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I N our competitive marketplace, positioning plays a very important role defining the position for a business entity
in minds of the consumers and how it is distinguished from the products of the competitors.

In order to position products or brands, companies may emphasize the distinguishing features of their brand:
¢+ Whatitis, whatitdoes and how, etc
Companies may also create a suitable image for themselves.

+ Inexpensive or premium, utilitarian or luxurious, entry level or high-end etc.
Primarily Positioning is about “the place a brand occupies in the mind of its target audience.”
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Concepts of Positioning became a byword for success of businesses way back in 1960’s and 1970’s when its
conceptualizers Al Ries and Jack Trout stated that positioning is a mental device used by consumers to simplify
information inputs and store new information in a logical place. Further they stated that Positioning is important

because a typical consumer is overwhelmed with unwanted mass communication messages and has a tendency to
discard all information that does not find a comfortable slot in their mind.

In fact Positioning is the process of how to best communicate an organizations unique attributes with the target
customers based on their needs and to counter competitive pressures. Its carefully crafted messages and actions that
build a distinct and differentiated brand. In short, effective positioning ensures that marketing messages help an
organization to clearly stand out, resonate with the Target Audience and compel them to take action.

“Ifyou are not standing out, you are not positioning”

Positioning is part of the broader marketing strategy which includes three basic decision levels, namely segmentation,
targeting and positioning sometimes known as S-T-P approach.

Refers to the process of dividing a broad consumer or business market, normally consisting of existing and potential
customers, into sub-group of consumers.

Refers to the selection of a segment or segments that will become focus of special markets (known as target markets)

Refers to an overall strategy that “aims to make a brand occupy a distinct position, relative to competing brands in the
mind of the consumer.
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Select base
for Segmentation

Profile segments
characteristics

Evaluate segments
attractiveness

Select one or more
segments as targets

Develop position
for each segment

Develop marketing
program for each

segment
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Positioning Advantage #1 — Laser focus on a specific Target Market.

# 2 — Differentiation from the Competition.

Positioning Advantage #3 — Clarity & focus on the problems which are to be solved.
Positioning Advantage # 4 — Enhanced understanding of customer challenges.
Positioning Advantages # 5 — Increased memorability within the market.
Positioning Advantage # 6 — Brand Storytelling & Messaging that resonates.
Positioning Advantages # 7 — Justified Pricing strategies.

Positioning Advantages # 8 — Clarity of Vision for Brand Direction.

Positioning Advantages # 9 — Increased relevance in the Organizations Niche.

Positioning Advantage
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T-15 extract is a premium concentrate fruit extract which is a combination of 15 fruits: Acai Berry,
Blue Berry, Cranberry, Goji Berry, Dragon fruit, Sea Buckthorn, Pomegranate, Grape Seed, Guava,
Pineapple, Mango, Orange, Pear, Banana and Papaya. FT-15 extract is loaded with Vitamins,
Minerals, Iron, Copper, Folate, Manganese, Anti-oxidants & Fibre.

T(
Helps to boost Immunity N —
Helps to provide Nutrients N FT §|
Helps to prevent cells & tissues against free radical damage ji - CIRaC
Helps to promote healthy Digestive system
Helps to keep skin youthful
Helps to improve well-being
Helps to promote Healthy Heart
Helps in weight loss

ALTOS
Ns:'m ceuticals

ALTOS

20 ml twice a day before food or as directed by the physician

s00ml .

@8 -

NATURAL FRUIT DRINK
NATURAL FRUNT D.
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BHRINGRAJ

HAIR OIL

| 4

Altos Bhringraj Hair oil is enriched with thirteen herb extracts. It helps to nourish hairand scalp, promotes hair
growth while making them lustrous. Altos Bhringraj Hair oil is a Total Hair Care Solution which helps to prevent
premature greying & hair fall.

+ Kumari: Control frizz & prevents dry & itchy scalp

+ Draksha: Prevent Hair loss

+ Svetkutaja: Anti dandruff Properties

+ Bhringa: Triggers hair growth by promoting blood circulation in the scalp.

+ Amlaki: Strengthens hair follicles, adds to shine and strength of hair

+ Giloy: May help combat hair problems, dandruff, and other scalp and hair ailments.

¢ Vatadha: Soften and strengthen hair

* Kaidarya: Keep your hair healthy and strong

+ Yashti: Effectively increases blood circulation in the scalp and hair follicles

+ Nimb: Promotes hair growth and prevents baldness & Conditions dry hair ﬁf’ @m
+ Brahmi: Repairs hair follicles and nourishes scalp tissues to promote hair growth nens #ls
+ Nalikera: Strengthens hair roots & Prevents hair fall

+ Karpoora: Soften hair and boosts hair growth

T 3R

BENEFITS :

>
+ Helps to encourage hair growth
Helps in improving blood circulation of head
Helps in preventing Hair loss

Helps to prevent untimely White hair 'hrmgral
Helps to make scalp Healthy Hair oil

* o o

*

USAGE :

|

+ Take required quantity of Altos Bhringraj Hair oil, apply properly in roots &
massage vigorously for at least 5 minutes. For better results, keep overnight
& wash next morning.
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NAIL BRIGHTERS : tetyournails look better

Glossy Finish
Long Lasting Stay
Perfect Coverage
Dries Quickly

* & o o

12 COLORS : That makes your nails look beautiful

[ofdari | Zofderi

Nail Enamel Nail Enamel
With With
9 FREE FORMULA 9 FREE FORMULA

£Sfdri

Nail Enamel
With
9 FREE FORMULA
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Lipsticks that are all about complete beauty
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TULSI SYRUP

Tulsi is a 5000 years old ancient herb which is effectively used to treat almost every health problem. Tulsi is
also known as Universal Healer. Tulsi syrup is easy to consume, good in taste & gives fast results. It is specially
made for kids for the proper growth, development and curing Health problems. It is beneficial in Fever, cold,
cough, sore throat, infection, stomach ache, chronic cough, Asthma, weakness, acidity, bloating, respiratory

problems, digestion and immunity.

BENEFITS :

Beneficial in Fever

Helps to give relief from Cold & Cough

Helps to give relief from throat infection

Helps to boost Immunity

Helps to remove weakness

Have Anti-oxidant, Anti-Viral & Anti-bacterial properties
Beneficial in kids growth

Helps to keep body active

DOSAGE :

CHILDREN : 5 ml (1 teaspoonful) twice a day or as directed
by the physician.

ADULTS : 10 ml (2 teaspoonful) twice a day or as directed
by the physician.

TYIVISINENAEES it TULSI EXTRACT

+ Anti Oxidant _
+ Helps to give relief from (¢
e e

v Helps to improve respirato 1 ALTOS E

¥ Helps to Boost Immunity | V
v Anti Viral ;
: TULSI
AMRIT FOR YOUR K T

4 3

IMMU NITY BOOSTER

b, #
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I N the year 1991, India embarked on a new economicjourney when Manmohan Singh, then Finance Minister, placed
the reform bill and echoed Victor Hugo, “No power on earth can stop the idea whose time has come”, in Parliament.
Since then, the country which had huge balance of payments has come a long way and has announced itself on the
global stage as one of the fastest growing large economies in the world with huge market potential.

In the beginning 0f 1990s, India was reeling under double digit inflation, gross fiscal deficits above 7.5 per cent of GDP
and foreign currency reserves were just enough to cover import bills for a fortnight. Further there was a new
government at the Centre.

Liberalization started with a dose of devaluation and was followed by slew of policies which were termed as LPG
(Liberalization, Privatization and Globalization).

Thirty years down the line, from a GDP of $ 512.92 Billion in 1991, India had grown to a $ 2-7 Trillion (in constant 2010
US$) by 2020. Besides, the average annual growth rates in GDP, post the 1990’s have been around 6.25 percent against
4.18 percent for the three decades prior to the reforms.

Abolition of license raj and curbing of excessive regulations saw rewards in terms of better foreign investment. From
$236.69 Million in 1991 the net FDI flow stood at $50.6 Billion in 2020. With more foreign companies entering India,
domestic consumers benefitted from healthy market competition.

The reforms also had a telling impact on India’s Socio-Economic fabric. From about 45 percent of the population below

the poverty line in 1994, the rates have fallen to 21.9 percent in 2011. There has also been improvements in literacy rates,
gross enrollment ratios and life expectancy, among others.

A
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Prospecting is the first step in the sales process, which consists of identifying customers. The goal of prospecting

is to develop a database of likely customers and then systematically communicate with them to convert them from
potential customer to current customer.

HOWEVER POTENTIAL CUSTOMERS FALL INTO TWO GROUPS :

Suspect : A suspectis asales lead that looks like they fit the profile for a potential client, but know nothing else is
known about them.

Prospect : A prospectis a lead about whom some prior information is known as a result of previous interactions.

Suspect : May be the person will engage with you Prospect : Confirmed leads

Match the traits of someone that might buy what Match the ideal customer profile

you have

Don't give proprietary information during conversations =~ Willing to share personal information and details
or any information that you couldn’t find on your own of their situation

Only engage with you when its safe , maybe they’llonly =~ Engage with you and your business consistently to
reach out once or twice learn more about what you have to offer

An everyday employee of business person that doesn't A decision maker or someone who is part of a
have the power to make final decisions purchasing team

Prospecting Tactics:
Phone Calls — designed to initiate a discussion with the individual who answers the phone

Automated voicemail messages —designed to try and persuade the listener to take action to get more information,
such as by visiting a website or making a phone call

Email —designed to share information and entice the recipient to take action that will identify them as prospect

Direct Mail —sent in the mail as flyers. Postcards or catalogs, designed to share information that may entice you to
consider buying

LinkedIn Prospecting

17
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Step1 — Shift your focus from yourself to your prospect
Step 2 — Build a Rapport

Step 3 — Understand what motivates the prospect

Step 4 — Listen to your prospect

Step 5 — Ask open ended questions

Step 6 — Match Expectations of the prospect to your offer
Step 7 — Respect the decision of the Prospect

Step 8 — Build Credibility

Step 9 — Contact the Prospect frequently
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PROSPECTING FLOWCHART

LEADS

Names on List

Referrals People Responded
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Does the
lead want
to proceed?

Prospects

Does the
prospect agree
to consider
your
solutions?

Opportunity

Purchase

Head Office: Altos Nagar, Humbran Road, bl
Ludhiana-141008, Punjab, INDIA
Ph : 0161-5210000, Toll Free Number : 1800 137 5210
E-mail : info@altosindia.net, Website : www.altosindia.net

ALTOS ENTERPRISES LIMITED ! (ﬂgg
B N
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