The BthruB Incentive Program Playbook
An Essential Guide to Structuring Your Incentive Program
to Improve Your Marketing Strategy & Achieve ROI
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The BthruB Incentive Program Playbook
It’s the bottom of the ninth. The game is on the line. Does your
business have what it takes to knock it out of the park?
Modern business is rooted in relationship building.i Distributors,
channel partners, B2B customers, vendors, dealers, contractors,
internal and external sales reps. Business is a team game. You
need these players to go up to bat for you.
In The BthruB Incentive Program Playbook, we will walk you
through how to structure your incentive program—from start to
finish—in a way that achieves a measurable ROI for your
business. We will also explore how you can incorporate
incentives into your marketing strategy to gain more complete
customer data, to increase brand awareness among channel
partners, and to influence buyer habits.
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Modern Distribution Channels
From insurance brokerages to building materials manufacturers,
there are many points of influence between the business itself
and the end consumer.
It’s why we coined the term BthruB. Businesses, for the most
part, aren’t direct selling to other businesses. They’re selling
through other businesses—often in multi-step supply chains—
and relying on those businesses to influence the end consumer
in their favor.
You have to ask yourself: “Why would all of these members of
my distribution channel prioritize my business?” Or, more
accurately: “What can I do—specifically and measurably—to
market to them and align their goals with mine?”
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Why Incentives? The Psychology Behind
Incentive Rewards
In order to get channel partners on your side, you need to
personalize those relationships and tap into the power of
appealing to self-interest.ii Incentives are an effective tool to
personalize those relationships. In fact, across a handful of
scientific studies, non-cash rewards are a proven way to make
more impactful, permanent changes to behavior than verbal
praise or financial gain.iii
Incentives provide tangible rewards and memorable experiences, inspiring customer loyalty, and making channel partners feel
valued and connected to your brand.
Throughout this book, we’ll explore how to use incentives as
part of your B2B marketing strategy to make a splash in brand
engagement, fill new verticals, and build real, actionable relationships with customer and prospects.
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Step-by-Step Guide
FIRST
BASE

SECOND
BASE

THIRD
BASE

HOME
PLATE

STRATEGIZE
Here we’ll be looking at how to determine your objective,
establish your budget, and target your approach, identifying who we need to influence and what rewards will be
most effective.

STRUCTURE
The nitty-gritty. Here we’ll get down to creating KPIs (key
performance indicators) that align with your objective and
selecting a platform that’s workable for your business.

MANAGE
Now we’re getting somewhere. Now that we have strategy
and structure, we can get started for home plate. Here we
start marketing to your target audience and take a look at
how to manage your incentive program.

GROWTH
We made it! But we’re not done yet. Hopefully, you’re in
this for the long haul. This is where we’ll be analyzing your
program success—looking at your ROI, identifying what
worked and what can be improved.
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Reference:
https://tinyurl.com/y9cjs9ag

6

FIRST
BASE

STRATEGIZE
If you’re just starting an incentive program, know that your strategy
will determine your success. Of course, scoring a run is the exciting
part, but we’re not there yet. We need to take the time to plan ahead
and get things right. A lot can happen between first base and home
plate.
This section is broken down into three parts. First, we’ll determine our
objective. This is the end result we want to accomplish through our
incentive program.
Once we’ve nailed down our goal, we’ll take a look at our budget.
How much should we allocate to create a successful incentive
program? How can we use that budget to generate a verifiable ROI?
Our goal and our budget will determine how we target our approach.
We need to identify the people we need to influence in order to
accomplish our objective. Then we need to select the right rewards
and apply them strategically in order to create the desired behaviors.
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• Determine Objectives

FIRST
BASE

STRATEGIZE
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• Establish Budget
• Target Your Approach

FIRST
BASE

STRATEGIZE

Determining Your Objectives

Identify your goals for your incentive program. Are you trying to
increase sales? That’s a little vague. There are any number of ways
to increase sales through an incentive program.
You could increase sales by using customer
loyalty marketing to increase order quantity with
existing clients. You could increase sales by
breaking the ice with targeted leads to establish
new business relationships and future marketing
opportunities. You could increase sales by
increasing mindshare and educating dealers and
contractors on your newest product line. You could
increase sales by motivating internal sales teams
to generate new leads and find new verticals.

“If you don’t know where
you are going, you might
wind up someplace else.”

Incentive programs can be used to accomplish
all of these. So you need to really take
the time to figure out exactly what you
want to achieve.
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Yogi Berra

ARE YOU
KEEPING IT
SMART?

S: Define the what, why
SPECIFIC

and how.

Ask
k the right questions. It’s important
to b
be exact.

M: Are your goals
MEASURABLE

measurable?

Your goals
You
g
should be measurable so
thatt you have tangible evidence of
your
you
ur accomplishment.

A: Develop attainable goals
ACHIEVABLE

for your program.

Are
e your goals realistic and
cha
allenging? How so?
challenging?

R: Outline the benefits of
RESULTS

achieving your goals.

If yo
you
ou achieve your goals, how will it
ben
nefit your company?
benefit

T: What’s your timeline
TIMELY
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for your program?

Tim limits create a sense of urgency
Time
and let you monitor your progress.

Objectives Determine Outcomes
It’s important to choose a goal that’s Specific, Measurable, Achievable,
Results-driven, and Timely. Using the guide on the next page, determine
your objective and write it down below:
Did you know: You are 40% more likely to achieve
your goals if you write them down?iv

Choosing the Right Coach
A great coach can help players take it to the next level. By partnering up
with someone with the proven ability to implement effective incentive programs and increase channel sales revenue, you can drastically improve
your chances of success.
It’s useful to have a partner who can manage the various players in your
distribution channel and who will work alongside you to ensure the success
of your incentive program.
Schedule Your Demo!
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FIRST
BASE

STRATEGIZE

Establishing Your Budget

Once you’ve determined your objective, it’s time to establish your budget
for your incentive program. How much money should you allocate
towards accomplishing your goal? Well, that depends on your return.
The golden standard for an incentive program is ROI. Return on
investment. If there isn’t a verifiable ROI, there should be no incentive
program. The formula is simple.
Return (Benefit)
Investment (Cost)

= ROI

“Really, this program is the sole contributor to ROI?!”

But how do you figure out the ROI before you implement an
incentive program? The formula for that is a little more complicated and
requires some projection. Luckily, we’ve created a web application called
The ROI Calculator that does the math for you. All you have to do is plug
in a couple numbers and play around with how much of a sales increase
you would need to achieve your desired ROI.
Calculate my ROI!
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Program Costs: Budget Breakdown
How much you allocate towards each category depends on your goals, the size
of your target audience, and the complexity of your incentive program.
CONSULTATION

Long-term strategic planning so
that, together, we can build a
program that achieves your goals.

TECHNOLOGY & SETUP

The platforms, software, and
functionality that will integrate
your rewards program with your
objective.

COMMUNICATION

Marketing your incentive program
to your participants, and making
sure the avenues of communication are crystal clear.

ADMINISTRATION

Monitoring the day-to-day
operations of your incentive program
and making sure everything works
the way you intended.

REWARD COSTS

The amount of your budget
allocated towards rewarding your
participants.

Incentive Solutions offers flexible billing options depending on if you want to pay
most of the value for rewards upfront or upon redemption. We are also in the
process of piloting an all-inclusive flat-rate subscription, which we will be making
available to all of our clients.

What about time costs?
Another consideration is how many hours are
you willing to devote to managing your i
ncentive program. We understand you have
a lot going on and running your incentive
program shouldn’t be a fulltime job, so we’re
happy to take care of it for you, while you sit
back and enjoy your ROI.
In a client survey, the vast majority of our clients spent less than two hours a week on their
incentive program.

Less than 2 hours/week (47.92%)
3-10 hour/week (39.58%)
11-20 hours/week (8.33%)
This is my full time job (4.17%)
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FIRST
BASE

STRATEGIZE

Targeting Your Approach

Targeting your approach consists of two parts. The first is identifying your
target audience. Your target audience are the people whose behavior
you need to change in order to achieve your goals.
Look at the goal you wrote down on pg. 11 and ask yourself, “Who are
the people I need to motivate in order to achieve that outcome?” Audience size, demographics, and potential profitability are all factors you
should take into account. Are there any additional data points that an
incentive program can help you collect? Once you have analyzed your
target audience, you can strategically allocate your budget to where it’ll
make the biggest difference.
Later in this section, we’ll be looking out how you can use that information to select the type of rewards that will most motivate them.
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AUDIENCE ANALYSIS

Fully understanding your audience is critical to your program’s success.

INFLUENCE

DEMOGRAPHICS

SKILLS & KNOWLEDGE

ENGAGEMENT

LANGUAGE

PAST PROGRAMS

INTERESTS

SEGMENTATION

Have you identified everyone capable of
influencing your performance goals? Is there
anything you’re not taking into account?

Does your audience have the skills and
knowledge to help you accomplish your
goals? If not, how can you use
incentives to better train them?

Are there any language barriers? If so,
how can you engage that audience in a
culturally-sensitive way?

What do you know about the interests
of your target audience? Can you make
any projections? The closer you can
align rewards to match their personal
interest, the more effective they’ll be.

How can you leverage age, gender,
income, education, and occupation to
help your reward program succeed?

Do you have open, reliable lines of
communication with your target
audience? If not, how can you
effectively engage and market to them?

What programs have you offered in the
past? Do you know what worked and
what didn’t?

Are there logical ways you can segment
your audience? Segmenting your
audience lets you personalize your
approach with each group.
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Take a moment to write down what you know about your target audience.

What If I Don’t Know Who My Target Audience Is???
In modern distribution channels, this can be a real problem. If you are trying to motivate dealers,
contractors, or wholesalers, for instance, your marketing data on them might be incomplete, and
your distributor might not be willing to provide that marketing data. How can you market to potential customers if data gets lost in the process? Should collecting this data be part of your goal?
This is where incentives come into play. We have developed a variety of solutions for our clients:
• Create an open-ended rewards program, where anyone can sign up. One of our clients attached
reward point certificates to their product. When customers signed up to redeem those points,
they supplied valuable contact information and indicated buy-in for future marketing.
• Incentivize channel partners to upload warranty registrations or rebates. Once you make this
easy, effortless, and rewarding for them, watch as the B2B marketing data starts rolling in.
Another one of our clients improved warranty submission from 37% to 92%v , gaining loads
of data in the process.
• Additionally, incentive-based referral programs are a great way to supplement AI-generated
leads from Marketo or Salesforce. Plus, you already have a real-life point of contact! Or you
can hand out point certificates at tradeshows and conferences.
Later in the book, we’ll be exploring the incentive technology programs that makes this possible.
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Selecting Rewards
Now that you know who you’ll be inviting to join your incentive program, you’ll need to decide
which rewards you’ll use to inspire them. However, you also need to take your budget into account, and apply your reward-spending where it’ll give you the most bang for our buck.

LOSERS

INCENTIVE

LOYALTY

At Incentive Solutions, we break things down into the 20-60-20 rule, where we prioritize different target
audiences according to their level of performance and their importance to your organization.

DESCRIPTION

GOAL

These are the best of the
best, the customers, partners,
employees, and sales reps
you can’t live without.

• Build ongoing relationships.
• Gain client insights or
referrals.
• Create dedicated customer
loyalty.
• Fill additional verticals.

Loyalty: Your top 20% are
already performing at a high
level. The important part is
keeping them on your team.

High End Rewards make
them feel valued:
• Travel incentives.
• Custom reward fulfillment.
(check out Uniquely Yours!)
• Top-shelf merchandise
rewards
• Meaningful recognition.

60%

These are your middling
majority. Because of the
larger audience size,
increasing their performance,
even a little bit, will make the
biggest difference to your
bottom line. Additionally, these
accounts typically have a
higher gross margin, resulting
in more profit.

• Improve performance.
• Increase product knowledge
and brand awareness.
• Create a marketing data
exchange.
• Motivate them to make the
jump to the top 20%.

Loyalty & Incentive: For the
middle 60%, you want to
incentivize growth, while
keeping them from jumping
ship.

Point-based Rewards,
ranging from high investment
to low investment:
• Tiered merchandise
rewards.
• Debit or gift card rewards.

BOTTOM

Typically, your bottom 20%
will always be your bottom
20%, but there may be a few
members of this segment
with great potential. You’ll
want to limit your expenditure,
or be aware that you probably
won’t get a huge ROI from
this group as a whole.

• Mine for “hidden gems” and Incentive: Stimulating growth
stimulate growth by
and productivity is the name
providing qualificaof the game here.
tion-based stepping stones.
• Starting small (perhaps just
recognition), while providing
opportunities for growth.
• Minimize wasted expense
by setting qualification
thresholds well above your
breakeven point.

TOP

20%

MID

20%

PROGRAM FOCUS

REWARDS

Point-based Rewards,
beginning at a lower initial
investment:
• Tiered merchandise
rewards.
• Debit or gift card rewards.
• No rewards at all for those
whose purchases remain
below a certain threshold.
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What Rewards Make the Biggest Impact?
Incentive travel is memorable and emotionally impactful.
People remember incentive travel experiences for 5+ years!
Use this once-in-a-lifetime experience for important, high
investment relationships that you want to last long-term.

Merchandise rewards are scalable, based on performance.
It’s useful if you are targeting a wide audience with various
levels of investment. For instance, in a B2B customer rewards
program, your part-time customers might earn enough points
for movie tickets, whereas your best accounts might earn
high-ticket electronics or even custom reward fulfillment. Earlier
this year, a participant in one of our incentive programs
®
redeemed her points on four new Chevy Silverado’s !
Merchandise rewards are memorable for 2-3 years.

Branded gift card and debit card rewards are flexible but feel
a little less personal. Typically, people remember these reward
experiences for 3-4 months.

How does that stack up to cash? People forget what they
spend their cash on (usually bills, rent, car payments) within
one to two weeks, which is why incentives are more effective
than commission.vi
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What Rewards Make the Biggest Impact?
Which reward type do you think would be most effective
for your target audience?

Interested in Learning More About the Psychology of Rewards?
Taking an in-depth look at the psychology behind incentive rewards ,and
why they are so effective, would be a book in and of itself! If you are
interested in learning more, check out these blog articles:
• What’s the Difference Between Commission and Incentives?
• Why Are Non-Cash Rewards Better Than Cash?
• The Surprising Psychology of Sales Rewards
• Using Incentive Program Gamification to Increase Sales
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SECOND
BASE
STRUCTURE

Whew! We made it to second. Now it’s time to structure your incentive program.
In this section, we’ll walk you through creating your KPIs—your key
performance indicators—that will allow you to monitor the success of
your incentive program. If the objective you determined on first base
is what you want to accomplish, KPIs are how you are going to measure that accomplishment.
Then, we’ll take a look at choosing the right incentive platform. Using the right incentive technology platform can add functionality and
versatility to your incentive program, while saving a lot of headaches
and manhours on your end. Plus, we’ll take a look at interesting ways
incentive technology can tie into your marketing efforts!
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SECOND
BASE
STRATEGIZE

• Identify KPIs
• Choose Incentive Platform
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SECOND
BASE
STRUCTURE

Identifying KPIs

KPIs, or key performance indicators, are objective measurements that
prove you are making progress towards achieving the desired result.vii
For the sake of simplicity, we’ll break our KPIs down into leading indicators and lagging indicators.
Lagging indicators are results-based measures. They are how you measure the results of your incentive program. Leading indicators are process-based measures, the factors that influence that outcome. These
are the actions which, if repeated more often and more effectively, will
lead to the desired outcome. In other words, the leading indicators are
the types of behaviors you want your incentive program to promote.

In baseball, for example, the final score is the lagging indicator, or the result. The runs scored each inning are the leading indicators—the factors
that lead to that result.
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EXAMPLES OF
INCENTIVE PROGRAM KPIS
Based on real Incentive Solutions case studies.

OBJECTIVE
To use customer loyalty incentives
to encourage customers to use
the company’s e-commerce
platform, resulting in a lower ‘cost
to serve.’

To use incentives to increase
sales on a product that was
suffering due to competition from
low-priced competitors.

LEADING INDICATORS

LAGGING INDICATORS

• 77% of eligible B2B customers
enrolled in the program.

• Average order quantity
increased by 319%.
• B2B customers in the program
provided 665% more in monthly
revenue.viii

• 62% (out of 4,000 contractors)
actively earned points and
redeemed them for online
merchandise rewards

• Manufacturer increased sales on
the product by 15%—without
dropping their price! ix
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Examples of Incentive Program KPIs (continued)
Based on your objective, what would be your lagging indicator you
would use to measure the success of your program?

What leading indicators would you measure to make sure you were
on track to accomplish your goal?
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SECOND
BASE
STRUCTURE

Choosing the Right Incentive Platform

An incentive program should make your business work better, not add to your work.
With that in mind, it’s important to select an incentive platform that provides technology that makes your life easy, while adding functionality to your incentive program.
Incentive Solutions (and our clients!) is lucky in that regard. When we were founded
in 1994, the development and integration of incentive technology with our incentive
programs was already a major point of focus. Our in-house tech wizards help us stay
ahead of the curve.
We focus on three core points. An incentive program should be:
1. Easy to use. An incentive program should be intuitive and easy-to-use for
our clients. Automatic point tracking and reward fulfillment, as well as
unrestricted, 24/7 access to detailed reports, help you to effectively manage
your program.
2. Rewarding for participants. An incentive program should be engaging,
convenient, and should provide consistently satisfying brand interactions.
Reward fulfillment should only be a click away!
3. Help you achieve a definite goal. An incentive program should result in a
measurable ROI. We provide 11+ pre-programmed modules that transform
an incentive program into a full-fledged sales and marketing tool that can be
configured to achieve a specific goal.
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Choosing the Right Incentive Platform (continued)
Admin Portal: What You See

Participant Portal: What They See

Base Package: All of Our Incentive Programs Come Equipped With…
• Automatic reward fulfillment from our online catalog.
• A free annual communication plan to enroll your incentive program
participants and keep them active and engaged.
• An engaging, branded program website, so your brand stays top-of-mind
with your incentive program participants.
• An administrative hub to grant you deeper insights into participant activity.
• No-strings-attached access to 40+ program reports and analytics so that
you can monitor your ROI whenever you want, 24/7.
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Add-on Software Modules
Looking to make your incentive program even more effective?

ORG. STRUCTURE AND
ADVANCED REPORTING

PERFORMANCE TRACKING

CRM INTEGRATION

LEADERBOARD

Improve data collection across
your distribution channel,
target multiple verticals, & run
simultaneous promotions.

Get the data you need in
real-time by integrating your
incentive program with your
existing CRM, marketing
automation, or ABM platforms.

Improve data collection across
your distribution channel,
target multiple verticals, & run
simultaneous promotions.

Get extremely specific in your
approach to vertical marketing
by segmenting B2B partners
by region, department,
organization & more.

LEARN-AND-EARN

MOBILE APP

OPEN ENROLLMENT

QUICK POINTS

Improve brand awareness,
increase product knowledge,
or build mindshare—internally
or with customers—with
interactive quizzes, trivia, &
surveys.

Let your participants take their
incentive program with them
anywhere they go for easy
data entry & reward redemption. Includes push notifications!

Allow unknown leads to enroll
in your incentive program—
sans the invitation. Enticing
rewards, combined with
custom form fields, enable you
to capture the data you need.

Effective, easy-to-use tool to
reinforce positive behavior. Or
bait the hook with potential
leads at events and
tradeshows.

INTEGRATION SERVICES

ADVANCED
COMMUNICATION

GAMIFICATION

Integrate your incentive
technology with company
websites & employee portals
for maximum user engagement & a simple UX.

Participant-focused
omnichannel communication
makes participants feel
special. With personalization
tools, premium templates,
scheduling tools & more

Virtual game-like elements
make your program irresistible
to participants—useful for
onboarding & building
long-term user engagement.

TOTAL RECOGNITION
SUITE
Use a social media-inspired
employee recognition platform
to create a culture of top
performers & keep your best
employees coming back for
more.
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Marketing Strategy:
What Incentive Software Modules Should I Use?
I want to integrate my incentive program with my CRM for a more complete
view of client or prospect behavior: CRM Integration
I want to inspire channel partners to supply more complete marketing data:
Performance Tracking & Mobile App
Filling certain verticals are higher priority to me than other verticals:
Org. Structure and Advanced Reporting
I don’t have a complete picture of who my target audience is: Open
Enrollment & Quick Points
I want to educate dealers, contractors, or external sales rep about my
brand or new product lines: Learn-and-Earn
*For more information or to schedule a demo click here.

Based on your objective, which of Incentive Solutions’ incentive software modules do you think would be useful in accomplishing your goal?
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THIRD
BASE

MANAGE
Third base. It’s a straight shot to home plate from here. With the right
strategy and structure already in place, we’re in good shape.
It’s time to enroll participants, manage our incentive program, and get
some points on the board. At this part of the journey, it’s important to
engage our participants, to communicate with them clearly, and to
monitor our KPIs to make sure our incentive program is setting us up
for ROI.
Luckily, we have the incentive platform in place to make that happen.
The crowd is on their feet! Are you ready?
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• Market Your Program
and Train Participants
• Manage Your Program

THIRD
BASE
MANAGE
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THIRD
BASE

MANAGE

Marketing Your Program & Training Your Participants

Here we’ll engage your participants, communicate the value of your incentive
program, and train them to participate.
Attainable goals, clear communication, great rewards, and up-to-the-minute
points tracking pave the way.
PUMP UP THE VOLUME! RAISE AWARENESS FOR YOUR REWARDS PROGRAM.
Spread the word and personalize your
message for maximum engagement. In
addition to a standard communication plan,
we also provide custom program marketing
across multiple touchpoints—complete with
email, SMS, push notifications, and more.
Plus, showcasing great rewards doesn’t hurt!
MAKE IT PERSONAL.
Rewards make relationships feel more
personalx and present an easy-to-understand
value proposition. It’s why, as we mentioned
earlier, they’re a great way to create meaningful exchanges when integrated with your
marketing.

LOOKING TO MAKE THINGS A
LITTLE MORE ENTICING?
Offer reward points upfront. This ties back
into what we mentioned earlier in regards to
using Quick Points as part of your marketing
strategy. It doesn’t have to be anything
major—just enough to get the ball rolling,
improve those CTRs, and speed up
onboarding.
GIVE CLEAR GOALS AND THE
RIGHT TOOLS TO TRACK THEM.
Setting clear, attainable goals is a proven
way to increase motivation and
performance.xi Offering immediate reinforcement and the ability to track progress with
rewards points keeps participants on track.
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THIRD
BASE

MANAGE

Marketing Your Program & Training Your Participants

Active, consistent participation is the backbone of any successful incentive
program.
As you create your marketing plan, you’ll want to make sure that you’re getting your program participants to engage with your program in the right way.
Meaning you want to make sure that they know what’s expected of them and
to provide feedback and guidance to keep them on track.
MAKE A GAME OF IT.
Gamification—the use of
game-like, competitive
elements like points-scoring and leaderboards—is a
proven way to increase
engagement.xii It’s why we
offer modules like Leaderboard, Total Recognition,
and Gamification.
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EDUCATE.
Does your target audience
have all the knowledge
they need to help you
meet your goals? Educational modules such as
Learn-and-Earn offer
incentives and rewards as
your participants educate
themselves on your brand
and your product lines.

OFFER POSITIVE
REINFORCEMENT.
By offering positive
reinforcement every time
one of your participants
performs an action that
helps your company, those
behaviors will be repeated
more frequently.xiii That’s
where automated reward
fulfillment and in-store
pickup come into play.

THIRD
BASE

MANAGE

Managing Your Incentive Program

Everything is structured. Participants are enrolled. All that’s left is to manage your
incentive program.
What does that entail?

Maintain an up-to-date
t d t database
d t b
off each
h participant
ti i
t and
d keep
k
data
d
clean.
Create simple systems for collecting and reporting data—or use modules such as
Performance Tracking and CRM Integration to make things easier.
Monitor the Admin Portal for program health, keeping an eye on KPIs, such as
engagement, point issuance, and reward redemption costs.
Send as-needed reports on schedule.
Calculate results and returns on investment.
Share knowledge about the program, especially what you’ve learned about the
market.
Enlist the help of a trusted advisor, who’s done this before (hint, hint), to oversee
the program for you.
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HOME
PLATE
GROWTH

Home safe! How’s that for a homerun? Take some time to celebrate
your success, but we’re not done yet.
Incentive programs are an ongoing, dynamic solution. It’s a long season—and the businesses that pull ahead are those who are smart,
resourceful, and most importantly, consistent.
ROI is great. But is that really the best we can do? What could we do
with another at bat?
Over the course of an incentive program, you have the potential to
collect a lot of valuable, actionable data. The real growth occurs with
what you do with that data.
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• Analyze Your Program
• Optimize and Improve

HOME
PLATE
GROWTH
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HOME
PLATE
GROWTH

Analyze Your Program

Remember all the steps we took at first, second, and third base? There were
some assumptions we had to make along the way. We simply didn’t have all of
the relevant data. But now we have a whole lot more to work with.
We’re more familiar with our target audience. They’re more familiar with us.
Additionally, there are patterns we can analyze to figure out what worked, what
didn’t, and what we can do better next time. The ROI we achieved is our new
baseline. What can we do to beat it?
If you were incorporating incentives as part of your marketing strategy, chances are you generated new leads, gathered new marketing data, deepened
business relationships, or uncovered new verticals, depending on your goals.
If incentives helped you get your foot in the door, couldn’t they be used to solidify those relationships, as well?
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PROGRAM DURATION & LIFECYCLE MATRIX
STAGE
DESCRIPTION

INTRODUCTION

GROWTH

MATURITY

DECISION

Implement...

Reinforce...

Optimize...

Expand or Re-plan...

0 - 12 Months

12 - 30 Months

30 - 48 Months

> 48 Months

• Build awareness

PROGRAM
OBJECTIVES
COMMUNICATION
STRATEGY

• Generate excitement
• Promote early activation

• Engage internal stakeholders
• Communicate often
(onine and offline)

• Harness loyalty to exploit
brand preference

• Drive program/cost
efficiencies

• Shift the bell curve

• Seek other applications to
replicate program
success
• Plan for program re-launch
• Is it time to target other
pain points with a different
promotion?

• Drive engagement by
offering new/richer award
opportunities

• Integrate marketing
communication calendar

• Depends on above

• Re-launch the program
• Or...implement exit
strategy

PERFORMANCE

• Drive enrollments

• Depends on above

• Segment audience for
relevance
• Effectively convey program
value (WIIFM—What’s in it • Re-promote program
for me?
benefits
• Encourage training to
improve product knowledge

TIME
Chart: Internal document created at Incentive Solutions
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HOME
PLATE
GROWTH

Optimize and Improve: How Do I Keep Growing?

As you can see from the table on the previous page, incentive programs tend
to follow a cycle. When modifying behavior, eventually you reach the point of
diminishing returns.xiv
This typically occurs between 30 – 48 months. Excitement begins to taper
off. Growth begins to stagnate. It’s likely that your incentive program has fully
addressed your initial objective.
At this point, it’s time to re-invest in your program and launch a new promotion.
Maybe it’s time to spice things up by adding an interactive Leaderboard, or
other gamification modules.
Or maybe it’s time to head back to first base and figure out a new objective
and design a new program to accomplish that objective. Even the best teams
have to rebuild from time to time. But now you have a couple seasons under
your belt.
You also probably have some key players on your team and have built mutually rewarding relationships to help you move forward. You have more complete
marketing data, positive momentum, and a culture of growth.
Chances are your next promotion will be even more effective.
That is the power of incentives.
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“In baseball and in business, there
are three types of people.
Those who make it happen, those
who watch it happen, and those who
wonder what happened.”
- Tommy Lasorda

Hall of Fame Baseball Player & Manager
(1954-1956, Player; 1976-1996, Manager)

SO, WHO DO YOU WANT TO BE?
I’m ready!
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Thank You
Thank you for taking the time to read The BthruB Incentive Program Playbook!
We hope you enjoyed yourself and learned a thing or two about the strategy
behind incentives and their role in B2B marketing.
Of course, this is just the tip of the iceberg. Give us a call at (866) 567-7432 to
speak with one of our ROI-certified experts and explore the possibilities of an
incentive program.
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