e

riving ROI through
rategic communication

Closing the “Engagement Gap”

You've invested in a world-class B2B loyalty or incentive This guide provides a proven framework to close that
program. The platform is powerful, the rewards are gap. It's a blueprint for turning your program from a
desirable, and the potential is enormous. Yet, so many passive platform into an active, vibrant ecosystem

programs fail to deliver on their promise. Why? They fall that drives behaviour, builds advocacy, and delivers
into the “Engagement Gap"—the costly divide between a measurable results, year after year.

program’s launch and its return on investment.
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The High Cost of Silence

Launching a program without a robust communication
strategy is like buying a supercar and never taking it
out of first gear. Initial excitement fades, participation
dwindles, and your investment underperforms.

e The “Set and Forget” Trap: Without consistent
engagement, participants forget why they joined.
Momentum is lost, and the program becomes a line

item on a budget sheet rather than a driver of growth.

¢ From Participant to Advocate: Strategic
communication does more than just inform; it
transforms. It turns passive participants into active
brand advocates who feel valued, recognised, and
connected to your success.

PARTICIPANT ENGAGEMENT

TIME

Beyond Discounts:
Building More Profitable
Relationships

Traditional incentives like commissions or discounts are
powerful, but they build transactional relationships. As soon
as a competitor offers a better deal, loyalty can vanish.

An engagement-focused program, by contrast, builds
emotional loyalty. It fosters a connection based on
recognition and shared goals, creating brand advocates
who are less price-sensitive and more resilient to
competitive offers. This is the foundation of sustainable,
long-term profitability.

With an
Engagement
Strategy

4 The ‘Set & Forget’
Approach

Your Multi-Channel Communication Blueprint

An effective communication plan isn’t a series of random emails; it's a carefully orchestrated journey. Crucially, this
blueprint must integrate with your existing business systems, like your CRM (e.g., Salesforce, HubSpot), to ensure deep

personalization and timely, relevant messaging.

2oy Phase1

’\f The Launchpad (Onboarding)

Phase 2

Maintaining Momentum

Your first impression is your most important. A powerful

onboarding sequence sets the tone for the entire program.

e Welcome Email Series: A drip campaign that
introduces the program, explains how to earn, and
showcases the most exciting rewards.

e Explainer Video: A short, dynamic video that brings
the program to life.

e Easy-to-Access Support: Clear, simple instructions
on who to contact for help.

The key to long-term success is a steady drumbeat of
valuable communication.

¢ Build a Calendar: Plan a rhythm of content—monthly
performance updates, quarterly leaderboards, and
showcases of new rewards.

¢ Vary Your Content: Go beyond simple updates.
Share video testimonials from top performers,
celebrate major milestones, and offer valuable
industry insights to position your program as a source
of expertise.
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Cutting Through the Noise: Bridging the
The Art of Relevant Communication Digital Divide

To prevent “engagement fatigue,” your communications must A one-size-fits-all digital approach

be valuable, not just visible. can leave key partners behind. A truly
multi-channel strategy includes offline
touchpoints. Think about postersin a
partner’s office, branded merchandise,
or a premium printed program guide.
These tangible elements are incredibly
powerful for engaging less tech-savvy,

¢ Personalization: Address participants by name and reference their
specific goals or recent activity.

e Variety: Don't rely solely on email. Use SMS for urgent reminders, print
mailers for high-impact announcements, and videos for storytelling.
e Value: Every message should answer the question “What's in it for me?”

but highly valuable, audiences.

A Partnership in Content

A vibrant communication plan doesn’t have to mean
hiring a creative agency. A flexible partner can offer
a spectrum of support—from providing easy-to-use
templates that empower your existing team, to a
fully-managed service where expert copywriters

and designers handle everything for you.

4 From Blueprint to
Reality with 212F

Turning this blueprint into a high-performing engine for
growth is where our expertise comes in. We provide
the technology, the creative power, and the strategic
oversight to bring your engagement strategy to life.

Strategic Management & Support

Technology Platform
Creative & Content
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Understanding Your
Investment in Success

Your investment is structured to fit your unique
needs. It typically includes the technology platform,
creative services, and program management. We
work with you to define the right balance, whether
that’s a fully-managed solution that frees up your
team, or a collaborative model where we empower
your staff with our tools.

A Partnership in Support

Your team’s focus should be on growth, not admin.
Our service includes comprehensive participant
support. From questions about rewards to technical
help, our team is the first point of contact, ensuring
your participants get fast, friendly assistance.

A strategic communication plan isn’t an add-on; it’s the core engine

Ready to Close the of your program’s success. It unlocks the true potential of your
Engagement Gap? investment, fostering loyalty that goes far beyond the transaction.

While the principles in this guide are universal, the most accurate ROI

projection is a custom one.
- - Schedule a complimentary, no-obligation Engagement Strategy
- - Session with a 212F expert today, and we will work with you to
model a realistic ROI for your business.

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
. . . 145 Clarendon St 22-36 Mountain St Ground Floor, Tower 2
We provide end-to-end solutions, from program design, )
ol - - d et Southbank VIC Ultimo NSW 646 Great South Rd
implementation, en men imisation an m
piementation, ehgagement optimisation and complete Australia 300 Australia 2007 Ellerslie, Auckland

reward fulfillment, including reward merchandise, prepaid New Zealand 1051
Visa gift cards, and incentive travel services.

) ) ) o . +613 8620 7820 . +612 8572 8888 . +64 9 914 1001
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




