
G LO S S A RY

Professional Certificate in Loyalty Programs for E-commerce Growth

Program Measurement and Evaluation

Acquisition Cost – Related terms: Customer Acquisition Cost (CAC), Marketing Spend, Lifetime Value (LTV).
Explanation: The total expense incurred to attract a new customer to the loyalty program, including
advertising, promotions, and onboarding resources. Example: If $10,000 is spent on a campaign that yields
200 new members, the acquisition cost is $50 per member. Practical application: Tracking acquisition cost
helps determine whether recruitment tactics are financially sustainable and informs budget allocation across
channels. Challenges: Isolating costs attributable solely to loyalty enrollment can be difficult when
campaigns serve multiple objectives.

Attrition Rate – Related terms: Churn Rate, Retention Rate, Membership Decay. Explanation: The proportion
of program members who become inactive or disengage within a specific period. Example: If 5,000
members at the start of the quarter drop to 4,500 by quarter‑end, the attrition rate is 10 %. Practical
application: Monitoring attrition highlights segments at risk and triggers re‑engagement interventions such
as targeted offers. Challenges: Distinguishing true churn from seasonal inactivity and accounting for data
latency.

Average Order Value (AOV) – Related terms: Basket Size, Revenue per Transaction, Spend Frequency.
Explanation: The mean monetary amount spent per transaction by loyalty members. Example: Total sales of
$250,000 from 2,000 orders yields an AOV of $125. Practical application: AOV is a core KPI for measuring the
incremental impact of tiered rewards on spend behavior. Challenges: Outliers (e.G., Bulk purchases) can
skew the average; median values may provide a clearer picture.

Baseline Measurement – Related terms: Pre‑program Benchmark, Control Group, Historical Data.
Explanation: The initial set of metrics captured before program launch, establishing a reference point for
future comparisons. Example: Recording a 3 % repeat purchase rate two months prior to rollout serves as
the baseline for evaluating program influence. Practical application: Baselines enable attribution analysis
and help quantify lift attributable to loyalty incentives. Challenges: Selecting appropriate timeframes and
ensuring data consistency across pre‑ and post‑launch periods.

Behavioral Segmentation – Related terms: Demographic Segmentation, RFM Analysis, Psychographic
Profiles. Explanation: Grouping members based on observed actions such as purchase frequency, channel
preference, and engagement with rewards. Example: Segment A consists of frequent shoppers who earn
points quickly; Segment B includes occasional buyers who respond to birthday offers. Practical application:
Tailoring communications and reward structures to each behavioral segment maximizes relevance and ROI.
Challenges: Maintaining up‑to‑date segment definitions as member behavior evolves.

Break‑Even Analysis – Related terms: Cost‑Benefit Ratio, Payback Period, Profitability Threshold. Explanation:
Calculating the point at which the revenue generated by the loyalty program equals its total costs. Example:
If a program costs $150,000 annually and each member contributes $15 in incremental profit, break‑even is
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reached at 10,000 active members. Practical application: Guides decisions on program scaling, tier
expansion, and promotional budgeting. Challenges: Accurately attributing incremental revenue and
accounting for indirect benefits such as brand advocacy.

Campaign Attribution – Related terms: Multi‑Touch Attribution, UTM Parameters, First‑Click Credit.
Explanation: Assigning credit for member actions (e.G., Enrollment, purchase) to specific marketing
campaigns or channels. Example: Using a unique coupon code to trace that 30 % of new sign‑ups originated
from an email blast. Practical application: Enables optimization of media mix by identifying high‑performing
acquisition sources. Challenges: Over‑attribution, data fragmentation across platforms, and the need for
sophisticated analytics tools.

Churn Prediction Model – Related terms: Predictive Analytics, Machine Learning, Survival Analysis.
Explanation: A statistical or AI‑driven model that forecasts which members are likely to disengage in the
near future. Example: A logistic regression model assigning a 0.8 Probability of churn to members who have
not earned points in the past 60 days. Practical application: Proactive outreach (e.G., Personalized offers) can
be timed to re‑engage high‑risk members before churn occurs. Challenges: Data quality, model bias, and
the need for continuous retraining as market conditions shift.

Conversion Rate – Related terms: Click‑Through Rate (CTR), Enrollment Rate, Funnel Efficiency. Explanation:
The percentage of prospects who complete a desired action, such as joining the loyalty program after
viewing an invitation. Example: 2,000 Visitors see the sign‑up banner; 300 complete registration, yielding a
conversion rate of 15 %. Practical application: Benchmarking conversion informs landing page design,
incentive sizing, and messaging tone. Challenges: Attribution ambiguity when multiple touchpoints
influence the decision.

Cost per Point Earned – Related terms: Earned Value, Redemption Cost, Point Liability. Explanation: The
average expense the retailer incurs for each loyalty point awarded to members, factoring in product cost,
marketing, and overhead. Example: If $5,000 is spent on a promotion that distributes 10,000 points, the cost
per point is $0.50. Practical application: Helps balance point generosity with profitability, especially when
designing tier thresholds. Challenges: Fluctuating product margins and variable redemption rates
complicate precise calculation.

Customer Lifetime Value (LTV) – Related terms: CLV, Profit per Member, Retention ROI. Explanation: The
projected net profit attributed to a member over the entire duration of their relationship with the brand.
Example: A member who spends $200 per year for five years with a 30 % contribution margin yields an LTV
of $300. Practical application: LTV informs tier eligibility, personalized reward budgeting, and prioritization
of high‑value segments. Challenges: Estimating future behavior, discount rates, and the impact of external
factors such as competition.

Data Hygiene – Related terms: Data Cleansing, Duplicate Removal, Validation Rules. Explanation: Ongoing
processes to ensure member data is accurate, complete, and free of inconsistencies. Example: Regular
de‑duplication scripts that merge multiple records belonging to the same email address. Practical
application: Clean data improves segmentation precision, reduces erroneous communications, and
enhances analytics reliability. Challenges: Balancing thoroughness with processing time, especially in
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high‑volume e‑commerce environments.

Engagement Score – Related terms: Activity Index, Interaction Frequency, Loyalty Index. Explanation: A
composite metric that quantifies a member’s overall involvement with the program, incorporating points
earned, redemptions, logins, and content interactions. Example: A member who logs in weekly, redeems
quarterly, and shares offers on social media may receive a score of 85 out of 100. Practical application:
Enables dynamic tier placement and targeted nudges for low‑scoring members. Challenges: Weighting
different activities appropriately and preventing score inflation through low‑effort actions.

Earn Rate – Related terms: Point Accrual Rate, Reward Velocity, Spend Multiplier. Explanation: The speed at
which members accumulate points relative to their monetary spend. Example: A 1 % earn rate means a $100
purchase yields 1 point. Practical application: Adjusting earn rates can stimulate higher spend or reward
specific product categories. Challenges: Aligning earn rates with profit margins and avoiding point
devaluation.

Equity Measurement – Related terms: Brand Equity, Loyalty Equity, Net Promoter Score (NPS). Explanation:
Assessing the intangible value that a loyalty program adds to the overall brand perception. Example: Survey
results indicating that 70 % of members view the brand more favorably because of the program. Practical
application: Provides justification for program investment beyond direct financial returns. Challenges:
Quantifying perception changes and isolating the program’s influence from broader marketing activities.

Exclusion List – Related terms: Blacklist, Opt‑Out Registry, Compliance Filter. Explanation: A set of members
or segments that are excluded from particular promotions or communications due to regulatory, strategic,
or performance reasons. Example: Excluding members who have already reached the maximum redemption
limit for a given campaign. Practical application: Prevents over‑exposure, protects profit margins, and
ensures compliance with data‑privacy rules. Challenges: Maintaining real‑time synchronization across
multiple campaign platforms.

Frequency Distribution – Related terms: Histogram, Purchase Frequency, Activity Spread. Explanation: A
statistical representation showing how often members fall into different categories (e.G., Number of
purchases per month). Example: A histogram reveals that 40 % of members make 1‑2 purchases monthly,
while 10 % exceed 5 purchases. Practical application: Identifies high‑frequency champions for exclusive
rewards and low‑frequency members for re‑engagement drives. Challenges: Data granularity and the need
for periodic updates to capture shifting patterns.

Goal Alignment – Related terms: Strategic Objectives, KPI Mapping, Business Outcomes. Explanation: The
process of ensuring that loyalty program metrics directly support broader corporate goals such as revenue
growth, market share, or customer satisfaction. Example: Linking the “increase repeat purchase rate by 5 %”
loyalty KPI to the overall sales target for the fiscal year. Practical application: Facilitates cross‑functional
collaboration and justifies program budgets to senior leadership. Challenges: Translating abstract business
goals into measurable loyalty metrics without creating redundant or conflicting targets.

Gross Redemption Value (GRV) – Related terms: Redemption Rate, Liability Exposure, Point Redemption
Cost. Explanation: The total monetary value of all rewards redeemed by members during a reporting period.
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Example: Members redeem $120,000 worth of coupons and products in Q3, constituting the GRV. Practical
application: Monitoring GRV helps control program expenses and informs adjustments to point accrual
structures. Challenges: Accounting for partial redemptions, promotional discounts, and multi‑currency
conversions.

Growth Rate – Related terms: Membership Growth, Year‑over‑Year (YoY) Increase, Compound Annual
Growth Rate (CAGR). Explanation: The percentage change in the number of active loyalty members over a
defined interval. Example: Growing from 15,000 to 18,000 active members in one year reflects a 20 % growth
rate. Practical application: Demonstrates program traction and supports forecasting for resource planning.
Challenges: Distinguishing organic growth from acquisition‑driven spikes and adjusting for attrition.

Impact Analysis – Related terms: Incremental Lift, Attribution Modeling, Counterfactual Scenario.
Explanation: Evaluating the causal effect of a loyalty initiative on key business outcomes by comparing
actual results with a hypothetical baseline. Example: A A/B test shows that members exposed to a
double‑points offer generate $30,000 more revenue than the control group. Practical application: Provides
evidence for scaling successful tactics and discontinuing ineffective ones. Challenges: Designing robust
experiments, isolating external influences, and obtaining statistically significant results.

Incremental Revenue – Related terms: Additional Sales, Program‑Driven Uplift, Revenue Attribution.
Explanation: The extra income generated directly because of loyalty program activities, beyond what would
have occurred without the program. Example: If the average basket size rises from $80 to $90 for members
after a points promotion, the incremental revenue per member is $10. Practical application: Quantifies the
financial contribution of loyalty incentives and informs ROI calculations. Challenges: Accurately separating
incremental from cannibalized sales and accounting for seasonality.

Key Performance Indicator (KPI) – Related terms: Metric, Dashboard, Success Measure. Explanation: A
quantifiable value that reflects the performance of a specific aspect of the loyalty program. Example: “Points
Earned per Active Member” is a KPI used to gauge engagement intensity. Practical application: KPIs are
tracked on dashboards to provide real‑time visibility for managers and stakeholders. Challenges: Selecting
KPIs that are both actionable and aligned with strategic priorities, avoiding metric overload.

Lifetime Engagement – Related terms: Cumulative Interaction, Member Journey, Engagement Horizon.
Explanation: The total sum of a member’s interactions with the loyalty program from enrollment to churn.
Example: A member who logs in 120 times, redeems 15 rewards, and shares 5 offers over three years
demonstrates high lifetime engagement. Practical application: Helps forecast future value and design tier
structures that reward long‑term loyalty. Challenges: Capturing cross‑channel touchpoints and dealing with
data silos.

Margin Impact – Related terms: Gross Margin, Cost of Goods Sold (COGS), Redemption Cost. Explanation:
The effect that loyalty rewards have on the profitability of each sale, considering both earned points and
redeemed benefits. Example: Offering a 10 % discount for 500 points reduces margin on a $100 purchase by
$5 after accounting for point cost. Practical application: Guides the design of reward tiers that preserve
healthy margins while remaining attractive. Challenges: Modeling dynamic margins across product
categories and promotional periods.

Read online: https://certificates.lsba.org.uk/glossaries/3911297/
program-measurement-and-evaluation

London School of Business and Administration · 26 Jun 2026



G LO S S A RY

Member Activation – Related terms: Onboarding, First Transaction, Activation Threshold. Explanation: The
point at which a newly enrolled member performs a meaningful action that signifies engagement, such as
earning their first points or completing a purchase. Example: A member who signs up and makes a
qualifying purchase within 7 days is considered activated. Practical application: Activation metrics trigger
welcome communications and early‑stage incentives to cement habit formation. Challenges: Setting realistic
activation thresholds without inflating short‑term activity.

Net Promoter Score (NPS) – Related terms: Loyalty Net Score, Advocacy Index, Customer Satisfaction.
Explanation: A survey‑based metric that gauges the likelihood of members recommending the brand to
others, calculated as the difference between promoters and detractors. Example: An NPS of +25 indicates
more promoters than detractors, reflecting positive program perception. Practical application: NPS trends
can be correlated with redemption behavior to identify advocacy‑driven revenue streams. Challenges:
Survey fatigue, cultural bias, and the need to link scores to concrete actions.

Normalization – Related terms: Data Scaling, Standardization, Indexing. Explanation: Adjusting raw metrics
to a common scale to enable fair comparison across different time periods, segments, or geographies.
Example: Converting raw point accruals into a 0‑100 index allows comparison between high‑spending and
low‑spending markets. Practical application: Normalized data supports multi‑regional reporting and
benchmarking. Challenges: Choosing appropriate scaling factors and preserving the integrity of outlier
information.

Opt‑In Rate – Related terms: Consent Rate, Subscription Rate, Enrollment Ratio. Explanation: The percentage
of eligible customers who agree to receive loyalty communications or participate in the program. Example:
Sending an invitation to 50,000 customers yields 12,500 opt‑ins, a 25 % opt‑in rate. Practical application:
High opt‑in rates improve data richness and enable more personalized marketing. Challenges: Regulatory
constraints (e.G., GDPR) and balancing frequency of outreach to avoid fatigue.

Over‑Redemption – Related terms: Redemption Cap, Liability Overflow, Point Saturation. Explanation: When
members redeem rewards at a rate that exceeds the projected budget or liability limits, potentially eroding
profit. Example: A flash‑sale promotion leads to redemption costs of $80,000, surpassing the $60,000
forecast. Practical application: Monitoring redemption velocity allows early intervention, such as capping
further redemptions or adjusting point earn rates. Challenges: Real‑time tracking, forecasting variability, and
managing member expectations.

Performance Benchmarking – Related terms: Industry Standards, Peer Comparison, KPI Targets. Explanation:
Comparing program metrics against external or internal reference points to gauge relative success.
Example: An average repeat purchase rate of 22 % places the program in the top quartile of e‑commerce
loyalty benchmarks. Practical application: Benchmarks guide goal‑setting and highlight areas where the
program lags behind competitors. Challenges: Ensuring comparable data sets and accounting for
market‑specific factors.

Predictive Scoring – Related terms: Propensity Modeling, Likelihood Index, Scoring Algorithm. Explanation:
Assigning numerical scores to members based on predicted future behaviors such as purchase likelihood or
churn risk. Example: A score of 0.85 Predicts a high probability of a member responding to a targeted upsell
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offer. Practical application: Enables prioritization of marketing resources toward high‑score members for
maximum impact. Challenges: Model drift, data sparsity for newer members, and interpretability of complex
algorithms.

Program Cost Structure – Related terms: Fixed Costs, Variable Costs, Overhead Allocation. Explanation: The
breakdown of all expenses associated with running the loyalty program, including technology platforms,
staffing, rewards, and marketing. Example: Fixed costs of $30,000 for software licensing plus variable costs
of $0.40 Per point awarded. Practical application: Understanding cost structure aids in profitability analysis
and informs decisions on scaling or restructuring. Challenges: Allocating shared costs (e.G., CRM platform)
accurately across multiple business units.

Program ROI – Related terms: Return on Investment, Profitability Ratio, Cost‑Benefit Analysis. Explanation:
The financial return generated by the loyalty program relative to the total investment, expressed as a
percentage or multiple. Example: A program costing $200,000 that drives $500,000 in incremental profit
yields an ROI of 150 %. Practical application: ROI is a key justification for continued funding and executive
support. Challenges: Capturing indirect benefits such as brand equity and ensuring consistent attribution
methodology.

Promotion Effectiveness – Related terms: Campaign Lift, Redemption Rate, Conversion Efficiency.
Explanation: Measuring how well a specific promotional activity (e.G., Double points weekend) drives
desired member actions. Example: A promotion that increases point accrual by 35 % and redemption by
20 % is deemed highly effective. Practical application: Effectiveness scores guide future promotion calendars
and budget allocation. Challenges: Isolating promotion impact from concurrent marketing activities and
external events.

Quarterly Review Cycle – Related terms: Reporting Cadence, KPI Refresh, Performance Audit. Explanation: A
structured process occurring every three months to assess program metrics, identify trends, and adjust
tactics. Example: The Q2 review highlights a dip in active members, prompting a re‑engagement email
series. Practical application: Regular reviews ensure timely course correction and keep stakeholders
informed. Challenges: Data latency, aligning review timelines with fiscal reporting, and avoiding analysis
paralysis.

Redemption Funnel – Related terms: Conversion Path, Reward Journey, Redemption Pipeline. Explanation:
The sequential steps a member follows from earning points to selecting and completing a reward
redemption. Example: Earn → Browse → Select → Confirm → Receive. Practical application: Mapping the
funnel reveals drop‑off points where members abandon the process, enabling targeted UX improvements.
Challenges: Capturing friction points across multiple devices and ensuring consistent tracking.

Referral Program – Related terms: Advocacy Incentive, Word‑of‑Mouth, Referral Bonus. Explanation: A
structured mechanism that rewards existing members for bringing new customers into the loyalty
ecosystem. Example: Offering 500 bonus points for each successful referral that results in a first purchase.
Practical application: Amplifies acquisition efficiency and leverages trusted social networks. Challenges:
Preventing abuse, tracking referral attribution accurately, and balancing reward value.
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Retention Rate – Related terms: Cohort Retention, Loyalty Stickiness, Member Persistence. Explanation: The
proportion of members who remain active over a defined period, typically expressed as a percentage of the
cohort at the period’s start. Example: If 8,000 of 10,000 members from January are still active in December,
the annual retention rate is 80 %. Practical application: High retention rates reduce acquisition pressure and
improve LTV calculations. Challenges: Defining “active” consistently (e.G., Point activity vs. Purchase) and
accounting for seasonal variations.

Revenue Attribution Model – Related terms: Attribution Logic, Multi‑Channel Credit, Incremental Revenue.
Explanation: A framework for assigning portions of revenue to specific loyalty actions, such as point accrual,
tier upgrades, or promotional campaigns. Example: A weighted model gives 60 % credit to tier upgrades
and 40 % to point‑based promotions for a given sale. Practical application: Enables precise ROI
measurement for each program component. Challenges: Complexity of multi‑touch journeys and the need
for robust data integration.

Reward Cost Optimization – Related terms: Cost‑Benefit Tradeoff, Reward Mix, Profit Margin Protection.
Explanation: The process of selecting and pricing rewards to maximize member satisfaction while
minimizing impact on profitability. Example: Replacing high‑cost physical gifts with lower‑cost digital
vouchers that still deliver perceived value. Practical application: Optimized rewards sustain program
economics during scaling phases. Challenges: Predicting member preferences and avoiding perceived
devaluation.

RFM Analysis – Related terms: Recency, Frequency, Monetary Value, Segmentation Matrix. Explanation: A
data‑driven method that categorizes members based on how recently they purchased, how often they
purchase, and how much they spend. Example: A “high‑value” segment may consist of members with
recent, frequent, and high‑spending behaviors. Practical application: RFM scores guide targeted
promotions, tier assignments, and churn mitigation strategies. Challenges: Updating RFM scores in near‑real
time and integrating with other behavioral signals.

ROI Forecasting – Related terms: Predictive Modeling, Budget Planning, Scenario Analysis. Explanation:
Estimating the future return on investment for loyalty initiatives based on historical data, market trends, and
planned activities. Example: Projecting a 12 % ROI for a new tiered rewards system over the next fiscal year.
Practical application: Informs strategic budgeting and stakeholder expectations. Challenges: Uncertainty in
external factors (e.G., Economic shifts) and the need for flexible modeling.

Segmentation Granularity – Related terms: Micro‑Segmentation, Cohort Depth, Targeting Precision.
Explanation: The level of detail at which members are divided into distinct groups for analysis or campaign
execution. Example: Moving from broad “high‑spender” segments to sub‑segments based on product
category preference. Practical application: Finer granularity enables hyper‑personalized offers that boost
conversion. Challenges: Data overload, higher computational demands, and diminishing returns beyond a
certain depth.

Self‑Service Portal – Related terms: Member Dashboard, Loyalty Hub, Account Management Interface.
Explanation: An online interface where members can view point balances, redeem rewards, update
preferences, and track activity. Example: A portal that displays real‑time points, tier status, and upcoming
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promotions. Practical application: Enhances transparency, reduces support costs, and encourages frequent
engagement. Challenges: Ensuring mobile responsiveness, data security, and seamless integration with
back‑end systems.

Share of Wallet (SOW) – Related terms: Purchase Share, Category Penetration, Loyalty Influence. Explanation:
The proportion of a member’s total spending within a product category that is captured by the brand.
Example: A member spends $300 on shoes annually, $150 of which is with the retailer, yielding a 50 % SOW.
Practical application: Loyalty initiatives aim to increase SOW by incentivizing repeat purchases. Challenges:
Accurately tracking cross‑brand spend and attributing changes to loyalty actions.

Sensitivity Analysis – Related terms: Scenario Testing, Variable Impact, Risk Assessment. Explanation:
Evaluating how changes in key assumptions (e.G., Point cost, redemption rate) affect program profitability.
Example: Testing the effect of a 10 % increase in point cost on overall ROI. Practical application: Helps
decision‑makers understand risk exposure and set contingency plans. Challenges: Selecting realistic
parameter ranges and interpreting multi‑variable interactions.

Social Listening – Related terms: Sentiment Analysis, Brand Monitoring, Community Feedback. Explanation:
Monitoring online conversations to gauge member sentiment toward the loyalty program and identify
emerging trends. Example: Analyzing Twitter mentions reveals growing dissatisfaction with point expiration
policies. Practical application: Informs proactive adjustments to program rules and communication
strategies. Challenges: Filtering noise, language nuances, and integrating insights into operational changes.

Spend Frequency – Related terms: Purchase Cadence, Transaction Interval, Activity Rhythm. Explanation:
How often a member makes purchases within a given timeframe. Example: A member who buys once every
two weeks has a spend frequency of 0.5 Purchases per week. Practical application: High spend frequency
members are prime candidates for tier acceleration offers. Challenges: Seasonal fluctuations and variability
across product categories.

Stakeholder Alignment – Related terms: Cross‑Functional Collaboration, Governance, Executive Buy‑In.
Explanation: Ensuring that all internal parties (marketing, finance, operations, IT) share a common
understanding of program goals and responsibilities. Example: A steering committee meets quarterly to
review KPI progress and approve budget adjustments. Practical application: Alignment reduces siloed
decision‑making and accelerates implementation of improvements. Challenges: Competing priorities,
communication gaps, and differing definitions of success.

Statistical Significance – Related terms: Confidence Interval, P‑value, Hypothesis Testing. Explanation: A
measure indicating whether observed differences (e.G., Between test and control groups) are unlikely to
have occurred by chance. Example: A p‑value of 0.03 Confirms that a points‑boost campaign’s uplift is
statistically significant. Practical application: Validates the reliability of experimental results before scaling.
Challenges: Sufficient sample sizes, multiple testing corrections, and interpreting practical relevance.

Tier Advancement Criteria – Related terms: Promotion Threshold, Level Upgrade, Eligibility Rules.
Explanation: The specific requirements members must meet to move to a higher loyalty tier (e.G., Points
earned, spend amount, or activity count). Example: Advancing from Silver to Gold requires 5,000 points and
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three purchases in a calendar year. Practical application: Clear criteria motivate members to increase
engagement and spend. Challenges: Balancing achievability with exclusivity and communicating changes
transparently.

Touchpoint Attribution – Related terms: Interaction Mapping, Multi‑Channel Credit, Customer Journey.
Explanation: Assigning credit for loyalty outcomes to the various points of contact a member experiences
(email, app push, in‑store receipt). Example: A member who receives a push notification and later redeems
points receives half credit to each touchpoint. Practical application: Optimizes channel mix by identifying
the most influential touchpoints. Challenges: Data integration across disparate systems and handling
overlapping influences.

Transaction Value Segmentation – Related terms: Spend Bracket, Value Tier, Purchase Size Grouping.
Explanation: Categorizing members based on the monetary size of their individual transactions. Example:
“Low‑value” ( $150) segments. Practical application: Tailors reward offers (e.G., Higher earn rates for
high‑value purchases) to incentivize larger baskets. Challenges: Avoiding segmentation that discourages
smaller spenders and ensuring fairness.

Uplift Modeling – Related terms: Incremental Impact, Causal Inference, Treatment Effect. Explanation:
Statistical techniques that estimate the additional response generated by a loyalty intervention compared to
a control scenario. Example: A model predicts a 12 % uplift in repeat purchase probability for members
exposed to a personalized coupon. Practical application: Prioritizes campaigns with the highest projected
incremental return. Challenges: Model bias, data sparsity for rare events, and the need for randomized
experiments.

Value Per Point (VPP) – Related terms: Point Valuation, Redemption Worth, Cost per Redemption.
Explanation: The monetary value a member receives for each point redeemed, calculated as total
redemption value divided by total points redeemed. Example: $40,000 Redemption value ÷ 800,000 points
= $0.05 VPP. Practical application: Guides setting of earn rates to maintain a balanced point economy.
Challenges: Fluctuating redemption mixes and promotional discounts that alter VPP over time.

Variable Reward Structure – Related terms: Dynamic Incentives, Adaptive Benefits, Tier‑Based Offers.
Explanation: A reward system where the type or value of benefits adjusts based on member behavior,
market conditions, or strategic objectives. Example: Offering double points on slow‑moving inventory
during off‑peak seasons. Practical application: Increases program flexibility and aligns incentives with
business goals. Challenges: Communicating changes clearly to members and ensuring system scalability.

Velocity of Earn – Related terms: Point Accrual Speed, Earn Rate, Reward Accumulation. Explanation: The
rate at which a member accumulates points over time, typically expressed as points per dollar or points per
transaction. Example: A member earning 2 points per $1 spent has a velocity of 2 pts/$1. Practical
application: Adjusting velocity can accelerate tier progression and stimulate higher spend. Challenges:
Maintaining profitability when increasing velocity for high‑spending segments.

Web Analytics Integration – Related terms: Data Layer, Tracking Tags, Unified Dashboard. Explanation:
Connecting loyalty program data with website analytics platforms to capture member behavior on digital
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properties. Example: Embedding a tracking pixel that logs point‑earning events when a member adds a
product to the cart. Practical application: Provides holistic insight into the online journey, enabling more
precise targeting. Challenges: Ensuring data privacy compliance and managing tag sprawl.

Weighted Scoring Model – Related terms: Multi‑Criteria Ranking, Decision Matrix, Prioritization Framework.
Explanation: A method that assigns relative importance to various metrics (e.G., ROI, engagement, cost) to
rank loyalty initiatives. Example: ROI weighted at 50 %, engagement at 30 %, and cost at 20 % yields a
composite score for each campaign. Practical application: Helps allocate resources to projects with the
highest strategic impact. Challenges: Determining appropriate weightings and avoiding subjectivity.

Yield Management – Related terms: Capacity Control, Demand Forecasting, Reward Allocation. Explanation:
Applying pricing and inventory strategies to loyalty rewards, ensuring that high‑value offers are available
when most needed. Example: Limiting redemption of a high‑margin product to peak shopping days to
preserve margin. Practical application: Balances member satisfaction with inventory constraints. Challenges:
Real‑time monitoring of redemption demand and avoiding perceived scarcity.

Zero‑Sum Reward Design – Related terms: Break‑Even Rewards, Cost Neutral Incentives, Balanced Point
Economy. Explanation: Structuring rewards so that the cost of point issuance is offset by the incremental
revenue generated, resulting in a neutral financial impact. Example: Offering a $5 discount for 500 points
where the cost per point is $0.01, Aligning total cost with expected uplift. Practical application: Enables
aggressive point promotions without eroding profitability. Challenges: Accurate forecasting of incremental
spend and accounting for long‑term brand effects.
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