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Who We Are

W. Capra Consulting Group is an organization dedicated to identifying, 
leading, integrating, and delivering technology solutions to businesses. 

We help organizations leverage technology to gain 
competitive advantage:

shaping business strategies
aligning business and technology strategiesaligning business and technology strategies
leading innovation
architecting solutions
integrating applications
designing and deploying advanced IT 
infrastructures, and operational support 
processesW. Capra Background:

F d d i 2000Founded in 2000
35+ consultants averaging over 10 years of experience
Collaborative approach to projects
Payment practice founded in 2006Payment practice founded in 2006



Current State – What’s Out There Today in 
Convenience Retail Loyalty

Re a ds based c edit ca ds

y y

• Rewards based credit cards 
• Single brand loyalty
• Partner and Coalition• Partner and Coalition 

rewards



Rewards Based Credit Cards

• Most prevalent in retail fuel 
marketplace

• Managed partnership between 
retailer and bank

• Variety of award structures:
Rebates on branded location 
purchases
Lesser rebates on other 
qualified purchases

• Payment interchange benefit to 
the branded marketers



Single Brand Points BankS g e a d o ts a

• Earn and redeem within a 
single retailer

• Varied reward schemes:
Fuel discounts
M h di l bMerchandise clubs
Product discounts
Sweepstakes

• Technology platforms support:• Technology platforms support:
Enrollment
Transaction processing
Redemption and fulfillmentRedemption and fulfillment
Analytics and research



Coalition RewardsCoalition Rewards

• Multipartner earn and burn 
relationships:relationships:

Grocers/Fuel Marketers
General retailers
Restaurants & QSRQ
Services

• Integrated promotional 
programs

• Host technology and marketing• Host technology and marketing 
platforms

• Various reward structures:
Fuels focused
Cash redemptions
Catalog of gifts



Click to edit Master title styleLoyalty Program Benefits and 
ChallengesChallenges

Benefits
C d i t b i d

Challenges
Si ifi t h d fi i l• Can drive repeat business and 

enhance customer purchases
• Opportunity to communicate more 

directly with customers and to 
provide distinctive offers to most

• Significant human and financial 
capital required to develop and 
operate

• Operational and technology 
integration with existing businessprovide distinctive offers to most 

valuable customers
• Helps drive customer retention 

versus big box competition
• Change customer behaviors

integration with existing  business 
practices

• Balancing negative perceptions of 
discounting and rebates with  
consumers value proposition• Change customer behaviors 

through value added offerings
• Partner and coalition opportunities 

to leverage customer traffic with 
noncompeting businesses

consumers value proposition
• Can be difficult to stop programs 

once started
• Can become “me too” programs
• Challenge to keep the programnoncompeting businesses • Challenge to keep the program 

fresh



Optimizing Your Program Through…..p g g g

• Measurement
• Integrating across offers
• Improved technology
• Data – now what do I do with it?
• Integrating with payment



Optimizing Your Program Through 
MeasurementMeasurement

• Make sure to track the full cost of developing 
and sustaining a program includingand sustaining a program including 
marketing, program support, offer fulfillment, 
customer service, and IT infrastructure costs

• A  long term focus is required sufficient to 
establish robust metrics that adequately 
measure and demonstrate the impact of a 
program

• Don’t measure strictly on revenue gains but• Don t measure strictly on revenue gains but 
also consider margin and customer retention 
contributions

• Get agreement across the enterprise on howGet agreement across the enterprise on how 
and what will be measured



Optimizing Your Program By Integrating 
OffersOffers

• Integrate your core retail value propositions 
into the program (e.g. food, fuel, beverages, p g ( g , , g ,
car wash, etc.)

• Integrate multiple merchandise categories to 
enhance your reward pool and to leverage 
your supplier contributionsyour supplier contributions 

• Differentiate your program with promotions 
that help build and retain consumer interest 
(e g sweepstakes clubs)(e.g. sweepstakes, clubs)

• Integrate offers with other merchant partners 
to grow the available reward pool and provide 
consumers with greater earning potential

• Integrate the marketing support of the 
program into your store operations to help 
drive success (e.g. enrollment, promotion, 
incentives)incentives)



Optimizing Your Program Through 
Improved TechnologyImproved Technology
• New technologies provide greater 

opportunities for innovation and 
functionality:functionality:

Price rollback in fuel
Multimedia interaction (e.g. audio, 
video)
E bl t t h l ( ki kEnablement technology (e.g. kiosks, 
RFID, wireless)

• Industry standardization (PCATS 
Loyalty):y y)

Easier POS integration 
Concurrent program participation
Accelerated value creation

C id i t ti ith b• Consider integrating with a web 
presence for greater consumer and 
partner community interactions



Optimizing Your Program Through 
Program Data UtilizationProgram Data Utilization

• Use collected data to target product categories 
and give customers what they want (i.e. 

h di i )merchandising)
• Use your data to influence and collaborate with 

manufacturers and suppliers
• Use data from loyalty programs to determineUse data from loyalty programs to determine 

order quantities for special promotions
• Use the data to notify customers of sales or new 

products and services
U h d t t li th i• Use shopper data to personalize the experience 
of your customers (i.e. tailored messaging, MVP 
status)

• Use data to determine stocking quantities or g q
making decisions on new products

• Be mindful of privacy laws and regs for collected 
consumer data 



Optimizing Your Program Through 
Payment IntegrationPayment Integration

• Connect loyalty program to existing orConnect loyalty program to existing or  
alternative payment types to help lower 
the cost of payment interchange (e.g. 
ACH, private label, prepaid) p p p )

• Linking loyalty to payment selection can 
create savings to help program funding

• New marketing opportunities throughNew marketing opportunities through 
integration of payment programs with 
loyalty and store promotion initiatives 
(e.g. new accounts, repeat users)



What’s the Future?What s the Future?

• Increased coalition activity (e.g. recreation)
• Greater integration with web activity
• Loyalty currency clearing houses or exchanges (e.g. Points.com)
• Emerging technologies (e g mobile phone social networks)• Emerging technologies (e.g. mobile phone, social networks)



Questions/Comments?Quest o s/Co e ts

Dale Blotter Pat Raycroft
Director, Payments Practice Partner
W Capra Consulting Group W Capra Consulting GroupW. Capra Consulting Group W. Capra Consulting Group 
dblotter@wcapra.com raycroft@wcapra.com



Workshop audioWorkshop audio 
recordings 
available for 

hpurchase

Visit Digitell booth in theVisit Digitell booth in the 
workshop area or 

nacsshow com for detailsnacsshow.com for details




