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How many consumer promotions did you hold?
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There’s More

Complete results of Incentive Report:

Consumer Promotions Report

S0 Consumer Promotions, including several
p . : : : . ti t included here, ilable at
Incentive’s latest research shows promotional marketing is still booming nl driestians o7 neeed e are avarto s
www.incentivemag.com/promo2008
By Leo Jakobson 0r Among the data that you’ll find online is a
, What type of consumer incentive programs have you found a0l look at which types of rewards ncentive’s
ou’re spend- nearly tripled—to $12.6 to be most effective in achieving your goals? respondents use most in their consumer
Ing more billion—between 2000 ) 0 promotions (hint: it was merchandise), and
money on and 2006. Our newest i for those programs using merchandise or
consumer Consumer Promotions 0 travel, the average cost of the rewards used.

promotions and running
more of them to boot.
We say this based on
more than just the
results of the research
the following pages. The
Incentive Federation’s
Market Size Study,
released in September,
shows that spending on
consumer promotions

Report (“FACTS
Report” no longer) cer-
tainly reflects that: The
number of companies
running one to three
promotions a year is
declining, while the
number running four to
six, seven to 10 and
more than 10 have all

mcreased over last year.

What type(s) of rewards do you prefer
in your consumer incentive program?

Recognition

Event/experiential

Loyalty/membership
frequency program

Contest, including those
with user-generated 8.5%
content (UGC)

/ 9.9

Sweepstakes/random 9.9%

lottery drawing /

Points-based
rewards

awards used. So check it out.

We also break down the types of merchandise

What type(s) of consumer incentive programs do you run?

59.3% 35.9% 30.1% 29.7%

Contest, including those
with User-Generated
Content (UGC)

Loyalty/Membership/
Frequency program

Event/Experiential Sweepstakes/Random Points-based

lottery drawing rewards

What are the main goals of your consumer incentive programs?

Build customer loyalty/trust
Increase brand visibility
Increase/maintain sales

Create new markets
Develop contacts/referrals
Increase market share
Improve quality of customers
Obtain consumer data

Obtain ideas
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