORE O
Level 1 200 Y




GAMIFICATION

Starbucks

uses gamified
loyalty to create
community
around shared
values.

salesforce
M &

@mariannanicolel

Hey @Starbucks can you please bring back the Play &
Plant puzzle game? It was simple but addicting and a
great addition to your monthly games.

9:29 PM - May 1, 2021 ®

Q2 © & Share this Tweet

Old Pal™ Melly-Zamo
. @RobsOldPal

PM - May 1, 2021

Q 4 Q a Share this Tweet

() Geo B - Get Vaccinated - | did! L 4

@Starbucks | need the Earth Month Game back - loved
playing it!
5:24 PM - May 1, 2021 ®

Q1 O

Share this Tweet

2 Jenn Loyola
w @jennloyola

>

1:32 PM - May 1, 2021

Q © & Share this Tweet

Richard Ghemigian ,
emigian

Sad that Starbucks earth month puzzle game is gone :(

@Starbucks What do | do with my life now that the Earth
Month game is over? Please bring it back! #starbucks

Meghan H y
@megtalla

#Guys | have been playing the @Starbucks earth month
game nonstop for the last month and | honestly just a
visceral reaction to realizing that it's gone now %%
#starbucksearthmonthgame

11:39 AM - May 1, 2021 (D

Q4 O 1 I Share this Tweet

5 abigail # L 4
@abigailcoleee

Hey @Starbucks can | have the play and plant game back
pleaseeeeeee

®

pU 11:34 PM - May 1, 2021 ®

Q2 O 1 ® Share this Tweet

) Jamie ’
@_jamienicole7

help what do i play now that the @Starbucks play and
plant puzzle game is gone
2:46 PM - May 1, 2021 ®

Q2 © M Share this Tweet

@Starbucks will the puzzle game (part of Earth Month) be
coming back? [ could play that game all day and miss it
already!

® 2:35 AM - May 2, 2021 o

Q2 © & Share this Tweet




PARTNERSHIPS

Accelerating loyalty
through strategic

partnerships

To create loyalty programs as dynamic as the members
they serve, brands are turning to partnerships. In
crowded categories, partnerships help brands stand out,
delivering value that goes beyond the specific product or

service they offer.

In 2024, investing in
partnership-based
marketing was one
of the top 5 trends
that brands were

planning to invest in.

Open Loyalty,
Loyalty Trends 2024

M | -

77% of CMOs agree
that in the future,
brands will be built in
partnership between
brands, creators and
platforms.

Dentsu Creative
2024 CMO Report

TeamUp. Score More.
&

-

@circle
+

vREWARDS

ADELTA STARBUCKS
SKYMILES ‘ REWARDS

DELTA &
STARBUCKS
REWARDS

T SCORE - M

O s DROK S o
——te o

Get the best of both

Beaut
Link
1

accounts

lipie

Ride. Earn. Fly.

How to Earmn Miles

Walmart+



PERSONALIZATION
Customer engages

via purchase or other

engagement levers

Highly personalized
and relevant
communications
are enabled by a
data-forward loyalty
program that activates  c.one \

experience is

data to deliver a sy
Co m pel I i n g personal needs

experience.

M | @
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“Currently, 78% of US B2C marketing executives
concede that their marketing and loyalty technologies
are siloed. In 2025, leaders will merge loyalty and
marketing technology stacks to increase efficiency
and meet consumers’ need for continuity across
customer experiences.”

- Forrester 2025 Predictions Guide for B2C Marketing and Customer Experience
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PERSONALIZATION

Three ways stand-out brands leverage loyalty data in its messaging

CONNECT ALONG
THE JOURNEY

GET THE BEST OF EVERYTHING IN THE APP

STARBUCKS

REWARDS

SUCCESS
9:56 WEe =
< Cgff R
Good evening, Maria y ,_4:.@ :
542 nbox Stores & QL/\,\ p AL

56 You completed

a challenge

25 100 200 300 100

Details Nice job—you've collected 35

IR SR

Your Usuals @ ‘coirosn FOR WHEREVER SUMMER TAKES YOU

ri=lr

Chai Tea Latte Cheese Danish Chai Tea Latte

Almond Oatmilk
Clear bag
4
= 3
b Start checkout ﬂ
N
f g i ol

DELIGHTING
WITH DATA

DSW

HI, MARIA | VIP STATUS: CLUB | SPEND $15 TO GET YOUR NEXT REWARD

WOMEN MEN KIDS BRANDS CLEARANGE

REMINDER: YOU GET
59

ACK IN REWARDS ON EVERY PURCHASE
ARDS ¥ DETAILS »

DSW
VIP
YOUR 2020 VIP STATEMENT
g g :
Yoo 1 WE MISSED.

YOU IN 2020

AND NOW, A LOOK AHEAD

T,

9
|
e COLUMBUS, OHIO

TopaY 43°

“ B

KELLY & KATIE LANNER BETSEY JOHNSON KYLA G BY GUESS DESTEN
WIDE CALF 80OT 800TIE PLATFORM BOOTIE
$69.99 512999 $59.99

YOU'VE BEEN A MEMBER

10/19/2010
(That’s 10 years of perks!)

IT PAYS TO BE A VIP }

$ $732 TOTAL SAVED
SINCE BECOMING A VIP

)

85 POINTS EARNED

POWERED BY
CUSTOMER PREFERENCE

AMERICAN EAGLE aene

Free shipping on orders over $75

Good news: your faves
are back in stock. Add to
cart before they sell

out (again)!

AMERICAN EAGLE aeueé

Free shipping on orders over $75

Aerie Crewneck |

Your faves are on sale!

Snag them before

they're gone

J = ©

Shop the App Curbside Find a Store

Aeriz Cropped Tank Top

Aeriz Cropped Tank Top




Building Community
Loyalty From Points
to People

Customers are increasingly seeking more meaningful
connections with the brands they support, integrating
community-based elements—such as social interactions,
shared experiences, and peer recognition—to significantly
amplify program engagement and lifetime value.

These programs foster loyalty by recognizing the customer
as more than a shopper—they become a valued member of
a vibrant network.

Facilitate member interactions
and storytelling

Use exclusive access as a differentiator

\

Recognize and reward community
contributions




COMMUNITY

Leading brands across industries, from beauty to apparel to wellness, are
harnessing community as a competitive differentiator.

) Search 8 c < %
Yoy
Beauty INSIDER % )

COMMUNITY @
£

Ask questions, join challenges and get
Q. Search or ask a question

recommendations from people like you

Gog 5718208 members | (7 2,316,272 posts

Trending Groups View all groups

(" Beauty Con... '\ Haul Stars
3 5 129,695 53,491

Featured Photos View all photos

.
0%0
-
Shog Offers Jason  Community

Sephora’s 6M beauty
obsessed members with
2.3M posts swap tips and
share looks in virtual forum.

salesforce
M &

lerraent

AUGUST EVENTS
in WESTPORT

SEE THE CALENDAR

AnthroPerks members
participate in exclusive
events and parties

e v e

Community B1N Iag

Teams Feed Challenges

0 e Get in the team spirit
Set up your own accountability crew
or find teams to join to fuel your
©®PL otivation.

Create a team

Trending teams

Pregnant Pelo Mamas
M2k Q3

Peloton Moms

M 38K Q5

h © @ ¥ e

Subscribed Peloton
members can join Teams
for shared motivation and
connection

@o DEAs’ (@)oo

FULL'STEAM AHEAD! BUIL...

ENTER ACTIVITY BRIV 37NIES

FAN VOTE OPEN'{—TIMELES...

READ BLOG POST

MEET THE DESIGNERS OF TH...

READ BLOG POST

LEGO Insiders can submit
their own designs and vote
on others’ ideas

VICTORIASSECRET  PINE

COLLECTIVE

WELCOME TO

COMMUNITY

SHARE INSPIRE CONNECT

A one-of-a-kind destination where you can share ideas,
explore inspiring content, & chat about what matters to
you

CONTINUE

Live polls, product
feedback and preference
data curate a unique
Victoria’s Secret experience



PHYGITAL EXPERIENCES

Capture Shopping Behaviors and Customer Data via Phygital Touchpoints

v

LASSES

Phygital touchpoints integrate
physical and digital elements in
retail environments to enhance
the customer experience.

Kiosk QR Code Virtual Try-On
“As the retail industry continues to adapt to In-store digital displays that can be used Scanning a code enables unlocks digital Interactive kiosk that offers a virtual try-
the changing Iandscape, there's a growing to collect customers’ product content or lets customers make (o] gxperlence when a customer shares
preferences, research products, and purchases their photo

need for effective in-store customer data access reviews
capture solutions.

Traditional loyalty programs, while still
valuable, may not be sufficient in providing a
comprehensive understanding of customers.

NORDSTROM

( LIVE )

Nordstrom

Including phygital technologies in data Virtual Events

capture strategies can help enhance the
customer experience, improve data collection

and increase customer retention.” Near-field Communication Livestream AR/VR
Near-field communication (NFC) Live shopping events where viewers can Using a headset to create an immersive
SOURCE: Beyond Loyalty Progranis! Using: Phygital Totichpoints te.chnology allows customers to interact see and learn abou.t products from a live digital environment with AR augmenting
For In-Store Data Collection, Forbes. (2023) with the products at the shop and after host and purchase items on the stream real-world scenes and VR
: ' ! the purchase as a virtual one

M | &




PHYGITAL EXPERIENCES

Brands are using mobile loyalty to make shopping (and health) seamless

w Join WW Save time k Streamline your shopping
Earn unlimited 1% Walgreens Cash A Pick up in as little as 30 minutes, Seamlessly browse, clip and save, ‘

rewards storewide, even delivery in as little as 1 hour. - right in the app.
at the pharmacy.

m—

Walgreens has integrated its
myWalgreens loyalty program with Apple
Wallet, allowing customers to add their
loyalty cards directly to the Wallet app on

®

Data Linked to You

< A=

W Walgreens
Zinc Cold Therapy Citrus Tablets 25.0ea
$11.49 ($0.46/ea) drkkirk 83

wing data may be c

iOS devices. This integration enables a O Health &Fitness @) Purchases
. FREE gift offer + more 35 om Financial Inf < Location
seamless checkout experience, where = e
© contactinfo B User Content
customers can earn and redeem rewards © sewchrisioy @ Brawsing
istory
by simply tapping their iPhone or Apple B8 wentifers  wil Usage Data
Watch at the point of sale. Additionally, @ ctw o
Walgreens' mobile app offers features like - n|
prescription management, pill reminders, IR e} o
and personalized offers, enhancing the JS.38 e | e || azoftonz
M i In stock In stock In stock e e
overall customer experience : al
Pickup FAQs
Your pickup store
151 N State St N




Salesforce Loyalty
Management



Loyalty Management &

%
carnnar | +30°

A Modern Loyalty Solution = 0% inereec | heresselin

u 23 Loyalty Management ~ Home “  Loyalty Program Setup  Insider Program in member customer
Harnessing Data And Al e A i retention

r Loyalty Program [
& NTO Insider Program

View Program Setup —»

Engage customers with timely, personalized
rewards and promotions

Deploy AI Agents to streamline program : . Dive into these key areas and grow your business.

My Referrals

creation process and improve productivity [ e | gy G| gy S

promotions in one place Engagement Attributes. with a few simple clicks

Deliver consistent omnichannel member

Create a Widget Manage Partners Loyalty Process

members

Refer a Friend and Earn

engagement across the customer journey

- . Promotions Calendar
d Partners Experiences Processes Transactions

Power program decisions with intelligent - @ owon

Or Share Via

dashboards & predictive recommendations OEE

84KFF7GHSLJKL81

GECEED  |HG ek @

it



Loyalty needs the right data and tools to build
lasting customer relationships

program Mandgemen
o "’ e
S/ :
_ /)
Member Lifecycle 9/8
S Management /0/
o — 0
o Promotions and 06
Rules and Process Offer . 7
Administration Management » ’>)
Gamified d
Partner Experiences
Management :

il
Prog ram simplified

Program
Management

Rewards and
Experiences

‘& Al & ANALYTICS - Agents, Predictive Recommendations, and Intelligent Dashboards

; o s Consumer Travel, Transport : : Financial Health & Life
Automotive Communlcatlon Goods ‘& Hospitalityp INDUSTRY TEMPLATES Retail Manufacturing @ Services @ Sciences
4

o CUSTOMER 360



Salesforce Loyalty Management Momentum MERKLE

The fastest growing modern platform on the market

Industry Innovation Customer Success

salesforce v
3x releases annually 9 Product releases 300+ customers globally across 12 industries

Strong Analyst Recognition GDI A

DYNAMITE
GARAGE

MarketScape for Worldwide Retail & CPG

~
And already over 300 customers globally Loyalty Software Providers ROCKET |R!|,NG Gesa

. . Companies, Inc.
across 12 industries.

IDC Ranked a "Leader" in the June 2024 “IDC

-

y Ranked a "Technology Leader" in th .
In 2021, we launched the Loyalty Management o Jd maar:kgt' gy SPARK Mo s for Customer SHOE M &S // sy %
solution, our purpose-built offering designed to uac ranf Loyalty Solutions, Q2 2023 & 2024 CARNIVAL i

nowledge Solutio EST.1884

help brands improve customer satisfaction and
create revenue-generating loyalty programs.

HARVEY NICHOLS Beyond
, Ranked a “Strong Performer” on Debut
FORRESTER In The Forrester \?Vave"": Loyalty )
Technology Solutions, Q12023 -~
RETAIL cG COMMS. 9y >eut Madicash woolworths (g)
Ll WES Ranked a "Lead he 2024 o
anked a "Leader” in the
A Gartner® Magic Quadrant™ for I I /l\ W *
FSC HLS Gartner Customer Data Platforms AIRWAYS I H G



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

“MERKLE

Together we enable
enterprise loyalty
at scale.

CONSULTING
salesforceorg PARTNER Sl PARTNER

A Salesforce Partner for 20 years
# 1 Global Agency Partner

Top 8 Worldwide Partner

# 1 Partner in Loyalty

3,800+ Salesforce-trained staff
globally

40+ loyalty and cross-cloud program
Blueprints annually

M &

Merkle accelerates Salesforce CRM
outcomes through Al and hyper-
personalization powered by a deep
understanding of consumer identity.

Power Users

of the Salesforce Loyalty Management Platform

Loyalty Consulting

packaged offerings for Salesforce industries

Weekly Connect

with Salesforce loyalty product owners

Investing
in the development of complementary solutions

Early Access
to new SFLM features and capabilities

Mobile Accelerators
Pre-configured integration with Airship to enable
mobile app, push and wallet capabilities.

-A-
\\9/—.’4‘

WORKSLi0P

Froe Shppng on $60+ with code FREESHIP

(=)
WORKSHOP

TheBearBulder  NewArivals  Hoidoy  ShedAnmosBCitng  Charocters  KidsBAdun  Gifihep  Sole 30

Build-A-Bear™ Bonus Club
@

BUILD-A-BEAR &) | JINSIDE
senusGLUR Mk

WORTH

EVERY POINT

REWARDS. SURPRISES. COMMUNITY & MORE

ROCKET Mortgage

Rocket Rewards ignin  Join Rewards
o Sanin JoinRewards | boint for every $1you spend. Get $10 in rewards

ery 100 points.

Save on your hom&*vith
Rocket Rewards. - »

sirthday is our favorite day of the year. We CAN'T
to surprise you with a special reward.

be the first to know of hot deals, new releases
rore.

in the Build-A-Bear Bonus Club means you're
f @ community who come together to celebrate,
jack and have a lot of fun.

How It Works

2 +

1. Join for free 2. Bank points 3. Save at closing
iitios

injust a fow minutes by completing activitie by redeeming your points

a¢ Join For Free

g rewarded for your home




Getting started




Quick to market, three-step o
path to loyalty program
strategy and activation X -

Complete a questionnaire about your business
goals and program needs

2 Join Merkle and Salesforce strategy and implementation
experts for a hands-on program design workshop

3 Work with Merkle to implement the program across
your brand channels




Transform Your Loyalty
Program into a Profit Engine

Join Merkle at CNX to explore how our Human Loyalty®
approach can elevate your loyalty strategy — turning
customer relationships into measurable growth.

Schedule a Meeting with
our Loyalty Experts

Connect with Merkle’s strategy and technology leaders
to define your brand’s loyalty opportunity — from
structure and mechanics to high-impact use cases.

M | &

BONUS: Win a Free Loyalty Workshop
All registrants will be automatically entered
to win a customized loyalty workshop led by

Merkle’s top experts.




Thank y

With Salesforce & Merkle

JUNE 2025

MERKLE salesforce
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