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Context 
Founded in 1947, Metro Inc. has been a staple of the grocery industry in Quebec 
throughout the years. Through its growth and development in the pharmacy, bakery, 
and specialty grocery markets, they have solidified their position as a leader in the 
Montreal and Quebec areas. Their purpose has always been to nourish the health and 
well-being of the communities they serve. In an effort to further realise this goal and 
grow customer loyalty, Metro Inc. launched metro&moi in 2010 to reward consumers 
on their purchases with the company. After seeing great success, the metro&moi 
program evolved to become Moi. 

The Moi Program 
So many points, so many rewards, and so much easier - welcome to the Moi Program, 
a rewards system that encompasses Jean Coutu, Metro, Première Moisson, Super C 
and Brunet under the Metro family (see Appendix 1). Simply by purchasing items at 
any of these stores and scanning their Moi card, members can accumulate points to 
use towards dollar rewards and savings. Members also receive personalized coupons 
and savings based on their previous purchases, further personalizing the Moi 
experience. 
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Moi now has over 2.2 million active members, and has recently teamed up with RBC 
to offer a Moi RBC Visa credit card, offering 3,000 points upon applying and 
extending rewards to RBC partners. It also allows members to double their points, 
which can only be redeemed at participating Moi Program stores. Participating stores 
will often feature limited-time Moi offers or events, such as double the points, chances 
to win special prizes, and more.  

The main benefits of the Moi Program are not only to reward customers on their 
purchases from participating stores and to encourage them to buy more at these 
stores, but also to enhance customer experience, build loyalty, and build a stronger 
customer lifetime value for the brand. 

The Onboarding Process 

Currently, there are three ways to sign up for the Moi Program: directly on the Moi 
Program website, with a cashier at any participating store, or at a self-checkout at 
any participating store. The Moi Program is a digital-first program, so they aim to have 
most members sign up online. However, not to miss an opportunity, potential members 
can also initiate a "pre-subscribe" process at the checkout when shopping at any of 
the participating stores. 

The Pre-Subscribe Process 
Both with the cashier or at the self-checkout, customers are asked if they have a Moi 
card, and if not, if they would like one. If the customer says yes, they are asked to 
provide their e-mail address and/or telephone number to receive a confirmation to 
finalize their account. Then, they receive their Moi card (a digital card at the self-
checkout). With cashiers, they immediately receive their physical card without having 
to confirm their information themselves. 

Once they receive their card, a confirmation text or email is sent asking the customer 
to finalise their registration on the Moi Program website or on an application from a 
participating store. On the website, they confirm their email, enter their Moi card 
number, and officially become a Moi member. If they have already used the 
metro&moi program before becoming a Moi member and got an extra Moi card, they 
must enter both their metro&moi card and their new Moi card into the account to link 
their points from previous purchases.  

If a user forgets to confirm their Moi account after the first day, they will receive up 
to six emails or text follow-ups over a six-month period after initial registration, 
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inviting them to finalize their Moi account. These messages are sent on the 4th, 8th, 
14th, 21st, 90th and 170th day (ten days before the end of the six months). Once the 
six months have elapsed (180 days), the Moi Program is no longer authorized to 
contact the user, and the relationship ends. Each follow-up e-mail or text contains a 
similar prompt, reminding the user to finalize their account in order to start using their 
points (see Appendix 2 for more details). If they wish, users can request to stop 
receiving communications from the Moi Program by pressing Unsubscribe, or by 
texting STOP. 

If the user does not finalize their account online, they can accumulate points through 
their purchases but can never redeem them for rewards, nor receive personalized 
offers. They cannot participate in member-only events and contests either. After 6 
months, it is now up to the user to go to the Moi Program website to complete their 
account. If they do not complete their membership, they never become real Moi 
members, which is why it is so important for them to finalize their account. 

Your Mandate 
One of the largest pain points for the Moi Program is that users do not confirm their 
account online to complete the membership process. While many members complete 
the final steps, many never go beyond acquiring their card at the initial point of 
contact, because they may think their membership is already complete. This affects 
both the consumer, who cannot redeem the points they accumulated, and the Moi 
Program, who loses on out potential members who want to be a part of the program, 
but never went to the end of the membership process. 

Another paint point is the risk of human error involved in the collection of information 
at the checkout. Whether it is the customer themselves or the cashier, a simple error 
in the spelling of their e-mail address or telephone number prevents the customer 
from completing their account - and they will never receive reminders to complete 
their account - which amounts to the same thing as a customer who did not remember 
to finalize their account. Although this situation is less frequent than that of customers 
who don't complete their account, it is still a point to address for the Moi Program. 

With these points in mind, Metro Inc. has asked your team to propose a strategy 
that optimizes the Moi pre-registration process, both by improving the customer 
experience and by increasing the conversion rate of pre-subscribers to 
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members. This strategy should encompass the communication strategy with 
pre-subscribed users (both at the time of initial checkout and in follow-up 
messages), as well as a method for contacting the customer if their contact 
details are incorrect. Given that this is a digital-first program, what other points of 
contact can be used to incentivize users to finalize their account? 

Your strategy can include other tactics that benefit the program, such as ways to 
maximise the customer lifetime value and experience in-app, so long as the initial 
mandate of communication and conversion to subscribers is answered. 

Contraints 
It is important to remember that the Moi Program is only allowed up until 6 months 
past the initial registration to contact the client. Afterwards, they are no longer 
allowed to reach out to them - therefore your strategy must fit within this 6-month 
window, or before. 

It is also very important to note that the information collected (phone and e-mail) 
cannot be used to send marketing e-mails to the customer, including an offer to 
complete the profile - it can only be used to prompt them to complete their account. 
It's important for the program to be able to launch this strategy as soon as possible, 
as many points are waiting to be redeemed. 

It's your time to shine! Good Luck! 
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Appendix 1 
Participating stores/banners under the Metro family 

• Metro 
• Jean Coutu 
• Brunet 
• Super C 

• Première Moisson 

Appendix 2 
Physical membership kit – received at the checkout 

 

Front Back 
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 Reminder sticker on front of card 
 

 

 

 

Appendix 3 
Email examples (in French) 
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Day 1 

Subject line: 

Important: Complete your membership to the Moi program 

TI: Welcome to the Moi Program! 

Digital card Physical card 
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Days 4 to 90 

Subject line: 

Complete your Moi membership in just a few easy steps. 

 

 

 



Happening Marketing 2024 | 11 

Day 170 

Subject line:  

LAST CALL! There are still a few steps left to finalize your membership. 

 

 

 

 


