










Summary and Recommendations

Key Ingredients of Successful Fuel Loyalty Programs

Cater to Mobile
While many popular loyalty programs have a mobile app component, not every consumer is 
willing to allocate space on their mobile phone. Increasingly, loyalty providers are partnering 
with companies to go beyond mobile and into a larger distribution model (Apple Wallet, Android 
Pay, Samsung Pay and GasBuddy’s own wallet) to provide the greatest level of utility, storing the 
loyalty program membership information where it’s easy to access and transact with.

Rewards Have to be Rewarding
Companies should be strategic and ensure that their programs offer enough incentive and 
the right incentives to drive specific behaviors. Consumers need to feel the company’s 
commitment to retaining their business. 

It’s Not Too Late
Nearly 50% of the fuel-conscious consumers who responded to the survey do not belong to 
any loyalty program. These are the perfect targets for fuel loyalty programs to go after due to 
their interest in fuel-related programs and communications. The insights and analysis 
uncovered by the survey provide fuel wholesalers and retailers in all categories with the key 
ingredients for success.
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