GetawayPoints

Loyalty has never been so rewarding

Loyalty: Looking for a balanced program that doesn’t have rising cost?

Is it possible for a company to create and effectively maintain a loyalty program that
aligns their customers (internal and/or external) corporate objectives and program goals
equally while at the same time protecting themselves from rising financial cost?

The answer quite simply is “yes” and it can be accomplished without having to skimp on
the overall program and benefits.

But first, it’s critical to understand how, even in today’s economy, forward-thinking
companies can bring about successful behavioral change and create significant barriers to
exit in a short amount of time without resorting to cutting corners.

Whether adding to an existing program or launching a new one — in the past, fiscal
constraints equaled cutting corners and it usually meant companies had to sacrifice
something within their programs to keep costs from ballooning out of control. It meant
having to either:

1. Limit programs to a select group
2. Limit how rewards can be earned, or
3. Limit the reward value at redemption

While no option is ideal and each could alienate one or more customer segments,
maximizing loyalty can be expensive. Does that mean businesses should be forced to
settle for less than an optimal program?

Of course not...cutting corners is never a good idea. Just as you wouldn’t want your
brakes somewhat fixed, you can’t go halfway on a loyalty initiative. Regardless of where
in the loyalty cycle you attempt to make cuts, there are obvious and numerous pitfalls and
each can irreparably impact a program and in the end everybody loses.

Recently, a Getaway Points client sought to tighten its corporate travel policy and
increase compliance as a means of reducing its travel spend. At the same time, it sought
to engage travelers in the new policies and communicate effectively for buy-in and
changed behavior. The client challenged Getaway Points with helping to accomplish both
goals with rigor and cost savings — simultaneously.

While it makes sense to target your most profitable (best) customers for loyalty, it leaves
the majority of your customers outside looking in — never giving them reason to move up
the profitability ladder, nothing nudging them to go from a good to a great or a great to a
best customer.



Restricting how rewards can be earned can cause a similar effect. If you make it difficult,
or award too few units for a desired behavior, you undoubtedly end up with customer
noise about how the program falls short of living up to expectations. Not only do you
risk failing to engage your good and great customers but you run the risk of alienating
your best as well.

Lastly, devaluing points has arguably become the de facto solution for managing loyalty
program costs. On a subconscious level, it may appear to pose the least risk — since it is
after the fact, (post-enrollment). And while it typically reduces liability quickly as
participants scramble to redeem, the attrition rate skews higher because once people burn
their rewards, they’re more apt to leave, quite often for good.

So how can a company avoid cutting corners when launching a loyalty program that
provides enough stickiness (i.e. making the program open to all and loading it with earn
and reward options) without it being too costly? The answer is surprisingly simple —
supplier funded rewards.
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Connexions’ innovative loyalty solution creates awareness and drives desired behaviors
right out of the gate by inspiring participants to make the right choices — and rewarding
those who do with attractive discounts on leisure travel and merchandise.

As for our example client above, Getaway Points not only drove a massive 17% increase
in online booking adoption moving from 68% to 85% - (a significant increase when
already at such a high rate) but it helped drive a 24% increase in in-program hotel
bookings as well.

As a whole, Getaway Points has as a 93% customer satisfaction rating by offering
meaningful and obtainable rewards.



Getaway Points Feedback As chart 1 indicates,
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sought after travel and merchandise awards — all without ever having to warehouse it,
ship it or take it back.
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There is no catch. Getaway Points clients do not carry any accrued liability. It’s a unique
way of looking at loyalty — the liability is held by the rewards suppliers at the time of
redemption, and it means you don’t have to cut corners.

When redeemed, Getaway Points act as a point of sale discount. This is a true points plus
cash program in which participants are required to supplement their point redemption



with cash. This keeps engagement high; as it doesn’t take months of earning before a
reward can be redeemed and if used as a component of a credit/debit program, it can
drive additional spend on the card for the cash component. And Getaway Points provides
significant savings of up to 55% on travel and up to 60% on merchandise to make this
program one of the “stickiest” low-cost programs available.

Now you can influence desired behavior of all types — and at all levels — for far less than
a traditional program. With Getaway Points there is a small set up fee and a manageable
per member, per month fee with reasonable tier breaks.

You control what behaviors to award as well as the number of points earned per behavior.
Rules can be configured to award one-time and bonus points as well. Getaway Points can
score and store profile and transactional data and provide a co-brand web site that handles
authentication and authorization — ensuring external systems are restricted to client-
specific services and data.
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Our redemption sites allow for flexible valuation of currency by redemption type.
Getaway Points can also support client products and/or services in the award mix and
make them available for redemption.

Once enrolled, participants can log-on and watch their points accumulate...and become
even more engaged as they think about how they’ll spend them. They can view their
account, make status changes and shop for travel and merchandise.

Getaway Points provides a standard communications package that introduces your
program, builds excitement and drives adoption. From pre-launch introduction ‘teaser’
emails to weekly newsletters and quarterly statements, Getaway Points is kept top-of-
mind with travel and merchandise specials. Our templates are designed to send the
message to participants that they are important to you and that you want to keep them as
customers and/or employees.



The Getaway Points management system includes a robust menu of management options,
as well as real-time reporting. Our functionality is fully automated and customizable to
individual needs; additionally, we can create custom reporting if needed or required.

As part of Connexions’ daily process, Getaway Points monitors your online site activity
and can provide reporting on a myriad of activities, such as: log-ins, click-throughs,
frequency, time spent on the site and actual redemptions. We also take great pride in
ensuring total budget management by tracking attritions, negotiated savings, and all
awards sent and redeemed.

To find out how Getaway Points can help your organization accomplish its goals while
rewarding your customers in a new low-cost and exciting way, please contact John Miller
Director of Business Development at Connexions Loyalty Travel Solutions at (952) 914-
6539 or visit us at www.cltsloyalty.com.
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