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THE KEY TO 
UNLOCKING 

RESTAURANTS' 
MOST VALUABLE 

DATA

BIG DATA 
It’s a term most often associated with digital giants such as Amazon and Google who are experts in utilizing 
data to create personalized shopping experiences for their customers. 

Almost all marketers are familiar with big data, but many struggle when it comes to unifying , storing, and 
extracting insights from the vast amounts of customer information at their fingertips.

The data collected from a restaurant’s POS system, for example, contains a treasure trove of information just 
waiting to be unlocked. 

“Savvy restaurant operators leverage today’s technology to turn POS and marketing data into actionable 
knowledge that can yield positive business results” -Hudson Riehle, SVP of Research, National Restaurant 
Association.

In this guide, we will take a deeper look into how applying the correct software will help restaurant operators 
and marketers collect big data and use it to gain new customer insights, enhance guest experiences, build 
brand loyalty, increase profits, and maximize marketing ROI.
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ALL DATA HAS VALUE  

LOYALTY PROGRAM MANAGEMENT  

It is no secret that loyalty programs are on the rise. QSR magazine emphasizes that, “Identifying, rewarding and 
retaining your customers is one of the hardest challenges for any restaurant. It’s both a marathon and a sprint, 
and with loyal customers spending 67 percent more than new ones, it’s a race you can’t afford to lose. The right 
loyalty program will help get customers across the finish line.”

Most restaurant operators and marketers understand the value of loyalty but simply do not have enough time 
to align key stakeholders and strategically identify key performance indicators to establish what type of loyalty 
program is right for their business.

Offering generic, one-size-fits all loyalty tactics fail to attract customers and are costly to restaurants. Loyalty 
programs must keep customers at the core and motivate incremental spend, frequency and engagement. It’s 
time to double down on engaging and retaining existing customers.  A recent Capgemini study shows that a 
fully engaged customer delivers a 23% premium over the average customer in share of wallet, profitability and 
revenue.  And according to a Bain and Company report, improving your customer retention rate by as little as 
5% can result in a profit increase of anywhere from 25% to 95%.

Loyalty program management is more impactful when powered by customer data management. Customer data 
is ingested and unified from disparate sources into one platform. That way, marketers can begin executing a 
data-driven loyalty strategy based on customer preferences and behaviors, rather than executing blind, one-
size-fits-all offers. 

It is important to understand that big data is much 
more than just numbers; when used accurately, 
it is information that will help improve your 
organization across all operations. The challenge 
is finding a way to identify, track, and optimize it. 

Customer data platforms give restaurants the 
ability to stream in customer data from different 
sources including POS systems, mobile and 
web ordering systems, SKU tracking, and in-app 
ordering. This information is used to  create a 
singular customer profile that is actionable and 
based on real-time information.
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This powerful data builds a great foundation for a successful loyalty program, which includes: 

1. Status and Tiering: Reward customers with different point multipliers or specific rewards for each
tier to motivate long term loyalty and deepen engagement.

2. Promotional Codes, Keywords, and Refer-a-Friend: Reward customers for referring friends.
Generate unique, single-use promo codes to acquire new customers via the refer-a-friend program or
create multi-use, vanity promo codes.

3. Loyalty Analytics and Reporting: Understand which customers are the best performers and how to
optimize future offers and campaigns to maximize lifetime value.

4. End-to-End Loyalty Program Support: SessionM provides end-to-end loyalty management services
to help develop a data-driven concept as well as a strategy for executing your program and tracking
the results.

IMPROVING THE DIGITAL STRATEGY

Foot traffic in casual dining restaurants is consistently on the decline. As a restaurant owner, the survival of your 
business is contingent upon how to react to this trend. 

There is a lot of advice written around the need for restaurants to have a mobile app to connect with their core 
consumers, but typically this advice does not delve into how well a business does as a result of marketing 
efforts tied to the app. Folding a loyalty program into a mobile app is one low cost strategy that can lead to 
a strong ROI. One of the biggest reasons this strategy works is the fact that mobile-based loyalty programs 
are far more personal than the ones that involve a simple punch-card being handed out to every customer 
who buys a drink. With a digital, always-on loyalty program, restaurants are able to run personalized loyalty 
campaigns by differentiating between a lunchtime visit and an evening meal, for example. Restaurants are also 
able to segment marketing lists to tie into a campaign strategy.

Loyalty programs are one of the top three motivators for customers to spend more, and a mobile app is the 
easiest way to offer customers a convenient loyalty program.

PERSONALIZING THE CUSTOMER EXPERIENCE

With a unified customer view from all touch points, delivering personalized customer experiences and 
executing effective closed loop offers becomes the strongest weapon in a marketer's toolkit. A customer data 
and engagement platform gathers the data into a single view of each customer to enable smarter decisions 
and automate targeted campaigns and offers based on behavior. 
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By using machine learning algorithms, customer data platforms can calculate key historical customer metrics 
such as recency, frequency, and spend. These calculations are based on actions customers have taken in the 
past, and can help a marketer determine a specific area on which to focus his outreach, such as customers 
likely to churn. For example, send an email to a guest that typically drinks Malbec at your restaurant, but 
hasn’t visited in over 30 days, a promotion for 50% off that Malbec if they visit your restaurant in the next 60 
days. This type of promotion helps create a personal connection with the customer while simultaneously 
driving traffic into the restaurant. Forward-looking calculations such as customer lifetime value help indicate 
highly engaged customers to potentially reward for high-value behavior and establish tiers and status. 

Additional sample promotions:

• Restaurant location: Send a promotion to a certain group of restaurants based on their location. For
example, if it’s below 32 degrees in the northeast, send a promotion for a free hot coffee to loyalty
customers only within that region.

• SKU: Boost sales on one particular product by promoting an offer to the audience in that zip code. For
example, a location is selling a lot of sandwiches but smoothie sales need a boost -- Send an offer to
sandwich buyers for a free smoothie to entice them to purchase smoothies with their sandwich in the future.

• Daypart: Entice regular customers to come in at times of the day they don’t usually visit. For example, send
a promotion to regular lunch customers to come in for a mid-afternoon beverage to convert them into lunch
and afternoon purchasers.

Personalized, relevant content and offers are proven to yield much higher ROI. One report from Monetate 

reveals a 20% increase in sales generated email campaigns that are personalized. Additionally, some 
marketers gained a 760% increase in email revenue from segmented campaigns. While the value of 
personalization is clear, the task can seem daunting. Luckily, with a customer data and engagement platform, 
personalization is made accessible to all marketers.

GET ONE STEP AHEAD OF THE COMPETITION

Big data isn’t just for Google and Amazon. Restaurants can take advantage of a customer data and 

engagement platform to provide sophisticated and analytical tools to give the same insights that the digital 
giants are using to ensure customer loyalty and maximize profits. With increased competition and growing 
demand for personalized services, your restaurant's success hinges on the utilization of big data. 

https://www.monetate.com/blog/the-tipping-point-for-personalized-website-experiences

