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Introduction:

Why Loyalty Matters
More Than Ever

What's the purpose of this playbook?

Loyalty programs are more than perks; they're a way to foster deep emotional connections with your customers.
Imagine the possibilities: happy, loyal customers not only stay longer but also spend more and become your brand
ambassadors. For instance, T-Mobile’s “T-Mobile Tuesdays” didn't just give away freebies—it created moments of
joy that customers look forward to every week, driving engagement and resulting in a nearly 20% higher Net
Promoter Score (NPS) than its next highest competitor.

A well-designed loyalty program requires a deep understanding of customer needs, effective program design, and
seamless implementation. This playbook provides a comprehensive guide to developing, implementing, and

optimizing loyalty and rewards programs for telecom providers.

Did you know?

that 67 percent of telecom
customers switch providers because
of poor engagement?

When every lost subscriber erodes
millions in lifetime value, loyalty isn't

Retaining a customer is dramatically cheaper than winning a new one: In the US and Europe, telecom operators
typically spend four to six times more (=zapproximately 400-600% higher cost) to acquire a subscriber than to retain
an existing one. Effective loyalty programs are your secret weapon to staying competitive in a saturated market.
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Chapter 1:
Understanding
What Loyalty Means in Telecom

What Is Loyalty in Telcos?

In the telco industry, customer loyalty is critical due to the high cost of acquiring new customers and the ease of
switching providers. That's why loyalty goes beyond keeping a customer on your network. It's about earning their
trust, making their lives easier, and giving them reasons to stick around—even when competitors come knocking.
The customers who stick with you are the ones who not only remain loyal but also look forward to your new plans,
bundling of new services, and word-of-mouth promotion of your brand. All this can be achieved through data
analytics, customer feedback, and market research. For example, a telecom company can use data analytics to
detect changes in customer behavior, gain feedback to understand their likes and conduct market research so as
not to fall behind industry trends. By fulfilling these needs, telcos would be able to establish strong relationships
with their customers, thus increasing loyalty and retention.

Airtel’s “Thanks” app doesn't just track usage—it
offers personalized rewards and benefits, making
customers feel appreciated every time they log in.

Why Invest in Loyalty Programs?

Here's why loyalty is a game-changer:

» It's Good for Business: Acquiring new customers costs up to 10 times more than keeping existing ones.

« It Boosts Revenue: Loyalty members spend up to 30% more on additional services like premium plans or
streaming bundles.
It Helps You Stand Out: When services feel interchangeable, a loyalty program can make your brand
unforgettable.

Take Vodafone's “VeryMe Rewards” as an example—it offers personalized deals that customers love, increasing app
engagement by 60% and fostering a more profound sense of connection.
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Chapter 2:
Designing a Future-Proof
Loyalty Program

What makes a great loyalty program?

1. Set a Clear Goal

Decide what success means—Ilower churn, higher ARPU, deeper app engagement, etc. Your goal shapes every later

choice. If churn reduction is the priority, design sticky rewards, such as bonus data on renewals or long-term plan
discounts.

2. Segment Your Customers Thoughtfully
Customers aren't homogeneous—group them strategically:

« Behavioral segments: Heavy data users, frequent international callers, prepaid vs. postpaid subscribers

« Value tiers: Separate high-value subscribers from price-sensitive ones to tailor offers more effectively. SingTel
utilised Al-driven micro-segments to increase campaign conversions by 20%.

« Usage patterns: Peak-time users, off-peak users, seasonal customers

3. Design Your Reward Structure
Create a tiered system that:

«  Go beyond points—think bill discounts, VIP event access, exclusive gifts. A tiered ladder keeps members
aspiring upward.

- Real-world spark: AT&T lets top-tier members redeem concert tickets, making them feel like VIPs.

« Make it easy to earn: Whether through recharges, referrals, or app usage, earning should align with customers’
everyday habits—tap, share, top up, done.

- Real-world spark: Vodafone's app awards points automatically every time users pay bills or stream music.

+ Let members choose: bill credits, extra data, movie tickets. Freedom boosts satisfaction and repeat
engagement.

- Real-world spark: T-Mobile's “T-Mobile Tuesdays" lets subscribers swap points for perks they value most.

Key Success Factors:

Relevance: Rewards must align with customer needs and telecom context
Simplicity: Easy earning and redemption processes

Flexibility: Multiple options for customers to choose from

Progression: Clear path for customers to advance and earn more

Personalization: Tailored offers based on usage patterns and preferences
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Chapter 3:
Rolling Out Your
Loyalty Program

Get the Right Tools
Technology is your foundation. Use systems that make managing rewards seamless:

« A robust CRM system to track customer interactions.
« Al-powered analytics to predict what rewards will resonate.
« Anintuitive mobile app where customers can track and redeem points quickly.

Launch with Impact

A successful launch starts with preparation:

« Before Launch: Train your team so they can answer questions with confidence. Build excitement with
targeted campaigns via SMS, email, and social media.

« During Launch: Make it memorable! Offer double points or special gifts for customers who sign up early.

Go Beyond Ordinary Launches: Use influencers, AR/VR experiences, or exclusive early-access campaigns to create
excitement and draw attention to your program.

Example: O2 Priority got people talking by giving away free
gig tickets at launch, creating a buzz that brought in younger
audiences and boosted app downloads.

Make It Easy for Customers

Integration is everything. Ensure customers can check their §£
points, redeem rewards, and receive support across every
touchpoint, from your app to customer service teams.

5G, Al, and loT will revolutionize how loyalty programs operate—enabling hyper-personalization, real-time rewards, and
immersive customer experiences that go beyond traditional perks
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Chapter 4:
Keeping Customers
Engaged Long-Term

Make It Fun and Interactive

Emotional Loyalty Strategies: Connect your customers more deeply by linking loyalty programs to meaningful
causes. For instance, offer rewards tied to sustainable actions, like offsetting carbon footprints through points
redemption.

Loyalty shouldn't feel like a chore. Gamify the experience by motivating customers to participate through
challenges, badges, or leaderboards.

Example: Telenor’'s program added gamification elements, increasing user engagement by 40%.

Offer Something Exclusive

People love feeling special. To foster a sense of |
belonging, create tiers that offer truly exclusive
benefits, like early access to new plans or

special VIP events. Surprise rewards, like free

data on birthdays, can also make customers feel
genuinely appreciated and privileged. Also, \
highlight member stories in your ez
communications or host community events

Keep It Fresh

Stale programs lose their charm. To keep your
program exciting, regularly refresh your
rewards, introduce seasonal perks, and, most
importantly, listen to and act on customer
feedback. This makes them feel valued and

Omni-channel loyalty strategies can increase customer engagement by up to 30%.
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Chapter 5:
Measuring
Success and Evolving
the Program

Track What Matters
The best loyalty programs are built on data. Keep an eye on:

Churn Rates: Are loyalty members staying longer than non-members?
Engagement Levels: How often are customers logging into your app or redeeming rewards?
Revenue Impact: Are loyalty members spending more on additional services?

For instance, Vodafone analyzed customer behavior to refine its rewards program, boosting redemption rates
and customer satisfaction.

Adapt and Improve

No program is perfect from the start. Use Al
and analytics to learn what's working—and
what isn't. But remember, your customers are
the ultimate judges. Their feedback should be
the cornerstone of how you evolve your
rewards and incentives, making them feel
valued and integral to the process.

Adapt and Improve

No program is perfect from the start. Use Al and analytics to learn what's working—and what isn’t. But remember,
your customers are the ultimate judges. Their feedback should be the cornerstone of how you evolve your rewards
and incentives, making them feel valued and integral to the process.

Go beyond churn and revenue: Use metrics like Net Promoter Score (NPS) for loyalty health, or apply machine
learning to identify patterns in redemption behavior.
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Chapter 6:
GenAl in Telecom
Loyalty — Use Cases

Verizon: Al-Driven Retention & Personalized Service.

Deployed generative Al to enhance customer retention by predicting why customers call and matching each caller
with the best-suited agent:

« The system now anticipates the reason for 80% of incoming calls, a capability expected to save about 100,000
customers from churning.

« Inretail stores, Verizon’s Al can personalize any offer as soon as a customer walks in, cutting roughly 7 minutes
off each of the 70 million store visits per year and improving the in-store experience.

2. T-Mobile: Generative Al for Customer Service.

This system uses OpenAl’s latest large language model to analyze millions of customer care transcripts, identify
common pain points, and generate highly personalized support interactions:

» The expected outcome is more proactive service, reduced churn, and improved customer satisfaction.

3. SK Telecom: “A.” Super-App Al Assistant.

An LLM-powered virtual assistant intended as a comprehensive super-app. A. integrates a wide range of services
(music streaming, e-commerce, etc.) into one personalized assistant:

+ Focuses on proactive personalization and everyday problem-solving for users, going beyond simple Q&A.

» Enables interactive conversations and even Al-character “friends” within the app, making the experience more
engaging.

« A.is part of company'’s strategy to drive deeper customer engagement and loyalty by offering an all-in-one
digital lifestyle companion.




Conclusion:
Building the Loyalty Program
of tomorrow—today

So, what's next for your loyalty strategy? It's time to go beyond points and perks because, in telecom, loyalty is
about connection, which keeps your customers coming back. By understanding customer loyalty, designing
effective programs, implementing seamlessly, engaging customers, and measuring performance, telcos can create a
loyalty program that resonates with their customers and dri siness success.

The future of loyalty is here. Are you ready to set your brand apart?
Let’s build the loyalty program of tomorrow—today.

Schedule a consultation with our loyalty experts to get started.




