Coupons and in-store tastings are most successful at getting people to buy something different
Coupons and vouchers however they are delivered are the most effective promotional method to tempt consumers to “buy a product they would not otherwise have tried, as a one-off” and the second most likely way to get them to “switch to another brand for the duration of the promotion”, new research has revealed.

Coupons motivated more than half of shoppers (55per cent) to try a product and almost a third (32per cent) to switch during a promotion; although in-store money-saving promotions are the most effective way of achieving the latter (34per cent), according to research carried out last month (January 2010) by online research company fast.MAP among a panel of 682 adults whose profile echoed that of the UK population.

In-store tasting is the second most effective way of prompting product trial according to half of shoppers, followed by in-store money-saving promotions (48per cent) and in-store samples 47per cent.
But when it comes to motivating people to permanently change brands two promotional methods - in-store samples and sample given with other purchase - were most successful. Each was responsible for prompting five per cent of consumers to “change from your regular band to another on a permanent basis”. 

Magazine cover-mounted samples and in-store TV presentations were the least successful in either motivating a purchase or incentivising the switching of brands during a promotion.
“People were asked to report on what they did in response to all the listed promotions that had tempted them to sample a product. This revealed that around ten times as many were motivated to buy something they would otherwise not have purchased, than were convinced to switch brands permanently,” says David Cole, MD of fast.MAP. 
“Also, on average twice as many made an unplanned purchase as switched brands for the duration of the promotion, which is logical, because not everyone who bought a different brand/ product would prefer it to their usual purchase. On average 3.8per cent of shoppers made a permanent change, less than one in ten of the average 40per cent who made a sample purchase. 
“The ratios between the different courses of action in response to each promotion are pretty similar across all the sampling methods. This suggests that even after you have tempted someone to sample a product, market forces such as price and availability and the benefits of the product itself are the things which will convince someone to swap to it permanently, irrespective of the way in which they were first motivated to sample it.”
Have any of the following promotional routes tempted you to do any of the following:(please tick all that apply)

Buy product you would not have otherwise
Switch brands during promo.
Permanently change brand
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Coupon or voucher(however delivered)

55


32


4

In store tasting




50


16


4

In-store money-saving promotion


48


34


4

In-store sample




47


20


5
Sample given with other purchase

41


21


5
Sample attached to other product

40


21


4

Door-dropped sample



39


20


4

Offer promoted in newspaper/magazine
etc.
37


21


4

On-pack offer




37


24


2

In-store demonstration



34


15


4

Magazine cover-mount sample


29


14


3

In-store TV presentation



24


11


3

