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MAXIMIZING CUSTOMER LOYALTY: 

HOW PIZZAEXPRESS LEVERAGE 

MOBILE PUSH TO ACHIEVE 1.5 

MILLION LOYALTY CUSTOMERS. 



The Pandemic created an opportunity for PizzaExpress to move away from 
high discounting alongside accelerating our ambitions in Delivery & Collection  
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FROM TO



PIZZAEXPRESS MOBILE APP
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POWER OF 
THE APP
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Omni Channel Loyalty 

Book a table

Pay for a table
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TIERS & REWARDS
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Omni Channel 



APP PERSONALISATION 
1. Contact Preferences 

2. Favorite Pizzeria 

3. Who Do you Pizza With 

4. Dietary Preferences 



CRM TRANSFORMATION  

BEHAVOURIAL DATA

Acquired Date

Recency

Dietary 
Preferences

Tier Expiry Date

Favourite Pizzeria

Reward Validity
Frequency

Bookings

Delivery / Collection
 Orders

Loyalty tier

Supermarket 
Customers

Who they
 Pizza with?

BEHAVOURIAL DATA

ENGAGEMENT

EmailPush WebIn-App

MAPP UNIFIED 
CUSTOMER DATA

TransactionsCRM / Preferences

Campaign Feedback Web & App Interaction

PIZZA EXPRESS DATA

COLLECTED BY MAPP



PUSH 
NOTIFICATONS
• Hyper personalised and Trigger-based
• Use of Core automated flows based upon 

engagement with the App
• Loyalty Based Push 
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EMAIL
STILL
A CORE
CHANNEL



BEST IN 
CLASS 
EMAILS

15

• Driving Customer Engagement

• Gamification

• Interactivity

• 47% Increase in open rates since 2017

• 100% Increase in click through rates
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DELIVERY & 
COLLECTION 



DRIVING LOYALTY TO UNLOCK REWARDS
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Strategic Goal To 
Own Delivery & 

Collection Platform 
• Phase 1 – Build Collection Platform 

• Phase 2 – Optimise with Abandon Basket 
Powered by Fresh Relevance 

• Phase 3 – Build Delivery Platform Integrated to 
the Uber Network 

• Phase 4 – Integrate AI Upsell powered by 
Fresh Relevance 



Delivery & 
Collection 

Abandon Basket
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• Personalised to the Individual

• Delivery / collection address of the individual user

• Product items in cart

• Drive straight back to built basket on website.

• 5 mins post web session to capitalise on moment.
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PERSONALISED POPUPS FOR ADD TO CART



AI RECS BASED UPON PRODUCT INSIGHTS
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PERSONALISED CAROUSELS AT CHECKOUT
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BENEFITS OF OWNING THE CUSTOMER JOURNEY

• Organically driven 1.5mil + App Downloads and Loyalty Members

• Seen greater engagement with Pizza Express from loyalty 
customers

• Greater insights on Customer’s Behaviours to allow for better 
personalised marketing



SUMMARY

• Pandemic created Opportunity for 

business initiatives driven by 

Digital Transformation 

• Owning the customer by offering 

App First Loyalty Scheme 

• Strategic move to Own Delivery 

and Collection Platforms 



MATT BROOM

DIRECTOR OF 
CUSTOMER 

TECHNOLOGY

THANKS
25

PIZZA 
EXPRESS 
LOYALTY 

APP
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HOW RIVERFORD USES MAPP TO 
DRIVE CUSTOMER INSIGHTS

Nick Glover – CRM Lead



Background

• Who am I and how have I got here?

• Who are Riverford? 

Riverford are a fresh food 
delivery company, 

providing high quality, 
ethical, organic produce 

directly to consumers



1. A five-year plan

1. Measuring advocacy

2. Driving insight & change

3. Summary

What I’m going to talk about today…

3. 

1. 

2. 

4. 

Enabled by



1. A FIVE-YEAR PLAN



2-3 turbulent years...

We grew really fast, but we knew this wasn’t 
sustainable – we needed a plan.

1. 

Unprecedented 
demand

Closed 
shop

70k+ 
waiting list



By 2028…

We will be outstanding at what we do. 
Doing things well, right down to the fine detail, 

is at the heart of our success.

1. 

SMART GOAL: Provide such a great experience that 
over 90% of customers would recommend us to others.



2. MEASURING 
ADVOCACY



Capturing Our Net Promoter Score

Detractors Passive Promoters

76.0
NPS

NPS = % Promoters - % Detractors

2. 

1 2 3 4 5 6 7 8 9 100



Who exactly are we asking?2. 

We ask a representative sample of customers, 

4 days after their delivery.



What about the email itself?

Intro explaining to customers why they’re 
receiving this email and that there will be an 
opportunity to provide further feedback.

2. 

The question, with 0 – 10 scores: The 
customer’s click is captured and populates a 
custom attribute…



Where is the link click captured? 

The link click triggers the customer to enter an event-based whiteboard (based on 

the link and assigned link category), updating the custom attribute ‘NPS’ with their 

score

2. 



3. DRIVING 
INSIGHT & 
CHANGE



How do we know what we need to improve?

After a customer has scored us, they’re 
taken to a landing page that asks them 
to provide feedback on 6 key areas of 
the customer experience.

3. 

We gather both quant. data, providing 
an average score for each area, and 
qual. data, to provide the detail of why 
the customer gave their answer.



Capturing this data in 

When the customer submits their 
response, specific code within the 
HTML of the landing page sends an 
API call to update the customer’s 
custom attributes.

If they scored us 9 or 10, they are 
taken to a bespoke submit page that 
encourages them to use our refer a 
friend scheme.

3. 



Building a daily automated export

A raw data export runs daily, 
including all NPS & CSAT custom-
attributes, to our data warehouse. 

3. 



Bringing this insight to life!

We have our BI report, 
updated on a daily basis.

3. 

Each month we share our 
‘Customer Voice’, to help 
all of us think like the 
customer! 



4. SUMMARY



Mapp has enabled Riverford to have an automated, consistent flow of 
customer insight that is fundamental in driving change for the business. 

Summary4. 



One final thing…

Please give us a try!

4. 



THANK YOU



SPEAKER: GABY ORLICH



Harnessing high impact 
moments in the customer 
journey

TALK



Gaby Orlich
Business Development Manager

Fresh Relevance

Presenter



Delivers conversion-boosting customer 
experiences across website, app, SMS, 
emails and ads

Integrates with your tech stack 
and doesn’t require help from IT 
teams

Easy to use personalisation platform
that saves you time

Fresh Relevance



Google /
Social Media EmailVisit

Homepage
Category / 

Product Page

Deals and 
PromotionsSearch ResultsCartPurchase Search Results

Typical customer journey



63% of consumers interact with 
at least 2 channels before 

making a purchase
Fresh Relevance Data Pulse (Aug 2022)



What do your customers want and 
what content will resonate with them, 

right now?



Understand your  
customers



5 high-impact moments in the customer journey

Affirm
Finalise my top three 

choices with an 
emphasis on the best 

decision based on 
behaviours and browsing 

interests.

Validate
Confirm purchase while 

removing buyer’s remorse 
with reminders of what I 
saved. Explain what my 
investment will deliver.

Listen
Allow me to share my 

feedback through ratings and 
reviews. Entice me to refer a 

friend.  

Focus
Take my inspiration and 

focus it. The first one who 
does this successfully 

gets my attention.

Value
Show me that you value 

my business. Make it easy 
for my to purchase again.
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Focus Affirm Validate Value Listen

Personalised/trending 
BAU emails

Browse abandonment 
email

Cart abandonment email

Personalised BAU 
emails

Replenishment email Loyalty scheme

Personalised banners

Personalised/trending 
recommendations

Personalised
recommendations

Countdown timer

Welcome back pop-up Personalised hero banner Personalised 
recommendations

Nearest store

Popularity messaging

Ratings

Exit intent pop-up

Urgency messaging

Cross-sell
recommendations

Up-sell recommendations Personalised 
recommendations

USP reminder Social proof

Exit intent pop-up

Up-sell recommendations

Cross-sell
recommendations

Countdown timer Referral programme

Time-sensitive promotions Cart abandonment 
message

Cart abandonment message VIP promotions Ratings, reviews and UGC 
request

Customer Journey Stage

Email

Landing 
page

Product 
detail
page

Checkout 
page

SMS

C
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Examples
JUST FOR YOU…



Focus



Email

Personalised newsletter

Kleertjes.com

FOCUS



Landing page

Product recommendations -

Bestsellers

Jigsaw

FOCUS



Affirm



Browse abandonment message

Vivienne Westwood

Email
AFFIRM



Product detail 
page

Exit-intent popover

Jewellerybox

AFFIRM



Validate



Product detail 
page

Product recommendations - Upsell

Molton Brown

VALIDATE



SMS

Cart abandonment message

VALIDATE



Value



Email

VIP promotion

Glasses Direct

VALUE



Email

Replenishment email

Simply Supplements

VALUE



Listen



Email

Ratings & review request

Viovet

LISTEN



Action points

Analyse customer data Identify high-impact 
moments

Map out micro journeys 
to serve tailored CX



gaby.orlich@freshrelevance.com

Fresh Relevance
2-2A Maltings Place
169 Tower Bridge Road
London, SE1 3JB

Gaby Orlich
Business Development Manager




