REWARDS: MOST THINGS TO MOST MEN
The beauty, too rarely recognised, of rewards programmes is that they are a multi-purpose tool. Conventionally, card issuers deploy them simply to boost overall spend or (and this is a more useful measure) increase share of wallet. Well-managed rewards programmes do a great job in this regard, but their range runs much wider.

The following table sets out ways in which leading issuers today are using rewards programmes to stimulate other forms of profitable behaviour

	Behaviour
	Offer additional points to…
	Benefit for issuer

	Try a new product
	Test drive a new car
	· Supports preferred merchant

· Builds value for customer

	Buy another product
	Take out pet or house insurance
	· Builds cross-sell

· Deepens customer relationships

	Use the card to make regular recurring payments
	Charge Internet provider bills to card
	· Increases spend

· Reduces attrition via increased “stickiness”

	Spend more with selected merchants (chosen to match spend patterns)
	Fly with (for example) American Airlines
	· Increases spend

· Supports preferred merchants

· Together with special offers, builds relevance and value

	Spend more over particular periods
	Double points in the YouNameIt Spring Special
	· Increases spend

· Deepens customer relationships

	Buy “green” goods and services
	Double-glaze your house
	· Broadens spend categories

· Contributes to Corporate Social Responsibility programmes

	Boost enrolment in value-added programmes
	Sign up for Wine Club
	· Increases spend

· Reduces attrition via increased “stickiness”

· Builds sale of higher margin services


What’s more – and it’s a point too often forgotten – rewards programmes work just as well with commercial cards. Certainly, especially with big corporates, care has to be taken to allow the client to decide whether or not employees should be allowed to participate in the programme. But with business cards, aimed at small and medium sized enterprises, where the boss and the owner are often the same person, there’s a good deal of evidence to show that carefully chosen rewards can do a powerful job in acquisition, activation, usage and retention.

What sort of rewards are likely to find favour with small businessmen? Well, in the first place, ways they can save money: discounts at office equipment and services suppliers are an obvious place to start. But don’t forget the human element: entry to golf clubs, access to private lounges at the airport, concierge services, personalised travel arrangements, all make life a little easier and richer for the harassed businessman.

It’s a clear lesson: no matter what the card type or target market, some behaviours are more profitable than others. All that’s needed is to engineer a programme that rewards them.
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