
Company Overview

Chipotle Mexican Grill, Inc. is an American chain of fast 

casual restaurants specializing in tacos, Mission-style 

burritos and salads. Founded in 1993 as the brainchild 

of classically trained chef, Steve Ells, Chipotle quickly 

grew from a one man show into a massive corporation. 

As of 2018, Chipotle reported nearly 2,500 locations in 5 

countries worldwide, a net income of US $475.6 million, 

and more than 45,000 employees.  

 

2018 saw a year of change for Chipotle. First, in March 

2018, the organization announced former Taco Bell CEO 

Brian Niccol would replace Steve Ells as CEO, while Ells 

would retain his chairman position. In May 2018, Chipotle 

announced it would relocate headquarters from Denver, 

Colorado to Newport Beach, California with the goal of 

helping the company “in the competition for top talent”. 

Under Niccol, Chipotle’s stock price has more than 

doubled in the past year and the company has shifted 

its focus towards making the chain “accessible” to more 

customers and revamping their digital strategies. 
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The Background Story

In July 2016, Chipotle launched their first loyalty program 

called “Chiptopia.” This program was a three-tiered, 

summer-focused, three-month promotion tied to the 

number of times a customer visited Chipotle. By late July, 

the program had more than 3.6 million participants and 

accounted for 30 percent of transactions. Guests earned 

free meals after their fourth, eighth, and 11th visits each 

month. So if they bought 12 burritos over three months, 

they were eligible for four free burritos. But the 33 percent 

return rate was simply not a long-term play for Chipotle’s 

bottom line. Additionally, the company ended up forking 

out roughly $20 million to more than 85,000 Chiptopia 

members. While the program gave away plenty of burritos, 

it didn’t seem to help inspire actual loyalty and gave 

Chipotle very little insight into their customers. In order 

to drive true loyalty, measured by frequency and spend, 

the organization needed a solution to gather better data 

and allow their marketers to design a personalized loyalty 

program.



The Need

In Q2 of 2018, Chipotle’s digital sales lifted 33 percent, 

an eye-popping acceleration from 20 percent in the 

first quarter. Chipotle’s executive team felt it was the 

logical time to begin researching and exploring options 

to relaunch their loyalty program. They reached out to 

SessionM as the expert vendor in customer data and 

loyalty. Chipotle had very little data on their customers, 

and could only connect transactions to customers who use 

mobile to order. This lack of data left them with the inability 

to collect any information on customer preferences, 

behavior, and demographics, which prevented Chipotle 

from creating targeted messaging and campaigns 

engineered to increase customer spend. 

The Solution 
 

Chipotle uses SessionM to power their new points-based 

“Chipotle Rewards” loyalty program. Our customer data 

and engagement platform combines all of Chipotle’s 

customers’ data into a centralized location to provide 

better insights into their behavior. By improving customer 

data collection, SessionM is able to create segmented 

audiences and provide Chipotle’s ESP: SendGrid, SMS 

provider: Vibes, push message provider: Urban Airship, 

and offer management system with personalized 

campaigns and messaging. Chipotle also leverages 

SessionM’s managed services for our creative services 

offering and program management. 

The Chipotle Rewards program is integrated across the 

Web and Mobile app and is designed to reward customers 

each time they spend money with the restaurant. Every 

time a customer makes a purchase, they’re rewarded with 

points for the amount of dollars spent, and provided with 

a reward when the points threshold is met. This program 

incentivizes each customer to increase their spend and 

purchase more frequently in order to earn a free entree. 

Upleveling their personalization capabilities, SessionM 

enables Chipotle to send custom emails with customer 

names in both the subject line and body of the email as 

well as send rewards to customers on their birthdays. From 

an offers standpoint, SessionM allows Chipotle to identify 

customers who generally do not purchase a drink and 

message them specifically with an offer for pairing a drink. 

Chipotle also uses SessionM for frequency campaigns that 

offer bonuses for a certain number of purchases over a 

period of time or for the purchase of certain menu items 

(targets at SKUs).

“Chipotle Rewards is a critical part of our efforts to 
digitize and modernize the restaurant experience,” 
Garner says. “Through this program, we can show 
some love to Chipotle super fans, create a true one-on-
one relationship with our customers and unlock new 
opportunities to engage through offers and discounts—
from delighting customers on their birthdays to incen-
tivizing incremental purchases to providing rewards 
for engaging with the brand’s mission to cultivate a 
better world.”
  – Curt Garner, Chief Digital & 
  Information Officer at Chipotle


