


Rebates are one of the most widely used
brand marketing strategies'. The typical
American household that actively redeems
consumer rebates saves an estimated
$150 annually, and based on an analysis
of rebates programs in 2010, the market
for corporate-funded rebates is more than
$8 billion dollars in claimed rewards?.
Consumer Reports found that over the
course of a year, 70% of consumers had
taken advantage of manufacturer rebates
on products?.

For example, during the turnaround time,
the company can earn interest on the
revenue, and if the turnaround time
crosses into the next fiscal year or quarter,
a rebate offer can inflate sales in the
current period. Moreover, rebate revenue
does not have to be accounted for until
the next period, when it can be classified
as a cost reducing sale or expense for the
next period*.
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$ 150 per annum

The amount a typical American
household that actively redeems
consumer rebates saves.

In 2010,

10%

of consumers
took advantage
of manufacturer
rebates on
products?.

Source: Consumer Reports
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Consumer
Complaints
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THEY IGNORE TECH INNOVATIONS

These days, tech-savvy consumers are annoyed if they have
to spend more than a few seconds to sign up for an online

discount. An astonishing 86% of users say they are bothered
by having to create new accounts on websites, which is why

social logins (which allow you to instantly sign in with Sign in with
your Google or Facebook account) have become so . If P 8 in
popular®. :

A Wall Street Journal report says that If we, as a society, find it so irritating to type

fewer than 50% of consumers mailed

in rebates in 2014, due to burdensome . 4 (€W lines of text, imagine how inconvenient
processes and the level of : it is to force a consumer to fill out a lengthy
documentation required. paper application, physically cut out the proof

of purchase, find an envelope and a stamp
and drive to the post office — all to even
begin the rebate redemption process. No,
thank you!

i
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LE,
Q‘*“B 2> THEY ARE COMMUNICATION ~ . Telephone support for claiming
: a rebate involves long wait
BLACK HOLES - times and being placed on hold

with horrible elevator music.
We’ve all been suckered into sending our
22-page rebate claim form in the mail, only
to hear radio silence for the next few weeks
or even months. In bouts of frustration and
desperation, we’ve called telephone support
numbers to follow up on our claims and find
out when (and if) we would receive the
rebate. This process involved long wait times, -
being placed on hold with horrible elevator
music and frustration caused by a lack of
clarity.
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Thank you for
sending your
proof-of-purchase.
We are processing
your rebate now.
Your Order number is
#403-4009960 and
you can track the
rebate process from
this link:
https://4034009960-
rebate
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LE, .
M’%’ THEY REI-Y UN UUTDATED The number of checks written
PAYMENT SOLUTIONS | declined almost 10 % every

When was the last time you actually wrote a check year from 2009 to 2012,
while paying for a purchase? The number of checks - a;°°rdm91:° = 2013 I;dzral
written in the United States has declined almost 10 Sy RS B
percent every year from 2009 to 2012, according to

a 2013 Federal Reserve Payments Study’. Most large : GIFT
retailers no longer accept checks as a payment : - $5 CARD
method — so it seems contradictory that brands do

not accept checks as a payment option, only to then

send checks to shoppers redeeming a rebate offer.
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Rebate redemption methods ;S gul¥ |NTEGRATION WITH MOBILE WALLETS
ideally, shoppers should - (€% AND OTHER ELECTRONIC PAYMENT

receive a choice as to how to
receive the rebate. OPTIUNS

M%‘ ' ' %o, : Rebate redemption methods must be electronic,
A% $ - : and ideally, shoppers should receive a choice as
- / = . to how to receive the rebate; either as a direct
Inl ' = deposit, a prepaid debit card, deposit into a

l mobile wallet or a store gift card. This added
, : level of convenience will directly translate into
: more loyal customers: 41% of consumers said
A : convenience was one of the top 5 reasons they
remain loyal to a particular retailer®. In fact,

(] . . - . :
41% . retailers can capitalize on this convenience
41% of consumers said : factor by offering additional savings if the rebate
convenience was one of the . amount is spent in the store. For example,
top 5 reasons they remain : rebates paid out to consumers on prepaid store

loval to a particular retailer. :
L 8 cards can be rewarded with 10% cash back.

With mobile wallet usage on the rise,
digital rebates must be integrated with
mobile wallets. Mobile wallets are utilized
by 32% of smartphone users and adoption
is only on the rise — by 2017, more than
9 in 10 coupon users will redeem a
coupon or code via his or her mobile
device. An additional benefit of mobile
wallets like Apple Pay and Android Pay is
that they give shoppers a safe place to
store coupons and other offers and create
an open channel for direct communication
with brands, where brands can update
offers, send reminders and alert users
when they’re close to a physical store.

Mobile wallets are utilized by
32% of smartphone users.
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“BLEM* THEY DU NUT GENERATE Data gathered for mail-in rebates
. do not help brands engage with
Q ACTIONABLE DATA their shoppr:ars or predig:t stIhe type
- _ - of purchases they could make in

Mail-in rebates require manual data entry, - the future.

which is not only costly, but fails to collect

relevant and available data, and does not

allow for this data to be updated in real :

time. Moreover, this data is simply stored CUSTOMER DATA

away in a silo — it is not useful in helping -

you engage with your shoppers or predict

the types of purchase they are likely to

make in the future.




Hi John, here is a
carrying case that fits
your new laptop.

BUY NOW

< g% THEY PRODUCE NEGATIVE . Consumers consider
BRAND SENTIMENT ma‘:‘lj::;;‘;’:ﬂ;tf: o

- L them to shop with the
Many consumers feel that traditional mail-in rebates are promise of money which

nothing more than a runaround, a marketing ploy usedt0  : * js never actually sent.
lure shoppers to spend money with the promise of money
‘on the way’ that is never actually sent. Consumer

backlash against rebates escalated to such an extent that
the United States Federal Trade Commission has gotten
involved with brands. In fact, if you do a Google search for
‘rebate hell’ — you’ll get several bloggers discussing their
awful experiences, and the Twitter handle #rebatehell
returns some pretty harrowing accounts of consumers’
experiences. It is estimated that over $500 million in

rebates go unfilled every year, many due to deceptive
practices on the part of the companies overseeing them™.
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S’ THE PROCESS IS CUMBERSOME,
INEFFICIENT AND EXPENSIVE

Most companies don't process their own rebate offers. Instead, they outsource this job to
processing companies, thereby creating additional costs. Moreover, this process is
incredibly time-consuming — you have to wait for snail mail to arrive, and wait for a live
person to enter and check the information entered. And of course, the possibility of human
error is also much greater for mail-in-rebates.

The mail-in rebates process is incredibly time consuming — you have to
wait for snail mail to arrive — and the chance of humar error is also
much greater.
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K centralized rebate center SJgu CENTRALIZED, CUSTOMIZED AND

allows companies to

different rebates across

simultaneously run several @ DlGITIZED REBATE cENTER

multiple geographies, brands, :  There are many unique advantages of a
models and timespans. - centralized, customized and digitized rebate
 center. For starters, it’s much faster to get
started! The technology for setting up a digitized

ot rebate center allows for a speedy setup,

meaning that your brand can start launching
targeted rebate offers right away, at a fraction of
the cost, and with much less potential for
human error (and the associated complications).
) Not only that, but this rebates center provides a
q s Centralized backend that can be used by
marketing teams from any location and division
to view and analyze key statistics.

Monitoring these statistics in real-time helps brands understand what is and isn’t working,
allowing them to create more targeted and customized marketing plans. This centralized
rebate center also allows companies to simultaneously run several different rebates across
multiple geographies, brands, models and timespans.

Not only that, but individual consumers : Not only that, but individual
would also have one centralized portal in . consumers would also have one
which to view all of the rebates they have ~ : ~ centralized portal in which to

view all of the rebates they have

applied for, the status of the rebate, and applied for.

even an option to select their preferred .
redemption method (e.g. cash-to-card, : ——————
PayPal, gift card, or mobile wallet :
payment). This creates greater
transparency and customization, which are
positive improvements that go a long way
towards building trust in and allegiance for
your brand.

WWW.SNipp.com 9



SNIPPF

So when it’s time to consider your next digital rebate, here’s a handy checklist to keep in
mind:

Be completed by the Send instant SMS and e-mail
consumer in less than 5 E messages to my customers
minutes using a mobile when their rebate materials have
device? been received, processed and
............................ dispatched?
ol Besetupandfully
n : operational faster @ Feed people directly into
I than ever before? W my loyalty program?

. Help me save on
hiring, training and Let my customers choose their
operational costs? preferred redemption method,
including mobile wallets, in-store
M gift cards, cash-to-card and

Provide me with actionable PayPal?
,O data insights on my

consumer’s basket size,
tastes and preferences? Allow me to simultaneously
............................ A create and monitor multiple
“’ offers across geographies,

‘ Minimize negative consumer brands, models and time spans?
IT‘ sentiment caused by delays in

processing rebates, denied

rebate claims and lack of timely Help my sales and marketing

communication? "y teams create more personalized
offers in the future?

If you’re looking to take advantage of the huge potential offered by digital rebates, give us
a call and learn more about the SnippRebates platform and the Snipp Rebates Center.
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CONTACT US

9 lets.talk@snipp.com

@@ www.snipp.com

f www.facebook.com/Snippinc

& www.twitter.com/snippinc

in www.linkedin.com/company/snipp
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Snipp is a global loyalty and promotions company with a singular focus: to
develop disruptive engagement platforms that generate insights and drive
sales. Our solutions include shopper marketing promotions, loyalty,
rewards, rebates and data analytics, all of which are seamlessly integrated
to provide a one-stop marketing technology platform. We also provide the
services and expertise to design, execute and promote client programs.
SnippCheck, our receipt processing engine, is the market leader for
receipt-based purchase validation; SnippLoyalty is the only unified loyalty
solution in the market for CPG brands. Snipp has powered hundreds of
programs for Fortune 1000 brands and world-class agencies and partners.




