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Ask, Offer, Connect

The ASK, OFFER, CONNECT formula is a 3 step process 
that we’d love you to think about each time you are 
engaging with a customer, so you can give great service 
every single time.  

Adding a step into your interactions with customers to 
encourage loyalty doesn’t have to be hard. Following these 
three simple steps can help you to activate an interest in 
your loyalty program and make it part of every experience. 

Remember, the more you talk about the loyalty program, 
the easier it is for customers to trust and engage in it. 
It doesn’t take long to explain to customers how being part 
of the loyalty program means they can be better rewarded, 
save money and be kept up to date about products and 
services that interest them. 

Loyalty is not just about a card, it’s about much more 
than that – collecting insights, personalisation, rewarding 
customers and making sure they feel like their relationship 
with the pharmacy is positive and mutually beneficial.

In today’s environment, we need to stay connected to 
our customers when they’re in the pharmacy and when 
they’re not in the pharmacy. Some really simple things 
you can do are to ask the right questions and use the 
right digital tools you have to help you. 
The pharmacy loyalty program can help you do this in a 
relevant and meaningful way for your customers. Not only 
does being part of a loyalty program benefit customers, it 
also benefits the pharmacy. The team can draw on more 
up-to-date data insights so they can better engage with 
customers in personalised ways. The more we know about 
customers, the more we can tailor communications to their 
exact needs. 

When we do this, customers don’t just get random emails 
about products they don’t care about. They can see that 
we care enough to make communications helpful and 
relevant to their individual health journeys.

How do I ‘Ask, Offer, Connect’?

What to say to your customer:
Ask “Would you like to join our loyalty program?” 

Offer “Have you been rewarded today?”

Connect “Can we please check we have your correct 
email address?”
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What if the customer objects?

Customers object in interactions all the time. It’s a very human thing 
to do when you’re busy, don’t understand what you’re being asked, 
or you can’t clearly see the benefits of what you’re offered (because 
you just think every loyalty program is the same!). 

The key is to pre-empt some of those objections and have 
responses ready to help customers quickly understand. 

OBJECTION WHAT TO SAY TO YOUR CUSTOMER:

“I don’t have time 
right now, maybe 
next time?”

“Ok, I can appreciate that you’re really 
busy but I promise it will only take a few 
minutes to sign you up and you can start 
saving and accessing rewards straight 
away.”

“No thanks, I don’t 
really want to be 
getting emails all 
the time.”

“Yes, I can appreciate some loyalty 
programs mean you end up with lots of 
emails but you have total control over 
what we send you and what we do send, 
we personalise to your needs. Our goal is 
to help you and save you money!”

“No, it’s not really 
worth it for a few 
dollars off once in a 
while.”

“Ok thanks, I can appreciate you probably 
get asked about loyalty programs a lot – 
but this one is really good! You can save 
x and access rewards like x and if you’re 
connecting with us a lot, that will make a 
big difference over time.”

Consistently connect

Brands who consistently ask customers about signing up to 
a loyalty program or for their loyalty cards are saying to their 
customers: “We believe in our loyalty program, and we want you 
to as well!” Making loyalty a key part of every interaction reinforces 
this message and the “feel good” emotions that go along with 
being rewarded. 

What do these retailers have in common?

They ask you for your loyalty card every time you shop

Success tips from 
pharmacies who put 
loyalty first

• Be sure to ask every single customer if they 
have a loyalty card or if they’d like to join

• Ask customers if they’d like to join 
right there and then, as it will only take 
a moment

• Fill out the application details for 
customers while they sort their money

• Be efficient and ask for basic details, 
especially an email address

• Remind customers that they can still use 
their card even if they don’t have it

• Put all purchases on a card, even if it’s a 
family member’s loyalty card

• Motivate the team by setting targets or 
incentives to give them something to 
aim for

• Remind customers of their points balance 
and what they can redeem

Learn



COVID-19 is creating a ‘new normal’ – a permanent change 
in consumer behaviour because people are getting used 
to engaging more with phone, digital and online channels. 
While COVID-19 has been the disruptor, shopping 
behaviour was already heading more in this direction. 
COVID-19 has accelerated and amplified this change – 
forever altering the way customers engage with healthcare. 
It’s important to know that things won’t just ‘go back to 
normal’ because people have become used to engaging 
with retail and healthcare differently.
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Personalisation has become even more important in the 
time of COVID-19. Moving away from generic messaging to 
creating tailored messages for small groups of ‘high-value’ 
customers is critical to effective engagement. Typically, 
these high-value customers are the top 20%, or ‘loyalty 
shoppers’, as they generate 50% of revenue for stores of 
all sizes.

The point is that communications need to be targeted, 
relevant and helpful – making sure you’re sending the 
right message, to the right person, at the right time. 
Some brands have made the mistake of sending messages 
that are along the lines of “we are with you” rather than 
“here’s what might help you”. Obviously, the second 
message is going to resonate more with customers in the 
current climate.

But how do you do this?
By capturing customer data, and by making sure all existing 
customer data is accurate, you can target communications 
to different customer groups more effectively. This is why 
the ‘Ask, Offer, Connect’ technique is so important in 
interactions, with particular attention paid to requesting or 
checking customers’ email addresses. 

“Your loyal shoppers are your most 
valuable, with 50% of revenue for stores 
of all sizes typically coming from just 
the top 20% of customers.”
Source: Loyalty Lion Research

1

2

3

COVID-19: Surviving and reviving 

KPMG have identified two waves in relation to COVID-19 
that demonstrate how customers’ buying interactions 
are changing:

 

What can we do and how can we prepare?
Three ways pharmacy assistants can prepare for these 
waves are:

Understanding that customers will engage with 
digital channels and ecommerce now more 
than ever and that this will permanently change 
buying behaviour

Being aware that customers will be more careful in 
their decision-making when it comes to spending 
money, even on essential items

Elevating ‘high value’ products that speak to health 
and wellness, family time, community and home, 
reflecting on themes relating to the pandemic.

Loyalty in the time of COVID-19

Wave 1.
The shock switch from 

physical to online 
channels as a result of 

public space shutdowns.

Wave 2.
Regrowth starts and 

activity remains online, 
because of permanent 
changes to shopping 

behaviour.

During COVID-19, health items 
have been among some of 
the things that are top of mind 
for customers.
Source: KPMG “COVID-19: Retail’s survival and revival”,  
2 April 2020

Learn



Meet the speakers
Customer Loyalty and  
Service Excellence

Connecting reward  
and recognition

Reward and recognition go hand in hand. Recognising 
your customer is about getting to know them and then 
remembering them the next time they come in. Don’t 
rush straight into rewarding your customer, spend time 
first on recognising the person and their value to you. 
To do this, use customers’ names, make sure you thank 
them, and help them to feel special – remember that 
small things like this make a big difference.

Recognising your customers

Remembering important information about your 
customer helps you build an on going relationship. 
So how do you recognise your customers? Here are 
five ways – see how many of these form part of your 
everyday customer interactions.

Do you…
Know their names?

Remember things they’ve shared?

Understand their unique needs?

Respect their specific circumstances?

Empathise with their struggles?

Success tips from pharmacies 
who put loyalty first

• See your loyalty program as a way to give back to 
customers and recognise their value

• Show your support as the points, promos and 
competitions, as they’re good for retail

• Make it simple for customers: “Would you like a reward 
for shopping with us? It only takes two minutes to 
sign up!”

• Explain to customers that you can have access to many 
rewards just by providing an email address

• Set goals with your team and track these goals – you 
could use a chart on the wall or turn sign-ups into a 
friendly competition

• Remind customers about their balance and how to 
redeem their points 

Did you know?

When asked, a significant number of loyalty members said 
they felt embarrassed to hand over their card or ask for 
their reward. They would prefer a team member to take 
the lead and ask them for their loyalty card or tell them 
they have a reward that can be redeemed. 

Help customers overcome this by being proactive.  
You need to:

guide them through the process of collecting 
rewards

remember to thank them and show them we care

make sure they access all of the benefits of the 
loyalty program

Most loyalty members don’t know how the loyalty 
program works. They are not clear on how they benefit 
from being a member. 

Be clear on what the customer is entitled to as a 
member. You need to:

explain what the benefits are in easy, simple terms

help them understand how they will be rewarded

remind them to take up opportunities to be 
rewarded
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