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Who are we?

Margaret Murphy
A President, Denali

A 20 years experience in B2C and
B2B relationship marketing

A Worked with clients such as:
GE, Bank of America, Office
Depot, AARP, Avis Budget
Group, Wyndham Hotels,
Northwest Airlines, Sprint

Barb Olson

A Vice President, Loyalty
Marketing, Best Buy

A Joined Best Buy® in March 2008

A Personalized, loyalty and
partnership marketing

A More than 10 years at Carlson
Marketing in progressive roles

A Wiken International
A Core Group Marketing
A The Pillsbury Company
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A Who are we?

denall

A 3 years old, with over 100
years of experience

A Complete marketing services
A Account Strategy & Service
A Creative
A Data Management & Analytics
A Systems & Software
A Product Development & Branding

A Forte: Creating loyal customers
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A Began in 1966 as Sound of
Music

A 1,023 stores nationwide
A 155,000 employees

A Family of brands under Best
Buy has $40 billion in annual
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http://www.bestbuyinc.com/assets/_swf/brands.php?swf=speakeasy
http://www.avisions.com/index.aspx
http://www.bestbuyinc.com/assets/_swf/brands.php?swf=pacificSales
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Program overview

A Largest retail loyalty program in North America

A Members earn 1 point for every $1 spent at Best Buy or
BestBuy.com®

A Members receive special offers, exclusive access, services and
private shopping opportunities

A Earn additional points with the Reward Zone® MasterCard® and
program partners

A Reward Zone members shop 2.1x more than non-members
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History of Reward Zone: 2002

APilot launches in 2 states

ADesigned to test the
program concept

AEarn points only with
entertainment purchases
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History of Reward Zone: 2003 - 2005

ANational rollout

A$9.99 enrollment fee
A2003: 3 million members
A2005: 5 million members
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History of Reward Zone: 2006 - 2007

A2006: Program goes free

AMembership grows to 24
million

A2007: Reward Zone
MasterCard® launches as
credit partner
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The challenge

Loyalty objectives

2007 Reward Zone
guestion

2007 Reward Zone
solution

AGrow share of wallet
Alncrease retention
AProvide differentiation

With 24 million members, how can
we provide differentiation?

Launch a tier to provide:
AExclusive product offers
AUnique access opportunities
AValue-added services
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N History of Reward Zone: 2008

AJune 8™ Premier Silver
status launches nationwide

\ rewqrd}“gjgb AFocuses on rewards,
service and access for

et a2/ Reward Zoneds b
members

What was the approach, the thinking, and the result?
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Tiering 101
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Typical tiering business logic

Issue Loyalty industry standard

Qualifying criteria

ASpend or proxy for spend
ADesirable behaviors or compliance
APoints, miles, or other unique currency

Qualifying period

1 year

Benefit Term

1-2 years

Membership size (all tiers)

5-10% of active members

Tiering objectives

AFocus marketing resources on high-value
members

ARetain best customers

Alncrease share of wallet

AGenerate referrals
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" Typical benefits

Communication Private website

Access Room upgrade, concert tickets
Recognition Card, credentials, point of sale prompt
Services Dedicated call center line, free consultations

More points Tier status bonus

Offers Weekend discounts, appointment access
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Best Buy Application
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N Approach

Identify

customer Sleae

marketing
plan

Scope
gualification
criteria

Solve
challenges

wants and
needs
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