Loyalty Program

Guide:

Reward Tradies, Retain

Customers, and Grow Sales

For B2B brands in the trade industry, the entire sales and
marketing effort comes down to a single moment: a busy
tradie, standing at a wholesaler counter, making a split-
second purchasing decision. This is “the last three feet,”
and it's where brand loyalty is either won or lost.

The challenge is to influence that decision, creating a
direct line to the end-user that bypasses the noise at the
wholesaler counter and builds true brand preference.

This guide provides the blueprint for creating a powerful
“pull” strategy that makes trade professionals ask for,

and insist on, your brand by name.

B2B Trade Program Guide

1



The Wholesaler Counter Dilemma

In a bustling trade store, surrounded by a wall of competing brands, your product’s fate is decided in seconds.
This is the Wholesaler Counter Dilemma, a three-part challenge thatcan stifle even the best B2B products.
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The Path of Least Resistance

Trade professionals are time-poor and prize efficiency above all
else. They will almost always take the product that’s easiest to
grab, the one the wholesaler staff recommends, or the one they
used on their last job. Your brand’s unique benefits can be easily
overlooked in favour of pure convenience.

The Gatekeeper Effect

Your primary business relationship is with the wholesaler, but
their counter staff are the gatekeepers to the end-user. Their
recommendations—or lack thereof—carry immense weight. A single
phrase like, “Nah, just grab this one instead, mate,” can instantly nullify
your entire marketing effort.

The Prize: Creating a ‘Pull’ Strategy

The solution isn’t to fight the channel, but to master it. The ultimate goal is
to create such strong brand preference that the tradie “pulls” your product
through the wholesaler. When a tradie walks up to the counter and asks for
your brand by name, you have bypassed the dilemma and taken control of

your own sales destiny.
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To win at “the last three feet,” you need a direct line to the tradie. A modern trade loyalty program

builds this connection by following four essential principles. It's a system designed not to replace
your wholesalers, but to empower your brand within the existing channel.

Principle 1: Make it
Effortless for the Tradie

A trade professional’s most valuable asset is their
time. If your program is complicated, it's dead on
arrival. The entire system must be simpler than
the alternative. This means a dead-simple mobile
app where they can snap and upload an invoice in
seconds, right from the work site or the front seat
of their ute.

Principle 4: Turn Invoices
into Intelligence

Every uploaded invoice is a priceless data point.
It's market intelligence your competition can only
dream of. You can see who is buying your product,
which wholesalers they use, where they are, how
often they purchase, and what other products
they’re buying at the same time. This data allows
you to spot trends, refine your sales strategy, and
prove ROI with unparalleled clarity.

Principle 2: Reward the
Decision-Maker Directly

The true power of a trade program is in rewarding
the individual on the tools. By creating a direct,
personal link between their purchasing choice
and a tangible benefit for them—>be it a gift card,
a new tool, or a holiday—you forge an emotional
connection that transcends a simple business
transaction.
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Principle 3: Communicate
& Stay Top-of-Mind

Once you have this direct channel, use it. A trade
program is your brand’s owned media platform.

Push notifications about new products, EDMs
with bonus point offers, and in-app leaderboards
keep your brand top-of-mind long after the initial
purchase and long before the next one.

B2B Trade Program Guide



B2B Trade Programs in Action

A successful trade loyalty program isn't a one-size-fits-all solution. It's a targeted strategy that addresses the unique
challenges and channel structures of your specific industry. It's about creating a “pull” strategy that supports, not
competes with, your vital channel partners.
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Industry Spotlight:
Plumbing

The Challenge: In a world of high-
volume, low-margin fittings, brand
loyalty is fleeting. Plumbers at a busy
wholesaler counter will default to
habit or convenience. The key is to
create a compelling reason to choose
your brand, every single time.

The Solution: A program that
rewards the plumber directly for
choosing your brand of fittings,
fixtures, or hot water systems.

By doing so, you support the
wholesaler with increased demand
for a premium product and gain
invaluable data on end-user
behaviour.

Focus on: Effortless mobile invoice
capture and tiered rewards that
differentiate between everyday
loyalty and major one-off purchases.

Industry Spotlight:
Electrical

The Challenge: Electricians are
creatures of habit with fierce

brand loyalty, making it difficult for
challenger brands to break through.
Wholesaler house brands also
present significant competition,
often being the “easy” choice for
the sparkie.

The Solution: The loyalty program
acts as a powerful conversion tool.

It gives the wholesaler’s sales staff

a compelling “extra reason” for the
electrician to make the switch to your
brand. It rewards the trial and, more
importantly, reinforces the new habit.

Focus on: Habit-forming rewards
for core products and educational
incentives (e.g., points for
completing training modules) to
build both loyalty and expertise.
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Industry Spotlight:
HVAC

The Challenge: The HVAC industry
is driven by both large projects and
urgent, distress-driven repairs. The
technician on a service call holds
immense power, often making the
final decision on which replacement
parts to use based on what’s
available and easy to install.

The Solution: The program must
influence that decision in the field,
giving the technician a compelling
personal reason to request and
install your brand. This funnels
specific product requests directly to
your distribution partners, directing
the conversation within the channel.

Focus on: A dual-rewards strategy
for both full AC units and common
service parts, plus seasonal
promotions to drive sales year-round.




Building Your Program with 212F

Understanding the principles of a successful trade loyalty program is the first step. Bringing it to life is the next. At 212F,
we provide the three essential pillars required to build a program that delivers measurable results.
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The Technology The Rewards The Strategy
Our proven, tradie-friendly mobile A loyalty program is only as good Technology is just a tool. Our true
app platform is the engine of as its rewards. We provide access value lies in our expertise. We
your program. It's designed for to a vast, desirable rewards partner with you to design, launch,
effortless invoice capture and catalogue that truly motivates your and manage a program tailored to
seamless user engagement. target audience. the unique dynamics of the ANZ

trade industry.

This guide provides the blueprint for building direct brand loyalty and
driving a powerful “pull” strategy through the trade channel.

Ready to Take

ContrOI Of the LaSt The next step is to tailor this blueprint to your specific products,

Three Feet? partners, and business objectives.

Contact us today for a complimentary, no-obligation strategy
session with a B2B trade loyalty expert, and let’s start building your
brand’s unfair advantage.

Since 1996, 212F has been the leading Trans-Tasman B2B For more details please contact:

engagement agency, driving behavioral change through

incentive, loyalty, and rewards strategies across diverse 212F Melbourne 212F Sydney 212F Auckland
markets and channels. Level 2 Suite 7 Level 4 Stanway Business Park
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Through strategic design and tailored communications,

our B2B loyalty, incentive and rewards programs deliver
measurable returns and tailored results.

we change behaviour 212f.com.au  212f.co.nz



