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B

ack in the “Good old days,”
if you were to sell a business,
a part of the purchase price
was a thing called “goodwill.” The
“goodwill” was considered part
of the value of the assets when a
retailer sold his store.
Today when a business is purchased, there is not much value,
if any, placed on “goodwill.”
Which brings up an interesting
point: is there such a thing in
today’s world as customer loyalty? Are customers just looking
for the best price? Customer loyalty is a totally different animal
than the concept of goodwill.
Rewards programs are everywhere we look at grocery stores,
gas stations, drug stores and
restaurants. There are many different ways to offer a customer
a reward. It could be buy 10 cups
of coffee and get one free, or
spend $100 and get a certiﬁcate
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for $5 off your next purchase of
$20 or more. The reward options
a dealer can offer are only limited
by his creativity.
Why should a retailer consider a
rewards program? Some express
concern that they would be giving
away their proﬁt, which might be a
valid argument. You can make the
same argument about spending
money on advertising. Quit advertising and save that money. Not a
real good idea for the future success of your business.
One of the difﬁculties in today’s
media world is how do you get
information to your customer?
In many small towns the local
newspaper is thin and newsprint
circulation continues to shrink.
Direct mail is expensive and we
all know about the ﬁnancial mess
the post ofﬁce is experiencing.
So, how do you get information
to your customer?
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The current trend is social media.
You are reading this article in a magazine format that is electronic—they
do not even print a copy of the publication. There is email, Twitter and
Facebook and other new ways of
making contact with your customer.
However, to make these programs
work you need contact information
about your customers.
Customer Loyalty – a relationship
between the business and the customer where the customer returns more,
spends more and promotes the business more; most likely due to a program that keeps the customer happy,
resulting in more business. Typically, a
rewards customer will generate higher
average monthly purchases of between
30 percent and 50 percent or more.
The easiest way for you to increase
your sales is from your existing customer base. If you offered a rewards
program and had 1,000 members and
each individual only spent $30 more
per year (which could be as little as one
additional shopping visit), that amounts
to an additional $30,000 in annual sales!
The most compelling format is an
instant program. By instant, meaning
the customer receives the reward at the
time of sale, at the end of the receipt.
As an example, a program that offers a
point for every dollar spent, and when
the customer reaches 100 points they
get a certiﬁcate that is good for three

weeks from the date of issue. The customer receives $5 off their next purchase of $20 or more.
The coupon prints at the time
of sale as part of the receipt. Your
employees can make your customers aware that they have reached
a reward level. The customer gets
instant gratiﬁcation and recognition.
There is an expiration date, barcode
and the customer name is printed
on the certiﬁcate. This increases the
urgency for the customer to return
to your store, soon. When the certiﬁcate is used, it is invalidated. You see
this type of program in convenience
stores and drug stores, and it is very
big in the grocery industry.
Other options are coupons that
can be mailed to the customer when
they reach their benchmarks. Or they
can apply points to future purchases.
Rewards customer can get special pricing on certain items in your store. To
get that special pricing the customer
must be a reward member. The key
is to create a sense of urgency for the
customer to return to your store.
The really big value of a rewards
program is the data you can track. You
really get to know a lot about your
customers. A good loyalty program
will help you identify customer spending habits. In addition, as part of your
customer sign-up process you can get
speciﬁc data such as customer names,
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addresses, phone numbers, email
addresses, birthdays, hobbies and
other information that you can use for
future marketing. You can then identify
customers to promote specials, closeout items, new arrivals and special
events, as well as extend special pricing just for your rewards customers.
Equally important is that you can
identify your best customers (dollars spent) and identify which ones
are using the rewards certiﬁcates and
taking advantage of your specials.
Facebook, Twitter and email marketing programs like Constant Contact all
give you affordable ways to let your

customers know more about you and
your store. As you face additional challenges on how to get more store information to your customers, a rewards
program is a proven marketing tool.
What’s nice is that customers are
already conditioned to use rewards
programs. Many of your fellow retailers have already pioneered the way.
Look in your pocket or check with your
family members and see how many
key tags are on their key rings. A customer loyalty program works. Make
the investment and take the plunge.
Then you can reap your own rewards
as a retailer! Q
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When customers think
about our store, we’d like
them to think “availability.”
We have between 200,000
and 300,000 SKUs.
How do you build store brand
identity? We deal mostly with contractors, so there’s a lot of word of
mouth. We don’t have TV spots.
Every year, we give away about 2,000
t-shirts. We also have eight big trucks
driving through the city at any given
time, sort of like mobile billboards.
When customers think about our
store, we’d like them to think “availability.” We have between 200,000
and 300,000 SKUs.

C&R Building team, with Jack Chambers on
far right.

Jack Chambers
C & R Building Supply
Philadelphia, Pa.

Website

