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1 The slides and video recording will be shared after the webinar

2 If you have issues during the webinar, please email retailers@upside.com 

3 Chat us up — we encourage you to ask questions throughout the webinar 

4 For more information, visit www.upside.com/business
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You set out to accomplish a 
lot with your loyalty program

Encourage customers to choose 
your brand(s) over competitors

Motivate higher spend

Create a direct line of 
communication with customers 

Grow first party database



Today, 82% are equally or more engaged with their 
programs compared to 2022

Grocery

Customers clearly find
value in loyalty programs

~40% would not shop  
at a location without loyalty

>50% turn to loyalty 
for purchasing decisions

Up to 74% belong
to a loyalty program



But loyalty membership 
doesn’t necessarily create 
loyal behavior

1. Bond Loyalty Reports; 2. Upside data; 3. Upside data

18
Average loyalty program memberships per person1

58%  
Loyalty program members churn within one year of signup3

50%  
Share of programs in which consumers actively participate2



Loyalty members represent anywhere from 
10-80% of the customers in your orbit

● Most frequent customers       ● Regular customers       ● New customers

● Lapsed customers       ● Non- customers



Your loyalty 
members 

22%

78%

Loyalty 
super 
users

Source: Upside data

General 
loyalty  
members

Looking deeper - within your loyalty members
there are actually two groups



78% 
Of all program members 

26% 
Of total retailer revenue

1
Average monthly visit 

Source: Upside data

22% 
Of all program members 

46% 
Of total retailer revenue

Super 
users

Your loyalty 
program members

Other 
members

                  8  
Average monthly visits 

60% of loyalty members 
are lapsed or infrequent



Why do most loyalty members 
behave like non-members?



Today’s loyalty 
program landscape is 
incredibly noisy

Visual 2

18 
Average loyalty 
program memberships1

1. Bond Loyalty Reports



At the same time, 
offering a similar 
experience makes it 
difficult for your 
business to stand out 



Word Cloud represents loyalty product messaging on Walmart, Costco, Kroger, Target, 
Sams, Albertsons, Food Lion, and Publix’s websites; Common, irrelevant words removed

So it makes sense 
these programs 
are described the 
same way online



When we say “personalization,” what do we mean? 

1:1, truly 
personalized offers

Customized emails

Segmentation BOGO Sales

1:1, truly
personalized offersDynamic pricing



Your loyalty 
customers 

Super users

You have the opportunity 
to create more 
super-users 

22%23%24%25%25%+

22% 
Of all program members 

46% 
Of total retailer revenue

Super 
users

8  
Avg monthly visits 



Member spend

Repeat purchase rate
Customer acquisition cost

Signups
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Average basket size Reorder rate
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lift Enrollm
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Points earned
Wallet share
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Orders

Retention

Frequency Retention
G

row
th in  purchases

Increase in signups 

Frequency

Your guide to 
capitalizing on this 
opportunity:
Engage more loyalty members to 
become power users by 
increasing:



How much customers are spending each month 

After just five months, 
customer spend was ֧40% 
lower compared to March

Customer churn naturally occurs over time 
& is difficult to combat

One group of non-Upside customers who transacted between Oct-22 and Mar-23

Source: Upside data, n=1,023,690 restaurant customers 

Existing customers not using Upside (left axis)

RETENTION



Personalize 

Catch them when 
they need you 

Impress with unforgettable 
customer service

Combat churn 
with top 
retention 
strategies

Showcase a selection that emphasizes convenience

Bright signs with bold lettering
 Creative displays

Stock up on one-stop items & services 

RETENTION

Staff is invested & patient 
Create a high-quality 

work environment

Personalized marketing
Personalized promotions

Anticipate a customers’ needs
Monitor online presence



Existing customers not using Upside (left axis)

Upside users vs non-Upside users

How much customers are spending each month 

Existing customers using Upside (right axis)

Net-new Upside users after launch (right axis)

Source: Upside data, n=1,023,690 restaurant customers 

Improve retention by considering past purchases & 
tailoring offers based on those preferences

RETENTION



Retailers do not 
capture all 
(or even most) of a 
loyalty member’s 
purchases

FREQUENCY



Capture more of 
your customers 
purchases with 
top engagement 
strategies 

Selection

Offer additional purchasing categories that 
traditionally were captured by another industry

Introduce a hot bar
Move quick serve options 

to the front of the store 

FREQUENCY

True gamification
Send reminders about perks

Gamify

Boost engagement 
with your loyalty program

Value

Connect with 
customers

 using profitable 
promotions

Influence customer behavior without 
cannibalizing existing business



Download the loyalty report at 
https://www.upside.com/business/loyalty-and-upside

What’s working in loyalty and what’s not?  

There is clear value in 
having a loyalty program

Turning "somewhat loyal" 
members to "super users" 
drives the most new profit

Working

Membership as a metric only 
shows interest, not intent

Static offers and traditional 
marketing are not breaking 

through the noise

Not Working

Don’t scrap it, boost it

Increase customer retention 
& visit frequency to create 

more “super users”

Next

https://www.upside.com/business/loyalty-and-upside
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