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COOKING UP A SEAMLESS 
LOYALTY EXPERIENCE

The Challenges

An American quick-service restaurant chain with more than 

3,300 locations was relying on printed physical coupons 

to engage with their customers. This made it very difficult 

for this chain to track and measure the performance of 

their customer engagement program. Instead of rewarding 

customers for incremental behaviors, they were offering 

the same discount to all. Generic offers resulted in a 

missed opportunity for generating additional revenue out 

of customers who would have purchased anyway, and 

didn’t encourage menu exploration or additional visits 

to locations. They could not access customer data from 

the point of sale, meaning they were unable to leverage 

the data to develop more engaging, data-driven and 

personalized interactions with customers. Lacking unified 

customer data, the restaurant was forced to provide 

blanketed discounts to all customers rather than targeted 

and personalized offers to each individual.

The Solution

Offers that make an impact 

Utilizing SessionM’s campaign and offer management 

functionality, the restaurant is equipped with powerful tools 

to incentivize customers to increase their average order 

size, try new items and purchase specific item combinations. 

SessionM’s advanced rules engine listens for customers to 

complete a specified behavior or series of behaviors, and 

rewards them when they do so. Offers issued to individual 

customers, which can include BOGO offers and fixed 

amount item discounts, can be accessed and retrieved 

through the Restaurant’s mobile app. A direct integration 

with their Point of Sale system enables the Restaurant to 

instantly recognize and verify offers at checkout.

Understand key performance objectives 

Shifting from physical coupons to personalized digital offers, 

this leading quick service restaurant unlocks real-time data 

tied to key performance indicators and allows the restaurant 

to understand what offers are most valuable to both their 

customers AND their margins. With deeper knowledge of 

what is resonating with customers, they’re able to create 

more impactful offers to incentivize customers to spend 

more and more often.




