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	Positioning was the most critical strategic decision in the program. A discount-led program would drive short-term adoption but would be impossible to differentiate from competitors. The goal was to find a position that was both meaningfully better for customers and uniquely ownable by Burger King.




	Step 1 — Positioning Concepts Tested



I developed three distinct positioning concepts and tested each with consumer panels across target segments (students, repeat users, and young professionals).

	Concept
	Core Idea
	Consumer Feedback

	Save More,
Earn More
	Discount-led. Loyalty as a way to accumulate savings on every purchase. Framed around financial benefit and value maximization.
	Strong initial interest but low differentiation. 'This is the same as a coupon.' Customers couldn't see how it was different from existing promotions. High risk of training customers to wait for discounts.

	Value
Maximizer
	Everyday savings positioned as a smarter way to get value from your regular Burger King visits. More aspirational than 'Save More' but still primarily discount-adjacent.
	Moderate resonance. Felt practical but not exciting. 'It sounds like math homework.' Didn't connect emotionally with the brand or create a sense of specialness.

	Feel Like
a King
	Exclusivity and recognition-led. Loyalty as a way to unlock a level of treatment and access that regular customers don't get. Directly rooted in the Burger King brand identity.
	Strongest and most consistent resonance across all segments. Felt unique and ownable. 'This actually sounds like Burger King.' Highest stated intent to enroll and recommend.




	Step 2 — Why 'Feel Like a King' Won



Brand Fit
'Feel Like a King' was the only concept that directly connected to Burger King's core brand identity — the idea that every customer deserves to feel like royalty. The other concepts could have come from any QSR competitor. This one could only come from Burger King.

Emotional Driver
Research confirmed that customers were more motivated by recognition and exclusivity than by financial calculation. 'Feel Like a King' tapped into the emotional driver directly — it promised a feeling, not just a discount.

Long-Term Defensibility
A savings-led program could be matched or undercut by any competitor with a deeper promotion budget. An identity-led program connected to the brand is inherently defensible — it can't be copied without copying the brand itself.

	Positioning Risk Evaluated
	Decision

	Would 'Feel Like a King' attract customers who don't care about brand — only savings?
	Accepted risk. Targeting was designed to prioritize high-frequency users and students, who research showed were more responsive to recognition than pure discount. Savings-seeking customers were not the primary target.

	Would this be too abstract — would customers not understand what rewards they'd get?
	Mitigation: Value proposition made rewards tangible and specific. 'Exclusive app-only rewards, instant redeem, real savings' grounded the aspirational positioning in concrete benefit.




	Step 3 — Messaging Architecture



Internal Positioning (How we talked about it internally)
	We want every Burger King guest to feel like they're getting special treatment — a loyalty program that makes regulars feel like royalty, not just customers collecting points.



External Messaging (What customers see)
	Feel like a King every order — exclusive app-only rewards, instant redeem, real savings designed for our most loyal customers.



Messaging Pillars

	Pillar
	Customer Message

	Exclusivity
	Rewards only available to loyalty members — not available to any other customer or through any other channel

	Instant Gratification
	Earn on your first order. Redeem on your next. No waiting, no complicated tiers, no minimum accumulation before value kicks in

	Recognition
	This program is designed for you — our most loyal customers — not the general public

	Simplicity
	Join in the app, earn automatically, redeem at checkout. Three steps. Nothing complicated.




	Step 4 — A/B Testing & Optimization



What We Tested
After the core positioning was locked, I ran A/B tests across in-app surfaces, CRM campaigns, and push notifications to optimize messaging at the execution level.

	What Was Tested
	Variants
	Winner & Learning

	CTA copy on enrollment banner
	A: 'Join BK Rewards Now'
B: 'Unlock Your King Rewards'
C: 'Feel Like a King — Join Free'
	C outperformed A by 34% in CTR and B by 19%. Identity-framed CTAs consistently outperformed action-framed CTAs with this audience.

	Push notification framing for first-time redeemers
	A: 'You have points waiting — use them!'
B: 'Your reward is ready, King. Redeem now.'
C: 'Don't let your rewards expire.'
	B outperformed both A and C. Second-person + 'King' address drove 28% higher open rate and 41% higher redemption click-through.

	Enrollment nudge placement in app
	A: Banner on home screen
B: Nudge after item added to cart
C: Nudge at checkout screen
	C was highest converting by 2.3× over A. Purchase-intent context at checkout was the most effective enrollment trigger — consistent with global benchmarking findings.

	Regional messaging variation
	Tested Bahasa vs. English-adjacent phrasing across Jakarta, Surabaya, Bandung cohorts
	Bahasa-first messaging outperformed in all markets outside Jakarta. Regional personalization improved enrollment CTR by 18–22%.



	A/B testing confirmed that positioning wasn't just a brand decision — it was a performance driver. The 'Feel Like a King' framing consistently outperformed functional alternatives at every touchpoint where it was tested.
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