It lakes a lof to make a busness successfil—
good management, productive and con-
tent employees, quality products and
excellent customer service, fust for
starfers. But when it comes to getfing your
product into the hands of the end-user, no
one is more important to a business than
its dealers and distributors. Think of these
key players as the ol in the engine—uwith-
out them, your business simply won't run.

Keaping this vital customer link motivatad and
focuzsed on your company's goals is critical 1o
your succass. Tha best way 1o do that is through
inGentives. A wall-plannad and orchestiratad
dealer incentive program is a time-proven
maans of keeping your deakar nebwork inspired,
motivatad and rewarded with qualdy merchan-
diza awards (hal recognize thair hard work, éodal-
lerl custormer sarvice and culstanding sales per-
formanca.

Thimk of the benefits: a dealar inceniive prograsm
can skyrocket sales, help
you economically achieve
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your  company's  objec-
fives in a shorl me frame,
create a greater sanse of
oyalty and goodwill with
your dealer base and give
you more conbrol  over
how your product is dis-
playad and merchan-
dised. Parhaps the great-
est advaniage of running
a dealar incantive is that
it pays for ilself. The
resulling sales gains will
offsel the cost of vour ini-
ial  imvesiment—some-
fimes by millions  of

dollars—neaded to set up and run the program.
This step-by-step guide will give you a betier
understanding of how a dealer incentive program
weorks and give you the tools 1o launch one on
your own. You'll learn how to:
4 Target an audience

4 Sat objectives

The Benefits of
Merchandise Awards

n Them's aksays somathing o please everyone and
suit all Eestyles
n Merchandise has Srophy walue

n k's available in an amay of pice lewels, suitabke
for poings or plateay programs

n Painé-leval merchandse award programs make i
possible for all padicipants to win, egandiess of their
past irack racord for qualifying

n Recipients don't have o fravel or reamange ther
work schedules o reoaive ther award

4 Build a budget

4 Structure a program

4 Select awards

4 Track the program's prograss

4 Evaluats the program’s rasulls

Even if you plan o use the resources of a pro-
fessional incentiva house, this guide will give
you the basics 50 you can ba prapared to work
with your incentiva houss partnar.

Step 1 Targeting Your Audience

In a deaker incaniive program, anyone who is
involved in the destribution and delvery of your
product is a perfect candidate for your program.
Companies thal use a distribution channal oftan
just focus on modivating dealers, but if's sman o
inc:lude Both your commercal dealers and distribu-
bors, or whameer salls b the and user, I your pro-
FATL

To accomplish this, companies often run two
programs simullaneously or craate a muli-tierad
program that includes averyone—dislributaors,
jobbars, whalasalars and rasallars—in tha dislni-
bution chain. They may also give their distribu-
tors the maternals to run thair own campaigns.
Casl a wida nel—if yvou broaden your farget
audience, you can reap aven greater financial
rawards.

Befora deciding on your targel asdience,
check your dealer and dislribuior database o
find out how these potential participants have
performead in the past. This information should
give you a clearar picture of who needs 1o be



