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What Are Best  

Practices for Creating a  

Consumer & Customer 

Rewards Program? 

Consumer and customer rewards pro-

grams are a widely popular method of 

engaging with an organizations' custom-

ers, increasing brand loyalty, sales, and 

more. Over the years, our team at All 

Digital Rewards has seen changes in 

participant reward delivery preferences. 

Evolving participant preferences has 

sparked a much-needed innovation in 

promotional and loyalty technology, the 

security systems that protect it, and the 

type of rewards and incentives issued 

through it. Experience has shown All 

Digital Rewards that some best practices 

need to evolve to meet ever-changing 

market demands for reward and incen-

tive promotions and programs. Here are 

our top 10 best practices. 

1. Have Clear Objectives  

2. Target the Right People 

3. Be Realistic With Your Reward Budget 

4. Incorporate Your Company's Branding 

and Culture into Your Program 

5. All Members of Your Organization 

Have a Stake in the Program 

6. Communication is key  

7. Identify the Rules & Processes of Your 

Program Clearly & Concisely 

8. Offer Quality Rewards  

9. Get The Data To Track Your Progress 

10.  Get Quality Feedback  

TOP 10 BEST PRACTICES 
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1: Have Clear  

Objectives  

Having objectives is essential to 

any venture, but unfortunately, 

it is more common than not for 

an incentive program manager 

to outline the program objec-

tives inadequately.  

You'd be surprised at how many 

companies want to start a cus-

tomer incentive program with 

the vague goal of simply boost-

ing sales. Increasing your sales 

isn't the only target, but more 

profound questions to answer 

to hone into the program's true 

objectives.  

Consider, is your problem 1) 

that you're not bringing in 

enough new customers, or 2) 

that your competition is getting 

all your potential customers? If it 

is the latter, why? Is it because 

of prices, or is there a service el-

ement that you are failing to 

offer? 

Considering your business' 

goals, is it better for you to 

spread a wide net for attracting 

customers, or should you focus 

on increasing repeat purchases 

from a primary group of higher-

value customers? Are you look-

ing for repeat visits or several 
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purchases within a visit? 

How many customers do you get 

from referrals (the cheapest form of 

marketing)? 

Asking these kinds of questions will 

help you understand why you need a 

consumer and customer rewards 

program and what you plan to ac-

complish with it. A customer incen-

tive rewards program can increase 

sales and improve customer loyalty, 

but that barely scratches the surface 

of what it can do. Some examples of 

what you can get from a consumer 

and customer rewards program in-

clude: 

 

•  Stimulating word-of-mouth 

 referrals; 

•  Encouraging consumers to 

 opt-in to your communications. 

•  Warm-up a sales call 

•  Promote trials or test drives 

•  Increase sales of specific  

 products. 

 

Use your consumer and customer re-

wards program in the most thought-

ful, most focused way possible. 
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2: Target the 

Right People  

It would be best if you resisted 

the desire to target every cus-

tomer possible with your incen-

tive program. Your highest re-

turn on investment will come 

down to quality, not quantity. 

Here is what you should focus 

on: 

• High-value consumers — peo-

ple most likely to buy and 

make substantial purchases 

in the future, even if they're 

not coming to you regularly 

• Already-frequent customers.  

 

By focusing on these groups, 

you will put a more significant 

investment into the participants 

who will yield the highest re-

turns. 

3: Be Realistic With 

Your Reward Budget  

Best practices dictate that re-

wards costs should run between 

1-3% of sales revenue. Be sure 

to allocate adequate funds for 

your program reward redemp-

tions. 
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4: Incorporate Your 
Company's Branding 

and Culture into 
Your Program  

Your customer incentive pro-

gram is a vital component of 

your business strategy, and it 

should serve as a mirror of your 

company's values and culture. It 

should be consistent with what 

your customer already knows 

about you, not deviating from 

their expectations of your 

brand. Keep your program's 

theme relevant and straightfor-

ward to the primary focus of 

your business. For example, a 

company focusing on dog 

grooming and supplies calls 

their program the "Dirty Paws 

Club," which draws attention to 

their businesses more profitable 

grooming element, which is a 

big part of their brand's image. 

Whereas the company also sells 

pet toys, food, and other stuff. 

So by calling the program some-

thing like the "Fun Paws Club" or 

"Snacking Dogs Club," they 

would lose consistency with 

their company's overall brand as 

a full-service groomer. 

It is also good to consider how 

your customers are used to en-

gaging with your company. The 

mechanics of the program 

should not be challenging to 
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learn. For example: If you haven't been 

using technology as the primary means 

of interacting with customers, don't use 

technology as the only method of pre-

senting the customer incentive pro-

gram. The goal is to create a simple pro-

gram for participants to comprehend 

and use to increase engagement. 

5: All Members of Your    

Organization Have a     

Stake in the Program 

The customer incentive program is not 

just for a sales or marketing department. 

As mentioned before, creating an incen-

tive program is a significant part of your 

business strategy and should include eve-

ry department within the business. Hu-

man resources, logistics, operations, IT, 

supply chain, and other departments 

must understand how your program 

works, its implications, and how they can 

communicate it to customers who might 

ask. In addition to your communications, 

once your program has launched and 

starts to show results, it can impact stuff 

like your inventory planning, fulfillment of 

orders, and so much more. No one wants 

their incentive program to crash and burn 

because some part of the chain was un-



 

WHITE PAPER: BEST PRACTICES FOR CREATING A CONSUMER & CUSTOMER REWARDS PROGRAM  

All Digital Rewards | WWW.ALLDIGITALREWARDS.COM | 1-866-415-7703  8 

prepared for a boost in sales or a 

flood of communications requests. 

Of course, the customer incentive pro-

gram needs a champion - a specific 

team or person within your organiza-

tion who will be accountable for every 

aspect of planning, design, promotion, 

implementation, and measurement. 

However, the Incentive Performance 

Center recommends that if you intend 

to spend six figures or more on a pro-

gram, you should use an outside ex-

pert:  

"Not only are the stakes higher, but 

you will likely find that the logistics in-

volved with launching a major pro-

gram rival those of any other type of 

6: Communication is key  

It is essential to get your marketing 

team to develop an effective communi-

cations plan before launching your cus-

tomer incentive rewards program. 

Along with introducing participants to 

the program, you will need to maintain 

communications with your internal 

stakeholders to understand and sup-

port the program. Ongoing communi-

cations should be consistent with high-

lighting various aspects of your pro-

gram, such as new reward offerings, 

product promotions, etc. Use every 

available method to increase your pro-
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gram's visibility to your partici-

pants — and leverage their en-

gagement as a captive audience 

to strengthen your brand, in-

crease product knowledge, dis-

seminate key marketing mes-

sages, education, and more. 

 You can use sticky, program-

related communications to help 

get your messages across. In-

clude items like monthly state-

ments, email updates, newslet-

ters, your program website, 

blogs, social media— you can 

even create an app for the pro-

gram! 

7: Identify the Rules 

& Processes of Your 

Program Clearly & 

Concisely 

Take the time here to deeply 

consider how your customer in-

centive program can and should 

work. What are the rules for par-

ticipation? How will the program 

engage your participants, and in 

what manner? What mechanics 

are involved in the program — is 

it a points-based program, and if 

so, what is the point value? What 

will the participant do to earn 

points? How does the participant 
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redeem their rewards? Plan out every 

step of your program and test the pro-

cesses with people in various parts of 

your company to make sure things are 

clear and user-friendly. There should be 

no confusion about any part of the pro-

gram. 

 Remember that asking for overly com-

plicated actions will decrease partici-

pant motivation and participation. One 

way to keep a program feeling fresh and 

effort-focused is to use it to promote 

just a few primary products or services 

during a specific sales period — and 

then feature different products at other 

times. 

8: Offer Quality Rewards  

Put together a rewards mix that is tai-

lored specifically to your participants. 

Consider your program's demographics, 

mainly if you are in a B-2-B organization: 

Age, region, gender, and more can 

affect the interests of your de-

mographics. The rewards you offer 

need to fit the audience you're engag-

ing. 

It is worth considering a tiered reward 

program with different redemption lev-

els so that participants have a chance to 

earn rewards quickly at every level of 

earning.   
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