Incentive 2010
Sales 1Q report

The results of the 2010 Sales 1Q survey do seem to confirm that the worst of the
anti-incentive witch hunts are over, and that concerns over the anti-incentive AlG Effect
are beginning to fade. Nearly 46 percent of our respondents say they are increasing
their per-recipient reward spend, compared to 16 percent decreasing it. And of the
latter, less than 2 percent made those cuts due to government regulations or public
perception issues. As for the one in four who reported eliminating at least one incentive
program this year, only eight percent cited public perception issues.



Please classify your organization’s business sector.

Manufacturing

Distribution/Channel
sales

Professional

Transportation

Other (please specify)




Please classify your industry.

Other

Fecd and beverage

Censulting

Finanaal/Bankng

Meating planning!spacial
avant Codm pany

Automotive

TechnolegywT elecomm-
unicaticns! Scftwarns

Consumer goods fj.e.
appliances,
alecticnics, apparnsl)

Hizz pitality! T raveal

Advetizing/Marketing/Public
Relaticns

Other (please = paciby)



How large is your company?

100

51 to 500 employess 1,007 to 5,000 employess Mora than 10,000
amployess

1 to 50 employeas 501 to 1,000 employess 5,007 to 10,000
employeas



Approximately what percentage of this budget is allocated for sales reward programs?

0% - We are not
offering any sales reward
programs in 2010

1% 10 9%

10% to 24%

25% to48%

E0% to 74%

75% 10 590%

More than 90%




Approximately what percentage of this budget is allocated for sales reward programs?

0% - We are not
offering any sales reward
programs in 2010

1% 10 9%

10% to 24%

25% to48%

E0% to 74%

75% 10 590%

More than 90%




How many sales incentive programs will you offer in 20107?

mm tob

B Gt 10
11t 15
B 1610 20
B More than 20




On average, how much will you spend on sales rewards per recipient in 2010?

550 to 599 5200 1 5499 £1,000 to 52,499 £5.000 or more
Under §50 5100 1o 5198 $500 to 5999 52,500 1o 54,999



How much of a change is this from last year?

0-4% increase
5-9% increase
10-24% increase
25-45% increase
50%+ increase
Samefno change
0-4% decrease
5-8% decrease
10-24% decrease

25-49% decrease

ove




If you increased your budget, why did you do so?

100

20

Incraased to gain
market share

Increaszed to sk
zales growth

Increazed to
retain top staff

[d not increase budget

Othar (please =pacify)



If you decreased your budget, why did you do so?

Decreased due
to budget cuts

Decreased due to
staff reductions

Decreased due to existing
government regulations

Decreased due to proposed
government regulations

Decreased due to public
perception issues

Decreased due
to lower sales

Did not decrease budget

Other (please specify)




Have you cancelled any programs for 2010?

I Yes
e Mo



(IF YES) Why did you cancel any programs?

14

T
Cancelled due to Cancelled due to proposed Cancelled due

staff reductions govemment regulations to lower sales
Cancelled due Cancelled due to existing Cancelled due to public Othar (please =pacify)

to budget cuts govemment regulations perception issuas



Approximately what percentage of your company’s sales staff typically qualifies for
incentive rewards?

Less than 5%

5-10%

11-24%

25-45%

50-74%

75-90%

Maore than S0%




Where do you purchase rewards used in your sales programs? (Select all that apply)

Manufacturar or Reseller/lncentive house Other (please spacify)
service provider
Catalog Online vendor Hetailar



Which of the following audiences do your sales awards target? (Select all that apply)

Internal salespeople

Dealersfdistributors

Consumers

Customers/business
partners

Mon-sales staff




How will your sales incentive programs in 2010 differ from 20097?

Budget for sales

incentive rewards

Frequency of programs

Walue of rewards offered

B Greater than 2009
B Same s 2009
B | =55 than 2005

Types of rewards offered

Mumber of gift card/certificate
rewards offered

MNumber of merchandise
rewards offered

MNumber of travel
rewards offered

Mumber of monetary
rewards offered




What are the primary objectives of your sales reward programs? (Select all that apply)

Create new markets
Sell new accounts

Increasemaintain sales

Increase/maintain
market share

Introduce new products
Build customer loyalty
Build employee morale
Foster teamwork
Hecognize performance
Improve customer service

Orther

100



Who handles your sales incentive programs?

CEQ/President/C-level
executive

Sales vice president
Sales manager

Sales assistant

Marketing vice president
Marketing manager
Marketing assistant

HR vice president

HR manager

HR assistant -




Which of the following types of rewards will you offer your sales staff in 20107 (Select all
that apply)

Bank-issued
prepaid cards

Retailer-issued gift
cards/certificates

Group travel

Individual travel

Experiential rewards

Merchandise

Cash

A combination
of the above

Other (please specify)




In your opinion, which of the following types of rewards is the most effective?

Bank-issued
prepaid cards

Retailer-issued gift
cards/certificates

Experiential rewards

Group travel

Individual travel

Merchandise

Cash

A combination
of the above

Cther (please specify)




How do you measure the ROl of sales incentive programs? (Select all that apply)

Customer
satisfaction levels

General profits
Froduct line profits

Increase in market share

Increasing volume
of new customers

Mew product sales

Sales of new accounts

Specific product
line purchases

Other (please specify)




Overall, how would you rate the effectiveness of your sales incentive
programs?

o Extremely effective
m Very effective

B Somewhat effective
B Mot at all effective




