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B&Q recently launched its new Club loyalty app as it seeks to take advantage of 
that fact that up to two-thirds of its customers use their phones in-store. 
 
The home and garden retailer already has more than 640,000 customers signed 
up to its loyalty scheme, so the idea is to give them an easier way to redeem 
offers and also attract new users. 
 

Rather than rewarding purchases with loyalty points, the B&Q Club app gives customers a reason to go 
in-store by offering exclusive discounts on various products. 
 
The app, which was designed by Grapple, is available on iOS and Android, so I gave it a test run on my 
Galaxy S2... 
 
Usability 
 
The app certainly looks very slick, with a simple colour scheme and massive calls-to-action to make it 
easy to navigate. 
 
Upon logging in you’re required to login or sign up for membership, with the lure of a monthly prize 
draw for £10,000 and cheap batteries used to sweeten the deal. 
 
Creating an account is a two-step process and only requires your email address, name and postal 
address – it even uses a postcode lookup tool to shorten the process. 
 
The functionality of the app is also extremely simple, with just three tabs to choose from. The homepage 
is the ‘Club’ screen, which displays a barcode that the customer needs to present to the cashier at the 
till in order to claim a discount. 

http://www.diy.com/content/marketing/bandqclub/index.jsp?menu=club
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Then there is also a ‘Stores’ tab that uses GPS to show the location and details of all your local B&Q 
outlets, including a clickable telephone number and opening hours. 
 
If you click on the address details it opens Google Maps so you can access directions, but the B&Q app 
stays open in the background so you can return to it using the back button on your handset. 
 
The third and final tab is ‘Offers’, which is fairly self-explanatory and details all the promotional deals 
currently available from the app. 
 
At the moment these include 20% off bulbs and seeds, 20% of hanging baskets and three-for-two on 
smoke alarms, which is probably enough to lure me to one of its stores this weekend. 
 
In conclusion... 
 
The B&Q Club app is extremely limited in terms of functionality, which makes it the perfect mobile 
loyalty scheme in my opinion. 
 
The aim of the app is presumably to increase footfall in-store by offering discounts and deals, so there’s 
no need to overcomplicate it with unnecessary features that won’t be used. 
 
A recent consumer survey by Adobe found that the two features that people deem to be most 
important in a shopping app are money saving offers and the ability to locate physical stores, so the 
B&Q Club app caters perfectly to this customer need. 
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The retailer is also incentivising people to download the app with massive cash prize draws and once 
people have the app on their phone B&Q can target them with push notification of new offers. 
 
I recently blogged about Debenhams’ use of push notifications, as they’re a great way of promoting 
offers to existing customers yet few retailers take advantage of them. 
 
The one downside to the B&Q app is that cashiers currently have to type in the barcode number as the 
retailer hasn’t yet installed scanners at its tills, but overall I still think this is an excellent app that should 
help to drive customer loyalty and footfall in-store. 
 
Link: http://econsultancy.com/us/blog/62489-b-q-s-club-app-is-the-perfect-mobile-loyalty-scheme 
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