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Real Estate Loyalty Programs: A
Practical Guide
How property developers reward buyers, investors, owners and

residents for staying close, buying again and referring friends. With

how programs run on Xoxoday Loyalife.

SUMMARY

Key takeaways
Property is a rare, high-value purchase. Real estate loyalty is about referrals and repeat investment, not frequent small sales.

Cover the whole relationship, including the long wait between booking and handover, not just the referral.

Treat investors as their own group, with tiers based on units owned, years as a customer and referrals that closed.

Release referral rewards in stages, with the largest after the agreement is signed, so cancellations and duplicate claims do not cost you.

Keep customer rewards separate from broker commission, and take legal advice on referral rules in each market.

01 ·  WHAT  IT  IS

What real estate loyalty is
A real estate loyalty program is a branded club that rewards people for their relationship with a property developer. Members earn points or status for

actions such as booking a home, paying on time, completing handover steps or referring a friend. They spend points on rewards and member-only benefits.

It is different from a one-off referral scheme or launch offer. A scheme pays for a single introduction and then ends. A loyalty program runs all year, keeps a

record of every member and every referral, and gives the developer a direct line to customers long after the sale.

It is also different from a hotel or retail program. The goal is not more frequent purchases. It is to stay close between big moments, so buyers come back for

their next investment and recommend you to people they trust.

WITH  XOXODAY  LOYALIFE

One platform runs a privilege club for buyers, investors, owners and residents, from sign-up to redemption, in your own brand.

02 ·  THE  JOURNEY

How the property customer journey works
A property customer moves through several stages, often over many years. Each one is a chance to stay close, or to lose touch.

Prospect: sees a launch, visits a site or hears about you from a friend.

Buyer: books a unit and pays in stages.

Waiting for handover: buyers of homes under construction can wait months or years for their keys. Most developers say little in this time.

Owner and resident: lives in the home or rents it out, and uses community services.

Repeat investor: buys again, or refers friends and family.

Where brand contact stops

Most developers are close to the customer during the sale. After that, contact often drops to payment reminders and a handover date. Yet the wait and the

years after handover are where referrals and repeat purchases come from. A loyalty program fills that gap with a reason to stay in touch at every stage.

WITH  XOXODAY  LOYALIFE

Every booking, payment, referral and redemption is recorded against one member profile, so you see the whole relationship, not just the sale.

03 ·  THE  GAP

Why one-off referral schemes fall short
Most developers already run some form of referral reward or launch offer. These drive a single sale, but they leave gaps.

Paper and phone referrals. Referrals arrive by form, call or word of mouth. Many go unrecorded, and the referrer cannot see where their referral stands.

One payout, one moment. Most schemes pay once, at booking or completion, and nothing before or after.

Silence during the wait. Buyers of homes under construction hear little until handover, and owners hear little after it.

Investors treated like everyone else. Customers who own several units get the same offer as a first-time buyer.

No view of cost. Few developers can compare what a sale costs through referrals against other channels.

A loyalty program does not replace your sales channels. It adds a structured, tracked way to reward the referrals and repeat business that already come

from happy customers.

WITH  XOXODAY  LOYALIFE

Every member gets a referral code and a shareable link. The referrer earns when the friend activates or makes a first transaction, such as a booking, and the

friend can get a welcome bonus.

04 ·  WHO  TO  REWARD

Who to reward
Start with buyers and owners, then add residents and tenants. Treat investors as their own group: they own more than one unit, and they are the most likely

to buy again.

Member group Why they matter What you want from them

Investors and landlords They own several units and buy at most launches Repeat purchases, early sign-up, referrals to other investors

Buyers waiting for

handover

They are committed but waiting, sometimes for

years

On-time instalments, completed documents, staying engaged

Homeowners They are your best advocates once they move in Referrals, use of your home services

Residents and tenants They shape how your communities feel Use of community services, feedback, renewals where you run

leasing

WITH  XOXODAY  LOYALIFE

Each member group gets its own rules, tiers, rewards and app experience, all in one program.

05 ·  WHAT  TO  REWARD

What to reward, and how
Reward actions you can record and verify, at every stage of the journey.

Stage Actions to reward Notes

Joining Activating the app, completing a profile, consenting to updates A welcome reward makes the first step easy

Booking Booking a unit Fixed points per booking, not a share of the price, so points do

not read as a discount

Waiting On-time instalments, completing documents, reading construction

updates, attending site events

Keeps buyers engaged in the months most developers go quiet

Handover Booking a handover slot, finishing the defect inspection on time Makes handover smoother for your team

Living Booking home services, spend with partners, feedback surveys Rent, renewals and service charges only where you collect

them

Referring A friend signs up, visits, books, signs the agreement Staged rewards, see below

Buying

again

A second unit or an upgrade Tier benefits and first pick at launches

Stage referral rewards

Give a small reward when the friend signs up or visits, a bigger one at booking, and the largest when the agreement is signed or the first payment clears. If

a booking is cancelled, later stages are not released.

Tiers by relationship, not spend

Base tiers on units owned, years as a customer and referrals that closed. Higher tiers get first pick at launches, invite-only previews, priority service and a

dedicated contact.

Rewards that work

First pick and early access, member-only partner deals, home services, and a catalogue of flights, hotels, gift cards, merchandise and experiences. Some

programs also let points count towards the next unit; check with finance and legal before you offer this.

WITH  XOXODAY  LOYALIFE

The rule engine handles points by action, tiers, multipliers and caps without code, occasion campaigns mark birthdays and program anniversaries, and

members redeem from a catalogue of 10M+ rewards.

06 ·  BEFORE  LAUNCH

Rules to set before launch
Referral eligibility. Decide when a referral counts. A simple rule: a referral is not valid for a buyer who already enquired, walked in or came through a

broker in the last few months.

Check every claim. Check each referral against your sales pipeline before rewards are released, to catch duplicates and self-referrals.

Keep rewards separate from commission. In many markets only licensed brokers can be paid commission, so customer rewards should be points,

vouchers or benefits, not cash. Take legal advice for each market.

Fund points with care. Set what one point is worth, keep the value of points issued in a dedicated account used only for redemptions, and report points

issued, redeemed, outstanding and due to expire every month.

Reward feedback, not public reviews. Paying for public reviews can break review site rules, so reward private feedback instead.

WITH  XOXODAY  LOYALIFE

Built-in checks block self-referrals and duplicate referrals, with a reward cap per member. Maker-checker approvals for manual point changes, a full audit trail

and a projected points expiry report keep every reward traceable.

07 ·  THE  PLATFORM

How Xoxoday Loyalife does it
Xoxoday Loyalife runs real estate programs on one platform, from sign-up to redemption.

Member app and portal: fully white-labelled in your brand. Members sign up and log in with their mobile number and an OTP.

Referrals built in: every member gets a referral code and a shareable link that opens the app, with checks against self-referrals and duplicates, and a

dashboard comparing referred and non-referred members.

Rule engine: points by action, tiers, multipliers, caps and bonuses, set by your team without code.

One record per member: points, tier, statements, redemptions and every message sent, in one view.

Segments and campaigns: build audiences by project, tier or activity, and reach them by email, SMS, WhatsApp notifications and push.

Approvals and audit: maker-checker approvals for manual point changes and a full audit trail.

Rewards catalogue: 10M+ options across 30+ categories in 175+ countries, through Xoxoday Plum.

Managed service: we can run the platform, member communications, partner management and reporting for you.

Xoxoday is SOC 2 Type II and ISO 27001 certified. Loyalife is tested by an external security firm every year, and personal data is encrypted at rest.

08 ·  BUSINESS  OUTCOMES

Business outcomes
A real estate loyalty program is a growth tool, not just a rewards scheme. Here is what it is designed to deliver.

Business outcome What changes

More sales from referrals Owners and residents bring in buyers, tracked from first share to signed agreement

Repeat investment Investors come back for new launches, helped by first pick and tier benefits

Healthier cash flow More instalments paid on time during the wait

Smoother handover Documents and inspections completed on time

A brand that lasts past handover Owners hear from you, and value you, long after they get the keys

A clear cost per sale Compare what a sale costs through referrals against other channels

Better customer data One profile per member across sales, payments and community

How to measure

Track share of sales from referrals, referral-to-booking conversion, repeat purchase rate, on-time payment rate, monthly active members and cost per sale

through referrals, and record where each stands before launch.


