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Building Loyalty, 
the Skip Way

Rachel MacAdam | Skip VP, Marketing.

Design Notes: We 
need a higher res 
version of this

http://www.youtube.com/watch?v=SNWAMSO1skU
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At Skip our brand 
evolution fueled our 
loyalty strategy.
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So. 
Let’s start there. 

Design Notes: Gif 
or visual that 
represents “start” 
or beginning
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Skip was 
facing three 
key challenges. 

Design Notes: 
Visual of three.
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Undifferentiated 
from UberEats and 
Doordash.

1. 
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Global creative was 
diminishing our Canadian 
roots and identity.

2. 
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‘SkipTheDishes’ restricted 
awareness of our 
offerings beyond resto.

3. 
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We needed 
a reset.
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We went back to the 
core DNA of Skip and 
why it was was founded. 
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To deliver the joy of the 
things Canadians want 
without the time and effort 
of doing it themselves.

Design Notes: Convey 
that this was the 
founding principle for 
Skip from back in the 
day. Maybe a picture of 
Skip back in the day.
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We found this 
proposition is more 
relevant today than ever.

Design Notes: Visual 
that alludes to 
something being 
relevant today.
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Canadians face more 
daily annoyances, 
more hassles, and 
more stress everyday.

Design Notes: 
Something that shows 
Canadians are so 
stressed and busy. 



1313

From long commutes, 
dreadful line ups, 
impossible parking, not 
to mention… WEATHER!

Design Notes: Visual 
that aligns with copy on 
the slide
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”“Small Hassles, Big Stress: Why 
the Little Things Get to Us.

”“Even the small stresses of 
daily life can hurt your health.

”“The Power of Mild Annoyances.

The 
cumulative 
effect 
of daily 
hassles 
takes a toll. 

Psychology Today

The Washington Post

Medium
14
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Here’s the 
good news...

15
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Skipping the BS of 
daily hassles is what 
we’ve always been about. 

16
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Our strategy: 

present Skip as the 
solution to bypass all of 
life’s inconveniences.

Design Notes: Visual 
that shows “the north 
star” or like something 
that resembles 
solution/approach

Or something that 
shows Skip removes 
hassles. 
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Less 
Traffic

Design Notes: these are 
good but footers need 
to aligned with other 
slides without courage 
logo

18
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Less 
Traffic

Fewer 
Line-Ups

19
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Less 
Traffic

Fewer 
Line-Ups

Zero 
Ruined 
Dinners

20
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Less 
Traffic

Fewer 
Line-Ups

Zero 
Ruined 
Dinners

No 10pm 
Diaper 
Runs

21



22

Less 
Traffic

Fewer 
Line-Ups

Zero 
Ruined 
Dinners

No 10pm 
Diaper 
Runs

Never 
Forgetting 

the 
Flowers

22
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Less BS. 
More joy.

23
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to the 
good part. 

24
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http://www.youtube.com/watch?v=c3_nJG4gogo
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This is how we built 
foundation for our 
loyalty offering.
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Introducing…

27
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To help 
Canadians 
Skip to the 
good part.

Unlock the best 
experiences for 
our loyal fans.

Brand Promise

Skip +

28
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But we had a major 
challenge to overcome.

Design Notes: 
Something that 
resembles a big 
challenge or barrier.
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Skip+ was the 
last to market. 

Design Notes: 
something that shows 
being last or chasing 
behind. 
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UberOne and DashPass 
were already established 
loyalty programs in 
market. 
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This allowed us to learn 
how Canadians feel 
about these programs.

Design Notes: visual of 
learning or reading data.
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And here is what 
we found out…

Design Notes: 
something that alludes 
to a revelation or 
learning (aha moment)
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App switching is still 
the norm among 
Canadians when it 
comes to delivery. 

Design Notes: 
something showing 
people switching 
between delivery apps 
or not being loyal to one 
brand.

50% 
of customers use more 
than one delivery app 
(amongst UE, DD, Skip)* 
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Canadians are constantly 
moving between 
programs in search of the 
best deals and offers.

Design Notes: 
something that 
corresponds with the 
slide copy
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✅ $0 Delivery.

✅ Reduced Fees.

✅ Special offers.

Design Notes: Visual of 
UberOne or Dashpass. 

Because these 
programs did 
little more than 
check the box 
on functional 
benefits.
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What they were 
missing is 
Emotional Loyalty

Design Notes: 
something that says 
they are not capturing 
the hearts of people
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Emotional Loyalty

The deep connection members feel when 
programs go beyond functional rewards to 
deliver meaningful experiences, recognition, 
and belonging.

The Journal of Consumer Research

(Noun)

Design Notes: maybe a 
visual of a heart from 
like an unsplash (those 
more abstract but cool 
visuals)

38
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This revealed a 
whitespace that 
our competitors 
weren’t delivering.

39
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And that replicating 
what they were doing, 
was not an option.

Design Notes: going the 
opposite direction visual
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Instead, we created a 
program that won both 
the minds and hearts 
of Canadians.

Design Notes: 
something that is 
emotive and resonates 
with the hearr
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We delivered all the 
table stakes things 
these programs deliver.

Design Notes: 
something that 
resembles tablestakes 
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But we prioritized three 
key strategies to drive 
emotional loyalty.

Design Notes: three 
visual or something 
around heart
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First, we tapped into 
Canadians' passions 
beyond food.

Design Notes: 
something that shows 
the passion points of 
Canadians (see next 
slide)

11#
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Things like 

Design Notes: Maybe 
visual like the next slide

Travel.
    

Sports.
    

Music.
    

Experiences.
    

Exclusivity.



4646

We gave Canadians 
unique experiences in 
festivals like Osheaga.

Design Notes: waiting 
for image from Clients
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Design Notes: waiting 
for image from Clients

http://www.youtube.com/watch?v=QOUVIpI_WTE
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Help them Skip 
the line on 
Canada’s most 
hyped events.
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These are the 
things that drive 
emotional loyalty.

Design Notes: Heart or 
emotion win
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Things that our 
competitors are 
not delivering.

Design Notes: Maybe we 
use the visual from next 
slide but we remove 
background and have it 
on the right
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Second, we extended 
our reach through 
strong partnerships.

Design Notes: 
Something that 
resembles access to 
best brands or access in 
general (yellow tape) 

22#
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A good partnership 
for Skip+ has to do 
one of two things. 
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Design Notes: 
Something that 
resembles filter or being 
selective.

Our partnership with 
CIBC has become an 
effective growth driver.

Promote offers across their 
network and clients.

Qualified leads who are 
sticky and active. 

1.

2.

3.

Media support to 
cross-promote our offers.
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It’s a win/win 
collaboration.

Design Notes: Heart or 
emotion win
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Design Notes: 
Something that 
resembles filter or being 
selective.

CIBC benefits by 
giving their 

clients Skip+ as 
a valuable perk.

 

Skip benefits by 
building lifetime 

relationships 
with them.

1.

2.
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And it drove 
incredible
Results.

53%
of new Members 
driven by CIBC.



5757

Third, Points! 33#
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Canadians 
love points.

66% 
of Canadians adjust when 
or where they shop to 
accumulate more points.

58% 
modify their spending to 
maximize loyalty points.

*Bond Brand Loyalty
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Skip+ is the only 
program to offer 
proprietary points 
system. 
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And our data 
shows, Canadians 
are eating it up.
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9B
in redeemed 

Points.

5M
Redeemed 

Daily

20%
of all Skip+ 

savings.

1.

2.

3.
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We’re also connecting our 
rewards with other loyalty 
programs Canadians love.
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Skip extends the value 
of WestJet points from 
travel into everyday 
moments like delivery.
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And we are 
seeing great 
response from 
Westjet Rewards 
members.
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25
Avg value of WJ 

redemption

$

72h
time between 

redeeming and 
placing an order

20
Increase in 
Frequency

%
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These three strategies 
set Skip+ apart as a 
winning loyalty program.
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Skip+ has been a 
game changer 
for Skip.
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It drove a tangible 
lift in order volume 
and created stickier 
members.

24% 
Increase in Spend
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Skip+ substantially 
increased order 
frequency among 
our customers.

21% 
Lift in Frequency
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This is just the 
beginning for Skip+. 
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Building loyalty is 
an ongoing journey. 
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Our goal is to always 
deliver the tablestake 
value benefits. 
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But we'll win Canadians’ 
hearts by going beyond 
table stakes to create 
deep emotional loyalty.



7474

Thank you.

Design Notes: Maybe 
visual like the next slide


