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The rising cost of groceries is creating unprecedented turbulence for retailers. A loyalty program  

can help offer stability, but it takes the right partner.



WHITE PAPER

  2© 2023 Networld Media Group | Sponsored by Givex

EVALUATING A GROCERY STORE LOYALTY PARTNER

Few industries have been hit harder by inflation than the grocery sector. 

According to the U.S. Department of Agriculture, food-at-home prices, which 

includes food purchased at grocery stores meant for consumption at home, 

are predicted to increase between 11.0 and 12.0% in 2022, far exceeding the 

8.2% inflation rate predicted for the economy as a whole.

Some staples have seen an even greater increase. The price of eggs, for 

example, has risen by 38% or even more. It’s the same for items such as bread, 

milk and produce.

Although the inflation rate for groceries will likely slow in 2023, according to the 

USDA, it’s still expected to exceed historical norms, with food-at-home prices 

predicted to increase between 2.5 and 3.5%. The reasons for those continued 

increases range from pandemic-related supply chain disruptions to high 

distribution costs and from the war in Ukraine to ongoing labor shortages. 

Clearly, those increases are causing issues for consumers. The trade journal 

Food Industry Executive found that  46% of shoppers are choosing cheaper 

foods to cope with inflation. And of concern to grocery retailers is the fact 

that many consumers are switching to less expensive brands or seeking out 

discount stores for their food needs.

Despite those issues, there are steps those retailers can take to preserve 

their customer base while helping to lessen the impact of rising prices on 

shoppers. One of the most effective is to implement a loyalty program.

Nearly endless benefits

A recent survey conducted by data intelligence firm Morning Consult 

provided more evidence of changing consumer habits. A survey of about 

2,000 U.S. adults with primary or shared food shopping responsibilities for 

their households found that 72% are purchasing fewer items because of 

concern over elevated grocery inflation, up from 64% in October 2021. 

 

“...there are steps those 

retailers can take to 

preserve their customer 

base while helping to 

lessen the impact of 

rising prices on shoppers. 

One of the most effective 

is to implement a  

loyalty program.”

https://www.ers.usda.gov/data-products/food-price-outlook/summary-findings/#:~:text=The%20level%20of%20food%20price%20inflation%20varies%20depending,and%20was%208.0%20percent%20higher%20than%20August%202021.
https://www.deseret.com/2022/9/1/23333387/why-are-eggs-so-expensive-2022#:~:text=According%20to%20MarketWatch%2C%20a%20significant%20reason%20that%20eggs,eggs%20was%20the%20leading%20cause%20of%20high%20prices.%E2%80%9D
https://www.forbes.com/advisor/personal-finance/why-are-food-prices-still-rising/
https://foodindustryexecutive.com/2022/09/rising-food-prices-impact-brand-loyalty-expiration-dates-and-consumer-values/
https://www.supermarketnews.com/consumer-trends/grocery-customers-battle-high-prices-cutting-back
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Although it may not be a cure-all for rising grocery prices, a loyalty 

program offers several benefits for shoppers.

Most importantly, of course, are discounts on certain items or bulk 

purchases. Additionally, customers can accumulate points that may 

provide even further discounts, or savings on gasoline if the store also has 

or partners with a fuel station. They can also be provided with early access 

to sales flyers and flash “members only” promotions. Loyalty programs can 

now target shoppers based on shopping preferences; they can even send 

digital coupons from store brand manufacturers, moving shoppers from 

national brands to the store’s brands. This helps both the shopper and 

retailer; the shopper in that they can save money by buying a similar store 

brand product. The retailer benefits because the store brand manufacturer 

or warehouse is funding the deal or coupon.

At the same time, a loyalty program offers a host of benefits for grocery 

retailers as well. With the right program, store operators have access to a 

treasure trove of data that can provide insight into customer buying habits, 

monitor the success of sales, and most of all, build loyalty among their 

base of shoppers by personalizing the customer experience.  

 

“Although it may not be a 

cure-all for rising grocery 

prices, a loyalty program 

offers several benefits 

for shoppers. Most 

importantly, of course, 

are discounts on certain 

items or bulk purchases.”
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A recent survey by marketing firm Epsilon found that 80% of respondents 

were more likely to do business with a company if it offered personalized 

experiences.

Stores can, for example, offer direct marketing promotions to specific 

customers based on their previous purchases or lack thereof. If a certain 

customer has purchased New York strip steaks several times in the past, 

they might be candidates for an email offering discounts on the fixings for a 

Sunday evening steak dinner for the family. Or if several customers regularly 

purchase gourmet coffee on a certain cadence but then fail to purchase it 

multiple weeks in a row, a coupon might encourage them to purchase the 

coffee again. 

And if a particular high-margin SKU proves to be popular with customers, a 

promotion via a store’s loyalty program can be just the thing to help boost 

both sales and profits. The opportunities are nearly endless.

Choosing the right partner

Loyalty programs have come a long way since the Green Stamps of the 1960s. 

Instead of having to paste stamps into a booklet, shoppers can access today’s 

programs via a rewards card, a mobile device or by entering their phone 

number.

There are several providers of loyalty programs in the marketplace, but 

grocers interested in implementing such a program should ensure the vendor 

they choose offers some key features.

Marietta, Ga.-based Loyalty Lane, Inc (now part of Givex, a global fintech 

company) which has provided thousands of retailers with loyalty programs 

since 2005, recommends these in particular:

POS integrations

Integrated loyalty programs at the point of sale will expand the digital 

environment and improve the overall customer experience. Look for a vendor 

https://www.epsilon.com/us/about-us/pressroom/new-epsilon-research-indicates-80-of-consumers-are-more-likely-to-make-a-purchase-when-brands-offer-personalized-experiences#:~:text=90%25%20of%20respondents%20say%20they,personalized%20experiences%20very%2Fsomewhat%20well.
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whose program software requires no additional hardware and works with 

multiple POS and technology partners as well as national and warehouse 

digital coupon providers. 

Futureproofing

Software and hardware change regularly, and the last thing a store operator 

wants is to invest in a program that becomes unusable the next time their 

POS provider updates their software. The vendor should be open to new 

development with POS platforms. Review and compare the vendors’ current 

feature list and Road Map and compass for the future. Make sure current 

features touted are in the marketplace.

Real-time reporting

Transactions should be processed in real time with the store’s existing POS. 

If the shopper earns fuel points via their in-store purchases, those points 

should be available as soon as they leave the store and pull up to the gas 

pump. Summary data should be easily accessible on your time, in easy-to-

read graphical visualization (widgets) on a phone or dashboard. The widgets 

should have a “Call to Action,” allowing retailers to quickly send out funded 

promotions to drive more trips and sales, and you shouldn’t have to request 

this data and pay a hefty fee for access to your own information. 

Easy connections with loyalty members  
with automated communications

The program vendor should provide an email marketing dashboard that 

enables retailers to target all members or specific segments of customers. 

The system should make it easy for the retailer to automate and schedule 

tasks, such as sending emails offering special discounts to customers on 

their birthdays or the anniversary of their enrollment in the loyalty program. 

These should easily be set up as scheduled promotions, so the retailer 

doesn’t have to touch them each month. The system also needs to allow the 

scheduling of promotions to a changing shopper base, targeting shoppers 

whose spend is trending down because of a myriad of reasons, from a new 

competitor to a bad experience. Top shoppers who are trending up need to 
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be acknowledged and pointed in the direction of vendor-funded deals based 

on their preferences, this is communication without the retailer having to 

spend any promotion dollars.  Emails are inexpensive and effective forms of 

communication; make sure your vendor doesn’t charge a premium.    

Texting for Quick Hot Deals and Announcements

Similar to emailing, texting provides another channel to communicate. Pick a 

loyalty partner who is experienced in blending texting into their program. A 

poorly run texting program can push customers away.  

Boosting the bottom line

Shoppers aren’t the only ones facing inflation these days. The impact of 

inflation is hitting store operators just as hard, with rising labor, utility, 

shipping and inventory costs

Because of that, the value a loyalty program offers can’t be overemphasized, 

with a host of benefits for both shoppers and retailers alike. 

A recent survey of more than 2,300 U.S. consumers conducted by the trade 

journal PYMNTS found that 43% of consumers spend more at grocery 

stores that have loyalty programs. Additionally, 43% of survey respondents 

said loyalty programs affect their decisions about which grocery stores to 

patronize.   When you couple that with funded national and warehouse-

sponsored digital coupons targeted to shoppers based on preferences 

retailers have seen a 30%+ increase in basket spends.  

Real-world evidence backs that up. Givex’s loyalty programs, for example, 

are proven to increase customer frequency, average basket size, and profits, 

while at the same time helping shoppers save on their grocery bills. With the 

programs, customers return to shop more often, spend more, and leave with 

larger baskets.

No matter which vendor an operator chooses, a loyalty program should be an 

integral part of every grocery store’s offering.

https://www.pymnts.com/news/delivery/2022/consumers-order-fewer-prepared-food-deliveries-as-prices-climb/
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Givex is a global fintech company providing merchants with customer engagement, point of 
sale and payment solutions, all in a single platform. Givex is integrated with 1100+ technology 
partners, creating a fully end-to-end solution that delivers powerful customer insights. Our 
platform is used by some of the world’s largest brands, comprising approximately 118,000 
locations across more than one hundred countries. Learn more at givex.com. 

ABOUT THE SPONSOR:

Not all loyalty programs are created equal. Here’s some advice on ways to ensure 

yours wins new customers and retains existing ones: 

• Provide customers with real-time incentives while they shop in your store

• Offer weekly promotions 

• Offer free enrollment and online access to the member account portal 

• Issue points at registration

• Surprise and delight your top shoppers on special occasions

• Promote “members only” specials or benefits online, in flyers, and in-store

• Ensure points thresholds are attainable

• Ensure the program is accessible from multiple devices and is user-friendly 

• Collaborate with vendors to promote SKU-specific point rewards

Tips for making your loyalty program a success

https://www.givex.com/

