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Growing Your Business with  
Gift, Loyalty and Rewards

Summary
Businesses everywhere have discovered the benefits of rewards and  
gift card programs.

The value of Gift and Rewards continues to evolve and grow, with the  
availability of the re-loadable wallet (stored value) and as merchants  
integrate gift/stored value and rewards into their mobile apps. 

We developed this paper to help merchants understand the basics of  
gift, stored value, and rewards and get started with their own program.

Defining Terms: Gift Cards, Stored Value, and Rewards
You are familiar with gift cards, and you may be considering offering them to 
customers. But you may have also heard about ‘Rewards,’ ‘Stored Value,’  
and ‘Wallet.’ What do these terms mean? How do they relate to gift cards  
and loyalty? What value do they bring to your customers? And how can they 
benefit your business? We’ll define each, and list a few of the advantages.

Gift Cards
Gift cards are everywhere. They can be offered with a fixed value/denomination,  
or they can be loaded up with whatever amount the purchaser wants to add.  
And of course, giving a physical plastic card isn’t the only way to give a gift  
card. You can also send an electronic card. An e-card costs less to implement,  
and many merchants are adopting an e-version of their gift/rewards program  
as an alternative or supplement to a physical card. However, for gift giving,  
many consumers still like to give a tangible card.

Often, gift cards are given as a true gift, and the recipient can spend the funds  
on whatever goods or services they want. But gift card use goes far beyond  
gifting. Some merchants use them as a promotional item at events; as a token  
of appreciation; or as a way to make amends and apologize when something 

Consider these 
compelling statistics:

89% of consumers 
surveyed expect gift 
cards to be available 
for purchase.

90% of customers 
received a gift card  
last year.

Gift card recipients 
spend, on average, 40% 
more in your business 
than the face value of 
their gift cards.
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doesn’t go quite right. Some consumers use them  
as a payment or budgeting tool. For example, they  
may use a gift card to allocate a certain amount in  
their budget toward coffee. Or they may give one to  
their college student to buy groceries or gasoline. 

Advantages 

Stored Value
Stored value allows customers to load money onto  
a card (whether a physical card or e-card/virtual card)  
and then redeem and reload funds as needed.  
Payments from stored value accounts help reduce 
payment processing fees, which can significantly  
benefit high-frequency, low-ticket businesses.  
Sometimes, the eCard ‘container’ where the stored  
value is held is referred to as a ‘wallet.’ ‘Wallet’ is also 
becoming associated with mobile apps that enable 
smartphone users to pay at a point-of-sale location.

Stored value can be combined 
with rewards opportunities to 
encourage customers to preload 
funds, motivating them to be a 
loyal, repeat customer.
Gift cards that can be replenished offer what is known 
as stored value. The dollars associated with the card 
(physical card or e-card/virtual card) are stored for the 
user to spend. Sometimes, the ‘container’ where the 
stored value is held is referred to as a ‘wallet.’ ‘Wallet’ is 
also becoming associated with mobile apps that enable 
smartphone users to pay at a point-of-sale location.

Advantages

Probably one of the most well-known stored value 
programs is the Starbucks gift card/rewards/ loyalty 
program. The gift card recipient or the giver can replenish 
the card’s value (stored value). Registering the card with 
Starbucks comes with perks (no pun intended). Starbucks 
has created a very engaging rewards experience, even 
‘gamifying’ it to make earning points (and rewards) even 
more fun.

Rewards
Maybe you have a few tattered, coffee-stained business 
card-sized paper loyalty cards filling your wallet or purse. 
You know, the ones that use punches or stamps to record 
a purchase toward a reward. Buy nine coffee drinks, get 
the tenth free, or something like that.

With the advent of plastic gift cards and e-cards/virtual 
cards, merchants find that adding some kind of reward for 
purchasing, or replenishing, a gift card encourages buying 
behavior and promotes loyalty.

The incentive might be in the form of dollars, points 
toward a free or discounted item, or a significant discount 
on a future purchase. Examples include “Buy a gift card 
worth $100 or more before Black Friday and we’ll give you 
an extra $10 card as a stocking stuffer.” Another incentive 
might be “Buy two $50 gift cards – one for yourself and 
one for a friend – and get 15% off your next dining visit 
totaling $50 or more.”

Item-based Versus Value-based Rewards
Rewards can take the form of a specific item or a dollar 
value. An example of an item-based reward might be  
“Add $25 in value to your gift card, and your next 
12-ounce latte is on us.” A value-based reward might  
be “Top off your card with $50 or more before X date  
and get a bonus $5, on us.”

Gift card / stored value 
processing fees are lower  
than processing fees for  
debit/credit cards

No bank account is needed  
to process the stored value

Encourages repeat business  
and develops loyal customers

People who receive a gift card 
typically end up spending more 
than the amount on the card.  

Gift cardholders often spend 
around 40% more than the 
amount on their gift card. 

When paired with stored value 
and a rewards program, gift cards 
help can turn one-time customers 
into repeat customers.
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Which works better? It depends on a  
number of factors. Some people respond better to 
item-based rewards; other customers might prefer 
value-based rewards. You will need to study your 
audience. Some rewards program vendors have all  
the flexibility you need to run a trial, and make 
changes to adapt to your audience. Groucho’s Deli,  
a multi-location quick-service restaurant that uses  
Xenial CRM with Gift+Rewards, switched from 
item-based to value-based rewards and found that 
frequency of visits went up 16% for loyalty (rewards) 
program-enrolled customers, while these customers’ 
average ticket increased 25%. Their customers liked 
the flexibility of spending their rewards on whatever 
they wanted rather than receiving a pre-determined 
item as the reward.

Advantages

Bringing it Together
Loyalty, Gift Card, Stored Value/Wallet, and Ordering  
in Mobile Apps

Xenial customer Bojangles’, a 750-location quick service 
restaurant, developed a custom app that is packed with 
incentives such as a free gift upon download and periodic 
coupons. The app comes with an integrated re-loadable 
gift card (‘stored value wallet’) that gives customers an 
easy way to pay. 

A tiered rewards program encourages larger orders. 
Rounding out the rewards and loyalty package,  
Bojangles’ plans to launch in-app ordering. Customers  
will be able to place an order through the app for  
pickup at a nearby store. 

The Takeaway
Loyalty programs such as gift/stored value/rewards  
can give customers those warm fuzzies every time they 
earn rewards for patronizing your business. Often, your 
gift card / loyalty program members become advocates 
for your brand who share their positive sentiment and 
experiences, and that’s a good thing.

KEY INSIGHT 
Gift cards have become far more than a 
piece of plastic that is assigned a value. 

Tied to stored value/wallet, rewards, and 
even a mobile app, gift/loyalty cards and programs 
increase engagement and retention.

Rewards programs are proven 
to drive frequency of visits and 
higher sales.

Groucho’s Deli also found that 
their rewards customers visit 71% 
more often than non-rewards 
customers, and they spend 63% 
more per customer, annually, 
than non-rewards customers. 
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Surprising Ways Loyalty and Rewards  
Benefit your Customers and Your Business

Gift cards deliver convenience and a range of other 
benefits not only for givers and recipients but also for the 
businesses that offer them. While gift cards have proven 
their value in driving revenue and loyalty, the addition of a 
rewards program tied to gift cards further incentivizes and 
solidly cements loyalty, long-term.

Here’s our list of top 13 benefits  
customers - and businesses - gain from  
a gift/loyalty and rewards program. 
 

Revenue driver. 
Businesses that offer gift cards sell more goods 

and services and increase the spend amount. Studies 
show that gift cardholders spend up to 40% more than the 
amount on their gift card.  Also, nearly 90% of gift cards 
are redeemed within the first 60 days of purchase.

Loyalty builder. 
Until the card is depleted, you can count on those 

dollars being spent in only one place: your business. But 
the gift can keep on giving when you add the option of 
stored value (which lets the cardholder, or in some cases 
the giver, replenish the card). Underscore the loyalty 
opportunity with a rewards program, and you can convert 
one-time customers into long-term repeat customers.

Lower processing costs. 
Gift cards have lower per transaction fees than 

debit or credit cards.

Great option for last-minute or indecisive  
gift givers. 

Need we say more?

Brand awareness builder. 
Each physical card is a small billboard for 

your business. Use them to promote a grand opening, 
for example. Gift cards also help with word-of-mouth 
marketing as people who like your business help 
advertise it by giving a card to a friend or relative.

Competitive advantage. 
For Quick Service Restaurants (QSR) and  

large retailers, gift cards are a necessity to stay 
competitive. In smaller and mid-sized markets, they  
can be a major differentiator.  More than half (55%)  
of gift cardholders return for an additional shopping 
trip to spend the balance, which is, of course, another 
opportunity for them to experience your brand and  
spend beyond the card balance!

Beyond gifting. 
Some merchants use cards as a token of 

appreciation or as a way to make amends and apologize 
when something doesn’t go quite right.

 
Budgeting tool. 
Some consumers use gift cards as a budgeting 

tool or payment card. For example, they may use a coffee 
shop gift card to budget a certain amount toward coffee 
each month, and replenish the card according to their 
coffee budget spending limit. Or they may give a gift card 
to their college student to buy coffee or other necessities 
such as groceries or gasoline.

Word-of-mouth marketing. 
When you offer rewards as a bonus for  

customers who purchase, use, or replenish a gift card, 
you have the opportunity to delight customers beyond 
a simple monetary exchange for goods and services. 
Customers get warm fuzzies every time they earn 
rewards, and these loyal program members tend to 
become advocates for your brand who share their  
positive sentiment and experiences.
 

Flexible way for individuals  
(or companies) to give gifts. 

Xenial helped a client that specializes in holiday foods 
develop gift cards that are good for specific items, rather 
than for a monetary value. This is a great fit for companies 
who want to give employees, say, an 8-pound ham or 
5-pound cheese pack as a holiday gift. Lacking a dollar 
value, the cards do not have to be taxed the way gift 
cards assigned a dollar value do.
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Immediate gratification. 
With eGift cards, consumers don’t even have to 

wait for postal mail delivery. Send an electronic gift card to 
the recipient’s email inbox.
 

Tack on rewards as a driver of sales.
Offers such as “Buy a gift card worth $100 or 

more before Black Friday and we’ll give you an extra $10 
card as a stocking stuffer” can generate the cash flow you 
need when you need it. 

Driver of visits and sales. 
Gift plus rewards has been proven to drive 

frequency of visits and higher sales. Groucho’s Deli, a 
Xenial client, found that their rewards customers visit 71% 
more often than non-rewards customers, and they spend 
63% more per customer, annually.

Gift cards are certainly are in high demand. 
If you haven’t rolled out your loyalty and rewards program, now could certainly be a great time to get started!

90% of customers received 
a gift card last year

89% of consumers surveyed expect gift 
cards to be available for purchase. 

KEY INSIGHT
Gift cards can have more than a one-time-use benefit.  When combined with stored value/wallet,  
and rewards, gift/loyalty programs increase customer engagement and retention, long-term. 

Groucho’s Deli rewards 
customers visit 71% more often 
than non-rewards customers.
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The top two reasons why consumers continue to 
participate in a loyalty program are:

It needs to be easy for your customers to understand, 
along the lines of “Seven visits earns you a free six-inch 
sub on your eighth visit.”  And it should be easy to sign 
up and participate. If your rewards customers have to 
do mental math to convert points to dollars or percent 
discount, you’ll likely lose them – if they ever sign up in 
the first place. 

Your rewards program also must be easy for employees 
to implement. Your POS should be pre-programmed for 
rewards redemption and integrated with your loyalty/
rewards program. And be sure to train everyone. Servers 
or cashiers shouldn’t have to call over a manager when 
they need to redeem a reward.

 
Balance happy customers with happy budget by 
going for high perceived value with low actual cost
Think about the perceived value of the reward in the 
consumer’s eyes. A free soda or a free cookie may 
not appeal as much as a free sandwich or appetizer. 
You can provide a high-perceived-value item such as 
a sandwich but still manage costs. Specify a turkey 
sandwich as the reward if turkey is your lowest cost 
meat ingredient, for example. The perceived value is still 
high, but the lower cost of goods doesn’t eat into profits 
as much as a higher cost ingredient or item.

 
Get buy-in from all levels of the organization
If you have executive leadership and/or a board of 
directors, pitch your rewards program to them, and ask 

them to communicate their full and complete support 
down the chain regularly, and often. And, of course, 
get buy-in from your front-line servers/cashiers and 
other staff. After all, they serve as both the face of your 
rewards program and your primary sales team.

Think about ways you can generate excitement and 
buzz by doing some internal marketing. And run some 
fun but simple sales contests, with nice valuable rewards 
for employees who get the most signups. 

Consider how you can make your rewards program 
part of the ingrained culture. Maybe you’ll need to send 
reminders so that it is talked about in weekly, monthly, 
quarterly and annual meetings. 

Finally, at the store level, you’ll need to be sure your 
program is part of new staff training and that managers 
mention it almost daily with staff.

Know your customer and what motivates them

• What are buying habits of loyal customers?  

• How do they purchase? 

• And what would it take to get them to visit one 
more time per week or per month?  

• Or to visit on the weekend, when they are already 
loyal weekday customers?  

• Or to spend an extra $3 or $4 on their next  
several visits? 

You can do a lot of research on your own. You can even 
buy research data. But chances are, you can think of 
10, 15, or more customers who fit the profile of the loyal 
customer. They may have even shown you what would 
get them to spend a little more or visit more often, like 
the worker who buys himself a pastry with his morning 
coffee every payday.

Top Considerations When Developing Your Rewards Program

Developing a rewards program that will encourage customers to buy more – and more often – requires a bit of planning 
and evaluation, informed by an understanding of what motivates your customers. Our team of experts came up with the 
following six recommendations to help get you thinking about your rewards program. 

Keep it simple

It’s easy to understand (81%)1 

The rewards and offers  
are relevant (75%)1

1 https://www.colloquy.com/latest-news/tough-lesson-from-our-new-research-report
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Consider mixing up your rewards 
For example, think creatively around seasons, holidays, 
sports, and even weather forecast.  

• One California chain eases the pain of a rainy  
day by giving rainy-day customers an extra 20%  
in rewards points added to their loyalty card, to  
be redeemed on a future visit.  

• Another chain gives points based on the number 
of points the local football team scores.

Consider cost versus return
If the reward doesn’t appeal to customers, or if  
there is too much of a lag before they get a reward,  
you won’t have much interest. This is where working  
with a knowledgeable partner in the loyalty and  
rewards space can be invaluable.

Each business and each set of customers is  
unique, but this list should help you get started on  
your own rewards program, one that hopefully will  
create a deeper connection and give customers a  
more personalized experience. 

KEY INSIGHT
Customers who love your business or products will appreciate being recognized and rewarded  
for their patronage. Rewards programs require thoughtful planning, regular evaluation, and may  
need periodic refinement based on customer data and insights, to be fully effective.

Consumers continue to use  
loyalty programs when they  
are easy to understand.
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Expert’s Guide to Marketing your Gift / Rewards Cards
Marketing and promoting your gift card program is critical to its success. Whatever your primary line of business: 
restaurant, retail, service, or other business, most customers won’t think of you as a place to buy gift cards unless  
you promote them in every part of your business presence. Here we’ll review gift card marketing and promotion  
ideas gathered from Xenial’s team of gift card experts.

Rely on all the conventional marketing  
channels to get the word out.

In-store: place displays or advertise your cards at 
your hostess stand / register, in the waiting area, on 
table tents, on your menu, at the cash register, on 
video screens, and on your receipts.

Email: If you send regular customer emails, 
frequently include a small mention of gift cards 
to keep them top of mind. Around traditional 
gifting holidays such as Mother’s or Father’s Day, 
Valentine’s Day, Birthday, or Christmas, you can 
place a special emphasis on your gift cards or even 
send gift-card-promotion-specific emails.

Social Media: Wherever you are active on social 
media, be sure to promote your gift / loyalty cards.

Wait staff, hosts, or retail clerks: These folks are 
your front-line sellers. Be sure they are trained to 
suggest gift cards, answer questions, and complete 
a gift card sale transaction. Managers and regional 
managers should constantly talk up gift cards at 
every opportunity. Finally, run periodic sales contests 
and offer nice prizes to gift card sales superstars.

Direct mail: a bit more expensive than other 
marketing methods, this channel can nevertheless 
be effective, especially if you have a particular 
demographic you want to reach.

Your website.

Your restaurant App.

Partner with a gift card mall.

Send an email or push text campaign to your loyalty 
program or eClub participants.

Press release: some local/regional business journals 
accept short press releases or announcements and     
will publish them at no charge.

Try some unconventional ways to promote  
your gift cards.

Reward regular customers: If you know your 
regular customers or have a way to track their 
loyalty to you using sales data from your POS  
or CRM system, reward them with a gift card as  
a thank-you, even if it’s just $4 or $5. Chances  
are, they will reload it (especially if your gift 
cards state they can be re-loaded). If these loyal 
customers re-gift your thank-you gift card, you’ve 
just gotten your brand into someone else’s hands.

Use gift cards as name badges.

Give back to your local community: Offer gift 
cards as an auction item at a raffle, charity or local 
organization’s event.

Use gift cards as promotional or holiday/thank-you 
gifts: This is a great idea for vendors, contractors, 
employees, or business partners.

As a gesture of goodwill: Although not strictly 
marketing per se, you can use your gift cards 
as a sort of ‘currency’. If you need to turn a 
bad customer experience around and say “we 
apologize,” you can do it with a gift card. 

Exchange for returned merchandise: Also not 
strictly marketing, offering a gift card as exchange 
for returned merchandise has a number of 
benefits. It lets the customer choose their own gift 
while you keep the profits. It gives the customer 
the opportunity to return and shop later. Often, 
customers spend more than the value on the card, 
so you have an opportunity for even more profit. 
Plus, it puts your brand in their hand. 

Promote your cards as a refillable ‘spending card.’ 
They are great for the people on your customers’ 
gift list whom they want to gift again and again, 
such as a college student, parent, special friend,  
or star employee.
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Final Thoughts
Hopefully you now have some ideas for how you can promote your gift cards. Remember that customers  
and their wants are constantly changing. 

You may need to periodically evaluate and change your promotional tactics to keep pace with:

Trends Promotional 
Channels

Technology Preferences

KEY INSIGHT
Take the time to learn who your customers are and what they really want. If you operate in  
several locations, run a trial in one or two locations to see which offers and promotions work.  
Finding the right marketing mix and message is all about experimentation.
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What to Look for in a Gift / Loyalty  
and Rewards Partner

You’ve decided that you want to offer gift cards. What 
qualities and capabilities should you look for in a gift and 
rewards partner? 

As you begin your search for a program and a partner, be 
prepared to answer questions such as whether you want 
to give customers the ability to choose the card value; 
how you want to sell and distribute cards; and whether 
you want to include rewards in your gift/loyalty program.
 

Here’s our checklist of five 
attributes to look for in a gift  
and rewards partner.

A Partner, Not just a Provider
Look for a gift and rewards partner with an established 
track record and a rollout and training methodology that’s 
been proven over time. Seek a partner that is willing to 
take the time to consult with you on details such as card 
design, launch and marketing plans, program rollout, and 
employee training. 

The best partners will be willing to listen and understand 
what makes your business unique, and develop gift and 
incentives programs that not only fit your business but  
get results. They will also offer plans and pricing that fit 
your budget.

Full Range of Sales Channels  
and Distribution Options
Look for partners that support both gift cards and  
rewards (not all do). A rewards program can help drive 
sales, increase card replenishment revenue, and, 
ultimately, loyalty. Look for a partner that can support  
your customers’ buying preferences such as online 
purchase through your web site or gift card mall;  
online replenishment, and automatic reload, as well  
as physical cards alongside eGift / virtual cards, with 
the ability to transfer the balance from the physical  
card to a virtual wallet. 

If you have a mobile app (or are thinking of releasing 
one) that you want to integrate with your gift and rewards 
offering, be sure to consider a partner that can support 
this integration as well, so you can accept gift card 
payments and show rewards status through your app, and 
thereby interact with your customers where they manage 
their lives: on their smartphone.

Highly Customizable Rewards
Merchants need to continually raise the bar when it  
comes to incentives and rewards, so they can offer 
rewards that are more enticing than those of their 
competitors. Gift and rewards vendors with a robust  
back-end rewards engine can help you fine-tune your 
rewards based on any number of parameters and 
customer incentive triggers that work with your sales 
and financial model and help you meet your goals. 

And if all this sounds complicated, it doesn’t have to be, 
when your partner offers experienced consultants who 
work with you one-on-one to understand your needs and 
devise a program.

Comprehensive Solutions Beyond Gift & Rewards
A seasoned provider will understand that gift and  
rewards programs don’t operate in a vacuum, and  
they will have developed a broad range of offerings 
related to gift such as: 

All the Essentials
Partners that make the short list should offer:

• A track record of success including recognizable 
brands as clients. 

• A reliable platform: 99.99% or better uptime. 

• Support for high transaction volume. 

Integration with point-of-sale

Customer intelligence (customer 
relationship management – CRM)

Virtual or mobile gift card
stored value/wallet

Value-based cards and item/ 
product-based cards

The ability to develop a mobile  
app and online ordering

Marketing Campaign Management
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• Continually improving controls with regard to  
fraud prevention. 

• Options and packages that suit your budget and 
can grow with you. 

• A responsive, dedicated account and technical 
support team, preferably based in-country, to 
consult with you, answer your questions, and 
resolve issues, should any arise. 

• Robust, all-in-one gift card sales reporting and 
rewards tracking tool that is easy to access  
and understand.

Gift cards are in high demand. In fact, 89% of consumers 
surveyed expect gift cards to be available for purchase.

Hopefully this checklist informs some of your decisions  
as you think about what kind of loyalty program to offer 
and how to find a partner that can help you implement it. 

Ready to Get Started?
Xenial gift/stored value and rewards platform helps you build brand affinity and loyalty as well as revenue.  
Gift card recipients spend, on average, 40 percent more in your business than the face value of their gift cards.  
 
We would love to help you get started. Here is a little bit about us:

89% of consumers expect gift cards 
to be available for purchase.

Thousands of merchants from single  
location mom-and-pop businesses to large 
national multi-location enterprises rely on  
Xenial gift/stored value and rewards. 

More than 100,000 merchant locations  
rely on Xenial CRM in their marketing  
automation programs.  

Xenial means hospitality in ancient  
Greek. But our Xenial software couldn’t be  
more modern. Smartphone easy. Enterprise 
powerful. Blow your mind affordable.  
That’s Xenial.

Xenial was the brainchild of Heartland  
Commerce, one of the largest enterprise POS 
providers in the U.S. How large exactly? Well,  
they currently own 19% of the restaurant POS 
market. That’s over 135,000 locations for some  
of the biggest names in fast casual dining.

We’d like to get to know you, and learn more 
about your interest in gift and rewards.

Contact us today!

loyaltyinfo@xenial.com

(855) 936-4251


