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The aim of this study is to develop a minimum viable product (MVP) for a digital loyalty card
targeted at Ultra Coffee, a cafeteria franchise located on the campus of the Universidade
Evangélica de Goias (UniEVANGELICA). The motivation for creating this product arose after
observing that the current physical loyalty card faces issues such as loss and forgetfulness,
which impacts the adherence to the loyalty program. The methodology applied involved field
data collection with the analysis of 89 customers and their interactions with the physical card.
The results showed that 41.6% of the customers had the physical card, while 58.4% did not.
Among the customers without a card, 9.6% had lost it, 34.6% had forgotten it, and 55.8% had
never received one. Only 11.1% of the customers who forgot their card returned to retrieve it.
This information highlights the need for a more effective and accessible solution to increase
adherence to the loyalty program. The proposed MVP is a digital loyalty card developed to
address the challenges faced with the physical card, such as loss and forgetfulness. The digital
product will enable customers to access the loyalty program directly on their mobile devices,
facilitating usage and increasing adherence. The implementation of the digital loyalty card will
also bring significant benefits to Ultra Coffee. The solution will allow the cafeteria to obtain
valuable information about its customers, such as the total number of customers, the amount
of accumulated points, the number of customers who have already received loyalty rewards,
and a better understanding of the customer profile. This data will help Ultra Coffee optimize its
offerings and marketing strategies, thus improving the customer experience and retention.
Discussions about the product address the potential benefits of the digital card for both
customers and the cafeteria, the importance of catering to the specific needs of the university
community, and the ability to collect and analyze valuable data to improve Ultra Coffee’s
operations. In conclusion, the development of a digital loyalty card has the potential to
significantly improve adherence to Ultra Coffee’s loyalty program, increasing customer
satisfaction and, possibly, retention, as well as providing valuable insights for the cafeteria’s
management.
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