maintenance, award fracking, updating and
mailing performance standings reports, wriling
reports for managemant, collecling necessary
data for 1098 and/or W-2 forms for winners and
the posl-program evaluation.

2. A full 20 percant is spent on promodon, oneg
of the most imporiant components of a suc-
cessful incentive program. Don't skimp on this
amount. A high-impact communications pro-
gram is necessary 1o spread the word, captur-
ing participanis’ imagination and motivaling
thern to work through b the and of the program.
Your communications portfolio should include
these piaces:

The Teasar: Thase laters, somedimas accompa-
nied by a small gift, hind at the coming peogram.
They're designed to antice iferast in the program.

The Anncuncement: This piaca clearly tells par-
tcipants whatl they can win and how 1o do il
Include the program's objectives, the fine-print
rules, the measurement systam, the length of
the program and fax issues. Although the
announcement pisce is packed with a ot of
information, it shoukd have an eye-calching
design, aliractive colors and lively copy. Try o
include glossy shots of the merchandise awards
&0 parlicipants can visualize having them.

Hickoff Materlalz: Thase piecas usually includa
posters, brochures, banners and videos ihat
ara distributed to the dealars to display.
They're dasigned to generate excitement and
pul some steam into the program. However,

Pros and Cons
to Consider

n O the surlace, fixed-budpsd programs appear i be
e weizar choice, howeser, they oftan il shon when it
comes 1o mobivaling. Panicipants might Meal they hoe
e cheance of making it inks the winnars ek, Closed-

ended programs work best jor groups of top perfomens
wilh fairly equal track records,

i Whik thesre i o limit 10 the amount of awand points
& paricipant can Sam MEmmmm
buidget, thie downaide fa that they tand ko panerata highes
acinistrative coata and the hotal cost of T progranm is
urinown Lntl the camgaign has ended.

Inside Your
Communications
Portfolio

4 A teasar

4 AN AnnoUNCHTEN peecE
4 Kickoll malanak

1 Standings maikers

4 Mawskathars

4 Final maler

you can stage a live kickolf for yvour dealers at
an keal selling such as your annual business
maaling, a frade show or convention. Other
vanues include meatings at hotels hosted by
your salas offices around the country or workd,
if you're going global with your program.

Standings Mallers: Sand oul standing mailers at
least ance a month. These pieces lell partici-
pants how theyra doing in the prograsm and how
closa thay are 1o reaching their goal.

Mewslattars: This is the parfact place o include
tips for dealers on how 1o increase thair chances
of winning, how o motivate thair salespaopla
and sirategies for boosting sales.

Final Mailer: Along with the final standings mail-
er, sand a congratulatory note o the winners
and a letter from the company prasident thank-
ing the dealers for their hard work.

3. Up to 75 percent of tha budget should go to
awards. The value of an award should general-
Iy ranga belween 2 and 5 percent of a winner's
incoma during the incantive program.

A short program should provide higher value
prizes in order 1o create guick results. Also keep
in mind that the more incantive campagns the
participants have laken parl in, the more antic-
ing tha reawards should be.

4. Ramaining funds should be allotted for any
necassary research and training that may help
your dealars achiave their goals.

Step 4 Structuring the Program

The objectives you set in slap ong will guide
your program's struciure and halp you write ihe
rules for it. These two basic options work with



