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Putting Trophy
Value into Your
Gift Card Program

ift cards have trans-
formed the corporate
market for rewards and
recognition. The 2005
Incentive Federation
Study of Motivation and
Incentive Applications now ranks gift
cards as the most frequently used type
of corporate reward. Convenicnce, case
of use and administration, and the range
of choice make stored value gift cards
the perfect choice for many harried
sales managers and incentive program
administrators, but they also have
unique co-branding and trophy value
capabilities overlooked by planners.

Co-branding and trophy value have
a key place in rewards and recognition
programs, whose very purpose is to
promote behaviors without use of
compensation. The utility of non-cash
rewards is enhanced by the perceived
ralue and visibility of the awards and
the buzz created when people receive
them. A high-end, high-performance
outdoor gas grill will serve as a positive
reminder to the participant of his or her
performance (and firm) every time it is
fired up, as will the memories evoked
by a motivational travel program. Cash,
on the other hand, quickly gets mixed
in recipients’ minds as compensation

Unlocking the Trophy Value of
| Gift Cards

| While most gift cards are presented

and usually disappears into the family
budget with no direct communication
benefits to the giver.

showing a dollar value, that’s where
the comparison with cash stops. When
properly used, gift cards provide
powerful, ongoing target marketing
power. That potential has to be
unlocked, however, through careful
marketing and ongoing communication
of your program, the branding/and or
customization of the packaging and
through effective presentation of the
awards and recognition of the award
winners. By using stored value cards as
part of an ongoing program, where
points—or cash value—is added as
successive goals are met, gift cards can,
in fact, become a permanent fixture in
an employee's wallet, acting as an
effective reminder to program partici-
pants every time that wallet is pulled
out and the card used. Friends and
family often see award winners use the
card and may see them use it often.
That'’s trophy value.

In addition, many of today's gift
cards carry the names of leading
brands, which enhances the perceived
value. Gift cards are being offered by
major retailers, banks, catalog mer-
chants, department stores, and specialty
stores of almost every type imaginable,
enabling your organization to target ‘
awards based on demographics and
create themes based on communica- |
tions objectives

Aligning your incentive or premium
program with leading industry brands
by offering their gift cards can signifi-
cantly increase the participation in the
program you offer. Brand awareness is
a major factor in the end users’ shopping
experience, and by offering gift cards
for brands they already recognize and
are currently shopping for, you add
awareness to your program—which
leads to greater participation. You also
receive the benefit not only of the
brand of gift card you carry but also of




the brands of products and services
the gift card provider offers to the end
user. The benefits of offering leading
brands on your program are very com-
pelling.

The plethora of options—including
the many branded options—also allow
you to target and tailor your gift card
program in ways that are similar to but
more flexible than merchandise
because they allow the recipient to
select the most relevant award. In
addition, many gift card brands open
up the potential for some unique cus-
tomization or packaging opportunities,
allowing companics to leverage major
brand names in their marketing pro-
grams to maximize perceived value,
adding to the excitement and pride of
the target audience.

Gift card caveat: Using cards with
high-end retail brands is one way to
| increase trophy value—however, use of
these needs to be appropriate to the
program or to the situation. For exam-
ple, you don’t want to send recipicents
to high-end retail outlets with low-end
rewards, whether because of the award
levels in general or because of the
lower performance of the individual.
There’s not much a recipient can do
with a $10 gift card at Tiffany's, for
instance, and the card might end up
being a demotivator.

Distinguishing From Cash
Respondents to the 2005 Incentive
Federation study consistently indicate
that merchandise and travel incentives
are more compelling than cash. In the
merchandise category, gift cards/gift
certificates were the most popular

award items in all applications.
Approximately three out of four
respondents (73%) agree that they can
build a more exciting and memorable
program using merchandise and gift

' Communicating the Value
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cards than around cash. Further, more
than four out of five respondents (84%)

believe that these sorts of rewards are

remembered longer than cash awards.

Gift cards provide flexibility and versa-
tility as much as cash, but their greater
trophy value means they won't be con-

fused with compensation.

The trophy value of a gift card program
has as much to do with what the user
company puts into it as the cash value
that’s stored on it. And one of the first
things that companies should be
communicating is the gift card’s utility.
m Gift cards give the recipient a wide
choice of options for redemption, so the
reward possibilitics abound and the
recipient self-selects the most motiva-
tional award.

B Gift cards arc casily incorporated into
point-tracking programs where award
levels are tracked and awards issued
almost instantaneously.

® Recipients can store points or value
on their card until they've found the
reward that most suits them and their
family.

® For many people, and for their
families in particular, half the fun of
receiving an award is shopping.
Recipients can share the experience with
their families by having them partake in
the reward selection and ultimately the
reward itself—whether it's a night on
the town, a travel experience, or a new
big-screen TV.

Ongoing Communication
In addition to communicating the inher-
ent value in the gift card, companies

should be communicating the details of
the gift card program, just as they would
for any other incentive or recognition
program. This might involve:

m Creating a theme for the program—

provide a theme or “brand” for the
program so that people think of the
program as a specific campaign. Think
about customizing the packaging and
accompanying materials with the
program theme as well as with your
company logo.

W Explain the program—Ilay out the
goals, objectives, the way performance
will be measured, and the way rewards
will be awarded and delivered. And
agdin, remind participants of the flexi-
bility of the cards in terms of the
benefit of choice.

W Have a meeting—use this as a way to
kick off your program at the national,
regional, or local level, Kickoff meet-
ings headed by top management are a
powerful way to boost any performance
improvement effort.

m Create a newsletter to provide
information about the program, track
its progress, and recognize winners,







