O b e High-Impact B2B Sales
Strategy for a Newcomer in

SGGEE Office&Co. the US Market

B

Y




Special Thanks

O\ bl Office&Co. @I mastercard

M

CONSULATE GENERAL OF BRAZIL IN MIAMI

RAYAS

SGGER




Contents

Developing a Strategic Sales Mindset.

Understanding your business’ value chain to create a winning
customer segmentation model.

Building a substantial B2B value proposition.

Designing consistent core selling messages to support sales
forces leverage on your company’s strategic advantages.

Establishing the intelligence and discipline of a successful Sales
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Soft Global Group
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Soft Global Group International is the
holding company of a group of
specialized marketing services firms
with over 30 years in the market.




Soft Global Group

SoftCine produces TV Ads, corporate communication,
events, broadcasting and much more related to video
productions.

SGG SoftMarketing operates in Brazil and Paraguay

inbound and outbound contact center in native
Spanish and Portuguese.

SGGm Operate full ad-hoc studies in USA and LATAM, and

provides data collection (CATI or fieldwork) for Research

Institutes.
/{[’ Strategic solutions for Branding, Corporate Events, ] J=
NEOLIVE Digital Marketing, Trade Marketing, Promotional =l el

Platforms and Proprietary Events.
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Why aren’'t small and medium companies taking
the Sales leap?
- Focus on Operational and Bureaucratic aspects of the business.
- Don’t know their market. Haven't done a Market Research.

- Define marketing strategies based on common sense and trial &
error.

- Spend little time analyzing and planaingbut-a lot of time
"learning by doing".

- Don’t have a clear direction. “All-over=the=-place” behavior.

- Think that Measuring, Assessing and-Feedback aren’t important.
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Understanding your
business’ value chain to
create a winning
customer segmentation
model.



Contact Center Industry Overview
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US Contact Center Industry Value Chain
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Building a
substantial B2B
value proposition.



Value Proposition

Only small-medium Portuguese & Spanish Contact
Center based in the U.S. for better customer service.

Service provided through Brazil, Colombia, Chile and
Paraguay which allows us to offer competitive prices with
high quality.
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Our on-site computer engi
en-source based (Linux) for flexi
ation with no lic S Ccosts.

ss technolo ared to the best contact
in the world. Also, redundant sources of
electricity, telephony and data.
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Designing consistent core
selling messages to support
sales forces leverage on your
company's strategic
advantages.









Our Sales Process

Suspects Prospects Players Closers
CEO CEO CEO
CEO
Conference
contact

l .. Information Initial Site visit Final Contract Contract
Initial contact theri | I Decision briefi p | Nesofiati = :
T gathering proposa ecision briefing roposa Negotiation Execution
writeup

e

Marketing collateral: Marketing collateral:

Marketing collateral: Marketing collateral:
+ Website + Handwritten note from CEQ e Proposal « Executed proposal
o Testimonials e Proposal o Sample contract ¢ Executed contract
o Letter of introduction .

Power Point support or graphic
¢ Brochure
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