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LOYALTY360

The Association focused on Customer Loyalty is Here for You

Loyalty360 is the association for customer loyalty. We bring
together the best loyalty-focused professionals from technology
and service suppliers and brands under one roof. Through
Loyalty360, these professionals find invaluable resources,
networking opportunities and guidance provided by internal
thought leaders and brands/suppliers on the cutting edge of
customer loyalty.

Our members are provided with the network and resources
they need to continue their path to true customer centricity.
Our membership options are focused on brand/marketers and
suppliers - and are tailored to meet the specific needs of each.

As an association, our goal is arm our members with the insights,
network and resources to advance their careers, build stronger
brands and deepen relationships with their customers. We are
here for our members and their brands as we work to transform
the entire customer loyalty industry.

OUR MISSION

Our mission at Loyalty360, the association for customer loyalty,
is to bring together professionals focused on all facets of the
customer journey from initial engagement, through to brand
loyalty. The association enhances the respective program efforts
of our members and facilitates a deeper understanding of the
customer via actionable best practices from peers who share a
unigue passion for and intellectual appetite around customer,
channel, and brand loyalty.

OUR VISION

Through the Loyalty360 member-only initiatives, programs,

and community driven insights, professionals in the customer
loyalty community will find invaluable resources and networking
opportunities aimed to help them and their peers across a variety
of industries by a community of thought leaders, brands, and
supplier partners that will assist them in addressing pertinent
challenges, and making their programs and processes more
effective and deepening their expertise.

OUR BRAND COMMUNITY

Loyalty360 brand only meetings allow members to actively
engage in a trusted, peer-focused community. Brands can voice,
in confidence, challenges and opportunities on their respective
customer loyalty efforts, and via the community, derive insight
needed to make their programs more effective, deepen their
industry knowledge, and their jobs more rewarding.
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The association for customer loyalty

OUR COMMITTEES

These committees meet regularly to exchange ideas and
address current and future trends affecting customer loyalty.
Together, members navigate the uncertainty now inherent with
growing complexity in technology, strategy, and regulations.
The community and industry thus work in unison to elevate
their brand performance and their program performance.
Committees work to:

* Determine relevant and needed research topics, data
points, benchmarks, and standards for the industry.

* Provide a member-driven forum for feedback on current or
potential solution providers, understand industry trends,
and provide insight for those running programs to elevate
their offerings.

+ Suggest opportunities for community improvement, and
discuss potential partnerships and growth opportunities
within the community.

* Play anintegral role in planning topics, recommending
and vetting speakers, and suggesting enhancements for
Loyalty360 conferences and virtual events.

PARTNERING WITH OUR VENDOR MEMBERS

Our vendor members receive valuable access to our analysts
who have a wealth of experience with evaluating and guiding
providers. We partner with vendor members, providing
extensive opportunities to build their presence through
publication of thought leadership content to our member-
only content sections on Loyalty360.0rg, in our daily email
newsletter, and via advertising and promotions on social media.
Partners are also featured in our digital magazine, through
podcasts and in video interviews addressing the biggest
challenges marketers face today.
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Getting Ready for the Loyalty Expo
and Loyalty360 Awards

We are getting ever so close to the Loyalty Expo powered by
Loyalty360, which takes place Oct. 25-27in Charlotte.

Last year's conference and Loyalty360 Awards were virtual, but we
know there is plenty of pent-up energy and focus for the 2021 event
that is geared to mid-to senior-level customer loyalty and experience
professionals across all industries.

It's an event many in the industry wait for all year.

"l enjoy attending the Loyalty Expo because of the diverse opportunity
to learn and engage with other brands from the sessions and discuss
new challenges through great peer conversations,” says Neil Norman,
Director of Loyalty and CPG Marketing Partnerships at Food Lion.
"Nowhere else will you find such a passion and energy specific

to loyalty that spans from brands with tried and true programs to
breakthrough innovative programs where insights are still evolving
from.”

“The Loyalty Expo is a fantastic forum, during which we connect with
fellow market leaders on the latest loyalty trends and technologies,”
says Eliot Hamlisch, EVP of Loyalty and Revenue Optimization for
Wyndham Hotels & Resorts. “Every year, we garner new insights
that serve as vital components to sustaining Wyndham Rewards, our
award-winning program.”

Loyalty Expo is also a great place for suppliers in the industry to get to
know “who's who" in the loyalty and rewards industry.

"We enjoy Loyalty Expo so much that we've been an exhibitor for
over five years running,” says Kim Welther, Vice President, Marketing
Strategy at Baesman. “As former brand-side marketers, we value the
opportunity to meet with brands and talk about loyalty programs
that are designed by marketers for marketers. We enjoy the upbeat
atmosphere, the presentations, and the time we get to network with
innovative brands.”

We promise the Loyalty Expo will provide the knowledge and best
practices necessary to guide your team and brand on your customer
loyalty journey. In fact, there are four main components to the Loyalty
Expo that will make it a must-see event:

Informational Sessions: the Loyalty Expo will feature sessions and
workshops that capture critical elements of the customer loyalty
journey. The presentations will focus on case studies, best practices,
and actionable advice for brand marketers to build, drive, and sustain a
holistic customer loyalty strategy.

Topics that should be covered include:

*  Customer Loyalty and Customer Experience
«  Customer Engagement
«  Customer Loyalty Programs and Strategies
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LOYALTY 360

* Incentive and Reward Design

* Personalization

» Dataand Analytics

»  Customer Loyalty Platforms, Technologies, and Services
« CRM

*  Mobile Engagement, Communications, and Payments
*  Voice of the Customer

»  Customer Advocacy

*  Employee Engagement

»  B2B Customer Loyalty

+ Corporate Social Responsibility

View the conference agenda here

Loyalty360 Awards: The Loyalty360 Awards are the most coveted
awards in customer loyalty. With an emphasis on objectivity, the
Loyalty360 Awards recognize brands building lasting and profitable
relationships with customers. During Loyalty Expo, brand finalists
will deliver presentations, with attendees voting for winners in each
category.

« View the full list of 2021 Loyalty360 Awards finalists here

Networking: Loyalty Expo brings together hundreds of marketers
from all over the world. Our Loyalty Expo app, receptions, brand-
only meetings, and off-site events throughout the conference allow
attendees to connect with peers before and during the conference.

Technology and Service Providers: Attendees will have access to
Loyalty Expo’s exhibit hall and technology and service showcase
sessions, featuring the latest technologies, platforms, and services
from supplier partners that can support and complement your
brand's loyalty efforts.

*  View conference sponsors and exhibitors here
Visit https://loyaltyexpo.loyalty360.org/ to get more information
today, and we hope to see you there!
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INDUSTRY NEWS

Del Taco Launches '‘Del Yeah!' Rewards App

Mexican QSR+ Uses Advanced Consumer Focused Technology

Del Taco Restaurants, the nation’s second largest Mexican quick
service restaurant, has introduced its new loyalty app, Del Yeah!
Rewards, in partnership with Cheetah Digital.

The new app will offer an engaging reward platform where guests
can earn more free food, experiences and more and level up in

the app’s new tiered system. The new Del Yeah! Rewards loyalty
program features four tiers that unlock exciting offers, rewards and
experiences, which increase along with usage of the app.

Upon joining Del Yeah! Rewards, fans will immediately receive

an offer for two FREE Del Tacos and the ability to start earning
points that can be used towards rewards. The more points that
each guest earns, the faster they are able to unlock higher earning
tiers. Depending on the rewards tier they are in, Del Yeah! Rewards
members earn 8-12 points per dollar spent. Tiers consist of Queso,
Scorcho, Inferno, and Epic, which are each designed with special
rewards, challenges, badges, surprise & delights, exclusive events or
experiences, and more.

Members of ALL tiers get free coffee with any purchase every day
before 11 a.m., as well as a birthday reward. Additionally, Scorcho,
Inferno, and Epic members can earn access to quarterly free food
bonuses such as 3 Layer Queso Nachos, Chips & Guac or Chips &
Queso, and Epic Burritos. These perks are enhanced as members

MORE 7 REWARD'”
REWARDE /2 FREE J LevELs

THEDEL "7 o

rise through the ranks. Guests can redeem Del Yeah! Rewards points
for items ranging from small fries to an Epic Combo Meal, among a
wide array of Del's signature Mexican favorites.

“Ensuring our customers leave our restaurants feeling satisfied and
appreciated has always been a critical part of who we are as a brand,
so it was essential for us to capture this in the design of the new Del
Yeah! Rewards app,” said Erin Levzow, Del Taco's Vice President of
Marketing Technology.

Clarus Commerce Acquires Engagement Leader Prizelogic

Clarus Commerce, a leading innovator and pioneer in building,

managing and optimizing customizable premium loyalty programs for

brands and retailers, announced its acquisition
of Prizelogic, a leader in digital engagement.
The acquisition brings together significant core
competencies and proprietary technology

to complement both companies’ current
offerings.

Together, they will leverage comprehensive
loyalty, rebate and promotion solutions

to create a leading suite of technology

and expertise. This will help brands drive
engagement and influence behavior across the
entire customer journey in any consumer spending category.

Tom Caporaso

Clarus Commerce’s recent data study revealed 68% of consumers
believe their loyalty is more difficult to maintain than ever before,
suggesting there’s never been a more critical time for brands to
deliver a unique, consistent experience across every touchpoint
throughout the buying process. With PrizeLogic’s diverse set of
loyalty and promotion capabilities paired with Clarus Commerce’s
full suite of services and industry expertise, both companies will
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provide the comprehensive end-to-end loyalty solution for clients to
effectively meet customer needs and increase brand engagement.

“The acquisition of Prizelogic represents an incredible opportunity
to invest in proprietary technology that will allow us to offer a wider
array of services, further deepen our domain expertise and continue
to enhance the value proposition of our offering for our clients,” said
Tom Caporaso, CEO of Clarus Commerce.

“We are thrilled to announce our acquisition by Clarus, which
brings together two highly experienced and respected loyalty and
consumer engagement organizations,” said Ryan LaMirand, CEO
of PrizeLogic. “Our complementary technology, capabilities and
customer-centric culture will create significant opportunities that
should position us to continue to drive innovative solutions that
further support the evolving demands of our clients.”
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Burger King Expands Royal
Perks Loyalty Program

Burger King is scaling up its Royal Perks program to make it more
accessible for guests nationwide to earn and redeem crowns on
purchases made through the BK app, BK website and at participating
restaurants.

Since they first introduced Royal Perks, more
than 80% of members are likely to recommend
the loyalty program.

“We've gone from testing Royal Perks digitally
in three markets in Feb. to nationwide digital
access, and are on track to have more than
two thirds of our restaurants activated with
loyalty capabilities in Sept.,” said Ellie Doty,
chief marketing officer of Burger King, North
America. “We're excited for members to
unlock a more personalized BK experience and
access to rewards they can't get anywhere else, starting with a new
Royal Perks deal later this month.”

Ellie Doty

The journey has evolved from personalized offers and app features
around mobile orders to payment and timed order release with our
first-party delivery platform, as well as strategic partnerships to make
it easier than ever to get your BK favorites.

FedEx, Salesforce Partner
on Fast and Easy Shipping
Management with innovative

I
FedEx.
capabilities from FedEx and

ShopRunner, its e-commerce platform and subsidiary.

FedEx and Salesforce announced
a new, multi-year partnership that
integrates Salesforce Commerce
Cloud and Salesforce Order

“We are in a world of commerce anytime and anywhere,” said
Lidiane Jones, EVP & GM, Salesforce Commerce Cloud. “Commerce
Cloud and Order Management let companies sell wherever their
customers shop and fulfill on any channel.”

Kroger, Instacart Launch
“Kroger Delivery Now"”

oW
d

. N
Delive

The Kroger Co. and Instacart launched Kroger Delivery Now

- anew service powered by a virtual convenience store that is
fulfilled by the Kroger Family of Stores and provides customers
the fresh groceries and household essentials, value, and
experience they expect and love from Kroger in as fast as 30
minutes.

Kroger Delivery Now redefines convenience by being the only
delivery service in America that doesn't require customers to
make a trade-off on selection, quality, price, or speed. Kroger
Delivery Now'’s comprehensive offering of 25,000 items
combines customer favorites with quick and easy doorstep
delivery - whether they’re shopping for a meal, snack, last-
minute ingredient, over-the-counter medication or diapers.
Kroger Delivery Now is available to customers when it matters,
unlocking access to unmatched selection and value from early
in the morning to late at night.

“Kroger Delivery Now is a differentiated solution in the
e-commerce industry, not just the grocery sector,” said Rodney
McMullen, Kroger’s chairman and CEO. “Our new service
provides customers with one more way to shop with us and
addresses the importance of convenience and immediacy.
Operationally, this service reaches up to 50 million households
and it's an expansion of our thriving e-commerce model that
demonstrates strategic interplay among our assets, expansive
store network, supply chain, and dedicated fulfillment centers
and fleet, joined by Instacart’s unrivaled fulfillment model and
last-mile technology to provide our customers with anything,
anytime, anywhere without compromise.

Convenience continues to be one of the most popular
categories on Instacart, with orders up more than 150% since
May 2021. Demand for rapid delivery also continues to grow,
with nearly 20% of customers selecting Priority Delivery at
checkout today. By using Kroger’s existing network of more
than 2,700 stores, Kroger Delivery Now creates a first-of-its-
kind virtual convenience experience that makes faster delivery
possible from the Kroger Family of Stores, benefiting customers
across the country who live near a store, including Kroger,
Ralphs, Fred Meyer, King Soopers, Fry’s, Mariano'’s, and Smith’s
locations.
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Chipotle Loyalty Program Sees Record Sales

Chipotle Mexican Grill announced it is continuing to evolve its digital
experience with enhancements to the Chipotle Rewards program,
which has helped the business already surpass $2 billion in digital
sales this year. The Chipotle Rewards program now boasts 24 million
members and remains among the fastest

growing loyalty programs in the history of the il
restaurant industry.

Chipotle is officially rolling out Extras, an
exclusive feature for Chipotle Rewards
members that unlocks access to extra points,
helping members get to free Chipotle even
faster.

Chris Brant

Extras gamifies Chipotle Rewards with

personalized challenges to earn extra points

and collect achievement badges. Chipotle is the first national
restaurant brand to launch badges as part of its loyalty program.

Chipotle Rewards members can access Extras by visiting their profile  “Offering new ways to engage with Chipotle is essential to the

on the Chipotle app or Chipotle.com. Members can participate in ongoing evolution of our digital business,” said Chris Brandt, Chief
Extras to earn extra points towards rewards, plus collect all-new Marketing Officer. “The new Extras feature gamifies Chipotle
achievement badges. Points can be redeemed for a variety of Rewards through special challenges and allows Rewards members to
rewards in the Rewards Exchange for free menu items, and apparel. celebrate their achievements with special badges.”

US News & World Report Names Wyndham Rewards
the No. 1 Hotel Rewards Program

Wyndham Rewards announced it has been named the number
one hotel loyalty program by U.S. News & World Report’s annual
ranking of the Best Travel Rewards Programs.

The ranking marks the sixth consecutive year that U.S News has
named Wyndham Rewards to one of its top spots and adds to a
growing list of accolades secured by the program. Earlier this year,
Wallethub named Wyndham Rewards its Best Hotel Rewards
Program for a sixth consecutive year, highlighting the program's
advantage of giving travelers back more in rewards for their spend
than other comparable programs. In addition, for the past three
years, USA TODAY readers have named Wyndham Rewards their
number one hotel rewards program as part of the USA Today
10Best Readers’ Choice Awards.

“Wyndham Rewards is about championing the everyday traveler
and fulfilling Wyndham'’s mission of making hotel travel possible

for all” said Lisa Checchio, chief marketing officer, Wyndham U.S. News evaluated 15 of the most prominent hotel loyalty
Hotels & Resorts. “We put our 89 million enrolled members at programs offering the most rewarding perks for everyday
the heart of all that we do and are proud to have a program that travelers. The publication selected the top rewards programs
continues to deliver more value, flexibility and redemption options ~ for everyday travelers using a methodology weighing five
than any other program in the travel industry. We're thrilled to components: network size, property diversity, geographic

see Wyndham Rewards recognized in this way and are incredibly ~ coverage, added benefits and ease of earning a free night. This
grateful to our hotel owners and strategic travel partners, without  year, U.S. News also considered reward program flexibility for
whom, none of this would be possible.” members in response to the coronavirus pandemic.
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Choice Privileges Celebrates 50 Million Member

In celebration of Choice Privileges surpassing 50 million members,

the award-winning loyalty program from Choice Hotels International,

Inc. (NYSE: CHH) is giving away 50,000 Choice Privileges points to
one lucky member each day for the next 50 days - through October
19, 2021. In addition, the 50 millionth member will also receive
50,000 Choice Privileges points.

“From bonus points that can be redeemed

for free nights near national parks at Choice-
branded hotels, stays at Penn National Gaming
casino resorts and gift cards, to benefits like
airline miles and credits at restaurants, retailers
and more, Choice Privileges offers experiences
and rewards that everyone can enjoy,” said
Jamie Russo, vice president, loyalty programs
and customer engagement, Choice Hotels. “It’s
only fitting that we celebrate this 50 million
member milestone by thanking our incredibly
loyal guests with yet another opportunity to win more free rewards.”

Launched in 1998, Choice Privileges has been named a top hotel
loyalty program by USA Today's 10 Best Readers’ Choice Awards,
as well as U.S. News & World Report for the sixth year running.
Membership is free, offering fast rewards, including bonus points,
airline miles, or credits for premium coffee and shared rides through
the exclusive, personalized, Your Extras benefit. Guests can also
earn points for future stays at Choice-branded hotels and now at
Penn National Gaming casino resorts. There are a multitude of ways
Choice Privileges members can enjoy membership, from sipping
Cambria Estate Winery’s world-class wines in the heart of California

Jersey Mike's Kicks Off Fox
Sports College Football

Jersey Mike's Subs is teaming up with FOX Sports to celebrate

by offering a College Football Trivia and Rose Bowl Stadium
Sweepstakes when it hits the road this fall for the multi-city Jersey
Mike's Tailgate Tour. After a year off due to the pandemic, thel4-
week, 14-stop mobile tailgate tour is back.

SINCE 1954

Partnering with FanHub, Jersey Mike's will
celebrate its return by releasing trivia games
for 49 participating NCAA football schools,
including five questions for each developed
by team insiders. Fans can download Jersey
Mike's app to play.

Upon completion of the trivia quiz, fans will be automatically
entered in a sweepstakes for a chance to win a VIP trip for four to
Rose Bowl Stadium to celebrate America’s New Year's Celebration,
which includes game tickets, round trip airfare, hotel, Rose Parade
presented by Honda tickets, pre-game hospitality area and private
tour of the FOX Studios in Los Angeles. In addition, trivia players
will be rewarded with six Shore Rewards points to redeem in store,
in-app or online.

y
-

Jamie Russo

- CHOICE

privileges:

REWARDS

Wine Country at the Cambria Hotel Napa Valley, to experiencing
the natural beauty of Lake George at the Quality Inn Lake George in
New York.

Claire's Launches First UK,
ROI Loyalty Program

Claire’s Stores Inc., the global ear piercing specialist and leading
retailer of fun, unique, fashionable jewelery and accessories, today
announced the UK and ROI launch of its first loyalty program,
Claire’s Rewards. Customers can benefit from the brand new, free
to join program, offering rewards

for shopping and engaging with the

claire’s
“We are excited to begin the rollout

of our Claire’s rewards loyalty

program in Europe with our initial launch this week in the United
Kingdom and Republic of Ireland!” said Kristin Patrick, executive vice
president, chief marketing officer (CMO). “We are always finding
ways in which we can gratify our customers, and with the launch of

the loyalty program we can offer many great benefits, giving them
more engaging touch-points with the Claire’s brand.”

The new Claire’s Rewards program embodies all that customers love
about their favorite loyalty programs - cash rewards, discounts and
special offers, many ways to earn and exclusive member privileges,
such as free shipping and birthday surprises.
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Crown Rewards
Delivers Smiles to
Members

New Sign & Send Program Adds Technology

By Mark Johnson, Loyalty360

Click here

to view our
interview with
Lindsey Roy,

Hallmark
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Suffice to say, the year 2020 meant just about everyone
needed to get a nice greeting card in the mail from a friend or
family member from time to time.

At Hallmark, they ended up handing out over 7 million free
cards over the last year or so in hopes of spreading a little
more kindness in an often harsh world.

“It was just to try to put some love in the world,” says Lindsey
Roy, the Chief Marketing Officer at the Kansas City-based
Hallmark, a $3.5 billion company that operates a diversified
portfolio of businesses, including greeting cards, gift wrap, and
related products, as well as the Crayola brand and three cable
channels.

Crown Rewards Loyalty Program

She also oversees the Crown Rewards loyalty program, which
is where almost all of those millions of cards hailed from when
current and new members signed up for the program.

“People got these packs of three cards in the mail, and they
loved it,” Roy says. “But from a loyalty perspective, it really
helped us grow even more into Crown Rewards.”

The program launched in 1993, and some might say it was
one of the first loyalty programs, if not the first in the retail
market. Crown Rewards has since grown by tens of millions
of members, Roy says, including hundreds of thousands who

signed up when it began in 1993.

Members of Crown Rewards also get a coupon for a free
card each month that they can pick up at a Hallmark store.

Retail-Based Trip Driving Initiative

“We do drive a trip to the store,” Roy says. “That’s always

a good thing for the business. The free card program, of
course, we did during the pandemic. We did mail those to
people because — like a lot of places— we had stores that
were closed and had challenges with people getting to retail
during that time period. But our perennial free ca