Keeping up with the Evolving Buyers

Telesales Checklist
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UNDERSTAND a ° CUSTOMER
THE BUYER y !k EXPERIENCE

( ldentify B2B appointment
... setting services Needs

SALES DATA AND
STRATEGIES g TECHNOLOGY

v/ Offer Value-Based Selling

Implement B2B appointment |  Stay Updated with Call center
setting services - services Technology

Use Analytics for Insights and

Align Sales with Buyer Journeys :
process improvements

TRAINING AND - FEEDBACK AND
DEVELOPMENT | = IMPROVEMENT

w/ Continuous Training for Sales Reps J Gather Customer Feedback

v/ Foster Communication Skills v Monitor Performance Metrics
v Adapt to Change v Adapt Strategies for
"""" - Improvement

= COMPLIANCE AND ProTip:
waw QUALITY ASSURANCE ; -
Forge success by partnering with
o ; a reliable BPO solutions provider,
w/ Follow Regulatory Standards | embracing change, and staying
. ahead In customer experience
*/ Quality Assurance Audits management!
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BTL MARKETINGG |
EVENT STRATEGIES I
T0 GROW YOUR
BRAND IN 2024

In today’s competitive marke

!

more important than ever to differentiate your brand

and cut through the advertising clutter. Below-the-line (BTL) marketing offers a great
way to do this by creating personalized experiences that connect you directly
with your consumers.

73% of modern marksters belleve
that BTL marketing is more effective
in a post-covid world
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Differentiate your
marketing and stand
out from the
competition.

Global BTL Marketing Market to
Reach §1.3 Trlllion by 2026

Create memorable
experiences that

will engage your customers
and build brand loyalty.

WHY SHOULD YOU
LEVERAGE
BTL MARKETING

?

Drive sales by connecting
with consumers at the
point of purchase.

Support the growth

of hybrid retail.

BEST BTL MARKETING STRATEGIES FOR 2024

MALL ACTIVATIONS
Engaige shoppers with
interactiva octivitias, pop-up
shops, ond phato booths.

MYSTERY SHOPPING
Gain valuabés fesdback
o your customer service
and in-store axperiance.

MODERN TRADE ACTIVATIONS
Focus on promoting

specific products or brands

ot largs retailers

ROAD SHOWS & CONTACT PROGRAMS

Connect with people in nenal

or ramote oreas, of torgat
spacific groups like businesses,
cerporations, or schools

AWA ACTIVATIONS

Set up emall shops and pop-up
stores in residential societies to
engoge with buyers directly.
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IN-SHOP MARKETING

Utilize displays, wisual
merchoncising, samples, demios,
and stafl tralning to drive sales

GENERAL TRADE ACTIVATIONS

Recch o wide oudisnce of
consumers through torgetad
activations at varous retailers.

CORPORATE ACTIVATIONS

Bulld refationshéps with businesses
and thelr employees through
spongorehips, troining programe,
and networking events.

DOOR-TO-DOOR MARKETING

Bulld personal connections and
previde sample offerings or distribute
product catalogs.

EXPERIENTIAL EVENTS

Create meamarabie ond engoging
axperiances for attendess to
promate new products, generate
tends, and fostar customar koyalty.




