Who’s Your Most
Valuable Customer?
The Secret of a Great
Restaurant Marketing Plan
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WHO DO YOU VALUE MORE AS A CUSTOMER?
NEW OR REPEAT?

84

%

[

of surveyed restaurants believe
repeat customers are more
valuable than new.

]

BUT HOW DOES ACTUAL CONSUMER
BEHAVIOR ADD UP FOR YOUR BUSINESS?
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WE WANTED TO KNOW:
WHO IS THE IDEAL CUSTOMER?
We’ve tracked millions of transactions and over two million
surveys for frequent diners nationwide.

High income
earners

Big spenders on
travel and dining out

Eager
rewards-seekers

Influencers for millions
of other diners with their
recommendations
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WHY DO CUSTOMERS CHOOSE YOUR RESTAURANT?
Rewards Network surveys
frequent diners on their decision
process every time they dine
and asks about their motivation
for choosing a restaurant.

OCCASION
TASTE

REWARDS DRIVE REPEAT VISITS.
Based on over 600,000 verified
diner surveys and actual dining
behavior, customers that initially
chose a restaurant based on
their participation in a Rewards
Network program are TWICE AS
LIKELY TO RETURN to that same
restaurant than diners who chose
their visit for another reason.

All of these attributes
LOCATION
have an effect on both the
new and repeat customer
decision, but the only one
that can be measured
precisely is rewards.

BUDGET

REPUTATION

REWARDS
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OCCASION STILL MATTERS.
Customers rated their likelihood of return
higher at lunch than those who visited for
dinner. Customers are more forgiving of
service hiccups at lunch time than dinner.

Expectations for quality service are raised
when customers visit during dinner hours
or on special occasions. Getting dinner
service right is critical, especially in fine
dining restaurants, as 63% of customers
typically visit during dinner hours.

REWARDSNETWORK.COM

5

BUT HOW DO NEW AND REPEAT
CUSTOMERS DIFFER?

29

%

NEW
CUSTOMERS
SIMPLY SPEND
MORE $$$$

more spent by new
customers than repeat
customers at all restaurants
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WHY DO NEW CUSTOMERS
SPEND MORE THAN REPEAT?
NOVELTY

First-time customers are more likely to try a variety of
dishes, add an appetizer or dessert to their order, or try
a tasting menu.

SPECIAL OCCASION

Customers tend to choose new locations to celebrate
birthdays, anniversaries, accomplishments, or reunions,
with fine dining establishments seeing 47% more new
customers than returning on average.

OPEN TO SUGGESTION

First-time customers are more persuadable through
upselling and less familiar with your menu than repeat
customers. Repeat customers may “stick with what
they know.”
REWARDSNETWORK.COM

7

WHAT CAN I DO TO
INCREASE SPEND?
ON THE FIRST VISIT:

Give customers a sense of
what makes your establishment
special or explain “how it works.”

Suggest trying an appetizer
when they order drinks or
dessert when they’ve finished
their entrees.

Point out popular items or make
recommendations of your
own “favorites.”

Let them know about
upcoming events, special
offers, or reasons to return.
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THE GOOD NEWS
ON REPEAT CUSTOMERS?
When they do come back, they are more
loyal and more appreciative:

LIKELIHOOD TO RECOMMEND

LIKELIHOOD TO RETURN

Family and friends are still the most
trustworthy form of advertising
available to businesses, and 46%
of our members cite “word of
mouth” as their primary method
of finding a restaurant.

Existing customers are always less
expensive to attract and retain than
new customers unfamiliar with your
brand. And the results are cumulative:
return customers are 11% more
likely to return after their second
visit than after their first.

INCREASES

INCREASES
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THE GOOD NEWS
ON REPEAT CUSTOMERS? (CONT.)
When they do come back, they are more
loyal and more appreciative:

PARTY SIZE

SERVICE RATING

Inevitably, loyal customers bring new
customers through your doors when
they dine in larger parties — and the
more expensive the restaurant, the
larger the average party size.

In fact, customers that claim quality
service as the reason behind their
visit are 99% likely to return AND
recommend your restaurant to
friends and family. They also give
higher ratings across the board on
food, cleanliness, value, service, and
overall experience.

INCREASES

INCREASES
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SERVICE IS ONE KEY TO YOUR REPEAT
CUSTOMER EXPERIENCE.
Consumer expectations have shifted. In our report last year, we
surmised overall experience drove repeat visits. One year later, that
has condensed down to service driving repeat visits more than food,
atmosphere, location, and price.
The highest ratings for service across all restaurant segments came
from parties of 2. The lowest? From parties of 5 or more. Why? Because
quality service is harder for your servers and chefs to maintain as the
complexity of ticket rises.

REASON FOR VISIT

SERVICE

99

%

LIKELY TO RETURN
ATMOSPHERE

PRICE

97

97

95

90

LIKELY TO RETURN

LIKELY TO RETURN

LIKELY TO RETURN

LIKELY TO RETURN

%

FOOD

%

LOCATION

%

%
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WHAT CAN I DO TO
INCREASE SPEND?
AS THEY REPEAT:

Welcome them back. A smile
and friendly greeting can
go a long way.

Suggest pairings: entree + wine,
entree + side, appetizer + entree.

Highlight limited time offers and
new menu items.

Alert customers to your
rewards program.
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REWARDS ALSO DRIVE
CUSTOMER SATISFACTION.

50

42

25

of repeat customers return
to Rewards Network
program restaurants
because of the opportunity
to earn rewards of choice.

more spent by Rewards
Network members than
non-members on their initial
visit to a restaurant.

more spent by Rewards
Network members overall
on all visits, new or repeat.

%

%

%

BECAUSE LOYALTY MATTERS.
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HOW DOES REWARDS NETWORK DRIVE OUR MEMBERS
TO DINE AT YOUR RESTAURANT?
MULTIPLE TOUCHPOINTS

53

%

Websites, emails, mobile, social media, and more. Our
Marketing Services program reaches our over 6 million
members with geographic targeting to ensure the right
customer sees your restaurant every time.

DINING REWARDS
increase in incremental
spend with a bonus
targeted to select
members, driving more
dollars toward your
bottom line.

Because of our ability to directly monitor spending
levels, Rewards Network is able to drive more
customers to you with special incentives, offering
additional rewards at no cost to our clients.

MEMBER REVIEWS

Rewards Network exclusively hosts verified diner
reviews. As a restaurant owner or customer, you can
be sure that the comments you read are from people
who actually dined at an establishment.
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To learn more about how Rewards Network
can help you attract new customers
and motivate repeat visits,
CONTACT US TODAY:
Cheryl Parsons
Vice-President of Marketing, Rewards Network
312.291.5830
cparsons@rewardsnetwork.com
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