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Introduction

Smarter Plays for Customer-Led Growth

Modern consumers are inattentive and burned out. An oversaturation of digital ads and Al-generated content has made it harder than ever
for brands to stand out—and even harder to earn trust.

We built this guide for marketers looking for a better playbook: one that prioritizes authentic customer interactions over impersonal digital
noise, and meaningful conversions over empty clicks.

The real truth of modern marketing

Your best customers aren’t discovering your brand on Instagram—they’re hearing about it from friends and family. Nielsen data shows that
88% of consumers trust recommendations from people they know more than any other form of advertising.

That's why a robust referral marketing strategy is no longer optional. To win with word-of-mouth, brands must move beyond set-it-and-

forget-it programs and adopt more dynamic approaches, including limited-time bursts, A/B testing, employee ambassador programs, gamified
reward tiers, and more.

Each referral play in this book is designed to support a specific growth goal—whether you're focused on acquiring new customers, deepening
loyalty, or driving revenue momentum. We'll break down when to use each approach and the key building blocks you need to put it into action.

Ready to call smarter plays and level up your referral strategy?






# 1 The Modern RAF (Refer-a-Friend) @ o

Your evergreen referral
program for customer
engagement and growth

% Grow customer acquisition ¢y Build customer loyalty 2 Gather customer insights

The modern, starter give/
get referral program is the
foundation of any effective
referral strategy. This low-
ift, evergreen program can
serve as d launch pad for
brands new to referral
marketing, or as a testing
ground for new incentives.

How to Reward:

e Reward type: Account credit, cart discount (e.g. 20% off), gift card, points

o Advocate Reward: $10-$30 when they refer a friend who makes a purchase

e Friend Reward: Equivalent for referred friends after they make their first purchase
« Bonus Reward: Optional +$50 bonus for advocates after 5 referrals

Audience Targeting:

o Advocates: Valid email address
» Referred friends: No prior purchases

KPIs

Promotion clicks, shares, share rate, successful referrals,
conversion rate, acquisition rate, referral revenue (standard
referral KPIs)

Give Friends
20% Off.
Get $20 Back.

Share your referral link. When a
friend makes their first
purchase, you both get

rewarded!

Refer a Friend



#1 The Modern RAF <o

Promotional Placement Strategy

Onsite

« Homepage banner/carousel card

e Post-purchase pop-up

e Product page CTA

« Homepage pop-up for return site visitors
 Onsite tile for side menu, account page

Mobile/In-App

o Mobile site header

 In-app pop-up triggered by app opening (on app
download, then every fourth time)

» Push notifications triggered by customer behaviors

(browsing product page, recent purchase)
e Embed in lifecycle SMS campaign

Email

e Header & footer in lifecycle/seasonal emails

» Post-purchase triggered email

 New account/new customer triggered email

» “Reward balance” reminder email for returning
customers

In-Store

» Receipt QR codes
e Promotional postcards
 Storefront signage

Duration: Evergreen

Optimization Tips

Run weekly and quarterly reports to identify areas
for improvement; filter by channel to see which
promotional placements are driving the most traffic
and conversions

Pull audience reports to identify retargeting
opportunities such as most frequent advocates,
high-value advocates, or customers who have
clicked but not yet converted

A/B test creative, copy, and reward amounts to
optimize your referral strategy while keeping your
program fresh and eye-catching

@) EXTOLE
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#2 The Reward Burst

Boost participation & drive
conversions with a limited-
time bonus reward

A Increase referral performance =$ Generate revenue momentum 2% Boost customer engagement

Capitalize on holidays,
special events, or seasonadl
themes to refresh your
referral program and keep
customers engaged. A
short-term, high-impact
offer adds urgency,
excitement, and a strong
incentive for customers to
refer friends and family.

How to Reward:

« Reward type: Account credit, gift card

e Advocate Reward: 1.5-2X normal reward value for each successful referral

e Friend Reward: 1.5-2X normal reward for referred friends after they make their first purchase
» Bonus Reward: Optionally offer a limited-time bonus or gift for “x” successful referrals

Audience Targeting:

e Segment A: Top advocates with “x” successful referrals completed

e Segment B: First-time customers with a purchase within the last 90 days

e Segment C: Select geographies to celebrate new store openings or regional holidays
e Referred friends: No prior purchases

KPIs

Standard referral KPIs, average order value (AOV) of referred friends, total
referral revenue, % lift in performance from standard campaign during an
equivalent period, % of new advocates (advocates making first referral)

@1 EXTOLE

& Limited Time: Give $40, Get $40

Earn 2x the rewards for
every referral!

For a limited time, we're turning up the rewards. Now
through [end date], give friends $40 off their first
purchase, and earn $40 in rewards for every successful
referral (normally $20). This offer won't last long — share
now while rewards are at their best.

Refer Friends & Earn More



# 2 The Reward Burst com A BxToLE

Promotional Placement Strategy Optimization Tips

Onsite Email Compare burst performance to evergreen RAF

« Prominent homepage banner « Dedicated promotion announcement to all customers over th.e NS tim? fra.me—burst Campaigns should

« Post-purchase pop-up » Header/footer in seasonal promotion emails drive higher participation and conversion rates

« Homepage pop-up e Targeted reminder email to top advocates

. Onsite tile for side menu, account page Analyze the AOV of referred friends during bursts

« Website overlay versus during standard referral offers to assess the
impact of reward type or value on customer quality

Mobile/In-App In-Store and revenue

» Mobile site header  Storefront signage .

» In-app pop-up triggered by app opening (staggered  Promotional postcards Use bursts as a low-risk way to test new evergreen

upon app opening for duration of burst) referral offers before long-term roll-out

e Push notification announcement with scheduled
reminders (also triggered by interacting with a
promotion or making a purchase)

 SMS announcement with scheduled reminders

Duration: 2-4 weeks
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#5 The Welcome Offer

Start customer relationships
off on the right foot with a first
purchase discount

793 Grow customer acquisition

7y Build customer loyalty R% Boost customer engagement

Convert new site visitors
into loyal customers with
cart discounts or account
credit they can apply to
their first purchase—while
also capturing valuable
contact information when
customers opt in to receive
promotional messages via
email and SMS.
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How to Reward:

» Reward type: Account credit, cart discount (e.g. 20% off)
o New site visitor: $10 or 10% off their first purchase
» Returning customer: 10% off their next purchase for email or SMS opt-in

Audience Targeting:

* New site visitors: No prior purchases or account creation, valid email address
e Returning customers: Valid email address or phone number, opt-in to receive marketing emails
or texts

KPIs

Standard referral KPIs, promotion clicks, emails captured, average
order value (AOV) of first purchase, total purchase revenue,
customer retention rate

@) EXTOLE

Welcome! Take
10% Off Your
First Order

New here? Join our email list
and get 10% off your first
purchase—sent instantly so
you can shop right away.

Unlock 10% Off




# 5 The Welcome Oﬁ Er (cony @1 EXTOLE

Promotional Placement Strategy Optimization Tips

Onsite Email Compare conversion rate and purchase revenue

» Homepage pop-up « Email capture triggers reminder email flow until resulting from V\{elcome offer§ vs. a standard referral
« Homepage overlay discount code is used or qualifying action taken reward—which is more effective for new

» Sitewide header or footer customers?

e Post-purchase CTA for SMS/email opt-in
Run multiple CTAs and test which ones are most

effective at prompting qualified customers to use

Mobile/In-App In-Store their reward/discount

» Mobile site pop-up » Receipt QR codes promoting email list/SMS opt-in

« In-app pop-up triggered by account creation Test multiple welcome offers and measure which
« Scheduled SMS reminders after contact capture ones are most effective at driving conversions

e Push notification reminder to new accounts who
have not yet used discount or taken a qualifying
action

Duration: Evergreen

11






#4 The Reward for Action Play

INspire loyalty actions
ACross every step of the
customer journey

2% Boost customer engagement

73 Build customer loyalty

Inspire loyal customers to
earn and refer more with
bankable rewards that
encourage key actions like
referrals, sign-ups, and
reviews. A personalized
experience like Extole’s
Reward Bank lets
customers track and
redeem rewards their way—

whether often or all at once.

13

How to Reward:

» Reward type: Cash or points that can be redeemed for gift cards, coupons,
custom perks, or tiered incentives (customizable redemption ratio)

« Customer: Points (or cash) earned for key actions, e.g. 20 pts for a referral,
5 pts for a review, 10 pts for social follow

Audience Targeting:

 Rewards members: valid email address to enroll; specific rewardable actions
validated as completed

KPIs

Total enrollments, event completion rate for key activities,
earned gift card event rate, points track event rate, AOV of
enrolled customers

@) EXTOLE

Your Rewards, All in One Place

Track your points, see available rewards, and redeem on your terms—whether you want a quick win
or to save up for something bigger. View My Rewards

NEW ARRIVALS BEST-SELLERS WOMEN MEN ON SALE TRENDING SERVICES




#4 The Reward for Action Play «ow

Promotional Placement Strategy

Onsite

« Homepage banner/carousel card

e Homepage pop-up

e Post-purchase pop-up

 Sitewide header or footer

e Dedicated menu item for Reward Bank

Mobile/In-App

» Mobile site header or footer

» Mobile site pop-up

» Dedicated in-app portal for Reward Bank users
e Scheduled SMS reminders after contact capture

Email

« Header + footer banner in lifecycle/seasonal emails
» Post-purchase triggered email

 New account/new customer triggered email

e Regular “reward balance” reminder emails

In-Store

» Receipt QR codes inviting rewards enrollment
e Promotional postcards given to customers
» Storefront signage promoting rewards program

Duration: Evergreen

14

Optimization Tips

Review event completion rates to identify high-
and low-performing actions, then adjust point
values to encourage higher-value, under-performing
events

Give customers multiple redemption options for
maximum delight—offering a choice between store
credit, gift cards, discounts, and even special perks
will make them feel in control of their rewards

Measure AOV for enrolled customers to identify
your most engaged segments, and consider tiered
rewards to drive higher-value actions and purchases

@) EXTOLE






#5 The Personalization Play A B

Tailor your program to achieve
specific growth goals with
audience segmentation

A Increase referral performance ) Gather customer insights 2<% Activate advocates & employees

Get strategic with your How to Reward: - | '
referral program by tailoring « Reward type: Store credit, gift card, special gift Top advocates like you earn
it to specific audience » New customers: +$10 bonus for each referral $1 50 for referring friends,
segments such as first-time  Top advocates: +$150 bonus when you refer five friends by xx date now tll 3/31/26'

buyers, top advocates, or » High-value customers, no referrals: 2x standard reward for each referral

Because you're one of our most engaged customers, you

» Most engaged customers: Surprise gift with purchase (High-value item) can earn an extra $150 bonus when you refer five friends

high-value customers.

Design creative and Audience Targeting: by March 31st—on top of the standard referral reward.
) ) This offer is just for you, and it won’t be around for long!
messaging that speaks to « Segment A: New customers with a purchase within the last 60 days; no prior referrals
each segment to amplify e Segment B: Advocates with at least 5 successful referrals
share rates. o Segment C: Customers with at least 4 purchases totaling >$500 YTD; no prior referrals ( View Bonus Details )
« Segment D: Top 100 customers with the highest number of events
KPIs
Standard referral KPIs, lift in segment share rate, number of new advocates
16 gained, AOV of referred friends (for top advocates or high-value customers), lift

in total conversions



#5 The Personalization Play o

Promotional Placement Strategy Optimization Tips
Onsite Email Compare share and conversion lift from targeted
« Homepage banner » Dedicated email to target audience announcing the campaigns versus universal ones to measure the
» Onsite pop-up DONUS impact of targeted messaging and bonuses
« Homepage header and footer e Header and footer in lifecycle emails (post-purchase, . . .
« Post-purchase pop-up referral status updates, welcome emails) Review share, signup, and conversion rates by

- Reminder emails as deadline approaches segment to identify your most valuable audiences
Mobile/In-App A/B test messaging, rewards, and creatives—each
« Mobile site overlay audience segment will respond better to a specific
« In-app notification sent to target audience strategy, so conducting A/B tests helps maximize
« Push notifications sent to target audience the effectiveness of personalization

e SMS campaign sent to target audience (if
subscribed)

» SMS reminders triggered by purchases, app
download, etc.

Duration: 4-12 weeks

17
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#6 The Employee Program Play @ extoie

Help field empl IN-

o e.d employees turn in  or——m
person interactions iNto referral
opportunities Cour vt
Purchase

[s];

A4 Increase referral performance Q<= Activate advocates & employees =$ Generate revenue momentum

Capitalize on in-person How to Reward:

interactions by enabling « Reward type: Cart discount, store credit, gift card (for employees)

field employees such as o Customer: $25 or 25% off their first purchase

stylists, installers, or o Employee: $25 reward upon successful referral, bonuses for reaching milestones

associates to drive referral
conversions. The Go Extole Audience Targeting:
mobile app lets employees  Employee: Field employees
capture new customers on- » Customer: No prior purchases
the-go with a custom
referral link and QR code for
frictionless sharing.

Scan this QR code to get $25
off your first order! It only
takes a second—and you can
use it right away.

KPIs
Standard referral KPIs, employee enrollments, conversion

Share via Email
revenue, avg referrals per employee, % of eligible employees

participating ( Share via SMS J

19




#6 The Employee Program Play o

Promotional Placement Strategy

Online

« Employee portal homepage banner promoting
enrollment

» Post-login pop-up in employee portal

e Dedicated “rewards” menu item for employee portal
where employees can track referral progress

Internal

e Employee enrollment promoted via internal channels
such as Slack, Teams, Intranet
o Managers verbally invite eligible employees to enroll

Email

e Email capture triggers reminder email flow to
encourage referred customers to use their discount

 Internal email to encourage employee enrollment

e Internal leaderboard emails to spotlight high-
performing employees

In-Store/Field

 Field employee verbally invites customers to scan
QR code

 Field employee hands out physical referral cards
with their personal code

Duration: Evergreen

20

Optimization Tips

Compare conversion rates and revenue from
employee-referred customers versus online or in-
app promotions to identify the most effective
channel

Equip employees with a personal referral
dashboard to track enrollments, referrals, and
rewards for added motivation

Recognize top employee advocates with extra
incentives and spotlight their success through
leaderboards or internal shoutouts

@) EXTOLE






# ¢ The Ambassador Play

Recrult ambassadors to
advocate for your business
within key communities

72> Grow customer acquisition R« Activate advocates & employees
Empower highly engaged How to Reward:

customers to act as
ambassadors within their
communities with
personalized referral links
and exclusive ambassador
rewards. Use this play when
you want to tap into your
top advocates’ personal
networks for high-intent
customer growth.

22

« Reward type: Account credit, gift card, special gifts and perks
o Ambassador: $30 for every successful referral using their personal link; bonus rewards for
hitting milestones (10 referrals, 25, etc.); special gifts and event access for marketing visibility

Audience Targeting:

e Segment A: Advocates with the most reach/biggest networks invited to apply
e Segment B: Top 100 advocates (most referrals) are invited to apply (can also layer
targeting for specific geos, age groups, etc)

KPIs
Avg. referrals per ambassador, ambassador conversion rate compared to
standard referral conversion rate, AOV of customers referred by ambassadors

@1 EXTOLE

You’re Invited: Access Bonus
Rewards and VIP Perks as a
[Brand] Ambassador

As a [Brand] ambassador, you'll get $30 for every friend you refer
who makes a purchase using your personal referral link. Plus, we’'ll
give you access to special perks like free gifts, exclusive event
access, and more! Ready to rep [brand]?

Apply Now ( View Details J




# ¢ The Ambassador Play o @ bt

Promotional Placement Strategy Optimization Tips

Onsite Email Equip ambassadors with marketing kits, merch,

« Targeted homepage banner encouraging » Dedicated email announcing the ambassador a.nd gi\.le.a.vyay items.and otherw.ise sup.port any
applications program (either to all members or a targeted subset) hlgh-.VISIbIhty marketing éfforts like tabling or

« Targeted post-login pop-up « Header or footer in lifecycle emails special events.—’.cr.\ese drive awareness and lead to

« Dedicated menu item for ambassador program » Dedicated ambassador onboarding + nurture email customer acquisition down the line

flow to encourage ongoing engagement
Choose ambassadors that represent key

Mobile/In-App In-Store/Field demographics, such as high-value geos and age

- Mobile site overlay encouraging applications » Storefront signage if applications are public/live groups—a campus ambassador program, for

» Targeted in-app notification encouraging » Informational cards for employees to distribute to example, can help you reach younger customers
applications potential applicants

- Targeted in-app post-login pop-up Compare average order value and retention rates

- SMS campaign targeting potential applicants of customers referred by ambassadors to those

- SMS nurture campaign inviting ambassadors or acquired through standard referrals to gauge the
ootential applicants to special events impact and effectiveness of your ambassadors

Duration: Evergreen

23






#8 The Sweepstakes Play

ENngage customers &
iIncentivize key actions with
pDIg-ticket prizes

“9> Grow customer acquisition

A# Increase referral performance 2% Boost customer engagement

Turn customers and
prospects into winners
while boosting lists, driving
purchases, and

strengthening engagement.

Grow reach by awarding
extra entries for successful
referrals, or run the
sweepstakes as a
standalone campaign to
build brand awareness and
expand your email list.

25

How to Reward:

» Reward type: Gift card, exclusive gift (travel package, concert tickets, etc.)

o Contest winner gets: $500 cash or prize of equal value

» Referral bonus: Three bonus sweepstakes entries for every successful referral in-window
e Purchase bonus: Three sweepstakes entries for every purchase in-window

Audience Targeting:

e Segment A: Anyone with a valid email address (for boosting lists)
e Segment B: Customers who complete at least one successful referral (for engagement)
e Segment C: Anyone who makes a purchase within sweepstakes window (for revenue)

KPIs

Total entries, new-to-file rate, conversion rate, social engagement (likes,
shares, comments on social posts), % lift in referral share rate from equivalent
time period before sweepstakes

@) EXTOLE

Win $500—It
Only Takes a
Second £+

Enter for a chance to win
$500. No purchase required.
Plus, earn extra entries when

you refer friends!




#6 The Sweepstakes Play con

Promotional Placement Strategy

Onsite Email

 Homepage pop-up e Dedicated email announcing the offer

« Homepage banner e Header & footer in scheduled marketing emails

e Sitewide header or footer e Branded, customizable emails customers can use to
e Post-purchase pop-up invite friends to enter giveaway

Mobile/In-App Other

» Mobile site pop-up e Share on all social platforms regularly until winner is
» Mobile site header or footer announced

 In-app notification sent to all users

o SMS campaign to all text subscribers

 SMS reminder triggered by purchases,
referrals, etc.

Duration: 2-4 weeks

26

Optimization Tips

Analyze where entries originate (email, social,
share links, etc.) to optimize underperforming
channels and double down on top performers

Monitor entry conversion rates; if they're below
benchmark, your incentive, CTA, or participation
requirements may be creating friction

Identify channels driving the highest share of
new-to-file participants to uncover reinvestment
opportunities

@) EXTOLE






#9 The Gamified Rewards Play @ ExroLE

Motivate customers to refer
more with gamified rewards
that elevate top advocates

f# Increase referral performance €3 Build customer loyalty Q<= Activate advocates & employees

Provide extra referral
motivation by adding
reward tiers to your
standard referral program—
the more you refer, the more
you earn. This additional
layer of gamification fuels
engagement and keeps
rewards exciting for repeat
advocates.

28

How to Reward:

o Reward type: Account credit, gift card, points (for bankable rewards)
o Tier 1 referral reward: $10 for every successful referral (0-2 referrals)
o Tier 2 referral reward: $20 for every successful referral, perks

o Tier 3 referral reward: $40 for every successful referral, VIP perks

Audience Targeting:

e Tier 1 advocates: Have account

e Tier 2 advocates: Have account, responsible for 3-7 successful referrals
e Tier 3 advocates: Have account, responsible for 8+ successful referrals
» Referred friends: No prior purchases

KPIs

Standard referral KPIs, % of referrals coming from each tier, AOV of customers
referred in each tier, share of advocates in each tier, effectiveness of funnel
from Tier 1to Tier 3

Refer 3 More
Friends to Get
Gold Reward
Status

Congrats! You've referred 5 friends
already. When you complete 8
successful referrals, you'll earn

more—up to $40 per referral.

Start Referring

( View Rewards Status )




#9 The Gamified Rewards Play con

Promotional Placement Strategy

Onsite

» Homepage banner promoting program
 Sitewide header or footer

e Post-purchase pop-up

e Post referral share pop-up

e Dedicated menu item for rewards members

Mobile/In-App

» Mobile site header or footer promoting program

 In-app notification sent to all users

e Dedicated in-app portal for rewards members

 SMS nudges to reach higher rewards tiers

 SMS campaign announcing program to all text
subscribers

« SMS reminder triggered by purchases, referrals, etc.

Email

» Dedicated email announcing the program
e Header & footer in scheduled marketing emails

» Header & footer in lifecycle emails (post-purchase,

referral status updates, welcome emails)

In-Store

 Storefront signage
e Receipt QR code

Duration: Evergreen

29

Optimization Tips

Compare sign-up rates and conversion rates
across tiers to determine the success of referrals
coming from each advocate tier

Add extra gamification with a visible leaderboard
for rewards members who opt in. Feature the top X
advocates on the leaderboard and offer VIP
incentives like early sale access

Calculate the AOV of customers referred by
advocates in each tier—are top advocates referring
higher quality customers?

@) EXTOLE






#10 The Drop a Hint Play

Simplify gifting & drive
holiday traffic with shareable
product links

2% Boost customer engagement =$ Generate revenue momentum

Drop a Hint (DAH) lets
customers share products
they’d love to receive as
gifts with friends and family.
Ideal for holidays, launches,
and big-ticket items, DAH
drives high-intent traffic
that boosts conversion and
ensures happier gift
recipients.

31

How to Reward:

» Typically no rewards involved
e Optional surprise gift for DAH senders

Audience Targeting:

e DAH sender: has valid email address
e DAH recipient: has valid email address

KPIs

Share rate, conversion rate, DAH recipient avg. number of website events, most
shared product, highest converting product, DAH 7% of total revenue, % new-to-
file customers sharing and purchasing

@) EXTOLE

know exactly what you want

Drop a Hint

Love 1t? Drop
a Hint &

Not ready to buy [product]
yourself? Let someone else

—size, color, and all.

(

Add to Wishlist

)




#10 The Drop a Hint Play

Promotional Placement Strategy

Onsite Email

 Sitewide header or footer e Dedicated email before major holidays, launches, &
e Product page CTAs sales events

e Post-purchase pop-up » Personalized email triggered by customer’s birthday

» Header & footer in lifecycle emails (post-purchase,
cart reminder, welcome emails)

Mobile/In-App Other

e Mobile site header or footer » Social posts during product launches and holidays
e Product page CTAs

» Push notifications triggered by view or add to cart
events

o SMS triggered by view or add to cart events

e Post-purchase page CTA

Duration: Holidays &
special sales events

32

(cont)

Optimization Tips

Compare DAH conversion rates to standard site
traffic—if they’re meaningfully higher, your program
Is attracting high-intent buyers

Identify which products drive the most shares and
highest conversions to understand gifting favorites,
then consider boosting their visibility in holiday
campaigns or promotions

Track how many new-to-file customers DAH
generates and whether they return to purchase
again or take other key actions

@) EXTOLE



Industry Benchmarks

@) EXTOLE

Key Referral Program Metrics + Benchmarks

Referral Metrics by Industry

What should you expect from your referral program performance? These
benchmarks indicate the median for key referral metrics based on data from
each listed industry. If your existing program falls short, it might be time to
enhance your referral efforts with more compelling rewards, creative program
design, and strategic targeting.

Share Rate (shares / promotions clicked *100): The percentage of customers
who refer a friend after clicking on a CTA to refer.

Conversion Rate (conversions / share clicks *100): The percentage of
referred friends who complete the desired action after clicking a share link—
e.d., make a purchase, create an account, etc.

Acquisition Rate (converters / advocates * 100): The overall efficiency of

your referral funnel based on the likelihood that an advocate leads to a friend
conversion.

33

Industry

Banks

consumer
Products

FinServ

Health &
Wellhess

Hospitality &
Travel

Retail

Telecom

Share
Rate

15.6%

4.9%

17%

28%

7.3%

7.7%

15.9%

conversion
Rate

13.4%

7.2%

6.5%

3.4%

2.2%

10.8%

5.2%

Acquisition
Rate

30%

1%

7%

14%

1%

21%

8%



Your Next Play

Finding a Referral Marketing Solution

Opting for a referral platform with automated program management,
rewarding, and tracking is the best choice for businesses looking to
grow referrals at scale—while avoiding significant manual work for
marketing and dev teams.

With extensive experience across retail, financial services, telecom,
and more, Extole is the leading enterprise-level referral marketing
platform. Top brands trust Extole to drive customer acquisition and

engagement across every channel, from online and mobile to in-store.

Customize referral programs that integrate seamlessly with your
existing tech stack via Extole’s flexible, lightweight APl and SDKSs.

Extole’s advanced reporting and analytics provide real-time audience
insights for easy optimization and powerful targeting, with partner
integrations across a wide range of marketing and technology
platforms, including Shopify, Attentive, and Braze.

To see how Extole can drive referral growth for your business, reach
out to our team to book a demo.

Request A Demo ( Learn More )
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@ EXTOLE

548 Market St, Suite 39231
San Francisco, CA 94104

hello@extole.com
www.extole.com/demo


https://www.extole.com/demo/
https://www.extole.com/platform/
https://www.extole.com/demo/



