








LEADING THE WAY WITH OUR EXPRESS SERVICES
 - Low Minimums & 3 Weeks Fast Turnarounds
 - Flexibility to choose your own colour combination of the product,
   plus many different options and positions for decoration

www.gracecollection.com.au

Brisbane (Head Office)
(07) 3348 9844

Sydney
(02) 9799 7299

Melbourne
(03) 8598 9899

We also stock one of the largest ranges of headwear, bags and other products in Australia.
Call us today for your FREE catalogue kit and FREE samples of our products.



$5.00).

•	 If you spent $500 in one invoice, you received a branded golf 

umbrella (worth approx $25.00).

•	 If you spent $1,000 in one invoice, you received a branded BBQ 

set (worth approx $50.00).

•	 If you spent $5,000 in one invoice, you received a branded pre-

mium Esky (worth approx $250.00).

By offering basically a 5% discount the scheme encouraged the company’s 

clients to spend that little bit more to receive the reward product. In less 

than six months the company’s revenues increased 140% YTD leading to 

an expansion of the programme and more profits for the reseller.

•	 Develop a budget for the project and a plan to implement it.

Your client needs to know their cost of business and bottom line profit to 

know what resources they can put into a programme. The company may 

have to reduce their gross profit in the short term to incorporate the cost of 

setting up the rewards scheme and the products themselves. Of course in 

the long term the benefits of increased revenue and market share should 

lead to greater buying power and increased profits for that company.

Rewards schemes are part of the whole marketing landscape so funds 

should be allocated from this area to the initiative if additional resources 

are unavailable.

For the implementation plan draw up a timeline allowing sufficient time for 

the procuring of merchandise and the set-up of any print or online market-

ing materials.

Decide if the programme will be run via redemption or immediate re-

wards where the buyer will receive their reward as soon as their purchase 

is complete. 

If redemption is the way your client prefers to run their programme then 

make sure you budget for storage and distribution of the products. The 

costs are greater for a redemption programme than for an immediate re-

wards programme and there is more administration work, so each option 

needs to be evaluated on its merits.

•	 Market, market, market and fulfilment.

Enough cannot be said about the necessity of a decent marketing plan for 

your new incentive programme as it will succeed or fail based on how well 

it’s promoted.

There is no point even building or implementing a programme without 

allocating the resources, both financial and in terms of personnel, to let 

people know about it. Everyone from the top down needs to know the pro-

gramme and be ready to inform current and potential clients of its benefits.

Whether by sending flyers out with statements and invoices or by installing 

signage in the shopfront or warehouse, the programme needs to be seen 

and talked about.

Additionally, if the rewards are fulfilled in a timely manner, that is, immedi-

ately or at worst a couple of days later, other people will be talking about it. 

This will lead to both good PR for your company and to more consumers 

wanting to get on board.

The bottom line is that it’s as simple as that to implement an effective cam-

paign. All you need to do to succeed is plan and proceed.
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