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A Guide to Self-Funding B2B Reward Programs  
Let’s talk about it: the sales and marketing game is getting tougher. Competitors are popping up left and right. Sales growth seems 
like a distant dream. Half-engaged or disengaged customers cherry-pick the products they buy from you, leaving you with little 
insight into these purchasing decisions. Meanwhile, you’ve got quotas to meet, relationships to maintain, and don’t forget to keep an 
eye on margins that seem to shrink by the day. All while you’re dealing with inflation and supply chain disruptions, forcing you to buy 
costly-but-available inventory, praying it sells before prices drop lower than their purchase price.  

It’s exhausting, right? 

Here’s a secret that your successful competitors don’t want you to know: a strategic reward program can help with all these things.

Can Reward Programs Really Be Self-Funding?  
Nobody wants to throw money at something that won’t generate a return. Most of us have 
fallen prey to products or schemes that promise results, but deliver nothing (or worse). It 
doesn’t feel great. It’s wise to be skeptical of proposed solutions when markets have become 
so flooded with bogus sales gurus, stale ideas repackaged as new and innovative techniques, 
influencers who will say anything to raise their follower count, and business software powered 
by little more than buzzwords and a mouse running on a wheel when you take a close look. 

So why trust that incentive programs are any different? Here’s the magic that makes 
incentive programs capable of self-funding: you set a sales goal that’s just a notch above 
your breakeven point. When structured correctly, a reward program becomes a closed-loop 
performance system. You set strategic goals. Your partners are motivated to hit them. Their 
actions generate real, trackable results. And those results feed back into your business—
creating growth that funds the program itself. 

A Guide to Self-Funding B2B Reward Programs  
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When your program’s participants hit 
that goal, they’re rewarded with points 
that track back to every dollar they’ve 
spent. And because the program is 
fueled by the growth it drives, you’re not 
losing out—you’re gaining momentum. 

This isn’t theory. At Extu, our average 
reward program drives a 30% increase 
in sales for clients. That’s not a one-off 
bump—it’s measurable, repeatable 
performance. 

If you’ve tried incentive programs before 
that fizzled out, or you’re hesitant to take 
on the cost of launching one, this guide 
is built for you. Because the solution isn’t 
more spend—it’s a smarter loop. 

Still skeptical? That’s fair. Let’s dive a 
little deeper—it’s not as complicated as 
you might think. 

Goals

Structure

Motivation

Growth

https://extu.com/resource/energy-supplier-32-sales-increase-20-margin-growth/
https://extu.com/resource/energy-supplier-32-sales-increase-20-margin-growth/
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01 Entering the Loop by Setting Goals
The challenges are clear: sales are dipping, margins are tight, and growth feels like a constant uphill battle. A self-funding 
incentive program can change that. Before we jump into the mechanics, though, let’s talk about the foundation. 

No incentive program, no matter how well-designed, succeeds without a clear understanding of your data and goals. You 
have to align the program’s structure and goals with the realities of your business, your customers, and your market. Luckily, 
incentive programs can be very flexible and scalable, which is part of why they can be self-funding. 

Goals Structure Motivation Growth
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Step 1. Know Your Data

Data isn’t just numbers on a spreadsheet—it’s the story of 
your business. If you want to build a program that delivers, 
you need to understand that story inside and out. Start by 
asking questions like: 

1. What are your sales trends? 
•	 Which products or services are thriving? Which are 

lagging? 
•	 Are there seasonal or regional factors influencing 

performance? 
•	 Which sales channels (e.g., in-person, e-commerce, 

phone orders) are performing best, and where are there 
opportunities for growth? 

•	 How have your sales trends shifted over the past 12 
months, and what factors contributed to these changes? 

2. Who are your customers? 
•	 Who are your top customers or partners, and how secure is 

their loyalty? 
•	 What are your customer or partner segments? Divide 

them into meaningful groups: small, mid-sized, and large-
volume buyers. 

•	 Which partners are the most profitable? Which have the 
most potential to grow with the right nudge? 

3. What are your margins? 
•	 Which products have the highest margins and 

profitability? 
•	 Are there areas where margins are shrinking? Is this due 

to discounting or competition? 
•	 Are any specific channel segments or product offerings 

contributing to lower overall margins? 
•	 Are there opportunities to increase margins by promoting 

value-added services or bundling products? 
•	 The better you understand these metrics, the better 

equipped you’ll be to design a program that moves the 
needle where it matters most. 

Goals
•	 Sales data →
•	 Partner segments →
•	 Product margins →
•	 Market or buying trends →
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Step 2. Define Your Goals

Once you’ve got a handle on your data, it’s time to get specific 
about what you want to achieve. Broad goals like “grow sales” 
or “increase loyalty” won’t cut it. Your goals need to be laser-
focused and measurable. Here’s how to start: 

1. Focus on growth areas. 
•	 Want to sell more high-margin products? Make those the 

focus of your incentive program. 
•	 Need to increase sales in underperforming categories? 

Set goals to reward participants for buying those products. 
•	 Looking to drive more repeat purchases? Use incentives to 

encourage reorders within shorter time frames. 

2. Set achievable stretch goals. 
•	 The key to a self-funding program is to set goals just above 

your breakeven point. This ensures the program pays for 
itself while driving incremental revenue. For example, let’s 
say the breakeven point for program costs is the equivalent 
of a 4% sales lift. Set the qualifying sales goal at 5% or 
higher. If a participant’s average quarterly spend is $10,000, 
set their qualifying goal at $10,500. This guarantees ROI 
and, if you have minimum ROI requirements, you can simply 
increase the goal to where you need it to be. 

•	 Consider tiered goals to encourage ongoing engagement—
e.g., hitting a higher spend target unlocks bonus points or 
additional rewards. 

•	 Align stretch goals with strategic initiatives, such as driving 
sales in new product categories or introducing participants 
to higher-margin items. 

•	 Incorporate individual buyer history and potential when 
setting goals, ensuring they feel both challenging and 
attainable. 

3. Incorporate time-bound targets.  
•	 Break your goals into manageable time frames, such as 

quarterly or annual targets. Shorter time-frames mean 
more engagement. 

•	 Time-based goals not only drive urgency but also make it 
easier to track and adjust the program as needed. 

•	 Leverage specific time frames for seasonal or 
promotional opportunities, such as doubling points 
during peak sales periods. 

Goal
Growth areas →
Achievable stretch goals →
Breakeven point →
Time frames →
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Step 3. Choose Your Audience

Not all channel partners contribute equally to your bottom line. That’s why 
a one-size-fits-all reward program won’t work. To create a self-funding 
reward program that drives real results, you need to segment your 
audience and tailor your approach based on the potential of each group. 

Channel partner segmentation allows you to focus your efforts where 
they’ll have the most impact. Let’s break it down into actionable steps. 

Goals
•	 Partner tiers → 
•	 Identify KPIs → 
•	 Define loyalty vs 
•	 incentive goals → 

A Guide to Self-Funding B2B Reward Programs  
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Segment Your Partner Base

Tier 3: Smaller Partners

The largest group (along with mid-tier partners) by 
number, but typically the smallest contributors to 
revenue. 

They should feel like valued partners. It should be as 
easy as possible for them to engage with you. Offer 
them resources to better serve their customers and 
small rewards that are cost-effective for you but still 
valuable to them. 

•	 Develop realistic strategies to engage them. For 
example, first-time rewards for completing digital 
purchases or small growth incentives to encourage 
repeat orders. 

•	 Build loyalty and nurture their potential to grow into 
medium customers over time. 

•	 Create low-pressure, attainable goals that reward 
them without demanding major shifts in behavior. 

•	 Set a minimum purchase spend for these 
customers’ participation in your incentive program. 

Tier 2: Mid-Tier Partners

A key growth segment with moderate purchase 
volumes and potential for significant improvement.

They should see clear opportunities to get more 
value from their current spending and feel rewarded 
for stepping up their purchases. Show them that 
their increased engagement will bring tangible 
benefits, such as better rewards or exclusive 
promotions. 

•	 Offer incentives tied to incremental growth, such 
as spending bonuses for hitting higher thresholds. 

•	 Motivate them to explore higher-margin products 
or underutilized categories. 

•	 Build trust and loyalty by providing achievable 
growth targets that make them feel successful 
without overextending. 

Who They Are 

What They Need 

Your Goal 

Start by dividing your partners into meaningful groups based on their purchasing behaviors and revenue potential. A typical 
breakdown includes: 



10A Guide to Self-Funding B2B Reward Programs  

Who They Are 

What They Need 

Your Goal 

Segment Your Partner Base (Continued)

Large Customers

Your top revenue drivers— typically the top 20% who drive 80% of your revenue, according to the Pareto Principle

They should feel assured that you appreciate their loyalty. They’ve earned the high-value rewards that reflect the 
partnership you’ve built. 

•	 Encourage them to explore underutilized channels, such as digital purchases or vendor promotions. . 

Start by dividing your partners into meaningful groups based on their purchasing behaviors and revenue potential. A typical 
breakdown includes: 
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Identify Key Metrics for Each Segment
Once you’ve segmented your audience, dig into the data to identify the unique characteristics of each group. Key metrics to 
analyze include: 

•	 Number of Partners: How many partners fall into each segment? 

•	 Average Annual Spend: What is their typical purchasing 
behavior, and how does it compare across segments? 

•	 Profitability: Which segments are the most profitable, and 
where can you improve margins?  

•	 Engagement: Engagement may not always relate directly 
to revenue, but it’s a key early indicator of whether or not a 
partner is responsive to your reward programs and marketing 
strategies. Track their email opens and clicks, web page visits, 
and responses to calls. 

These are a few basics. Key performance indicators (KPIs) and 
performance tracking are covered more in-depth in chapter 4.

Identify market trends that affect your partners’ 
priorities. For example, consider partners working 
in areas recently awarded grants or incentives 
for energy-efficient products. These partners 
might prioritize LED lighting, smart controls, and 
other sustainable technologies to meet grant 
qualifications or energy codes. By targeting these 
segments, you can not only increase sales but also 
improve margins by offering specialized solutions, 
training, or bundled products that align with grant 
requirements. 
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You might have noticed that large (ie. top) partners aren’t excluded from the audience selection process. Maybe you’re thinking “I 
don’t have to worry about those partners. Why should I reward them for business they’re already giving me?” Well, your competitors 
are knocking on those partners’ doors every day. According to the Home Improvement Research Institute (HIRI), all it takes is a 30% 
discount for buyers to try a new brand or supplier.  And you likely need to keep their business to keep your lights on. Remember that 
your reward program won’t reward all participants the same way. There are two components of a well-structure program: 

When both these components are running efficiently at the same time, the power of rewards is even greater. 

Loyalty
Reward participants for the vital 
business they’re already doing, to 
ensure you keep it. 

Incentive 
Motivate participants to do more 
business with you.

A Note on Selecting Your Audience

https://www.hiri.org/blog/best-practices-for-building-a-contractor-loyalty-program
https://www.hiri.org/blog/best-practices-for-building-a-contractor-loyalty-program
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Planning Matters
It’s tempting to jump straight into creating the flashy parts of your program. Without a solid foundation, though, you’re setting 
yourself up for frustration. Data and goal-planning aren’t just prerequisites—they’re your competitive edge. They give you the power 
to create a program that isn’t just “nice to have” but a strategic growth-driver. 

In the next chapter, we’ll dive into the details of the self-funding model, breaking down how to set sales goals, structure rewards, and 
ensure your program generates the growth it’s designed to achieve. Ready to see the numbers work in your favor? Let’s go. 
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02 Structuring for Success

A self-funding reward program needs a well-thought-out budget structure to thrive. By aligning your investments with the 
areas of your business that stand to benefit most, you can ensure your program remains cost-effective while driving growth. 
Here’s how to share costs between Sales, Marketing, and even external partners. 

StructureGoals Motivation Growth

14A Guide to Self-Funding B2B Reward Programs  
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Sharing Costs Between Sales & Marketing

Structure
•	 Sales: variable expenses, sales 

tools, referrals → 

•	 Marketing: fixed expenses, 
customer data, communications →

A Guide to Self-Funding B2B Reward Programs  

Sales Department Investments

•	 Variable Expenses: Sales-related costs, like reward 
payouts, scale with productivity. It makes sense for 
Sales to cover these costs. 

•	 Sales Performance Tools: Features like 
leaderboards and learning platforms directly boost 
sales performance, making them a fit for Sales 
budgets. 

•	 Referral Program Costs: Sales teams often benefit 
most from warm leads generated through referrals, 
so these expenses align with their priorities. 

Marketing Department Investments

•	 Fixed Expenses: Initial setup costs for program 
technology fall under Marketing, as they support the 
broader strategy. 

•	 Customer Data Insights: Marketing benefits 
from reward-driven data collection, like invoice 
submissions, enabling more targeted campaigns. 

•	 High-Engagement Communication: Loyalty program 
emails, with their impressive engagement rates, can 
double as tools for surveys and CTAs, making them a 
Marketing expense. 
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Engaging Suppliers and Partners
Don’t forget your suppliers and non-competing associates. They might be willing to contribute to the reward program in 
exchange for promotional opportunities. For example: 

•	 Offer extra points for purchases of specific brands or products they want to promote. 
•	 Encourage partners to fund exclusive rewards or promotions as part of their co-marketing strategy. 
•	 Collaborate on limited-time offers, such as seasonal promotions or bundled deals, to drive mutual sales goals while 

enhancing the program’s value. 

Structure
•	 Funding from 

non-competing 
associates → 



17A Guide to Self-Funding B2B Reward Programs

Structuring Your Program: Building a Framework for Success

Building the
Framework:
•	 Minimum spend requirements → 
•	 Quarterly goals → 
•	 Tiered incentives → 
•	 Bonus opportunities →  

Setting Minimum Spend Requirements 
Many partners may fall below profitability thresholds, such as 
part-time buyers or DIYers. To avoid wasteful spending: 

•	 Require participants to meet a minimum annual spend, e.g., 
$20,000, to qualify. 

•	 Use tiers to cater to different groups, offering rewards 
proportional to their spending. 

•	 Periodically review minimum requirements to ensure they 
align with market conditions and growth potential. 

Your program’s structure determines its sustainability and 
effectiveness. From setting minimum spend requirements to 
tiered incentives, the following strategies will help maximize 
your ROI. 

StructureGoals Motivation Growth
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Introducing Quarterly Goals 

Yearly goals can feel overwhelming.  Instead, break them into 
quarterly sprints. Shorter time frames engage your audience 
more often and gives them more opportunities to earn rewards.  

•	 Example: Replace a $20,000 annual goal with $5,000 
per quarter. 

•	 Frequent check-ins and updates maintain engagement and 
urgency, preventing mid-year drop-offs. 

•	 Reward quarterly achievements with bonus incentives, such 
as extra points or exclusive perks, to maintain engagement.

Implementing Tiered Incentives 

•	 Tiered structures reward higher spending more generously, 
motivating participants to exceed expectations. 

•	 Base rewards on incremental spending above the goal, e.g., 
bonus points for every dollar spent beyond the threshold. 

•	 Offer progressively greater rewards at higher spending tiers 
to encourage long-term growth. 

1

Open

Earn 3X bonus 
points in Q3!

Remodelers and finishers are more likely to prefer a tiered 
program—which starts off with a few benefits and grows with 
spending—while exterior tradespeople prefer average rewards, 
which are offered once a certain threshold is reached. Tiered 
loyalty programs tend to have more   immediate benefits, 
which is why they are preferred, on average, among all home    
improvement pros.
Source: HIRI.org

https://www.hiri.org/blog/best-practices-for-building-a-contractor-loyalty-program
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Adding Bonus Opportunities
Incentives outside the core program keep engagement high:  

•	 Introduce “Learn and Earn” activities, where participants gain points for completing product training or certifications. 
•	 Run promotions offering double points for featured products or during specific periods. 
•	 Create surprise campaigns, such as flash bonuses, to drive urgency and excitement among participants. 

Caution: Self-funding programs are based on the idea that the program creates additional margin growth 
that pays for the program’s costs. This could alienate your best partners. If a partner is giving you all the 
business they can, they may not be able to grow enough to qualify. You shouldn’t offer a program to your 
top partners, only for them to discover that they don’t qualify. When segmenting partners, you may want to 
include a “loyalty” component for those best partners that is not based solely on growth. 
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Variables Results

Visualizing the Revenue Impact

Qualifying Partners

Current Sales $’s Incremental sales growth$100,000 $20,000

To ensure it’s 100% self-funding, you need to set a minimum qualifier, as discussed previously. This qualifier should act as a 
threshold where the program’s cost equals the gross margin increase it generates. In other words, partners must meet a specific 
level of sales growth to cover the program costs and deliver positive ROI.  

Let’s break it down with an example. Say one of your partners currently brings in $100,000 in annual sales. You dedicate 1% of 
that ($1,000) to fund a rewards program, offering digital points they can redeem in an online catalog. To qualify for the program, 
they need to generate enough incremental sales growth to at least cover that $1,000 investment. If they grow their sales by 20%, 
their additional profit (based on a 20% gross margin) far exceeds the program cost. The chart below illustrates how this plays out, 
showing how careful qualification ensures your program is not only self-funding but also a driver of measurable growth. 

Program Budget/Cost Incremental margin growth1% $4,000

Average GM% Program Cost25.0% $1,000

Growth ROI on Margin20.00% 300%

ROI on Rev (X:1) 300%
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Growth Performance

Breakeven Growth

5% 20%

Base line sales vol. $2,000,000 $2,000,000

In this scenario, you break even on your reward program costs even if you see just 5% growth in your participants’ purchases. If you 
see more substantial growth, like 20%, you see four times as much incremental sales and margin growth, for very little increase in 
the cost of reward points. 

By building a clear budget and a thoughtful structure, your reward program can become a self-funding powerhouse. It’s all about 
aligning investments with benefits and creating a framework that incentivizes growth while maintaining financial balance. 

Incremental sales growth $100,000 $400,000

Incremental margin growth 25,000 $100,000

Point cost 21,000 $24,000

ROI on Margin 19% 317%

ROI on Rev (X:1) 5 17
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03 Motivating with the Right Rewards
Creating a self-funding B2B reward program isn’t about throwing money into a program and hoping for the best. It’s about 
strategically aligning rewards with partner behaviors, business goals, and market dynamics. 

The rewards you offer should motivate your partners to meet their goals while being cost-effective for your business. Different 
types of partners—whether they’re independent pros or big firms—will respond differently to various rewards, so it’s crucial to 
tailor your offerings. Below are the updated pros and cons of each reward type, tailored for your customer segments: 

MotivationGoals Structure Growth

22A Guide to Self-Funding B2B Reward Programs  
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Pros 
•	 Versatile and easy to distribute, appealing to small 

partners who might prioritize flexibility 
•	 Instant impact 
•	 Treat for short-term sales promotions such as SPIFFs 
•	 Branded debit cards offer flexibility while still 

maintaining a personal touch 

Cons
•	 Less tangible and memorable than non-cash rewards  
•	 Often spent on necessities, making them less 

memorable  
•	 Lacks the emotional connection that builds long-term 

loyalty, especially for medium and large partners  

Rewards
•	 Cash and debit cards for versatility, 

instant impact, & SPIFFs → 

•	 Branded debit cards  for flexibility with 
a  personal touch → 

Cash or Debit Card Rewards

All of the options surrounding cold, hard cash were ranked     
highest when we asked what incentives would encourage pros 
to stay loyal to a contractor loyalty program. 

Source: HIRI.org 

https://www.hiri.org/blog/best-practices-for-building-a-contractor-loyalty-program
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Pros 
•	 Encourages spending on non-essential (ie. fun) items, 

making the reward more memorable 
•	 Highly versatile 
•	 Participants associate you with tangible rewards their 

favorite stores and brands 
•	 Great for small partners who value affordable, high-

perceived-value rewards 
•	 Partners can use gift cards to reward their own 

employees or anyone else in their business  

Cons
•	 Less versatile than cash or reward points 
•	 Items purchased with gift cards aren’t necessarily 

tangible or long-lasting 
•	 May lack the “exclusivity” appeal needed to engage top-

tier partners 

Rewards
•	 Gift cards for positive associations & 

for partners to reward employees →

Gift Card Rewards
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Pros 
•	 Excellent for long-term engagement, particularly for 

small and medium partners aiming to save for big-ticket 
items 

•	 Diverse catalogs can cater to varied tastes and 
preferences, appealing across all partner segments 

•	 Online platforms simplify management for both brands 
and partners 

•	 Great from a marketing standpoint—you can show off all 
the different types of rewards available 

Cons
•	 Potential liability issues if points aren’t distributed or 

redeemed 
•	 Requires onboarding, which might deter small partners 

strapped for time 

Rewards
•	 Reward points for long-term 

engagement, catalog diversity & 
reward visibility →

Online Reward Points
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Pros 
•	 Fantastic for recognizing and building relationships with 

top partners 
•	 Builds relationships and provides lasting memories 

Cons
•	 Requires significant upfront investment 
•	 Harder to quantify ROI as the benefits are long-term and 

relational 

Rewards
•	 Group travel for top partners & 

long-term memories →

Group Travel
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Beyond Rewards: The Perks That Build Loyalty

Perks
•	 Personalized customer service → 
•	 Everyday benefits → 
•	 Convenience & 
•	 transparency → 
•	 Shared values & support →

Personalized Customer Service

Everyday Benefits

•	 Train employees to give reward members extra attention. 
This includes suggesting alternative materials when items 
are out of stock, processing special orders, or simply being 
a reliable source of information. 

•	 Offer advice to help partners improve their own marketing 
or operational strategies. 

•	 Provide consistent follow-ups to ensure partners are 
satisfied with their purchases and experiences. 

•	 Provide an alternative to discounts in the form of bonus points 
promotions  

•	 Offer parts kits or other practical tools that save time and 
address common challenges. 

•	 Develop exclusive bundles or packages tailored to common 
partner needs. 

A successful rewards program isn’t just about rewards—
it’s about creating an exceptional experience that makes 
partners feel valued and understood. These additional perks 
can amplify your program’s impact and foster deeper loyalty: 

Train your employees to give your rewards members extra care and 
devotion, providing suggestions for alternative materials if what 
they want is out of stock; doing special orders; sharing tips to help 
contracting companies with marketing; and, in general, being a 
friendly face and reliable source of information for them. This can 
bolster the results of your program.

Source: HIRI.org

https://www.hiri.org/blog/best-practices-for-building-a-contractor-loyalty-program
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These “little things” may seem minor on their own, but 
collectively, they create an experience that stands out in a 
competitive market. By combining exceptional service with 
meaningful rewards, you’ll build loyalty that lasts. 

Convenience and Transparency

Shared Values and Support

•	 Implement fast, convenient communication methods, such 
as live chat, to resolve issues quickly. 

•	 Maintain accountability and transparency when mistakes 
occur, reinforcing trust. 

•	 Develop an easy-to-use ecommerce platform for seamless 
transactions. 

•	 Highlight corporate values that align with those of your 
partners, such as sustainability or community involvement. 

•	 Ensure someone is always available to answer the phone—
sometimes the personal touch matters most. 

•	 Engage in community or industry events to build stronger 
relationships with customers. Let’s Chat

Hi! What are you
looking for today?

1
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04 Measuring & Repeating Growth
All of the previous chapters tell you how to get your self-funding B2B reward program up and running. There are two major 
things you need to keep it running: effective marketing and accurate performance measurement. 

GrowthGoals Structure Motivation

29A Guide to Self-Funding B2B Reward Programs
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Effective Marketing
Effective marketing is the heartbeat of a reward program. 
It creates excitement, drives engagement, and keeps 
participants coming back for more. To make your program 
stand out, follow these best practices: 

Launch with Impact 
Your reward program should make a memorable first 
impression. Use creative approaches to generate excitement: 
•	 Host a kickoff raffle with enticing prizes. 
•	 Launch with a themed event or campaign that resonates 

with your partners. 
•	 Create humorous or inspirational promotional videos to 

share online. 
•	 Offer early-bird registration bonuses or double points for 

initial purchases. 

Personalization 
Tailor your program to individual partners to increase
engagement: 
•	 Send personalized thank-you messages for key milestones. 
•	 Offer exclusive rewards based on past purchases or 

preferred brands. 
•	 Develop promotions that reflect partners local needs or 

project types.

•	 Use partner and customer data to create targeted offers, such 
as discounts on frequently purchased products. 

•	 Allow participants to choose rewards that best suit             
their preferences. 

Automation  
Automation simplifies marketing efforts and ensures consistency: 
•	 Set up automated reminders for point redemptions or 

approaching deadlines. 
•	 Use triggered emails to welcome new participants or 

congratulate milestone achievements. 
•	 Schedule campaigns around seasonal trends or industry events. 
•	 Implement chatbots or automated support for quick responses 

to common questions. 

Effective Marketing
•	 Impactful launch → 
•	 Personalization → 
•	 Automation → 
•	 Multichannel & omni-channel marketing → 
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The two are similar but not quite the same. Multi-channel means you are marketing your program across multiple channels of 
communication, ie social media, email, text messaging, direct mail, etc. Omnichannel means that you have a message that’s 
cohesive and clearly communicated across all those channels. A robust marketing strategy ensures your message reaches 
participants wherever they are: 

•	 Use email newsletters, social media posts, and SMS alerts to keep partners informed. 
•	 Create engaging direct mail campaigns, such as postcards with QR codes linking to rewards portals. 
•	 Develop an easy-to-navigate mobile app for on-the-go access to your program. 
•	 Ensure brand messaging is consistent across all channels to build trust and recognition. 
•	 Highlight success stories and testimonials from current participants to inspire new signups. 

Omnichannel
All channels are connected into a single platform 

to provide seamless customer support.

Multichannel
All channels are not integrated into a single 

platform, resulting in siloed customer support.

Multi-Channel and Omnichannel Marketing
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Measuring & Repeating Success
The key to a self-funding B2B reward program lies in its ability to demonstrate measurable success. By analyzing the right data, 
you can optimize your program for even greater results

Key Performance Indicators (KPIs) 
KPIs provide a clear picture of how well your program is performing. They fall into two categories: 

Leading indicators
These metrics predict future success by tracking 
participation and engagement levels. 

Connection measures how well you’re doing at letting your 
audience know your program exists and what its value is. 
•	 Email open, click-through, and bounce rates 
•	 Program page visits 
•	 Percentage of target audience enrolled 
•	 Average time to enrollment 
•	 Percentage of target audience with activated accounts 

Engagement measures how well you’re keeping your 
participants interested in your program. 
•	 Number of program log-ins 
•	 Active accounts 
•	 Number of points assigned 
•	 Number of points redeemed 

Lagging indicators 
These metrics reflect the outcomes of your program. 

Growth measures your program’s impact on revenue and 
your bottom line. 
•	 Overall sales increase 
•	 Sales increase from specific, program-related products 

and participants 
•	 Average order size and frequency 
•	 Overall program return on investment (ROI) 

Retention measures how effectively you’re retaining 
contractor customers. 
•	 Participant retention rate 
•	 Performance on satisfaction surveys 
•	 Number of referrals 
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Calculating ROI 
At the end of the day, ROI – return on investment – is the number that matters most. It measures the overall benefit of a reward 
program to your bottom line. The formula is simple: 

So, for example, if you invested $100,000 in your incentive program, and your program resulted in a sales increase worth $150,000 
dollars, then $100,000 would be your cost and $150,000 would be your value. Then, you would just plug those numbers in. 

ROI =
(Value – Cost)

Cost
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In this example, your ROI would be 50%, which is substantial, although modest compared to the returns some of these 
companies made from their incentive programs. If you are interested in project your ROI from an incentive program, or want to 
measure your ROI on an existing program, check out Extu’s ROI calculator.   

Iterate and Improve 
Analyzing your KPIs is just the start. Use this data to: 

•	 Adjust goals and incentives to keep the program aligned with market trends. 
•	 Refine marketing tactics based on participant behavior and feedback. 
•	 Experiment with new rewards or engagement strategies to maintain interest. 

A self-funding B2B reward program thrives when it’s actively nurtured through innovative marketing and diligent measurement. 
By combining these strategies, you can ensure sustained growth and success for your program and your business.

ROI =
(150,000 - 100,000)

100,000

Calculating ROI (Continued)

https://extu.com/resources/cim-roi-calculator/
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Use Your Power, or Lose It
The challenges you’re facing as a B2B brand are significant. Margins are tight, competition is fierce, and customer loyalty 
feels like a thing of the past. But you’re not powerless. You’ve read this guide, and now you hold the blueprint for turning those 
challenges into opportunities. 

Building a self-funding reward program isn’t just about boosting sales—it’s about taking control. It’s about proving to your 
competitors, your team, and even yourself that you have the vision and grit to grow, no matter the obstacles. You can keep 
hoping things will get better on their own—or you can make it happen.  

If you’re ready to stop surviving and start thriving, Extu is here to help. Let’s put the power back in your hands and the profits 
back in your pockets.  
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