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E NT E R P R IS E -WIDE  R E WA R DS  A ND B E NE F IT S



 9 IN 10 INT E R NE T  HOUS E HOL DS  
PAR T IC IPAT E  IN S OME  T Y P E  OF  
R E WAR D P R OG R AM

 7 IN 10 PAR T IC IPAT E  IN ONE  
R E L AT E D TO F INANC IAL  P R ODUC T S

 F INANC IAL  R E WAR D P R OG R AMS  
HAV E  B E E N F OC US E D ON 
INC R E AS ING  US AG E  OR  
T R ANS AC T IONS

 P R OV IDE R S  S HOUL D C ONS IDE R  
OR IE NT ING  R E WAR DS  TOWAR D 
INC R E AS ING  B AL ANC E S , AS  WE L L  
AS  B R OADE NING  AND R E TAINING  
R E L AT IONS HIP S . 
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Synergistics: The Future of Rewards Programs

E NT E R P R IS E  L OYA LT Y  S OL UT ION:  
A HOL IS T IC  V IE W OF  T HE  ME MB E R



C R E DIT /DE B IT  R E WA R DS
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 S E R V E  AS  F OUNDAT ION F OR  E NT E R P R IS E  R E WAR DS  
P R OG R AMS

 E NC OUR AG E  “ TOP  OF  WAL L E T ”  P L AC E ME NT  B Y  R E WAR DING  
ME MB E R S  WIT H P OINT S  OR  C AS H B AC K  F OR  T R ANS AC T IONS  
MADE  WIT H C R E DIT  AND/OR  DE B IT  C AR DS .

 P HIL OS OP HY
– E  = M x P

 E ffort =  Motivation x  P erc eived Opportunity to E arn
– Drive value to members
– Inc ent behavior, not ac hievement
– L ive within funding
– B alanc e “ do more, get more”
– Multi-c hannel marketing



R E L AT IONS HIP  R E WA R DS
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R E WA R DING  ME MB E R S  F OR  T HE  S T R AT E G IC  A ND 
A G G R E G AT E  VA L UE  OF  E A C H OF  T HE IR  R E L AT IONS HIP S  WIT H 
T HE  C R E DIT  UNION US ING  A C OMMON C UR R E NC Y /S HA R E D 
AWA R D .

P OINT S  E AR NE D

1 Product

2 Products

3+ Products



R E L AT IONS HIP  R E WA R DS  – S T R UC T UR E
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Reward 
Behavior

s

• P roduc ts /S ervic es
• L ongevity
• C us tomer R eferrals
• Us age
• B alanc es
• Number of Ac c ounts
• On-time P ayments
• Other Value Adds

Reward 
Offers

• Merc handis e
• Travel
• E xperienc e
• C as h/G ift C ard
• F inanc ial C redit
• F ee Waivers
• P roduc t Dis c ounts

Tangible R es ults
• Inc reas ed R evenue
• Inc reas ed S ales
• Higher R etention R ates
• Higher C us tomer P rofitability

Intangible R es ults
• C ompetitive Advantage
• Higher C us tomer S atis fac tion
• Higher Word-of-mouth 

Advertis ing
• Inc reas ed B rand P erc eption



ME R C HA NT  - F UNDE D R E WA R DS

A PAY  F OR  P E R F OR MA NC E  MA R K E T ING  P R OG R A M T HAT  
F OC US E S  C A R DHOL DE R  S P E ND WIT H S P E C IF IC  ME R C HA NT S  IN 
E XC HA NG E  F OR  F UNDE D B ONUS  P OINT S . 
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Retailer

Financial 
Institution

Card-

holder

B ringing benefits  to all of 
the moving parts

 Drives  inc remental revenue through 
inc reas ed s pend
 As s is ts  with member s atis fac tion, ac quis ition 

and retention
 Ac c elerates  earnings  available to c ardholders
 Inc reas es  rewards  program value



E MB E DDE D B E NE F IT S
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“ C us tomer loyalty ac c ounts  for 38% of margin, 40% of 
revenue growth and 38% of s hareholder value” . 

(Source:  Accenture Research)

Category Sample Benefits

Auto Roadside Assistance; Engine Diagnosis; Mechanics Helpline

Dining & Entertainment Discounts on Dining, Entertainment, and Shopping; 24x7 Concierge

Health Discounts on General Medicine, Dental, Vision, Hearing, and Preventive Care

Home Discounts on Carpet Cleaning, Paint, Picture Framing, and Moving Supplies

Insurance Accidental Death & Dismemberment (AD&D);Travel Accident Insurance 

Protection Card Registry; ID Protection & Monitoring; Extended Warranty

Savings Rebates on everyday purchases; Discounts on Thousands of Products

Small Business Discounts on Business Equipment, Delivery Services, Postage, and Tax Preparation

Travel Discounts on Travel; Online Trip Planning 

Differentiated Delivery of C ommoditized B enefits



L IF E C Y C L E  P R OG R A MS
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Cardholder 
Lifecycle

Rewards
ProDirect

TIP

Fast Track
LetterChecks

Rewards
Packaged 

Enhancemen
ts

LetterChecks

Rewards
Readi-Review

Packaged 
Enhancement

s

“A 1% increase in customer 
loyalty is equivalent to a 10% 
cost reduction”.

(Source:  Bain & Co.)

Acquisition

Activation

Usage

Retention & 
Portfolio Risk 
Management



HIG H Y IE L D C HE C K ING
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“ A 5% inc reas e in c us tomer retention res ults  in a 75% inc reas e in 
aggregate lifetime profits  from an individual c us tomer” .

(Source:  AAIA)

Launch Model Free to Fee

Opt-In Self-Selected Enhancements

Retail Traditional Model

Pay as You Go Sign Up Once; Pay for Use

Incentives Limited Time Benefit Access (Trials)

Inc reas ed R evenue S teams  <-> Inc reas ed Member E ngagement



C ONS UME R S  S P E A K
P R OV IDE R S  S HOUL D V IE W R E WAR D P R OG R AMS  AS S OC IAT E D 
WIT H C HE C K ING  AC C OUNT S  AS  AC C OUNT  R E T E NT ION AND 
R E L AT IONS HIP  B UIL DING  TAC T IC S .

 MOR E  T HAN F OUR  IN 10 C ONS UME R S  S UR V E Y E D HAV E  HE AR D OF  
T HE S E  T Y P E S  
OF  R E WAR DS .

 ONE -T HIR D OF  T HOS E  AWAR E  INDIC AT E D T HE Y  PAR T IC IPAT E D IN A 
C HE C K ING -B AS E D R E WAR DS  P R OG R AM.

 C UR R E NT  PAR T IC IPAT ION T E NDS  TO B E  MOR E  P R E VAL E NT  AMONG  
T HOS E  WIT H HOUS E HOL D  INC OME  OF  $100K + AND MODE R AT E  AND 
HE AV Y  DE B IT  C AR D US E R S .

 C AS H R E B AT E S  AND R E WAR D P OINT S  AR E  T HE  MOS T  P OP UL AR  
T Y P E S  OF  R E WAR DS .
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Synergistics – The Future of Rewards Programs, February 2010



C ONS UME R S  S P E A K

 S IX IN (10) OF  T HE  PAR T IC IPANT S  F E E L  T HE  P R OG R AM MAK E S  
T HE M L E S S  L IK E LY  TO S WIT C H P R OV IDE R S . 

 MOR E  T HAN ONE -T HIR D OF  R E S P ONDE NT S  INC R E AS E D T HE IR  
MONT HLY  S P E NDING  ON A DE B IT  C AR D.

 OV E R  ONE -QUAR T E R  OF  R E S P ONDE NT S  OP E NE D ANOT HE R  
AC C OUNT  WIT H T HE  INS T IT UT ION.

 OV E R  ONE -F IF T H INDIC AT E  T HE Y  INC R E AS E D T HE  B AL ANC E S  IN 
T HE  AC C OUNT S  T HE Y  HAV E  WIT H T HE  INS T IT UT ION.
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Synergistics – The Future of Rewards Programs, February 2010



S UMMA R Y
C R E DIT  UNIONS  S HOUL D B E G IN MOV ING  ME MB E R S  TO R E WAR D 
P R OG R AMS  T HAT  E MP HAS IZE  R E L AT IONS HIP  FAC TOR S :

14

OP E NING  NE W AC C OUNT S  

MAINTAINING  AND 
INC R E AS ING  AC C OUNT  
B AL ANC E S   

K E E P ING  L ONG -L AS T ING  
AC C OUNT  
R E L AT IONS HIP S  (T HOS E  
PAR T IC IPAT ING  IN T HE S E  
P R OG R AMS  AP P E AR  TO 
VAL UE  T HE M, WIT H MOR E  
T HAN E IG HT  IN T E N).



T HA NK  Y OU


	Slide Number 1
	Slide Number 2
	Financial Services Loyalty Programs��
	Enterprise Loyalty Solution: �A holistic view of the member
	Credit/Debit Rewards
	Relationship Rewards
	Relationship Rewards – Structure
	MERCHANT - FUNDED REWARDS��
	Embedded Benefits
	Lifecycle Programs
	High Yield Checking
	Consumers Speak
	Consumers Speak
	Summary
	Slide Number 15

