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G ET T I N G S TA R TE D

Channeling the basics
Getting your products and services to market through a channel matrix can mean navigating a sea of
complexity. Direct access to clients and their challenges can be next to impossible. So, how do you ensure
that your direct and indirect sales channels are representing you right? How do you extend your values and
strengths to your end customer?
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That’s where channel incentives come into play.
Do it right and you’ll reap the revenue. And doing it
right means starting with the basics:

Start by ensuring that your employees who are
front-line with your sales channels are engaged
with your brand and aligned with your mission,
vision and values. A channel that senses their
enthusiasm will feed on that energy, and a
channel that senses negativity will feed off
that as well. Start with an effective employee
engagement program.

Understand your audience

You might think you know your channel, but
making that assumption can distance you from
their good graces. Don’t take their interests and
motivations for granted; ask them what they want
and make it accessible. If Hemingway walked in
your restaurant and you proudly proclaimed that
you saved him a great table, he might have told
you how wrong you were!

Change on the fly

Channels are ever-changing, and you can’t afford
to be slow to adapt. Analytics and industry expertise
can help you predict the next thing for your partners
and address it before it’s real. Don’t follow channel
change with program change; use data to predict
change in advance.
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Be right from the inside out

“Never sit at a table when you can stand at the bar.”
-Ernest Hemingway
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FIVE C O MPO NENT S

Leveraging tool sets to motivate mindsets
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Strategy

Technology

Rewards

Communication

Analytics

“TURNED ON people figure out how to beat the competition, TURNED OFF
people only complain about being beaten by the competition.”
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-Ben Simonton
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CO M P O N ENT ON E

Strategy
A foundational sales incentive strategy does more than define the meaning of success—it generates
organizational alignment that makes the process efficient and the goal achievable.

40 years of client research has told us that
leadership support of a program is key to its
success. Take the time to facilitate strategic
planning sessions with key stakeholders like
brand leadership, channel representation and key
program partners to get everyone on board with
the proper way forward.

Define what winning looks like

Use the facilitation to define the situation, what
your competition looks like and what it takes to
gain audience mindshare, establish programspecific goals and understand what the win looks
like. Sketch the goals loosely and task stakeholders
with leading the workstreams that put teeth behind
each one of them. Schedule a discussion to report
back on plans and get the heads all nodding in
agreement.

Design to your goals

Once the goals and budgets are set and the team
is aligned, establish the desired behaviors and
design to achieve them. Ensure there’s a leader
empowered to make decisions on the tactics that
you’ll employ. And stick to your guns—many good
ideas will surface but only those that fit with the
brand, program goals and audience needs should
be adopted. Parking lot the other ideas for another
program at another time.
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Align the organization

“A goal without a plan is just a wish.”
-Antoine de Saint-Exupéry
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Technology
Technology sits central to the deployment of your channel sales incentive program. Choosing the one that
breeds adoption and delivers the features that matter can be the difference between success and a big
waste of your money. Knowing your audience is the key to choosing the right platform.

How does your salesforce work?

How complex is the network?

Are they stationary or mobile?

And what features will move the needle for you?
Sure, you need to develop promotions. But do you
want self-service setup capability, or would you rely
on your partner for that?

If they’re stationary, you’ll need to ensure that you
either fully integrate into other necessary partner
relationship management (PRM) technologies, or
your interface must be so intuitive and simple to use
that your partners gravitate to your solution first
before they want to mess with competing brand
solutions. If they’re mobile, a consistent responsive
format is a must.

You’ll want to ensure that the platform you choose
can accommodate the complexity of data feeds and
generate the reports necessary to gain adoption
and analyze participant and program performance.

How important is training to the
end goal?

How about the ability to generate on-the-spot
rewards in call centers or local offices? And just how
social do you want those contests and promotions
to be?

All of these factors weigh heavily on your choice
of technologies. But no matter the complexity and
scalability of your needs, make absolutely certain
to demo the platform before you buy. And by all
means, ask for client references.
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Are they global? If so, do you need multi-lingual
capabilities on your platform? And global reward
delivery? And you’ll need to factor regional
relevance into your offerings and awards.

“Technology is best when it brings people together.”
-Matt Mullenweg
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Rewards
Rewards are the fun and creative part of any program. Take sales rewards seriously, know your
demographic, and take feedback and input continuously.

Where’s the value?

Know what’s hot today, what’s going fast and
what items you need to swap out in your catalog.
Ensure there’s value commensurate with the effort
required by the program, and make sure you
allocate the right budget in rewards to stimulate
the desired return.

•
•

5-10% of total profit generated by the program
1-5% of employee’s typical compensation for
the program period

What choice do you have?

Choice is king. Choice can help ensure that you
reach every generation in your workforce, every
role in your channel, and every region in your
network with an offer that’s meaningful enough to
exert energy on the program.
Choice means a robust reward catalog with more
than cash. Leverage merchandise, charitable
gifting and branded non-cash alternatives. And
choose a partner who can provide travel awards as
well. The best effort may come because the prize
is a travel experience that winners can share with
that family member or friend who helped them
achieve the goal.
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Some guidelines to consider when allocating
budget for rewards:
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Communications
The award reaches the winners, but the communications motivate the entire channel. Leverage this tool to
its fullest with your program. A good rule of thumb is to dedicate 15-20% of your program’s budget to drive
engagement and the pursuit of achievement. Because remember, at the end of the day, a secret program is
an unsuccessful one.

Establish simplicity and clarity in your
communications. What do I do to win? Why did
I win? Who else knows I won? Is the program
properly announced? Are winners given enough air
time for their accomplishments?

Where’s the fun in this?

Make your program fun and engaging. Post
standings and keep interest levels high. Make a
connection between leadership, your objectives,
and the participants in the program by
communicating often. Keep the business speak to a
minimum and make your communications creative
and personal.

Stay in the mix

Take advantage of all of the ways to communicate—
web, text messages, social media, personal
presentations, digital and print. But don’t over-do it.
Make enough noise to make the program a priority
and stop short of making it an annoyance.
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To be clear…

“The Art of Communication is the Language of Leadership.”
-James Humes
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Analytics
To get the most of your incentive program investment, make sure your participants know exactly where
they stand against their goals and how much time they have to correct. In the end, make sure they know
how they did.

Tell the tale

•

•

•
•

Track ongoing performance against goals
Update participants and management as
frequently as possible
Make data available to local leadership for
personal coaching purposes

Don’t just collect and review the data…
use it to motivate.

•
•

Stay in touch and personal with
channel leaders
Encourage local leaders to publicly
acknowledge excellent performance
Build a long-term culture of excellence

“Most of the successful people I've known are the ones
who do more listening than talking.”

Move to improve

Use the data throughout the year—and yearover-year—to adapt your program components.
Ensure data and strategy are linked, interpret the
information you get back from your program and
use it to continually improve. The devil is in the
details… but salvation is in there too!

Channel loyalty whitepaper

Keep your finger on the pulse

-Bernard Baruch
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Be a master player
If it applies to your channel network, it will impact more than the awards you choose. To master global or
multi-national channels we suggest you start small, think first and act responsibly.

Often a global program is first tested in just a few
markets. Learn what’s to be learned and use what
is transferable. With measurable success, program
expansion is more easily executed.

Found in translation

Relevance goes beyond translation. Find the right
communications partner who understands the
local markets you’re activating, and develop your
communications independent of other markets.
Define a messaging architecture that’s consistent
globally, and write a message that’s relevant locally.

Country fair

Rewards are one of the trickiest pieces of a multinational channel incentive program. Make sure
you are not only crafting an award book that’s
locally relevant, but also one that’s fair and equal
between participating regions. Participants may
not all speak the same language, but there’s a
good chance they speak to each other!
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Pilot your ship
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Encore platform
The heart of Augeo’s channel sales incentive solution is Encore Channel—a responsive,
flexible and highly-scalable solution that’s designed to handle the needs of a variety of complex
channel networks.

Strategy

Augeo has been designing and deploying
incentive programs and rules structures for
more than 40 years. Our dedicated strategists
are renowned in the industry and eager to work
with your brand.

Create programs that meet the varied needs of
your complex channel network. From direct sales to
indirect sales to employees in many other functions,
our technology is your best tool to provide promotions
for everyone who makes your business tick.

Self-service

Our platform gives you the flexibility of full Augeo
support, or the option to quickly and simply
configure your own promotions or have regional
leaders configure their own.

Learn and earn

We help you prepare your channel participants to
succeed with learn and earn applications that upskill your network on your products and services…
before the motivation even kicks in.

PromotionCenter™

The heart of a channel incentive program, our
promotion application is fully scalable. We can
configure an approach that best meets your
incentive program needs, from complex to simple in
design, and it’s supported by our team of strategists
or offered as a self-service application for you or
your regions to activate at a moment’s notice!

Gamification

Spin up promotions quickly and thrill participants
with a game of chance through our Spin and Win
application.

Spot rewards

Our technology provides an application for spot
rewards, enabling channel leaders in every market
to show their support for your program and their
appreciation for the members of their team that
deliver on your objectives.

Reporting

Our platform offers more than 30 standard reports
and many more customizable possibilities to ensure
we can gauge the performance of your program
in a way that’s most beneficial to you, your
organization and even your participants.
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Audience segmentation
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We are a leader in engagement, loyalty and incentive platforms with a focus on developing new solutions and
innovative technology. We help organizations engage and retain employees, customers, channel partners and
members. Our membership benefits and insurances, employee recognition, sales incentives, meetings and events
solutions elevate engagement and help clients build stronger relationships with their key constituents.

Channel loyalty whitepaper

augeomarketing.com | 651.917.9143 | info@augeomarketing.com

12

