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Welcome,

Thank you for downloading this Strategy Brief from The Wise
Marketer and Phaedon. We hope you find it helpful and that
It adds value to your business.

Over the past year, we have set about identifying the topics that matter most to business-
people interested in creating value from customer groups—that’s the outcome of what we
refer to as Customer Loyalty. The Strategy Brief series represents a detailed survey and
analysis of each of these topics.

By creating a permanent library of topical books representing industry best practices on
important topics to the industry, you will have a resource that you can refer to on a regular
basis and use as a training tool for your teams.

In each Strategy Brief, we seek out an expert partner to develop perspectives, provide
insights and illustrate these concepts in practice. Phaedon was chosen as our partner in
this edition for their deep expertise in emotional loyalty. What resulted is an exploration of
how integrating UX, CX and EX impacts brands’ ability to cultivate deeper, more resilient
connections with consumers.
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. The road to customer loyalty Is paved with
O S tCI‘l I ] expectations that are constantly changing and
expanding as audiences themselves evolve.
Organizations strive to not just meet but exceed these expectations and win
more wallet-share. The challenge lies in creating compelling loyalty programs

and initiatives that align seamlessly with the broader brand strategy.

O a l l I O l l Traditional loyalty programs focus heavily on transactions, offering points and
rewards as incentives. While these elements are still necessary and valuable,
they only scratch the surface of what drives true connections and creates brand

advocates. Genuine loyalty stems from deeper emotional bonds that go beyond
mere transactions.

®
1 n tC ratC To succeed in a sea of competitors, brands need to think about consumer
) experience holistically—a continuum of experience that encompasses user

experience (UX), customer experience (CX), and employee experience (EX).

Customer-centricity is core to breaking through the noise and achieving higher
levels of engagement. This makes UX, CX, and EX indispensable components of the
l I I loyalty equation. Let’s dive into each of these foundational pillars and highlight how
) integrating them helps brands develop the desired holistic loyalty ecosystem.
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The convergence of UX, CX
and EX in modern brand 1oyalty

The evolution of UX, CX, and EX,
respectively, has seen significant
shifts in focus and integration.
istorically, companies treated
these areas as distinct entities,

each receiving individual attention
due to their stand-alone importance.

From a customer perspective, UX interfaces are
important avenues for brand representation. In its
formative years, the practice of UX initially focused on
the usability of web interfaces. Early efforts centered on
ensuring websites were functional and easy to navigate.
As mobile technology emerged, the emphasis shifted to
mobile optimization, ensuring sites were accessible and
user-friendly on smartphones and tablets.

Today, UX has a significantly expanded scope—going
beyond the functionality of digital properties to encompass
the creation of personalized, engaging experiences

that resonate with customers long after they shut off

their devices. Websites, mobile apps, and other digital
touchpoints must deliver consistency that reflects the
holistic brand while simultaneously meeting customer
needs and supporting everything related to customer

loyalty efforts.

Despite focusing intensely on CX, loyalty marketers
have struggled to effectively implement strategies due
to organizational hurdles and overly operational mindsets.

The dramatic shift towards customer-centricity
revolutionized the way businesses operated, prioritizing
the needs and expectations of the customer. The new
paradigm recognized that meeting customer needs was
essential for survival in a competitive market where new

and improved services were constantly entering the scene.

In an ideal world, CX encompasses every interaction with
a customer, from the purchase or service to the moments
in between that help make the brand a relevant part of a
customer’s daily life and identity. This requires mapping
the customer journey across all potential pathways

to identify pain points and roadblocks for targeted
Improvement strategies.

As channels have grown and evolved, so too has the
complexity of delivering a consistent and engaging
customer experience. Organizations must now consider
countless platforms (existing or emerging), including
websites, mobile apps, social media, and in-store
experiences—ensuring they all work harmoniously to
meet elevated expectations of critical audiences.

EX is often the most neglected aspect
of the loyalty ecosystem. Historically,
employee engagement fell in the realm of
HR. Organizations viewed EX as a measure
of employee satisfaction, productivity, and
other inward-gazing factors.

They invested in creating positive work environments,
understanding that engaged employees were more
productive and contributed to a better workplace culture.
However, they failed to see the value of involving the
employee in elevating the customer experience.
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Organizational and structural barriers

to integrating UX, CX, and EX

Keeping these three pillars siloed and separating loyalty
iINnitiatives from overarching brand strategies leads to
significant problems and inefficiencies.

One critical issue is the creation of disjointed
customer experiences. When brand and loyalty
teams operate in isolation across UX, CX, and EX
efforts, it often results in inconsistent messaging,
conflicting priorities, and fragmented customer
journeys. This lack of cohesion can erode trust and
diminish the emotional connections brands strive to
build with customers.

From a technological standpoint, a lack of integration
across marketing systems can lead to data silos,
making it difficult to gain a holistic view of customer
behavior and preferences. This fragmentation hinders
personalization efforts and limits the ability to deliver
seamless experiences across touchpoints.

This lack of alignment between brand and loyalty
efforts often results in missed opportunities. Brand
initiatives may fail to leverage the rich customer
insights generated by loyalty programs, while loyalty

strategies may not fully align with overall brand
positioning and values. Misalignment can dilute
the impact of marketing efforts and reduce the
effectiveness of customer engagement efforts.

On the other hand, an integrated approach brings
brand and loyalty strategies together to deliver
powerful impact across the business. By aligning
these critical elements, brands can create more
cohesive, emotionally resonant experiences that
drive long-term customer value, brand advocacy,
and wallet share.

However, the path to effectively integrating UX,

CX, and EX within an organization can be fraught
with unexpected challenges that often stem from
deeply ingrained structures. Addressing the following
issues is crucial for brands looking to create a
seamless and cohesive experience that resonates
with customers and employees.
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1. Departmental Silos
and Fragmented Focus

As organizations expand, departments often become
isolated, with independent teams focusing solely on
their specific responsibilities. This leads to inefficiencies
that undermine efforts across the board. For instance,
the marketing department may focus on external brand
messaging, while the technology team concentrates on
user interfaces without considering how these elements
intersect. This fragmentation hinders the integration of UX,
CX, and EX, as each department operates independently,
unaware of how their work impacts other areas and
contributes to the overall customer journey.

Siloed approaches lead to narrow
perspectives. The teams of these
departments are typically concerned
with their core tasks, often losing sight
of broader business objectives.

This fragments the customer experience,
preventing brands from fostering the
deep, emotional connections that drive
true customer loyalty.

2. Unclear Connection Between
Roles and Customer Experience

Another barrier is a lack of clarity around how individual
roles contribute to the end customer experience.
Employees often struggle to see how their work impacts
overarching business goals. This disconnect can lead to
a lack of customer-centric thinking across organizational
levels. Employees may not fully grasp the importance of
their contributions toward customer perceptions of the
brand and cultivating customer loyalty.

3. Overwhelming Pace of Change

A holistic approach across the experience continuum
is often challenged by the rapid pace of change required
to align UX, CX, and EX.

This can be logistically overwhelming, particularly in
larger, more established organizations. The need to
simultaneously adapt multiple processes (sometimes
In tandem) can lead to resistance, especially when
established practices and inflexible mindsets are
barriers to transformation.

Employees may find it difficult to keep up with evolving
expectations, resulting in them being reluctant to
embrace innovative approaches that integrate these
experiences effectively. The pressure to adapt so
quickly can also create stress and burnout.

4. Resource Constraints and Misalighment

Many organizations are facing the challenge of doing more
with less, whether it be financial resources, labor, or time.
This is further complicated when different teams report
through separate structures. For example, consider the UX
team reporting into the technology department, while the
loyalty team reports to marketing. Each group has its own
initiatives and priorities, leading to conflicting objectives
and a lack of coherence in the overall strategy.

5. Cognitive Overload

Cognitive overload is another significant barrier to
integrating UX, CX, and EX —impacting both employees
and customers. As organizations push to do more with
less, employees are often stretched thin, juggling
multiple responsibilities and facing information overload.

This can lead to diminished focus and reduced
effectiveness for the business, but most importantly,
it can create employment dissatisfaction and negatively
Impact the experience employees provide to the end
customer. In our always-on culture, customers are
inundated with information and communication from
various departments. This can lead to confusion and
disengagement. It’s a classic case of “more isn’t always
better.” Effective journey mapping and communication
orchestration are essential to ensure that messaging is
coordinated, concise, and tailored to customer needs—all
without comprising the well-being of employees.

L
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1 | Fostering Loyalty

Planning for success

As previously detailed, organizations
historically siloed the departments
that managed various aspects of the
customer journey.

When it comes to loyalty initiatives, cross-functional
teams may exist with little connection. This fragmented
approach often fails to facilitate a truly customer-centric
strategy that spans the organization, as different teams
may have varying priorities and goals.

In today’s interconnected world, where an overwhelming
majority of customers expect consistent interactions across

all channels, disjointed experiences are a significant liability.
When teams fail to collaborate, this leaves customers feeling
as though they aren’t interacting with a single, cohesive brand.

While some organizations are beginning to recognize
the need for change, there is still a considerable way
to go to achieve full integration.

Here we highlight some key concepts to consider —

The Wise Marketer 2025
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1. Becoming a Customer-First Organization

Transforming your organization to obsessively focus on
the customer requires aligning company-wide values,
structures, operations, technology, and culture.

Best practices to help brands
include the following:

 Be data-informed and customer-led. Don’t guess
which experiences might make your customers actively
participate—ask them. And ensure you are leveraging
the loyalty data you have to act on insights that inform
personalization and relevancy.

* Focus on what your customers want and need.
Design your products, services, operations, and
loyalty and CRM efforts around your customers’
wants and needs.

 Benchmark KPIs and adjust appropriately.
Use key metrics such as Net Promoter Score,
Customer Lifetime Value, and Churn Rate to
determine if organizational changes make an impact.

* Be realistic about timing and expectations.
Progress comes from planning. Create a roadmap
with key objectives, activities, and milestones to
help guide cross-functional initiatives to achieve
strategic goals.

 Keep customer experience at your core.
Instill a culture that supports a positive customer
experience and be quick to make it right when
something goes wrong.

2. Understanding Key Drivers
of Emotional Loyalty

In our report “Humanizing Loyalty: A Road Map to
Establishing Genuine Emotional Loyalty at Scale,”
six drivers emerged as essential to cultivating deep
emotional bonds with consumers: Trust, Reliability,
Appreciation, Investment, Empathy, and Shared Values.
Each team member must understand how their specific
role impacts these drivers.

For example, a UX designher needs to know how their
work on digital interfaces builds trust and reliability

by providing intuitive and dependable experiences; a
hotel concierge must understand how the service they
provide can demonstrate empathy with personalized
recommendations; and a retail marketer may launch a
campaign empowering customers to show appreciation
by recognizing and rewarding store associates.

3. Applying Emotional
Loyalty Across Roles

Building trust and demonstrating empathy is not limited
to customer-facing roles. Every function within the
organization—marketing, operations, HR, and beyond—
must consider how their actions align towards cultivating
emotional loyalty.

HR initiatives that improve EX can directly impact
CX by fostering a more motivated, informed, and
customer-focused workforce creating employees

that are true advocates for the brand.

4. Achieving Organizational Alighment

Organizational alignment is critical to delivering seamless
experiences. This requires creating a common language
and framework that all teams can understand and use.

For example, regular cross-functional workshops and
shared performance metrics can help ensure that everyone
Is working towards the same goals. A common language,
like leveraging emotional loyalty drivers, helps to ingrain a
customer-centric mindset into the organizational culture.
This facilitates better communication and collaboration
and leads to more cohesive and integrated efforts.

5. Understanding Financial and
Operational Benefits

Integrating UX, CX, and EX not only enhances the
customer experience but also brings significant financial
and operational benefits. Streamlining efforts across
departments leads to greater efficiencies and more
impactful outcomes.

When teams work together towards
shared objectives, they use resources
more effectively, reducing redundancies
and optimizing efforts.

Improved EX also contributes to higher employee retention
and enhanced customer experiences which, in turn,

lead to increased customer retention and lifetime value.
The resulting positive financial impacts can help build a
business case for greater investment in these areas.
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6. Collaborating for
Greater Impact

A unified approach ensures that all initiatives
are properly focused and tuned to what
customers want and need. For example,

a loyalty program designed with input from
both UX and CX teams will be more effective
in engaging customers and fostering loyalty.
Similarly, employee training programs
developed in collaboration with CX experts
can better prepare employees to deliver
exceptional service, enhancing both EX

and CX.

7. Listening to the Voice of the
Customer AND Employee

Leaning into Voice of the Customer (VoC) and
Voice of the Employee (VoE) feedback ensures
that both customer and employee perspectives
have influence over organizational direction.
Though VoC is widely used as an impetus for
change, VoE is often overlooked. This is a big
mistake that leaves opportunity on the table,
particularly for frontline employees who have
direct customer interaction. When employees
are able to bring forward insights and ideas
and understand the importance of their

role in driving organizational success, their
engagement significantly increases, and

they deliver better customer experiences.

Our past research highlights that while

things like charitable giving and community
support are important, how a company treats
its employees is equally critical. Customers
want to be proud of where they spend their
money and expect organizations to respect
their employees, pay them fairly, and value
them as human beings. It seems obvious, but
companies often overlook this basic principle.

When brands genuinely
prioritize their employees’
well-being, the ripple effect on
customer loyalty is profound.

8. Making Your Brand Part
of a Customer’s Identity

As emotional loyalty strengthens, there is

a natural integration of the brand into the
customer’s identity. This is a crucial human
component that employees can influence. We
recommend intentionally building emotional
loyalty with both employees and customers to
create a cohesive and connected foundation
for organizational success.
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Integration:

Creating a unified
brand 'oumcy

We've provided background and context on how UX,
CX, and EX have been historically treated as separate
entities, some barriers to integrating them, and why
it iIs Important for brands to break these silos and
foster an integrated approach.

Whether it requires a seismic shift of corporate culture or thoughtful refinements in
how departments collaborate, alighing these critical elements is key. Organizations
that utilize the right tactics and succeed in this endeavor can overcome the hurdles
and create connected brand experiences that deeply resonate and drive long-term
loyalty and advocacy as expectations continue to rise.

To truly harness the power of emotional loyalty, brands must strategically leverage
their loyalty data and invest in insights to drive holistic experiences. Take what

you know about a customer within the context of a loyalty program and use those
insights to transform their entire experience with your brand—go beyond rewarding
points, to authentically incorporate individual preferences, needs, and aspirations.
Demonstrate empathy by analyzing customer behavior patterns to anticipate needs
and deliver personalized offers. Build trust through transparency about data usage
and consistently delivering on promises.

But don’t stop there. democratize data across the organization so it is easily
accessible to frontline employees delivering on experiences. This provides employees
with the information they need to do their jobs efficiently and deliver elevated
experiences that are personalized to meet customers’ wants and needs. They will

be better equipped to understand customer needs and motivations and respond
proactively to reduce friction. In turn, the customer will benefit from a

more relevant, intentional overall brand experience.

The Wise Marketer 2025



c
)
)

©

| .

o)

)
=
L=

>

o

Q
=

©

b -
=
7

@\

The power of journey mapping

At the heart of effective integration lies journey

mapping, a strategic tool that allows brands to visualize

and align the touchpoints across UX, CX, and EX.

Journey mapping provides evidence-based insights into how customers think, feel,
and act throughout their experience with a brand. By mapping pathways and channels,
brands can identify intersectional opportunities to create meaningful connections.

This holistic approach includes the following:

Customer Touchpoints Across
All Channels. Understanding how
customers interact with the brand at

every stage and across various channels,

whether in-store, online, or through a
mobile app.

Employee Roles and Interactions.
Recognizing how employee actions
influence customer perceptions

at each touchpoint and how the
employee experience impacts the
overall customer journey.

Digital Interfaces and User
Experiences. Ensuring that digital
touchpoints are not only functional but
also intuitive and seamlessly integrated
into the broader customer experience.

e Emotional Highs and Lows.
ldentifying moments of delight or
frustration within the journey that
significantly impact customer loyalty
and uncover opportunity areas.

e Data-Driven Insights. Leveraging
data to personalize experiences and

engage customers on a deeper level.

By interpreting these elements within a
unified framework, brands can pinpoint
gaps, pain points, and opportunities for
optimization that collectively shape the
overall customer experience.

This approach squarely addresses
the challenges discussed earlier by
breaking down silos and fostering a
more interconnected strategy.

The Wise Marketer 2025
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Transforming
insights INtO action

The insights gained tfrom journey
mapping aren’t effective unless
transtormed into actionable
strategies that have a lasting iImpact.

To make sound, data-driven decisions,
six steps can guide loyalty professionals
from knowledge to goal attainment —

The Wise Marketer 2025




1. Personalize Communication Strategies. Use
data to craft relevant and personalized messages
that resonate with customers on an emotional
level, while reinforcing the brand’s values.

2. Refine Digital Interfaces. Ensure that digital
channels support both customer needs and
employee workflows effectively, making it easier
for everyone to engage with the brand.

3.Develop Bite-Size Training. Provide employees
with quick, accessible training modules that
enhance their ability to deliver top-notch customer
experiences, especially at critical touchpoints.

4. Create Employee Support Programs.
Invest in programs that advance employees’
careers, provide recognition, and foster a strong
connection to the brand’s mission and values.

Engaged employees who
feel connected to the brand are
more likely to provide personalized
experiences and advocate on its
behalf, which in turn strengthens
customer loyalty.

5. Establish a Common Language around
Emotional Loyalty. Help employees understand
their pivotal role in the customer experience and
empower them to cultivate loyalty by acting as
brand advocates.

6. Establish Feedback Loops. Continuously gather
feedback from both customers and employees to
refine and adapt experiences, ensuring they deliver
on needs and expectations.

Aligning experiences through journey mapping is
essential for fostering emotional connections. For
example, consistent messaging and branding across
all touchpoints helps build trust, while reducing
friction across digital and human interactions
demonstrates reliability.

The Wise Marketer 2025
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Zero-party dara

In today’s data-driven landscape,
companies increasingly recognize
the iImportance of customer data
to drive personalized experiences
and build lasting relationships.

One strategy gaining traction is the collection of zero-party data, which refers
to information that customers willingly share directly with brands. Garnering
this data and leveraging it effectively can have a significant impact on a
brand’s ability to build deeper emotional loyalty and engagement.

Leaning into a zero-party data strategy offers your brand unparalleled
opportunities to understand and connect with customers on a more human
level. This begins with the crucial first step of defining the most important
data point to collect from customers, supported by a clear business case
and potential benefits. Once that is established, the process of progressive
profiling begins as the brand gradually gathers more zero-party data over
time, creating a comprehensive customer profile for enhanced marketing
and engagement efforts.

Rich and accurate customer insights can be leveraged within a formalized
loyalty program and beyond for more personalized campaigns, optimized
marketing strategies, and deeper, more resilient customer relationships.
This gives brands a competitive-edge in a dynamic marketplace.

The Wise Marketer 2025
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Artificial Intelligence

A game changer that enables
brands to deliver personalized
experiences that resonate with
iIndividual customers.

Al allows brands to understand and respond to customer
needs with unprecedented accuracy and speed. By leveraging
this technology thoughtfully and ethically, brands can create
lasting emotional connections that drive both customer loyalty
and positive business outcomes.

Investing in Al and machine learning-based segmentation

can improve the speed and relevancy of personalization,
elevating the customer experience. Prioritizing clean, accurate
data and marketing automation can also enable timely,
targeted communications, a key component of any brand’s
personalization strategy.

When brands leverage data to deliver
personalized, relevant experiences,
a reciprocal relationship develops.

The Wise Marketer 2025
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Three areas where Al can significantly
impact a brand’s approach to loyalty
include the following:

1. Advanced sentiment analysis

Brands that use sentiment analysis
powered by Al forge stronger connections
with their customers by understanding
their emotions and experiences.

For example, a major airline may implement an Al system
to analyze customer feedback across various channels.

The program understands context, tone, and even subtle
expressions of emotion. When a passenger tweets about
a delayed flight, the Al can distinguish between genuine
frustration and mild inconvenience, allowing the airline to
respond appropriately and personally.
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2. Hyper-personalized content creation

Al changes the way businesses
communicate with their customers.

Companies can now curate highly personalized content
that resonates with each individual customer, fostering a
sense of trust, reliability, and shared values.

For example, a clothing retailer that uses Al to create
personalized email campaigns can send each customer
an email that feels like it was written just for them.

The Al might generate customized product
recommendations based on past purchases and style
preferences; personalized style advice tailored to the
customer’s body type, color preferences, and lifestyle;
compelling storytelling that relates to the customer’s
interests or recent life events; or tailored content that
aligns with the customer’s values, like sustainability or
ethical manufacturing.

--------

3. Dynamic decision-making

Al is a powerful tool for dynamic
decision-making across various
aspects of customer communications.

Rather than relying on broad, segmented campaigns,
Al can revolutionize the selection of individual offers—
analyzing real-time customer data to choose the most
relevant offer from a pool of options. Harnessing this
technology helps brands make near real-time decisions
that feel thoughtful and tailored, driving stronger
customer relationships and loyalty.

For example, a retail brand might have a range of
promotions available—percentage discounts, free
shipping, bonus loyalty points, etc.

The Al system can swiftly evaluate factors like the
customer’s purchase history, browsing behavior,
and current cart contents to highlight the offer
most likely to resonate and drive conversion.

The Wise Marketer 2025
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Brands that are

on the right path

As we've discussed, emotional loyalty is
a unitying force that amplities results and

positively impacts the entire organization.

On the employee side, loyal and happy employees are easier to retain,
which means the company spends less money on hiring and training
new team members. Well trained, engaged employees deliver better
customer experiences, which leads to higher customer satisfaction,
retention, and advocacy. Both customers and employees benefit from
an intentional approach to the user experience that delivers intuitive,
seamless experiences via preferred channels. Here are

some examples of brands that are making great strides:

“Catch Us Giving” is a customer service recognition program
developed exclusively for St. Louis Lambert International Airport
(STL) and its facility partners. The program encourages the public
(customers/passengers) to “catch” airport employees giving great
customer service and nominate them for awards. For convenience
and flexibility, customers can nominate employees by scanning a QR
code, going to flySTL.com, or completing a handwritten form. STL
believes that when it comes to serving its customers, it is important to
provide a warm and welcoming experience for those who are traveling
through the airport. STL recognizes the critical role of employees in
the customer experience and their ability to enhance STL's reputation
through kind, friendly, and helpful interactions.

The Wise Marketer 2025
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Apple’s unwavering dedication to Its founding
father, Steve Jobs’ mission to create “insanely

great” customer experiences Is evident still today:.

At the heart of A pproach customers warmly,
their approach i1s the P robe to understand needs,

P resent solutions,
A-P-P-L-E methf)d L isten attentively, and
Of customer service E nd with a fond farewell.

This commitment to exceptional support extends
beyond their products to every interaction with the brand.

To ensure that level of customer experience, Apple invests heavily in
their employees, providing comprehensive training on this customer-
centric approach and fostering a culture of innovation with a training
strategy that revolves around two key apps: Hello and Loop.

Hello is a daily briefing platform that aligns employees with company
updates, and Loop is an internal social network that facilitates peer-to-
peer learning through video sharing. Together, they collectively foster a
well-informed and interconnected workforce ready to deliver superior
customer experiences.

The user experience is equally prioritized, with Apple’s sighature sleek
product design and seamless integration across various devices and
systems setting the standard for intuitive technology. By harmonizing
these three facets—customer, employee, and user experiences—Apple
creates a holistic brand experience that not only meets but exceeds
expectations, fostering unparalleled customer loyalty and solidifying their
position as a leader in both technology and customer satisfaction.

In-N-Out Burger continues to shine as a standout
IN the fast-tood industry, known for its exceptional
employee care and customer-centric approach.

The company’s commitment to its workforce is evident in its recent recognition, securing
the No. 6 spot on Glassdoor’s 2024 ‘Best Places to Work’ list for large, US-based
companies. This impressive ranking is a testament to the positive experiences shared

by employees, who consistently praise the chain for its competitive pay, comprehensive
benefits, and workplace flexibility. The family-owned business cultivates a supportive
work environment by offering robust benefits and competitive pay, even to part-time
staff, including paid vacations, flexible schedules, and a free meal during every shift.

In-N-Out’s dedication to quality remains unwavering, as demonstrated by its streamlined
menu that emphasizes fresh ingredients. The chain’s commitment to simplicity, combined
with an air of exclusivity and a secret menu, prioritizes the customer experience and has
fostered one of the most loyal customer bases in the industry.

In-N-Out has gone beyond the in-person customer experience and embraced technology
with the introduction of the Secret Menu for In-N-Out Burger app. The app serves up

a unique user experience with the inclusion of a comprehensive database of In-N-Out’s
secret menu items that provides enthusiasts with detailed descriptions and ingredient
lists for each hidden gem. These menu items are regularly updated, ensuring that
customers always have access to the latest culinary creations, and adding an element of
excitement and discovery to dining at In-N-Out.

This multi-faceted approach creates a positive cycle
of engaged employees and innovative digital experiences
that keep customers coming back for more.
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Loyalty 1S an outcome in action

Customer-facing employees are the
ambassadors of your brand and are critical to
delivering a differentiated guest experience.

A global hospitality company, in partnership
with Phaedon, took an innovative approach
when reimagining its employee engagement
program specifically designed to support

its customer loyalty efforts. The goal of the
redesign was to empower loyalty experts in its
hotels and customer care center to educate,
influence, and engage fellow team members—
Increasing emotional loyalty to the brand and
delivering on the brand standards before,
during, and after every stay.

Leaning into emotional loyalty was integral to
the employee engagement program redesign—
helping to build stronger connections between
the global hospitality company and its team
members and elevating the experience

for guests. Phaedon helped the company
strategically embed emotional loyalty drivers
into their overall framework by focusing on

key areas, including top-down support and
advocacy, professional growth and recognition,
training and resources, and technology and
technical support.

Phaedon helped the company thoughtfully
redesign and scale its employee program

to boost engagement and standardize best
practices to maintain consistency across the

globe, while accommodating regional nuances.

The revamped program emphasizes increasing
participation through systematic delivery and
effective communication.

Leveraging technology, bite-sized training modules
are deployed to enhance the user experience for
employees and keep them informed and engaged.

%
L

The Wise Marketer 2025




3 | Model Optimization

ItIs un
technological a
consumer behaviors, evolvi
expectations, and other emerging fa
are constantly reshaping the market.

Brands can no longer rely on siloed approaches to UX, CX, and EX in the
face of these dynamic market conditions. The future belongs to those
who can adapt swiftly and seamlessly to changes, creating cohesive
experiences that resonate on a deeper, more emotional level and evolve
along with customers. We've summarized some important insights from
this eBook to apply to your business and help future-proof your brand.
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Key takcaways for integrating UX, CX, and EX to elevate customer loyalty

Integrating UX, CX, and EX helps brands build stronger relationships and adapt to changing customer needs,
turning challenges into opportunities. By alighing these areas, brands become more resilient to market changes
and can grow despite obstacles, staying flexible and competitive in an ever-changing business landscape.

1.

Holistic Experience Integration and
Customer-Centric Transformation

Create a seamless integration of user experience
(UX), customer experience (CX), and employee
experience (EX) to foster true customer loyalty.This
approach involves breaking down organizational
silos, encouraging cross-functional collaboration, and
aligning company-wide values, structures, operations,
and culture to focus obsessively on customer needs,
expectations, and outcomes. The result is a cohesive
brand experience that creates deeper emotional
bonds that go beyond transactions.

Emotional Loyalty Drivers
and Journey Mapping

Leverage the six key drivers of emotional loyalty:
Trust, Reliability, Appreciation, Investment, Empathy,
and Shared Values. Utilize comprehensive journey
mapping to visualize and align touchpoints across
UX, CX, and EX, ensuring these emotional drivers are
reflected consistently. This approach helps identify
opportunities for creating meaningful connections
and optimizing the overall brand experience.

3.

Advanced Personalization
and Zero-Party Data Strategy

Harness loyalty program data and implement a zero-
party data collection strategy to gather valuable
insights and personalize experiences across the
entire brand journey. Democratize this data across
the organization to empower employees in delivering
elevated, tailored interactions that strengthen
emotional connections with customers.

Employee Engagement
and Continuous Feedback

Recognize the critical role of employees in delivering
exceptional customer experiences that foster loyalty.
Invest in training and support programs and create
a shared language around emotional loyalty to help
turn employees into brand advocates. Establish
ongoing feedback mechanisms for both customers
and employees, using these insights to refine and
adapt experiences to ensure they consistently meet
evolving needs and expectations.

5.

Leveraging Technology
and Measuring Impact

Utilize Al and machine learning for advanced
sentiment analysis, hyper-personalized content
creation, and dynamic decision-making. Implement
these tools responsibly to enable more accurate,
timely, and relevant customer interactions.

Recognize that integrating UX, CX, and EX not only
enhances customer loyalty but also brings significant
efficiencies and financial benefits, including employee
retention and increased customer lifetime value.

Brand Identity Integration

Integrate your brand into customers’ identities
through consistent, emotionally resonant
experiences across all touchpoints.

Align the entire customer journey with your
brand’s values and promise to create deep,
lasting connections.
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About
PHAEDON

By sparking participation,
cultivating loyalty, and
empowering transformation,

we revolutionize how companies
engage with their audiences.

Previously the commercial marketing group

of ICF under the brand name ICF Next, we are
now an independent company, Phaedon. Our
name may be new but we're not new to what we
do. Our end-to-end loyalty solutions, including
our award-winning Tally™ technology platform,
and our market-leading strategy and analytics
services underpin many of the largest and most
beloved loyalty programs and initiatives across
the globe.

We elevate loyalty beyond mere points

and programs—fostering deeper emotional
connections, increasing acquisition and
retention, and creating fierce brand advocates.

Learn more at wearephaedon.com
and follow us on LinkedlIn for our
latest insights.

Industry-leading Loyalty &
CRM Strategy, Experience
Design, and Research

Phaedon’s comprehensive strategy services
focus on loyalty as an outcome—going
beyond the basics of points and programs to
cultivate deeper, more emotional customer-
brand relationships to future-proof your
business. Powered by data and grounded

in empathy, we develop strategies for
personalized, omnichannel communications
and experiences across the customer journey
and loyalty lifecycle.

Our well-tested and rigorous IDEA Method
leverages deep expertise in both strategy
and analytics to shape thoughtful loyalty
program designs and elevate the member
experience. By leveraging proprietary
research, including our foundational study
Humanizing Loyalty: A road map

to establishing genuine emotional
loyalty at scale, we help brands uncover
deep insights into customer behavior,
mindsets, and motivations to transform
customer-brand relationships.

Our cross-functional team of experts
ensures that your loyalty, CRM, and
experience strategies and initiatives
align with broader business objectives
and deliver measurable outcomes.

Ready to create meaningful connections
with your customers and employees that
drive long-term brand advocacy? Let’s talk.

Advanced, leading Saa$S
loyalty platform, Tally™

Evolving customer expectations require
loyalty technology that drives relevant and
personalized experiences. Tally delivers.
Phaedon’s cutting-edge loyalty technology
platform, Tally, is trusted by dozens of world-
renowned brands to create meaningful
connections with customers that drive long-
term engagement.

This powerful SaaS solution, built on

years of industry expertise, goes beyond
traditional points-based programs, focusing
on building both emotional and behavioral
loyalty through unforgettable experiences.
Its flexible architecture ensures scalability,
speed to market, and the ability to
accommodate programs of various sizes—
from brand new initiatives to those with
hundreds of millions of members. With
robust tools for personalization, real-time
data processing, and seamless integration
capabilities, Tally empowers brands to craft
personalized, engaging loyalty initiatives.

The platform’s unparalleled customer care
portal enables customer-facing teams to
deliver elevated experiences that foster
deeper emotional connections and enhance
overall program effectiveness. With Tally,
brands can create and manage programs
that drive customer retention and lifetime
value in ways that transcend traditional,
transactional loyalty mechanics.

Schedule a demo today.

Al-Powered customer
insights solution, Clary

Revolutionizing the way brands understand
and engage with their customers takes

the right tools and expertise. Meet Clary,
our Al-powered suite of customer insights
accelerators. By analyzing vast amounts of
data from multiple sources, Clary is able to
rapidly uncover valuable patterns, trends,
and actionable insights into customer
preferences, behaviors, and loyalty drivers.

The tool's advanced machine learning
algorithms can predict customer churn,
identify high-value segments, and
recommend personalized engagement
strategies, all without requiring extensive
data science intervention and investment.

We harness the latest generative
Al functionality to deliver superior
results, accelerate impact, and
drive rapid innovation.

Leveraging these capabilities empowers
more informed decisions, the creation of
highly targeted campaigns, and the ability
to continuously refine loyalty strategies

to maximize effectiveness and optimize
program designs, driving strategic growth
with efficiency and speed.
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