LOOKING AT LOYALTY

Industry experts weigh in on guest
expectations, today’s tools, and building
genuine customer connection

Today's competitive marketplace is filled with so many loyalty apps, how
can restaurant operators stand out amid continued increased inflation,
rising guest expectations, and evolving dining habits? Studies show that
adding a loyalty program increases visits and customer spending by 30
per cent, and that's why restaurateurs must develop a strategy to create
loyalty, add value, and develop lasting customer relationships.

By Jessica Brill
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We asked the experts for their thoughts on what motivates loyalty members, how operators can make

the most out of technology, and how to best stand out among a sea of foodservice loyalty apps.
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Vince Sgabellone Sander Medjers

Foodservice Industry Analyst, Circana Canada Country Manager, Adyen
As Director and Foodservice Industry Sander Mejjers is the Canada
Analyst at Circana (formerly The NPD Counry Manager for Adyen, the
Group), Vince shares his unique perspective financial technolegy platform of
on food :I!]d t:I'IE fDCdEE]"\"lEE ]lJ'I.dllst]'_\', J.l]d El')Di.CE‘ {Ol' ]?:I.d]]'lg CO]]I]X'L“‘[EE. B\'
helps clients unlock business growth by providing end-to-end payments
bringing clarity to the complexity of capabilities, data=driven insights,
consumer behaniour.® and financial products in a single
*Source Al data beloew can be sourred to Cirvana, global solution, Adyen helps
CRESTE, 12 months eim'mg June 2022 businesses achieve therr ambitions
Coneirzsons to pear-year are conporsig o the 12 mantls endingJie 2023 Faster:

Adoniram Sides

Senior Vice President, Hospitality

As SVE Hospitality, Adoniram Sides manages Lightspeed's global hospitality product portfolio,
]ending teams from North America to Australia. Prior to ng]ltspeed, Adonram led the product
strategv and launches at Upserve, the leading fine dining software platform m the United States.

*Souiree Dt provsded by Laghtspead Conmence.

Emma Balment, Director

Ipsos, Market Strategy and Understanding, Food and Beverage Group

Leveraging a team of industry experts and pewerful syndicated elata sets such as the Foodservice Momtor,
Emma specializes m uncovering growth opportunities for operators and supplers of the foodservice
mdustry by providing a deep understanding of their consumer and compettive landscape.
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What are guests looking for from restaurants to secure their loyalty?
Sgabelione: The rop reason that people dewnload apps is to colleet
lovalty points, followed closely by searching for deals. In the eyes
(l{ []'I? consumner, tD_‘.'.'Il[_" progrums are DIDOlll' EOVING MOnEy] and
not necessarily about bulding lovalty: Just under 30 per cent of all
commercial foodservice occasions mvelve a loyalty program and
the participation vate has remained flar this past vear versus the
prior vear, so operaters are battling for the attention of these
CONSUITETS.

Balment: Meeting o1 exceeding expectations on fundamentals like
rredat, craving, taste, lnmger, and eonvenience may be necessary for
repeat visits, but do not differentiate heavy users of a brand.
LO_\.'.‘Ill'_'\' 1= ?ll)ol]Dll:lL ]m'sonn]. and ]Je]'nu.sﬂh]e. To fit into these
customers’ weeldy or daily routines you need to offer menu items
thar are delicious and nutritous to help them maintan health and
well-bemg.

Sides: TO(']D_\'IS g119§l5 are tDOl'CI]'lg {Dl' more li'l.'u'l Jlisl a men] -
theyre seeking an experience that feels personal and memorable,
They want to be recognized, their preferences remembered, and
theiwr visits made special. The key to building lovalty 1s
understanding your customers on a deeper level. When you can
anticipate their needs and tailer the experience accordingly, you're
not just offering a service; vou're creating a connection

M@ijEI'S: Guests crave ]JG]'SO]I.'[[[ZE‘& experences. ]_O_'\_.Lh:\.' 15 not
about just peints er discoumts, Levalty efforts need o be
contextualized and relevant to indivieuals, fostering o one-on-one
relationship that recognizes and meets indnadual needs and
desn'es. For ?an]'l]}]?.. OEEE]'I]'[S' a C]'I]Ck?‘]'l .lJl'II'l'JtO to o \'98_?[.11'[::[]
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customer 15 more likely to burn rather than earn lovalty: The focus
3"10[[[([ be O usmg customer ll]&lgl]TE to (lﬁll‘l?]' EXPeTlenNCces .'ll]l-]
rewards that reflect the quality and persenalization guests expect

How can operators manage guest expectations and experiences, and
hew does thal alfect customer layalty?

Sgabellone: Outside of the features pm\'l(le(l. operators need to
remember that the app is an extension of their brand. It must
upheld the brand values, messages, and promises. A negative app
experience will reflect poorly on the brand and could dirve
Consumners to .'.L:IOT"JEI.' app or res Irant, ]k'LI.'IJ'.'l'I]:II'I._'\' 1 cases where
the app is the only interaction the consumer has with the brand

Sides: B:l]:u'_cu'._g' guest expectations with therr actual EXPETIETIOE 15
CQI]T]'D] to b'll]](l]]'lg ]O_\'.'ll Tl':? Cl]:l]].?']'lgE 15 to meet, :ll'.fll ]fl@:l]l:\'
excesd, what guests expect from their visit, If done righe, this can
encourage repeat visits and potentally word-ef-mouth referrals for
your business. Operators whe use data to understand their chientele
can ]'llnli? ]'en]—t]l]'l? fl{lJllSt]]'lﬂ'ltS. \'\'l]e'rl]e]' 1It's CUstonmIzIng a fl]El'—.

Dli’é] mga Pt'O]'l'n:‘[]O:'l, O Organizimg EXC['. 1s1ve events. This .'ll}]]ﬂ_\' to
anticipate needs, often before they're expressed, transforms a
standard visit inte something exceprional, Delivering unique and
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memorable moments that guests can't get anywhere else 1s what
Tl'l'.l_\- bl'lllfllﬁ ]O_‘.‘.‘llf_‘.'.

Meijers; Brand differentiation through consistent procuct quality
andl exceptional service is key to successfully managing the
balance between guest expectations and experience. Prionitizing
pavment strategles be INCrease CONVETLENCE and satisfaction with
tools like in-store kiosks aned tableside mobile options can provide
amore enjoyable dining experience

ent: When loval customers choose the restaurants they
visit most frequently, they cite reasons like authenticity
reliability, and consistency that set them apart. We are in a
LnLiie era ‘.‘.'I."IPI'E ‘-\-'Ol'(l-Of—]'l'JO'lltl] 15 more PD'\'\'E]'{['I] than 1t
l]:l‘_- ever I!J?E!'I, Tl'.‘l\'?l]l'.g’ as i..'..‘st as a "‘_—l]:ll'?" b':I[TD]'l on LOC[:I[
media. [f you are not managing your customers’ perceprions
on social media, your customers will de it for you, In an ideal
world, delivering a great product, service, and experience
wol Ill'] ENsure a g]'&.‘lf PE]'CEP[[D:T .'lll'lOt]gbl CONSUmMers 0:1[1119,
L'l'.lt l(‘P lJl'.'II'.Clﬁ do not l?.‘l‘.'@ T]'IDT o (:'I.'UICE, {lecllc.‘t?mg
resources to make sure they are leading their social brand
narrative
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“Loyalty is earned through consistent, meaningful interactions that make
customers feel valued and connected to your brand.”

What are the loyalty tools operators should be utilizing today?
Sgabellone: Providing deal and peints redemption programs that
l\-']]l ]11'0\'1('5 '\'.'\ll'l? to the consumer 15 Lié\ In these Ch.‘l]]é]'lgll]g'
economic times, consumers are looking for any epportunity they
can to save some money while still affording to visit restaurants
Orther features app users are looking for include the oppornumicy
to place and pav-for orders through the app, to find the nearest
location, and to learn about promotions at the restaurant.

Meijers: Using data to build and inform leyalty programs is table-
stalies. The incredible amount of information withn pavments 1s
often neglected. Payment data can tell you your peak hours, vour
most POJ)[IJ.'[[' tbemms, Jour ]'EPE._\[ customers, :I!'IC[ more. TL]]& 15
invaluable mformatien you can leverage to improve the customer
experience, inform your premotion strategy and tailor
promotions for loyalty.

Sides: The most valuable loyalty tocls are those that help you
rruly wnderstand your customers and engage with them on a
J)El'LDl].'I] ]E"'?l However, []'I? On-premise fllll]ll]g EXPerEnce I'..'\S
lng\g@cl b@l]]l](l when 1t comes to :JQ]'SD!'I:LILZRUD!'I, O\.ItSI.CIE' Df the
very fine dining segment. With detailed customer profiles ane
customizable rewards, restanrants can offer whar their guests
truly value, nght down to the indivadual. The tools that allow you
bo connect ‘.\'ll]'l our Ccustomers mn []'I.E.'IJ'[[I'.‘S_‘]:III Wavs are tl."IE ones
that will have the biggest impact on your business

How can operators get the moest from their loyalty apps?

Balment: When 1t comes to making payments through apps,
DCCESSINE CIE.'I.IS. TI]'ICI 1'ec|eel]1.|11g; ['-E'\‘-Tll'fllﬁ l]'l]b 15 “'hel'e lﬂ\.—d]
customers really see more value. When paying and redeeming
peints with mobile apps, cheque sizes may be 10 per cent smaller
on average, but this helps provide the affordability loyal
customers need to visit as often as they do, drving total spend up
over time and protecting waffie

Sides: Lovalty apps need to be mtntive and engaging for the
customer, LJlil' :IlSO ])0“'9[']:“1 lJE‘l]]l]CI Tl]? scenes. T}I? L'IQS[ apps
make it easy for operators to recognize and reward the guests
wha keep coming back and provide enough incentives to make
the customer feel like 1t's valuable to their dining expenence.
These apps TI]SD need to J'I.?l]) OPEIAtors I a connechon
w1 []'I CustoImers L'}Eh'\'@?l] VISIts. Tl]@ l\E'\ 15 toD use l'l'.@ app !'IO["l'Iﬁl
as a transactienal tool, but as a way to communicate and build

relationships. [\‘
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Meijers: To maximize the PDtE‘DtL:Il of 10}'317\' apps, operators
should focus on integration, personalization, and user
experience, By integrating loyalty apps with your Point of
Sale (POS) system, restaurateurs can have a unified view of
customer interactions. This integration enables personalized
1'E’\\'Tl]'d5 .'ll]Cl l'eCD]'D]'I'le]'ld:l[lD!'lS. e]ll).'mcmg’ lbe IPP-S ‘-'ﬁ] ue to
the customer and encouraging regular use. Payment data
iferms all these factors in the background and can be the
mput to fuel any loyalty program.

With so0 much emphasis being placed on loyalty, how can operators
stand out?

Sgabellone: Some apps have ventured mto gamng to engage wl th
ther S'lL?SfS i.]'l a new Dl'l(l dlﬁél?lll WAy, encolaging Consumers
tor use the app even when they are not placing an order, This will
build familiaricy and could help the operator earn o more coveted
spot on consumers’ home screens. Apps can also be used to
commnicate 'll'!S]Cl? 1!1}'0]'1]1..'[[]0[]. ll:liE PI'P]"EIEDSE menu items ar
]1LC|.(|E’]1 ITIETILLS @V ':IJJ.'lL]-]E to lO:i_Jll_\.' S'll].ls(l']b@l's D’]‘.l_‘.'. T]ILS sn'nt?g}'
can creare buzz and add value to the program beyond collecting
points

Meijers: Opﬂ':ttm‘s can differentiate themselves lr\ creating
unige, memerable experiences that resonate with their audience
and reward their lovalty: From a payment perspective, this looks
ll.]i.e ENSUNIIE VoL pn_'nuem {J]:lﬁ’Dl'l'!] caters to Jour g\.lesl‘s'
preferences. Enabling different payment methods for travellers
ean have o massive impact on lovalty and ehange the eus totner
relatienship with a br: and long-term as it enables what's “nar
for them.
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Balment: Loyalty apps are a modern version of an old tocl. Customer
loyalty is driven by raising the bar on tablesstales operations,
relieving negative stress, elevating good vibes, and providing
nutritienal and finaneial permissibilicy. These are the arenas in whick
restaurants compete for lovalty and apps help aclueve those goals.

What advice would you give restaurateurs looking to up their guest
loyalty?

Sgabellone: The next operator whe can do something new and
unique will have a first-mover advantage and could be successful at
attracting users away from comperitive apps and/or attracting new
users to thelr apy experience,

THE CF WOULD LIKE TO THANK AND RECOGNIZE OUR NATIONAL PARTNERS

Balment: First things first don't confuse guest loyalty with the
programs that incentivize guest lovalty, Focus on consistenty
meeting or excesding expectaticns on the fimdamentals of
aperations, ensuring service, product, and atmosphere evolie the nght
mood of stress relief or u])].l;'tme:n. and ENSUTILE the menu and
]D.'ll'k?[]:'lg POS]th\Tl o restmpant as Sllirﬂh]@ lO] a \'D]'L?T:\' Oi
different occasions from special indulgences to wholesome, everyday
ITHATIENTS
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Sides: Focus on the ]'PlntLO]'l‘:l."I]pE. not just the transactions. '.Lo}—ult_\'
is earned through consistent, meaningful interactions that make
customers feel valued and comnected to your brand. It's about
IIJKlPI'S'[nt](h!'Ig “'!.]O Jour customers are, .'ll'!d \\']'I.'lT l'l‘.-e_'\' want, Dl'l(l
delrvering on that consistently. Use every interaction as an

oppertunity to build a deeper connection with your guests and +

kil o EVENT HIGHLIGHTS | COMPETITION | CONNECTING
GETTING TOGETHER | STORYTELLING | CELEBRATING
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