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Maturity Assessment

Find your brand’s stage in the loyalty and engagement space
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D I R E C T I O N S

Choose the response that best reflects your organization. While your loyalty 
approach may have elements from more than one column, please select the 
one that best represents where your organization is today. Write that column 
number in the score area. Once you’ve gone through all ten steps, add up 
your scores and divide by 10. Your average score will reflect the relative 
stage of loyalty maturity for your organization.

Where do you 
fall on the Human 
Loyalty Maturity 
Assessment? 

The Human Loyalty Maturity Assessment is a five-stage 
directional scale based on our decades of expertise in 
creating loyalty solutions for brands across many verticals. 

The scale can be used to plot your brand’s level of advancement in loyalty and 
engagement, as well as a guideline for optimizing your loyalty strategy and developing 
your martech stack to support your long-term vison for customer identity and loyalty. 

Ultimately, the five stages aren’t fixed, and a brand can display areas of maturity 
that span across more than one stage. There are far more brands in the world 
operating at stages 1 and 2 than stages 3, 4, or 5. 

This short assessment will help you understand your program’s comparative 
level of maturity against approaches embraced by loyalty leaders today. It will 
help you identify opportunity areas for program investment and enhancements 
as you develop strategic plans for your program and your brand.
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1 2 3 4 5 SCORE

Your program is: A loyalty beta test A core element of marketing 
channel priorities

Central to strategic growth 
priorities for your business

Part of digital or business 
transformation efforts

Engrained in the business, 
leading innovation

Your program 
structure is:

Transactional, solely 
purchase-based

Transactional purchase-
based, plus a few non-
transactional activities

Many non-transactional 
activities with limited 
purchase focus

Engagement-centric, limited 
purchase focus, plus experiential 
and behavioral elements

Customer experience-based: 
brings in the entire experience 
consumers have with your brand

Program members 
earn for:

Purchase
Column 1 + online 
engagement within 
owned channels

Column 2 + online 
engagement within 
social channels

Column 3 + offline 
engagement

Column 4 + engagement 
through external partnerships

Rewards 
offering is:

Online rewards with 
discount or offer focus, 
limited ability to choose

Online rewards and benefits 
with focus on discounts and 
offers, some choice

Online and offline rewards, 
benefits, and services; 
added value not discount 
focus, includes experiential 
rewards and benefits

Online and offline rewards, 
benefits, and services tailored 
to individuals; value not discount 
focus, includes experiential 
rewards and benefits

Online and offline rewards, 
benefits, and services tailored 
to individuals; value not discount 
focus, includes experiential and 
partner rewards and benefits

Engagement 
campaigns include:

No planned engagement 
and promotions campaigns

Static engagement and 
promotions campaigns

Calendarized, rules-based 
campaigns that are integrated 
into media plan

Model-based, personalized 
engagement and 
promotions campaigns

Machine-learned/AI 
orchestrated campaigns, 
with multi-variate testing

Level of 
personalization:

None Based on cookies 
or IP address

Some relevant content 
based on third party data

Some relevant content based 
on first party PII data

Consistent 1:1 content based on 
fully integrated first party PII data

Your program 
is available in: One channel All digital channels Column 2 + offline channels Column 3 + multi-brands (if 

applicable) and customer service
Column 4 + field sales

Your program 
is part of your 
organization’s:

Marketing strategy Column 1 + CRM, data, 
and media strategies

Column 2 + customer 
experience strategy

Column 3 + identity strategy Enterprise strategy

Program 
operations are:

Siloed, limited internal 
integrations

Siloed, CRM and 
IT integrations

Full integration in 
martech stack

Column 3 + mass 
personalization enabled

Column 4 + full integration
in business process

Success is 
measured by:

Short-term ROI (one year), 
product or service based

Longer-term ROI (three 
to five years), product or 
service based

Column 2 + customer 
lifetime value measurement

Column 3 + net promoter 
score measurement

Column 4 + customer value 
reported as asset to shareholders

Sub-Total (add all scores)

YOUR OVERALL SCORE (sub-total divided by 10)

V A L U A B L E E X P E R I E N T I A L P E R S O N A L E M O T I O N A LHuman Loyalty Scale:
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Human Loyalty 
Maturity Assessment 
Scoring
Score a 3.8? You lean toward stage 4 maturity. 
Your score was 2.2? You are closer to stage 2. What 
if you’re at 3.5? Identify the elements of each stage that 
resemble your organization and focus on investing in 
opportunities to bring the lower maturity elements up 
to speed with the higher maturity elements. 

Keep in mind that a lower score could reflect a 
strategic choice your organization made when 
designing the program structure and operations. 
Meaning a low score may not necessarily be a 
negative indicator of loyalty maturity if the choice 
made is resulting in sustained member engagement, 
program differentiation, and a competitive advantage.

R E A D Y  T O  R A I S E  
Y O U R  S C O R E ?
Our Human Loyalty Blueprint delivers brands 
a complete strategy and execution plan to 
create meaningful relationships that motivate 
specific consumer behavior. Contact us at 
marketing@merkleinc.com to set up a 
discovery session today!

STAGE 1: You are in the early stage of loyalty maturity 
in your organization. Your program is transactional in 
nature and likely operates as a stand-alone marketing 
tactic used to identify unknown customers. Use of 
program data to inform marketing initiatives both 
within and outside of the program is limited. 

Focus on adding engagement levers to your 
program structure or layer in promotion overlays 
to spark excitement and provide opportunities for 
non-transactional data collection. Continue to build 
the business case for loyalty to garner future 
investment in the platform.

1.0

2.0

3.0

4.0

5.0

N E X T  S T E PS C O R E

STAGE 4: Your program is increasingly sophisticated, 
and you are delivering scaled customer value. In 
addition, the program is woven into key moments in 
the customer journey. You are using program data 
to deliver tailored experiences and communications. 

Use the behavioral insights you collect to create 
emotion-generating brand experiences that will help 
push your program closer toward loyalty maturity.

STAGE 2: You are building your loyalty footprint 
and your program relies on transactional components 
to drive frequency and engagement. You may be 
testing non-transactional activities and segmentation 
approaches that guide one-to-many personalization 
efforts. The program integrates with your CRM 
and IT platforms and is found in a few channels. 

This phase is ripe to reassess your program 
strategy to ensure alignment to organization 
objectives and to identify opportunities that will 
meet customer needs across channels and within 
more brand moments.

STAGE 3: Your program is focused on building 
engagement and you are likely investing in your 
martech infrastructure to meet your organization’s 
long-term vision for customer identity, data-driven 
personalization, and loyalty. 

This phase is often one where brands re-evaluate 
program approach and value proposition. Consider a 
program refresh or changing/updating your technology 
platform if your engagement metrics are sluggish or if 
you need to differentiate your program from competitors.

STAGE 5: Your program is highly mature and 
integrated into your business strategy. You are 
building loyalty throughout the brand experience 
and using technology to scale and deliver 
customer-centric, individualized moments that 
meet customer needs. Your organization puts a 
value on customer assets in its financial reporting. 

You should focus on continued engagement 
through differentiated customer experiences, 
promotions, and personalization.

S T A G E
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