Why should your frade marketing team operate on excel

templates that come with no strategic analysis?

Because there's no dedicated tool tor trade marketing

teams in alco-bev.

Until now.

Peakline Technologies Pvt Ltd



Limitations In Analysis of Sales Data & Lack Of Tools For BTL/ATL Planning Today
Looks familiar?
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The Solution: A Centralized Platform
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Automated Suggestions of Input Outlet Level BTL Plan Auto-tlag discrepancies in outlet Trigger purchase orders in

outlets based on custom logic (ON/OFF Trade) + ATL Plan selection based on rules SAP/ERP

Opportunity Outlets e Plan for new product launch

e On/Off trade strategy

e Justified spends to maximize ROI

Penetration Reports
Outlet by Growth & Decline
High Spend vs low Return

e Budgets planned vs consumed
Festival 365 Feature In-system approval flow to Analysis

freeze plan e Lever-wise spend analysis

Outlets by BTL promo history

e Automated Reminders to plan BTL
activities on certain key dates/festivals.
e Example: Offers in lull seasons, festivals

like Diwali



Sample Screens: Custom

KPIs for Outlet Analysis
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Sample Screens: Considerations & plan corrections during BTL planning

Planner /A ® scm@demo.com
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Based on custom rules set by RTMM/NTMM for
each state/brand, the system auto-flags
outlets that have been selected for an activity
but don't meet the defined rules / criteria set
by the T.M. team

Example: CPC > threshold / visibility for same
brand planned again for same outlet / outlet

with no growth selected etc.

Planner A ® scm@demo.con
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Store Count Consideration Count Expense Projected Consideration Value Activity CPC Threshold Start Date End Date
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Obtain platform-supported insights on the following:

¢ Pre-during-post promo analysis (long tail /short tail)

* Penetration reports
e Promo history/spend per outlet vs returns

e Justification reports + budget shuffling log

e Discrepancy tlags : save / justity spends
o High BTL spend on outlets vs outlet growth over time (by brand)

o Repeated activities on same outlet

o Multi-brand promos (cannibalization)

o High CPC

e Intelligent outlet suggestions™

o Promo-sensitive outlets
o Opportunity outlets (high headroom) + opportunity over time

o Cluster-indexed suggestions

e Budget consumption reports (with one-click excel download option)

*Analyse sales data + BTL activity history from platform
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