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hrowing airline tickets 1o

Hawail o your best contrac-

tor isn't a new trend in the
industry. But how docs it serve the
other 15 accoums that you've got
going almost as strong? Regrettably,
mast yards don't have the marketing
budget w splurge on flights 1o Fiji
for every account on the books. And
the numbercrunching to determine
who deserves the few tickets vou do
have 1o give away—who has the
time or patience for thar?

Seems that Elk River, Minn.-
based Builders Incentive Group
fenenebudldersincentivegroufcom )
—or “BlLG —has plenty of time,
and plenty of ideas, to kick your
inces : program into high gear.
With  progran under way in
Minnesota, Wisconsin, and Seattle,
the B.LG. boys are looking to extend
their concept o0 markets through-
out the country

The idea of an outsourced
incentive program with comprehen-
sive rewands wasn't a hand sell for
Osseo, Minn -based Osseo Lumber.
¥ used o give out some
Ch nas gifts and run other pro-
mos. We thought B1LG was a much
fairer way to run the incen-
tive program.” says Osseo
president Jon Nesseth, ®
also onganized and out of
our hands, so we don't have
o worry about the over

head and paperwork in-
volved in running it
Currently  boasting
1,400 builder members and
40 supplicrs, the B
cept is much like airdine or
credit cand points, When 3 builder
pays for materials on the dealer's
terms, he gets points
Nesscth says BLG's catalog of

rewards, which includes an annual
group trip, customized travel, and
promotional and logo items, has
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been a hit with his contractors.
“Everybody wants something dil
ent and @ new Bwist in a competit
market,” says BLG president Dan
Schroeder. “If we can put together a
network of supplicrs like we ane,
there's more value—it's a value-
added incentive for builders to work
with supplicrs.

In addition 1o increased loyaley
with current customers, Osseo has
seen a steudy stream of new
huikders coming to the yand. “We've
had a lot of contact” says Nesseth,
“It's led us into bads with people
who are using another yard in the
program, and weve picked up a
couple of accounts”

And if keeping your customers
tanned and happy isn't enough,
Schroeder says the program is an
excellent leverage tool 1o get those
longovendue checks rolling in from
builders. “It's a way 1o thank build-
ers for their current business and a
WAy 10 atract new business,” says
Schroeder. “But it's also another wool
10 get receivables in on tme, since
the program is structured accond-
ing o dealer erms. Plus, we have
alotof fun™—CW
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BuUILDERS INCENTIVE GROUP
WRAPS CONTRACTOR
VACATIONS, PROMO ITEMS,
AND MORE ALL INTO ONE
OUTSOURCED PACKAGE,

i ok AW RO GO

Incentives

Reprinted from the May 2001 issue of ProSales Magazine. @ Hanley-Wood, LLC.



