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Overview 

• Online survey (April 2015) of 100 United Kingdom 
organisational stakeholders concerning reward and 
recognition programmes 

 

• Topics including, but not limited to: 
• Employee and sales programmes 

• Influence 

• Spend 

• Rewards 

• Anticipated changes 

 

• Results are weighted to reflect the actual proportion 
of U.K. companies by annual revenue size 
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Top Findings 

• Many U.K. organisations leverage non-cash employee and 

sales reward and recognition programme(s) to promote 

desired behaviors. 

• Stakeholders and their organisations stand behind and 

believe in the positive influence of their programme(s). 

• Many U.K. companies report growth and anticipate 

increased investments relative to reward/recognition 

programme(s).  Most currently offer group and individual 

incentive travel; half offer merchandise, and many offer 

prepaid and digital rewards. 

• Most companies work with incentive industry suppliers in 

some capacity. 

• A notable number of respondents are unaware of industry 

associations that provide thought leadership. 
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Company Profiles 
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£1m 
to 

£9.9m 
(n=18
2,595) 

£10m 
to 

£99.9
m 

(n=23,
210) 

£100m 
or 

more 
(n=3,7

10) 

• There are nearly 210,000 businesses in the U.K. with £1 

million+ in annual revenue; 87% of these firms are 

small businesses. 

• Nearly two-thirds of U.K. businesses use non-cash 

reward and recognition.  

 

Offer 
Non-
Cash 
R&R 

Do Not 
Offer 
Non-
Cash 
R&R 

35% 

65% 



Company Profiles: Industries 

Represented 
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28% 

25% 

14% 

11% 

5% 
3% 

20% 

IT/ 

Technology 

Mfg. Retail Banking/ 

Finance 
Pharma FMCG Other 



Non-Cash Reward and Recognition 

Majorities of U.K. companies offer non-cash reward and 

recognition to employees, salespeople, distributors/channel 

partners, and customers. 
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Offer Non-

Cash Reward/ 

Recognition 

Employees 81% 

Salespeople 72% 

Distributors/Channel Partners 57% 

Customers 63% 



Employee Reward & Recognition 
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Offer 
Employe
e Non-
Cash 
R&R 

Do Not 
Offer 

Employe
e Non-
Cash 
R&R 

19% 

• The majority of U.K. 
companies using non-cash 
rewards offer them to 
employees. 

• Seven in ten (71%) 
companies report employee 
reward and recognition 
budgets of less than 
£100,000.  
 

32% 39% 

15% 10% 
4% 1% 

LT £50,000 £50,000 -
99,000

£100,000 -
249,999

£250,000 -
499,000

£500,000 -
999,000

£1 Million or
more

0% 

21% 22% 25% 29% 

4% 

£0 £1-£49 £50-£99 £100-£199 £200-£499 £500 or more

Employee R&R Budget Per-Employee R&R Budget 

81% 



Employee Programme Features 

6/24/2016 Question: “Does your organisation’s employee reward and recognition programme(s):” 7 

Companies reward their employees for a variety of 

behaviours/activities; a majority rewards employees for 

best practices. 

1% 

13% 

41% 

44% 

47% 

51% 

51% 

53% 

66% 

Reward other behaviours?

Use a points-based awards system?

Reward achieving sales goals?

Reward going the extra mile/performing "above
and beyond" expectations?

Allow employees to nominate one another for
outstanding contributions?

Reward contributions to your organisation's
success?

Reward existing performance levels?

Include your entire workforce?

Reward best practices?



Sales Reward & Recognition 
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Offer 
Sales 

Non-Cash 
R&R 

Do Not 
Offer 
Sales 

Non-Cash 
R&R  

52% 

20% 16% 
7% 

1% 5% 

LT £50,000 £50,000 -
99,000

£100,000 -
249,999

£250,000 -
499,000

£500,000 -
999,000

£1 Million or
more

Sales R&R Budget Per-Person Sales R&R Budget 

3% 
7% 

27% 

18% 

30% 

10% 
4% 

£0 £1-£49 £50-£99 £100-£199 £200-£499 £500 or more I don't know

28% 

72% 

• The majority of U.K. 
companies using non-cash 
rewards offer them to their 
salespeople. 

• Seven in ten (72%) 
companies report sales 
reward and recognition 
budgets of less than 
£100,000.  
 



Anticipated Budget Changes 
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Increase 
43% 

Decrease 
16% 

Remain 
unchange

d 
35% 

I don't 
know 

6% 

• A majority anticipate their employee and sales 

reward/recognition spend will either increase or remain the 

same in the coming year. 

Employee R&R Sales R&R 

Increase 
49% 

Decrease 
8% 

Remain 
unchange

d 
36% 

I don't 
know 

7% 



Programme Objectives 

6/24/2016 
Question: “For your reward and recognition campaigns, which of the below represent objectives of 

your programme(s)?” 
10 

Relative to reward and recognition campaigns, prevalent 

objectives include improving productivity, morale, and 

innovation. 

4% 

19% 

20% 

22% 

22% 

23% 

24% 

24% 

27% 

28% 

29% 

33% 

35% 

39% 

49% 

Other

To reward completion of training

To reduce attrition

To gain market share

To promote safety

To change culture

To reduce waste

To promote cost reduction

To promote wellness

To increase sales of a specific product

To improve customer satisfaction

To recognise years of service

To promote innovation

To improve morale

To improve productivity



Programme Metrics 

6/24/2016 Question: “For your reward and recognition campaigns, which of the below represent objectives of your 
programme(s)?” 

11 

Top 2 Box 

U.K. companies utilise a variety of sales, financial, productivity, 

employment, and training metrics. 

43% 

42% 

40% 

37% 

35% 

28% 

28% 

23% 

7% 

1% 

1% 

Product sales - sterling or euros

Net new customers

Productivity metrics such as improved processes,…

Product sales - units

Participant feedback, such as surveys

Other financial metrics (such as overall revenue)

Return on investment

Reduced employee attribution

Product knowledge

None of these

I don't know



Enhancements 

6/24/2016 Question: “Are you using any of the following to enhance your incentive campaign(s)?” 12 

• Half (49%) of U.K. companies integrate their incentive 

campaigns with CMS, and many employ social media, 

CSR, and gaming as enhancements. 

49% 

39% 

33% 

21% 

8% 

3% 

Integration with customer management systems
(CMS) (e.g., Salesforce, etc.)

Social media

Corporate Social Responsibility

Gaming

None of these

I don't know



Awards 

Respondents were asked whether they are involved as 

purchasers of services related to different types of awards. 

• A majority of U.K. companies offer incentive travel awards 

and half offer merchandise awards. 
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Involved/ 

Offer 

Group Incentive Travel 58% 

Individual Incentive Travel 56% 

Merchandise 52% 

Prepaid 31% 

Digital 37% 



Group Incentive Travel 

6/24/2016 14 Group Incentive Travel Budget Per-Person Group Incentive Travel Budget 

• Many (58%) U.K. companies 

offer group incentive travel 

awards. 

• Three-quarters (76%) have per 

person budgets of £999 or 

less.  

 

28% 

72% 

Yes 
58% 

No 
42% 

23% 

48% 

26% 

2% 1% 

Less than £4,999 £5,000-£9,999 £10,000-
£249,999

£250,000-
£499,999

£500,000+

29% 

47% 

9% 13% 

1% 

£1-£499 £500-£999 £1000-£1999 £2000-£4999 £5000 or more

Respondent 

involved in 

purchasing? 



Group Incentive Travel (2) 
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• Average group size increases with organisation size. 

Question: “For your organisation’s group incentive travel, what is your average group size?”  

31 

88 

240 

£1m to £9.9m £10m to £99.9m £100m+ 



22% 20% 

35% 

19% 

4% 

Less than £4,999 £5,000-£9,999 £10,000-£249,999 £250,000-
£499,999

£500,000+

Individual Incentive Travel 

6/24/2016 16 Individual Incentive Travel Budget Per-Person Individual Incentive Travel Budget 

28% 

72% 

Yes 
56% 

No 
44% 

39% 
30% 

22% 

7% 
1% 

£1-£499 £500-£999 £1000-£1999 £2000-£4999 £5000+

Respondent 

involved in 

purchasing? 
• Many (56%) U.K. companies 

offer individual travel awards. 

• Most (69%) have per person 

budgets of £999 or less.  

 



Geographic Regions as Destinations 

6/24/2016 
Question: “Please indicate which geographic region(s) you will choose as “destinations” for your 

incentive travel campaign(s) in the coming year.” 
17 

79% 

31% 

17% 

17% 

16% 

13% 

9% 

8% 

UK/Europe

North America

Middle East

Asia

Central America

Caribbean

Africa

South America

In the coming year, the vast majority (79%) of U.K. 

companies will choose European destinations for their 

incentive travel programs. 



Group/Individual Incentive Travel Mix 

6/24/2016 
Question: “Which of the following best represents what you anticipate for your organization in the 

coming year?” 
18 

Many U.K. companies 

expect to change their 

group versus individual 

incentive travel mix in the 

coming year:  

• 44% will increase group 

trips 

• 23% will increase 

individual packages 

We will 
increase 

group trips 
and 

decrease 
individual 

travel 
packages 

44% We will 
reduce 

group trips 
and increase 

individual 
travel 

packages 
23% 

I don't 
anticipate 
either of 

these two 
changes 

30% 

I don't know 
3% 



Anticipated Changes: Incentive Travel 

Accommodations 

6/24/2016 
Question: “In the coming year, which of the following changes do you anticipate will be made with regard to 

your organisation’s incentive travel accommodation campaigns?” 
19 

8% 

19% 

7% 

9% 

20% 

5% 

5% 

12% 

23% 

16% 

20% 

6% 

8% 

I don't anticipate any of these changes

All-inclusive packages will be used

All-inclusive packages will not be used

On-site inclusions per participant will be decreased

On-site inclusions per participant will be increased

The number of room upgrades will be increased

The number of room upgrades will be reduced

The total number of attendees will be decreased

The total number of attendees will be increased

The total number of days/nights will be increased

The total number of days/nights will be reduced

The total number of excursions and activities will be decreased

The total number of excursions and activities will be increased

U.K. companies anticipate some changes relative to their 

incentive travel accommodations, as follows: 



Anticipated Changes: Incentive Travel 

Destinations 

6/24/2016 
Question: “In the coming year, which of the following changes do you anticipate will be made with 

regard to your organisation’s choices of incentive travel destinations?” 
20 

U.K. companies anticipate some changes relative to their 

incentive travel destinations, most notably increased 

international destinations. 

2% 

8% 

8% 

17% 

15% 

31% 

22% 

16% 

18% 

I don't know

I do not anticipate any of these changes

Decreased options to bring a partner

Increased options to bring a partner

From international to domestic

From domestic to international

We will pick locations closer to "home"

From cruise to land

From land to cruise



Merchandise 

6/24/2016 21 Merchandise Travel Budget Per-Person Merchandise Budget 

28% 

72% 

[CATEGO
RY 

NAME] 
[VALUE] 

[CATEGO
RY 

NAME] 
[VALUE] 

13% 

35% 
42% 

7% 3% 

£1-£499 £500-£999 £1000-£1999 £2000-£4999 £5000 or more

Respondent 

involved in 

purchasing? 
• Half (52%) of U.K. companies 

offer merchandise awards. 

• Half (48%) have per person 

budgets of £999 or less.  

 

18% 
28% 

38% 

15% 

1% 

Less than £4,999 £5,000- £9,999 £10,000- £249,999 £250,000- £499,999 £500,000+



Prepaid 

6/24/2016 22 Prepaid Travel Budget Per-Person Prepaid Travel Budget 

28% 

72% 

[CATEGO
RY NAME] 
[VALUE] 

No 
69% 

30% 30% 
36% 

3% 1% 

Less than £4,999 £5,000-£9,999 £10,000-£249,999 £250,000-£499,999 £500,000+

49% 

12% 

34% 

3% 1% 

£1-£499 £500-£999 £1000-£1999 £2000-£4999 £5000+

Respondent 

involved in 

purchasing? 
• Three in ten (31%) U.K. 

companies offer prepaid 

awards. 

• Most (61%) have per person 

merchandise budgets of £999 

or less.  

 



Digital 
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28% 

72% 

Yes 
37% 

No 
63% 

16% 

51% 

31% 

2% 0% 

Less than £4,999 £5,000-£9,999 £10,000-£249,999 £250,000-£499,999 £500,000+

16% 

36% 36% 

3% 
9% 

£1-£499 £500-£999 £1000-£1999 £2000-£4999 £5000+

Respondent 

involved in 

purchasing? 
• Nearly four in ten (37%) U.K. 

companies offer digital 

awards. 

• Half (52%) have per person 

merchandise budgets of £999 

or less.  

 



Merchandise/Prepaid/Digital Rewards 

6/24/2016 
Question: “What types of rewards are you using with your merchandise and/or prepaid and/or digital 

incentive programme(s)?” 
24 

37% 

32% 

25% 

42% 

32% 

38% 

Merchandise

Open loop card (card can be used anywhere, such as
MasterCard or Visa)

Closed loop card (card is only redeemed by one
retailer, one restaurant, etc.)

Gift vouchers plastic

Gift vouchers paper

Digital downloads/music videos/books

U.K. companies employ the full range of award types - 

merchandise, open and closed loop cards, gift vouchers, 

and digital media. 



Campaign Strategy 
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49% 

18% 

29% 

10% 

28% 

19% 

4% 

6% 

Increase in use of debit/prepaid gift cards

Decrease in use of debit/prepaid gift cards

Increase in merchandise selection

Decrease in merchandise selection

Travel included as an option

Experiences included as an option

None of these

I don't know

Question: “You have indicated you are involved in one or more of the following types of campaigns: 
merchandise, prepaid, digital. In the coming year, which of the following changes will be made 

concerning your campaign strategy(ies)?” 

In the coming year, U.K. firms plan to increase their use of 

debit/prepaid gift cards and increase their merchandise 

selection. Some plan to add travel and experiences as 

options. 



Suppliers 

6/24/2016 
Question: “For your reward and recognition programme(s), in what capacity do you work with 

suppliers?” 
26 

32% 

38% 

28% 

30% 

25% 

15% 

2% 

We work with suppliers (including local retailers) to
provide the merchandise and/or gift card rewards for…

We work with suppliers to provide the travel rewards
for our programme(s).

We work with suppliers to design our programme(s).

We work with suppliers to track and communicate our
programme(s).

We look to suppliers for expertise relative to the best
ways to recognise and incent our participants.

We do not work with suppliers.

I don't know.

The majority (85%) of U.K. companies work with incentive 

industry suppliers in some capacity. 



Core Issues 
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• Quality financial forecasts, competing campaigns, 

perceptions of the general public, and internal stakeholder 

views are all important to companies’ most successful 

reward and recognition campaigns. 

73% 71% 

63% 

70% 

Quality financial forecasts Competing with the
incentive campaigns of

competitors or other
organisations

Being guided by internal
stakeholder requirements

and views

Perceptions of the general
public

Question: “To what extent are the following relevant to the design and implementation of your 
organisation’s most successful reward & recognition campaign(s)?” (five point scale) 

Top 2 Box 



Awareness of Industry Associations 

• Many U.K. reward and recognition programme buyers 

are unaware that there are industry associations that are 

resources for design thought leadership. 

6/24/2016 
Question: “Before this survey, were you aware that there are reward and recognition industry 

association that provide thought leadership to companies relative to programme design?” 
28 

No 
42% 

Yes 
58% 



Attitudes: Reward & Recognition (R&R) 

6/24/2016 Question: “Please indicate your level of agreement with the following statements:” five point scale 29 

Top 2 Box 

• U.K. company reward & recognition stakeholders believe 

in the positive influence of programme(s). 

62% 

66% 

68% 

70% 

72% 

72% 

82% 

82% 

85% 

Reward & recognition programme(s) are simple to run.

Our reward & recognition programme(s) provide a satisfactory return on
investment.

Reward & recognition programme(s) are cost efficient to run.

Reward & recognition programme(s) are a "must have" item within our HR
policies.

We provide incentive programme(s) because we want to provide additional,
"different" benefits to participants besides compensation.

Our reward & recognition programme(s) help motivate employees in the
workplace.

Our programme(s) are supported by top management.

Our reward & recognition programme(s) increase employee productivity and
performance.

I personally believe that reward and recognition influences behavior.



Attitudes: Engagement, Recruitment, 

and Retention 

6/24/2016 Question: “Please indicate your level of agreement with the following statements:” five point scale 30 

Top 2 Box 

• U.K. company reward & recognition stakeholders believe 

in reward & recognition as effective engagement, 

retention, and recruitment tools. 

61% 

67% 

68% 

Our reward & recognition programme(s) are effective
recruitment tools.

Our reward & recognition programme(s) are effective
retention tools.

Our reward & recognition programme(s) are effective
engagement tools.



Company Growth 
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• Two-thirds (67%) of U.K. companies have grown in the 

past year. 

My organization 
has grown 

significantly 
19% 

My organization 
has grown 
moderately 

48% 

My organization 
has shrunk 
moderately 

4% 

My organization 
has shrunk 
signifcantly 

2% 

My organization 
has stayed the 
same in terms 

of growth 
27% 

Question: “Which of the following best describes your organisation – in the past year?”  
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