@ Socialhub.Al

CUSTOMERS ARE NODES, NOT ATOMS

The Relationship
Network

Your customers don't buy in isolation — they influence each other. Map the
member network, grow it through referral, and compound loyalty by leveraging

its hubs, communities and advocates.

SocialHub.Al - For North American Retail & Consumer Brands
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Executive Summary

A customer is not an atom. They are a node in a network — and the value is in the edges.

ATOMIZED — NO EDGES NETWORK — THE VALUE IS THE EDGES

The same eight customers. On the left, priced as isolated atoms; on the right, revealed as a network where a few hubs carry the influence.

Most retail marketing still treats every customer as an atom: an isolated individual to be reached, priced, and measured on
their own. But real customers do not buy in isolation. They arrive through friends, they influence each other, and they cluster
into communities. A handful of well-connected hubs carry outsized influence over everyone around them. Mass marketing
that prices each customer as an island is paying full freight for people it could have earned through the network it already
owns.

The value is in the edges. A customer's worth is not just what they spend — it is who they bring, who they influence, and
which community they anchor. A referred customer is cheaper to acquire and tends to retain better; every new connection
lowers the cost of the next. Treat customers as atoms and that value is invisible. Treat them as nodes in a network and it
becomes something you can map, grow, and compound.

This paper shows how the SocialHub.Al platform does exactly that: it maps the member relationship network from real,
converted referrals; grows it through governed member-get-member and advocacy; and compounds loyalty by working the
network's hubs, communities and advocates. Every capability described as ( LIVE )is in production today; anything still

maturing is labeled honestly.

The one sentence to remember

A customer is not an atom — they are a node in a relationship network, and the key to loyalty is fully leveraging that

network. Map the graph, grow its edges, work its hubs, and loyalty compounds in a way that atomized, blast-
everyone marketing never can.

How to read this paper

Section 01 makes the case for why the atomized customer is a costly fiction. Section 02 introduces the member graph; Section
083 reads its structure — communities and hubs. Sections 04-05 grow the network through referral and advocacy; Section 06
explains why a trustworthy, resolved identity is the precondition for a trustworthy graph. Section 07 lays out the plays by
structural role, and Section 08 concludes.



SECTION 01

Why the Atomized Customer Is a Costly Fiction

Blast marketing treats each buyer as an island — but real buyers arrive through friends and cluster into

communities

The default operating assumption of mass marketing is that customers are interchangeable, independent units. Segment
them by attributes, price them by cohort, blast the offer, and measure each one alone. It is a tidy model. It is also wrong in a
way that quietly costs money, because it throws away the single most valuable thing about a customer base: the
connections between the people in it.

Ooe

A~~ I1Real buyers arrive through friends

People discover brands the way they discover restaurants: from someone they trust. A recommendation from a friend clears
the trust barrier that a paid impression never can. That is why a referred customer is typically cheaper to acquire and
retains better — they arrive pre-qualified by a relationship, not by a bid. Treating that customer as an anonymous atom
erases the very edge that made them valuable.

% 1.2Real buyers cluster into communities

Customers are not evenly scattered — they bunch up. Households, friend groups, workplaces, and interest communities form
dense clusters where behavior is correlated: people in the same cluster buy similar things, respond to similar offers, and
churn for similar reasons. A message seeded into a cluster travels; a message blasted at isolated atoms does not.

2% 1.3 Afew hubs carry the influence

Within any network, influence is radically unequal. A small number of highly connected hubs — the friend who always has a
recommendation, the local organizer, the natural advocate — sit at the center of many relationships. Win a hub and you win
their neighborhood; lose one and a whole cluster can drift. Atomized marketing spends the same on a hub as on an isolated
node, which is exactly backwards.

.U.Ul 1.4 Network effects change the economics

Once you see the base as a network, the economics invert. Every new edge — every real connection between members —
makes the next acquisition cheaper, because referral and community propagation do work that paid media has to buy.
Growth stops being a tax you pay every quarter and starts being a compounding asset: the more connected your base, the
less each additional customer costs to earn and keep.



o Two ways to see the same customer

The choice between these two views is not cosmetic — it decides where every marketing dollar goes and whether the base
gets more or less valuable over time.

The atomized view The network view
Each customer is an isolated, interchangeable unit Each customer is a node with relationships to others
Value = what this one person spends, measured alone Value = spend plus who they bring and influence
Acquisition is a cost you re-pay every quarter Every new edge lowers the cost of the next acquisition
Every member gets the same blast at the same price Plays are targeted by structural role in the graph
Hubs and isolated nodes are treated identically Hubs are recruited; isolated nodes are connected
Referral and word-of-mouth are invisible and unmanaged Referral is mapped, grown, and rewarded on real

conversions

Land it

The atomized customer is a costly fiction: it prices every buyer as an island and pays full acquisition freight for
people the network could have earned. The value is in the edges. The rest of this paper is about making those edges

visible, growing them, and working them.




The Member Graph

Nodes are resolved members; edges are converted referrals — a real, computed picture of your network

To work the network you first have to see it. The platform builds a member relationship graph — a real, computed structure,
not a metaphor — that turns your member base into a map you can read and act on.

‘? What the graph is made of ( Live

e Nodes = identity-resolved loyalty members. Every node is a real, resolved person (see Section 06) — not a device,
cookie, or duplicate.

e Edges = governed member-to-member links. The backbone edge is the converted referral — drawn only when a
referral actually signed up, never a mere invite that was sent or expired; self-loops are dropped. Alongside it the graph
carries two more link types: ambassador—customer (every customer an ambassador brought in) and likely household
(members who share a phone number). Section 2.2 walks through all three.

e Every edge declares where it came from. Each link is stamped declared, inferred, or imported, and inferred links carry a
plain High / Medium / Low confidence band — so a computed household is never mistaken for a hard referral fact.
Nothing is hidden, and nothing pretends to be more certain than it is.

Community B
Community A — hub &

Two communities (one large hub-and-spoke, one smaller), a single high-degree hub, and a few isolated members with no converted-
referral edge at all.

The stats the graph reports ( Live

¢ Node count — how many resolved members are in the program.

e Edge count — how many converted referrals connect them.

e Cluster count — communities of two or more connected members.

¢ Top-hub degree — the most connections held by any single member.

* Isolated-node count — members with no converted-referral edge, a churn-risk signal (Section 03).

This paper does not quote live readings of any of these figures — they are specific to each program and change daily.



O 2.1 How the graph is computed ( Live

The graph is engineered to be fast to read and trustworthy to act on. It is precomputed on a schedule, rebuilt when stale, and
laid out deterministically so the same data always draws the same picture.

¢ Daily precomputed snapshot per program — the graph is materialized once a day for each loyalty program, so opening
the view is instant rather than a live recomputation over the whole base.

e Lazy rebuild if stale — if the latest snapshot is out of date when someone opens it, it is rebuilt on demand, so you never
read a stale structure.

¢ Deterministic force-directed layout — positions are computed with a Fruchterman—Reingold algorithm seeded

deterministically, so the same snapshot always renders the same arrangement of hubs and clusters (no random reshuffle
between views).

¢ Downsampling above 1,200 nodes — for very large programs the view downsamples above 1,200 nodes, deliberately
keeping every edge-connected member so the network structure survives; it is the disconnected periphery that is
thinned, never the relationships.

Drawing an edge only when a referral actually converts keeps the graph honest. Invites that were merely sent, or that expired
unused, are not relationships — counting them would inflate the network with connections that never existed. The edge set is a
record of real word-of-mouth that worked.

O 2.2 Access & governance

¢ Org-level access only. Because the graph spans every store in a program and contains members' names, it is available
at the organization level — not exposed to individual store operators.

¢ Real people, governed. Every node is a consented, identity-resolved member (Section 06), so the network you are
looking at is one you are permitted to see and act on.

Why this is the foundation

You cannot leverage a network you cannot see. A daily, deterministic, honestly-constructed graph of resolved
members and real converted referrals is the substrate for everything that follows: reading structure (03), growing

edges (04-05), and choosing plays by role (07).




& 2.2 Beyond referrals — a multi-type graph ( uve

A single introduction is not the only way customers connect. The platform records three governed link types on the same
graph, drawn apart by color, so one picture shows how your members actually relate:

Referral — a converted member-get-member introduction. This is the backbone edge and the only one that feeds node
size and hub influence, so adding the other types never distorts who your real connectors are.

Ambassador—customer — every customer an ambassador brought in becomes a durable link. An ambassador’s fan
base is then a real, browsable network rather than a headline number that resets each report.

Likely household — members who share a phone number are inferred to live in one home: the cheapest high-value
signal for marketing to a household as a unit and for catching rewards that quietly circle back to the same doorstep.

) 2.3Inferred, notinvented — and operator-only

Computed from a fingerprint, never the raw number. A nightly job groups members by a privacy-preserving phone
fingerprint — the raw phone number is never stored in the evidence — and keeps only plausible homes (a handful of
members); oversized groups are discarded as noise.

Marked with confidence. Every inferred link carries a plain High / Medium / Low band, and only high-confidence links
feed sensitive checks — a computed household is never treated as a hard fact.

Operator-only, and reversible. Inferred links are shown only to your org-level team, on the member profile and the
graph — never to the customer, and never through the public APl or member portal. Any link can be dismissed in one
click; it is then permanently removed and never re-created.

Self-referral, surfaced (observation mode)

A shadow report counts recent converted referrals whose two members are also flagged as one household —

reward that may be circling back to a single doorstep — and estimates the points at stake. It runs in observation
mode only: nothing is withheld or blocked today, so you can size the pattern honestly before deciding whether to
act on it.




Communities & Hubs — Reading the Structure

Once you can see the graph, its structure tells you where to spend attention

A raw graph is just dots and lines. The value comes from reading its structure: which members cluster into communities,
which members are hubs, and which are isolated. Each structural role calls for a different play.

Yo Communities — Label Propagation (uve

Communities (clusters of two or more connected members) are detected using Label Propagation: each node repeatedly
adopts the plurality community label of its neighbours, so spokes settle onto the hub they orbit and dense groups converge
on a shared label. The result maps the natural communities in your base — households, friend groups, local clusters.

The obvious alternative — connected-components — would treat every member reachable from every other as one giant
community. In a referral network, where hubs link many otherwise-separate spokes, that collapses the entire hub-and-spoke
structure into a single undifferentiated blob and tells you nothing. Label Propagation deliberately preserves the sub-structure: it
finds the communities within the connected mass, which is exactly what you need to seed offers and find look-alikes.

2% Hubs — your natural influencers

A hub is a member with high degree — many converted referrals to their name. These are your natural influencers and KOC
(key opinion consumer) candidates: people who have already, demonstrably, brought others into the fold. They are not
guessed from follower counts; they earned the position by actually referring members who converted. That makes them the
highest-leverage members to recruit as advocates and to prioritize for referral asks.

(D Isolated nodes — churn risk with no anchor

An isolated node is a member with no converted-referral edge at all — no friend in the program, no social anchor holding
them in. These members are disproportionately a churn risk: they have nothing but the transaction tying them to you. The
play is not to blast them harder; it is to give them a reason to connect — an invite-friends prompt, a community to join —
before they quietly leave.

One structure, three plays

Read the graph and the roadmap writes itself: recruit hubs as advocates and lean on them for referral; seed and
look-alike within communities; and connect isolated members before they churn. Same base, three very
different, structurally-targeted moves — none of which are visible if you treat customers as atoms.




Growing the Network — Member-Get-Member

Every conversion adds an edge and two rewarded members — a viral loop kept honest by guardrails

Reading the network tells you where you stand; member-get-member (MGM) is how you grow it. Each successful referral
does two things at once: it adds a real edge to the graph and it deepens two members' stake in the program. Growth of the
network and growth of loyalty become the same motion.

o

A~~ Two-sided rewards on conversion ( LIV

e Both sides earn. The referrer and the referee each receive a reward, with amounts drawn from the program's own point
rules (default 200 points per side).

¢ Reward on conversion, not on send. Points are granted when the referee actually registers — a real conversion — and
the award is idempotent, so a given referral pays out once and only once.

¢ Per-member stats. Every member has a running record of invited / converted / points earned, so advocates can see
their impact and you can identify your best referrers.

(O) Guardrails that keep the loop honest  ( Live

¢ Anti-abuse quotas — max 5 invites per batch, 10 per day, 50 per lifetime, and a 14-day invite expiry, so referral cannot
be turned into a spam or farming vector.

e Self-referral and cycle detection — a member cannot refer themselves, and cycles are blocked (A—B—A), so the graph
cannot be gamed into fake edges for rewards.

¢ Clawback — rewards are reversed when a member is retired or deactivated, so the ledger reflects only real, active
relationships.

A referral program without guardrails becomes a fraud program: bots, self-loops, and referral rings turn a growth channel into a
payout leak and pollute the graph with edges that represent nothing. The quotas, self/cycle detection, and clawback are what let
you reward referral generously and trust that every edge in the network is a real relationship between two real, active members.

The viral loop

Every conversion adds one edge and two rewarded, more-engaged members — and each of those members can
now refer in turn. That is a viral loop, but a governed one: it grows the network’s edges without ever letting the
incentive outrun the honesty of the graph.




Advocacy — Turning Members into a Channel

Referral grows the edges; advocacy turns your best-connected members into a channel of their own

Referral adds edges one conversion at a time. Advocacy goes further: it turns members — especially the hubs identified in
Section 03 — into an active, rewarded channel that creates content, vouches for the brand, and recruits on your behalf. It is
all wired to the same automation and governance as the rest of the platform.

O Advocacy automation ( LIV

Advocacy is event-driven. Three events each fire any subscribed, active campaigns automatically, so recognition and reward
happen the moment a member acts:

e Referral completed — a referral converted; thank the referrer, trigger the next ask.
e Content submitted — a member submitted content for review.

¢ Content rewarded — approved content was awarded, closing the loop with the advocate.
C] Portal-based UGC — compliant by construction [ Live

e Compliant submission. The submission flow rejects incentive-speech and requires an FTC #ad disclosure, plus explicit
license and disclosure checkboxes — so member content is usable and above-board from the start.

¢ Human approval queue. Submissions route to a person for approval before any points are awarded — no auto-
publishing of member content.

¢ Purchase-proof linkage. Content tied to a verified order or an approved receipt earns a "verified purchase" badge, so
advocacy is anchored to real customers.

¢ Anti-sybil caps & single award. Per-member caps limit gaming, and each win is awarded once, idempotently.

Live portal blocks include invite-friends, content-task-list, ugc-submit, and review-status, plus ambassador blocks
(opt-in, dashboard, tasks, recruit) backed by a full ambassador state machine and single-use affiliate codes.

’
Honesty box — what is Live vs. Early access( EARLY ACCESS

Live: the portal-based UGC and advocacy described above — members submit content and reviews through the branded
member portal, and it flows through compliance, human approval, and points. Early access (not production-verified): Instagram
/ social-media-sourced UGC and social-account binding. Beyond that, there are no live social-media platform integrations;
brand-level social links are presentation only. The platform does not "integrate with social media" as a shipped capability — treat
social-sourced UGC as early access, never as a delivered result.

Advocates are the network working for you

A recruited ambassador with a single-use affiliate code and a content task list is a hub turned into a channel: they
create proof, they recruit, and every conversion they drive is another honest edge in the graph. Advocacy is how the
network markets itself.




Identity — A Trustworthy Node

A network is only as good as its nodes — garbage nodes make a garbage network

Every edge in the graph connects two nodes. If the nodes are duplicates, ghosts, or people who never consented, the
network built on them is worthless — you would be reasoning about relationships between records that do not correspond to
real people. The precondition for a trustworthy network is a trustworthy node: a real, resolved, consented person. That is
what One ID delivers.

g> One ID — deterministic identity resolution ( Live

¢ Anode is aresolved person. Records are unified into one golden member record by your own customer ID or email — a
deterministic match on identifiers you already own, not a probabilistic guess.

¢ Consent off by default; never auto-created. A member node is not conjured from stray activity. It exists because a real
person joined and consented; the platform does not fabricate members or assume consent it was not given.

¢ Blind-index matching. |dentifiers are matched via an HMAC blind index — PIl is matched and then discarded rather than
stored in the clear — so resolution is privacy-preserving by construction.

This is deterministic identity resolution to a golden record — unifying records that share an identifier you already control — not
probabilistic stitching that guesses two devices are "probably” the same person. The distinction matters for a relationship graph: a
node you can stand behind is one you resolved on real identifiers, so an edge between two nodes is a real relationship between
two real people.

O Why trustworthy nodes make a trustworthy network

¢ No duplicates inflating the graph. Resolving to one record per person means node counts, hub degrees, and
community sizes reflect real people — not the same person counted five times.

e Consent you can act on. Because consent is bound to the record and off by default, every play you run against the
network — invite, seed, ambassador ask — is one you are permitted to run.

¢ Real edges between real people. A converted referral connects two resolved, consented members, so the relationship it
records actually exists.

Garbage nodes, garbage network

You cannot leverage relationships you cannot trust. Deterministic, consent-first, privacy-preserving identity
resolution is not a side feature — it is the ground truth that makes the whole relationship network worth acting on.
Get the nodes right and the edges mean something.




Leveraging the Network — The Plays

A different move for each structural role — because a hub and an isolated node are not the same customer

The payoff of seeing customers as a network is that you can stop treating them all the same. Structural role — hub,
community member, bridge/spoke, or isolated node — tells you which play to run. This is the opposite of the blast: the
message, the offer, and the ask are chosen by where the member sits in the graph.

Structural role What it signals

Hubs Natural influencers / KOC candidates who Recruit as ambassadors; prioritize referral asks and early
(high degree) have already brought members in access; give them affiliate codes and content tasks
Communities Correlated behavior — offers and messages Seed an offer into the cluster and let it travel; build look-alike
(dense clusters) propagate within the cluster asks within the community

Bridges & spokes Reachable through their hub; second- Nurture the second degree — reward the hub for activating
(connected, low degree potential spokes; convert spokes into referrers themselves

degree)

Isolated nodes No social anchor — elevated churn risk Connect them before they churn: invite-friends prompts,
(no edges) community blocks, a reason to form a first edge

Why role-based beats blast

The same budget spent by structural role does more work: a referral ask lands hardest on a hub, an offer seeded in a community
spreads for free, and an invite-friends nudge is worth far more to an isolated node than another discount. Atomized marketing
cannot make these distinctions because it never sees the structure.

Play the position, not the average

Recruit hubs. Seed communities. Nurture the second degree. Connect the isolated. Four moves, one graph — each

targeted at the role a member actually plays in the network rather than at an average customer who does not exist.




ol 7.1Measure network growth  (Live

Because the graph is snapshotted daily, its health is measurable over time. Track nodes, edges, cluster count, and top-hub
degree across snapshots and you can see the network densifying (or thinning) — the leading indicator that referral and
advocacy are working, well before it shows up in revenue. A rising edge-to-node ratio and a falling isolated-node count are
exactly what a healthy, compounding network looks like.

< 7.2 Close the loop with the retention engine [ Lve

Network structure is only useful if you can act on it in the tools you already run retention with. The platform feeds structural
roles into live audiences and journeys:

¢ On-demand SQL segments — 15 tier-gated preset audiences, re-evaluated live against the member base rather than
read from a stale membership table. These are the network's live "clusters and states" you can target today.

* Shopify behavioral signals (for connected stores) — 7 behavioral tags (including churn_risk , vip, repeat_buyer )
plus a quintile RFM engine of 10 segments, computed from real order data — a real, data-grounded read of member value
for Shopify-connected brands.

What the numbers show — used honestly

Working the member base as a network is what turns loyalty into scale. McDonald's China grew to 200M+ members with member
GMYV rising from 5% to 85% and roughly 6.7 visits per year. DEFACTO operates 900+ micro-segments; YATA runs 800+
campaigns a year. Across the portfolio, SocialHub.Al's platform helps manage a 400M+ member aggregate across many brands
— a portfolio total, not a single program. These are member-base outcomes, not network-graph readings, and no live graph
statistics are quoted anywhere in this paper.

Map — grow — leverage — measure

Map the network, grow its edges through referral and advocacy, leverage its hubs and communities with role-based
plays, and measure the graph densifying over time — then feed those roles straight into the live segments and
journeys that retain members. The network is not a report; it is an operating input.




Conclusion

Stop pricing customers as atoms — map the network, grow its edges, work its hubs

compounds

The same customers, connected: a mapped, growing network compounds where a bag of atoms cannot.

A customer is not an atom. Every buyer arrives through relationships, sits inside a community, and is either a hub, a spoke, or
dangerously alone. Marketing that prices each of them as an isolated island leaves the most valuable thing about a customer
base — the edges — unmeasured, ungrown, and unworked.

The SocialHub.Al platform makes those edges real and actionable: it maps the member network from resolved members and
converted referrals, grows it through governed member-get-member and compliant advocacy, and lets you leverage it with
plays chosen by structural role — recruit hubs, seed communities, nurture the second degree, connect the isolated. Built on
trustworthy, consent-first identity, the network is not a chart to admire; it is an operating input that compounds.

No customer is an island

Stop pricing customers as atoms. Map the network, grow its edges, work its hubs — and loyalty compounds with

every new connection. No customer is an island.
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This whitepaper has been prepared by Socialhub.Al. It makes the case that a customer is a node

in a relationship network rather than an isolated atom — and shows how the platform maps the

member network, grows it through referral and advocacy, and compounds loyalty by leveraging
its hubs, communities, and advocates. It is intended for professional evaluation and internal

discussion.
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