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Can You Meet the Changing 
Demands for Today’s Incentives?
Higher expectations are requiring higher capabilities

By Theresa McEndree 
VP, Marketing, Hawk Incentives

Incentives programs are evolving before our eyes. People are becoming more accustomed 
to receiving rewards for their purchases, workplace accomplishments, sales and more. It is 
increasingly important to make sure your program can provide a positive incentive experience 
to match a variety of rewardable behaviors by getting the right reward to the right person at 
the right time. Depending on your audience, you need to make sure you’re adjusting to their 
changing demands in terms of the rewards people prefer, including when and how they like to 
receive them. 

As you design your 2017 incentive programs, you should be aware of the following 
emerging trends:  

• Demand for more frequent recognition. A 2015 study1 by Hawk Incentives discovered 
15 percent of employees are offered spot rewards but 48 percent want them. To respond 
to this demand for more regularly delivered rewards, companies may want to motivate 
employees or shoppers using spot rewards like low-dollar rebates for making certain 
purchases or small tokens of thanks for a minor workplace win. Micro rewards enable 
organizations to create a steady stream of recognition and interaction to keep lines of 
communication open and regularly engage with consumers, employees or partners. 
Additionally, frequent and quickly delivered rewards are meaningful to recipients because 
they provide regular reminders of the behavior(s) that led to the reward.

• High-dollar reward possibilities. In today’s business landscape, some audiences—
especially sales team members or sales partners—may be eligible for high-dollar rewards. 
Special consideration should be given to planning this type of reward strategy because 
some organizations are now giving sales people up to six-figure rewards for major deals 
or even through the accumulation of rewards points. These larger rewards should have 
universal spending capabilities via open-loop, reloadable, or cash-access cards. Recipients 
can then fluidly incorporate their rewards into their spending activities. They key is 
providing cards that offer configurability to suit the recipients’ preferences.  
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• Increasingly digital lifestyles. Digital rewards are a great option to satisfy consumers 
who increasingly rely on smartphones and mobile devices. According to a 2016 Forrester 
report2, 244 million consumers browsed or bought online in 2015. The report also predicted 
that these numbers will rise. For that reason, virtual open-loop rewards could be a great 
fit for those who prefer an immediate reward and omnichannel experience. Consumers 
appreciate the flexibility and rapid delivery of egifts and virtual rewards as they can be 
used soon after they have been earned with just a few swipes on their device. Additionally, 
the cost of providing digital rewards, especially at the micro level, is typically lower than 
providing physical rewards that require printing, shipping, etc.

• Different rewards for different circumstances. Not every reward is ideal for every 
redemption situation, and recipients won’t always use rewards in the same way. Instead, 
they may have different preferences for redeeming different rewards in different settings. 
For instance, a closed-loop gift card may suit their needs for buying something special from 
their favorite retailer. They may also want the option of using a reloadable open-loop card 
over and over again for less exciting but practical purchases like gas or groceries.  And in 
addition to all of these options, there could also be occasions when recipients simply prefer 
to receive rewards such as cash, travel or merchandise. Being prepared to offer incentives 
that can be redeemed under a variety of circumstances will help ensure your recipients 
receive rewards they can use how and when they want.

As technology advances and consumers become more familiar with the incentive options 
available to them, their reward expectations are changing. In order to drive meaningful 
ROI, organizations must continually evolve their incentives programs to adapt to recipients’ 
demands for meaningful rewards. 

1. “The Happiness Study” was an Internet-based survey conducted in 2015 by Hawk Incentives. The sample size included 1,851 
respondents in the United States.

2. “U.S. Cross-Channel Retail Forecast, 2015 to 2020” is a report published by Forrester Research in January 2016.

About Hawk Incentives

Hawk Incentives, a Blackhawk Network business, delivers incentive programs that build relationships with easy-
to-use platforms, global rewards and compelling program management. Our solutions include consumer, sales, 
channel and employee incentive programs. With a focus on access, ease, rewards and speed, we create a better 
incentive experience that helps our clients increase their results without increasing their investments.

To learn more about our products and solutions,  
please visit HawkIncentives.com.


