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Program objectives 

• Increase participation of 

dealers in Web-based sales 

incentive program by 

sending clearly designed 

statements with all relevant 

data prominently displayed.

• Grow sales in dormant 

accounts 

• Improve mix of products 

purchased by active 

accounts. 

 

Significant results reported by user 

• Registration in incentive 

program increased from 

0.25% to 100% 

• Sales and product mix 

improved for All Tile, 

though the industry had a 

down year  

• 16% sales increase from 

dormant accounts 

• 5% sales increase from 

active accounts  

 

 
Web-

enabled 
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Segment Direct Marketing: Traffic Generation, Loyalty 
Participants 
 
 Client 
 
 Creative / Print 
 Provider 
 
  
 
 Equipment  

 
 
All Tile, Inc., a building materials wholesaler.  
 
Creative Digital Color, www.creativedigitalcolor.com, provides high-
end digital printing and finishing services, plus graphic design and 
database management for personalized, short-run and on-demand 
print production.   
 
NexPress 2100. 

Program 
 
 Target Audience 
 
 Distribution 
  
 Description 
 
 
 
 
 
 
 
 

 
 
Building products distributors 
 
Monthly statements were sent to approximately 3,000 participants. 
 
All Tile launched a distributor rewards program targeted at 
increasing customer loyalty and sales. Initially this program featured 
web-based statements where distributors could find their points and 
reward status. However dealer participation was very poor at 
0.25%, despite repeated marketing efforts including direct mail, 
email and sales calls.  
 
To jump-start the sales initiative All Tile decided to send out 
personalized hardcopy program statements. With the help of 
Creative Digital Color a 4-color 8.5” x 11” duplex statement was 
developed. 
 
The statement contained an accounting of the points earned by the 
distributor and personalized messaging based on the distributor’s 
assigned sales target and performance to date. Other variable 
information included special offers and promotions; user name and 
password; and company logos. 
 
The personalized statements increased the participation rate of 
distributors from 0.25% to 100%. This increased involvement 
enabled All Tile to achieve its sales goals  a16% sales increase from 
dormant accounts and a 5% sales increase from active accounts 
through the purchase of a more diverse mix of goods. 
 
“We motivated our clients to improve overall volume and mix, during 
a down year for our peers in the industry,” says Marc Haberman, 
marketing director for All Tile. “These new personalized statements 
were the breakthrough we needed. Customers understood the 
program better, and they participated at levels that we hadn’t ever 
come close to.”  

http://www.creativedigitalcolor.com/

