
POINT OF PURCHASE AND OTHER SUPPORT MATERIALS SLIDE

BUDGET SLIDE

It is very important to give examples of how budget will be determined.

POINT OF PURCHASE AND OTHER SUPPORT MATERIALS SLIDE
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NEEDS DETECTION SLIDE

This is a principal slide where customers feed with information the agencies so they can
identify what kind of promotional service they will configure to them.

This one was one of my favorites, because it was always accompanied by a phone call
or  even  in  presence  of  the  customer  it  was  fulfilled.  That  is  the  real  moment  or  the
thruth moment if I can say. In that moment you start building the relationship and you
position  yourself  as  needed.  I  will  divide  it  in  separate  phases  for  an  easy
comprehension of its importance.

Phase 1

Here we state that a formal meeting is required in order to comprehend their needs and
set the next steps for an accurate quote.

We ask them to relate a brief of their operation; the period they need the service; but
most important they define as customers and users the specific service they want
between a relatively shortlist of needs.
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Phase 2

This phase is mainly directed to understand the brand or nrands we were going
promote as the ones that conform their main competence.

Knowing the type of brand we knew a lot of heir business and where they market it.

The next step knew about their specific strategy through the people they were planning
to  contract  through  us.  We  needed  to  know  about  their  sex,  their  profile,  their  main
activity or activities to perform, their salary, if they had any special benefits or bonuses,
how much, how often, in how many cities around the country, etc.

And  of  course  they  always  have  open  spaces  to  brief  us  from  any  special  detail  they
have got.

Clic
k h

ere
 to

 buy

A
BB

YY PDF Transformer 2.0

www.ABBYY.com
Clic

k h
ere

 to
 buy

A
BB

YY PDF Transformer 2.0

www.ABBYY.com

http://www.abbyy.com/buy
http://www.abbyy.com/buy


Phase 3

This phase allow us to know more about the tactical details we were going to control.
This is a very important part of any promotion, because one thing is the theory, but
another more important is the strategy to follow and how to anticipate to many errors
that are common to the customers ideas, because they want something to happen, but
they don’t know how to make them.

And in many cases, which is not exclusive for a promotional market I know, it happens
all around on any industry and sector, they perfectly know that what they are asking
for  sometimes  is  difficult  to  acieve  and  even  sometimes  is  impossible,  but  that’s  the
main chance to deliver excellent results.

First thinking the better way to do whatever they want to and then invoicing it.

Here we analyze branding stuff like cars, special gadgets, stands, displays, uniforms,
mailers, table-tents and so forth. Also we have to analyze perfectly the kind of activity
and its imminent learning and training needs, specialty, periods, tools and materials.
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Phase 4

Final stage

This  is  a  very  important  phase,  because  it  helps  gainig  time  with  relevant  data  for
invoicing, from the client, its level, e-mail, so you can start feeding the customers’ data
base. If they have any website it is very important for the initial research we had to do
before any initial meeting with the customer.

It has a wide area for additional details, which never could stop surprising me, because
it was the one they used more, instead using the other kind of check-list areas
predesigned for them. This demonstrated many times that those clients were busy,
were always hurried or mainly their particular way of working. It was always helpful to
know more about customers’ psicology or strengths and weaknesses before starting
any new business with them.

And finally with the better intention and real focus on starting an affable relationship
with  the  customers,  we  tried  not  to  close  any  format  as  a  simple  worksheet.  We
particularily tried to stamp a personal  approach for them, specially directed from me,
being the business director and owner of the company, which gave the customers the
message that I would be aware of their business and always a call ahead for their
needs.
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GENERAL BUDGET AND SALARY COMPARISONS SLIDE
This is where customers and Agencies must match their interests with the real budget,
in  order  to  make  a  concrete  proposal  that  fits  the  needs  with  the  possibilities  of  the
project.
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GENERAL SALARY & BENEFITS COMPARISONS SLIDE

Here the approach is 100% salary and benefits. There are no other involved factors in
this stage. Generally the main 2 or 3 required profiles are involved in the analysis.
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GENERAL ADMINISTRATIVE AND BACK OFFICE COSTS SLIDE
The  administrative  office  costs  must  be  analyzed  widely  so  there  are  no  surprises
without being considered and affect the general budget.

COSTO POR MINUTO MINUTOS LLAMADAS POR MES PERSONAL MESES TOTAL

1 LLAMADAS TELEFÓNICAS DEMOS ESPECIALES 5.00$ 7 2 15 2 2,100.00$
2 LLAMADAS TELEFÓNICAS SUPERVISORES 209.00$ 1 1 2 2 836.00$
3 LLAMADAS TELEFÓNICAS DEMO ACTIVADORES FIJOS 5.00$ 6 1 0 2.5 -$
4 FAX LOCAL 5.00$ 10 2 0 2 -$
5 FAX FORÁNEO 5.00$ 10 2 2 0 -$
6 CONEXIÓN A INTERNET 25.00$ 1 8 2 0 -$

COSTO UNITARIO REQ. DIARIO FREC. MENSUAL PERSONAL MESES TOTAL
7 FORMATOS DE REPORTE DEMOS ESPECIALES 0.50$ 2 26 15 2 780.00$
8 FORMATOS DE REPORTE SUPERVISOR 0.50$ 4 26 2 2 208.00$
9 FORMATOS DE DEMO ACTIVADORES FIJOS 0.50$ 2 26 0 2.5 -$
10 GUÍAS PREPAGADAS / ENVIOS SUPERVISORES 90.00$ 1 2 0 2.5 -$

COSTO UNITARIO REQUERIMIENTO DÍAS PERSONAL CIUDADES TOTAL
11 ANUNCIO EN PERIÓDICO  $                      3,500.00 1 2 1 2 14,000.00$
12 VIAJES DE CONTRATACION Y SUPERVISION INTERMEDIA  $                      4,000.00 2 1 1 1 8,000.00$
13 COFFEE BREAKS SENCILLOS GALLETA Y REFRESCO  $                           25.00 2 1 37 1 1,850.00$
14 ADMINISTRATIVO-BANCARIOS  $                                 - 1 1 0 1 5,000.00$

 $       32,774.00

 $                1.47

RELACIÓN DE GASTOS ADMINISTRATIVOS INICIALES
ANEXO 2

COSTOS ADMINISTRATIVOS INICIALES CUBIERTOS POR EL CLIENTE

COSTOS CUBIERTO POR EL CLIENTE

COTOS @ POR PERSONA DIARIO

RECLUTAMIENTO Y ARRANQUE DE LA PROMOCIÓN

RACIONAL

* CUALQUIER GASTO QUE ESTUVIERA POR FUERA DE ESTE ESTIMADO, DEBERA SER FACTURADO POR SEPARADO POR LA AGENCIA Y CUBIERTO POR EL CLIENTE, AL MOMENTO DE INCURRIR EN
EL, A FIN DE NO ENCARECER LA OPERACION DE MANERA FIJA Y ANTICIPADA INDEBIDAMENTE.

MATERIAL INFORMATIVO

TELEFONÍA Y FAXES

TOTAL
* GASTOS ESTIMADOS INICIALES. EL CLIENTE ACEPTA SE FACTURE VENCIDO CUALQUIER

DIFERENCIA QUE GENERE EL PLAN.

BONUS SLIDE
Part of the obligations acquired when starting a promotional activity is to coach the
customer in the way they can motivate all the involved personal so they deliver an
extra effort to achieve the commercial objectives and brand goals, so bonuses is a very
important step to analyze previous any event. It must be imposed sometimes, because
customers believe in their own benefit that people just work well because they are
professional and we do know that anybody works better, no matter the position they
have, when an extra benefit is involved.

1

2

1

2

3

4

APLICACION DEL BONO CONTRA RESULTADOS

OBJETIVOS / PONDERACION / BONO $1,500.00

65% 100% $975.00A IMPULSO DE VENTAS

$292.50CALIDAD EN LA
DEGUSTACION

30%

$682.50VOLUMEN ALCANZADO
VS. CUOTA 70%

$525.00B PROMOTORIA 35% 80%

20% $105.00LEVANTAMIENTO DE
PEDIDOS ADICIONALES

$157.50

EXHIBICIONES
ADICIONALES

30% $157.50

PLANOGRAMACION,
FRENTEO Y SURTIDO

30%

EL BONO DE PRODUCTIVIDAD SERÁ FACTURADO POR
SEPARADO, POR MES VENCIDO PARA NO INCREMENTAR LA

PARTE FIJA DEL PRESUPUESTO.

$105.00
REPORTE Y SEGUIMIENTO DE
INCIDENCIAS, E
INSTRUCCIONES

20%
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TAXES AND LEGAL AFFAIRS SLIDE

The AFORE is a general benefit offered by law, so it is better to give some advice to the
customers on how Agencies recommend to be used by their employees, without making
it an obligation because Mexican law does not allow any patron to impose conditions on
where employees invest their law benefit.
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GENERAL SERVICES AND VALUE ADDED SERVICES RESUME SLIDE
Here Agencies can summarize the general benefit of working with them.
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