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Introduction
Attracting new customers is certainly
important. But what’s even more
important — and cost-effective —
is repeat business. In other words,
you need to get customers who
have dined with you before to
dine with you again.
And again.
And again.
In this e-book, we show you
four easy-to-implement
tactics for increasing
customer visits that
have proven to be
highly effective in
restaurants around
the country.
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Leverage Your Assets
TACTIC 1: Use What You’ve Got
Loyalty programs are proven to increase visits. How do you
spread the word and get your customers excited?
One of the best ways to increase visits is by leveraging your
best asset: your servers. The key is to create a promotion that
incentivizes them, makes them feel good about what they’re
doing, and is fun.
For example, instant-win games let your servers share good
news with their tables and reinforce the loyalty program.
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Client Story: National Coney Island
CONEY BUCKS WIN BIG
Our client, National Coney Island, created a Coney Bucks rewards card to increase visits and learn more about its
guests.
A month long launch promotion was designed to incentivize its servers to get sign-ups with free food, cash, and event
tickets.
At the same time, National Coney Island ran an instant-win promotion where customers could instantly win free food
or concert tickets during their visit. To receive their prizes, they would have to register for the Coney Bucks card.
The servers were responsible for notifying their tables when customers won, which added excitement to the
RESTAURANT: National Coney Island
FOUNDED: 1965

transaction and made everyone feel great.
National Coney Island saw 38,000 Coney Bucks cards activated in that first month, and there were 61,000

LOCATIONS: 17 with Paytronix programs

corresponding visits. It now has more than 70,000 Coney Bucks card holders, with 25% of all transactions being
associated with them.

TYPE OF RESTAURANT: Fast-casual
PAYTRONIX CLIENT SINCE: July 2013
TYPE OF LOYALTY PROGRAM: Card with app

The results showed that Coney Bucks card holders spent more, and 3,000 of them visited four times or more per
month.
A few years later, National Coney Island reran the same campaign to increase sign-ups: Registration doubled that
month and visits rose by a full 40%.

38,000 61,000 4X+
Leverage Your Assets

REWARD CARDS ACTIVATED IN
FIRST MONTH

CORRESPONDING VISITS IN
FIRST MONTH

VISIT FREQUENCY PER MONTH
AMONG 3,000 CARDHOLDERS
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Control Your Slow Seasons
TACTIC 2: Seek the Slump
Every restaurant has slow times, but when those occur can vary.
For example, a restaurant chain with several mall locations may see
peak sales on Black Friday, but a chain with rural locations will likely
see a slump.
Similarly, a kid-friendly restaurant could be packed during summers
and school vacation weeks, whereas a more upscale restaurant
might experience decreased traffic.
What can you do to keep a more consistent flow of customers?
The first step is to figure out exactly when your slow periods are by
tracking the data. You may think you know, but the actual numbers
are often a surprise — and always enlightening.
And the key to avoiding a slump is to plan enticing offers and events
in advance.
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Client Story: Pizza Ranch
PIZZA RANCH WRAPS UP BLACK FRIDAY
Our client, Pizza Ranch, saw few visits on Black Friday due to its predominantly rural locations.
To counter that trend, it created a double points promotion that rewarded guests at twice the usual rate of
earning points for purchasing both menu items and gift cards.
RESTAURANT: Pizza Ranch

The key, of course, was that customers had to visit and purchase on Black Friday.

FOUNDED: 1981
LOCATIONS: 200

Five days before the 2015 Black Friday event, Pizza Ranch sent an e-mail message designed to entice loyalty
members to visit. Then, on Thanksgiving evening, when people were likely on their devices and planning their

TYPE OF RESTAURANT: Buffet/sit-down with
delivery and takeout

Black Friday shopping strategy, it sent a reminder e-mail about the special promotion.

PAYTRONIX CLIENT SINCE: 2011

The results? Pizza Ranch saw a 67.6% lift over the previous Friday’s sales. And assuming 100% redemption of

TYPE OF LOYALTY PROGRAM: Card with

those extra rewards, the return on investment for this promotion was 780%!

branded app

67.6%
LIFT OVER PREVIOUS BLACK
FRIDAYS

Control Your Slow Seasons

780%
RETURN
ON INVESTMENT
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TIP:

It’s important to choose a limited time to run your
promotion so that you can accurately measure your
results.

Target Your
Biggest Potential
TACTIC 3: Narrow Your Focus
One of the most important reasons for running
a loyalty program is getting more information
about your customers. It allows you to find out
exactly who’s coming in and who’s not. You
know what they usually order and even how to
contact them!
Begin by using your database to figure out
which loyalty customers don’t visit as often as
others. This will be your target group.
Next, choose a timeframe to try increasing their
visits.
Then, create a point-based promotion that
targets only those customers. By starting with
this type of promotion, you can limit your costs
while you increase your visits.

Check your database.

Target low-frequency visitors.

Send a targeted points promotion
just to them.

Target Your Biggest Potential
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Client Story
TWICE — AND THRICE! — AS NICE
Our client, a national restaurant chain, targeted infrequent loyalty program members with bonus points. But the key to success was in how people earned them.
During the promotion month, guests received loyalty points when they visited, of course, but the number would increase each time. Visit once? You earn 50 points.
Visit twice? That’s 100 more points. Visit three times? You get 150 points added.
And customers certainly liked earning those extra points. The promotion led to a 54% boost in visit rates and fueled a 42% rise in monthly revenue from that
segment.
Even better, the increase in visits didn’t stop during the promotion month. The revenue from this customer segment lifted 27% during the month following the
promotion!

Points

dollars
Dollars

Is it better to run a points promotion or a dollar-discount promotion?

POINTS PRO

DOLLARS PRO

You can limit your direct costs by

You might see more customer excitement
for “$10 off”-type deals.

rewarding with points.

THE VERDICT:
It’s important to test offers against each other — but at different times. Your Paytronix representative can help you set up a test that gives you concrete
results and will guide future promotions.
Target Your Biggest Potential
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Find
Opportunities
to Reengage
TACTIC 4: Look Around
Sometimes you have to get a little
creative when it comes to bringing
customers back into your restaurant.
Look for events happening in your
area, or elsewhere across the country,
to

spark

ideas

for

encouraging

people to stop in.
You may even find opportunities that
capitalize on what your customers
are already doing — just as Duffy’s
did.

Find Opportunities to Reengage
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Client Story: Duffy’s Sports Grill
DUFFY’S REALLY SCORES
Our client, Duffy’s Sports Grill, had a special challenge: When certain teams were doing well, customers came to the
sports bar. But when those teams were losing … they didn’t.
RESTAURANT: Duffy’s Sports Grill
Instead of trying to work around unpredictable football Sundays, Duffy’s opted to work with them. Duffy’s created a

FOUNDED: 1985

Super Bowl trip giveaway, and customers could only enter if they earned a specified number of “visit credits.”

LOCATIONS: 33
TYPE OF RESTAURANT: Sports bar

Customers were encouraged to visit Duffy’s on NFL Sundays to earn a visit credit, and four visits earned them an
entry in the giveaway.

PAYTRONIX CLIENT SINCE: 2010
TYPE OF LOYALTY PROGRAM: Card, app, and

The results? In 2013, Duffy’s had only 10 loyalty club members visit on all 17 Sunday’s of the NFL regular season, and

text-to-join

only 25 visited on 16 of them. In 2014, the year it began this promotion, 127 loyalty members visited on all 17 NFL
Sunday’s, and 148 members visited on 16 of them. Sales increased 7.5% over the previous year!

1,200% 490%
INCREASE IN VISITS FOR ALL 17 NFL
SUNDAYS IN THE FIRST YEAR

Find Opportunities to Reengage

INCREASE IN VISITS FOR 16 NFL
SUNDAYS IN THE FIRST YEAR

7.5%

INCREASE IN SALES OVER THE
PREVIOUS YEAR
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Next Steps
Your Plan for More Repeat
Business
It’s next to impossible to increase visits
without a system that incentivizes people
to return and also tracks their visits,
purchases, and behaviors.
A digital loyalty program — whether it’s
an app, payment-linked program, or
swipe card — delivers the food and/or
cash benefits that customers crave while
offering the data that restaurant owners
need.

Next Steps
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Paytronix has helped more than 330 distinct brands manage customer relationships and build loyalty.
For more information about how Paytronix can help you implement a loyalty program strategy, visit www.paytronix.com or call
617-649-3300, ext. 5.
To learn more about the ins and outs of implementing loyalty and CRM programs, download another of our e-books: “A Guide to

www.paytronix.com
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Maximizing Loyalty Impact.”

