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KPM Brand Growth Webinar
Winning with Loyalty & Promotions: Driving Trial and Retention



Learning Objective
Learn how to leverage promotion & incentive solutions to drive trial, 

increase repeat purchases, and build long-term customer value.

K P M  F U N D A M E N T A L S
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Your Training Team

M E E T  T H E  T E A M

S T E V E N  M AV R O L A S

Client Partnerships

C H A R L OT T E  M O CK

Solutions Education

B R I A N N A  A R N O LD

Strategy & Activation

C ATH E R I N E  H O F E R E R

Client Success
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B R O O K E  M C L AU GH L I N

Strategy & Activation
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H AV E  Q U E S T I O N S ?

Please use the Q&A function 

to submit questions 

throughout this session.

F O L L O W - U P S

This session is being recorded. 

The recording and 

presentation will be uploaded 

to the Prism & Kroger Ad 

Platform Learning Center 

following the conclusion of this 

session.

D ATA  P R I VA C Y

All data demonstrated in 

systems is masked and not 

reflective of true campaign 

performance.

F E E D B A C K

Please fill out the two-minute 

survey at the end of this 

training. This ensures we do an 

even better job on our future 

trainings!

WA N T  T O  L E A R N  M O R E ?

Please visit the Prism Learning 

Center.

Housekeeping

K P M  B R A N D  G R O W T H  W E B I N A R
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https://prism.8451.com/activation/help/
https://prism.8451.com/activation/help/


Setting the Stage

Using Incentives to Drive Brand Growth

Incentive Solutions at KPM

Best Practices & Next Steps

TODAY’S AGENDA
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SETTING THE STAGE

1
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VALUE DRIVES EVERY 
PURCHASE.

Sources: U.S. Bureau of Labor Statistics, Federal Reserve Bank of 
New York, Federal Reserve Bank of St. Louis, Axio, University of 
Michigan Survey of Consumers, Economic Policy Uncertainty, 
Circana Research



1 in Every 2 U.S. Households are 
Kroger Shoppers

62+ MM Households shopping 2,700 locations in 35 States
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Kroger’s loyalty 
program captures 95% 
of sales resulting in 
robust data for insights, 
audiences, activation 
and measurement.

INCENTIVES PROGRAM

Engaged shoppers sign up for 

and participate in value 

exchange incentives program

SAVINGS & REWARDS

Shoppers earn coupons,  fuel 

points and personalized offers 

for participating
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Economic Pressure is Real for Kroger Shoppers, and Incentives 
Continue to be a Value Lifeline

56%

of surveyed Kroger shoppers are 

looking for coupons, deals, or sales 

more often.

53%

of surveyed Kroger shoppers are 

highly concerned about 

inflation/consumer prices.

43%

of surveyed Kroger shoppers note 

grocery prices are driving their 

current financial comfort.

Source: 84.51° Consumer Research

B R A N D  G R O W T H  W E B I N A R
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Myth-Busting with SLED

B R A N D  G R O W T H  W E B I N A R

MYTH

Incentives only drive deal-seekers and 

margin loss.

FACT

Incentives drive sustained, incremental 

growth over time.
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RETENTION DRIVES 
PROFITABLITY.

Brands that improve customer retention by just 

5% can increase profits by 25–95%.
— Bain & Company
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Incentives Drive Sustained, Compounding Growth
Our data proves the more customers engage, the more incremental value your brand earns over time.

B R A N D  G R O W T H  W E B I N A R

M O R E  E N G A G E M E N T  =  M O R E  V A L U E

Susta ined  Growth.  
Me asurable  Re su lts .

Well-targeted L&I drive incremental trail, 

repeat, basket expansion and HH growth 

over time.

6.14%
Average total sales uplift 

per brand in FY24

Source: 84.51° Case Study: Measuring the Long-Term Value of BCC Offers
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Our Incentives Programs 
continue to drive value 
to Kroger, 
Customers, and Suppliers 

FOR CUSTOMERS

• Customers LOVE personalized offers

• 2.1 Billion personalized offers served each year

• Over $2.5 Billion in total savings delivered 

Incentives produce a strong ROI for CPGs:

• BCC: 18x ROAS 

• Targeted Digital Coupons: 10x ROAS & +30% sales uplift

FOR CPGS

FOR KROGER

• Personalized Incentives are a unique differentiator

• $700MM+ in incremental sales each year

• BCC program drives over 5.9MM incremental trips



Turning Trial Into Loyalty
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Loyalty and advocacy are built through 
continued shopper engagement over 

time.

Loyalty is built over time - 
incentives help convert 

shoppers into loyal buyers.

B R A N D  G R O W T H  W E B I N A R



Incentives are the 
foundation of growth.

Loyal HHs are the engine that drive your brand forward 

— they spend more, more consistently, more widely, 

and more frequently than non-loyals.  On average, a 

loyal Kroger HH is 10x as valuable as a non-loyal.  

Investing in these customers lays the foundation for 

continued brand performance and growth.

W H Y  R E W A R D ?

BCC Households spend 6x more $$
Contacted vs non contacted households

BCC Households shop 3x more categories
Contacted vs non contacted households

BCC Households visit 5x more often
Contacted vs non contacted households
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INCENTIVES

2
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Incentives Activations
Incentive activations use targeted offers and 

brand-funded promotions to acquire new 

shoppers, re-engage lapsed buyers, and drive 

product tr ial  and adoption.

I N C E N T I V E S
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Core Incentive Capabilities at KPM

T A C T I C S

TA R G E T E D  D I G I TA L  C O U P O N S  ( T D C )

Customize Audiences and Quick Turn

A D D I T I O N A L  T A C T I C S

E M O D
S I N G L E  S U B JE C T  E M A I L  

( S S E )
P U S H

Drive High Engagement and 
Conversion

Boost Digital Offers Drive Growth

• Personalized 1:1 shopper 
messaging

• High engagement and open rates
• Strong for conversion + trial
• Includes integrated TDC offer

• Real-time mobile offer 
reminders

• Re-engage shoppers before 
purchase

• Effective for driving conversion
• Delivered directly through 

Kroger app

• Branded content within Kroger 
email

• High-visibility shopper 
engagement

• Amplifies onsite + promotional 
messaging

• Designed to drive awareness 
and action

Fast 3-week launch timeline
Minimum 200K circulation



Targeted Digital Coupons 
(TDCs) Deliver 
Personalized Value to 
Key Audiences with 
Kroger 1st Party Data

TDCs are customizable, ensuring value reaches the customers 

you need to meet your brand’s objectives, while also 

protecting base pricing.

TDCs are labeled as “Savings For You” across Kroger’s digital 

platforms, ensuring TDCs are easily accessible to customers 

and prominently featured for your brand.
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TDC campaigns can be fully 

customized with first-party 

data targeting options to meet 

your business objectives.

TA RG ET I N G

TDCs can be activated in as 

little as 3-weeks. Best in class 

TDC campaigns run for 3-4 

weeks, with a 2-week post 

period redemption window. 

T IM E LI N E
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How Your Brand Reaches the Right Shoppers with TDCs
Contact your KPM Client Success & Partnerships representative for additional information.

B R A N D  G R O W T H  W E B I N A R

TDC universe starts with 

9.9MM Kroger households 

who have engaged with 

digital coupons in the last 8-

weeks.

AU D IE N C E

TDCs are ranked within Kroger 

digital wallets to ensure the 

most relevant coupons surface 

for shoppers, with industry-

leading performance 

measurement, like PV360.

8 4 . 5 1 °  S C I EN C E

Pair TDCs with Onsite Media, 

Push Notifications, Email 

Modules, or Single Subject 

Emails to drive Evaluation / 

Decision / Purchase in the 

marketing funnel.

AM P L IF IC AT I ON
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Myth-Busting with SLED

B R A N D  G R O W T H  W E B I N A R

MYTH

Incentives are just a short-term tactic.

FACT

Incentives can drive acquisition, repeat 

purchase, and long-term loyalty.
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To combat high prices, 
70% of Kroger 
customers look for sales 
/ deals / coupons3

92% of Kroger 
shoppers use 
coupons4

48% of Kroger 
customers use Digital 
and Paper Coupons4

1 Inmar 2023 Mid-Year Promotions & Incentives 
Trends Analysis Recap
2 2024 Inmar Promotion Industry Analysis

3 84.51° Real Time Insights Survey, January 2025
4 84.51° Real Time Insights Survey, September 2023 
  Sample sourced from consumers who shopped at Kroger in latest 3 months. n=400  

82% of Shoppers said 
availability of digital 
coupons had an 
influence on choice of 
retailer1

Industry Redemption 
Volume is up 10% this 
year after 4 straight years 
of decline2

Why do Incentives matter?
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Incentives Built for Every Stage of Loyalty

I N C E N T I V E S

From acquisition to retention, personalized offers help brands drive stronger shopper relationships.



BEST CUSTOMER COMMUNICATION

3
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Best Customer Communications 
Activations
Loyalty activations use personalized offers and 

rewards to strengthen shopper loyalty, increase 

purchase frequency, and grow category sales.

I N C E N T I V E S
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Core BCC Capabilities at KPM

T A C T I C S

L OYA L  C U S TO M E R  M A I L E R  ( L C M ) M Y  M A G A Z I N E  ( M Y M AG )

Reward and Retain Retain and Acquire

• Monthly loyalty-focused mailer 
• Retain and reward current buyers 
• Targets high-value A/B households 
• 1-month redemption window 
• Minimum 10K circulation 

• Premium full-format magazine 
experience 

• Retain existing + acquire new 
buyers 

• Reaches category-engaged 
households 

• 10-week redemption window 
• Minimum 50K circulation 
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Myth-Busting with SLED

B R A N D  G R O W T H  W E B I N A R

MYTH

Growth only comes from acquiring new 

shoppers.

FACT

Loyal shoppers drive stronger long-term 

growth.
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%  O F  C U S T O M E R S %  O F  S P E N D

L O Y A L T Y  A T  K R O G E R

Kroger's loyal customers account for over half of the spend

LOYAL

Most engaged, most valuable

O P P OR T U N IT Y

Engaged, room to grow

N O N - LOYAL

Less engaged, inconsistent

N E W  H H s

New to Kroger,
Building awareness

Highest spend

LOYAL

O P P OR T U N IT Y

N O N - LOYAL

N E W  H H s

Strong spend

Moderate spend

Lower spend

Loyal shoppers represent fewer households 
but higher spend.

Source: 2025 84.51˚ Stratum 
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Why does Loyalty Matter?
Loyal households are disproportionately valuable to brands.
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BEST PRACTICES

4
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Best Practices

B R A N D  G R O W T H  W E B I N A R

Frequency is Key in Retaining Loyal HHs
Keep customers coming back with BCC vehicles. 01

Amplify Promotions with Onsite, Offsite, + In-Store Media
Expand your audience and drive new household engagement.02

Line Up National + KPM Targeted Offers
Running a national promotion? Pair with KPM targeted offer for 
boosted performance.

03
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Building Loyal Households Through the Power of Media + Incentives
Media drives awareness. Incentives drives trial + conversion. Loyalty drives lifetime value.

B R A N D  G R O W T H  W E B I N A R
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B R A N D  G R O W T H  W E B I N A R

Building Loyal Households Through the Power of Media + Incentives
Media drives awareness. Incentives drives trial + conversion. Loyalty drives lifetime value.

ALWAYS  
O N

KE Y  T IM E F R AM ES KE Y  
M O M EN T S

H I GH E R  
F R EQ U EN C Y

O N GO IN G 
S U P P O RT
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LET’S CLOSE THIS OUT

5
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Next Steps

B R A N D  G R O W T H  W E B I N A R

If you have a shitty attitude: think about the questions and things we’ve talked through 

earlier. Consider if you’re a naturally negative person (no judgement) that you not share those 

bad feelings with someone you know doesn’t share that same outlook. 

If you don’t have a shitty attitude: Find the people or managers that share your excitement 

and focus your attention there to avoid your parade being rained on. That could be other 

teams as well. 

Talk to Your KPM Lead

Align TDC, MyMag, and LCM strategies to your brand goals in Prism.
01

Pair Incentives with Media + Insights

Launch a media campaign alongside a promotion to drive stronger 
results, then use insights to optimize future growth.  

03

Launch & Test Campaigns

Activate personalized offers and loyalty campaigns through Prism.
02

Continue Learning with KPM

Leverage KPM resources and trainings to maximize performance.
04
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01
NOW

02
NEXT

03
LATER

Register for upcoming trainings in the Prism 

Learning Center and learn how to activate 

campaigns that connect your products with 

shoppers today.

REGISTER FOR PRISM 
TRAININGS

Build your foundation across KPM solutions with 

sessions like:

• June 16th: Unlocking Growth with Insights 

(Stratum)

REGISTER FOR MONTHLY 
WEBINAR SERIES

Take your strategy further with deeper learning, 

best practices, and opportunities to connect with 

KPM experts and peers.

2026 EMERGING SUMMIT

Your Next Moves with KPM

N E X T  S T E P S

S E P T E M B E R  E V E N T  D E TA I L S  

C O M I N G  S O O N !
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Ensure we can serve 
you better.

As we launch this pilot webinar series, we want your 

feedback to understand how we can continue to improve 

this training. Help us do this by completing our quick 2-

minute survey.

S U R V E Y

Follow the QR code or 
the link in the Q&A.
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