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I plan to discuss the following issues:

1. Upcoming pressures on fuel demand
Growing volume will require stealing 
market share

2. Why loyalty programs and discounts 
won’t help
Sales cannibalization, lack of engagement, 
and more

3. Why sweepstakes and promotions 
can help
Restaurants figured this out years ago
 

Click here to download our Free Legal Overview

https://www.robustpromotions.com/get-legal
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Giving away money never 
gets old. 
After working on hundreds of promotion campaigns, I’m 
still surprised by what people do when they get a big 
check. 

Consider the story of James and Susan

● Snowbirds from the Northeast
● Fixed income, purchased a trailer in Arizona
● Financial pressures meant only being able to splurge by 

sharing a single entree at a chain restaurant 
● Robust Promotions was running a sweepstakes 

campaign with this brand
● They won the grand prize—a free meal a week for a year
● Their response: “This is wonderful. Now whenever we go, 

we can each get our own entree.”

“This is wonderful. Now whenever we 
go, we can each get our own entree.”



Challenges to 
Fuel Demand
What’s lurking around the corner?



Demand Destruction?
The pandemic accelerated many trends years ahead 
of where we might have otherwise been. Together with 
existing demand pressures, the road ahead for fuel 
retailers may be challenging. 

Things to consider

● Between 1-in-5 and 1-in-6 workers are forecast 
to work remotely after COVID-19

● “Miles per gallon” becomes “miles per week”
● Fuel economy will improve + growth in EV 

penetration
● Industry consolidation gives large competitors 

more room in margins to compete on price
● QSR competitors don’t need to compete on 

price
● Growing volume means stealing market share

Sources: The Atlantic, TechCrunch



According to Numerator

● Visits are starting to stabilize in many channels, but 
growth in online penetration has held steady

Sources: The Atlantic, TechCrunch 

Implications

● Trip decline was already a major theme in 
recent years. Fewer visits to malls, big-box 
stores—and now offices

Households Shopping Index via numerator.com/coronavirus



Going Beyond 
“Loyalty”
Why it takes more than 
discounts to win



Problems with “Loyalty”
Many retailers look to loyalty programs to attract new 
business and increase repeat transactions. This 
traditionally means fuel discounts and CPG-funded 
promotions. 

Problems with traditional loyalty solutions:

● Current customers redeem the discounts—leading 
to cannibalization of sales

● Traditional loyalty solutions lack engagement 
tactics

● Expensive to develop and deploy
● The levers of small price discounts and candy bar 

deals are unlikely to resonate with consumers 
who don’t commute to work

● Consumers are loyal to restaurant brands, but 
agnostic about fuel brands 



Don’t be a lemming; 
everyone is doing the 
same thing.

Shell Fuel Rewards
5¢ off per gallon

BPme
~5¢ off per gallon

ExxonMobil 
Rewards+

3% back on fuel

QuikTrip QT Rewards
2% back on fuel



Which Station?
Faced with a decision between these two stations, 
which do you think is more attractive to a post-COVID 
consumer?

Station A
“Save save 5¢ on gas if you download and pay using 
our rewards app.”

Station B
“Whenever you pump at least 10 gallons—or spend at 
least $10 inside the store—you’ll get a scratch card 
and have the chance to win big prizes!”

Joe Consumer

?

?



Which Station?
Faced with a decision between these two stations, 
which do you think is more attractive to a post-COVID 
consumer?

Station A
“Save save 5¢ on gas if you download and pay using 
our rewards app.”

Translation: You need to download yet another app, 
create an account, and enter your payment 
details—all to save a few cents

Station B
“Whenever you pump at least 10 gallons—or spend at 
least $10 inside the store—you’ll get a scratch card 
and have the chance to win big prizes!”

Translation: Simply spend your money here, and you 
can win free stuff. Maybe even a new car or cash!

Joe Consumer

Station B

Station A



Free cars and cash prizes 
make the local news and 
change lives; 3¢ off a 
gallon doesn’t.

The Illinois Lottery gives special 
mention to where each winning ticket 
is sold, providing PR for the retailer.



Change the 
Value Proposition
How promotions and 
sweepstakes can help



Learning from 
Restaurants

A few takeaways:

●

●



Challenges for Retailers

A few takeaways:

●

●

●



Stop and Win™
This is why we created Stop and Win™ exclusively for 
independent fuel retailers. It’s at a cost that’s affordable for 
any retailer’s marketing budget. 

In summary:
✓ Fund lottery-level prizes with a network as 

small as 100 locations
✓ Can be deployed across a single network or 

crowdsourced with a variety of chains and 
single-store operations 

✓ Anticipated ROI of 11x
✓ Currently signing up partners through 

September 1, 2020 and launching on 
October 15, 2020 (3 month program)

✓ More scale = even bigger prizes



Legalities
✓ No purchase necessary. Alternate means of entry and 

official rules are available upon request from game 
provider.

✓ Games, sweepstakes, and contests are legal when they 
incorporate no more than two of the following:

○ Skill
○ Prize
○ Chance
○ Consideration (payment)

✓ All state and local regulations, ordinances, and laws are 
complied with; all registrations and application fees are 
the responsibility of Robust Promotions, LLC.

✓ Legal representation: Loeb & Loeb LLP

Click here to download our Free Legal Overview

https://www.robustpromotions.com/get-legal


● Robust Promotions is a 14-year-old award winning
sweepstakes and promotional agency with a proven
track-record of success.

● We’ve helped hundreds of businesses exceed their
marketing goals through our promotions and sweepstakes.

● We originated Albertson’s* Monopoly Game, now in its 12th
year, with $250 million in prizes per year.

● We use the same law firm that handles the annual
McDonald’s Monopoly Game, which began in 1987.

* $60 billion in revenue, Fortune 500 rank #53
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