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Why Aren’t You Offering 
Mobile-enabled Rewards?
Meeting shifting demand for digital and wallet-enabled rewards

By David Jones 
General Manager, Digital & Incentive Divisions for Blackhawk Network

More than ever before, people expect to be rewarded for their loyalty, purchases and workplace 
accomplishments. And as technology advances, consumers’ expectations for digitally enabled 
rewards are also ramping up. With a projected 62 percent annual increase in mobile payment 
transaction volume through 2021, according to Statista’s Digital Market Outlook1, a rising demand 
for digital and wallet-enabled rewards comes as no surprise.

As you implement your 2018 incentive programs, take into consideration the ongoing consumer 
digital transformation and make sure your program hits these marks.

Modern minimalism
This year, the minimalist movement doesn’t just mean cleaning out the closets. With the 
overwhelming amount of messaging and distractions consumers face daily, many are looking for 
solutions that reduce stress and interference. Mobile wallets are no exception. Consumers have 
been able to use mobile wallets to pay using a stored credit, debit or retailer credit card for some 
time, but they don’t just want to swap a physical credit or debit card with a mobile wallet; they 
want to minimize by being able to have all of their payments, promotions, rewards, loyalty cards, 
etc. in one, easy-to-use mobile location.

The key to capitalizing on this trend lies in offering options, like digital and wallet-enabled 
rewards and incentive programs. By increasing the mobility of rewards and programs, brands 
can maintain relevancy with their consumers and simplify programs for their mobile-minded 
consumers, thus delivering a better overall promotional experience.

Need for speed
Smartphones have helped create a constant craving for instant gratification. Consumers no 
longer wait until the nightly news airs—instead they go to social media to find out what’s going 
on in the world. Incentives delivery is no different. According to research from Hawk Incentives2, 
respondents say the ideal reward is delivered in less than a week. Innovations in technology 
now offer near-instant rewards, in many cases, allowing consumers, employees and partners to 
redeem easily, sometimes with as little as a few thumb swipes on a smartphone. Incentives that 
are delivered quickly and regularly also help provide reminders of the behavior(s) that led to the 
reward in the first place and keep communication channels open.
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About Hawk Incentives

Hawk Incentives, a Blackhawk Network business, is a leading provider of rewards and incentives to organizations 
across the globe, including many of the Fortune 500. We power an inspiring brand experience with proven delivery 
of customized rewards for consumer, employee, sales and channel incentive programs. Our expansive rewards 
portfolio includes multiple patents and industry firsts, including digital and mobile rewards. To learn more, visit 
www.hawkincentives.com. Hawk Incentives, headquartered in Lewisville, Texas, is a division of Blackhawk Network.

Demand for personalized engagement
With the amount of data-mining available to businesses today, consumers are constantly being 
wooed with personalized offers. And these days, what is nearer and dearer to a consumer than 
the smartphone? Research from Points.com3 found that 41 percent of respondents reported 
looking for targeted deals in mobile wallets. Thinking about mobile wallets as engagement 
platforms versus simple payment tools is a critical shift in perspective; wallets offer a plethora of 
opportunity for engagement and should be leveraged as such in your rewards program.

For example, making your customer or employee incentives and rewards (i.e., prepaid and gift card 
rewards, branded rebates and other incentives) mobile wallet-compatible will help recipients feel 
like the rewards are tailored to their personal habits of shopping or paying with a mobile wallet.

Combating the evolving loyalty landscape
A recent study by Bond Brand Loyalty4 found that surveyed consumers belonged to an average of 
13.4 loyalty programs, but were active in only 6.7, In other words, it’s never been easier to get lost 
or forgotten in a sea of reward cards and loyalty programs. There has also been a shift in employee 
loyalty. Employees often used to work for one company for their entire lives, but according to a 
recent survey from Namely5, the median tenure at a job for workers between the ages of 35 and 55 
is now just under two years, and even shorter for workers between the ages 25 and 35.

Effective incentive programs can combat the evolving loyalty landscape by getting innovative and 
meeting consumers where they are today: on the go and on their phones. Offering mobile-enabled 
rewards is one way to do this because it extends engagement. Now, a one-time reward has turned 
into a presence in a recipient’s smartphone, a reminder of a reward that was valuable and convenient.

As you look to optimize or develop your reward programs, consider options that can provide 
consumers and employees with the simplicity, personalization and experience they want. 
The ease and mobility of digital and wallet-enabled rewards can help your company capitalize 
on shifting consumer preferences, keeping participants engaged in a world where they are 
constantly flooded with options.

1. The Digital Market Outlook release by Statista and TrendOne in January 2017 examines the estimated growth in mobile 
payment transaction volume in the U.S. 

2. “Let’s Make a Deal 2017” is an online survey of 2001 Americans by Leger and Hawk Incentives completed between February 
28-March 12, 2017. A probability sample of the same size would yield a margin of error of +/- 2.0%. 

3. “The State of Mobile Wallet Loyalty and Engagement in 2016” is a study conducted by Points.com in the spring and summer of 
2016. The sample size included 1,500 U.S. consumers ages 18+. 

4. The 2016 Bond Loyalty Report is an internet-based survey conducted by Bond Brand Loyalty in January 2016. The sample size 
included 12,000 American respondents. 

5. HR Mythbusters 2017 is a survey conducted by Namely released in June 2017. The sample size included 125,000 U.S. employees.


