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UGG Rewards: 
Get to Know Your Customers, and Offer
Multiple Opportunities for Engagement
Case Study

Engaging with your customers is difficult if you don’t know 
who they are. Connecting with customers is incrementally 
more challenging if their purchases and brand interactions 
tend to occur only at limited times of the year.
At 400,000+ members strong, the UGG Rewards program 
is successfully addressing both challenges – and 
simultaneously positioning the iconic boot/fashion brand 
for a market increasingly influenced by younger consumers, 
social influence, on-line recommendations and built-in, 
seamless loyalty.
Launched in October 2016, the UGG Rewards loyalty 
program tackles common retail challenges around 
understanding customers and encouraging continuous 
engagement, says Carma Caughlan, Director of Customer 
Engagement and Loyalty for Deckers Brands, which owns 
UGG. 

1. Because UGG products are sold across several chan-
nels – third-party retail stores, on-line and direct-channel 
stores – the brand was previously unable to collect and 
analyze first-party data on all of its customers. Today, the 
program not only enables and simplifies data collection, it 
rewards consumers for providing it. At sign-up, the rewards 
program now captures basic data about customers – name, 
age, location, mobile number, email and optional informa-
tion, such as birth date, to its role and contributions to the 
brand and core growth. Such recognition serves as the 
impetus for more specialized training around loyalty strate-
gy and loyalty operations, from the marketing department 
to the store floor, and more emphasis and rigor around 
loyalty measurement and evaluation. More than a marketing 
division add-on, loyalty is a unique marketing practice and 
science with its own unique contribution to the health of the 
retailer or CPG brand.

2. To spur program interaction beyond UGG’s peak fall/
holiday shopping season, the brand rewards members for 
non-purchase activities. They earn points when they sign 
up, link social media accounts, post on Twitter or Pinterest, 
create or share a wish list, or post an on-line review, for 
example. Offering rewards for brand consideration, social 
sharing and on-line networking is particularly relevant for 
younger customers whose lives revolve around digital and 
social activities, and whose brand preferences influence 
their peers.

3. Continued engagement is built into UGG’s earn-re-
deem cycle, with redemption thresholds as low as 10 points. 
A requirement to redeem rewards within 90 days helps 
ensure continued engagement and transactions beyond 
the peak fall/holiday season into spring and summer. Says 
Caughlan: “To be a true lifestyle brand, you have to be 
meaningful year-round.”

“To be a true lifestyle brand, 
you have to be meaningful 
year-round.” 
Carma Caughlan, Director of Customer Engagement and 
Loyalty for Deckers Brands
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Piloted in October 2015 and launched nationwide a year later, UGG Rewards 
has experienced across-the-board increases in all KPIs for members, including 
average order value, frequency of engagement and sales frequency. Per-member 
revenue exceeds that of non-members, and UGG continues to monitor program 
enrollment, engagement rates, attrition and potential fraud.
Several factors are critical to successful loyalty in today’s complicated and ever-
changing retail market, according to the UGG Rewards team:

Next in the UGG Rewards strategy discussion is the plan to create personalized, 
streamlined experiences based on member data, behavior and preference. 
“How do we use digital technology and what we know about members to create unique experiences that drive business?” 
Caughlan asks. “For example, we think a lot about how we insert ourselves at that moment of truth, the point where a 
customer actively transitions from consideration to purchase. On-line, it’s the cart. In the physical retail world, perhaps 
it’s when a customer launches mobile pay or mobile wallet. Delivering a personalized reward or incentive in that moment 
could help close that sale, and it’s something we’re looking at very aggressively this year.”

• ALIGN the loyalty program strategy to both your business objectives 
and customers’ activities/behaviors, and define success measurements 
accordingly

• LEVERAGE data and act on it
• RELY on reputable, market-tested loyalty vendors that can align data 

with CRM for meaningful analysis, insights and recommendations
• TEST the program fully before launch to fine-tune strategy while 

managing risk

“In this day and age, 
customer information 
is the new currency.  
The more you know 
about the customer, 
the more effective 
your business is going 
to be,” 
-Carma Caughlin 


