What’s working best to influence consumer buying behaviour =, _
W and drive engagement with brands and marketing campaigns.




Background & Methodology

With every brand looking to out do each other with their latest campaign and find that
unique idea to capture share of wallet, in the face of social media boom and
challenging economic times we wanted to find out what’s really working when it
comes to incentives and promotions?

e Data collected during June using RedBalloon online survey
* Number of responses: AUS =1,317; NZ = 92

* Responses by income bracket:
— <S50k =39%
— $50k-$100k = 51%
— S$100K+=11%
 Responses by Generation:
— GENY=31%
— GENX=48%
— BABY BOOMERS =21%
e 85% of responses by women
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Promo’s, Incentives & Special Offers

How effective are the following promotions or incentives in your
purchasing decisions?

. M Highly Effective

Price discount
B Somewhat

Receive free gift e.g. Voucher, Book, DVD = Highly Ineffective

Competitions - chance to win prizes

Two for one/ or bulk order offers

Cash rebate offers

- When shopping 83% of
. us are now more
Special Coupons —in books or back of receipts | | | | - conscious about flndlng
0% 20%  40%  60%  80%  100% Special Offers or
Discounts than we
*  Price discounts as ever are still the most effective option to were 12 months ago
influence purchasing decisions. But that’s not always an option for
everyone — be it de-valuing the brand or to protect margins.

Bonus Fly Buys or other reward points

*  Gift with Purchase and Competition entries are the next highest
appealing offers
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Discounts VS Prizes VS Gifts

You need to buy a new camera and have a budget of $300.
Which one of these offers would you choose?

Pay $300 and receive an instant gift of a $50
retail voucher

Pay $300 and receive a free $50 memory card

Save 10% and pay $270 83% believe we just
: . . can’t help ourselves to
Pay $300 and enter into a draw to win from a .
$50,000 prize pool 2 ) ) ) a good special offer
T T e and consider ourselves
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% ’ .
a ‘sucker’!
Plus Women (86%) are
*  Whilst price discounts where the clear leader in the previous bigger suckers than

qguestion, when presented with a like for like comparison, they o/
. . . Men (73%)!
chose instant gratification and the added value of a gift.

*  The gift voucher was twice as popular as a price discount.

*  Competitions also rated highly previously, but also chose the two
free gift options almost 15 times more
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The best Free Bonus Gift with purchase

Which kind of ‘free bonus gift’ would you find the most appealing when
purchasing a product?

A retail gift voucher that lets you choose from a wide selection of
options

A gift that relates to the product | have just purchased, e.g. free golf
balls with a golf club, or a cooking book along with a blender.

A gift that is practical and one that | will get a lot of use out of

pd p pd P P

0% 10% 20% 30% 40% 50% 60% 70%

*  Gift Vouchers are clearly the most appealing gift with purchase
*  People like choice and to have options on how to use their gift.

*  Gifts that relate to product make sense but just aren’t as popular —

they also limit the appeal as it’s a specific item and subjective to each
buyer
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Influences on brand & product switching

Over the past 12 months, what has made you trial a new brand of
product/service?

To receive discounts or special offers
To receive a gift or the free promotional merchandise that is inside
Because you had discount coupons
Because of an instant win offer
Because it offered a bonus Fly Buys or Other points
Because of a cash rebate offer
Because it donated a proportion of the sakes to charity
Paid cash and provided proof of purchase to receive discount...
Because of a collect to win offer
To enter a sweepstakes draw

None of the above

To enter a skill testing contest P ) ) p p p

T T T T T 1

0% 10% 20% 30% 40% 50% 60%

*  Discounts and Free gifts and merchandise have been the most popular brand
switching influencers. No doubt this reflects the increase use of these offers
but also confirms their success.

* 1in 10 people had not switched brand because of any of these options

galooh <

‘:DB CORPB“R

© RedBalloon 2010. All rights reserved. www.redballoon.com.au/corporate | 1300 850 940



Competitions and prize giveaways

Which prize is a better incentive for you to enter a competition?

Either, makes no difference to me!

10 prizes worth $1,000

1 prize worth $10,000

L J St

0% 10% 20% 30% 40% 50%

*  Consider how you split up your prize budget. Avoid having just
one prize as people want a greater range of prizes available to
give them a sense that they have a better chance of winning
something

Instant gratification VS Chance prize draws

*  We preferit Instantly - 3 to 1! When entering a prize draw
competition 75% of respondents would prefer to find if they have
won instantly compared to entering the draw and finding out at a
later date they have won or lost.
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* When entering a

respondents believe they
don’t think they have a
chance of winning and are
pessimistic.

* Kiwis (61%) are more
optimistic than Aussies
*Gen Y (42%) are less
optimistic than Boomers
(53%)




Competitions... What’s in it for me?

How likely would you be to enter a competition for a chance to
win one of the following prizes?

Holidays and Travel
Retail gift voucher — e.g. shopping vouchers for Coles, Woolworths...
Experience to share with friends or family E.g dinner, day...
Experiential gift of your choice. E.g. flying, driving, pamper, getaway
Entertainment items — TV, DVD, ipods
Dining/Food experiences — free meals/food deals
Tickets to the theatre, movies or live music
Electrical appliances — fridge, toaster, power drill

Tickets to Sporting events

0% 50%

*  Top 4 Prizes are very equal in high appeal with over 75%
*  Two of top 4 most appealing involve CHOICE in the gift
*  Three of Top 4 most appealing are experiential

*  Entertainment/Electrical items had much less appeal than expected and tickets to
sporting events where the most divisive prize and shows it needs to be very
aligned to a specific target market
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100%

m Highly
Likely

B Somewhat

= Highly
Unlikely



The right incentive makes all the difference

This survey is the perfect example.
Respondents who answered this surveyed
where offered the chance to Win a $250
RedBalloon Gift Voucher.

Complete our short “Promatiac . . .
“remotions and inge

WIN 3 $250 RedBaflso; Gi

Complete Survey

ntives Survey”

ft Voucher!

We had a great response rate (14%) to our > 4%
EDM resulting in over 1,400 responses.

® I'm interested in the
research topic

When asked ‘Why did you complete
the survey?’ the overwhelming
response was because of the chance
to win the Gift Voucher (53%) and
little to do with the actual survey
content or the desire to complete
surveys.

® For the chance to Win a
$250 Gift Voucher

= | enjoy completing surveys

m All of the above!
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