
Selling Your Incentive 
Program Initiative to 

the C-Suite



You’ve read the case studies. You’ve seen the millions of exciting rewards to 
motivate your target audience. You’ve demoed our incentive tech. You’re excited 
about the possibilities of growth for your business.

So what’s holding you back? Chances are you still need buy-in from various levels 
of management before moving ahead with your incentive program. Each member 
of the leadership team has different departmental considerations and different 
areas of expertise. This e-book is designed to help you personalize your value 
proposition to each member of the C-suite to effectively sell them on the benefits 
of an incentive program and to explain how the program will align with their 
corporate goals.

You’ve seen how an incentive program can grow your business. But 
how do you convince your C-Suite to move forward? This e-book will 
equip you with all the collateral and strategy you need to walk up 
confidently to your executive team and other stakeholders throughout 
your organization and convince them of the value of incorporating an 
incentive program into your sales and marketing strategy.

Intro



Building Your Case for
an Incentive Program

Before having conversations with company leadership, you need to build your 
case for implementing an incentive program. This will help you demonstrate the 
value proposition, outline the ROI, and convince your C-Suite that an incentive 
program is a necessary investment. With that in mind, it’s important to ask 
yourself the right questions.

1. Why do you want to implement an incentive program?

Clearly state why you want to implement an incentive program and what your 
goals for your program are. How do you expect it to help you gain market share 
and improve your sales and marketing efforts?

2. What are some possible objections you might run into?

Will certain people in your organization have outdated views about the 
applications of an incentive program? Which department will be responsible for 
the budget? The better you can anticipate any potential pushback, the better 
you’ll be able to address it. 

3. Does your competition have an incentive program?

Do you know whether or not your competition uses an incentive program to 
influence channel partners or build B2B customer loyalty? List out any details 
you know. This will give your initiative a sense of urgency.



4. Have you pulled numbers to project the ROI you could 
achieve with an incentive program ?

ROI is an important factor in successfully pitching an incentive 
program to company management. Incentive Solutions has 
created an ROI Calculator that automatically calculates 
projected growth by plugging in a couple numbers (here, you 
may need to enlist the help of someone in your sales 
department to pull a couple of these numbers).

5. Can you outline how Incentive Solutions solves the 
following logistical problems for you?

• Planning & Strategy

• Onboarding

• Integrating Technology

• Managing Your Program

• Compliance 

• Monitoring Program Health

• Reward Fulfillment

If you don’t know the answers to these questions yet, that’s ok. 
You will by the end of the book. But it’s important to know that 
Incentive Solutions offers dedicated, ongoing support to make 
sure your incentive program is successful. Once you’ve worked 
out the answers to these questions, it’s important to distill your 
argument for an incentive program into a concise PowerPoint 
or Word Document that you can present to stakeholders.

https://www.incentivesolutions.com/roi-calculator/


Take Ownership: 
Being an Advocate for
an Incentive Program

For change to happen within a business, someone has to take ownership 
of new initiatives. If you found Incentive Solutions and did the necessary 
research to understand why an incentive program is important for your 
business, it says several things about you: 

You take initiative, you have the ability to think outside the box, and 
you are personally invested in the growth of your business.

You might be just the person for the job! However, different people have 
different levels of comfort and persuasiveness when it comes to presenting 
ideas to executive leadership. If you need to, recruit someone who can 
own this project and manage all the moving parts to make it happen.

If you decide to own this—and doing so will look great on your resume!—
it’s important to recruit other advocates from your sales and marketing 
departments.



Tips for Being an Advocate

Have a Plan: You have to have a vision, a 

goal, a timeframe, and measurable steps you 

can take to reach that goal. Being clear in your 

intent will inspire confidence throughout your 

organization and give your plan a sense of 

direction. 

Communicate Value: Look at your answers to 

the questions on the last page. It’s important to 

know the value proposition of an incentive 

program backwards and forwards so that you 

can communicate it persuasively.

Take Action: Having a plan and a persuasive 

argument looks good on paper, but it’s time to 

get the ball rolling. Taking bold, decisive action 

towards achieving your goal will make your 

vision a reality. 

Build Support: Before taking your initiative to 

the C-Suite, it’s good to have buy-in from other 

members of your sales and marketing 

departments. Doing so will build momentum 

and allow you to delegate tasks to other 

people who understand what an incentive 

program can do for both departments. 



Which Department Does an 
Incentive Program Fall Under: 

Sales or Marketing?

That’s a trick question. The answer is both. The vast majority of our 
incentive programs provide a sales and marketing solution. 
Ultimately the budget for an incentive program should typically be 
shared by both departments. 

Why is this the case? Incentive programs are both a Fixed Expense
and Variable Expense.

A Fixed Expense is an expense that doesn’t fluctuate based on 
sales volume. Fixed expenses typically fall under marketing 
budgets. For an incentive program, these include: system set-up 
costs, administrative costs, access to our add-on incentive software 
modules, account management, and marketing the program to your 
participants. 

However, the other part of an incentive program is a Variable
Expense, meaning it changes based on sales volume and 
productivity. Reward costs rise as sales increase or your target 
audience exhibits specific behaviors the incentive program was 
designed to promote. Sales departments typically operate from a 
variable budget.  

It’s important to get stakeholders from both departments to 
understand this dynamic. You wouldn’t want to have to say, “Our 
incentive program was so successful that we had to turn it off 
because we went over our budget.”



Marketing

• Drastically higher open & click 

rates than industry standards for 

automated marketing emails 

related to a rewards program.

• Rewards can be used to build a 

database by incentivizing channel 

partners to provide contact 

information & marketing data for 

themselves and for end 

consumers. 

• An incentive program can be used 

for a customer loyalty marketing 

campaign to gain access to new 

verticals with existing accounts.

• Incentive programs can be 

structured to discover new 

accounts by using an open 

enrollment strategy, attaching 

point certificates to merchandise, 

or through a referral program. 

Sales

• Accounts who are part of a 

B2B loyalty program often 

increase their order size & 

order frequency.

• Channel partner incentive 

programs can be used to 

generate demand and 

motivate distributors, dealers, 

contractors, and wholesalers 

to recommend more of your 

product to the end consumer.

• Reward programs can be 

used to nurture accounts and 

create engagement by 

communicating immediate, 

tangible value. 

• Using rewards to personalize 

relationships with accounts 

creates relationship capital, 

which is hugely important for 

B2B sales.

How Sales and Marketing Share the 

Benefit from an Incentive Program:

Use Case Studies to Your Advantage

How do you explain these concepts to members of your sales and marketing 

departments? Picking a few relevant case studies to show them can be a 

powerful tool to demonstrate your argument and explain what incentive 

programs can be designed to accomplish.

https://www.incentivesolutions.com/clients/


1. Enlist the Help of Allies in Your Department: Start small. Schedule a meeting with your 
team and tell them what you’re planning. Ask for their feedback. Use this as an opportunity to 
test your ability to explain your business case for an incentive program. After this meeting, 
present your case to other members of your department.

2. Schedule a Meeting with Potential Allies in the Other Department: Since an incentive 
program is a shared venture between sales and marketing, you’ll want to get members from 
both departments on your side. If you work in marketing, for instance, you would want to invite 
members of the sales team that you have a good working relationship with, or vice versa. This 
meeting will be very much like the first, except now you have some momentum. This is a 
chance to expand your argument and to start planting seeds for cross-department 
collaboration.

3. Find an Executive Leadership Champion: The higher up the organizational hierarchy you 
go, the more influence this person will have over your company’s decision to implement an 
incentive program. At smaller organizations you might have direct access to the VP or 
President of your department, or maybe even the CEO. At larger organizations, you might only 
have pull with your direct supervisor. However, it’s crucial to find a member of leadership who 
is 100% on board with your vision, who understands the benefits of an incentive program and 
will push to get this project off the ground. It’s likely that this executive leadership champion will 
be from your department but, depending on organizational structure, you might find your 
champion in any of the other departments.

4. Personalize Your Message to Get Buy-in From Executives of Other Departments: 
Since leadership members from each department have different focuses and perspectives, it’s 
important to understand the way they think, so that you can convince them on why your 
company needs to implement an incentive program.

Luckily, the questions they’re likely to ask, and the answers to those questions, will be included 
on the following pages.  

Influence Roadmap: 

Where Do You Start?



Common Q&A’s for Your Sales and Marketing 
Department Stakeholders

Persuading various stakeholders across sales and marketing to moving towards 
implementing a strategic incentive program is the first step. Their support will 
give momentum to your project and help you build confidence before putting 
your proposal in front of the C-Suite. 

Below are some common Q&A’s your conversations with these stakeholders 
might include. Some of these answers may also come in handy for when you’re 
in front of the C-Suite!

• Why would an incentive program cause a change in behavior for our 
channel partners? Will rewards really make a measurable difference? 
Incentive programs provide tangible, non-cash rewards. Although rewards 
may seem silly compared to considerations like reducing overhead or 
maximizing profit, psychological studies have shown that people will expend 
more effort and have higher levels of sustained motivation when working 
towards non-cash rewards than they will for cash payment of equal (or even 
sometimes higher) value. This is because rewards have social value and 
create an emotional impact, making them useful tools to build relationships. 

• How will an incentive program increase sales?
Incentive programs can be used to build customer loyalty, motivate growth, 
prioritize specific products lines or to reward referrals to new verticals or 
qualified accounts. It’s just a matter of choosing what outcome you want to 
inspire and aligning incentive rewards with those outcomes. In one case 
study, Incentive Solutions helped an industrial distributor increase average 
order quantity by 319% by giving incentives to their online customers. 

https://www.incentivesolutions.com/wp-content/uploads/2018/12/Wholesaler-Contractor-Loyalty-Program-Case-Study.pdf


• How will an incentive program improve marketing efficiency?
Incentives can be used as part of a referral program or to motivate 
channel partners to supply contact information and marketing data for 
themselves and for end-users. This will enable you to expand your 
account profiles and to market to those accounts more effectively. In 
various case studies, Incentive Solutions has found that automated 
emails related to a rewards program have much higher open and click 
rates than industry average (up to 55% and 17% higher, respectively!), 
which will improve your ability to communicate with accounts or 
prospects that enroll in your program.

• Won’t this add to the workload for both departments?
In addition to 12+ incentive software modules that can allow for you 
incentive program to integrate with your existing software and to 
automatically track and assign points, Incentive Solutions will provide 
you with a dedicated teams of ROI-certified account managers and 
software developers to manage your program for you. After planning, it 
should require very little direct oversight or day-to-day work on your 
part. 

Having an involved admin is a big part of program success. If you’d like, 
we’re more than happy to let you kick back and run your program for 
you!



Finding an Executive
Leadership Champion

Now that you’ve built some momentum behind the idea of an incentive 
program and have some allies in sales and marketing, it’s time to put your 
proposition in front of the C-Suite!

It’s important to find an executive leadership champion. This is the 
member of the C-Suite who you believe will be most receptive to your 
vision and who will help you push it to fruition. We recommend starting 
with a member of the leadership team who you have good rapport with or 
who is familiar with the quality of your work. It might be useful to consult 
your direct supervisor to see who they think would be your best option 
and to see if they can help you schedule a meeting.

In addition to giving credibility to your push for an incentive program, an 
executive champion will have more direct influence over the decision-
making and resource allocation at your company. 

We’ll be looking at each member of your C-Suite to give you an idea of 
how they think, what their focus will be, what kind of questions they’ll ask, 
and the answers you can give them to get them on board. 



Sell it to the C-Suite

MARKETING

Possible Titles: CMO, VP of Marketing, Director of 
Marketing

Profile: Although the title may change from organization to 
organization, this will be the head of your marketing 
department. For the sake of consistency, we’ll refer to them 
as the CMO from this point on. As the leader of your 
marketing department, their focus will be on improving 
marketing efficiency—getting the most bang for their buck, 
so to speak. Remember, marketing departments are often 
on a fixed budget, so ROI is important. The more effectively 
they are able to market and to prove marketing success, 
the bigger their annual budget will be. Additionally, the CMO 
will be focused on customer experience and building your 
brand, two outcomes which incentive programs can 
promote. 



Questions They May Ask:

1. How does this fit into our budget? What is the ROI?
This will be a shared expense between sales and marketing. Marketing will be responsible for fixed 
costs, such as system set-up costs and administrative costs. However, sales will be responsible for 
costs related to the promotion (points assigned and reward costs). No matter how successful the 
promotion, marketing will only be responsible for a fixed amount.

Speaking of success, this is our projected ROI for an incentive program. And here is a case study of 
how Incentive Solutions helped a Fortune 500 HVAC manufacturer market a specific product line for 
a 307% ROI. 

2. What kind of resources will you need from the marketing department?
Initially, the marketing department will have to devote time towards planning. However, Incentive 
Solutions offers CRM and custom integrations and takes full responsibility for the success of your 
incentive program. Most of our clients spend less than two hours a week on managing their incentive 
program.  

3. Will this introduce new processes on our end? You will want to have a process for checking the 
free program reports and for getting a consolidated version in front of your CMO. Additionally, the 
marketing department will want to explore what kind of communication and marketing plans you want 
to use to engage program participants as part of the promotion. But Incentive Solutions will take care 
of system set-up and help you with onboarding, monitoring program health, reporting, and reward 
fulfillment.  

4. What areas of marketing will this improve?
Incentive programs can be used to expand account profiles, connect with new verticals, educate 
customers, or improve relationships with existing accounts. The exact answer to this question 
depends on the nature of your incentive program and what it was designed to do. Feel free to give 
your sales rep a call to make sure you’re equipped to give the most accurate answer based on your 
program design.

MARKETING

https://www.incentivesolutions.com/roi-calculator/
https://www.incentivesolutions.com/wp-content/uploads/2018/12/Electric-Cooling-Sales-Channel-Partner-Incentive-Program.pdf


Possible Titles: CSO, VP of Sales, Director of Sales

Profile: The CSO (or head of your sales department) is 
focused on growing sales, increasing profit, gaining market 
share, and creating processes that help their sales team 
operate more effectively. Be sure to focus on how an 
incentive program will help your company get more from 
existing customer accounts and inspire channel partners to 
take aspects of your sales process into their own hands.

Sell it to the C-Suite

SALES



Questions They May Ask:

1. Will this be useful in lead generation or in filling more verticals 
with existing accounts?
Again, the answer to this question depends on the nature of the 
incentive program you’re exploring. However, the short answer to 
this question is yes. Over time, the emotional impact of rewards will 
improve your relationships with channel partners and B2B 
customers. As those relationships improve and their goals become 
aligned with the goals of your company, your target audience will 
begin to take a vested interest in your success.

2. How does an incentive program fit into the budget for the sales 
department?
Marketing will take care of the fixed expense and sales will be 
responsible for the variable costs. This means that sales in only 
liable for the program’s success instead of its upfront costs. As the 
program is successful and more of our target audience behaves in 
ways the program is designed to promote, more points will be issued 
and more rewards will be redeemed. This will increase costs from 
sales’ budget, but those costs will be actively offset by the success 
of the promotion.

3. Will this help us operate more effectively?
Yes, in addition to the primary outcome the incentive program is 
designed to promote, incentive rewards also improve business 
relationships in ways that will increase sales in the future. These two 
case studies will probably be of interest to your CSO: Product 
Promotion & Beating Out the Competition. 

SALES

https://www.incentivesolutions.com/wp-content/uploads/2018/12/Electric-Cooling-Sales-Channel-Partner-Incentive-Program.pdf
https://www.incentivesolutions.com/wp-content/uploads/2018/12/HVAC-Manufacturer-Contractor-Loyalty-Program.pdf


Possible Title: CEO or President

Profile: The CEO is the head of company leadership and is 
directly responsible for answering to key stakeholders and 
the board of directors. Usually their top priorities will be 
geared towards financial growth and positioning your 
company ahead of the competition. CEOs are often more 
focused on the long-term outcomes and the overall 
direction of the company than they are on the minor details. 

Sell it to the C-Suite

CEO



Questions They May Ask:

1. What effect will an incentive program have on the bottom line? How will it help us to grow?
This is another opportunity where presenting a couple case studies and the ROI calculator will give weight to your argument. CEOs are usually adept at quickly 
analyzing numbers and projecting what that sort of growth would look like for your company. Additionally, it gives them ammunition to justify their decision for 
implementing an incentive program to the board of directors.

2. Are any of our competitors doing this? How will this give us a competitive advantage?
In 2016, 54% of B2B marketers said that customer loyalty was a leading business challenge (up 10% from the year before). Additionally, 68% of B2B executives say 
that clients and channel partners are less loyal than they used to to be. NDAs can make it tough to figure out if your competitors a running an incentive program. But if 
they’re not currently running an incentive program now, they’re probably looking into one. 

3. What does the timeline look like? How long will our promotions run and when will we start seeing returns?
Once we have done some whiteboard sessions and have had the necessary conversations, Incentive Solutions’ time to launch is about 5 weeks. The time to value 
depends on the scope of the promotion and whether this is a long-term solution or a short-term boost. But we’ve helped a Fortune 500 HVAC manufacturer achieve a 
307% ROI in 45 days, and we’ve helped an insurance company increase new policy sales by 19% over the course of 9 months.

CEO

https://www.incentivesolutions.com/clients/
https://www.incentivesolutions.com/roi-calculator/


Possible Titles: CFO, COO, or CFOO

Profile: The CFO’s primary concern is the bottom line. ROI 
and analytics are the name of the game. The CFO’s goal is 
to manage expense, maximize growth, and limit risk. When 
talking with the CFO, you’ll want to make sure to direct his 
attention to how incentive programs, in addition to generating 
a verifiable ROI, can increase the efficiency of sales and 
marketing. This increases revenue by limiting waste. 

Sell it to the C-Suite

FINANCE



Questions They May Ask:

1. What is the ROI and the timeline before we start seeing a return?
Your response here should mirror your response to the first question on pg. 15 from your 
conversation with your CEO. (Remember, time-to-launch can be as little 5-8 weeks; and, 
depending on the size of your promotion, ROI can be achieved in as little as 45 days!). 
Make sure to bring collateral! It might be useful to enlist an advocate from the sales or 
marketing team who can breakdown how you got the numbers you plugged into the ROI 
calculator and to outline the steps you’ll take to achieve the projected ROI.

2. Why should an incentive program be a priority right now?
Using case studies for reference, explain how an incentive program provides your 
company with a sustainable competitive advantage. Mention anything you can find about 
what your competition is doing in regards to an incentive program to create a sense of 
urgency. If your competition isn’t currently using a B2B incentive program, this is an 
excellent chance to beat them to the punch and set yourself up for a competitive 
advantage.

3. What is our maximum exposure to risk?
Provide a quick breakdown of the discussion of Fixed Expense and Variable Costs from 
pg. 5. Explain that the Fixed Expense will be the maximum risk and that the rest of the 
overall budget will scale according the success of the program. The CFO might also be 
interested in exploring our billing options.

4. Are there any regulations we need to take into account?*
This only becomes a concern if you’re dealing in industries with specific ethical or legal 
considerations such as insurance and pharmaceutical sales, or manufacturing products 
directly for the government. If this describes your industry, we encourage you to read up on 
the ethics of incentives and explore how incentive program KPIs can be structured to 
achieve your goals without resulting in unintended outcomes that could potentially damage 
your brand.

FINANCE

https://www.incentivesolutions.com/roi-calculator/
https://www.incentivesolutions.com/clients/
https://www.incentivesolutions.com/incentive-billing-options/
https://www.incentivesolutions.com/2019/04/25/ethics-and-compliance-are-incentives-a-form-of-bribery/
https://www.propertycasualty360.com/2019/05/16/how-incentive-programs-motivate-agents-and-brokers/


Possible Titles: CIO, CTO, CDIO, IT Director, or VP of 
Technology

Profile: For people who work in sales or marketing, 
interfacing with the IT team can be a little challenging 
sometimes. It can feel like you’re speaking different 
languages. But we encourage you to be patient and to let 
your IT department try their best to pick things apart and 
break things down. We’re confident that our software will be 
up to the test. While any CIO or CTO worth their salt will 
want to inspect our software for themselves, it might be 
useful to have a few talking points to bring to the table so 
that they know that this will be worth their time. 

Sell it to the C-Suite

IT



Questions They May Ask:

1. How secure is their software?
Without getting too technical—very. All of your information will be encrypted using AES encryption 
with 256-bit keys. All of our staff—from lead developer to copywriter—receive security training. 
Employee email is protected by three layers of SPAM filtering and virus scanning. We have 
procedures and infrastructure in place for vulnerability testing, incident response, and disaster 
recovery. Certifications are available upon request.

If all of that sounds a little too confusing, you can just tell them that Incentive Solutions works with 
multiple Fortune 500 companies who entrust us to keep their data secure and to deliver phenomenal 
experiences to their customers and internal staff. 

2. Will it integrate seamlessly with our existing infrastructure?
Incentive Solutions provides CRM integration and custom integrations for your website, ABM 
software, or other platforms. Our goal is to make sure that all of your platforms work seamlessly with 
your incentive program—we’ll take care of the necessary legwork to make that happen.  

3. Do they keep their software updated? Is there any risk of things getting outdated?
Incentive Solutions’ in-house software developers release custom coding solutions and systemwide 
updates in sprints, which run every 2 to 4 weeks. We have a commitment to being agile and updated, 
and have regular discussions with our clients to inform the direction of our development. All of our 
code is tested and peer reviewed for functionality and security. 

4. How much of IT’s time and resources will be required to run an incentive program?
Very little. Incentive Solutions has a full software development team and has kept all of our software 
design and development in-house. This equips us to implement your solutions for you, without cutting 
into your internal resources.

IT



Possible Titles: CPO or CO

Profile: By the time you’re speaking with the CPO, 
things are heating up! Procurement is responsible for 
making sure your company gets its goods and services 
at the right price. Like the CFO, the CPO looks at risks 
and cost-benefit to make sure your company achieves 
the best possible value. By now, you should be very 
comfortable discussing the budget of an incentive 
program. Be prepared to explain fixed expense, variable 
expense, and reward redemption costs. If your CPO has 
any questions about pricing, encourage them to give 
your sales rep a call. But mostly be prepared to discuss 
what Incentive Solutions, specifically, has to offer your 
company in regards to running a successful incentive 
program and why you should team up with us!

Sell it to the C-Suite

PROCUREMENT

https://www.incentivesolutions.com/about/


Questions They May Ask:

1. How does the pricing at Incentive Solutions stack up to other 
incentive providers?
Although Incentive Solutions has an array of billing options and will work 
with you to make sure that an incentive program fits your budget, we do 
have a minimum. But even though we are only able to work with 
companies that have at least $30k to budget towards rewards spending, 
we will be happy to refer your company to a respected provider who’s able 
to accommodate smaller accounts! We encourage you to research other 
providers and compare our pricing—and the value you receive at that price 
point — to theirs. We stand by our value proposition.

2. What’s their value proposition? What do they provide that we can’t 
get anywhere else?
Incentive Solutions’ Base Package includes a ‘boutique experience,’ 
tailored to your business, with dedicated account management and the full 
support of ROI-certified teams of communication specialists and software 
engineers. Branded participant portals, access to our extensive online 
catalog, program communication to your participants, and an admin portal 
where you’ll have unlimited access to 40+ reports come included. All of our 
clients have access to continual enhancements and systemwide updates.

We also have 12+ add-on incentive software modules that allow you to 
schedule multiple promotions, segment your target audience by region or 
department, verify sales data, integrate your incentive program with your 
CRM, and more! We have a proven, award-winning track record, having 
worked with Fortune 500 companies and leaders of their industries. We 
want you to be our next success story.  

3. Do they have flexibility in regards to their billing cycles?
Yes, we encourage to you to explore our billing options and select the 
options that makes the most sense for budgetary practices within your 
organization. 

PROCUREMENT

https://www.incentivesolutions.com/incentive-management-software/
https://www.incentivesolutions.com/incentive-software-modules/
https://www.incentivesolutions.com/clients/
https://www.incentivesolutions.com/incentive-billing-options/


Thanks for taking the time to read Selling Your Incentive Program Initiative to the C-Suite. We hope we’ve given you everything you need to make this 
happen, and that you feel much more equipped to present your case before executive leadership. Again, if there’s anything you’re unsure about, email your 
rep or give them a call. Additionally, if you’d like us to help explain anything to stakeholders in your company, we’ll be happy to set up those conversations.

We look forward to working with you!

Conclusion
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