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How to accelerate your sales
through engagement

Do you want to accelerate your sales?
Do you want a larger share of your market? Of course you do!

My role at FMI is focused on achieving success for my clients and over the last 20 years, | have worked
collaboratively in many verticals (Automotive, Technology, Finance, and Retail to name a few!) with a
host of brands to really understand their challenges.

This allows me to deliver a bespoke solution that results in a positive return on investments —
something that's bred into the very core of why FMI exists,
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When meeting with a client to discuss devising an engagement programme, |
always start by asking three simple questions:

WHO ARE YOU TARGETING? WHAT ARE WE TRYING TO ACHIEVE? WHY ARE WE DOING IT?

This question identifies the audience(s) and This question gives us a clear goal to work This is definitely the best guestion, because we
location(s) we are working with. towards so we can define the ROI metric. uncover what the core business challenge is

that we need to address. | cannot tell you how
mMany times this question has completely
changed the direction of a solution. It is
common for people to come to FMI with a
oreconceived idea for a programme they
would like to run, however, once the WHY
question is asked you can see these
orogrammes don't always address the original
business challenge. Always keep in mind the
WHY as it is easy to lose sight of once you
begin to think of a solution.
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Once the answers to the three key questions have been defined, we can ask some
of the more practical questions like;

WHEN

Consider timings. Have you allowed enough
time to scope, develop and launch the
orogramme? Often there is a desire to launch
orogrammes at a big event like an annual
conference, but programmes need to have
realistic timelines. Also, consider using a
ohased approach if you are rolling out to
mMultiple countries.

WHERE

This question looks to determine whether

orogrammes need to run online and/or offline.

Launch events can have a great awareness
Impact but are relatively costly. Launch packs
with posters and merchandise can be more
cost effective, but there is a chance not
everyone will receive a pack and like events,
launch packs can have a short-term
awareness impact. Using an online solution
can take time to build, but it offers more
chance for continuous communication with
your audience, meaning the engagement and
awareness continues to build.

HOW

Look at the detall of the programme.
Amongst the HOW guestions are things like;
how will you communicate with your
audience? How will you gather data? How will
the programme work in different territories?
How will you be compliant with GDPR and
CCPA”? How are you measuring success? How
will you fund the programme?
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Once the data processing agreements are in place, we follow a 4-step

engagement process:
/ INFORM ‘\

RECOGNISE
WNJdO4dSNVAL

&’ ASSESS ‘/
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INFORM

The first step is to clearly communicate with your audience. Tell them what the objective of the engagement programme is and what is
expected of them. Most importantly make sure they know why they should care — essentially, what is in it for them!

This initial dissemination of information might e from physical packs out into the field, digital communications, or at a face to face launch
event or a combination of all three.

TRANSFORM

This really is the data science part of the business. Drilling down into the data to understand the specifics of what is happening — where
has the performance improved, what areas still need improving, are there any new areas that need focus?

The real goal of this section is that all programmes should aim to give you actionable data that offers clear insight into what areas need
Improving. This allows us to constantly measure how your audience is performing against the desired target and react accordingly.

This is also the area where we can look at the return on investment (ROI) and return on objective (ROO). As long as clear metrics are
defined and agreed at the beginning of a programme then the data can support the visibility.
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RECOGNISE

No matter who you are, everyone wants to be told they are doing well and that is where recognition comes into play. Everybody
demonstrating the desired behaviour should be recognised and rewarded to encourage others to follow suit.

The process of recognition can be as simple as a thank you or as extravagant as a new car. The point is to make sure the individual/team
know they are doing the right things. If you then promote and celebrate that achievement, others will be able to see and learn from it.
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