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How CRM Customer Experience impacted Total CRM 

Performance 
 

The rise of CRM as a critical component to the Customer Experience is accelerating. As Customer Service 

in the past, the quality of retailers’ Loyalty Programs has become one of the unavoidable criteria 

Customers use to evaluate their preferred shops. 

Looking at the financial weight of loyalty – from sales and margin contribution to rising customers’ 

acquisition costs – retailers are now paying a serious attention to the CRM experience they are 

proposing to their Loyal Shoppers. 

As this case study demonstrates, each additional effort can have measurable impacts. 

 

Challenge 

 

Our Client’s Loyalty sales’ contribution were slowly but regularly sliding down, while non-loyalty 

sales were displaying an aggressive growth, boosted by the post-covid period. The Team has 

challenges identifying the causes at the origin of this progressive decline. 

Taking into account the importance of Loyalty Sales in terms of basket size, shopping frequency 

and margin contribution, it had become a priority to identify the causes and find their remedy 
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Action 
With the Client’s Marketing and CRM Team, we started a simple approach to do some 

measurements to identify in which areas the pains were located. 

Some of the first interesting measurements was that the Loyalty sales decline was not impacting 

customers whose Loyalty was over 24 months old. While there were no outstanding growth trends 

in their purchase behaviors, there was rather a level of steadiness. 

But these numbers changed drastically when we started to focus on new members, despite the 

regular recruitment campaigns they were running both online and in their stores. 

 

2 indicators were in the red: 

• The time between the first purchase and the second purchase of new members 

• The evolution of the shopping frequency (both online and online) of newly recruited 

members 

 

Building on these numbers, the Team realized that there was no established onboarding path for 

new customers. In case some major Loyalty events were taking place right after new customers’ 

enrolment, these new customers were happy. And not happy if nothing was happening. 

 

With the Marketing and CRM Teams, we started to build a simple onboarding program, whose 

steps frequencies were articulated on the shopping behaviors we identified. 

 

Our client therefore has decided to take a few standardized actions to improve their New Loyal 

Customer Experience 

 

Greet: a simple Thank you message for becoming a member. In our case, the client 

decided to add a purchase coupon as a sign of gratitude. 

 

Recognize: another Thank you note for the 1st shopping trip after enrollment, along with a 

program of the upcoming events 

 

Investigate: In case the newly enrolled customers didn’t have any purchase after 2 

standard buying cycle, a note with a question about potential challenges, a hotline number 

 

Keep in touch: sending regular emails to their existing Loyal Customers, letting them know 

about new products, upcoming promotions, or special offers. 

 

Learning More: what products Loyal Customers have purchased or not purchased. This 

information help to know what Loyal Customers want and what additional products they 

might be interested in. Our Client can better tailor an offer on a product and organize 

Targeted Campaign. Personalized service can improve customer satisfaction and increase 

their Retailer brand loyalty. 
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Results 
After 3 Months  

• New enrolled Customers reduced by 21 Days the frequency between their first purchase and 

their second purchase. 

• Existing Loyal Customers increased their number of visits to 3,5 times per month (+18%) and 

spend on average + 25% 

• Overall Total Loyalty Sales increased by 18% 

 

To keep this very positive trend through better Customer experience, our client ensured that their Loyal 

Customers would receive a special offer linked to their purchase behaviors every 30 days. 

 

What does this show? 

 

There is no perfect Onboarding program, and the important point is to have one, firmly established 

and executed. The ROI of such a policy is based on several factors: 

 

• Emotional: customers feel recognized and valued instead of ignored 

• Financial: it accelerates the following sales and impact Customer Lifetime Value 

• Commercial: each step of the funnel can be measured and improved 

 

On our side, we were of course happy to see that our CRM solution for retailers, Ulys(*), was 

helping create the right value to our client and help strengthen their Loyal Customers experience. 

 

(*) Ulys CRM is a proprietary Shopper Analytics that helps retailers measure, understand, and 

engage Shoppers.  

Contact us to learn more how Ulys CRM can help you improve your campaign efficiency.  

 

 

 

 

Follow us   

  

https://www.hyper-trade.com/crm
https://www.hyper-trade.com/crm
https://www.linkedin.com/company/hpt-ariane
https://www.facebook.com/Hypertrade
https://www.hyper-trade.com/blogs
https://www.youtube.com/channel/UC_X2FpCq_JM5PysE09d6wqw/videos
https://retailpedia.hptariane.com/
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ABOUT US 
 

We are a Tech driven Category & Shopper Management Platform 
 

We help retail players who know data & people are their next opportunity for growth.  
 

We make data mining a breeze & build powerful tools teams love, that help them understand shoppers 

and support their category decisions. 

 

The value we help you create 
 

Ranges Performance 

From constantly changing prices, availability issues to continuously growing competition, we help 

teams take the right decision to develop winning category strategies 

 

Promotions Impact 

Promotion history, campaign analytics & promotion planning help teams deliver stronger 

promotions ROI 

 

Shoppers Understanding 

We connect shoppers & loyalty data to help Insights & Category Management Teams build 

compelling shoppers’ strategies 

 

Powerful Simplicity 

User friendly interface, interactive charts and tables create an intuitive & interactive platform that 

teams love 

 

Collaboration 

Internally with your own teams or externally with business partners, share insights and 

recommendations to establish a common language while maintaining your own segmentation 

 

Data Management 

Whatever your data format, granularity level or source, deliver a seamless access to insights & 

recommendations with 

automated data ingestion, structuring & cleansing processes 

 


