motivatad and what you need the participants
to do. For instance, doas your audience sall
anly your preduct o do they cary many linas?
With a chain of exclusive distributors, the goal
would be to get them Lo sell more. But if you're
trying to motivate resellers, the strategy is to get
them 1o buy mora of your product.

Your databass should also contain damograph-
ic information about each mamber of your distrik-
ution chain. You'll want to group prospective par-
ticipanis by regional location and padormances
levals so they can compete on an agual lavel
Demagaphic information such as age, marital sta-
tus, likes and dishkes, hobbes and ofbar vark
ables will help maka award salechon thal much
aasier.

Conduct more ressarch if your dalabase does-
n't answar these basic questions and keep i
updated through the year.

Step 2 Setting Your Objectives
What do you wanl your dealer incantive pro-
gram 1o accomplish? Increasing sales is the
ultimate goal of every incanfive program,
aspacially a dealer incentiva. Dealers getl your
products from the warshousa to the end user,
which makes tham one of tha most important
links n tha markating chain.

But you can add any number of other gaals o
a dealer incentive—some specifically sales-
related and some that addrass other neads. For
axampha, you may launch an incantive to:

4 Sella new product

4 Increase markal share

4 Move slow tams

4 Bolster a show season

4 Increase product knowladge or salling skills

4 Increase shalf space

Mo matier which goals you choose 1o pursus,
they must all have the following qualities:

Simple: Too many objectives will maka i
impassible for participants to focus. Isolate b
or threa harmonious objectives such as promol-
ing a particular product and increasing market
shara.

Realistic: Unrealistic qualifying goals only dis-
courage the avdience you're trying to motivate.

Specific: Be precise about the desired perfor-
mance level, the products largeted and the qual-
ifiesd parsad.

Measurable: Make sura you have the ability to
track the goals you are setting. Work has to be
translated into countable units such as number
of purchases, dollars sald, poinls accumulated,
elc. Determing a baseling of performance so
yOou can compare results at the end of the pro-
[rarm.

Step 3 Building the Budget
Mongy—somelames you have o spand some bo
maka some. And whila i's true that a successful
dealer incentive program will pay for itself out of
the profils it generates, nitially you'll have to
imvest soma monay (o gel the program running.
Thers are two types of budgets: fived (or closed)
and open. Don'l confuse this with opan-andad
and clsed-ended programs, discussed in slep
foaur.

A foeed budget caps the value of the award
eamad. An opan budget allows participants to
eam points for each unil sold or bowghl.
Becauss thara's na limil on the points sarmed,
an opan budget gives dealers the chance Lo
gam more. Tha winners, of course, redesm
their points for awards.

But how do you slice the budgetary pie?
Hare's some gquidance:

1. Most companies spend batween 5 and 15
percent of the budget on administration.
Covarad are costs for enrollment and database

Building A Budget

Promobons

PERCENTAZES TOTAL MIRE THAH 100 PERCHHT
CUE TO BULGET VARLASIRS .




