for updates every two weeks, while a year-
long program may require announcemeants
avary six weeks. Don't be lax in sending out
standings updates or participants may losa
interest in the program.

Step 5 Choosing the Award

Hera's whera good demographic information
comas into play. The data you have collectad in
your database will help pin down just what type
of award will molivale yvour targel audience. If
wou didn't collect the necessary demographic
infarmation covered in step ona. now is the time
o do so. Knowing your dealers’ personal likes
and dishkes, incomea, hobbies, and marifal and
family status can really help you choose tha
right award.

Tips for choosing awards:

+Oiffer participanis a seleclion of awards. In a

iered program, rmake everyona feel thare's a

prize thal's atlainable by supplying a mix of

awards al various levels: good, betler and best.
*Dealars who have participated and won

Food for Thought

Answering these gquestions will help
you evaluale the program's resulls:
i ere (e objeciives realatic?
1 Mo good were communications?
n Whasl type of paricipant did or did nol sueesed?
n Could training suppod have been betler? How?
n How much did sales increase by region?
By manth? By dealer volume level?

For the dealers:

1 WWas the program Eir?

1 Did you reach the level you expesied bo reach?

r “Witeere Bhes program and ils rules commonicaled
cearty eneugh’?

n Did fraining make a difference in your
perlomance?

1 Were ik slandings mailers limely anaugh?

r Did you like the promeational maberials and

faspays ?
n Wkt clid you think of the awards?

prizes saveral consecutive years will axpect
rubes consistent wilth pravious campaigns and
hopa for bigger and belter prizes than ever.

Ao selecting awards based solely on your
personal tastes.

+Selact quality merchandise with trusted,
brand-name recognition and warranties.

sSeak oul the advice of an exparienced award
manufacturer or distribulor. They can offar
axperlise in selecting awards and the promo-
fional materals needad to enhance your pro-
gram. Plus, they will offer awards at bakow retail
Cosl

For on-gaing programs, marchandise showuld
have continuity.

Choosae awards thal can ba delivered quickhy.
Fast turnaround time ensures paricipants
remember they are being rewarded for a partic-
ular achiavemant.

Step 6 Tracking the Program

Tracking the program s necessany so partic-
panis will know haw wall they'ra doing. Your sys-
tern should supply specific information such as,
“Midway throwgh the program, X percent of par-
ticipants are generating X amount of volume.”
Knowing exactly which dealers are selling what
products and haw moch of them s an effective
ool for balancing performancea activity. With this
information, you can adjust a program if it is not
genarating the desred results. Programs in trou-
ble can be helped by sprints and bonuses,
increasing dealer anrollmants, revamping pro-
mebons and adjusting objectivas.

Doas your program need an extra push?

Feat Start: Award extra points for sales made
during the first few weeks or months of the pro-
gram. “Every sale {purchase, display instalia-
fion, ete.,) mada in the first two waaks of the pro-
grarm earms axfra points.”

Sprint: Award increased activity during a short
period of time within the program. “You earm
bonus points on every delwce-grade product
purchased during the next six weaks.”

Fest Finksh: Award exira points for sales made
during the last few waaks or months of the cam-
paign. “Every sala made in the last lwo weaks of
thie program earns double points.”

Froduct Bonus: Award axtra poinis for sales of
carain saasonal products.



