
 
 

Guide to Optimizing Your Loyalty Program 
 
 

Loyalty programs are designed for one purpose- to get customers to 
use your business more often. 
 
They can be effective, but your program must be organized, 
structured, and beneficial to be really effective. 
 
Here are several tips for marketing your program: 
 
Don’t call it a loyalty program- 
 
 Customers don’t care if you want them to be more loyal, they 
only are concerned with the benefits it brings to THEM. So call it a 
REWARDS program- that makes it clear that they get rewarded for 
using it. 
 
Don’t charge a membership fee- 
 
 Since loyalty programs are a common marketing strategy by 
businesses these days and because many of these businesses fail to 
make them a true value, customers will initially assume you are 
offering “just another program” and therefore resist if being charged. 
You’re goal is to get as many members as possible, so instead of 
asking them to pay, GIVE them a value- something that saves them 
money on all future framing. 
 
Pump up the value- 
 
 Make the program stand out in value. I recommend a minimum 
of a 10% rebate on custom purchases to be used on future custom 
purchases. Place the reward amount on their card when they pick up 
their completed project making it available for FUTURE custom 
purchases. Doing so will provide customers with a “savings account”. 
Since they have an automatic discount with your business, why would 
they try someone else? 
 
 Go beyond the discount. Make the REWARDS CLUB something 
special. Give it a cool name. Refer to cardholders as MEMBERS. Try 
adding special values like free delivery, reduced installation, free home 
consultations, free glass cleaner, VIP notice to gallery events- make 



the program so valuable that it stands out from other rewards 
programs. 
 
 
Present the program properly- 
 
 You can not just hand the card to clients and expect them to be 
excited enough to remember it. Create a great looking handout that 
details all the benefits of your program when you add them as 
members. Afterwards, send them a hand-written thank you for joining 
that reminds them of the benefits and remind them of the amount in 
their “savings account”. 
 It’s extremely important that you require that clients have their 
card with them in order to have it loaded with additional discounts. If 
you allow them to use the benefits of the card without having it, the 
program will quickly loose its effectiveness and become just a discount 
that you give to everyone. That is the WORST thing that can happen to 
your program. You MUST build an attachment to the physical presence 
of the card and its value in order to make this work. This is what keeps 
the card in their wallet and fresh in their minds- they can use the card 
as a tool to refer friends to your service because they always have it 
with them.  
 
Make the program easy to use- 
 
 Never restrict the use of the card or redemption of the discounts. 
Encourage its use and remind customers of their savings balance 
often. If clients think it’s restricted or hard to redeem they will not 
consider it a value. 
 
 
Using the program to grow business- 
 
 The ProfitPoint Program we endorse allows you to record 
answers to questions asked of clients when they sign up. You can 
record shopping habits of your clients, dining preferences and other 
insightful information. This type of analysis can help you find 
businesses that also cater to your clients that you can partner with to 
reach other clients. Learning what your clients read or watch can help 
you with your marketing. You can also use this feature to survey 
clients about services they feel are important and then adopt popular 
ones for your business. 
 Don’t forget to collect email addresses as part of this sign up. 
This will allow you (with their permission) to add new sign ups to your 



email marketing campaign. Doing this merges your REWARDS 
program with your e-marketing program and allows you to strengthen 
your overall marketing. 
 
 
 
 
Jump-start your program- 
 
 Signing up clients as they come in means that it will take a 
couple of years to really get the program rolling. If you want to speed 
up the process, consider preloading some cards and sending them to 
key clients with a pre-loaded value. Include a letter detailing the new 
program, and describing all the extra values you have added. Limit the 
initial preloaded amount to a 30 day window. Try loading the card with 
three different amounts to learn what amount is most effective. Track 
the results of the preloaded program and consider doing another 
mailing if more than 5% respond.  
 

Loyalty programs are not a new idea. However, well run 
REWARDS programs are rare. Most companies assume just getting the 
cards into client’s hands is enough. The result of a poorly administered 
program is unnecessary discounts that hurt margins. The results of a 
well implemented and reinforced program is increased business from 
clients who consider the program to be a real value.   
  
 
Using the Program for Donations: 
 
 We all experience many requests for various donations to 
charitable organizations. Your rewards cards can be used to simplify 
handling these requests, and create business in the process.  
 
 Designate a sequential portion of your cards for these requests. 
Preload the designated cards with the amount you wish to donate- say 
$50 per card. When you are solicited for a donation, offer a card that 
has the preloaded $50 value. The organization can use it for auctions 
or sell them.  
 
 The advantage to you is that if you limit these cards to custom 
purchases only (we recommend having that disclaimer printed on all 
your cards so they are not redeemable on merchandise); you are in 
effect writing off about .30 on each retail dollar. Therefore on a $50 



donation, your discount is about $15. Also you are never actually 
donating anything unless the card is redeemed for custom framing. 
 
 This creates a win-win solution for donation requests. 
 
Remember to separate the cards used for donations so that you can 
track that range number separately from those you use as rewards or 
gift cards. 
 


