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THE MOTIVATED MILLENNIAL

IF YOU KNEW HOW MILLENNIALS 
DEFINE “REWARDING,” YOU 
COULD BUILD THE PERFECT 
INCENTIVE PROGRAM

According to 2014 US Census data, Millennials are the largest US market segment at about 83.1 million strong.* If you’re 
charged with launching, managing, or fulfilling an incentive program, you already know you need to appeal to this market. 
What you may not have figured out yet is how to do it. 

HAWK INCENTIVES INITIATED A STUDY TO GET THE ANSWERS FOR YOU. 
What we discovered is that, for Millennials:

• Prepaid reward cards are highly motivating

• In many cases, egifts are preferred over physical rewards 

• Choice is paramount—Millennials enjoy having the ability to select their own reward

• The hype about Millennials valuing experiences over things appears to be true—when rewarded with gift cards, 
Millennials prefer them to be for activities like movies, going out to dinner, travel, etc.
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THE MOTIVATED MILLENNIAL

PREPAID CARDS VS. GIFT CARDS: VALUE MATTERS 

“If you were given a choice as to how to receive a reward, what would you prefer?” We asked this question for each of seven 
different reward amounts. At small denominations, Millennials were almost evenly split on their preference for prepaid reward 
cards versus merchant gift cards, with prepaid cards drawing slightly more interest. 

But as the dollar value of the reward increases, we see Millennials’ preference for prepaid reward cards increasing along with it.

NOTE THAT, as the value 
of the reward increases, 
the preference for 
prepaid rewards gets 
stronger.
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THE MOTIVATED MILLENNIAL

REWARD DELIVERY: OFFER A CHOICE TO COVER ALL BASES 
Millennials also expressed a preference for physical prepaid reward cards over digital rewards. However, when we asked 
about their number-two choice of reward—merchant gift cards—they indicated a much stronger interest in digital rewards:

Preference for physical prepaid rewards increases, while preference with regard to merchant gift cards shifts from digital to physical at 
the $25 level. The best strategy for appealing to all: Offer a choice of reward.

AT LOWER DENOMINATIONS, 
Millennials indicate a clear 
preference physical prepaid reward 
cards, and digital gift rewards.
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   GIFT CARD – PHYSICAL 
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THE MOTIVATED MILLENNIAL

TOP GIFT-CARD CATEGORIES: EXPERIENCE DOMINATES
When it comes to gift cards at values of $5, $10, $25 and $50, Millennials clearly want those rewards to feel, well, rewarding. 
Our survey results support the popular notion that Millennials value experiences over objects†, preferring to use gift cards 
for things like movies, dining out and road trips:

#1 #2 #3

MILLENNIAL PREFERENCE for experiences 
suggests that even small rewards are 
meaningful, and therefore compelling.

#1 FOOD & BEVERAGE  |  #2 MOVIES & ENTERTAINMENT  |  #3 FUEL

CATEGORY PREFERENCES FOR $5 TO $50
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THE MOTIVATED MILLENNIAL

SHIFT AT HIGHER VALUE: CHANGES IN GIFT-CARD PREFERENCES
It’s a different story when the value of the gift card is $100 or more. Millennials’ top category for higher-dollar gift cards is Electronics.

#1 #2 #3

CATEGORY PREFERENCES FOR $100, $250 AND $500

#1 ELECTRONICS  |  #2 DEPARTMENT & BIG BOX STORES  |  #3 GROCERY & PHARMACY
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THE MOTIVATED MILLENNIAL

THE KEY TO MILLENNIAL APPEAL
•  Millennials find prepaid reward cards very motivating.

•  While Millennials haven’t yet fully embraced digital rewards, the uptick in adoption combined with the growing trend 
toward digital wallet usage indicates that a preference for digital rewards is coming. Keep a close eye on this trend.

•  Millennials prefer gift cards that can be redeemed for fun experiences at lower dollar values, and for electronics at higher values.

To provide some additional context, we can compare Millennials’ preferences with those of our Generation X and Baby Boomer 
study particpants.

While their preferences are pretty similar in the $5-$25 range, the most noteworthy difference in preference appears at the highest 
dollar value. Although both Gen Xers and Boomers include Electronics among their top three preferred categories for rewards of 
$500, their #1 choice is Grocery & Pharmacy.

Millennial Preference 
#1 Electronics
#2 Department Stores/Big Box
#3 Grocery & Pharmacy

Play it safe: Cover all bases by offering a broad spectrum of reward choices.

Boomer Preference 
#1 Grocery & Pharmacy
#2 Clothing
#3 Electronics

Gen X Preference 
#1 Grocery & Pharmacy
#2 Electronics
#3 Home Improvement

$500: SPLURGE, OR SAVE?
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THERE’S MORE—A LOT MORE
While these numbers reflect our findings for Millennial preferences 
with regard to consumer incentives, our study also looked at how these 
preferences change when the reward is associated with an employee or 
sales incentive program. If you’d like to see these additional findings, or 
learn more about how to drive Millennial participation in your incentive 
program, give us a call. We love talking incentives.

866.219.7533
HAWKINCENTIVES.COM

Survey methodology: We asked 1,022 smartphone-owning adults representative of the US adult population based on age, 
gender, household income and other standard demographics to complete an online survey in February 2017. *United 
States Census Bureau, “Millennials Outnumber Baby Boomers and Are Far More Diverse, Census Bureau Reports.” June 25, 
2015. †The Harris Poll in conjunction with Eventbrite, “Millennials: Fueling the Experience Economy.” July 2014. 

https://www.hawkincentives.com/
https://www.census.gov/newsroom/press-releases/2015/cb15-113.html
https://eventbrite-s3.s3.amazonaws.com/marketing/Millennials_Research/Gen_PR_Final.pdf

