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The cause:
 

Market pressures are pushing 
consumers to chase value



Roughly half of consumers (49%) told us they think the 
economy got worse in 2025, but there’s a catch

THE CAUSE
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Confidence in 
the economy is 
illustrated in 
2025 spending 
trends, 
displaying a 
clear “income 
divide”

THE CAUSE
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The effect:
 

These pressures have nurtured 
uncommitted behavior



Price sensitivity

Availability

 
Competition

Uncommitted behavior is driven by 3 major forces

— Male, age group 1824
$150k+ household income

“I've started buying more in bulk and 
using cash-back apps to save on 
everyday purchases. Also, I'm being  
more mindful about dining out,  
choosing more affordable spots.ˮ
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THE EFFECT

2.6
different gas stations 

per month

7% year-over-year)

Uncommitted behavior is accelerating
In 2025, the average U.S. consumer transacts at: 

3.2
different c-stores 

per month

17% year-over-year)

3.1
different grocery stores 

per month

8% year-over-year)

4.0
different restaurants 

per month

3% year-over-year)
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THE EFFECT

For most, price remains king

How do customers in each category choose where to transact?

Fuel Convenience Grocery Restaurant

1. Lower prices Convenient to get 
there

Lower prices Food tastes 
better

2. More convenient 
location

Lower prices Items I need are in 
stock

Lower prices

3. Trustworthy 
brand name

Clean / new 
stores

Discounts / 
coupons

Higher quality 
ingredients

54%
of fuel customers compare 
prices between locations 

all or most of the time.

How do customers in each category choose where to transact?
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The response:
 

Retailers’ tactics are reinforcing 
this behavior instead of breaking it



The average 
retail 
location’s 
revenue is 
still not 
keeping up 
with inflation

* Fuel is excluded from the chart above because fuel spending is primarily driven by the price of oil.

THE RESPONSE
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THE RESPONSE

Both retailers and consumers say loyalty 
programming is important to them

52% of consumers 
view loyalty & cash back 
programs as “worth the effortˮ 

47% of retailers 
are focusing on driving 
loyalty & repeat visits 

86% of consumers 
find it important for retailers to 
offer rewards & cash back
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THE RESPONSE

Even though consumers see the value in loyalty, that 
doesn’t necessarily translate into consistent usage

Retailers actually agree,  
with 50% of retailers 
reporting neither loyalty 
participation nor loyal 
customer behavior is 
changing
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Customer retention issues represent double-digit revenue loss
Customers uninvolved in any type of programming

THE RESPONSE

What this means for retailers in 2026

Source: Upsideʼs Winning the Uncommitted Customer report, 2025.
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Regular customers Occasional customers Infrequent customers New customers

Uncommitted customers 
represent:

74%
of fuel customers

Up to 51% of shoppers acquired donʼt return in a year
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THE RESPONSE

Consumers have a 
strong preference 
for personalized 
promotions over 
dynamic pricing
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Thank you for joining!
Feel free to ask questions — and get our latest 

fuel industry insights below.


