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Habit-forming e-commerce sites
By Mark Brohan
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bag of coffee and a 10% discount on
non-coffee items. Green Mountain
also established a new platinum
program that gives Café Express
members deeper discounts and
better customer service.
Green Mountain Coffee shoppers responded: the number of
new members signing up for Café
Express doubled to about 135,000
last year. “We didn’t want to be just
another churn-and-burn loyalty
program,” Crites says. “We achieved
record web sales last year because we
made the effort to reach out to our
best customers.”
Green Mountain’s typical online
customer is female, age 30-50,
with annual household income
of $100,000 and above. Green
Mountain is trying new ways to
market online to serious coffee
drinkers with similar demographics. For instance, Keurig monitors
online coffee blogs and offers
bloggers loyalty club memberships,
gourmet coffee samples and trials of
Keurig brewing systems.
Keurig has added nearly
1 million names to its loyalty club
program in the past year, bringing
the membership to 1.14 million,
and the number of repeat buyers
on Keurig.com has increased from
15% to 30%.
“We took the opportunity to
rethink our entire approach to
customer loyalty and now the web
is the fastest-growing part of our
business,” says Manly. “We learned
that our best customers will stay
with us even in bad times if we
offer them better value and newer
and better ways to keep shopping
with us online.” 
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