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Australia’s largest group of independently owned wholesale 
Food Service Distributors, Countrywide, sought to redefine 
the B2B loyalty landscape by relaunching their existing 
loyalty program ‘Countrywide Signature Rewards’. 

There was confusion around the program, such as who was 
eligible for the rewards, when points could be redeemed, 
qualifying products and the distribution of the rewards. 
Communications were shared 2-3 times a year, typically 
when the points were due to expire to encourage customers 
to redeem their points. 

Countrywide recognised the potential of the program and 
were eager to not only improve it, but transform it into an 
industry leading loyalty program. Their motto is ‘easy to do 
business with’. It was imperative their loyalty program fit 
this narrative. 

Countrywide partnered with Customology customer 
growth and retention specialists to support the strategy and 
implementation of their new program. 

The Challenge



Customology undertook extensive market and stakeholder 
research and analysed data including face to face interviews 
with members and customers. Members were surveyed, 
and thousands of customers were invited to complete 
surveys. Two years’ worth of Countrywide Group product 
sales data was analysed and multiple suppliers interviewed. 
Importantly, this discovery phase included competitor 
analysis and several board workshops with  Countrywide’s 
senior leadership team. This research was imperative for a 
number of reasons, but most importantly to capture the 
voice of the customer and member to ensure buy-in from 
the outset.  

The Solution



The research revealed both customers and members were 
consistent in what would make a successful program, 
including: more communication, ability to redeem points at 
any time and choice of reward options. With this invaluable 
insight, Customology and Countrywide strategically 
designed the ‘InSeason Rewards’ program. 

The program rewards customers (end users) with 1 point for 
every $1 they spend. Points can be redeemed at any time 
(not once a year as before) and customers can choose how 
they redeem. 

Countrywide and Customology built a digital portal,  
which can be accessed by all members and customers 
and displays up-to-date information. Members can even 
communicate with customers, sharing product promotions 
and incentives via the portal. Points can be redeemed in 
real-time. A lifecycle management program was designed 
to ensure data was being captured, giving Countrywide 
access to never-before-seen insights on a user-friendly 
dashboard. A triggered marketing communications program 
was introduced to ensure members and customers remained 
engaged with the program. 

The Solution



Countrywide committed to creating a successful 
program which would benefit their suppliers, 
members and customers. It’s fantastic to see the 
program exceeding expectations and thriving in today’s 
market. Gaining input from these stakeholders from 
the outset has made the program such a success. 

Customer benefits:  

•  Access to an innovative, interactive portal which is 
personalised with offers, points available to redeem 
and communications from members.

•  Customers can redeem rewards via gift cards, 
member credit or charitable donations. 

•  A sophisticated, triggered, creative communications 
program based on behaviour. 

The Results



Member benefits: 

•   A competitive advantage in being able to offer their 
customers access to an industry-leading program 
- a fantastic marketing initiative to attract new 
customers and help elevate their brand.

•   Monthly reporting, revealing insights into how their 
customers are actually behaving, helping them to 
influence future behaviour. 

The Results



Supplier benefits: 

For the first time, suppliers are gaining insight 
into how their products are being distributed and 
consumed. Through the InSeason Rewards program, 
suppliers receive quarterly insights, giving them access 
to segment- and category-based reporting data. 

Countrywide’s InSeason Rewards program is now 
Australia’s largest Food Service rewards program. They 
have access to near real-time insights on the program 
performance and confidence the program is delivering 
across all stakeholder groups. 

The Results

As the program is now online, 
customers get instant access to new 
product launches, increasing their 
total spend with members. 



The Results

Thanks to our partnership with Customology, 
we’re using data and insights in a way we 

never have before, and it’s helping us build 
even stronger relationships. We’re thrilled 
with the overall response of our InSeasons 

Rewards program, and its contributing factor 
to member/customer loyalty
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