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Coffee Shop Scenario
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● Retailer provides digital loyalty card to customer

● Retailer delivers digital offer to customer via digital loyalty card 

● Customer acts directly on the digital offer to perform a purchase

General Retailer Scenario
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● Customers

○ “Am I getting good value?”, retail spam

1

, app fatigue

2,3

● Retailers

○ loyalty programs are limited and expensive
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, POS integration 

difficult
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, vendor lock-in
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, app barrier

2,3

● Consumer Packaged Goods Companies

○ anemic digital offer strategy
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, not widely redeemable
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● Software Vendors

○ app fatigue

2,3

, siloed market with high integration costs
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,
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Problems for Stakeholders
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http://www.smartinsights.com/email-marketing/email-communications-strategy/statistics-sources-for-email-marketing/
http://www.pewinternet.org/2015/11/10/the-majority-of-smartphone-owners-download-apps/
http://venturebeat.com/2016/10/10/how-messaging-apps-cure-brand-app-fatigue/
https://www.bellycard.com/business/
https://www.loyalzoo.com/#signup
http://streetfightmag.com/2012/06/12/6-pos-systems-with-loyalty-program-integration/
http://streetfightmag.com/2012/06/12/6-pos-systems-with-loyalty-program-integration/
http://www.pewinternet.org/2015/11/10/the-majority-of-smartphone-owners-download-apps/
http://venturebeat.com/2016/10/10/how-messaging-apps-cure-brand-app-fatigue/
http://www.cpgmatters.com/Coupons070115.html
https://www.inmar.com/blog/digital-promotions/2016/08/30/recognizing-an-opportunity-gap-for-cpg-growth/
http://www.cpgmatters.com/Coupons010416.html
http://www.pewinternet.org/2015/11/10/the-majority-of-smartphone-owners-download-apps/
http://venturebeat.com/2016/10/10/how-messaging-apps-cure-brand-app-fatigue/
http://streetfightmag.com/2012/06/12/6-pos-systems-with-loyalty-program-integration/
http://www.cpgmatters.com/Coupons010416.html
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Customers
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● Incentives: 

○ want good value, ease of use, and choice of wallet
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, without app 

fatigue

2,3

  

● Benefits: 

○ digital wallet available across all devices

○ integrated payments, digital offers, and verifiable claims

○ can easily choose and change digital wallet provider

○ accepted by large number of retailers

Customer
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https://www.edgeverve.com/finacle/solutions/finacle-digital-commerce/resources/Documents/success-factors-digital-wallet.pdf
http://www.pewinternet.org/2015/11/10/the-majority-of-smartphone-owners-download-apps/
http://venturebeat.com/2016/10/10/how-messaging-apps-cure-brand-app-fatigue/
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Retailers



● Incentives: 

○ strong loyalty competition from larger retailers
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○ customer loyalty increases size and repetition of purchases
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● Benefits: 

○ keeping an existing customer is 7 times less expensive than 

acquiring a new one.
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○ new payment channel - payments initiated via digital offer

○ no vendor lock-in

6

Retailer 
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https://www.shopify.com/retail/customer-loyalty-program-why-retailers-need-one-and-how-to-build-one-of-your-own
https://www.helpscout.net/75-customer-service-facts-quotes-statistics/
http://marketingland.com/8-reasons-loyalty-programs-imperative-marketers-109077
http://streetfightmag.com/2012/06/12/6-pos-systems-with-loyalty-program-integration/
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Consumer Packaged Goods



● Incentives: 

○ wants better reach, resonance, and reaction

● Benefits: 

○ real time tracking of when and where digital offers are redeemed

○ can produce individualized digital offers

○ increases reach to consumers via the Web

○ reduces lifecycle management costs

Consumer Packaged Goods Companies
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Software Vendors



● Incentives: 

○ a level playing field enabling them to provide competing products 

● Benefits: 

○ larger customer base for software and services

○ ability to compete with existing vendors

Software Vendors
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Demand for Ecosystem
● 315 billion coupons issued, $515B USD of coupon value
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● Only 2.5% of coupons are digital, 51% of consumers want all coupons 

to be digital, and 55% would use more of they were

14

● 3.3 billion loyalty memberships, 29 cards/household

15
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http://blog.accessdevelopment.com/ultimate-collection-coupon-statistics
http://www.kantarmedia.com/us/thinking-and-resources/reports/marx-fsi-trends
https://www.inmar.com/press-release/improving-economy-increasing-shopper-demand-for-digital-offers-impacting-coupon-use/
https://www.colloquy.com/latest-news/2015-colloquy-loyalty-census/


Why W3C
● W3C is involved in developing the following initiatives:

■ Web Payments

■ Verifiable Claims

■ Digital Offers

● These initiatives include the technology necessary to execute on this 

"Web-based Digital Wallet" use case

● No plan for cross-collaboration. 

● Web Payments IG ensures proper coordination of these activities.
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Thoughts?          Questions?          Concerns?
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Work Happening Elsewhere
● GS1 - Digital Coupon Management

● GSMA - NFC.15 Mobile Commerce, Loyalty Acceptance

● NACS/Conexxus - Mobile Payments Standard, v2.0

● IFSF - Loyalty Engine

● IETF - RFC-4153 - Generic Voucher Language
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http://www.gs1.org/docs/digital_coupon_management/Digital_Coupon_Management_i1.pdf
http://www.gsma.com/digitalcommerce/nfc-15-mobile-commerce-nfc-coupons-and-loyalty-acceptance-technical-proposal
http://www.nacsonline.com/Media/Press_Releases/2016/Pages/PR092816.aspx#.WKYj3X1ifRY
https://www.ifsf.org/sites/default/files/public-documents/4065_schematic_v5_-_standards.pdf
https://www.ietf.org/rfc/rfc4153.txt

