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Gandhiji’s Talisman

I will give you a talisman. Whenever
you are in doubt or when the self
becomes too much with you, apply the
following test:

Recall the face of the poorest and
the weaKest man whom you may have
seen and ask yourself if the step you
contemplate is going to be of any use
to him. Will he gain anything by it?
Will it restore him to a control over
his own life and destiny? In other
words, will it lead to Swaraj for the
hungry and spiritually starving
millions? ,

Then you will find your doubts and
your self melting away.
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FOREWORD

The National Education Policy (NEP) 2020 envisions an education system that is
deeply rooted in India's cultural heritage and achievements, while also preparing
students to effectively engage with the challenges and opportunit

ies of the 21st century. This aspirational vision is built upon the National Curriculum
Framework for School Education (NCF-SE) 2023, which outlines a comprehensive
approach to education across various stages. In the early stages, the NCF-SE 2023
fosters the holistic development of students by focusing on the five dimensions of
human existence, known as the panchakoshas, creating a solid foundation for further
learning.

High-quality vocational textbooks play a vital role in bridging practical skills and
theoretical knowledge. These textbooks must balance direct instruction with
opportunities for hands-on experience, helping students to apply what they learn in
real-life settings. The National Council of Educational Research and Training (NCERT)
is providing such high-quality teaching-learning resources. A team of experts,
educators, and practitioners have collaborated to develop these vocational textbooks to
ensure students are well-prepared for the demands of their chosen fields.

The textbook on Bancassurance Relationship Associate for Grade 11 introduces
students to essential concepts in banking, insurance, financial products, customer
relationship management, and regulatory guidelines, while also highlighting the
growing significance of bancassurance in India’s financial sector. It aims to equip
students with practical skills, such as assisting in selling insurance products through
banks, explaining policy features to customers, handling documentation, and
ensuring compliance with relevant rules so that they are well prepared for the job role
of Bancassurance Relationship Associate. The textbook also emphasises values such
as integrity, customer focus, communication skills, and professionalism, which are
crucial in the field of financial services.

In addition to textbooks, it is important to encourage students to explore other
learning resources, such as financial literacy materials, online banking portals, and
real-world case studies, and to participate in skill-building activities and role plays.
Teachers and parents play a vital role in guiding students as they apply their learning
outside the classroom in real-life financial interactions.

I am grateful to all who contributed to the development of this vocational textbook and
look forward to feedback from its users to make future improvements.

New Delhi
May 2025
DINESH PRASAD SAKLNI
Director
National Council of Educational
Research and Training
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ABOUT THE TEXTBOOK

The textbook for Bancassurance Relationship Associate is a comprehensive
resource designed to prepare students for the dynamic role of bridging banking
and insurance services. Bancassurance Relationship Associates play a critical
role in promoting and selling insurance products through banks, requiring
proficiency in communication, sales, customer service, and compliance with
banking and insurance regulations. The content of the textbook has been
meticulously aligned with the National Occupational Standards (NOSs) to
ensure students acquire the requisite knowledge, skills, and com{)fj:encies for

the job role.
O

Developed with contributions from industry experts and academicians, the
textbook ensures that its curriculum integrates both theoretical and practical
knowledge to meet the performance criteria outlined in the Qualification Packs
(QPs) for Bancassurance Relationship Associates. Key NOSs covered include
promoting insurance products through the bank's channel, building and
maintaining customer relationships, upholding integrity and ethics, and

fostering teamwork within banking and insurance teams.
~Y

Through this textbook, students will develop key skills such as product
knowledge, interpersonal communication, ethical decision-making, and team
collaboration. The inclusion of real world examples, case studies, and
interactive activities further enhances learning, enabling students to transition
seamlessly into the bancassurance industry and contribute effectively to their

srar
les.
roles /‘\'JQ'

The student textbook has been developed with the contribution of the expertise
from the subject and 1ndustry experts and academicians for making it a useful
and inspiring tgac_hmg learning resource material for the vocational students.
Adequate care has been taken to align the content of the textbook with the
National Occupational Standards (NOSs) for the job role of Bancassurance
Relationship Associate, so that the students acquire necessary knowledge and
skills as per the performance criteria mentioned in the respective NOSs of the
Qualification Pack (QP). The textbook has been reviewed by experts so as to
make sure that the content is not only aligned with the NOSs, but is also of
high quality.

The textbook for Bancassurance Relationship Associate is structured to
comprehensively cover the essential aspects of the role, ensuring a practical
and theoretical understanding of key responsibilities. It is divided into five
modules, each addressing critical areas to prepare students for effective



performance in the bancassurance sector. Module 1 is Introduction to
Bancassurance Sales covers the basics of the insurance sector, various
insurance products, the sales process, and personal sales skills. Module 2 is
Lead Generation Techniques focuses on identifying prospects, training lead
generators, analysing customer portfolios, and preparing compelling proposals.
Module 3 is Customer Needs Assessment emphasizes understanding customer
requirements, effective communication, matching products to needs, and
creating awareness campaigns. Module 4 is Cross-Selling and Up-Selling
introduces advanced sales techniques, strategies for maximizing customer
value, and handling objections. Finally, Module 5 is Post-Sales Activities
highlights the importance of follow-ups, policy issuance, claims management,
and building lasting customer relationships. This concise and practical
resource equips students with essential skills to thrive in the bancassurance
sector. O\}
x :

X, PunnamVeeraiah
O Professor and Head

Depar@e t of Business and Commerce
N PSSCIVE, Bhopal
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MODULE 1: INTRODUCTION TO BANCASSURANCE
SALES

The Bancassurance is an agreement between a bank and an insurance
provider allows the insurer to market its goods to the bank's customers. An
insurance sale is a dynamic and essential part of the financial services sector.
It involves helping individuals, families, and businesses secure financial
protection against unforeseen risks. This profession not only focuses on geting
insurance products but also on educating clients about the impqg ce of
financial planning and risk management. “Q\\’

Insurance Associates/Agents bridge the gap between insuraxjg&roviders and
customers. They assess clients' needs, recommend suitable él;l rance policies,
and build long-term relationships to ensure clients' financigd Security over time.

With the growing demand for personalized insurance&lutions, the industry
offers immense opportunities for career growth, pr sional development, and
the satisfaction of making a difference in people' es.

This module will focus on basics of ban as@rance sales. The first session
covers the overview about the Insurance. sgv\or, the second session deals with
the products of the insurance, the thir 'ﬁ}ssion focuses about insurance sales
process and the fourth session im%%/

skills.

s about assessment of personal sales



SESSION 1: INTRODUCTION TO THE INSURANCE SECTOR
INTRODUCTION

The insurance sector is essential to the economic growth of every nation.
Because it offers some assurance in the case of an unanticipated, loss-causing
disaster, a robust insurance industry encourages risk-taking in the
development of economy. Additionally, it offers family members much-needed
assistance in the event of a health or life loss. Insurance firms' assets seéé' as
a pool for investments in long-term initiatives like infrastructure de %@pment
since they are long-term capital.

India's insurance sector has expanded in pace with the n q—‘ s economic
growth. Numerous insurance firms in the nation are grow1
in both the public and private sectors.

HISTORY OF INSURANCE SECTOR \/O

eir businesses

The history of the Indian economy is reflected i @%’ history of the insurance
sector. Prior to liberalization, insurance busmesés in India were nationalized.
The purpose of this action was to safeg&@ policyholders' interests. As a
result, two state-owned insurance fir were established: The General
Insurance Corporation for non-life 1ns&‘§¢\ﬁce in 1972 and the Life Insurance
Corporation in 1956.

Following deregulation, the 1ndu§® was made more accessible. To oversee the
insurance sector in India, e Insurance Regulatory and Development
Authority of India (IRDAI) established in 1999. Private companies were
thus allowed to enteraﬁe insurance market. This made it possible for
international compary{\/ work with Indian organizations to enter the market
(Fig. 1.1).

Fig. 1.1 History of Insurance Sector

2



MEANING OF INSURANCE

Insurance is a legally binding contract between an individual and an insurance
company that provides financial protection against certain events or situations.
The policyholder pays the insurance company regular premiums, and in
exchange, the insurance company pays for covered losses.

TYPES OF INSURANCE

The different types of insurances (Fig. 1.2) are grouped into two major he&gs
namely (Fig.1.2);

St
1. Life Insurance; and \Q
2. General Insurance. Q0

~

Life General
Insurance Insurance

N/
%\f"ig. 1.2 Types of Insurance
1. Life Insurance @%&/

Life insurarx?&is a financial agreement between an individual (the
policyhol nd an insurance company (the insurer) designed to provide
monet otection against the uncertainties of life. In exchange for regular
premjum payments, the insurer agrees to pay a lump sum to the
b ciaries of the policyholder in the event of their death or in some cases,

Qt e end of a specified policy term.

2. General Insurance/Non-Life Insurance

General insurance refers to a category of insurance policies that provide
financial protection against non-life risks such as damage to property,
health emergencies, accidents, liabilities, or travel-related issues. Unlike life
insurance, these policies typically cover specific events or assets over a
defined period in exchange for a premium.

3



IMPORTANCE OF INSURANCE

When something bad happens, insurance acts as a buffer to assist you or your
family recover financially. Families and businesses alike can greatly benefit
from insurance.

1. Decomposition of overall risk: As a financial tool, insurance distributes
significant risks. Large numbers of people exposed to the same potential in
a firm bear the chance of suffering a sizable loss as a result of an inci t.
Consequently, the losses are shared among many people, whichcmakes
them tolerable for each person. \'\,

2. Financial Stability: Businesses would find it very expensive oecover from
a significant inventory loss without insurance. Accidents,@%, burglaries,
and natural disasters can all have an impact on a fangily's or business's
financial situation. Businesses and families can reeover quickly when
insurance covers a significant portion of the losses. X

3. Contributes to Economic Growth: A significan ount of capital is pooled
by insurance companies. A portion of thes nds may be used to fund
government investment initiatives. Insu@s only make investments in
government securities or gilts due to sa concerns. However, governments
can readily raise money from insu:é\@%or major public projects, which
promotes economic expansion. \?J

4. Insurance provides Comfort: Aother intangible that insurance offers is
peace of mind. Because insyrance allows them to move the risk, business
owners are able to pursue éjain commercial endeavors.

5. Social Security: For @Viduals in vulnerable professions or low-income
groups, insurance a as a form of social security by protecting against
life’s uncertaintie&éensuring support during difficult times, and enabling
recovery from fi {¥cial setbacks.

6. Protection against Liability: Liability insurance protects individuals and
business om legal liabilities arising from negligence, accidents, or harm
cause others. It prevents financial setbacks that could arise from
lawsits or compensation claims.

7. Compliance: Some types of insurance, like motor insurance, are

%andatory in many countries. Complying with legal requirements ensures
that individuals and businesses are protected from liabilities while avoiding
penalties.

BANCASSURANCE

The French term "bancassurance" refers to a partnership between a bank and
an insurance provider that aims to provide insurance benefits or products to



the bank's customers. IRDA defines "bancassurance" as "banks acting as
corporate agents for insurers to distribute insurance products." It is an
agreement between a bank and an insurance company that permits the
insurance company to sell its products to the bank's clientele, thereby
generating profits for both businesses.

FEATURES OF BANCASSURANCE

Following are few features of Bancassurance: ij’
. The bank is unable to pay a premium on the customer’s behalf. | %Q

. It is limited to using two insurance providers in a single bank. \Q\

. The annual accounts report includes information on all Con@issions.

. A bank never loses sight of its banking operations. «06

. A bank's network is helpful for an insurance compas@ sales.

. It raises the lifetime value of customers.

. It increases financial success. ; Q\’

o N O b~ WN -

. It is able to provide all financial services (g'b,one location.
KEY TERMINOLOGIES IN INSURANC 'E}CTOR
The following are some of the key terfynologies used in Insurance sector;

Premium: The amount of mongy>paid periodically by the policyholder to the
insurer for coverage under %surance policy. Premiums can be paid on a
monthly, quarterly, or yea@basis, and the amount varies based on the type of
insurance and the cove level.

XU
Policyholder: The @on or entity that owns the insurance policy is called as
policyholder. H e is responsible for paying the premiums and can be either
the insured OQ? third-party beneficiary.

Insured: @ person or entity whose life, health, property, or other interests
are covered by the insurance policy. The insured is the individual or business
who fits from the insurance protection.

Begeficiary: The person or entity designated to receive the insurance payout or
benefit in case of the insured event (e.g., death, injury, or loss of property). In
life insurance, the beneficiary is usually a family member, while in other
insurance types, it could be a business partner or an institution.

Underwriting: The process by which an insurer evaluates the risk of insuring a
person or property and determines the appropriate premium. Underwriting



involves assessing factors such as age, health, occupation, and past insurance
history to calculate risk.

Claim: A formal request made by the policyholder or beneficiary to the insurer
for payment based on an insured event, such as an accident, illness, property
damage, or death. The insurer then reviews the claim and determines if it
meets the policy’s terms for payout.

Coverage: The protection provided under an insurance policy. Coverage é‘les
the risks, incidents, or losses that are included in the policy’s terms \chh as
medical expenses, property damage, or loss of life. \'\,

Sum Assured: The amount of money that the insurer a%e@ to pay the
beneficiary or insured in the event of an insured event, ‘such as death,
disability, or property damage. In life insurance, this is th&hount guaranteed
to be paid to the nominee. Q)

Renewal: The process of extending an insurance Xpolicy beyond its original
term, typically after one year. Renewing a poli sures continued coverage
and may come with changes in premium or @ms based on claims history or
changes in risk. \

No Claim Bonus (NCB): A discount o{\?eward given by the insurer to the
policyholder for not making any clai during the previous policy term. It is
typically applicable to motor insu and health insurance policies.

which may range from a few ths to several years, depending on the type of

Policy Term: The duration fg hich the insurance policy provides coverage,
policy. X

Insurance Broker: A@\individual or firm that acts as an intermediary between
the insurance com, @'[y and the policyholder. Brokers help clients find suitable
policies by com@mg different insurers, but they do not directly underwrite
insurance.

Whole Li ‘%nsurance: A life insurance policy that provides coverage for the
entire f the insured, with a guaranteed payout to beneficiaries upon death.
It ncludes a savings or investment component that grows over time.

Term Life Insurance: A life insurance policy that provides coverage for a
specific period (e.g., 10, 20, or 30 years). It does not accumulate cash value
and only pays the sum assured if the insured passes away within the policy
term.



Third-Party Insurance: A policy that provides liability coverage for damages or
injuries caused to a third party, such as an accident where the insured is
responsible for damage to someone else’s property or injury.

PRACTICAL EXERCISE

Activity 1: List out and prepare a chart on key terminologies in insurance

sector. b’

Material required: Notebook, Paper, Pen, Pencil, and rubber. \QQJ
Procedure: '\,%
1. Collect information about key terminologies used in the insun&e sector.

2. Make a list of important terms such as "Premium," "Polic@gfder," and "Sum

Assured," along with their definitions. O

3. Group the terms into categories like "Life Insurané‘e,Q "General Insurance,"
and "Common Terminologies." O\J

4. Decide the type of chart you want to prepare, such as a table, flowchart, or

poster.
D

5. Write the terms and definitions cle%@‘ and organize them neatly on the
chart. \'@

6. Add colors, symbols, or si;@l@ drawings to make the chart visually
appealing.

7. Check the chart for a@nistakes and display it in the classroom or
presentation area. X

Activity 2: Perform up discussion on personal experiences with various
insurance product&%d sharing insights on their importance

Material required: Notebook, Paper, Pen, Pencil, and rubber.
Proceduret

1. Bri%éxplain types of insurance and why it’s important.
2. ide students into small groups (4-5 members).

3. Students share personal or observed insurance experiences.

4. Discuss key takeaways, misunderstandings, and essential insurance types.
5. Each group shares 2-3 insights with the class.

CHECK YOUR PROGRESS
A. Fill in the Blanks

1. Insurance serves as a buffer for financial recovery during

7



2. The was established in 1999 to regulate and develop the

insurance industry in India.

3. insurance covers risks like accidents, property damage, and

health emergencies.

4. The is the amount of money paid periodically by the

policyholder to the insurer.

5. The process of assessing risk and determining appropriate premiuhis is

known as

B. Multiple Choice Questions

1. What is the main objective of insurance? QQ
a) To provide investment options <
b) To offer financial protection against risks O
c) To increase taxation revenue \,O
d) To ensure mandatory savings Q)
2. Which organization oversees the insura@ ector in India?
a) LIC \
b) RBI Q
c) IRDAI @'ﬁ\’
d) SEBI (b'

3. What type of insurance is typically associated with life coverage for a

specific term?

a) Whole Life Insurance-
b) Term Life Insur%ce
c) General Ins

d) Liability I@rance

4. A is the entity that owns the insurance policy.
a) Be iary
b) ﬁred

licyholder

Broker
g. No Claim Bonus (NCB) is typically applicable to which type of insurance?

a) Life Insurance

b) Motor Insurance
c) Term Insurance

d) Liability Insurance

C. State Whether the Following Statements are True or False

8



5. Renewal ensures continued coverage of an insurance policy.

. Insurance companies invest their pooled funds in short-term projects for

maximum returns.

. The General Insurance Corporation was established in 1972 for life

insurance in India.

. Liability insurance protects against financial setbacks due to legal

claims.

O

. Term Life Insurance accumulates cash value over time. <

&

D. Match the Column “O

9

S.No Column A S.No Column@‘g
D

1

N7
Premium A | Guaranteed pay-oy{/@n case of loss

2

W
Sum Assured B | Periodic pay@ to the insurer

3

K4
Policyholder C Risk ev‘a\h@ion process

4

R
Claim D | Req for pay-out based on policy
(V4

5

)
N

Underwriting E \@v&ner of the insurance policy

a kL b=

Lo

!

3.
4.

I

Short Answer Questions %

What do you mean surance?
What is the pur osce)of life insurance?
Define the te x&eneﬁciary" in insurance.
What is tl@ole of IRDAI in the Indian insurance sector?
Wha@ ou mean by Bancassurance?
Answer Questions

ifferentiate between life insurance and general insurance.

Discuss the importance of Insurance.

What is the significance of the No Claim Bonus (NCB)?

Explain the features of bancassurance.



10



SESSION 2: INSURANCE PRODUCTS

MEANING OF INSURANCE PRODUCTS

Insurance products are specialized financial tools that safeguard individuals or
entities against financial losses resulting from unforeseen risks or
uncertainties (Fig.1.3). These products are formal agreements whereAthe
insured pays a regular premium, and the insurer compensates them\&@t eir
beneficiaries in case of specific covered events. =)

For example, life insurance ensures monetary support for a f: y after the
insured's death, while motor insurance covers damages accidents.
Insurance products provide a cushion against life’s unpred@tability’s, helping

individuals and businesses recover quickly from financial ¥etbacks.
SOy

-

% Fig. 1.3 Insurance Products
FEATURES OF%& NCE PRODUCTS
I

The features nSurance Products are explained as follows:

1. Risk C@rage: Insurance products are designed to address specific risks,

suc loss of life, property damage, or health emergencies. For example,

insurance covers medical costs, while travel insurance addresses

Qs s like trip cancellations or lost luggage. Each product defines the events
and risks it covers in detail.

2. Premium-Based: The insured pays premiums, which are calculated based
on factors like age, health, coverage level, and risk probability. These
premiums ensure the financial pool that enables insurers to pay claims.
Regularity in premium payment is essential for the continuity of the
coverage.

11



. Legal Contract: Every insurance policy is a legal document outlining the

insurer’s and insured’s rights, responsibilities, and the scope of coverage. It
specifies terms like policy duration, premium amount, and exclusions,
ensuring clarity for both parties.

. Principle of Indemnity: Most insurance products, except life insurance,
follow the principle of indemnity. This means the insured will only be
compensated to the extent of the actual loss, preventing any profit fron@he
claim. \Q

. Risk Pooling: Insurance operates on the pooling of risks, whe emlums
collected from many policyholders are combined. This pool s insurers
to distribute the financial impact of claims, ensuring stah@ for both the
insurer and the insured.

. Variety of Products: Insurance is not one-size-fits-all. There are tailored

solutions for different needs, such as life insu Ree for future planning,
motor insurance for vehicle safety, and he%ﬁby insurance for business

protection. @

BENEFITS OF INSURANCE PRODUCTS \,

The insurance products have a lot of benél;tb' for the public and few of them are
listed below: )g,

1.

Financial Security: Insurane@totects policyholders and their dependents
from unexpected ﬁnancialﬁocks. For example, life insurance can replace
lost income for a family ile health insurance can cover hefty medical
expenses, reducing o%"o‘}pioocket costs.

. Encourages Savifigs: Certain life insurance policies, like endowment or

money-back plﬁfb{, combine protection with savings. Over time, these
policies allo icyholders to accumulate funds that can be used for future
goals lik @mation or retirement.

. Eco ?n,ic Growth Contribution: Insurance companies invest premiums

int g-term government projects and infrastructure development. This
only helps in creating jobs but also contributes to national economic
ogress.

4. Legal Compliance: Many countries mandate certain types of insurance,

such as motor insurance for drivers or employer’s liability insurance for
workplaces. This ensures compliance with laws while simultaneously
providing coverage against associated risks.
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5. Peace of Mind: Knowing that financially protected against potential losses

allows individuals and businesses to focus on their goals without constant
worry. This psychological benefit is one of the intangible yet important
contributions of insurance.

. Risk Management for Businesses: For businesses, insurance minimizes

disruptions by compensating for losses caused by unforeseen events like
property damage or legal liabilities. This ensures continuity and stabﬂ@ in

operations. 9
e

LIMITATIONS OF INSURANCE PRODUCTS

Apart from having a lot of significant factors of Insurance Prod c@:olt has some
limitations which are explained below: &

10

Exclusions and Limitations: Policies often exclude céffain risks or events.
For example, health insurance might not cover g¢éSmetic surgeries, and
property insurance may exclude damage from a€ts of war. Understanding
these exclusions is crucial to avoid surprises g claims.

Premium Costs: Compreh.3ensive cover@ often comes at a high price.
This can make it difficult for low—ingo‘gg\p families or small businesses to
afford adequate protection, leaving th{'ﬁr underinsured.

. Delayed Claim Settlement: Alt gh insurance aims to provide financial

relief, the process of clai aluation and settlement can be time-
consuming. Documentai@requirements and investigations often delay

payouts, especially for co x claims.

. Complex Terms an@@onditions: Insurance policies can be lengthy and

filled with teckhical language. This complexity can lead to
misunderstandi @ about the scope of coverage, premium terms, or
exclusions, c@mg dissatisfaction.

. Moral g&'d: Insurance can sometimes encourage risky behavior. For

exa someone with comprehensive vehicle insurance might drive less
cautiodsly, knowing damages will be covered. This moral hazard can

?@ease the cost of claims for insurers.
6. Fraud and Misuse: Fraudulent claims, such as false accidents or

exaggerated damages, place a significant financial burden on insurance
companies. These losses are often passed on to genuine policyholders
through increased premiums.

INSURANCE PRODUCTS OR POLICIES
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As Insurance Products or policies has two categories viz., Life Insurance and
General Insurance. The following are some of the policies mentioned under
both the categories:

TYPES OF LIFE INSURANCE POLICIES
Following are some of the major policies under Life Insurance:
Whole Life Policy e}

A Whole Life Policy offers lifelong coverage, ensuring that the i d is
protected for their entire life. It provides a death benefit to the iciaries
after the policyholder's death, regardless of when it occurs, mak& it a long-
term financial security tool for the family. In addition to offey@{@‘ife coverage,
this policy also has a savings component, where the policy@c umulates cash
value over time, which can be accessed or borrowed\against during the
policyholder's lifetime. \,O

Endowment Policy O\’

An Endowment Policy is a combination of life insurance and a savings plan. It
provides a lump sum payment either upQn-the policy's maturity, which is
usually a set number of years, or to the/(/peneficiaries if the insured passes
away during the term. This policy s%‘&es dual purposes i.e., providing life
insurance coverage and also actin S savings vehicle, making it an attractive
option for those looking to secur: th their family’s financial future and their
own financial goals, such as eg:%ation or retirement.

Joint Life Policy \',Q'

A Joint Life Policy cover@wo individuals, often spouses or business partners,
under a single cont . The policy provides coverage for both lives, with the
sum assured id” to the surviving policyholder in the event of one
policyholder's,.death. This type of policy is beneficial for couples or partners
who want % sure financial support for the surviving member, whether in
persona usiness contexts. It often comes with the flexibility of paying a
death efit after the first death or at the second death, depending on the
poli erms.

Annuity Policy

An Annuity Policy provides periodic payments to the insured after they reach a
specific age, typically designed to offer a steady income during retirement. It
converts a lump sum amount paid to the insurer into a series of regular
payments, ensuring financial security in the later years of life. Annuities are
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commonly used to supplement retirement savings, offering a predictable
income stream and protecting against the risk of outliving one’s savings.

Children’s Endowment Policy

A Children’s Endowment Policy is specifically designed to secure a child’s
future. It provides a financial benefit either for the child’s education, marriage,
or other significant milestones once they reach a specified age. The policy, can
be purchased by parents or guardians and often matures when the,ehild
reaches a certain age, offering a lump sum amount that can be useﬂ@or the
child’s future needs (Fig.1.4). This policy ensures that financiak, port is
available for important life events, even if the parent or guardi%& no longer

around. Q

O*)\'
%i .1.4 Children’s Endowment Polic
(0_, g Y
TYPES OF GEN@L INSURANCE
Following ar¢\§@me of the major policies under General Insurance:
Health Q'l/j\lrance

Hea %surance is designed to cover medical expenses arising from illnesses,
inﬂl s or hospitalizations. It includes several variations, such as individual
health insurance, which covers one person; family floater plans, which cover
the entire family under a single premium; and critical illness insurance, which
provides a lump sum for severe health conditions like cancer or heart disease.
Group health insurance, often offered by employers, ensures health coverage
for employees under a single plan. These policies typically cover hospitalization,
pre- and post-hospitalization expenses, and may include cashless treatment
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options at network hospitals, easing the financial burden during health
emergencies.

Property Insurance

Property insurance offers protection against damage or loss of property due to
events like fire, theft, natural calamities, or damage. Home insurance is a
popular form of property insurance, covering the structure and contents, of a
home. Commercial property insurance, on the other hand, protects @ES,
shops, and industrial properties from risks specific to businesse&Q hese
policies ensure financial stability by compensating for loss "\,%nabling
individuals and organizations to recover from property—re@@ setbacks

effectively. Q
Motor Insurance \OQJ

Motor insurance provides financial protection for vehicles against risks like
accidents, theft and natural disasters. It is broadly &ategorized into third-party
liability insurance, which covers damages cau?s to others and is legally
mandatory in many countries and compre ive motor insurance, which
covers both third-party liabilities and ages to the insured’s vehicle.
Insurance Policyholders can enhance t}ég‘{koverage with add-ons such as zero
depreciation cover, engine protectio& roadside assistance. This type of
insurance is essential for safeguagding both private and commercial vehicles
from financial loss.

Travel Insurance bﬁ

Travel insurance is me @r those traveling domestically or internationally,
providing coverage f {J%expected events during trips. It includes protection
against trip cance‘ly ions, delays, medical emergencies, lost luggage or
misplaced pass . Policies can be purchased for single trips or multiple trips
within a yea@e ending on the travel frequency. Additionally, travel insurance
often includgs”assistance services, such as help during medical emergencies
abroad, ing it an essential tool for safe and worry-free travel.

Liabi Insurance

Liegfility insurance shields individuals and businesses from legal liabilities
arising from accidents, negligence or damages caused to others. This category
includes professional indemnity insurance, which protects professionals like
doctors or lawyers from claims related to their work; public liability insurance,
which covers businesses against claims from the public; and employer’s
liability insurance, which ensures compensation for employees injured at work.
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These policies help manage legal and financial risks, preventing disruptions to
personal or business finances.

Marine Insurance

Marine insurance is designed to protect goods, cargo and ships from risks
encountered during transit overseas, air or land. It ensures that businesses
engaged in shipping and transportation are covered against financial lgsses
due to accidents, piracy or natural disasters. Q?}

\Q
\'>@
>
Crop Insurance Q

Crop insurance protects farmers from financial losses~®@e to crop failure
caused by natural calamities, pests or diseases. It is essential in safeguarding
the agricultural community from the unpredictabili,@ f nature and ensuring
financial security. )

PRACTICAL EXERCISE

Activity: Perform Group discussion on (&rsonal experiences with various
insurance products and sharing 1n31gh@(9 their importance.

Material required: Notebook, Pap @@en Pencil and rubber.

Procedure:
1. Start the group discussi y introducing the topic: personal experiences
with insurance prod and their importance.

2. Set basic rules, liK{\Listening to others and keeping contributions short and

relevant. &(D’

medical gencies, accidents or property damage.

3. Ask part1c§e@s to share how insurance has helped them in situations like
4. Enco@}ge everyone to participate, especially those who haven’t spoken yet.

S. ss different types of insurance, like life, health, motor and travel, to
ver a variety of perspectives.

6. Summarize key points shared, such as the benefits of timely claims or
choosing the right policy.

7. Highlight common themes, like the peace of mind insurance provides during
unexpected events.
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8. Conclude by emphasizing the importance of insurance in managing risks
and ensuring financial security.

CHECK YOUR PROGRESS

Fill in the Blanks
1.
2.

Whole Life Policy offers coverage for the insured's entire

The Policy is designed to provide periodic payments a&é’ a
specified age, commonly used for retirement income. \Q
Insurance offers protection against damages to pro y due to

fire, theft, or natural disasters. ,Q,

. The Children’s Endowment Policy ensures financial s%g) ort for a child’s
education or when they reach a specified ag€)

. The Insurance covers the insured agai&@ losses from medical
expenses, injuries, and hospitalizations. o

B. Multiple Choice Questions

1.

Which of the following insurance policies offers lifelong coverage?

a) Whole Life Policy 6&\/

%\@1‘

d) Children’s Endow ebﬁ?olicy

b) Endowment Policy
c) Joint Life Policy

. Which type of ins Xnce covers damages caused by accidents or theft

involving vehic%&/p

a) Health Ingurance

b) Mot &urance
erty Insurance

c)
%G’i‘avel Insurance

Q%What is the main purpose of an Annuity Policy?

a) To provide a lump sum amount at the end of the policy
b) To insure property from damage
c) To offer periodic payments after retirement

d) To cover medical expenses
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4. Which of the following insurance types covers legal liabilities for
businesses or professionals?

a) Marine Insurance

b) Crop Insurance

c) Health Insurance

d) Liability Insurance b’
er to

5. Insurance provides coverage for the financial loss of crop%
natural disasters, pests, or diseases. \‘\,

a) Crop ,50
b) Property @Q
c) Motor 0
d) Travel X,
C. State whether the following statements ar@tct)le or False

1. The Endowment Policy provides a l@p sum payment only if the
policyholder dies during the term. .\/(b\/

2. Joint Life Policies are primarily f@;%usiness partners or married couples.

3. Annuity Policies are used t &er a lump sum payment to the insured
upon reaching a specified

4. Health Insurance typ‘5§b§ covers hospitalization and medical expenses
incurred due to ill or injury.

5. Marine Insurarﬂ@covers only risks related to land transportation.

D. Match the Czl@l

S.No C nA S.No Column B

1 3@6 Life Policy A | Provides periodic payments after retirement

~
QQEndowment B Protects crops against damage due to natural
Policy events

Covers medical expenses during illness or

3 Crop Insurance C |..
injury

4 | Annuity Policy D | Provides lump sum payment on policy
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maturity or death

Health

E Covers the insured’s life for their entire lifetime
Insurance

E. Short Answer Questions

1.

a k> LN

What do you mean by Insurance Products? b’
List out the features of Insurance Products. <
&
Q&’

<&

What is the main feature of a Joint Life Policy?
What is the key benefit of Annuity Policies?

What is the purpose of Marine Insurance?

F. Long Answer Questions O

1.
2.

3.
4.
5.

O
Explain the benefits and limitations of Insurar;@xi?roducts.

What are the different types of Life Insu@e Policies and their main
features? @

Describe the purpose and coverage.o@ealth Insurance.
Discuss the importance of Propegydnsurance and how it works.

How does Crop Insurance beqéfit farmers, and what risks does it cover?

G. Check Your Performance

1.

Demonstrate and prepdre a chart of different types of insurances under
Life and General. %\/

x
&
&

Q\’

)
P
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SESSION 3: INSURANCE SALES PROCESS

The insurance sales process is a structured approach to identifying,
understanding, and addressing customer needs with suitable insurance
products. This multi-step journey is more than just selling a policy; it is about
understanding the customer’s needs and offering solutions that provide real
value. By following a structured process and focusing on transparency,
empathy, and professionalism, agents can build strong relationships d

contribute to the financial security of their clients. This approach only
benefits the customers but also fosters trust and loyalty, ensurin%\fble long-
term success of the agent and the insurance company. 69

Below is an explanation of each step in the process: Q

1. Lead Generation «OQ’

Lead generation is the initial and foundational ste@)f the insurance sales
process. It involves creating awareness and in@‘est in insurance products
to attract potential customers (Fig.1.5).

72N\

Q Fig.1.5 Lead Generation

Q%ents use various strategies to generate leads, such as networking,

leveraging social media, participating in community events, or running
online and offline advertising campaigns. For instance, offering a free
consultation or financial health checkup can pique the interest of
individuals who may later convert into clients. Technology plays a
significant role here, with CRM software and analytics tools helping agents
identify high-potential leads efficiently.
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Prospecting

Building on the generated leads, prospecting narrows the focus to
individuals or businesses most likely to need insurance. This involves
researching the lead’s background to determine their requirements and
ability to purchase insurance. For example, an agent might prioritize a
new homeowner for property insurance or a young professional for life or
health insurance. Effective prospecting ensures time and resource%are
spent on high-value opportunities. \QQ/

Setting up Appointments

After identifying potential customers, agents reach o o schedule
appointments. This step requires good communicatiﬂkﬂls and a
persuasive approach to secure the customer’s i and attention.
Flexibility is essential, as prospects may have buseschedules. A well-set
appointment lays the foundation for a produ ive conversation, helping
establish trust and interest in the insuranceélélucts.

Needs Assessment @

During the meeting, the agent evalu \Gs the client’s financial situation,
lifestyle, risks, and long-term goals t@understand their unique needs. This
step is important in recommen the right insurance product. Agents
often ask questions to u@»@i‘ hidden risks or priorities, such as
retirement planning or proteeting assets. For example, a customer who
travels frequently mig %eed travel insurance, while someone with
dependents may prio1s'K; life insurance.

Presenting the uOf)ance Solution

Once the cli needs are identified, the agent presents a tailored

insurance @Jtion. This involves explaining the features, benefits, and

premiu of the proposed policy in a clear and relatable manner.

Tran ency is key element and the agent must outline both the

i ions and exclusions of the policy to ensure the client fully

erstands what they are purchasing. For example, an agent might

Q 1ghlight how a health insurance policy covers major illnesses but requires
a waiting period for pre-existing conditions.

Handling Objections

Clients often have reservations or questions about the product, such as
concerns about premium costs or policy terms. The agent’s role here is to
address these objections by providing detailed explanations and examples.
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Listening actively to the client’s concerns and responding thoughtfully can
resolve doubts and foster trust. For example, if a client finds a premium
too high, the agent might suggest a plan with a lower coverage limit that
fits within their budget.

7. Closing the Sale

Once the client is satisfied with the proposed solution, the sale is finalized.
This step involves completing the necessary paperwork and collecti e
first premium payment. It is the agent duty to explain the teﬁ@s and
conditions of the policy, ensuring the client understands theix ts and
obligations. A smooth closing process leaves a positive i@?ession and
reinforces the client’s decision. Q

8. Policy Issuance \OQJ

After the documentation is submitted, the insur&@e company processes
and issues the policy. The client receives a policy document outlining all
terms, conditions, and coverage details. gent’s role does not end
here; they should follow up with the cli to ensure the policy has been
received and clarify any doubts about its»contents.

9. Post-Sale Service ,g'\/

Post-sale service is required f%)&building long-term relationships. This
involves regular follow-u eminders about policy renewals, and
assistance with any ch s or claims. Agents who maintain consistent
communication with s often benefit from referrals and repeat
business. For exarr% a satisfied customer may seek additional policies,
such as adding rigderS to enhance existing coverage.

10. Claim Assist

In the ey r@f a claim, the agent guides the client through the process.
This i é&es helping with documentation, timelines, and procedures to
ens /‘e, a smooth claim settlement. Efficient and empathetic claim
h ing enhances the client’s trust in the insurance provider and the
Q@ent’s services.

PRACTICAL EXERCISE

Activity 1: Perform Role-play to practice each step of the sales process, from
lead generation to post-sale follow-up.

Material required: Notebook, Paper, Pen, Pencil and rubber.
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Procedure:

1.

Start by brainstorming a list of potential customers based on a product or
service.

Role-play how to greet the customer and introduce yourself professionally.

. Ask questions to learn about the customer’s preferences, challenges, or

requirements. b’

. Explain how your product or service meets the customer’s&éeds,

highlighting key benefits. -\%

. Practice listening to customer concerns and addressing th with clear

aAnsSwers. Q

6. Demonstrate how to confidently ask the customer &Q)Qhake a purchase
decision. o

7. Practice contacting the customer to check on t satisfaction and build a
long-term relationship. %

8. Conclude the role-play with feedback to @ntify strengths and areas for
improvement. o

Activity 2: Identify and discuss in th@;(c assroom about the customer needs
assessment. (D)S'

Material required: Notebook, Papsr, Pen, Pencil and rubber.

Procedure: b’
A

1.

4.

Y

. Encourage the rest of the class to observe and take notes on the

Begin by explaining concept of customer needs assessment and its
importance in sale%,

. Divide the %@&ts into small groups of two or three. Assign roles:

salesperson and customer.

. Give ea oup a specific scenario (e.g., selling a laptop, offering insurance,
Gi p a specifi i g lling a laptop, offering i

or pr@ ting a fitness program).

A{%(%Qqe "salesperson” to interact with the "customer" to identify their needs
asking relevant questions.

interactions.

. After the role-play, each group presents the needs they identified and how

they tailored their solution.

. Facilitate a discussion on what strategies worked well and what could be
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improved.

8. Provide constructive feedback to each group and summarize key
lessonslearned during the activity.

CHECK YOUR PROGRESS

A. Fill in the Blanks

1.

The initial step of the insurance sales process is , @kch
involves creating awareness and interest in insurance products. \Q

. The step that involves researching the lead’s back ound and

determining their needs and ability to purchase insu;@) e is called

. During the stage, the agent evaluates\@eej client’s financial
situation, lifestyle, and long-term goals to u&@rstand their unique
needs. X,

: O
. The process of involves complé&g necessary paperwork and

collecting the first premium payment. @

is the step in which the’a}gent helps the client through the
claims process by providing guid%fg on documentation and procedures.

B. Multiple Choice Questions §1 Q-
1.

Which of the following is %e irst step in the insurance sales process?
a) Handling Objectiogb’

b) Lead Generatio@\'

c) Closing the(é)éfe

d) Post—S@gervice

. In w@tep of the insurance sales process does the agent present a

tai d& insurance solution to the client?

@‘3 eeds Assessment

Q ) Setting up Appointments

3.

c) Presenting the Insurance Solution
d) Prospecting

Which of these is not part of the agent's role during the “Handling
Objections” step?

a) Listening actively to client concerns
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b) Offering alternative policies to fit the client’s budget
c) Immediately closing the sale

d) Providing detailed explanations and examples

. What is the purpose of the "Post-Sale Service" stage in the insurance

sales process?

a) To finalize the policy and complete paperwork E}

: . <
b) To help the client through the claims process %Q

c) To ensure customer satisfaction and build long-term rela\‘@%hips

d) To present insurance solutions to new leads A

. Which of the following happens after the “Closing th@&le” step?

a) Prospecting \,O
b) Post-Sale Service O\/

c) Lead Generation %

d) Needs Assessment \©

C. State whether the following statemé s are True or False

1.

The “Prospecting” step is fogb;\qfed on identifying leads that are most
likely to need insurance.

. The insurance agent’s 8% ends once the policy is issued to the client.
. Handling Objecti K@involves addressing the client’s concerns and

offering detailed \e} lanations.

. Setting up a intments is the final step in the insurance sales process.

. Post—sale@rvice includes regular follow-ups, reminders for renewals,

and @tance with claims.

D. Matc ‘bhe Column

A~
%)%‘D Column A S.No Column B
Guid th lient th h lai
1 | Lead Generation A uide ¢ clen roug claim
procedures
2 Prospecting B Narrow down potential customers based

on their needs
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Understand the client’s financial
3 Needs Assessment C . . .
situation, risks, and goals
4 Closing the Sale D Finali.ze paperwork and collect the first
premium
. . Create interest and awareness abqut
5 Claim Assistance E . 6.
insurance products &
'\f\
E. Short Answer Questions \'\,
1. What do you mean by Insurance Sales Process?
2. What is the purpose of the "Lead Generation" step in %%nsurance sales
process?
3. Why is “Post-Sale Service” important in b ing long-term client
relationships? O\’
4. What is the role of an associate in clalm@ tance?
F. Long Answer Questions \
1. Explain the importance of the "Pre@%ecting” stage in the insurance sales
process. \,
2. How can agents build lon@m relationships with clients after the sale
is closed? %
3. What are the key skills required for successfully handling objections
during the insura@ sales process?
4. Explain the In%%}émce Sales Process.

G. Check Your@&ormance.

1.

Demo te and prepare a chart showing the steps involved in the
In8§a ce Sales Process.

)
P
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SESSION 4: PERSONAL SKILLS FOR INSURANCE SALES

SKILLS ASSESSMENT

Tools for measuring a person's or a team's confidence, competence, knowledge,
or ability in a particular skill or set of skills are called skills assessments.
Assessments aid in determining a seller's or sales team's competencies@pd
pinpointing areas in which they may benefit from additional tra\i&ﬁ/g or
development. .

G
PERSONAL SALES SKILLS ASSESSMENT *&

Success in the insurance sales industry requires a blendgf interpersonal,
professional, and technical skills. These skills help nts build trust,
understand client needs, and close deals effectively (Kig: 1.6). Below is an
explanation of the essential personal skills require(kf/&/ excelling in insurance

sales: éo

NP Q

COMMUNICATION PERSUASION AND CUSTOMER PROBLEM-
SKILLS NEGOTIATION RELATIONSHIP ABILITY

\ MANAGEMENT

vidmu— ; TIME
SOLVING - MANAGEMENT
PERSONAL SALES SKILLS

S

e

RESILIENCE AND
PERSISTENCE

&7
&

2

O

NETWORKING TECHNICAL TECHNICAL ETHICAL
SKILLS KNOWLEDGE KNOWLEDGE CONDUCT

Fig. 1.6: Personal Sales Skills Assessment



1. Communication Skills

Clear and concise communication is essential in building trust and
delivering value to clients. Agents need to adapt their communication style
to suit different audiences, explaining complex insurance terms and
products in language that clients can easily understand. Non-verbal
communication, such as maintaining eye contact and an approachable
behavior, is equally important in establishing rapport. Moreover, list@ing

actively to clients helps agents identify needs, address conce and
provide appropriate solutions. . %
Example: An agent selling life insurance must patiently e n how the

policy secures the family’s future in the event of a loss, @ er than using
industry language that might confuse the client.

2. Persuasion and Negotiation Q)
Insurance products are often viewed as discretinary expenses, making it
essential for agents to convincingly highlig r value. Persuasive agents
focus on how the policy aligns with the ¢lient’s goals and mitigates risks.

Skilled negotiators address objections\py presenting alternative options
and demonstrating flexibility wit t compromising the business’s

profitability. &@
Example: When a client hesi%@' due to cost, an agent might negotiate by

offering a more affordabl an with optional add-ons, ensuring both
parties benefit. b%

3. Customer Relatio ip Management

Exceptional cus er service goes beyond selling a policy; it involves
understanding @e client’s journey and being available to assist at every
stage. This@c udes timely follow-ups, policy customizations, and claim
support; oactively offering guidance fosters loyalty and encourages
referr% which are essential in the insurance business.

ple: An agent who ensures seamless claim processing during a
Q@ent’s health emergency builds lasting trust and a positive reputation.

4. Problem-Solving Ability

Every client has unique circumstances and concerns, such as budget
limitations or specific coverage requirements. Problem-solving involves
analyzing these challenges and offering tailored solutions. Creative
thinking allows agents to address complex scenarios, such as combining
policies to provide comprehensive protection.
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Example: A business owner needing liability and property insurance may
benefit from a bundled policy. The agent’s ability to customize and explain
this ensures client satisfaction.

5. Empathy

Insurance often deals with sensitive topics like life, health, and financial
security. Demonstrating empathy helps agents connect emotionally ,with

clients, making them feel valued and wunderstood. This pe al
connection is necessary for discussing topics like life insurance Ochealth
coverage, where decisions can have profound implications. \'\,

Example: While discussing life insurance, an agent who a@cgowledges a
client’s concerns about family protection and reass@es them with
practical solutions fosters trust and confidence. \OQJ

6. Time Management ,&O

The insurance sales process involves lead @’%ration, follow-ups, client
meetings, policy documentation, and renewal§: Time management ensures
agents allocate sufficient time to hlgh—@orlty tasks without neglecting
existing clients. Effective scheduling, Q\g‘tomatlon tools, and delegation can
help manage workload efficiently. ,{\/

Example: Using a CRM syst to track client interactions and set
reminders for renewals e es agents never miss opportunities or
deadlines. %

7. Resilience and Per51s0ace

Rejections are com%?)n in sales, and resilience enables agents to learn
from setbacks keep moving forward. Persistence, on the other hand,
involves con@ﬁ nt follow-ups and finding innovative ways to connect with

potential ts. These traits are necessary in maintaining motivation and
achiev@érgets in a competitive industry.

Ex e: A lead who initially rejects a policy might later reconsider after

?Xiple follow-ups showcasing its value.
8.<! Networking Skills

Building relationships with individuals and organizations expands an
agent’s client base. Networking involves attending community events,
engaging in social media outreach, and collaborating with other
professionals. A strong network not only generates leads but also
enhances credibility in the market.

31



Example: An agent partnering with real estate firms might offer
homeowners insurance to new buyers, effectively tapping into a niche
market.

9. Technical Knowledge

Clients expect insurance agents to be experts who can guide them through
product options, coverage terms, and regulatory requirements. Agents
should continually update their knowledge to stay competitive an%%‘rer
relevant advice. O

O
Example: An agent well-versed in tax benefits related to life i \ﬁ‘anee can
effectively position it as a financial planning tool.

Q,O
10. Ethical Conduct <

Honesty and integrity form the foundation of succ s&ﬂ insurance sales.
Clients place their trust in agents to guide them fowards the right policy.
Ethical agents avoid misrepresenting fact G’Sr upselling unnecessary
products. This builds long-term relatio‘é‘hips and safeguards the
company’s reputation.

Example: An agent who transparently @iscusses a policy’s exclusions gains
the client’s respect, even if it resuh@jin a challenging sale.
X0
PERSONAL BRANDING y
In the competitive field of insurance sales, personal branding is a powerful tool

that helps agents distingui@r themselves from others. Personal branding
involves creating a uniq e;z&hstworthy, and professional image that resonates
with potential and existing clients. It is about showcasing your skills, expertise,
and values in a way t builds credibility and fosters long-term relationships.
A strong personal’brand positions an agent as a reliable advisor rather than
just a salespersoly, enhancing their reputation and business opportunities.

IMPORT OF PERSONAL BRANDING IN INSURANCE SALES

Perso Gdranding is required because it helps establish trust, which is the
cor one of any successful insurance relationship. Clients entrust agents
Wf@ their financial security and future planning, making credibility and
reliability non-negotiable. A well-crafted personal brand assures clients that
the agent is knowledgeable, ethical, and committed to their best interests
(Fig.1.7).

Moreover, in a market crowded with agents offering similar products, personal
branding creates differentiation. Highlighting unique skills or a specialized
focus, such as expertise in health insurance or retirement planning, helps an
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agent stand out. This differentiation is particularly important for building
relationships and generating referrals, as clients prefer working with someone
they perceive as a trusted expert.

Self Fulfillment @

Popularity

Everlasting @ @ Confidence ~Q'©
\>

0
Reputation % S‘taﬁs
Identity E] . VDetermmatlon

Dewelopmegt'

Fig. 1.7 Importance of Perso)riie'{Branding in Insurance Sales

KEY ELEMENTS OF PERSONAL&NDING

A successful personal brand 4%surance sales combines several elements:
Expertise and Profess:on

Clients expect their 1ns%nce agent to have in-depth knowledge of products,
policies, and 1ndust1§5’é‘trends Staying updated with certifications, attending
training sess1o d learning about new products enhance an agent’s
credibility. Pr fe onal conduct, including punctuality, clear communication,
and maintai %& confidentiality, further strengthens the brand.

Empath@}nd Client-Centricity

Per branding is not only about promoting oneself; it is about how clients

ter interacting with the agent. By listening to clients, understanding their
needs and providing tailored solutions, agents demonstrate genuine care. This
empathy creates emotional connections, making clients more likely to trust and
recommend the agent.

Online Presence



In today’s digital world, a strong online presence is essential. Social media
platforms like LinkedIn, Facebook, and Instagram provide agents with
opportunities to connect with prospects, share insights, and establish
themselves as thought leaders. Sharing educational content, testimonials, and
success stories helps agents build visibility and credibility online.

Testimonials and Reviews

Positive client feedback is one of the essential parts of personal bra éﬁg.
Satisfied clients often leave testimonials or reviews that highlight af}@gent’s
reliability and professionalism. Showcasing these endorsements on& sites or
social media creates trust and encourages new clients to engage@to

STRATEGIES TO BUILD AND ENHANCE PERSONAL BRANDING

To create a lasting personal brand, agents should f6€ds on consistency,
authenticity, and continuous improvement. Defiling a clear value
proposition—what makes them unique—is the first step. For instance, an agent
might specialize in simplifying complex polici% r focusing on retirement
planning for families. @

Networking is another essential stra . Attending industry events,
collaborating with professionals, and Q‘érticipating in community activities
increase visibility and generate refer . Agents should also prioritize regular
engagement with clients, provid%%xoellent post-sale service, timely policy
updates, and claims assistance %o aintain their brand’s integrity.

Furthermore, online marketi ools like blogs, webinars, and videos can help
agents reach a wider anmfli€nce. Sharing valuable content, such as tips for
choosing the right po },Qf%r understanding claim processes, positions the agent
as a trusted resourc%,

BENEFITS OF @RONG PERSONAL BRAND

A well-devel personal brand offers numerous advantages. First, it attracts
more cli /\s§ y creating a positive reputation in the market. Clients are drawn
to age ho appear professional, knowledgeable, and trustworthy. Second, it

en@ages client loyalty, as a strong brand fosters deeper relationships.
Satisfied clients are more likely to renew policies and provide referrals,
ensuring steady business growth.

Additionally, a healthy personal brand enhances career prospects. Agents who
are recognized for their expertise and professionalism are more likely to be
noticed by peers, employers, or partners for higher-level opportunities. It also
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provides a competitive edge, enabling agents to boom even in challenging
market conditions.

PRACTICAL EXERCISE
Activity 1: Identify and discuss the personal skills for insurance sales.

Material required: Notebook, Paper, Pen, Pencil, and rubber.

Procedure: ij’
1. Begin by explaining the importance of personal skills in insurgu%@ sales,
such as communication, empathy, and problem-solving. NQ\\,

2. Ask students to brainstorm and list skills that are importg’@br successful
insurance sales. Example skills: active listening, persua%o , patience, and

adaptability. O
3. Discuss how effective communication helps K;L,O building trust and
understanding customer needs in insurance saleé\J

4. Explain how empathy enables salespeople toyconnect with customers and
address their concerns with care and un% anding.

5. Discuss how insurance sales require'lpy%blem—solving skills to recommend
the right coverage based on custon@ eeds.

6. Highlight how persuasion h%éb' convince clients about the benefits of
skil

insurance, and negotiation help in closing deals.

7. Talk about the importan@véf eing patient with customers and persistent in
following up without g pushy.

8. Conclude by su arizing that personal skills like communication,
empathy, probl ﬁ?solving, and persuasion are essential to succeed in the
insurance s profession.

Activity @Perform Skill-building exercises focused on effective
commur'@%gtlon and feedback sessions to improve sales pitches

Material required: Notebook, Paper, Pen, Pencil, and rubber.
Procedure:

1. Begin by explaining the importance of clear and persuasive communication
in sales.

2. Have students pair up and practice active listening, where one person
shares a story and the other listens attentively.
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. Ask each student to create a 1-minute elevator pitch and present it to a
partner, focusing on engaging the listener.

. In small groups, assign different sales scenarios and let students role-play
to practice pitching and handling objections.

. After each role-play, provide constructive feedback on clarity, tone, and
persuasiveness of the pitch.

. Discuss the importance of body language and have students practice@iSing
gestures, posture, and facial expressions while pitching. %

. Role-play common objections customers may raise and practm&espondmg
confidently and effectively.

. Conclude with a group discussion on what worked welléand how feedback
can help improve future sales pitches.

CHECK YOUR PROGREQS"
. Fill in the Blanks %O

1. is essential for agents t&@ﬂd trust and deliver value by
explaining complex insurance terms @pan understandable way.

2. In the insurance sales procesx@l involves addressing client
concerns and offering tailored §plutions.

3. helps agents §ta d out by showcasing their skills, expertise,
and values to clients.

4. A well-crafted per%&‘g brand establishes , which is crucial
for building lo m relationships with clients.

o

ifdvolves attending industry events, collaborating with
profess1or@ and participating in community activities to increase
visibil

. Multj 1%, hoice Questions
1 @mt is the primary focus of an insurance agent’s personal brand?
Q a) Selling as many policies as possible
b) Establishing trust and credibility with clients
c) Focusing solely on technical knowledge

d) Using aggressive marketing tactics
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. Which of the following is an example of good communication skills for an

insurance agent?

a) Using industry jargon to explain policies

b) Listening actively to client needs and concerns
c) Speaking rapidly to cover all topics quickly

d) Focusing only on the product’s features 62}

. What role does empathy play in the insurance sales process? %Q

a) It helps agents quickly close sales without addressing cli oncerns.
b) It allows agents to prioritize sales over customer rela@ﬁ?hips.
c) It reduces the need for clear communication. &

d) It creates an emotional connection and builds,@lst with clients.

. How does networking benefit an insurance agést?

a) It reduces the need for customer service:.
b) It focuses only on digital marketing\e orts.
c) It ensures immediate sales With©very interaction.

<
d) It helps agents expand thei@ﬁent base and increase credibility.

. What is a critical skill for a surance agent to manage multiple client

interactions efﬁcientlbeﬁ

a) Time Managem n@'

b) Networklng

c) Empath
d) Ne én Skills

R
C. State er the following statements are True or False

1.

asion and negotiation skills are unnecessary in the insurance sales
ocess.

g. A strong personal brand in insurance sales is built solely on technical

knowledge.

3. Empathy helps insurance agents connect emotionally with clients,

making them feel valued and understood.

4. Time management ensures that agents prioritize low-value tasks over

high-priority tasks.
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5. Networking is an essential strategy for building relationships and
generating referrals in the insurance industry.

D. Match the Column

S.No Column A S.No Column B
1 Communication Skills A Helps agents build a persogfjd
connection and trust
] \
Involves addressing ctions

2 Persuasion and Negotiation B )
v & and presenting alter \n;@ves

Involves  explain xng complex

3 |E th C
mpathy policies in su‘i@e terms

Ensures&&gents allocate time

4 | Time M t D
ime Managemen effe%@y to priority tasks

) @ands client base by attending
ents and collaborating with

5 Networking Skills ;
A ,
'Q professionals

D. Short Answer Questions

—_

. What do you mean Skills ssessment°
2. List out the personal s skills.
3. What is Personal @ndmgD
4. What is the i@tanoe of personal branding?
E. Long Answe@'&estions
1. Explﬁl e personal skills required for insurance sales.
2. EXplain the strategies to build and enhance personal branding.
iscuss the key elements of personal branding.
F. Check Your Performance.

1. Identify and prepare a chart for key personal sales skills required for
success in insurance sales
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MODULE 2: LEAD GENERATION TECHNIQUES

Lead generation is a fundamental aspect of sales and marketing that focuses
on attracting, engaging, and converting prospects into potential customers.
The process starts with targeting the right audience, using data-driven
insights to identify individuals or organizations that fit the ideal customer
profile. Marketers then employ a variety of techniques to draw attenti;n to

their offerings, such as offering valuable content, hosting webinars, ing
targeted ads, and leveraging social media channels. %Q
Once prospects show interest through actions like fillin t forms,

downloading resources, or subscribing to newsletters, they l;@ me leads—
individuals or businesses who are likely to purchase orQngage with the
brand. At this stage, lead nurturing comes into pl Gyhere businesses
develop relationships through personalized com@unication, providing
valuable information and addressing concerns ;gxkeep prospects moving

through the sales funnel. $Q
a

The efficiency of lead generation relies ily on analyzing customer
behavior and feedback, allowing busine&ies to adjust their strategies and
improve their lead conversion rates. B @ntinuously optimizing the process,
companies can build a steady pipeb{@, f qualified leads, ensuring long-term
revenue growth and customer reteption. Effective lead generation is not only
about collecting data but also“about providing the right value at the right
time, positioning a busines&‘é? a trusted solution for the needs of its target

audience. ,Q,

In this module the f%l session covers the basics of lead generation, the
second session dea‘k’éwith the training aspects for lead generation, the third
sessionfocuses of1 the analysis of portfolios and the fourth session given
emphasis on t{;preparation of proposals.

S
e
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SESSION 1: INTRODUCTION TO LEAD GENERATION

CONCEPT OF LEAD GENERATION

The concept of lead generation revolves around the process of identifying,
attracting, and nurturing potential customers who have shown interest in a
product or service. It is a key marketing activity designed to build a pipelipe of
prospective buyers, making it easier for sales teams to convert these 1 into
loyal customers. Lead generation focuses on capturing the attention .oglfl right
audience and gathering their contact information or other releva@%etaﬂs for

follow-up. Q’

The main goal of lead generation is to drive engagement @th individuals or
organizations that are most likely to benefit from the bu¥ihess offerings. This
can be achieved through various methods such as c&l@ent marketing (blogs,
eBooks, videos), social media campaigns, paid a tising, email marketing,
Search Engine Optimization (SEO), and more. e methods are designed to
attract people, spark interest, and eventually ourage them to take a desired
action, like filling out a contact form, \s,igning up for a newsletter, or
downloading a resource. ,i‘\,

Leads can be categorized into two m?gf}, ypes:

1. Cold leads are individuals ganizations that have shown little or no
prior interest in your pro t, service, or brand. These are prospects who
may not be actively seeking-a solution to a problem your business addresses
or who have not eng%d with your marketing efforts in a meaningful way.
In other words, c%@ eads are typically unfamiliar with your business or
have not expres}i@ any intent to make a purchase.

2. Warm Leads@hese are prospects who have shown some interest in your
product @rvice. They may have engaged with your content, signed up for
newslé"ol?s, or interacted with your brand in some way. These leads are

m ikely to convert to customers since they have already expressed some

0
I&f interest.

LE GENERATION METHODS

There are numerous lead generation methods that businesses use to attract
and convert potential customers. Here are some of the most common and
effective ones:

Referral Lead Generation: Referral lead generationis a powerful and cost-
effective method that involves leveraging your existing customers, employees,
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partners, or networks to generate new leads (Fig. 2.1). Essentially, you
encourage current satisfied customers or business contacts to refer friends,
colleagues, or acquaintances who may be interested in your products or
services. Since the leads come from trusted sources, they are often more
qualified and more likely to convert into paying customers.

Y,
Q
0%

a NS

Fig 2.1 Referr& ad Generation
KEY ASPECTS OF REFERRAL WGENERATION:

1. Referral Programs 4%

A referral program in%o/@lvizes customers or partners to refer others in
exchange for reward@ discounts.

Example: Uber’s rral program allowed riders and drivers to invite others
to join the orm. When a referred person took their first ride or
completed theéir first trip as a driver, both the referrer and the new user
receive @credits or bonuses.

2. Cust@r Referral Networks

ding a customer referral network encourages word-of-mouth marketing.

ustomers who are happy with your product or service are likely to refer

others naturally. However, providing an easy way for them to refer—like a
simple link, form, or referral code—makes the process smoother.

Example: A fitness center could encourage its members to refer friends by
providing a unique referral link that tracks new sign-ups, rewarding both
the referrer and the new member.
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3. Partner and Affiliate Referrals
Businesses can work with partners, influencers, or affiliates who refer
clients in exchange for commissions or rewards. These relationships help
businesses expand their reach and access new leads through trusted
individuals or companies in their industry.

Example: Amazon's affiliate program allows individuals, bloggers, or
businesses to promote Amazon products by sharing unique affiliate 1@(8.
When users click the link and make a purchase, the affiliate s a

commission on the sale. \,\,%
DATA MINING \,;O
Data mining in lead generation refers to the process of analysﬁg large datasets
to uncover patterns, trends, and insights that can be us identify potential
leads. This method leverages sophisticated algorithms,@tatistical models, and
machine learning techniques to examine vast a ounts of structured and

unstructured data. The goal is to find hidden @pportunities, target high-
potential prospects, and improve the efﬁcienq@f ad generation efforts.

The key aspects of data mining for lead gene@ ion include:
1. Data Collection and Integration 6&\/

e Gathering data from multiple rces (e.g., CRM systems, social media,
customer feedback, websit wity).

e Integrating data from dg%'ent platforms to create a comprehensive view
of potential leads. ’(,Q'

2. Customer Profilin %

e Building det'z:& profiles of leads based on their characteristics (e.g.,
age, locat@ interests, purchase history).

. This@)s in identifying prospects with similar attributes to existing

su ful customers.
NETWO'§I&ING

NeQz tking for lead generation is a powerful strategy that involves building and
nurturing relationships with potential clients, partners, and influencers who
can help connect you with valuable leads. It’s about creating a network that
facilitates trust, collaboration, and referrals.

There are some key aspects of networking for lead generation:
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1. Social Media and Online Networking

Platforms like LinkedIn, Twitter, and Facebook provide excellent
opportunities to connect with professionals and potential leads.
Participate in discussions, share valuable content, and comment on
others' posts to get noticed (Fig. 2.2).

v
Fig. 2.2 Social Media @QDnline Networking
2. Content Sharing and Thougl@&dership

Sharing relevant, helpful corntent within the network to demonstrate the
expertise and add valté. y providing solutions to problems, a person
can be positioned %&/ rusted resource.

Blogging, webi ars, podcasts, and videos can help to build authority and
attract potential’leads through educational content.

ONLINE STRATEGIES

Online str ge)s for lead generation focus on using digital tools, platforms, and
techniq@o attract, nurture, and convert potential customers.

Her

some key online lead generation strategies:

l.gocial Media Marketing

Platform Selection: Choosing the social media platforms where the
target audience is most active. Platforms like LinkedIn, Facebook,
Instagram, and Twitter are key for different industries.

43



« Engagement: Posting valuable content regularly, interact with followers,
join relevant groups, and respond to comments and messages to foster
relationships.

o Paid Ads: Using social media advertising (Facebook Ads, Instagram Ads,
LinkedIn Ads) to target specific audiences based on their demographics,
interests, or behaviors.

2. Influencer Marketing 66
o Identify Influencers: Collaborating with influencers or industa}%aders
who have an established online presence. Their endorseme n lead to

a significant increase in leads.

e Sponsored Content: Working with influencers toQJ&ate sponsored
content that promotes the business to their addjgnce, ensuring it’s

aligned with the target market. &O
3. Online Reviews O\’
e Encourage Reviews: Ask satisfied t‘gmers to leave reviews on

platforms like Google, Yelp, or Trustpilot. Positive reviews help build
trust and encourage new leads to co\,@ert.

IMPORTANCE OF LEAD QUALITY VsV.Qé’UANTITY

When it comes to lead gener%&i the debate between lead quality vs.
quantity is essential for shaping the sales and marketing strategy. Both
aspects play an importa a2%)16, but understanding their balance can
significantly affect your h&fness’s success. Here's why lead quality often
trumps quantity, and How both impact the approach to generating and
converting leads: &(b’

LEAD QUALIT

Importancﬁ@
1. High /\onversion rates: Quality leads are more likely to convert into sales

b (@se they are already interested in the existing offer, often having a clear
for all product or service.

2. Efficiency: With high-quality leads, wasting resources on cold or
uninterested prospects is not required. The real focus on efforts of nurturing
relationships that are more likely to pay off.

3. Long-term value: Quality leads tend to be more loyal customers and can
generate referrals, increasing the lifetime value of a customer.
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Example: A lead who has downloaded the pricing guide, interacted with the
sales team, and has a clear budget would be a high-quality lead compared
to someone who clicked on an ad but hasn't engaged further.

LEAD QUANTITY
Importance

1. Larger pipeline: More leads mean more opportunities, giving a 1arger8901
to work with. Even if only a small percentage converts, the volume ef§tres
some success. S

«
2. Brand awareness: Higher lead quantity can be beneficial ﬁ@\{ncreasing
brand visibility and awareness, even if they aren’t aQ\%ady to buy
immediately. <

3. Testing and optimization: A large number of leads ¢ Nrgqelp test marketing
strategies, refine messaging, and determine th est ways to capture
potential customers. O\’

Example: If you're running a broad awareness campaign targeting a large
audience, you may generate hundreds of\lf s, but many of them might not
be the perfect fit for your business. -, Q)

\
PRACTICA&'KJ%XERCISE

Activity 1: Identify and List Out @:%’nline Lead Generation Platforms

Materials required: Noteboo&%’aper, Pen, Pencil, rubber and computer with
internet facility \',Q'

Procedure:

Explain lead gen¢§tion and its importance in business.

Divide stude@ into groups to brainstorm online lead generation platforms.
Allow ti%@r each group to research and identify platforms online.
Grou@\lst at least S platforms, with a brief description of each.

S

. group presents their list and explains how each platform works.

6.%1ass discusses and compares the platforms, concluding with a summary of
key tools.

Activity 2: Conduct Practical Session on Identifying Potential Leads Using
Various Techniques Like Brainstorming on Lead Sources.

Materials required: Notebook, Paper, Pen, Pencil, rubber and computer with
internet facility.
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Procedure:
1. Present common lead sources and techniques for identifying leads.
2. Divide students into small groups (3-4 members).

3. Ask each group to brainstorm potential lead sources that businesses can

use.
4. Allow time for groups to research additional lead sources. @b.
5. Groups present their findings on lead sources. %Q
6. Conduct a classroom discussion, asking students to share thei@%ughts on
the most effective lead sources. QQ
CHECK YOUR PROGRESS <
A. Fill in the Blanks O\O
, L

1. When businesses use to analyze large data sets, they uncover
patterns and trends that help target high- tial leads.

2. A referral program incentivizes custom@ or partners to refer others in
exchange for or . (b'

3. Social media platforms hke and are key for different
industries in engaging poten 1$1Eads through content sharing, ads, and
interactions.

4. lead generﬁéy involves encouraging existing customers,
employees, or part o refer new leads to a business, often through
incentive program%

5. A larger lead ~ provides more opportunities and can help improve
brand aw s, even if not all leads convert immediately.

B. Multiple ice Questions

1. W agf pe of leads does a business typically aim to generate using data
ing?
%) Random leads
b) Low-quality leads
c) High-potential, qualified leads
d) Leads that are not interested in the product

2. Which of the following is a key advantage of using social media for lead
generation?
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a) Immediate sales conversion

b) Ability to target specific audiences
c) Minimal content creation required
d) No need for customer engagement

3. Which tool or platform is most commonly used for running paid ads for
lead generation?
<

a) WordPress ) %Q
b) LinkedIn Ads \Q\'
c) Google Docs Q’O’
d) Zoom \OQJ
4. Which of the following is an example of a tac;r{/@used in referral lead

generation? X,

a) Offering discounts to customers who re c?hers
b) Running Facebook Ads @

c) Writing blog posts \’(b\',

d) Sending cold emails \,6&
5. What is a key feature of a e@(obrlner referral network?
a) It requires paid adve g
b) It relies on word:ef*mouth and customer satisfaction
c) It focuses on@ il marketing
d) It uses we{@t’e pop-ups
C. State wh%e the following statements are True or False
1. Ref 1" lead generation relies on gaining new leads from existing
aél‘ners or business partners.
2 ata mining is a method that involves randomly guessing customer

Q preferences to generate leads.

3. Influencer marketing can help generate leads by collaborating with
influencers who already have an established audience.

4. Lead generation is only effective if you target the largest possible
audience, regardless of relevance.
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5. Networking is primarily about selling products directly to new leads at
events.

D. Match the Columns

S.No Column A S.No Column B

1 Referral Lead Generation A | Analysing data to identiﬁé

potential leads. %8 [
20>
2 Data Mining B | Encouraging custom%? to
refer others. O
o |
3 | Social Media Marketing C | Building Xprofessional
relationships™énline / offline.
O
4 | Influencer Marketing D |Using i ﬁ%(encers to promote
prod&@.
S5 | Networking E | l@lg ads/content on

. (';’Jlatforms like Facebook.
N

¢
E. Short Answer Questions \,@'\

1. How does data mining help@%&d generation?

2. How can networking beeéfzd for lead generation?

3. What is a referral n@gém, and how does it work?

4. What is the pu %of customer profiling in lead generation?
F. Long Answer tions

1. Explai t@ process of referral lead generation and how it benefits
busi &és.

2. D@}ibe the advantages and challenges of using social media marketing
lead generation.

Q Discuss the importance of balancing lead quality and lead quantity in a
lead generation strategy.
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SESSION 2: TRAINING FOR LEAD GENERATORS

Training for lead generators focuses on equipping individuals with the skills
and knowledge to effectively identify, engage, and qualify potential customers
for the sales team. This training covers a variety of methods, including both
inbound and outbound lead generation techniques, such as cold calling, email
outreach, social media engagement, and content marketing. Trainees are
taught to understand buyer personas, assess lead quality through qualiﬁc@on
and scoring methods, and utilize CRM tools to manage leads throu the
sales funnel. Effective communication, objection handling, and l@boration
with the sales team are also emphasized to ensure smooth trafisitions and

optimize lead conversion. By providing these essential too d strategies,
training helps lead generators become key contributors to 350 pany’s growth
by consistently delivering high-quality prospects. O

Trainees learn to identify ideal customer profiles’,&gefine their outreach
techniques, and tailor messaging to resonate W'tb ifferent segments of the
target audience. They also gain proficiency in ng a range of digital tools,
from CRM systems to advanced lead researc@latforms, which allow them to
track and manage leads effectively. I‘h&?ﬂgh role-playing and real-world
simulations, they practice engaging m@r leads, addressing objections, and
refining their approach to maximize ersion rates. In addition, the training
includes ongoing feedback ar&rformance assessments to help lead
generators continuously improve their approach, optimize their strategies, and
align their efforts with the coﬁany‘s goals. The result is a well-rounded team
capable of generating co%sfk nt, high-quality leads that drive sales growth and
business success.

MEANING OF LEAD;ENERATORS
Lead generator@are individuals or tools responsible for identifying and

attracting p tial customers (leads) who may be interested in a company's
products ervices (Fig. 2.3). Their role is to generate interest, qualify leads,
and p em on to the sales team for further engagement and conversion into
payi stomers. Lead generators typically use various strategies such as cold

caﬁng, email outreach, content marketing, social media campaigns, and data
research to find and engage with potential prospects.
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Fig. 2.3 Meaning of lead gen \;'s
TECHNIQUES FOR TRAINING LEAD GENE é

Training lead generators involves equippi \;hem with a variety of techniques
and strategies that help them effectively.ddentify, engage, and convert potential
customers. some key techniques for t]sqﬁvhng lead generators are given below

1. Understanding Buyer Person@

Understanding buyer per s is essential for businesses to cater their
marketing, sales, and ct development efforts to better meet the needs
of their target custc%ts. A buyer persona is a detailed, semi-fictional
representation of @f_ideal customer based on real data and some educated
guesses about C mer demographics, behaviors, motivations, and goals.

Lead ge s are responsible for identifying and attracting potential
custome %éads) so having a deep understanding of buyer personas allows
them tO\target the right prospects and engage them more effectively.

@ple Apple is known for creating detailed buyer personas to drive its
é}ketmg, product development, and customer experiences. Apple targets
ifferent personas depending on how customers interact with technology,

their lifestyle, and their needs.

2. Social media engagement

Social media engagement refers to the interactions that occur between a
brand and its audience on social media platforms. These interactions can
include likes, comments, shares, mentions, and direct messages. Engaging
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with your audience effectively on social media helps build relationships,
improve brand loyalty, and increase visibility.

Training lead generators to effectively engage on social media involves
teaching them techniques that will build relationships, establish authority,
and convert prospects into leads.

Example: Thousands of Starbuck’s customers posted their cup designs on

Instagram and Twitter, tagging Starbucks and using the campaign h g.
Starbucks engaged by liking and commenting on the posts also
showcased the designs on their social channels. \'\,

0

3. Time management and productivity

A
For lead generators, time management and producti 3 are especially
critical since their success is largely dependent on effi¢i€nt and strategic use
of their time. Effective time management and pr tivity are crucial for
lead generators, as their role requires efficigncy in reaching out to
prospects, nurturing relationships, and convestintg leads into customers.

Example: A marketing firm starts each da@y reviewing their to-do list and
prioritizing tasks based on urgency a.n%\;mportance.

4.Using CMR and lead generation tooéé\’

A CRM system (Customer Relatignship Management system) is a software
platform designed to help busiiesses manage interactions with customers,
leads, and prospects. It ralizes customer data, automates marketing
and sales workflows, a{rl@vprovides tools to improve customer service and
experience.

Using CRM (lik gééllesforce, HubSpot, and Market) systems and lead
generation t %inkedln Sales Navigator, Outreach.io, and Hunter.io)
together is Q?Verful way to train lead generators. These tools provide the
data a gﬁtomation that can help optimize lead generation efforts and
trac progress of training.

5.Settiig Objectives

Qraining lead generators effectively begins with setting clear, structured
objectives that align with both individual and organizational goals. The key
is to establish SMART (Specific, Measurable, Achievable, Relevant, and
Time-bound) goals to ensure clarity and focus. For example, a goal might be
to "Generate 50 qualified leads per month from targeted industries, using
LinkedIn outreach and cold calling strategies." It's also important to break
down larger objectives into smaller milestones, such as setting weekly or
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daily targets for calls, emails, and meetings booked. Additionally, focusing
on lead quality is as crucial as volume, with specific objectives for lead
scoring and conversion rates. Time-based goals are essential, and tracking
progress regularly through CRM systems helps monitor performance.
Regular reviews allow for adjustments to the approach if needed, ensuring
lead generators stay on track. Coupling these objectives with rewards or
recognition for meeting targets can further motivate the team. Finally,
continuous learning and skill development should be part of the p&ss,
with opportunities for training or peer learning to refine techni &s and
improve overall performance. By setting well-defined objeetives and
providing the tools, resources, and feedback needed to mﬁzm, lead
generators are better positioned to succeed in their roles.

6.Tracking Performance of Techniques for Training Lea@%enerators

Tracking the performance of lead generators involve)eVQSing Key Performance
Indicators (KPIs) like lead volume, quality, con ion rates, and follow-up
rates to measure success. CRM tools help mofiiter activity and lead progress
through the sales pipeline. Regular re@ts and real-time dashboards
provide insights into performance, w e A/B testing helps assess the
effectiveness of different outreach strategies. Feedback from call recordings,
customer surveys, and peer revievs@énsures continuous skill development.
Regular performance reviews e@%aohing allow for adjustments to improve
results and optimize trainin

7.Feedback of techniques %aining lead generators

Providing feedback xtead generators is essential for their growth and
performance imp ment. It should be specific, actionable, and data-
driven, focusing?en clear behaviors or tasks, such as improving lead
qualification call conversions. Balancing positive reinforcement with
constructife)criticism motivates and helps identify areas for improvement.
Regulari~timely feedback, combined with skills development opportunities,
enc @ es continuous learning. Encouraging self-reflection and setting
c%goals for improvement ensures lead generators stay focused on their

wth. By using these techniques, feedback becomes a tool that enhances
their performance and contributes to their success.

CREATING ENGAGING TRAINING MATERIAL

Creating engaging training material for lead generators is required to ensure
they stay motivated, understand the content, and apply what they've learned.
The key strategies for developing effective training materials are given below
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1. Interactive Content: Use interactive elements like quizzes, polls, and
scenario-based exercises to keep lead generators engaged. These activities
allow learners to apply concepts in real-world situations, enhancing their
retention of information.

2. Visual Aids: Incorporate visuals such as infographics, flowcharts, and
videos to explain key concepts like the lead generation process, sales
funnels, and effective outreach strategies. Visual content helps sin@lify
complex information and makes learning more engaging. ,\Q

3. Clear and Concise Modules: Break down training into sha'q»%focused
modules or micro-learning segments that address one conif at a time.
This ensures the content is digestible and keeps attention }Qe high.

4. Real-Life Examples and Case Studies: Use exam Cand case studies
from actual lead generation campaigns to demonst@te best practices and
common pitfalls. This makes the material more Qf&-table and applicable to

the learners' roles. @)

5. Role-Playing: Design role-playing exerci where lead generators can
practice scenarios such as cold call\ email outreach, and objection
handling. N

PRACTIC&@‘EXERCISE

Activity 1: Develop and present training materials to train lead generators

on effective techniques for ge ting leads.

Materials required: Notel&oak, Paper, Pen, Pencil, rubber and computer with
internet facility.

Procedure: (§&
1. Present a qu@'%verview of lead generation types and techniques.
2. Ask par@zﬁnts to brainstorm different techniques for generating leads.

3. Inp 'r\or small groups, participants create training materials for a specific

t%@que.

4.@roups present their materials, followed by role-play to practice the
techniques.

5. Provide feedback on presentations and facilitate a class discussion on
improvements.

Activity 2: Identify and list out thetechniques for training lead generators and
its process.
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Materials required: Notebook, Paper, Pen, Pencil, rubber and computer with
internet facility.

Procedure:

1.

3. Group the techniques into categories. )

. Each group outlines the step-by-step process for a selected te@%

Begin with a brief introduction to lead generation, explaining its importance
and the key objectives.

. Divide the class into small groups and ask them to brainstorm different&e'ad

generation techniques. <

\Q
>
que.

5. Groups present their techniques and processes, follo&d by a class

discussion. «Q

. Summarize and compile a master list of techniques )QJQl their processes.

CHECK YOUR PROG%zés

Fill in the Blanks @

1. Lead generators need to understa.n%,\, to target the right
prospects effectively. 6&\/

2. Engaging with customers on tal media can improve and
increase brand visibility. @

3. For lead generators, ‘>\4\J is essential for efficiently reaching out

to prospects and cor& ing leads into customers.

4. Using , such as infographics and flowcharts, helps make
training conte};g&iore visually engaging and easier to understand.

Ul

. Q exercises allow lead generators to practice real-world
scenarigs, like cold calls and email outreach.

. Multi hoice Questions

1. t is the role of role-playing in lead generation training?

Q a) To help generate leads through advertisements

b) To practice engagement techniques, objection handling, and refining
c) To teach financial analysis

d) To create marketing strategies for new products
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2.

C.S

Why is time management beingimportant for lead generators?
a) It allows them to attend meetings on time

b) It allows them to create more marketing campaigns

c) It ensures they handle customer complaints faster

d) It helps them prioritize outreach tasks to maximize lead conversion

. When training lead generators to understand buyer personas, whateghe

primary objective? ) %Q

a) To create customer service scripts \Q\'

b) To better tailor marketing, sales, and product deve]@?&ént efforts to
target customers <

c) To identify marketing trends O'\O

d) To understand competitive pricing strategies
What type of goals are most beneficial for t%ﬁning lead generators?

a) SMART goals (Specific, Measur%@ Achievable, Relevant, Time-
bound) Q-

0>
b) General and vague goals \'@
c) Goals based on other de @'ment’s needs

d) Customer satisfactigﬁoals

. Which of the followidg is an essential skill for lead generators when

engaging with pot@ 1 customers?
a) Knowledge oding

b) Ability@'é:eate websites

c) E@e communication and objection handling

d) uct manufacturing expertise

whether the following statements are True or False

Q Lead generators are responsible for closing sales and converting leads

2.

3.

into customers.

Continuous learning and feedback help lead generators refine their skills
and improve performance over time.

Interactive content such as quizzes and scenario-based exercises helps
lead generators apply their learning in real-world situations.
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. Social media engagement only involves posting content and does not

require responding to customer interactions.

. Feedback for lead generators should only focus on negative aspects of

their performance to help them improve.

D. Match the Columns

S.No Column A S.No Column B b.
&
1. | Buyer Persona A. | Organizes and tracks leads\.\’%o
Y
2. | Social Media Engagement | B. | Defines ideal custom%s\§ target.
Y
3. | CRM Tools C. Interacts with cu§tomers on social
platforms.
K& Q)]
4. | Time Management D. | Refines strdtegies through input.
A
S. | Lead Generation Tools E. Priorgxhigh—value tasks.
6. | Feedback F. I&i’/&tiﬁes prospects through tools.
. >
E. Short Answer Questions (5&,
1. What is the main role of le@enerators in a company?
2. How can lead generat@% effectively engage with prospects on social
media? A
o
3. What is interact;{e ontent, and how does it benefit lead generators?
4. How can fee contribute to the success of lead generators?

F. Long Answe@uestions

1.

Discugggow lead generators can use social media engagement to build
re@snships and drive conversions. Provide examples.

@W can lead generators use time management strategies to increase

<

productivity and effectiveness in their role?
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SESSION 3: CUSTOMER PORTFOLIO ANALYSIS

Customer Portfolio Analysis (CPA) is a strategic approach used by businesses
to evaluate and manage their customer base by segmenting customers into
different groups based on specific criteria such as profitability, purchasing
behavior, and potential for growth. The goal of CPA is to identify high-value
customers, optimize marketing and sales efforts, and allocate resources more
effectively. By analyzing factors like customer lifetime value, purch%ing
frequency, and overall relationship strength, businesses can prioritizetheir
efforts on the most profitable segments while also identifying oppo{@’hities to

improve or manage less profitable ones. This analysis helps b{isinesses to
enhance their strategies for customer retention, acquisitighi)¥and growth,
leading to more efficient and sustainable business operation%
MEANING OF CUSTOMER PORTFOLIOS O\O

XY

A customer portfolio refers to the collection of all ){l}e customers a business
serves, categorized and analyzed based on vario (factors such as purchasing
behavior, profitability, loyalty, and potentia]@r growth. Essentially, it is a
strategic representation of a company's CL\it, er base, often segmented into
different groups or tiers to help busiggsses understand the value each
customer brings. By managing and a zing these portfolios, businesses can
focus on maintaining strong rela i@)&hips with high-value customers while
optimizing efforts for other se nts to improve overall profitability and

customer satisfaction. %

TECHNIQUES FOR PROF, l&é CUSTOMERS

Profiling customers in)\e%%s collecting and analyzing data to understand their
behaviors, preferences, demographics, and needs. This helps businesses
understand the@ oducts, services, and marketing strategies to meet the

specific dem of different customer segments. following are several
techniques& ustomer profiling:

Demo%@ic Profiling

De phic profiling is the process of gathering and analyzing data about
customers based on specific characteristics such as age, gender, income,
education, occupation, marital status, and ethnicity. This type of profiling
helps businesses understand who their customers are in terms of basic,
measurable attributes. It typically involves collecting data through surveys,
registration forms, purchase history, or third-party data sources.

57



Psychographic Profiling

Psychographic profiling focuses on understanding customers' lifestyles, values,
interests, attitudes, and opinions. Unlike demographic profiling, which looks at
measurable traits like age or income, psychographic profiling delves into the
psychological and emotional factors that includes consumer behavior. This
technique helps businesses understand why customers make certain
decisions, what motivates their purchases, and how they perceive the Worl@

Behavioral Profiling %QQJ

Behavioral profiling involves analyzing customer behaviors and ions, such
as purchasing habits, website interactions, product usage, n@.engagement
with marketing materials, to understand their preferences anféxeeds. This type
of profiling focuses on what customers do rather than w%@hey are, providing

valuable insights into their decision-making processes. Q)

For example, businesses may track how often customers make a purchase,
how they navigate a website, or how they nd to different types of
marketing campaigns (e.g., email promotions,@s :

Geographic Profiling . &

Geographic profiling involves analyzbéy\"the location data of customers to
understand regional trends, prefere %s, and behaviors. This technique looks
at where customers live or wher ey interact with a business, such as their
country, state, city, or eve %eighborhood. By collecting geographic data,
businesses can better tailor r products, services, and marketing strategies
to specific locations. Cb\/

Transactional Profiltég

Transactional p ‘%'g analyzes customers' purchase behavior, focusing on
factors like frequency, product types, average spend, and purchase intervals.
By studyingit data, businesses can identify high-value customers, recognize
seasona ﬁends, and determine popular products. This allows companies to
perso e marketing strategies, offering relevant promotions and
re endations based on past buying behavior to enhance customer
engagement and increase the sales.

SEGMENTATION METHODS

Segmentation methods are techniques used by businesses to divide their
customer base into distinct groups based on various characteristics, allowing
for more targeted marketing and personalized customer experiences. following
are some common segmentation methods:
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1.Needs-Based Segmentation

Needs-based segmentation involves dividing customers into groups based on
their specific needs, desires, or problems that a product or service can
address. Rather than focusing on demographics or behaviors, this
segmentation method centers around understanding the core motivations
and challenges customers face. By identifying these needs, businesses can
offer more relevant solutions that directly address customer pain poin@,or

desires. . %Q
O

2. Occasion-Based Segmentation

Occasion-based segmentation involves dividing customers i u&goups based
on specific occasions or events that trigger their purchasing{behavior. These
occasions can be regular, such as holidays or Sdins, or personal
milestones like birthdays, weddings, or anniversari% y identifying these
key moments, businesses can tailor their produc;i‘,)%ervices, and marketing

efforts to meet the needs of customers at the rightd) time.

3.Behavioral Segmentation @

Behavioral segmentation divides cu%@ers into groups based on their
behaviors, actions, and interactions s@ a product, service, or brand. This
method focuses on understandin w customers engage with a company,
such as their purchasing pat s, usage frequency, brand loyalty, and
responses to marketing campaigns. By analyzing behaviors, businesses can
better understand what d customer decisions, enabling them to create
personalized offers and@rove customer experiences.

4.Geographic Segmentation

Geographic seg tation involves dividing customers into groups based on
their geogra@ieal location, such as country, region, city, or even
neighbo@i This method considers the fact that customer needs,
prefere&& s, and behaviors can vary significantly based on where they live.
By enting customers geographically, businesses can tailor their
cts, services, and marketing strategies to specific locations, ensuring
@1 vy meet the unique needs of each area.

UNDERSTANDING CUSTOMER DEMOGRAPHICS AND PSYCHOGRAPHICS

Understanding customer demographics and psychographics is essential for
businesses to develop effective marketing strategies and deliver personalized
experiences. These two types of profiling offer complementary insights into who
customers are and why they make certain decisions.
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CUSTOMER DEMOGRAPHICS

Customer demographics refer to the statistical characteristics of a customer
base, used to identify and categorize customers based on specific measurable
traits. Demographics helps businesses target specific customer segments, their
products, services, and marketing strategies and better meet customer needs.

Key Customer Demographics:

1. Age: Age influences customer preferences and purchasing belggvVior.
Children and teenagers prefer toys and entertainment, Millennial us on
technology and experiences, and older generations prioritize alth and
retirement-related products. These age-based preferences businesses
focus their products and marketing strategies to each demcgghics’ needs.

2. Gender: Men and women often have different preferéQtes, particularly in
industries like fashion, beauty, and persongl/O care. Gender-based
segmentation allows businesses to offer gender-8pecific products, services,
or marketing messages.

3. Income: A customer’s income level is detenant factor of their purchasing
power and product preferences. High-i e customers may be attracted to
premium or luxury items, while thog®>with lower incomes might look for
discounts, value deals, or budget—ﬂ(gﬁdly alternatives.

4. Occupation: People’s careers@q influence their purchasing decisions. For
example, professionals m eed business attire, office supplies, or tech
gadgets, while retirees m ocus on travel, healthcare, or leisure activities.

PSYCHOGRAPHICS C‘O\'

Psychographics is t K’study and classification of people according to their
psychological c eristics and traits, especially as it relates to consumer

behavior and ifestyle preferences.

It helps keters advertisers, sociologists, and political strategists better
under the target audience on a deeper, more emotional and behavioural

leve]%

Here are the Key Components of Psychographics

1.Personality Traits:Personality traits are foundational components of
psychographics. They describe consistent patterns in the way individuals
think, feel, and behave. In marketing and consumer research, personality
traits help to predict customer’s reaction towards the products, messaging,
or experiences.
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2. Values:Valuesare the deeply held beliefs and principles that guide
individual’s decisions, behaviors, and perceptions of the world. In
psychographics, understanding values is essential because they drive long-
term motivationsandbrand loyalty.

3. Motivations: Motivations are the inner psychological forces that drive
individual to act. In psychographics, motivations help to explain consumer’s
behavior towards their choices, pursue goals, and engaging with ceéain
products, services, or brands. \Q

4. Lifestyle: Lifestyleis one of the most important compopénts of
psychographics. It refers to the way an individual live, expr@ed through
their activities, interests, opinions, consumption habth nd personal
priorities. <

PRACTICAL EXERCISE \JQNO

Activity 1:Analyze the sample customer portfolios Sﬁhg profiling techniques
Materials required: Notebook, Paper, Pen, Penciﬁnd rubber.
Procedure: N

1. Divide students into small groups anc{ ovide them with a sample customer
portfolio. \,

2. Ask each group analyse the@{gz’l using profiling techniques to identify
trends.

3. Groups identify potentla,@st based on the analysis.
4. Each group presen‘gi %klr findings and potential leads.

5. Conduct a class diScussion on the effectiveness of the leads and challenges
faced during 'ganalysis.

Activity Zi@tify customer demographics and psychographics based on the
Customer& erence

Mater: required: Notebook, Paper, Pen, Pencil, and rubber.
Ptheraure

1. Give students sample customer profiles with preferences.

2. Ask students to identify demographic data (age, income, etc.).

3. Ask students to determine psychographic data based on preferences (values,
interests).
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4. Ask Students to combine demographic and psychographic info to form
profiles.

5. Groups present their profiles, followed by a class discussion on how this
data informs marketing.

CHECK YOUR PROGRESS

A. Fill in the Blanks b,

1.

profiling involves gathering and analyzing datﬁg\%bout
customers based on measurable characteristics like age, gens'k income,
and education. O

. The primary goal of Customer Portfolio Analysis (CP@ is to identify

customers, optimize marketing efforts, a@allocate resources
more effectively.
Y )

profiling focuses on understanding customers' lifestyles,
values, interests, and motivations that dri ir purchasing behavior.

segmentation divides Custor@rs based on their geographical
location, such as country, state, or c}g»

. By segmenting customers base 'Qa\ﬁ their , businesses can

tailor their offerings for speciﬁ%&ccasions such as birthdays, holidays, or
personal milestones.

B. Multiple Choice Questior@

1.

2.

What is the prima ective of Customer Portfolio Analysis (CPA)?
a) To increase E\S mer acquisition rates

b) To identifx/@i’gh—value customers and optimize marketing efforts
c) To tr, c@ustomer complaints

d) e&e uce the number of customer segments

ich of the following is an example of demographic profiling?

Q%) Analyzing customer’s purchasing habits

3.

b) Understanding customer’s lifestyle and values
c) Analyzing customer data based on age, gender, income, and education
d) ) Tracking how often customers visit the website

Which segmentation method focuses on grouping customers based on
their geographical location?
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a) Behavioral segmentation

b) Needs-based segmentation

c) Geographic segmentation

d) Occasion-based segmentation

4. What does psychographic profiling primarily focus on?

a) Customer’s location @b'
b) Customer’s purchasing frequency . %Q

c) Customer’s product usage patterns *Q\

d) Customer’s lifestyle, values, and motivations QQ

5. Which segmentation method divides customers inta@%ups based on the
specific occasions or events that trigger their pug&@lsing behavior?

a) Behavioral segmentation O\/
b) Occasion-based segmentation %

c) Needs-based segmentation \©

d) Geographic segmentation 6&\/@'

C. State whether the following stapé&nents are True or False

1. Customer Portfolio Anal (CPA) is primarily used to analyse a
company’s financial sta@éents.

2. Demographic profili involves analyzing customer behaviors such as
purchasing habits“and website interactions.

3. Psychographi ofiling focuses on understanding customers' lifestyles,

values, in,@'gsts, and attitudes.

4. Behavittal segmentation divides customers based on their geographical
loc

5. sactional profiling helps businesses analyse the frequency, types of
Q%]broducts, and average spend of customer purchases.

D. Match the Columns
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S.no Column A S.no Column B

1. | Demographic Profiling A. | Grouping based on region
Analysi hasi habit d
2. | Psychographic Profiling B naysing purchasing habits an
engagement.
3. | Behavioural Profiling C. Grouping based on age, 1nc%§ ’
and gender. O
Understanding values, lifes ‘\?le and
4. | Geographic Profiling D .. g ’ yie
motivations. Q
Tracking freques@g’,' spending, and
5. | Transactional Profiling E. |product type)s&o

'\O&

. Short Answer Questions

1.
2.
3.
4.

1.

What is the primary goal of Custorr}e;b'kortfolio Analysis (CPA)?
How does demographic profiling differ from psychographic profiling?
What type of customer beha dés"ls analyzed in behavioral profiling?

Why is needs-based segmentation considering an effective method?

. Long Answer Questiong&b’

Explain the conce@\o'f Customer Portfolio Analysis (CPA) and discuss its
significance fofXbusinesses in managing customer relationships and
maximizing tability.

. How cgglderstanding customer demographics and psychographics

help nesses craft personalized experiences and improve customer

re@?‘éon?

Safﬂlat are the key advantages of dividing a customer portfolio into

ifferent segments, and how can businesses leverage this information to
increase customer loyalty and drive growth?
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SESSION 4: PROPOSAL PREPARATION

Proposal preparation for a customer involves creating a detailed plan that
addresses the customer's specific needs, requirements, and expectations. It is a
important step in establishing a clear understanding between the service
provider and the customer, ensuring that both parties are aligned on
objectives, deliverables, and timelines. This process typically includes outlining
the scope of work, the proposed solution, pricing, and the resources requireyr to
achieve the desired results. A well-prepared proposal helps to build t with
the customer, offering them a clear roadmap of how their needs wﬁil@&a\,&net and
what to expect throughout the project or service engagement. It\ficreases the
likelihood of securing their commitment and fostering a suc@ﬂ, long-term
relationship. <

MEANING OF PROPOSAL FOR CUSTOMERS ONO

A proposal for customers is a formal document tb@zc&’presents a solution to
address the customer's needs or challenges. It g fides the problem, describes
how the product or service will solve it, highlights the benefits, and includes
clear pricing and terms. The proposal alsosoutlines payment plans, timelines,
and concludes with a call to action. Its \1 is to persuade the customer to

move forward by building trust and der@nstrating the value of the solution.

STRUCTURE AND COMPONEI%@'OF EFFECTIVE PRODUCT/SERVICE
PROPOSALS

The structure of an effectiv @ﬁvice proposal should be organized, clear, and
persuasive, with each s &serving a specific purpose to convince the client
that your service is ‘gl{fe est solution for their needs. The key components
typically include:

o

Title Page: Inch@% the proposal title, client name, company name, and date.

Executive % ary: A brief overview of the proposal, highlighting the client’s
needs, y ﬂ(, olution, and key benefits.

Clie (@ eeds/Problem Statement: Describes the client's challenges and the
i they have.

Proposed Service Solution: Explains how your service will address the client's
needs.

Scope of Work: Details the tasks and deliverables included in the service.

Benefits and Value Proposition: Outlines the value and benefits the client will
gain from your service.
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Timeline and Implementation Plan: Provides a schedule for delivering the
service.

Pricing and Payment Terms: Offers clear pricing and payment details.
Terms and Conditions: Includes legal agreements, SLAs, and responsibilities.

Call to Action: Encourages the client to take the next step, such as accepting

the proposal. e}
Conclusion: Summarizes why your service is the best solution. \QQJ
Appendices (Optional): Includes additional information, such as 0& studies
or testimonials. O
TECHNIQUES FOR CUSTOMIZING PROPOSALS TO ET SPECIFIC
CUSTOMER NEEDS 2e)

Following are techniques for customizing proposals t%@eet specific customer

needs: O\,

1. Conduct Thorough Research: Understandihg the client's business,
industry, pain points, and goals. This bles to craft a proposal that
speaks directly to their challenges and QB} ctives.

\
2. Personalize the Introduction: Tai@’ the introduction by referencing the
client's specific issues, object'veé,&' or past experiences. This shows the

proposal is tailored to their s and demonstrates an understanding of
their situation. %
3. Offer Customized ions: Provide solutions that are specifically

designed to addres@he client’s unique challenges. Highlight how the
product or servic San meet their objectives and solve their problems more
effectively than ,gy&eric solutions.

4. Quantifyg nd Benefits: Clearly outline the Return on Investment (ROI)
and me% ble benefits that solution will bring to the client. Using specific
data,@trics, or case studies to demonstrate the value of the offer.

5. a%%t the Language and Tone: Adjust the tone and language to match the

nt’s communication style. Whether they prefer a formal, professional

tone or a more casual approach, mirroring their preferences makes the
proposal feel more personalized.

6. Provide Flexible Options: Offering different packages or pricing options
that suit the client’s budget, preferences, or requirements. This flexibility
allows them to choose a solution that works best for them.
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7.

8.

Proactively Address Concerns: Anticipate potential objections, such as
cost or implementation issues, and address them within the proposal. This
demonstrates about the understanding of their needs and helps alleviate
any hesitations.

Use Engaging Visuals: Incorporate customized visuals like charts, graphs,
or diagrams that are relevant to the client’s business. This helps make
complex information easier to understand and more visually appealing. b,

. Follow Up Personally: After submitting the proposal, follov;%ljglth a

personalized message or meeting to answer questions, make-adjustments,
and maintain an open dialogue. This shows the commitmen@@t eir needs

and keeps the conversation moving forward. Q

PRACTICAL EXERCISE «06

Activity 1. Demonstrate components of effective produ@ service proposals

Materials required: Notebook, Paper, Pen, Pencﬂéﬁ‘rubber.

Procedure: @

1.

Split the class into small groups and as each group a different product
or service category to create a propos r

. Ask each group to research their duct/service and fill out the proposal

template, covering the key co ents.

. Give students a templatej{é}th sections for each proposal component,

guiding them to create ctured, persuasive document.

. Each group presents%}-elr proposal to the class, focusing on key points

like benefits and t et market.

. After presen,@fl(@ns allow for class feedback, focusing on clarity and

persuasw and end with a brief reflection on the importance of the
propos ponents

Activi . Present a sample proposal based on hypothetical customer need.

M

als required: Notebook, Paper, Pen, Pencil and rubber.

Procedure:

1.

2.

Give students a template to structure their proposal based on the
customer need.

Divide the class into small groups to create a proposal for the hypothetical
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customer.

3. Ask each group to presents their proposal, highlighting how their solution
meets the customer’s needs.

4. Offer feedback on the proposal’s clarity and effectiveness, followed by a
class discussion on the proposal components.

CHECK YOUR PROGRESS e}

A. Fill in the Blanks \QQJ

1. A proposal for customers is a document that prese@&} solution
to address the customer's needs or challenges. O

2. The page of a proposal typically includes é}q proposal title,
client name, company name, and the proposal date®)

3. The Summary provides a brief ove&ew of the proposal,
highlighting the client’s needs, your solution, é&d key benefits.

4. A well-prepared proposal helps build with the customer, offering
them a clear roadmap of how their ne d@ill be met.

5. The of Work section deta%&@fle tasks and deliverables included

in the service. \’@
B. Multiple Choice Questions @@
1. What is the primary go a proposal for customers?
a) To provide a detaj ist of products

b) To offer a solut%ﬂ to the customer's needs or challenges
c) To describ e service or product in general terms
d) To disc@s the company's history

2. Whic@) the following is NOT typically included in the Scope of Work
se@n of a proposal?
Detailed tasks

Q b) Deliverables
c) Pricing details

d) Timeline of activities
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3.

1.

2.

3.

Which section of a proposal outlines the client’s problems and
challenges?

a) Executive Summary
b) Proposed Service Solution
c) Client’s Needs/Problem Statement

d) Timeline and Implementation Plan b.

. What is the purpose of the Executive Summary in a proposal'? %Q

a) To provide a detailed pricing breakdown \\’
b) To summarize the client’s needs and the proposed soQﬁg’n

c) To include legal terms and conditions &

AS)

d) To describe the payment plan in full \,O

. In a proposal, the Terms and Conditions sec&%n typically includes:

a) Task timelines @
b) Pricing and payment options \
c) Legal agreements and responsi‘@' 1es

d) A detailed case studies \'

C. State whether the followin i@ tements are True or False

A proposal for custo@ is a formal document that addresses a
customer’s needs fers a solution to their challenges.

The Scope of WerK section includes details about the client's payment

terms. (0,

The Exec@xe Summary provides a brief overview of the client’s needs
and t @oposed solution.

iding too much personalization.

4. fxév?ﬁ—prepared proposal should be generalized to suit any client,

ncluding customized visuals in a proposal can help make complex
information more understandable for the client.

D. Match the Columns

S.No

Column A S.No | Column B

Executive Summary A. | Tasks and deliverables included in
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the service.

Scope of Work B. | Value and benefits the client gains.

Encourages the client to take the

Pricing and Payment Terms | C.
next step.

Overview of client’s needs anc@the

Call to Action D. proposed solution. \QQJ

N
Benefits and Value . . >
.. E. | Details about pricing ig’@ ayment.
Proposition
<

E. Short Answer Questions <

1.

nal

5.

What is the primary purpose of a proposal for cqz/@mers?

What should the Executive Summary of a progasal include?

What is typically included in the Scope of @k section of a proposal?
Why is it important to customize a prQQ,o al for a specific customer?

What does the Call to Action sectio&‘lcourage the client to do?

F. Long Answer Questions (5&6

1.

What are the key compone of an effective service proposal, and why is
each component import’&' for ensuring the success of the proposal?

. Describe the techniq@& you can use to customize a proposal to meet the

specific needs of %customer. Why is customization important in the
proposal procergé,%‘/

»g
4@0
Q\’

)
P
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MODULE 3: CUSTOMER NEEDS ASSESSMENT

Customer needs are fundamental to the success of any business. A
comprehensive customer needs assessment enables organizations to identify
and comprehend the specific requirements, preferences, and challenges of their
target audience. By gaining these insights, businesses can tailor their products
or services to better meet customer expectations, leading to increased
satisfaction and loyalty. This module delves into the essential aspe é’of
customer needs assessment, providing practical techniques and strdt@ws to
accurately evaluate and respond to customer demands. \'\,

The process of assessing customer needs involves severa Qﬁical steps,
including effective communication, accurate identification of réquirements, and
the development of strategies to meet these needs. mastering these
components, businesses can enhance their ability to~deliver value to their
customers, thereby gaining a competitive edge in t e“market. This module is
designed to equip learners with the knowledge a ills necessary to conduct
thorough customer needs assessments, ens ﬁthat they can effectively
contribute to their organization's success. @

Throughout this module, we will explor %rlous methods and tools used in
customer needs assessment. Learne Qﬁ\il gain insights into techniques for
gathering and analyzing customer i mation, as well as strategies for effective
communication and product/set¥ice alignment. By the end of this module,
participants will be well-pre d to implement these practices in real-world
scenarios, ultimately enhancitrg their organization's ability to meet and exceed
customer expectations. %

This training series gg’i!tfides businesses through understanding and meeting
customer needs st exploring various methods like surveys, interviews, and
data analysis t@ather insights. It then emphasizes effective communication
techniques as active listening and rapport-building to accurately identify
and add chese needs. Next, it focuses on aligning products or services with
custo xpectations by analyzing current offerings and making necessary
im ments. Finally, it covers developing impactful awareness campaigns
that communicate the value of these solutions, driving customer engagement
and sales.
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SESSION1: TECHNIQUES FOR ASSESSING NEEDS
CONCEPT OF CUSTOMER NEEDS

The customer needs are mainly identifying as motivation that influences the
buying decision of a product or it may a service. It also helps in staying a loyal
customer to stay with his previous choices. It is important to provide the better
experience to its customer in comparison to competitive product or service

There are several types of basic customer needs which can be point%@&t as
given below (Fig. 3.1) -\'@

Value of Time Being Friendly Q
*06
xO
@Xﬁg Empathetic
N\

Being Informed

Availability of ’ Being Fair

Alternatives

&%g | Key

Fig. 3.1 3ent types of Customer needs

A customer is always Ke'cting courtesy and politeness from his agents or
service provider. Ex ing empathy for his needs is always appreciated as a
customer needs fro is service provider along with the fairness in responses.

Another need i e feel of control over decision making and also having
reasonable natives of their choices. They also wanted to be properly
informed o be respected for their time.

Custo%Jneeds for product and service can be differentiated as per given

%
Chart 3.1: Differentiation of Customer needs for product and service

Customer needs for | Customer needs for
product Services
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Need of user-friendly

) Empathetic and sensitive
experience

Easy to use and convenience | Transparent policies

Efficient designing Fair in pricing and benefits E}

. d
Reliable performing product | Multiple choices to choo§b\\

P

Fair and convenient pricing Standardised ser\vé@s

A
Some attributes can be classified as customer needs\l\’u
Having a reliable and fast service source %O
A well organized and convenient communi(@on channel
24X7 customer support &\/(b'\’
Problem solving support team \'@

Friendly concerned agents or ce providers
Sustainable and socially re&ﬁgnsible brands
Easy returning or exch% service

Fair and true prici

o ® N o g k& L bh o=

Updated informif@m channel
IMPORTANC%g CUSTOMER NEEDS

It is alway. ortant to understand the need and collect the of information on
its existing” and expected customers which always leads to success of the
busi 6%3 Keep a keen observation on their preferences, behaviors and needs
tonFQ

Knowing your customer can be done with different ways but it is always
advisable to put yourself in place of customers and use the Customer

Relationship Management effectively with continuous feedback system.

A customer is always sitting on top of the importance hierarchy so he should
be cared of well before making any business policy and strategy.
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Here are we can quote the following points the importance of customer needs.

e To understand the trends of Market- Knowing the customer needs is always
helping in knowing the market. Knowing your customers helps to
understand the market needs and trends in the current market.

e Adjusting with the changes- Customers always looks for changes in product
and it becomes difficult to enterprise to adapt these changes on time and in
appropriate way. A good track on customer needs always helps to ir&
the product and services of the company. “Q

ve

e To Communicate with stakeholders- Knowing your custom eds also
helps in establishing the good communication with them a & erstandings
of language, tastes, social and religious preferences and e n demographic

priorities «Q

e Bonding with customers- it is always important to K/@p continue your bond
with existing customers and also to create withvnew customers. A good
understanding of customer needs always help%o strengthen this bond with
different loyalty programs. @

METHODS TO ASSESS CUSTOMER NEE@

There are several methods to asse @}(e customer needs out of them some
them can be categorized as per glv n’%’low (Fig. 3.2)-

Conversing with
Focus Groups

OO
Customer 7 \ Conducting

Mapping ; Customer
{)@3_(? Surveys

Identifying Conducting
: and Analyzing Customer
C} Keywords Interviews

Close Social Media
Observation Responses
Recordings

Fig. 3.2 Various methods to assess Customer needs

1. Conversing with Focus Groups- This is the group influenced by the
moderator and converse on specific targeted issues. These conversations are
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very helpful in creating perceptions about brand. It also helpful in gathering
data about customer’s values and attitudes.
. Conducting Customer Surveys- It’'s an old and conventional method of
collecting information from a large group or targeted customers. In this new
techno friendly word conducting a survey online has become an easier task
to conduct customer needs surveys. The needs of existing and potential
customers can easily be identified by these kinds of surveys.
. Conducting Customer Interviews- On the basis of selective se@’ged
customer the interview technique can be taken as an efficie \%ol in
creating hypes or influence among the existing and prospect cus ers.
. Social Media Responses- In this era of digital and social marketing
businesses are looking to be present promptly on thesQ platforms too.
Through Social media channels a brand can cre%@nore meaningful
relationship with real time prompt feedback. o)
. Close Observation Recordings- Under this metk{):&« the targeted customer
group is observed for its choices and preferenc€y and the data is collected
for improvements or selection of process to in%zate in product and services
for prospects customers.
. Identifying and Analyzing Keywordsb\,As from the inception of digital
marketing and online buying platfor as become easier to make searches
appropriate by using the keywords. By using the popular phrases and
keywords the customer nee n be easily identified. For example, if
someone is searching for a
per the recent searches 3 gfe
buying options. X0

. Customer mapping-Customer mapping is the process of visually

representing an IKﬁalyzing the various interactions and behaviors of
customers wﬁ& business. It helps companies to understand customer
journeys, %; ences and pain points by tracking their touchpoints across

differen nnels. This insight enables businesses to enhance marketing
stz@?&s, improve customer experience, and identify opportunities for

insurance policy from some past days so as
atures the keywords may direct to different

gr
TANCE OF ACTIVE LISTENING AND QUESTIONING TECHNIQUES

Why it is quoted so precisely to active and concerned listening? Reason for this
statement is that it becomes very important to be keen listener for an
insurance agent or service provider, so that he can map the customer needs
with the right product. So as the questioning techniques are also very
important in determination of customer needs.

Importance of active listening helps in-
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e Providing excellent services to their customers
e Building the empathetic approach

e Predicting the appropriate customer needs

e Helps in knowing your valuable customers

¢ Guiding and targeting the buying pattern b.

Importance of questioning techniques- <

When you put a wrong question, the probability gets higher to rec r& wrong
answer then. That’s why it is very important to ask a suitable an\@ propriate
question to the desired respondent or the customer. Some tip be followed
in framing the right questions to extract the information. <

e Selection of open and closed question as per need- CS\Q questions provoke
the long answers some time may be needed bu’f\, ome time it may be
unnecessary. O

Example of open questions which include %8’)1 ally the following words

How Wherrb\, Which

What )@ﬁy Explain this

What do you feel about our servic@

Which type of insurance servi u prefer?
Examples of closed questigns which includes generally the following words
Are % Do Should

Di Q Does Could
&)

Are you mﬁ?%edp

Does i appropriate?
J Q ing your question may also specify the exact needs of customers. Like-

o What exactly sum you want to receive after achieving the age of 60?

Can you be more specific for your sum assured?

¢ Inclusion of funnel questions which starts with the general question but in
the end, it becomes more specific
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e Active listening is the key for effective questioning like nodding your head
and keeping eye contact.

e The advisor or agent should keep silence to his advantages and keep a
proper pause in between responses.

e Always be respectful to the customer response even if it is not as per your
expectation. E}'

e A soothing tone and attention are also required for effective questior(t@J
PRACTICAL EXERCISE N

Activity 1: Organize a college competition showing diffelﬁ—tethods for
assessing customer needs.

&
Materials required: Notebook, Paper, Pen, Pencil and rubler.

Procedure: \JO

X
Divide the class into teams of 3-5 students. %O

Ask each team to picks one customer need@s essment method.
Give each team a simple business scenario

Teams plan how to assess customer n using their method.
Allow each team to presents their a ach to the class.

ok b=

Discuss pros and cons of diffe§ ethods.

exercises to practice conducting needs

assessment conversations lik er feedback on approaches.

Activity 2: Perform Role—pla%j

Materials required: Not%&, Paper, Pen, Pencil and rubber.

Procedure: X,

1. Divide stude%s@&'o small groups and assign them different types of roles

2. Give each group a business scenario.

3. Allow fké‘n to asks open-ended questions to uncover the customer's needs.

4. All servers give feedback on questioning, listening, and insight depth.

S. @students switch roles and repeat.

6. Conduct a class discussion on the learning outcome of the role-play.
CHECK YOUR PROGRESS

A. Fill in the Blanks

1. Customer needs help businesses understand market
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2. Active is essential for understanding customer needs.

3. are structured discussions that provide insight into customer
values and attitudes.

4. Customer surveys are a method of collecting feedback.
5. Social media responses provide feedback that businesses can
analyze in real time. b'
B. Multiple Choice Questions \QQJ
1. What is the primary goal of understanding customer needs? \‘\,%
a) Increasing product price v
b) Enhancing customer satisfaction @Q
c) Reducing marketing efforts \JONO
d) Ignoring customer preferences X,
2. Which method involves a moderator guidi discussions on customer
perceptions? ©
a) Surveys i (b\.
b) Focus Groups \'@&\/

c) Social Media Monitoring@w
d) Keyword Analysis

3. Which of the followir)l&g:;s NOT a method for assessing customer needs?
a) Close Observat%ﬂ
b) Conductin )&tJerviews
c) Rando@}uessing
d) Ca&er Surveys

4. W@Xs active listening important in customer interactions?

%l To interrupt the customer frequently
Q b) To predict and fulfill customer needs effectively

c) To reduce communication efforts
d) To ignore customer concerns

5. What type of question encourages a short, direct response?

a) Open-ended question
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b) Funnel question
c) Close-ended question

d) Probing question

C. State Whether the Following Statements are True or False

1. Customer surveys are ineffective in identifying customer needs.
2. Focus groups provide insights into customer attitudes and values. @b'
3. Social media feedback is always structured and easy to analyze‘\’@\Q
4. Active listening helps build better customer relationships. O
5. Questioning techniques play no role in understaﬁ%img customer
preferences. &
O
D. Match the Column @)
o
S.No Column A S.No gOKColumn B

H derstand t

1 Active Listening A \;g@ vnaerstan custorner
NG ds better
'C’
Moderated discussion for
x<
2 Focus Groups @ insights
Y
3 Social Media‘% C Provides real-time customer
Responses o I feedback
4 Customer S‘iﬁw‘gs D Collects structured data on
(0, customer needs
5 ing B Helps extract specific customer
éﬁques preferences

O\

E. @rt Answer Questions

ook L b=

What are the key types of customer needs?

Why is understanding customer needs important for business success?
List three effective methods for assessing customer needs.

How does active listening contribute to customer service?

What is the role of questioning techniques in identifying customer needs?
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. Long Answer Questions

1. Explain the importance of customer needs in business strategy
development.

2. Discuss the various methods for assessing customer needs, providing
examples.

3. How can social media responses help businesses improve their servi:&?

4. Describe the significance of active listening and questioning tegb&ques
in customer interactions. '\/@

5. What are the benefits of using focus groups and custo@ surveys to
collect feedback? Q
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SESSION 2: EFFECTIVE COMMUNICATION STRATEGIES
MEANING OF COMMUNICATION

The term Communication derived from the Latin word commune’s which has a
meaning of having common senses. The communication actually indicates the
sharing of ideas or interaction of views with each other. It could be sharing
opinion, sharing feelings or even different attitudes. Actually, it’s a twosway
process of sharing ideas. In the world of BFSI, the communication has agnajor

role in identifying the basic needs of a customer. %Q
Major component of communication- \O\’
In a communication process there are some major communio@ components
which can be identifies as given below- <
e Source of communication as a SENDER. 0

xO

e A MESSAGE produced by the sender. X,
e Encryption of message as ENCODING. %O
e Conveying the message through MEDIA. @

e RECORDING of the message @é\(b'

e Last component a RECEIVER. (5&

STRATEGIES FOR EFFECTIVE MUNICATION

There are mainly two types of@ munication method identified as

A

4

Verbal Communicatiore) Non-Verbal Communication

X
N/
In a verbal comm f&ation a message can be sent through verbal or written

mode, which i 0 known as Oral Communication. While in a non-verbal
communicatign, some symbols, signs body language and expressions can be
listed out

Typesé‘lerbal communication strategies

P

—5
o
o
a

o Yan =

—

Face to Face
Communication

Through Video
Conferencing

Fig. 3.3Verbal communication strategies
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Types of non-verbal communication strategies

Use of Body . @ Developing
Languages t\ {’ Eye Contact
Using Facial |~ ~

p—

; <,
1:] Voice Tones
|"|2 and Variations . %Q

Expressions

°
Body Gestures I-‘E\-I Body Postures

N\
Fig. 3.4 Non-verbal communicath%@rategies

Some visual strategies ©

.A(}

<

Presentation

Presenting ideas through a slideshow
presentation.

Audio and Video

Sharing information using audio and video
clips.

Pictorial cards

Using pictorial cards to communicate ideas.

Q Fig. 3.5 Visual strategies of communication

As per the mode of the communication it can again categorized in two sections-

Formal Communication Informal Communication

A formal communication follows official procedures of communication like
circular and order in a department of organization while the informal channel
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of communication includes no official channel or procedure like a grapevine
communication process.

With the above modes of communication there are obvious intended or non-
intended barriers which can affect the effectiveness of messages. Some barriers
of communication can be listed out here as per the given list.

e Improper style of communication or feedback

e Irrelevant content or material @e}

¢ One-way failure in communication channel \\,%Q

e Natural barriers 6,0

e Technical issues @Q

e Problem with leadership issues O'\O

e Lack of support and motivation X

Some strategies for effective communication %O

1. Make a clear and concise point of view

2. Not to depend more on only one com ication mode but to use multiple
modes. \'@

3. Use of proper clear and soft ap riate voice tone.

4. Have a check on non—veré’l communication modes also specially body
language. O

5. A good homework O@Search work about the customer always plays an
important role. Kr@ng the customer is always appreciable.

6. Focus on oth& inion too and acknowledge them.
7. Have a pr r’feedback pre and post communication processes.

As a sum ‘”Ay for establishing an effective communication the following model
can be pted in Insurance product and service organization.

A%éf,mp priority the active listening would be kept on top of the hierarchy of
effeetive communication. Listening to your customers and clients and paying
them attentions is must attribute of this model. Secondly the use of simple and
precise language is having another important place because a language which
is easily understandable to all can solve the communication barriers. The use
of modern technology is now-a-days playing important role in any product or
service pitching to their customers. A foster supportive environment of
organization has another important role in framing of an effective
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communication strategy. At the end but not the least the continuous learning
and updated with industry trend always helps you to be a market leader.

BUILDING RAPPORT AND ADAPTING COMMUNICTION STYLES BASED
CUSTOMER PROFILES

Building rapport with the prospect clients and adapting communication style

needs following steps to be followed- b,

Identify your client’s style «Q@
.x%
Match your style with client style by adapting your style O
Always ask for the feedback and reviews Q
¢
Start learning from experiences and improve gradually O~O
Maintain your authenticity and professionalism X

)

‘v

Continuous follow up with your prospects @

Customize the service as per the client nee@x

Identify Client's Style Ask for Fe ck Maintain Authenticity Customize Service
Recognize the communication Seek input fr% nt to Stay true to your professional Tailor services to meet the
preferences of the client gau@ ction identity client's specific needs
2 ~
A
l’ ‘I 'J' ‘l
® [ ] L ] [ ]

Adjust your communication to Expe"ences Regularly engage with
align with the client's Reflect on interactions to prospects to nurture
improve future engagements relationships

%Q Match Your Style Learn from Continuous Follow-up

Fig. 3.6 Building Report and Adapting Communication Styles

Building a good rapport with your clients is essential for your business. It is
mainly guided by the communication styles which are totally based different
types of clients and their profiles. In a competitive market where options are
available with each and every fraction of seconds. It is a tedious job to keep
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intact your customer loyal with the brand or company. Only one or two
unfavorable experience may guide the client to some new brand or product.
Here the customer rapport building is the only tool to keep them associated as
a loyal client.

A positive relationship between service providers and client with mutual
understanding and trust is known as customer rapport. To cater the customer
satisfaction and retention of him requires continuous efforts with all mo@. of

interaction — . %QQJ
O

Communication through phone calls
0

Q,Q

Communication through online or video call meeting

Exchange of text messages <
Sending E-mails to the clients, or ONO
Uses of other communication channel. \,&

Required soft skills to develop customer rapport %O
Importance of rapport building with custon@'s

e It helps in boosting the loyalty and ret@on

e It gives a competitive advantage ovggéompetitors’
¢ Reduces the escalations in the@ganization

e Helps in improving key pe@‘&nanoe indicators

e Build a trust with br 1(0'

e Creates new sales @portunities.

Table 3.2: Buildi apport with clients (matrix of important points)

How to build rapport with clients

Remembering
. Note down |, )
Showing Correct Name Timely Be sincere | Develop
) for future .
interest and follow up | not fake connection
L reference
pronunciations
Create familiar | Family Occupational | Recreation Ask open
. . . . . Dreams ended
territory information information | plans
questions
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without

overstepping
the limits
Highlight
R h
?spect . the Listen and | Emotional the Let them
client’s point of ) ..
view understand connection sensitive feel heard
emotions ij’
‘C7
Appropria{f?
Active Understand Response Clarify the | respon$€t
Listening the customer | and reflect problem theQQ'
pr@blem
O
Check list for . . Verbal and | Show that() Ask Remember
. . . No distraction Q/ ) )
active listening non-verbal you canQJ questions past details
A\
@E Avoid
Language and ) Common .Yname of speaking Observe
. . Be specific O too fast | body
Communication terms ,g'\/ product or
< ) and too | language
XS service h
. \@’ muc

Activity 1:Mock pr

benefits.

Materials requi@({

A
e

o

Procedure Q@

1. Cleat@xplain the activity and rules.

2
3.
4.

CTICAL EXERCISE

. O@lze students into pairs or teams.
revide any needed tools or papers.

onitor progress and offer help.

5. Conduct a classroom discussion for learning outcome.

Activity 2:Demonstrate the process

communication style-

of recording and

Notebook, Paper, Pen, Pencil and rubber.

Materials required: Notebook, Paper, Pen, Pencil and rubber.
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Procedure:

0

. Divide the class into small groups.

Ask each student to take on a different communication style
Let rest of the class to observes and identifies communication styles.

. After going through the steps, engage the class in a discussion.

1.

3.

O

CHECK YOUR PROGRESS .

0>

Fill in the Blanks \\,@

1. Communication in the BFSI world plays a major role in §ntifying the
basic of a customer.

2. The process of conveying a message through )6 is known as
encoding.

g \,O

3. In non-verbal communication, expreéirons, body gestures, and
eye contact are used to convey messages.

4. communication follows ofﬁma,Q@cedures and channels, such as
circulars and orders. (b'

5. An effective communication St@%y includes using multiple of
communication. &

. Multiple Choice Questions

Which of the follow ‘59'13 NOT a component of the communication
process?

a) Sender %

b) Messa%'ﬂ,
C) Att1
d) 1ver

ch of the following is an example of non-verbal communication

Q%trategy'P

a) Telephonic communication
b) Body gestures

c) Face-to-face communication
d) Written memos

What is the main objective of building rapport with clients?
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a) To boost customer loyalty and retention
b) To reduce sales
c) To increase competition

d) To limit customer interaction

. Which of the following is a required soft skill to develop customer

rapport? b’
a) Aggressiveness . gQQJ
b) Active listening “Q\’

c) Over-explaining Q’Q’

d) Speaking too fast “OQJ

. How can an organization overcome communicati@aarriers effectively?

a) By relying on one communication mode O\z
b) By using a clear and concise message©

c) By ignoring customer feedback N
d) By avoiding the use of modern téb(gr'lology

C. State Whether the Following St%ements are True or False

1.

5.

Communication in the B sector is mainly about sharing ideas and
opinions. b’

. Non-verbal com(%@ation includes modes such as telephonic

conversations an itten memos.

. Formal com ication follows official procedures and channels, while

informal c@ unication uses personal networks.

. Buil(iiﬁ) rapport with customers is important only for retaining

cu Q ers after they make a purchase.

ive listening involves giving the customer full attention and
esponding appropriately to their concerns.

D.%atch the Column

S.no Column A S.no | Column B
1 Verbal Communication A Includes face-to-face,
telephonic, and video
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communication
Incl
Non-verbal nc'udes bosly gestures,
S B facial expressions, and eye
Communication
contact
Foll fficial d
Formal Communication C ollows ollicial procedures
and channels & ),
Yy
Invol 1
Informal nvolves persona netw‘-}k
ST D and evme
Communication o
commumcatlorQQ
Creates trusf’ and loyalt
Rapport Building E reates and loyalty
with cust@ners
%0
E. Short Answer Questions

1.
2.

Define communication and explain 1ts\gnportance in the BFSI sector.

What are the key dlfferenC%JJ,\’between verbal and non-verbal
communication strategies? (D’

. How can active listening rove the quality of communication with

clients? bﬁ

. Explain the importa@of customer feedback in adapting communication

styles.

. What are th %fferent types of communication modes used in an

organizati ’;y

tive communication.

F. Long A@ Questions
1. g?s the components of the communication process and their roles in

%xplam the importance of adapting communication styles to match

<

3.

customer profiles. How does this impact rapport build?

Analyze the barriers to effective communication in organizations and
suggest strategies to overcome them
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SESSION 3: PRODUCT/SERVICE MATCHING

MEANING OF PRODUCT/SERVICES FOR MATCHING CUSTOMER NEEDS
WITH APPROPRIATE INSURANCE PRODUCTS

Customer needs has important sense in corporate professional world. The first
preference is to provide the best quality product or service nowadays @,ter
overcoming all constrains in the process. To ensure this the orgqg@&tion
required a continuous analysis and upgradation in the journe roduct
development. Matching product or service with customer need quires an
ongoing quality improvement which enhance the value of cuézoaiers with the
firm.

A firm should take care of following points while me&@nng an insurance
product with customer needs-(fig .3.7) \JO

1. Examine and understand your customer- w @‘asking about the need of
the customer the agent should incorporate open ended questions in which
he can gather the information about c ers financial status, his risk
bearing capacity and the actual cover@ he is in need. Some questions
regarding the lifestyles wealth and fl.é’(} e changes may also be included

2. Empathetically Listening- @.tentlon to your customers concerns and
mind the liking and disliking @f

3. Thorough knowledge ofbt%e offered policies- A customer is always
interested to know mo@ptlons of a product whether ne needs or not. in
this situation this is*@kent’s responsibility to narrow down the unfeasible
options and out tl’fébest offer before him.

4. Awareness of-industry and consumer trends- Always be update with new
trends of ind¥stry and consumer changing pattern with the product or
service.@ will help you in explaining the right product.

5. Cro lling and churning- With the chances of losing a loyal customer
? ould go for churning process and after identifying the problem the
<eros

s selling can be offered.
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Customer Empathetic Policy Trend Sales
understanding listening knowledge awareness techniques
Understand Listen to customer Possess thorough Awareness of Cross-selling and
customer needs and with empathy knowledge of industry and churning techniques
situation policies consumer trends E

Fig. 3.7 Product/Services for matching customer needs with appropriate Inﬁ@ance
Products '&,\6

TECHNIQUES FOR MATCHING CUSTOMER NEEDS WITHYAPPROPRIATE
INSURANCE PRODUCTS “06

As the rapid change in the market the insurance prq@:ts are also changing
with the same speed. Nothing is intact as it was i _its inception and in this
competitive market it is so obvious to use s systematic approaches to
match the insurance product with customer)needs. Now-a-days consumer
expect a personalization more than receiving,a document of policy. They want
to have maximum benefits with minimujn@ost bearing. After this, there is an
expectation of appreciation too. The a need of a wider range of product
with smooth settlement process. @@

Keeping in view these points here”we can find some techniques for matching
customer needs as per right sée tion of insurance product.

e Customer Segmentéé%n technique - In view of providing personalized
service offering t & S rvice provider has to make a proper segmentation
focusing on the age and gender and create complete customer profile.

—_ N

Analysj&g&re-purchase and post-purchase behaviour
A

h 4

D g premium considering the due date and grace period
)

N

(Hsese of payments and mode of payments

Online availability

Use of social media and Apps

Use of credit history and credit score
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Analysis of lifestyle details like hobbies sports and profession

Analyze the personal health data

After a proper customer segmentation, the service provider can utilize the
information to design the effective plan of product or policy which may lead to
ahead of competitors. It helps in making optimize plan for marketing
campaigns, provide new opportunities and also helps in product innov:@éhs.
By this the customer retention ratio can be increased or sustained. %Q

Table 3.3: Types of customer segmentation for insurance@roduct or

service. QQ'

Based on | Based on | Based o sed on
demography Geography personality o business groups
factors factors factors \J\’ factors
© INDUSTRY TYPE
AGE, SEX, | STATE, INTE@ ’
EDUCATION, CITY, TYLES REVENUE
FAMILY SIZE, LOCATION
INCOME URBAN, ;@{LUES
, EMPLOYEES

RELIGION RURAL & PROFESSION

Recommendation and Cros ling technique

e Under this techmqu% service provider firms offer additional policies to
their existing c ers. It helps in raising revenue with low cost
consumption. Mqﬁ importantly it helps in increasing the brand loyalty.

Important fa@"(é to be considered while recommending and cross-selling

1. Identi e customer need on the basis of Income, Age, Location, Marital
st 1&§ Profession, Education, Health and living pattern

Ca@t(:h the customer profile with range of product as per the expected
Q arget

3. Timing of approach to the customer is also an important factor which
should be considered after assessing the grievance, disinterest and level
of satisfaction.

4. Analyse the past experience of recommendation or cross-selling with the
targeted segment before applying such technique to the customer.
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e Churn Analysis technique

When a customer shows disinterest to renew the policy or not he cancels
the policy proposal, the churn analysis can be done which would help in
identifying the churn pattern and company will be in position to take
proactive steps for it. There is some common pattern by which insurance
companies uses customer churn analysis

1.
2.
3.
4.

Tracing the data and finding the risk factor @6
Redesign the customer profile for proper segmentation. .'\%Q
Revise the retention strategies and policies O

Revisit the feedback from customer and improve the qu@y of services.

Important factors in Churn process of a customer of 1 ance product

*No. of *Premium
Insurance An:lount to be
Policies paid
purchased by, Mode of
the customy Differnt

nature of payment and
policies are ease of

the payment is

influencing
factor

The

Settlkement loss and

process is recovery is

the an

influencing influencing

factor factor
*The number *Level of
of claims satisfaction
declared of the

insureer

product

%% Fig. 3.8: Important factors in Churn process of a customer of Insurance

MEANING AND IMPORTANCE OF UNDERSTANDING POLICY FEATURES
AND CUSTOMER PREFERENCES

Customer preferences- It is about the understanding of liking, disliking and
also the expectation of the customers. The service provider should also know
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about what motivates them to be continuous part of their brand. One should
be very caution about the inclinations and influencing factors which motivates
them for buying decision process.

Let’s see how an understanding of customer preferences can create an impact
on insurance business.

It is helpful in developing new insurance product matching with g’eir
preferences. O

It is helpful in designing and developing suitable marketing campaign%o

3
Very useful and important factor when a company is ready ‘lx@\.idapt and
change as per the customer preferences.

There are three major factors which directly create an im on the customer
preferences
O
Personal factors Psychological factors Social factors
Personality traits, Perceptions @ ’ Social recommendations
Family background, Imaginations ®\ Society trends
Self-development Expectationse'(\’ Social restrictions
X

Here are some drivers which are i tant for customer preferences-

e A good cordial and supporg% personal touch

e A fast and smooth clair;{:&'ocess

e The final settleme Kl: 10

e Level of commu&f&ition

. Documen%@with verification and ease of claiming

e Overalldmpression and satisfaction.

Impo e of understanding policy features and customer preferences

U@tanding the customer preference is always important while matching
the tustomer preferences and policy features.

¢ A decision of buying an insurance product is always based on information
provided and information already conceived. So, it is always important to
know the policy features and also the customer preferences which may
avoid the unnecessary information flows.
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e It is important to build a relationship with customer on the basis of mutual
trust and liability.

e It helps in predicting the customer behavior and also helps in analyzing it.
e It helps to keep intact the customer base and retain him with the company.

PRACTICAL EXERCISE

Activity 1: Perform role-play on matching customer needs with appr<®a}éte
insurance products. %Q
Materials required: Notebook, Paper, Pen, Pencil and rubber. NO\’

Procedure QQ'

1. Divide the class into pairs. One student plays the insu agent, the other
the customer. o
2. Give each pair a different customer profile. X

3. Agents ask questions to identify the custome '@%suranoe needs based on
their profile. Customers respond accordingl é
4. each pair share findings with the class.
. Discuss as a class what techniques rked well and how to improve
questioning skills to better understan@\ustomer needs.

<
Activity 2:Identify techniques f01§ ing customer needs
T,

Ul

Materials required: Notebook, Pa Pen, Pencil and rubber.

Procedure bﬁ

1. First of all, teacher @rbduces 3-4 key techniques. Divide the class into
small groups. g{g

2. One student 0(,% customer, the other as salesperson using techniques to
understand r@ds.

3. Condu(‘Q assroom discussion for sharing their experience

4. Ask @ents towrite down which techniques they find easiest and hardest
e

A. Fill in the Blanks

CHECK YOUR PROGRESS

1. Matching an insurance product with customer needs requires an ongoing
improvement.
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2. One key technique for matching customer needs is segmentation,
which helps in designing a customer profile.

3. Empathetically listening to the customer is essential for understanding
their and preferences.

4. The of a customer, such as income, age, or profession, is
essential when matching them with an appropriate insurance policy.

5. analysis helps identify customer churn patterns and{ take
proactive steps.

O
B. Multiple Choice Questions \Q\

1. Which of the following is NOT an important point thonsider when
matching an insurance product with customer needs?¢)

O

a) Empathetic listening Q)
b) Thorough knowledge of the policies O\J\J
c) Ignoring customer preferences %

d) Awareness of industry trends \,©

2. What is the goal of customer segm&ﬁg’aon in the insurance industry?
a) To create a generalized marl%%mg approach
b) To offer personalized se
c) To increase marketiné%sts
d) To ignore customé&c profiles

3. Which of the f(&‘l@wmg is a key technique for increasing brand loyalty in

insurance? &@'
a) Cros @mg
b) @analysis
ngoring customer feedback
%1 Narrow segmentation
. What should an agent focus on when identifying customer preferences?
a) Income and family size
b) Customer's perception, imagination, and expectations

c) Only their professional background

d) Age and location
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5.

The analysis of customer feedback helps in improving the of
services provided.

a) Quality

b) Cost

c) Number of customers

d) Marketing reach @b.

C. State Whether the Following Statements are True or False “Q

1. A customer’s preferences should be ignored in favor of a oxﬁ\;fze—ﬁts—all
insurance policy. v
2. Cross-selling is not a recommended technique in the i)@urance industry.
3. Understanding policy features and customer 6}9'erences can help
improve customer retention. \,\J
4. Empathetic listening has no signiﬁca%@npact on understanding
customer needs.
5. Churn analysis is useful for identifytbgcustomers who are most likely to
cancel or not renew policies. 'Q\’
D. Match the Column \'6
N\
S.No Column A 4§No Column B
A
I
1 Empathetic Listeniq@o A | Helps in identifying customer concerns
r&
2 Customer Segr@{g}?ation B | Helps in designing a personalized
&(& profile
N
3 Cross%wg C | Boosts revenue with low-cost
4 consumption
4 é}drn Analysis D | Helps in predicting customer retention
s
D
Q Understanding customer | E | Helps in tailoring insurance products
preferences

E. Short Answer Questions
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1. What is the significance of customer segmentation in the insurance
industry?

2. How can empathetic listening benefit insurance agents in understanding
customer needs?

3. What role does churn analysis play in the retention of insurance
customers?

4. Explain the importance of understanding customer preferendés in
insurance product development. "

5. How does cross-selling contribute to brand loyalty in ﬂ@nsurance

sector? Q

F. Long Answer Questions <

1. Discuss the techniques used to match customer @aeds with appropriate
insurance products. Highlight the role of\lc stomer segmentation,
recommendation, and churn analysis. O

2. Explain how understanding custom preferences can impact the
development of insurance products“and marketing strategies. Provide
examples of how firms can adapt ti anging customer needs.

companies use them to i ve customer retention in the insurance

industry?
3

3. What are the common patteri’sgdsed in churn analysis, and how can

98



SESSION 4: AWARENESS CAMPAIGN DEVELOPMENT

MEANING OF CAMPAIGN DEVELOPMENT

An awareness campaign means the effort of an organization or an individual by
which they float the information of a product, service or a concept. This activity
helps in improving the understandings and also developing the competengy or
skills. It actually educates the target population about the usefuhg@f the

designed product or service. This target may be one individual, an orgajtization
or any community. O
An awareness campaign mainly helps in following ways- QQ'

e Increasing the level of knowledge or the information. ,\O@

e Message to larger population or target groups ,&O

o Effective promotion of any business idea or pro é%t‘

e First introduction of any innovation or new ide

e Helps in building acceptability or fami}i ity of a new concept
e Raising an influence for a specific pré@ct or service

e Helping in decision making proge§¥

STRATEGIES FOR CREATI \@' WARENESS ABOUT INSURANCE PRODUCT

There are different way@ raise the awareness campaigns, some of them may
categorized as- %

e Creating a pe al communication channel-
It is take a most effective method of creating awareness specially selling
an in nce product. A word of mouth publicity is always helpful in

sustadi le growth. A lot of insurance companies do this as a practice with
t ents and influencer connects.

o %Sing educator mode-By using this strategy, the insurance companies not
only promote the product but also enhance the skills of participants and
target groups. The companies offer both type of education mode like

Formal Education Mode- Imparting knowledge through inclusion in
curriculum or part of the education system
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Informal Education Mode- Organizing seminars, workshops and training of
trainers.

e By creating a mass communication channel- when the target is to spread
the information in a wider spectrum, it is always recommended to of for
mass campaign like using printed material circulation use of audio and
video and electronic media. Now-a-days the social media and internet-based
platforms are significant in creating awareness. The bulk messaging ser@ces
is also used for this purpose. \Q

e Endorsing or lobbying- This kind of campaign can be create 'b? raising
social issues or of daily life. By this a buzz is created for a so @problem or
issue and endorsed by the business organization. Thes&/iSsues may be
gender sensitization, religious harmony, cultural or ritugl celebrations, age
and health concerned issues.

xO
Awareness campaign stra‘@i@s

Pros Q \',© Cons

e

xQ”
2P0 personal (O N
TQ@ communi@n 290 Limited reach

b' )| Resource
é@tor mode = intensive

Xy
Mass Potential
Q& communication misinformation

‘ﬁ) Endorsing ™4 .
C} @ social issues Over saturation
Q% Fig.3.9 Strategies for creating awareness about Insurance Product

IMPORTANCE OF MARKETING COLLATERAL, CUSTOMER EDUCATION,
AND COMMUNITY OUTREACH

Marketing Collateral- It is a digital or sometime printed material which is
utilized to make promotional activity to spread a brand message of a product or
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service. A various type of formats is being used to conduct the marketing
collateral like- posters, e-materials, infographics, pamphlets and brochures.

Importance of marketing collateral-
e Helps in conveying the brand story

e An effective tool for sales enhancement

e Very useful in creation of sales leads and converting them 62}'
¢ Helps in consistency of sales process . %Q

5
e Provide a range of variety O

Customer education- It is the process educating the pr@oect customers
about the insurance product and service. It creates the wWhderstanding of a
product features and its usefulness. An insurance company can increase the
customer base by creating a knowledge base, or offering trainings.

Importance of Customer Education- Q)

e It helps in increasing the adoption possibil@o%a product.
e It also helps in reducing the dilemma si@tion or friction.
e It is helpful in reducing the attritio&é[:l/ helps in retention.
e [t also reduces the need of fre customer support

Community Outreach- The &ﬁiness organization like insurance companies
also uses the method of Co nity Outreach activities. Under these activities
the sales and marke@g teams plans to target outreach workers or
organization and prowidé them help while creating brand awareness side by
side. They work wi@ NGOs, Schools and Non-ProfitOrganizations and help
them to improve@'gir social and economic programme.

Importance mmunity Outreach-

o Help%?},building a better reputation of the organization
. I—teﬁ in reaching the rural and backward part of society
o %elps in reaching to the right needy person

e Helps in creating sensitivity to the need of weaker society and CSR
activities.

PRACTICAL EXERCISE
Activity 1:Creating campaign through NukkadNatak or Skit presentation.
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Materials required: Notebook, Paper, Pen, Pencil and rubber.

Procedure:

ah L=

Divide students into small groups.

Ask each group writes a short skit showing how insurance helps in real life.
Ask groups practice their skit with simple props or gestures.

Allow each group presents their skit to the class.

Conduct a classroom discuss about what was learned and which skits&éﬁe
most effective. \Q

S
Activity 2: Identify and Demonstrate Strategies for creating aw%\ess about
insurance products.

Materials required: Notebook, Paper, Pen, Pencil and rubbe@Q
Procedure: O

1.
2.

w

xO
Divide the class into small groups.

X
Each group creates a simple poster high@ng key points about an
insurance product.

. Groups present their posters and explai v&@at they learned.
. Summarize the key takeaways about il)\, ance.

CHECK YOQQ%ROGRESS
Fill in the Blanks @Qf

1. An awareness campaig ‘%elps in improving the and developing
the competency or s{/@ of the target population.

2. campaig)r&r{@an use printed material, audio, video, and electronic
media to sprea&\) formation to a larger audience.

r
3. A Qﬂnnel is considered one of the most effective methods for

creatiq@ areness, especially for insurance products.

4, Q education mode includes activities like seminars, workshops, and
E’?ﬁng of trainers.

arketing collateral such as posters, pamphlets, and brochures are
important tools for a product or service.

. Multiple Choice Questions

1. Which of the following is a common strategy for creating awareness
about insurance products?

a) Mass communication channel
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b) Ignoring customer education
c) Limiting the use of social media

d) Avoiding endorsements

. What is the primary goal of customer education in the insurance

industry?

a) To increase product adoption b.
b) To increase customer support costs ) %Qe
c) To avoid market competition “Q\’

d) To decrease customer satisfaction A

. Which of the following is NOT an example of market{gaollateral?

a) Social media posts \J\’O
%O
©

d) Customer complaints \

b) Infographics
c) Pamphlets

. What is the importance of commun@y outreach in awareness campaigns?

a) It helps in targeting rural a ackward areas
b) It creates tension in the iety
c) It focuses on increa product prices

d) It ignores the r sections of society

. Which of the Q{nllowing is a benefit of using mass communication

channels in Q@éwareness campaign?
a) Tar ti@ a very specific group of people
b) Lé?ﬁ

agG&eaching a larger audience

g the use of social media platforms

%21) Focusing only on printed material

C. State Whether the Following Statements are True or False

1.

An awareness campaign aims to spread information about a product or
service to a wider audience.

. Customer education is only relevant for retaining existing customers, not

for acquiring new ones.
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. Mass communication campaigns are particularly useful when targeting a

smaller, specific group of individuals.

Marketing collateral can only be in digital format, not printed material.

5. Community outreach activities are a good way to create awareness while

also improving social and economic programs.

D. Match the Column e}
&
S.No Column A S.No Column B gQ
1 Personal communication A Most effective meﬂ@ for
channel insurance produ(@&motion
Y
2 Marketing collateral B Includes po , pamphlets,

and brochu&s

Y
Increas the adoption of

3 Customer education C
pro
4 Community outreach D ,I—@os build reputation and
X ach underserved areas
A
b4
Mass communication \% Reaches larger population
S . . .
channels R with various media

E. Short Answer Questions

1.

<

‘\“

What are the dlffe;@Q’ strategies used to create awareness about
insurance produc

. How does cu§(6-rner education benefit both the customer and the

insurance @ any?
Exp1a1§) role of marketing collateral in an awareness campaign for
e

ins products.

areness of an insurance product?

%let is community outreach, and how does it contribute to the

How do mass communication channels help in spreading awareness
about a product or service?

F. Long Answer Questions

1.

Discuss the importance of creating a personal communication channel
for spreading awareness about insurance products. How does it
contribute to sustainable growth?
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2. Explain the difference between formal and informal education modes in
an awareness campaign. How do these modes affect the target audience?

3. Describe the key components of a successful community outreach
program. How can insurance companies utilize such programs to reach
underserved communities and build a positive reputation?
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MODULE 4: CROSS-SELLING AND UP-SELLING

Businesses these days are working in a highly competitive environment. In this
age of cut-throat competition, every company is looking for ways to maximize
the value of each customer interaction. While it is important to acquire new
customers, this may prove costly for them for two reasons:

1. Acquiring new customers costs 5 to 25 times more than retaining
customers. Hence, the increase in costs adversely affects the profitability of

the business. S

2. Stiff competition from rivals prevents businesses from N@\tting new
customers. Further, they also run the risk of losing their exigtifig customers
to their competitors. <

Therefore, it becomes imperative for businesses to stre?lgthen their existing
customer base to boost revenue and increase their itability. This can be
achieved through two sales strategies such as rés-selling and up-selling.
These strategies are instrumental in increasing%venue, promoting customer
loyalty and exceeding customers’ expectation@mong other advantages. While
cross-selling involves persuading custos ehs to make additional purchases
related to the original products. Up-selling is about convincing customers to
purchase a premium version of the pm&dct they are planning on buying.

Both these strategies are crucia help to drive up sales in all sectors like
banking, retail, insurance, hqsgitality, etc. They create a win-win situation for
both the business and the @t mer. For businesses, these contribute to the
achievement of their se%‘ and growth objectives. For customers, they are
useful in purchasi g  the right products suitable to their needs and
requirements. Thusglearning about these strategies, and how and when to

implement the (essential for anyone working in the field of sales irrespective
of the sector, e§§l>'le is working in.

This mod focusses on cross-selling and up-selling. The first session covers
the co @p of cross-selling and up-selling, the difference between them, and
thei?%bortance in maximizing customer value and increasing sales volume.
T}Q econd session deals with the implementation of cross-selling and up-
selling strategies and the effective techniques to be kept in mind while
interacting with the customers, in addition to recognizing opportunities for
their successful application. The third session examines the metrics and their
role in evaluating the effectiveness of cross-selling and up-selling and the
fourth session is about handling the objections and grievances of the
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customers with an emphasis on empathy, active listening, and problem-solving
skills.

SESSION 1: INTRODUCTION TO CROSS-SELLING ANDUP-
SELLING
Sales strategies like cross-selling and up-selling can boost revenue by

increasing sales and strengthening ties with existing customers. Howsyver,
often, both are used interchangeably. Let’s look at the meaning of cross-gelling

and up-selling with examples, understand the difference between th o, and
when to use them. \\’

0
CROSS-SELLING A

Cross-selling is a sales strategy of persuading customersCto buy additional
products that are closely related or complementary to~ the main/original
product. Offering these can not only improve their erience of buying the
main product but also generate more sales Senue for the business.
Essentially, the goal is to recommend products naturally fit the customer's
needs and requirements rather than promot@ products that are unsuitable

for them. \
2

For example: If a customer visits a sho $tdre to buy a pair of formal shoes, the
sales associate can also offer related@ﬁj@ducts like shoe polish, shoe brush, and
formal socks (Fig. 4.1).

V¢

S+ {+oT=

Shoes Socks Shoe Brush Shoe Polish

Y
% Fig.4.1Example of cross-selling

U@LING

Up-selling involves convincing customers to buy a premium and a costlier
version of the product they had originally intended to buy. However, a pre-
requisite for up-selling is to assess the needs of the customer to recommend a
product suited to their needs rather than just suggesting a higher-priced
version solely for the sake of increasing the value of the sale. Thus, up-selling
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is about concentrating on meeting customers' requirements than just trying to
sell them a more expensive product.

For Example: Continuing with the above example, if the customer goes to buy
shoes and tells the sales associate that he/she wants to buy running shoes,
the sales associate can suggest shoes with memory foam insoles which will
provide more comfort to him/her while exercising without foot pain (Fig.4.2).

t / Memorvl
Foam' |
\\ j/

J

Running shoes with
Normal running shoes memory foam insoles

y
Fig.4.2 Exampl '&p-selling
Table 4.1: DIFFERENCE BETWEEN)&{OSS-SELLING AND UP-SELLING

&
\V
Point of i .
Difference C’°S€§e ling Up-Selling
A

Shing
Cro, elling is a sales Up-selling involves

(x%tegy of persuading | .,nyvincing customers to buy
stomers  to buy |, premjum and a costlier

Q radditional products

Meaning version of the product they
@ that are closely related | 1,4 originally intended to
6 or complementary to buy.
Q the main/original
% product
=
<< Buying a phone cover,

Buying a higher-priced model
of a mobile phone with more
features/specifications

earphones, car phone
holders along with the
Example purchase of a mobile

phone.
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Objective

Increasing the sales
value and sales volume
by selling additional
products/service with
the original
product/service

Increasing the sales value
through the purchase of the
premium variant of the
product/service

A\

Focus

In cross-selling, the
focus is on multiple
products/services

J
In up-selling, the focus ﬁcen
a single product/ servi'%,%

0

Pricing
Technique

Suggesting lower
priced products along
with the purchase of

the main product.

anpremium

Groduct which
intended to

Suggesting
version of t

the cust
buy. \:(B‘l

X

Effect

Cross selling increases
the sales revenue and

profits  through the
purchase  of m@g

products <
o

Upt%&fing increases the sales
teyenue and profits by
yencouraging customers to
spend more money on a
single product.

Timing

\ %
Can happen@ﬁng the
process urchase. It
can take place

aft )ﬁ‘le purchase of
main product.
A% p

Generally, occurs after the
customer has the
decision to purchase the
product but before the final
purchase.

made

o

WHEN TO @CROSS-SELLING AND UP-SELLING

Cross-S g is to be used when

Ss-selling strategy is used to enhance customer’s shopping experience.

. %%ustomer is in the final stages of purchasing the product or service,

e The related items increase the perceived value or usefulness of the product,

the customer intended to buy.

e The objective is to expand the range of products or services the customer

considers buying in one purchase.

Up-Selling is to be used when

109



The customer is still in the decision-making phase of purchasing the
product or service, up-selling can be used to convince them to consider the
premium version of the product or service.

The higher-end product offers features that provide increased utility to the
customer.

The objective is to increase the profitability of a single product and custg’ner
retention. <

IMPORTANCE OF CROSS-SELLING AND UP-SELLING . éQ

AV4

4 Enhance
Experience
3 Create \-)
Awareness
&\'
2 Boost Sales QJ

@‘D’
S

Fig. 4.3 rtance of Cross-Selling and Up-Selling

1. Build trust and c%bomer loyalty

Cross- selhng@ﬁ up-selling are instrumental in not only retaining
Customers b Iso facilitate in receiving more orders from them in the
future. 1s because both these strategies address and fulfill the needs
and irements of the customers thereby building trust and long-term
lo towards the business.

o

. Boost in sales revenue and profitability

y

Cross-selling and up-selling generate more sales revenue as they induce the
customers to spend money in each sales transaction. These strategies
enable companies to achieve their sales targets. In addition to sales revenue,
profits increase due to two reasons: Firstly, both these strategies mostly
involve selling products to existing customers. Secondly, satisfied customers
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themselves bring in new customers through positive word of mouth. Hence,
the costs of acquiring new customers are minimized.

3. Creates awareness about the different products offered

Cross-selling and up-selling make the customers aware about the different
products offered by a company. They also come to know about the features
of these products which ultimately results in an increase in sales of a

number of their products instead of just one or two.
AN
4. Enhance Customer Experience
AW
These strategies enhance customer experience because they deliver value to

the customers. Customers feel understood when their needs and wants are
met. So, they don’t even mind spending extra for the customized solutions

offered to them.
L
5. Introduction of new products
-

Cross-selling and up-selling help in the introduction of new products and
services as loyal customers provide genuine feedback to the company which
not only enables it to make suitable changes in their current products but
also develop new products to further improve their existing customers’

experience and attract new customers.

P C{I AL EXERCISES

Activity 1: Conduct a group discussion on identifying cross-selling and up-
selling opportunities in us scenarios and presentation of ideas.

Material required: ]_g}&rd to present, A-4 sheets, Pen, Pencil, Computer for
making a PowerPéi(}@f)resentation (if possible)

Procedure:
1. The tea{i&zr will divide the class into groups of 5-7 students.
2. Th cher will act as an observer and will assign one scenario to each
é}\p and allot 10-15 minutes for discussion.
3. Students will discuss different cross-selling and up-selling opportunities
available in different scenarios.

4. After discussion, each group will present their ideas with examples of cross-
selling and up-selling in various scenarios (with a PowerPoint presentation,
if possible) to the class.
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Activity 2: Field trips in various types of sectors to understand cross-selling
and up-selling in diverse environments.

Material required: Pen, Pencil, Eraser, Notebook

Procedure:

1.
2.

Meet the sales manager

Take a tour of the premises and talk to the sales team about the followi@
* Cross-selling and up-selling opportunities in their sector. ) %Q

* Problems faced by them while they deal with customers. \O\'

3. Observe how they interact with customers and answer thei@@ries.

Q

. Prepare a report and discuss it with peers. Also, show\'é@o the teacher and

present it in the classroom. o
CHECK YOUR PROGRES?

O
Fill in the Blanks %

1. Cross-selling is the practice of off i@ a product to the
customer closely related to the maiq(;ginal product.

2. The aim of up-selling is to COEQ'QVICC a customer to buy a version of a
product usually with additiondDfeatures.

3. The objective of cross-selling’is to expand the customer considers buying
in one purchase

4. Up-selling and ?@ss—selling enable businesses to strengthen
their stomer base and attract new customers.

5. Up-selling is,Q%re relevant when customer is still in the phase
of purcha the product or service.

. Multipl oice Questions

1. Cross-selling is the sales strategy of:

%{% Offering an unrelated product to a customer

b) Offering a higher-priced product to a customer

c) Offering related/complementary products or services to a customer
d) Offering a product at a discounted rate

2. Which of the following is an objective of up-selling?

a) To offer free samples
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b) To increase the average order value
c) To reduce customer satisfaction
d) To decrease the profit margin

3. If a sales associate advised a customer to purchase a tripod stand with a
camera, which sales strategy is he/she using?

a) Up-selling @b,
b) Discount selling gQ
c) Cross-selling “Q\’

d) Brand selling Q’O'
4. Which of the following is NOT a benefit of cross—sell@and up-selling?

a) Foster trust and customer loyalty \,O
X
O

d) Reduce employee absenteeism \

b) Enhance customer experience

c) Increase sales revenue

5. Which of the following statement régg:ding upselling and cross-selling is
true? \,6

a) Cross-selling and up—sel@(ba{re the same thing.

b) Up-selling is about ggesting a more expensive product/service,
while cross-sellin about suggesting related products/services.

c) Cross-sellin o@ works in the banking sector.

d) Up-selling 'v;)%ives suggesting unrelated products to a customer.

C. State wheth@t e following statements are True or False

1. For &—selling to be successful, the recommended products must
co ment the customer’s main purchase.

2%%>ss—selling and up-selling make the customers aware about the
Q different products offered by a company.

3. Up-selling is to be done after the customer has purchased the product.

4. Suggesting an anti-virus software with the purchase of a laptop is an
example of up-selling.

5. Suggesting a premium variant of a mobile phone is an example of cross-
selling.
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D. Match the Column

S.no Column A S.no Column B

Recommending related products like
1. | Up-selling A shoe polish and formal socks with the
purchase of formal shoes.

A

heine th &U'
Example of Convincing the customer to purg € a
2. B premium version of the pro , the

up-selling customer intended to buy. O
A

Suggesting shoes with<memory f
Example of cross- uggesting shoes wi emory foam

3. ) C insoles when a cu er wants to buy
selling )
running shoes. o
K‘v‘
4. | Cross-selling D Encouragi @Stqmers to buy products
related to r main purchase.
72
&
E. Short Answer Questions \
.\'(b,

1. Define cross-selling with an exan&ﬂg.
2. Define up-selling with an ex rmﬁé
3. Write two differences between cross-selling and up-selling.
4. Write two points of 1@5@1: nce of cross-selling and up-selling

F. Long Answer Questi@’%’
1. Elaborate in de%tél the differences between cross-selling and up-selling.
2. Elaborate'@'&etail about the importance of cross-selling and up-selling.
3. Expla'@ detail when cross-selling and up-selling are to be used.

G. Chec ‘Xour Performance

1 @ke a chart on the meaning of cross-selling and up-selling and draw or
Qeﬁaste images of the examples of cross-selling and up-selling in the chart.

2. Demonstrate cross-selling and up-selling opportunities in various
sectors.

3. Discuss the importance of cross-selling and up-selling with peers.
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SESSION 2: IMPLEMENTING CROSS-SELLING AND UP-SELLING
STRATEGIES

The objective of both cross-selling and up-selling is to raise the value of sales
through enhancement of customer satisfaction. All companies understand the
importance of both these strategies and the need to include them in their sales
efforts. In this session, we will look at the most used cross-selling andbl'lp—
selling strategies.

<
POPULAR CROSS-SELLING AND UP-SELLING STRATEGIES . %Q
A\
0
Customer Effective use of
Loyalty Feedback given by
Programs the customer
\/U
Success Stories ‘ . Providing attractive
and Testimonials @ incentives to customers
Product ’ Combinatio
Bundling @ n strategy
Fig. 4. ‘Os’s-Selling and Up-Selling Strategies

1. Product Bundling‘v

A popular ‘Eﬁgy for cross-selling and up-selling is product bundling

which inv, Q selling two or more additional products along with the

orlglnal uct as a single offer. For example- a laptop can be bundled with

an a /\1rus software and memory card. Add-ons too can be offered as up-

sel r@ndles For example- with a premium car, leather seat covers, and
roof can be provided.

2. Success Stories and Testimonials

Success stories and testimonials motivate the customers to upgrade to a
higher-end product and purchase complementary products/services. They
respond more positively to cross-selling and up-selling efforts of the sales
associates when they observe how others have benefited from doing so.

115



3. Customer Loyalty Programs

Customers who participate in loyalty programs are generally more open to
cross-selling and up-selling offers, particularly if they feel special or are
rewarded for their continued patronage. Customers with high loyalty points
can be given early access to both premium and related products/services.

4. Effective use of Feedback given by the customer

Feedback given by the customer is useful for the company and theZsales
associate and so they must use it effectively. Feedback must be u y the
company to make improvements in their products and servi DFor sales
associates, feedback gives them an opportunity to direct t ety ross-selling
and up-selling efforts suitably and successfully increase sal&gs.

5. Providing attractive incentives to customers O

Cross-selling and up-selling are most effective Wherkgey are combined with
incentives and discounts. For example, wh ro& customer purchases a
camera, a lens, and tripod stand can be ggested to him/her at a
discounted rate or when a customer purehases a higher-end model of a
kitchen chimney, installation charges p@be done free of cost.

6. Combination strategy @(\/
Combining upselling and cro fé}‘ling in a sales transaction can many
times be the best course of actigh. Such a strategy can prove to be beneficial
for raising sales volume a lue.

For example, using u é@i‘lng strategy and recommending a more expensive
variant of a mobile one with a better battery life, expandable storage,
higher resolution géd In addition to up-selling, implementing a cross-selling
strategy by s (Q‘Eing related products the customer such as headphones,
screen guard,and memory card along with the phone.

TECH ES FOR EFFECTIVE CROSS-SELLING AND UP-SELLING
1. QR probing questions to customers and listening attentively

It is important to ask probing questions to the customers and listening to
them can help sales associates understand their concerns. Further, by
being attentive to their needs, sales associates can recommend products
tailored to their needs.

For example, asking about the customer’s budget can help the sales
associate recommend products according to their preferred price range.
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. Carry out customer research

Right product recommendations to customers can only be made by carrying
out consumer research. For example, through customer surveys, it can be
known which products are most likely bought together with the main
product and which variant of the product is the most popular.

. Make limited recommendations

Sales associates must understand that making many @gﬁct
recommendations does not necessarily translate into guaranteed, s as it
creates confusion in the minds of customers. Hence, they must r limited
options pertinent to the requirements of the customers. QQ,

&
Cross-selling and wup-selling are not one-time gﬁ%ns. They involve
continuous efforts. Hence, after the sale is made,f0llow-up emails/letters
should be sent to customers, thanking them fi G&imir purchase and asking
them for their feedback to build a strong rela ship with them.

. Follow-up with customers

. Don’t act aggressively \

It is a myth that cross-selling, a%?(g'p—selling require aggressive sales
tactics. Instead of being forceful in a hurry to make the sale, sales
associates should recommend ucts in a way that seems helpful and
natural to the customer. @

. Highlight the product's béﬁfits to the customers

Highlighting the fe fres and benefits of the additional or upgraded
products to theccuStomer. Sales associates should help customers
understand howthtese products meet their needs and wants. Hence, this
technique e es customers’ confidence in their purchase decision.

. Follow t 5 percent rule

The /Bs associate must never attemptto cross-sell or up-sell products that
ar ore than 25 percent more expensive than the original order.
erwise, the customer will be hesitant in buying the product or service

d may altogether leave the deal.
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04

Follow-
03 i 05

Make limited customers

recommendations Don't act

aggressively

02 06

Carry out Highlight the b’

product's QJ
customer 7 .. benefits to the \Q
research %

customers °

TECHNIQUES FOR \‘x
EFFECTIVE NQ
o1 CROSS-SELLING 07 O’
AND UP-SELLING
Ask probing
questions to Follow the 25
customers and percent rule
listening
attentively

L
Fig. 4.5 Techniques for Effective Cross-S%@l and Up-Selling
EXAMPLES OF CROSS-SELLING AND UP-SF@I G IN THE BFSI SECTOR

In the BFSI sector, cross-selling happen en financial institutions provide
their customers with additional ﬁnanci@products and services. Further, up-
selling takes place when opportunitiesggf upgrade are offered to customers.

Cross-selling in banking: @

e Customers who have op égl a savings account with the bank can be
suggested to apply for t']{l‘@r credit card or invest in a mutual fund.

e Many banks offer 32?1 1 accounts, in such cases, an existing savings
account holder ‘%a get his/her account converted to a 3-in-1 account
which is a nation of a savings account, trading account, and
DEMAT a

Up-sellin ﬁa anking:

o Ba%ﬁffer many types of savings accounts to their customers. Each type of

t provides diverse benefits to the customers. However, the charges

leo differ accordingly for each type of account. So, if a customer has a

general savings account, he/she may be persuaded to convert his/her

account to a premium savings account where, even though the requirement

of account balance to be maintained is higher, the customer enjoys more
benefits and services.
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e If a customer uses the credit card of the bank, he/she can be persuaded to
upgrade to a premium credit card with additional benefits and features.

Cross-selling in insurance:

e A customer can be convinced by the insurance agent to purchase auto
insurance along with home insurance.

e A customer with home insurance can be convinced to buy insurancg\ for
his/her shop, which provides coverage against fire and burglary in 4&@5 op
and even loss of money while in transit. .\@

Up-selling in insurance:

e A customer with auto insurance can be advised to purche@e add-on covers
like roadside assistance cover, key replacement co loss of personal
belongings, emergency transport and hotel expenses,@tc.

e A customer with health insurance can be conwvinced to upgrade his/her

health insurance plan which can provide se services such as coverage
of more diseases, facility of enhanced hos@a room rent, accidental death
cover, etc. \

PRACTICAL(EXERCISES

<
Activity 1:Demonstrate the stg f&fes of cross-selling and up-selling
through a Role-play. @

Material required: Noteboo per, Pen, Pencil and Eraser
Procedure: \',Q'
1. Divide the class { groups of 4 students. (2 students can be sales

associates and 2 @an be customers).

2. Provide ea h@oup with 5 minutes’ time to discuss the sector they have
selected ﬁémonstrate the strategies of cross-selling and up-selling.
3. Note @Ee sectors on the blackboard/green board for each group.

4. Iéeh group, 1 sub-group of 2 students (1 sales associate and 1

tomer) can demonstrate cross-selling and the other sub-group of 2

students (1 sales associate and 1 customer) can demonstrate up-selling in
their selected sector.

5. Provide each group with 10-15 minutes to discuss amongst themselves
the roles played by each member and the script.

6. Have each group perform their role-plays, demonstrating the strategies
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devised by them in the classroom.

Activity 2:Group Activity where the teacher gives the myths about cross-
selling and up-selling, and students give presentation on busting them with
appropriate reasons and examples.

Material required: Notebook, Paper, Pen, Pencil and Eraser

Procedure: e}

1.
2.

The teacher will divide the class into groups of 3-4 students. \QQJ

He/she will give the common myths related to cross-selling and hi@%elling
to the students in the class. 0

3. Students should discuss these myths in their respective %gps.

. The groups will give a presentation in the class B@ting them with

appropriate reasons. \JO

. They must also be encouraged by the teach%@)%ive examples from the

real business world.

CHECK YOUR Pl{,(g%RESS

Fill in the Blanks 6{\(&

1. involves selling two ore additional products along with the

original product as a singl r.

2. Ina program stomers with high loyalty points are rewarded

for their continued nage.

3. Showing ao customers makes them respond more positively to
cross-selling p-selling efforts.

4. Sending ( )" emails/letters to the customers helps in building a
stron Q}a ionship with them.

5. Caﬁg g out can help in making the right product
mendations to the customers.

B. @tiple Choice Questions
. Asking probing questions to customers helps in:

a) Understanding the needs and wants of the customers
b) Pressuring customers to buy premium products
c) Increasing the sales revenue

d) Achieving the sales targets
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2. Feedback provided by the customer helps in:
a) Making improvements in the product/service
b) Refining up-selling and cross-selling strategies
c) Both (a) and (b)
d) Increasing costs of the product/service

3. Which of the following is a possible risk of aggressive selling tacticséb'
a) Building long-term relationship with the customer . %Q
b) Encouraging customers to buy a more expensive producf‘Q\’
c) Causing customers to feel pressured and unhappy Q
d) Enhancing their shopping experience 2

C. State whether the following statements are True& False

1. Cross-selling and up-selling are most effe i®\’when they are combined
with incentives and discounts.

2. Sales associates must make as many@commendations to the customers
.\(b,

3. Cross-selling and up-selling are)&e—time efforts without any follow-up.

as possible.

4. The sales associate must a@yys attempt to cross-sell or up-sell products
that are 25 percent mmg%(pensive than the original product.

5. A cross-selling strate@y in banking is to convince a customer with a
savings account i pen another savings account in his/her name.

D. Match the Colur{g;}’
Match Column@ith Column B.

o~

S.No @fumn A S.No Column B
(/\‘/ . : .
1. %\F‘oﬂow—up with A Means using customer review
% customers or feedback to convince
Q customers to buy a premium

version of the product.

2. Success stories B Means sending emails to the
and customers after making the
testimonials purchase.
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3. Example of C Encouraging customers to
cross-selling in select  add-ons like  key
banking replacement with car

insurance.

4. Example of up- D Offering personal loans with a
selling in savings account. 67’
insurance <

: =M
E. Short Answer Questions NY

1. Explain the meaning of combination strategy with an @ple from any
sector.
&

2. Explain the importance of carrying out customer resdatch.

3. Explain the 25 percent rule to be followed in crg?)&gelling and up-selling.

4. Write two techniques for effective cross-sell@nd up-selling.

5. Give one example of up-selling in the ins@ance industry.

F. Long Answer Questions . \’(b\'
1. Elaborate in detail the strategieg&@(éross—selling and up-selling.
2. Explain in detail the techni for effective cross-selling and up-selling.
3. Write down examples of,cross-selling and up-selling in the BFSI industry.

G. Check Your Performaks@

1. Visit websites of @nks or visit bank branches in person and discuss
cross-selling K‘hp-selling strategies followed in the banking sector with

peers. X

2. Make a@art highlighting the techniques of effective cross-selling and up-
selling\strategies. Draw and/or paste pictures in the chart.

O
S
P
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SESSION 3: EVALUATING THE EFFECTIVENESS OF CROSS-
SELLING AND UP-SELLING

MEANING OF A METRIC

A metric is a quantitative measure that is used to assess the performance of an
individual, team or process. For instance, in education, The Dropout Rat@s a
metric that measures the percentage of students who have left scho lege
without completing their formal education. -,\’%

In accounting, an important metric is the Current Ratio Nahich which
measures a company's ability to meet its short-term liabilitiQ with its short-
term assets. Hence, it measures the short-term liquidity of aompany.

In sales, Conversion Rategauges how effectively new lgds are converted into
customers. Hence, it measures the performance of tk@g‘ales team in converting

new leads into sales. %O

METRICS FOR EVALUATING CROSS-SERQNG AND UP-SELLING

Thefollowing metrics can help in evalét}ng the effectiveness of cross-selling
and up-selling:

N\
1. Cross-sell Rate

Cross-sell rate is the éeéntage of customers who purchase related
products and service ed by the business.

The formula for ca@lating cross-sell rate is as follows:
Cross-sell Ratei(&'umber of transactions with cross-sell X 100

@ Total number of transactions
2. Up-sel@te

Up%/rate is the percentage of customers who purchase upgraded or more
sive products or services offered by the business.

;Ee formula for calculating up-sell rate is as follows:
Up-sell Rate= Number of transactions with up-sell X 100

Total number of transactions
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3. Increase in Average Order Value (AOV)

Average Order value is the average amount of money that the customer
spends per order. The metric, ‘Increase in Average Order Value’ indicates
the extent to which cross-selling and upselling efforts increase the average
order value.

The formula is as follows:

>
9
&

with up-sell/cross-sell without up-sell/ cro%’ ell

Increase in Average Order Value (AOV)=

Average Order Value (AOV) - Average Order Value (AOV)

4. Up-sell Revenue Contribution Rate

This metric determines the proportion of the total ré%enue that is earned
from up-selling. \JO
X

The formula is as follows: @)

Up-sell Revenue Contribution rate= Rev)ganu from up-selling X 100
Total Revenue ) ®\

5. Cross-sell Revenue Contribution Ré@,}

This metric determines the pr ion of the total revenue that is earned
from cross-selling.

The formula is as follows: bﬁ

Cross-sell Revenue ibution Rate= Revenue from cross-selling X 100

Total Revenue %
6. Conversion {éz}'or Up-sell Offers

Conversiot; Rate for Up-sell Offers is the metric that measures the
percen && of customers who decide on purchasing a premium version of
the pfoduct when the company offers an upgrade or extra feature.

T rmula of Conversion Rate for Up-sellOffersis as follows:

%onversion Rate= Number of accepted offers (up-sell offers) X 100

for Up-sell Offers Number of presented offers (up-sell offers)
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7. Conversion Rate for Cross-sell Offers

Similarly, the conversion rate for cross-sell offers measures the percentage
of customers who decide to purchase additional products when the
company offers them related /complementary products.

The formula of Conversion Rate for Cross-sell Offersis as follows:

Conversion Rate = Number of accepted offers (cross-sell offers) X 1?9’

for Cross-sell OffersNumber of presented offers (cross-sell offers) \QQJ
2O
5

S,

8. Customer satisfaction score 30«

Customer satisfaction score gauges a customer’s sat@f ction with the
products or services offered by a company. Cross—s%@ng and up-selling,
boost the customer satisfaction score by providing %@e value and solutions
to them.

X
O
The formula is as follows: %

Customer satisfaction score= Number ef Qisﬁed customers X 100

Number of omers surveyed

<
>

IMPORTANCE OF USING ETRICS FOR EVALUATING THE
EFFECTIVENESS OF CROS LLING AND UP-SELLING STRATEGIES

Metrics contribute to mq@ring the effectiveness of the company's cross-
selling and up-selling strategies which in turn help in achieving sales targets.
The importance of usi& metrics for evaluating the effectiveness of cross-selling
and up-selling is g lows:

1. Determinj e areas of improvement

Findin§eas for improvement is one of the main advantages of monitoring
cro%& ling and up-selling strategies through metrics. For example, if the
C er satisfaction score shows that customers are not interested in a
?ain combination of products, the company can make changes in its
cross-sell strategy and alter the combination.

2. Gives information about the preferences and behavior of the customer

Metrics provide an insight into the preferences of the customer in terms of
their likes and dislikes. For example, a mobile manufacturer can know
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which variant of a mobile phone model is more popular or which related
products are being demanded by the customers.

Increase in Revenue

By utilizing metrics, companies can understand their most successful cross-
selling and up-selling strategies which can facilitate an increase in revenue
with every sale. An increase in the Average Order Value (AOV) shows,that
customers spend more money per transaction boosting revenu d
ultimately resulting in higher profits. Further, using cross—seﬂ@p—sell
conversion rate, all those customers who did not accept a partigglar offer
can be given targeted offers to enhance the sales revenue.

A
. Builds long-term relationships with the customer Q

A high cross-sell/up-sell ratio, Up-sell/Cross-sell Reve'}@%Contribution and
Customer Satisfaction Score exhibit that customts{/@are interested in the
company’s products and services. This, in turn,Yncreases the likelihood of
building long-term relationships with custom O

. Refining sales strategies and forecastin@

Metrics help a company in evaluatin cross-sell and up-sell strategies
and refine them to achieve its tar urther, metrics equip the company
with knowledge to forecast thei ée

targets.

s, make better decisions and revise its

P ICAL EXERCISES

Activity 1:Analysing re %l\sges data to measure the effectiveness of cross-

selling and up-sellin

atives with the help of real sales data/case study

and discussing the ings in class.

Material requn@& 4 sheets, Pen, Pencil, Eraser and Real sales data/case

study Q@

Proced

1.

T @aoher will divide the class into groups of 3-4 students.

Q.Qe /she will provide the real sales data/case study to them.

3.

Students will calculate different metrics by applying formulae given
above.

. They will present different metrics calculated from real sales data and

discuss the effectiveness of cross-selling and up-selling initiatives.

Activity 2:Preparation of a chart of all the metrics for evaluating the
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effectiveness of cross-selling and up-selling efforts along with their formulae.
Material required: Chart paper, Pen, Pencil, Eraser, ruler and sketch pens
Procedure:

Give a brief and clear explanation of what students need to do.

Divide the class into groups of 3 students each

Provide the required material for preparing charts @b'
Give each group a set time to complete the task. %Q

Students will prepare the chart and present them in the class.

o gk W=

Bring the class together to share experiences, results. Q
CHECK YOUR PROGRESS '\QQJ
A. Fill in the Blanks \,O
X
1. Up-sell Rate=___ ? X 1000

Total number of tran@tions

X

x
2. Up-sell Revenue Contribution 1@= Revenue from up-sellingX 100

@‘D’ ?

3. Conversion Rate for,o.b' ? X 100
Cross-sell Offf%l\lumber of presented offers

&(3{& (cross-sell offers)

Q

4. Am @s a___ measure that is used to assess the performance
of ?Nndlwdual team or process.

S @trws help in refining strategies.
B.%ultiple Choice Questions

1. What role does Average Order Value (AOV) play in analyzing the effects of
cross-selling and up-selling?

a) It keeps track of how many people visited the website.

b) It displays how frequently a product page is accessed.
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c) It displays the average amount of money spent on each order,
indicating the success of cross-selling and up-selling.

d) It gauges the degree of customer satisfaction
2. Which metric specifically measures the effectiveness of up-selling efforts?

a) Up-sell Rate

b) Cross-sell Rate E}
.

c) Dropout Rate “Q

d) Increase in AOV \\’

3. Which metric specifically measures how well cross- sellQT%’rts persuade
customers to purchase related goods?

a) Up-sell Rate \JONO
b) Cross-sell Rate X,

c) Cart abandonment Rate %O

d) Current ratio @

4. Up-sell Revenue Contribution is ca Q/@éted as:
a) Revenue earned from up- selb& divided by total revenue

b) Number of up- selhng@ﬁnsaetlons divided by total number of
transactions %

c) Revenue earned frQin repeat customers
d) Revenue earne@'om new customers
C. State whether tléxfollowmg statements are True or False

1. Cross—sell@ate is the percentage of customers who purchase premium

prod hat a business sell.
2. T etric, Increase in Average Order Value’ indicates the extent to
h cross-selling and upselling efforts increase the average order
alue

. Cross-selling and up-selling and cross-selling, reduce the customer
satisfaction score

4. Conversion Rate for Up-sell offers is the metric that measures the
percentage of customers who decide on purchasing a premium version of
the product when the company offers an upgrade or extra feature.
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5. Metrics provide an insight into the preferences of the customer.

D. Match the Column

S.No Column A S.No Column B
1. Up-sell Rate A | This metric measures the percentage of
customers who purchase upgraded or mo&
expensive products or services. “{\6
. ">
2. Average order| B |It is average amount of monq@&at the
value (AOV) customers spend per order. O
<
3. Customer C | This metric determines the @roportion of the
satisfaction total revenue that is e?agqed from cross-
score selling and up—sellin% L ©
4. Upsell/Cross- D | This score gau customer’s satisfaction
sell Revenue with the pro@:ts or services offered by a
Contribution company. \
WO
E. Short Answer Questions \'@x

1. What is a metric? Write dow@g\?’(’) examples of a metric.

2. Explain any two metric
up-selling strategies).('o,

6‘%" evaluating the effectiveness cross-selling and

3. Write down two Iﬁhts of importance of evaluating the effectiveness of

stions

cross-selling ar’;{\up—selling.
F. Long Answe

1. Elab(@n detail about any four metrics with their formulae.

2‘ @

G.Qﬁck Your Performance

te in detail the importance of using metrics for evaluating the
tiveness of cross-selling and up-selling.

1. Ask the students to prepare cross-sell and up-sell sales data with
imaginary figures, calculate various metrics and analyse the figures to
measure the effectiveness of cross-selling and up-selling strategies.
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SESSION 4: HANDLING OBJECTIONS AND GRIEVANCES

Meaning of Grievances:

Customer grievances are complaints, issues,

or discontent that customers have about a '
product, service, or overall experience with

the company. Grievances can be informal or

formal in nature. Grievances may appear

negative in  nature, but if taken
constructively by the company, they can 2
prove to be a valuable resource for product {F
improvement and provide an edge over its i
competitors. Hence, it is essential for h
companies to handle them in a timely and -
positive manner. Otherwise, faulty handling

of grievances would damage the reputation ;\Ié‘ig. 4.6 Grievances
of the company and cause loss of customers. ,

Reasons for grievances: \
.\%
<

e Issues with product and/or servi uality

e Poor customer service

e Hidden costs and lack of complete information
e Not listening to custome‘rs'b'
e Keeping customer coﬁé‘h&ints unresolved

TECHNIQUES FOK&’ HANDLING CUSTOMER OBJECTIONS AND
GRIEVANCES E TIVELY

Handling objectidns is a crucial part of sales because it builds a stronger
relationshj h customers and ensures their long-term retention and loyalty.

The V%@ls techniques for handling their objections and grievances are as

follo@.

1. Active Listening

Listen to the grievance of customers without interrupting them and
understand their concerns. Make them comfortable and avoid getting
defensive. Active listening provides a great opportunity to educate
customers about the features of the products and services offered by the
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company that they may not be aware of. Further, their suggestions can help
in making improvements in the products and services.

. Be Empathetic

Empathy is essential in handling customer objection and references
effectively. Empathy involves putting oneself in the customers’ position and
understanding the problem from their perspective. Showing genuine
concern and effort to solve problems makes customers feel value%} d

heard. %Q

. Apologize NQ\’
Apologize for the inconvenience caused to the customerg‘t&out blaming
anyone. Owning up to mistakes can help in diffusing tensiord and rebuilding
trust. Further, apologizing will enable the customer t§ work together with
the sales associate to find a solution. Genuine logy with complaint
resolution can turn a discontented customer into’g loyal one.

. Be Professional %

Be calm and respectful in handling cus n@s’ objections. A sales associate
must try to de-escalate the tension: &stomers may sometimes behave
rudely but it is important for the sa]@'&associate to focus on the issue rather
than emotions. A calm and colle sales associate assures the customer
that his/her grievance will be %dled well and resolved.

. Resolve issues in a timelb"l%anner

Never make the cust e"% wait and find quick solutions to their problems.
Taking prompt action«shows commitment and plays an important role in
turning a disgru customer into a satisfied customer who has the power
to bring in m stomers through positive word of mouth.

. Follow

-u
After 6§Viﬁg the issue, it is important to follow up with the customer to
kn hether he/she is satisfied with the solution offered to them.
F ing up helps reinforce the commitment of the company to serving its
stomers and stand out from competitors.

IMPORTANCE OF ACTIVE LISTENING, EMPATHY, AND PROBLEM-
SOLVING SKILLS

Active listening

Active listening is a communication skill which requires the listener to be
attentive to what the speaker is saying without interruptions, understand what
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he/she is trying to say, and ask questions to fully comprehend the meaning
and intent of the speaker. Active listening also includes non-verbal cues like
nodding and making eye contact with the speaker to show interest.

......
.....
hCH .
----------

Problem
Solving Skills

Active
Listening

O
Fig. 4.7 Active Listening, Empathy and Problﬁc)ssolving Skills
<©
A significant difference between listening an(@ctive listening is paraphrasing
which means expressing ideas and facts i_n(s\}e’s own words.

In sales, active listening is of utmost i rtance as it enables sales associates
to develop a rapport with the cust rs, create long-term relationships with
them, and fully understand their ands.

Thus, the skill of active ening empowers sales associates to offer
personalized solutions to t\, ustomers.

Empathy

Empathy is the abi x@%%f putting oneself in the customers’ position and sharing
their emotions. olves making a sincere effort to understand their viewpoint
and perspec}@gj bout a specific issue. Sales cannot be increased by being
pushy or4fpllowing aggressive sales tactics. When sales associates are
empath@, they can better understand the needs of the customer and offer
soluti that genuinely address their needs and requirements. When
c ers sense that the company truly cares about them, there is a higher
chance of repeated sales. Further, they are more likely to recommend the
company to their friends and colleagues.

Empathy is crucial in insurance, especially in cases of settlement of claims.
When a policyholder experiences some distress in his/her life such as theft,
accident or death, he/she feels anxious. During this time, if the bancassurance
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associate handles the case with empathy, it goes a long way in building trust
and fostering deeper connections with them.

Problem-Solving skills

Problem-solving is the ability to identify a problem, evaluate potential
solutions, and implement the best solution. This skill is not restricted to a few
areas but is universally applicable. Today, it has become one of the most
sought-after skills in workspaces. @8

Sales is essentially about solving a customer's problem by providing @}1 with
the right products and services. A problem can only be solved w the needs
and requirements of the customer are clearly underst c@, Nowadays,
customers' needs are changing and becoming more complex @th time. Hence,
sales associates must be creative in their approach ax@eéffer personalized
solutions to them. Q)

To be a good problem solver, the following skills are ?ngred

e Creativity- To look at the problem from ma @ les

e Research- Gather and analyze informati effectively solve problems

e Communication- Engage in open co nlcatlon with team members and
customers to develop possible soluf{'gns

e Decision making- The best @fsbi’ble can only be implemented through
decision-making. %

e Time management- Sohjtions must be implemented in a timely manner
otherwise customers@i become disgruntled and switch to competitors.

g{&’PRACTICAL EXERCISES
Activity 1: Rol@gy handling common objections and providing solutions to

customer %Al ces.
Materia ired: Notebook, Pen, Pencil and Eraser

Procz;?@g‘ :
1.@5 ign roles to students, such as sales associates and customer having

different grievances.

2. Students acting as customers will raise different objections and sales
associate(s) will address different grievances by using various techniques for
handling them after understanding needs of the customers.
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3. Teacher as well as the peers (if any) acting as observers will give their

feedback related to ability of different students playing various roles.

Activity 2: Sessions by Industry Expert on handling objections and
grievances.

Material required: Notebook, Pen, Pencil and Eraser

Procedure:

1.

Industry experts should be called by the teacher to speak to the stu%gfs on
effective grievance handling. \’@

. Students must note down all the techniques discussed by hir@r

3. They should prepare a report and show it to the teacher. Q

. They must also discuss their report in the class. O

CHECK YOUR PROGRE{évO

Fill in the Blanks %O
1. Active Listening enables sales asso@tes to fully understand the
of the customers. (b'

2. The sales associate must be cal@'&respectful and try to the
tension. (b’

3. After resolving the issue, it\S important to with the customer
whether he/she is satis with the solution.

4. A significant dif ce between listening and active listening is

Wthh eans expressing ideas in one’s own words.

5. is ab111ty of putting oneself in the customers’ position and
share thei otions

. Multiple @bice Questions

@ of the following is NOT an appropriate practice in customer
vance handling?

Q a) Being defensive

b) Actively listening to the customer
c) Being empathetic towards the customer
d) Taking responsibility and finding a solution

2. The aim of grievance handling is to -
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a) Reduce the number of customers
b) Prevent customer feedback

c) Increase customer satisfaction

d) Avoid interaction with customers

3. When handling a customer's complaint, which of the {following

techniques is the most effective? E}
a) Neglecting the customer's needs ) %Qe
b) Frequently interrupting the customer “Q\’

c) Criticizing the customer for their actions Q’O’

d) Actively listening to the concerns of the customer. &

4. An effective active listening strategy is to pa@lrase the customer's
words because it: X,

a) Indicates that the sales associate Wasn'@é?ening to the customer

b) Confirms the understanding bx@taﬁng the customer's main

concerns. R0
Son
c) Unnecessarily lengthens the{'@l ersation

d) Gives the sales associate @'e authority over the discussion
5. What is the meaning of ez%pathy in grievance handling?
a) Agreeing with the QQ’Omer
X
b) Understandir)lé%-ﬂd sharing the customers’ emotions
c) Offering di nts to the customer
d) Providi@a prompt resolution to his/her complaint
C. State w, @er the following statements are True or False
1. E@thy is about being pushy and following aggressive sales tactics.
e first step of problem solving is to identify it precisely.
. Solutions must be implemented in a timely manner.
4. Active listening only includes verbal communication.
5. One of the reasons for customer grievance is good customer service.

D. Match the Column
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S.no Column A S.no Column B

1. Active A Is about being attentive without
Listening interrupting the customer.

2. Improper B Is the ability of putting oneself ir&’,
grievance the customers’ position \t@
handling sharing their emotions? =)

3. Empathy C Can result in the Qgtomers

switching to the company's
competitors. Q)

4. Apology D Helps in difﬁging tension and

rebuildi @'ﬂst
>

E. Short Answer Questions . (b\,
: : e :
1. Explain the meaning of customer érevance in your own words
2. Give reasons for customer gri @’noe
3. What is the meaning ve hstenlng°
4. What is the meanin c&o

F. Long Answer Questi&s

blem-solving?

1. Elaborate in il the techniques for handling customer objections and
grievance ctively

2. Elabg in detail the meaning of problem-solving skills and its
im nce in grievance handling

3. ain in detail the meaning of empathy and its relevance in insurance
%ndustry.

G. Check Your Performance
1. Make a chart on the concept of customer grievance and its reasons

2. Make a chart highlighting the techniques for handling customer
grievances.
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MODULE 5: POST-SALES ACTIVITIES

The Bancassurance model has transformed the way insurance is delivered,
seamlessly combining the widespread reach of banks with the diverse
insurance needs of customers. While much attention is often placed on pre-
sales efforts—understanding customer requirements and offering tailored
solutions—the real essence of customer service shines through in the post-
sales phase. This is where an organization proves its dedication, builds é}%’st,
and creates lasting relationships with its clients. \Q

This module is designed to help learners understand the signifi Qe of post-
sales activities and equip them with the tools and skills nece to excel in
this crucial phase. It emphasizes operational efﬁciencé customer-first
practices, and pro-active communication, all of whi%eéontribute to an
exceptional post-sales experience. o

Post-sales activities are the foundation of customerxsatisfaction and loyalty in
the insurance world. They go beyond merely g contractual obligations;
they aim to exceed customer expectations with smooth, transparent, and
thoughtful services. A Bancassurance relaﬁ@nship associate has a significant
role here, acting as the bridge between &¢ustomer and the organization. By
mastering these processes, they help){@g te a positive brand image and foster

repeat business. Q-

This module provides a c ﬁrehensive understanding of post-sales
management in the Bancass@

session emphasizes that s@tustomer journey begins after a policy is sold. It
focuses on ensuring*_seamless handling of documentation, effective
communication, andg‘éfﬁcient policy servicing, making customers feel valued
and supported. %cy, compliance, and timely delivery are the hallmarks of
the second ses& It covers the critical steps of policy issuance, helping
learners bui ustomer confidence and establish a positive foundation for
long-ter ’\éationships. Third session equips learners to handle claims from
registrafi to settlement with professionalism. It highlights clear
co ication, proper documentation, and empathetic dispute resolution as
es@ntial skills. The last session builds lasting customer loyalty is the focus
here. Learners will explore techniques for addressing grievances, maintaining
consistent engagement, and delivering empathetic service, transforming
customers into brand advocates. These sessions prepare learners to excel in
post-sales activities by mastering efficiency, accuracy, and empathy, enabling
them to deliver exceptional experiences and contribute to organizational

ce model through four key sessions. The first

SUCCESS.
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SESSION1: POST-SALES PROCESS

MEANING OF POST-SALES

Post-salesrefer to the activities and services provided to customers after they
have purchased a product or service. It encompasses all the support and
engagement efforts aimed at ensuring customer satisfaction, resolving is@es,
building loyalty, and encouraging repeat business. Post-sales activjkg'?/ can
include installation, training, troubleshooting, maintenance, Warran-';@ rvices,
feedback collection, and customer relationship management. O

According to Richard Branson, "The key is to set iStic customer
expectations, and then not just to meet them, but to exceed them—preferably in
unexpected and helpful ways."

O
Philip Kotler indirectly refers to post-sales in hi§%)c‘ﬁ»scussions of customer
relationship management, emphasizing that the$alés process does not end
with the purchase, but continues through

relationship-building efforts. @ n

Thus, Post-sales refer to all activities th Q-
occur after the sale of a product @
service, aimed at maintaining cystpmer
satisfaction, loyalty, and advocacy: These
activities focus on delivering e beyond
the product and ensurj that the
customer experience ins positive,
fostering repeat bus'g{@ss and long-term
engagement. &(o.,

In the book rketing Management”,
Kotler emp& es that-

"The sa "s not the end of the process Fig. 5.1 Post-sales
but ?}eginning of a relationship."”

<

IMPORTANCE OF POST-SALES ACTIVITIES

1. Ensuring Customer Satisfaction

Post-sales activities help in making customers happy with their purchase.
Addressing concerns or offering support, like a dedicated helpline or on-site
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installation service, builds trust and confidence, showing customers that
their needs truly matter.

. Fostering Customer Loyalty

It’s easier and more cost-effective to keep existing customers than to find
new ones. Regular follow-ups, prompt issue resolution, and personalized
communication, such as maintenance reminders, make customers, feel

valued and strengthen their connection to the brand. 66
. Encouraging Positive Recommendations %Q
Happy customers are the best advocates. When they receive lent post-

sales support, they’re more likely to recommend the brag%‘% friends and
family. A glowing review or referral can go a long way, In boosting the

reputation. O
. Learning Through Feedback \,O

Post-sales interactions provide valuable insighﬁé&%o what customers think.
Listening to their feedback can help im products or services. For
example, addressing a frequently ment’Q, d issue can guide meaningful
product enhancements. (b'

. Unlocking New Revenue Opportq@é
Q0

Staying engaged with custo after a sale opens doors for additional
business and suggest complementary products or upgrades to the
customers. For instance, sic software plan user might be interested in
premium features tha @ance their experience.

. Building Brand L?{@ y and Advocacy

Regular, thou engagement makes customers feel part of the brand’s
journey. Smalll gestures, like birthday wishes or exclusive offers, create
emotion nds, turning customers into loyal supporters and enthusiastic
brand assadors.

. Hoé{ng Commitments and Warranties

mooth warranty claim process shows customers they would stand
behind the products. Swiftly addressing issues, like replacing a defective
product, not only fulfills legal obligations but also reinforces trust in the
brand.

. Boosting Customer Confidence
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When customers know they can count on the company for support, they feel
more assured about their purchase. This reassurance, especially for high-
value items, reduces buyer’s remorse. For example, offering free car
servicing for the first year provides peace of mind.

POST-SALES FOLLOW-UP STRATEGIES

In the Bancassurance model, post-sales follow-up strategies ensure customer

satisfaction, build loyalty, and strengthen the bond between bank d
insurance providers. Following are some the strategies tailoreﬂ&

or a

Bancassurance Relationship Associate role: \'\,

1.

Thank You Messages: A simple, heartfelt “thank you” Qeaé,%‘lake a big
difference. Sending personalized messages after a customier purchases a
policy shows appreciation and fosters trust. For insta Qyou could thank a
customer for choosing a life insurance policy throu h@our bank.

. Policy Documentation Follow-Up: Checking intQ, confirm customers have

received their policy documents and underst em reassures them about
the company’s commitment. A quick call t(@( la
confusion and build confidence. \

in key benefits can prevent

Periodic Check-Ins: Staying conneg}ed is key to strong relationships.
Regular follow-ups, like quarterly ls, allows to check if customers need
assistance and keep them info about new options that suit their needs.

. Feedback Surveys: Askin gr customer feedback shows that the company

value their opinion and ‘6’ e about their experience. For example, a brief
email survey on theirXsatisfaction with the policy purchase process can
provide useful insight§for improvement.

. Renewal Reminders: Timely reminders about upcoming policy renewals

help custom@ avoid coverage lapses. Automated messages for health or
motor in @noe renewals make the process smooth and stress-free.

Clai /\Assistance: Assisting customers with claims during difficult times
de trates empathy and builds trust. For instance, guiding a customer

g@ugh filing a term insurance claim shows you care about their needs.
7.

ducational Content: Sharing helpful tips, like managing financial risks or
understanding tax benefits, keeps customers informed and engaged. A
monthly newsletter on financial planning can position an associate as a
trusted advisor.
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8. Claims Status Updates: Keeping customers informed about the progress of
their claims reduces anxiety and enhances reliability. Weekly updates on a
health insurance claim, for example, show transparency and care.

9. Resolving Complaints Quickly: Promptly addressing grievances restores
customer confidence and demonstrates the commitment to their
satisfaction. For instance, clarifying a misunderstanding about policy terms
can turn frustration into trust. e},

MEANING OF CUSTOMER LOYALTY AND CUSTOMER RETENTION '\QQJ

Customer loyalty refers to a customer's consistent preference\@s\’a brand,
product or service over time, often due to positive experiences, sati faction and
emotional connection. In the other hand Customer Retentig" refers to the
strategies and actions companies use to prevent custo rom switching to
competitors and to encourage repeat business. It's a ke@indicator of customer
satisfaction, product/service value, and the succe%’%f customer experience
efforts.

O
Impact of Post-Sales Activities on Custome@,o alty and Retention

These human-centered strategies, Bancas nce Relationship Associates can
ensure customers feel valued, supported(}(nd connected, creating a foundation
for lasting loyalty and success. X 3

O
1. Enhanced Trust: Dependabl@ost—sales support assures customers they
made the right choice. bﬁ

2. Stronger Relationsh)i§§ Personalized interactions foster emotional
connections that bui ng-term loyalty.

3. Increased Lifeti K'Value: Satisfied, loyal customers often spend more and
refer others, @ itig higher revenue.

4. Reduced u

n: Pro-active engagement minimizes reasons for customers to
leave, s&) g retention rates high.

5. Positi Advocacy: Happy customers naturally become brand
ssadors, spreading goodwill and attracting new clients.

PRACTICAL EXERCISES
Activity 1: Thank You Note Creation Workshop.

Material Required:
o Sample thank-you note templates

o Writing materials (pens, paper, laptops, etc.)
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e A projector or whiteboard for group discussions

Procedure:
1. Begin with a brief explanation of the importance of thank-you messages in
post-sales activities and how they foster trust. E}
2. Share examples of effective thank-you messages. Highlight tone,
personalization, and key elements that make them impactful. \‘\,
3. Drafting Practice QQ
a. Divide participants into small groups. <
b. Provide them with customer profiles and scen@?gg (e.g., a customer
purchasing life insurance). \,\J

c. Ask each group to draft a personalized t@@-you note based on their
assigned scenario.

4. Each group presents their draft, and co %&ruotive feedback is given.
5. Participants refine their drafts base%&\l’ feedback.

6. Collect the notes and compile thefp-as a resource for future use.
Activity 2: Renewal Reminder Plahning Session

Material Required: 06’

e Customer scenarios @‘ policy renewal dates

e Calendar templat ~

o Digital tools ]5®'§Exce1 or CRM mockups

Procedure 4@

1. Ex@he significance of timely renewal reminders and their impact on
ret n.

2. nario Allocation

a. Provide each participant with a customer scenario (e.g., a health
insurance policy nearing expiration).

b. Share policy details and customer preferences.

3. Reminder Strategy Creation
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a. Participants develop a timeline for reminders (e.g., 30 days, 15 days, and
1 day before renewal).

b. Design messages for each stage, incorporating personalization.

4. Participants simulate phone calls or emails to deliver reminders, practicing
tone and empathy.

5. Conduct a feedback session and revise the strategies accordingly. b’

6. Share insights and finalize strategies as a group. \QQJ

Activity 3: Claims Assistance Simulation “Q\\’%

Material Required: v

e Mock claim scenarios @Q

e Claim processing guidelines and flowcharts O'\O

e Role-play setup (phones, desks, etc.)

Procedure: %O

1. Brief participants on the importance of &1@13 assistance in building trust
and loyalty. (b,

2. Hand out mock claim scenarlp&'&ef(e g., health insurance claims for

hospitalization). &

3. Team Role-Play

a. Divide participants i @ irs—one acting as the customer and the other
as the Relatlonshl AsSociate.

b. Simulate a p all or in-person interaction to guide the customer
through the c‘Qﬁts process.

4. Guidance S@
a. Identi e customer’s issue.
b. Provide clear instructions for claim submission.
reassurance and set realistic expectations for resolution timelines.
5. Q@ervers provide feedback on communication, empathy, and clarity.

6. Discuss best practices for claims assistance and summarize learnings.

CHECK YOUR PROGRESS
A. Fill in the Blanks

1. Post-sales activities aim to ensure customer and encourage
repeat business.
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2. According to Philip Kotler, "The sale is not the end of the process but the
beginning of a "

3. A seamless claims process during critical moments builds trust and
increases customer

4. reminders ensure uninterrupted service and help in customer
retention.

5. Collecting customer provides insights for improving n@gz:ts
Or services. .

B. Multiple Choice Questions O

1. What is the primary goal of post-sales activities? QQ
a) Selling additional products <
b) Resolving customer issues ONO
c) Ensuring customer satisfaction LY
d) Reducing marketing expenses O\’

2. Which of the following is NOT a post—sal@a tivity?
a) Installation services N
b) Warranty claim assistance -\/(b'

c) Product advertising

. x&
d) Customer feedback collectéo‘lb,

3. Timely can preve
a) Feedback surveys
b) Renewal reminders.)
c) Marketing emai

d) Thank you nﬁ{s,sages
4. Who empﬁ(z@& that post-sales efforts build long-term customer
1ps?

relationsh
a) Ri §a Branson

b) Philip Kotler
ter Drucker

g Stephen Covey

. What does post-sales engagement help achieve?
a) Higher customer acquisition costs
b) Customer loyalty and advocacy
c) Reduction in product development
d) Immediate revenue generation

coverage lapses in insurance policies.
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C. State Whether the Following Statements Are True or False
1.

Post-sales activities end once a product is delivered to the customer.

2. Renewal reminders help customers avoid policy coverage lapses.
3. Feedback surveys are unnecessary for retaining customer loyalty.
4. Assisting customers with claims enhances trust and builds relationships.
5. Personalized thank-you messages do not influence customer satisfa@%n.
D. Match the Columns .\%Q
Y
S.No | Column A S.No | Column B O
he
1 Thankyou messages A Build emotion@connections
AN
2 Renewal reminders B Ensgre O uninterrupted
service
0\/
3 Claims assistance C De@nstrates empathy
%@ id luabl t
4 Feedback surveys D \». roviae vatuabie custometr
- Of'insights
LY
Y
S Educational content (.S,@ Keeps customers informed
LY

@“

E. Short Answer Questions bﬁ

1.
2.

4.

Define post-sales ‘\?)'(plain its primary objectives.

How does feed collection benefit organizations in improving products

or services? ,Q)~
»g

. List any, thiyeée post-sales follow-up strategies used in the Bancassurance

mode @

E)@in how post-sales activities enhance customer confidence.

S&at is the role of educational content in customer retention?
F.gong Answer Questions

1.

Discuss the importance of post-sales activities in building customer
loyalty and advocacy.

. How do timely renewal reminders and claims assistance contribute to

customer retention in the Bancassurance model?
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3. Explain the impact of personalized post-sales engagement on brand
reputation and customer satisfaction.

4. Discuss the role of post-sales follow-ups in unlocking new revenue
opportunities.

5. Evaluate how resolving customer complaints promptly can transform
customer dissatisfaction into loyalty. b,

G. Check Your Performance <

1. Reflect on areas of improvement to enhance your knowledge &&Qnstomer
relationship management.
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SESSION 2: POLICY ISSUANCE

MEANING OF POLICY

A policy is a deliberate system of principles or rules designed to guide decisions
and achieve specific outcomes. It acts as a blueprint for action, providing a
framework for consistent decision-making within an organization, governn%snt,
or individual context. <

0« Fig. 5.2: Policy

X
According to Thomﬁdﬁ}e "Policy is whatever governments choose to do or
not to do."
o

This definition asizes that policy involves both action and inaction by
authorities o cision-makers. It highlights that even deliberate inaction on an
issue is a gﬁf policy. For instance, choosing not to regulate an industry can
be seen €sj policy decision to allow self-regulation.

ME G OF POLICY ISSUANCE

Po%y issuance refers to the formal process of issuing a policy document or
certificate to an individual, organization, or group, confirming that the policy
has been created, approved, and is in effect. This term is commonly used in the
context of insurance, where it denotes the delivery of the insurance contract to
the policyholder.
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According to Rejda, George E. "Policy issuance is the process by which an
insurer delivers the written document containing the terms of insurance
coverage to the insured."

Policy issuance ensures that all agreed terms, conditions, and coverage details
are clearly communicated in a formal document. In insurance, this is the stage
where the insurer confirms the acceptance of the insured's application and the
activation of coverage. It includes the policy number, premium details, cov@age
limits, and exclusions. \QQJ

PROCEDURES FOR ENSURING TIMELY POLICY ISSUANCE

A,

Timely policy issuance requires a combination of efficient) "procedures,
technology utilization, and clear communication. The Procedées for ensuring
timely policy issuance are: \OQJ

1. Standardized Application Process: Implement a c and efficient process
for submitting applications or requests for poli¢y;, issuance. This includes
using digital platforms, ensuring that a% equired information and
documentation are provided at the outset, @a oid delays.

2. Data Verification and Accuracy: Con \et thorough checks to ensure that
the application details (e.g., persona(\i'nformation, coverage requirements)
are accurate. Any discrepancies ould be resolved before proceeding
further, reducing rework and cessary delays.

3. Use of Technology: Aut te the process as much as possible using
software solutions or workflow management tools. Automated systems can
quickly process and ify applications, reducing the time spent on manual
tasks. Digital 2&&? re and e-documentation processes can expedite

approvals and is ce.

4. Efficient U@writing Process: Streamline the underwriting process by
setting c guidelines, using automated risk assessment tools, and having
a dedi underwriting team available for fast decision-making. Establish
guidalires for faster approval of low-risk policies, reducing the time spent on

al review.

5.%lear Communication with Clients: Keep the clients informed at every
stage of the policy issuance process. This includes notifying them about
missing information or documentation and providing expected timelines for
issuance.
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6. Internal Collaboration: Foster strong collaboration between departments,
such as sales, underwriting, and legal, to ensure a smooth handoff of
information and avoid delays in policy generation.

7. Quality Control Checks: Ensure that the policy document is free from
errors by conducting final quality control reviews before issuance. This
helps to avoid the need for corrections after issuance, which can lead to

delays. e},

<
8. Training and Capacity Building: Regularly train staff involved T@rpolicy
issuance, such as customer service representatives and undexwgiters, on
best practices and tools that enhance speed and accuracy. 6’0

9. Legal and Regulatory Compliance: Ensure that the%olicy issuance
process complies with legal and regulatory requirem ! Non-compliance
can lead to delays or even rejection of the policy issuggce, so proactive steps
should be taken to stay updated with regulations&

BEST PRACTICES FOR TIMELY POLICY ISSUA@
Following are the best practices for timely poli@issuance:

1. Set Clear Deadlines: Define clear ti nes for each stage of the policy
issuance process (e.g., application %'Scessing, underwriting, and document
generation). Having a timeline @?ﬂ everyone involved prioritize tasks and
stay on track. &

2. Customer-Centric Appr : Provide customers with clear instructions
and reminders about thie” documentation required for policy issuance.
Encourage them to @ﬁit complete and accurate information, minimizing

delays. %

3. Electronic I’Qégsing: Use electronic systems to handle policy issuance.
This elimina delays associated with paper-based systems, such as
mailing Q anual data entry.

4. Offe@ If-Service Options: Provide customers with self-service portals
wéa@ they can submit applications, track the status of their policy
Q ance, and even receive their policy documents digitally. This reduces the
workload on staff and speeds up the process.

5. Real-Time Updates and Alerts: Implement real-time tracking for policy
applications, so clients can monitor the status and know exactly when their
policy will be issued. Automated alerts can be sent for every step, reducing
customer anxiety and unnecessary follow-ups.
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6.

Performance Metrics and Monitoring: Track performance metrics (e.g.,
time from application to issuance) and analyze delays or bottlenecks. This
data can be used to continuously improve processes and identify areas for
improvement.

. Ensure Back-up and Contingency Plans: Prepare for unexpected issues

like system failures or staff shortages by having contingency plans in place.
Backup systems and staffing solutions ensure that policy issuance i%uot
delayed due to unforeseen circumstances. \QQ/

. Customer Feedback and Continuous Improvement: After poli&"t%suance,

gather feedback from clients regarding their experience ar@ientify any
areas where the process can be improved. Regular revi
feedback can help refine the process for faster issuance. ¢,

of customer

TRACKING AND FOLLOW-UP METHODS Q)

Tracking and follow-up methods are required for ensuring the timely issuance
of policies and maintaining smooth communi n with customers. These
methods help identify potential delays and r ve issues before they escalate,
ensuring efficient and effective policy ménagement Following are some
tracking and follow-up methods: A

1.

Automated Tracking Systems:K@flplement policy management software
that automates the trackj%' f policy applications, approvals, and
issuances. These systems ide real-time updates and generate reports
on the status of each licy.Automated systems can send alerts to
stakeholders (such a@ustomers, agents, and underwriters) when key
actions are required_{e.g., document submission, approval, etc.)ensuring
no step is misse

CRM (Custg?*er Relationship Management) Tools: Use CRM tools to
track c er interactions, document submissions, and policy status
upda eé his enables the customer service team to view the history of
eac plication and ensure follow-ups are completed on time. Offer
é%)omers a portal where they can track the status of their policy
éﬁphcatlon in real time. Customers can view any pending tasks and take-
actlon helping reduce delays caused by missing documentation or unclear

steps.

Manual Follow-Up Procedures: Set up a system of periodic check-ins for
policies that are in progress. Customer service representatives or agents
can call or e-mail customers at various stages to confirm receipt of
documents, remind them of required information, or update them on the
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status. Create a process for escalating cases that are not progressing
according to the expected timeline. For instance, if the policy issuance is
delayed due to underwriting or documentation issues, an escalation
process ensures that higher management intervenes promptly.

Task Management Tools: Use task management tools (like Asana, Trello,
or Monday.com) to assign, track, and manage tasks related to policy
issuance. Each step (from application receipt to underwriting to docu@ent
preparation) can be tracked in real time, with deadlines, remin @ and
responsibilities clearly marked. These tools also promote cok oration
across teams, ensuring that everyone involved in the polioy” issuance
process (underwriters, legal, agents, etc.) has visibility iq@the status of
tasks and can follow up as needed. e

E-mail and SMS Reminders: Set up e-mail and &S notifications for
customers at key stages of the process, such &psvhen documents are
required, when their application is being procee%‘ed, or when their policy is
ready. These reminders ensure cus ers stay engaged and
informed.Internally, automated system@can generate alerts for the
responsible teams to follow up on inc}:‘?lete applications, documentation,
or underwriting steps that are taking; o long.

Reporting Dashboards: Utilize Qfxboards that provide real-time data on
the status of all policies in issuance pipeline. These dashboards can
highlight pending approv, underwriter workload, or policies delayed due
to specific issues, allowi anagers to prioritize follow-ups efficiently. Key
Performance Indic (KPIs) like "time from application to policy
issuance" or "number of policies delayed" can be monitored to assess the
efficiency of the(gN cess and trigger corrective action.

Follow-Up @%plates and Scripts: Develop e-mail templates, phone
scripts, text message templates for follow-up communication. These
can streamline follow-ups, ensuring consistent and clear
nication, reducing human error, and improving efficiency. Tailor
munication for different stages of the process. For example, at the
nderwriting stage, the message can focus on providing additional
documents or clarifying details. During policy finalization, it can be about
payment confirmation or policy delivery.

Regular Stakeholder Meetings: Regular meetings (daily, weekly, or bi-
weekly) should be held with stakeholders involved in policy issuance
(sales, underwriting, legal, etc.) to review the status of policies, discuss
any obstacles, and plan follow-up actions. When necessary, have a
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dedicated customer representative or agent who is responsible for
providing customers with updates and pro-actively following up to ensure
their concerns are addressed.

Post-Issuance Follow-Up: After a policy is issued, follow up with
customers to ensure satisfaction with the process and gather feedback.
This can help identify any areas of improvement for the policy issuance
process. Once the policy is in effect, track customer claims to ensure@aat
the issued policy provides the expected coverage and service, and inue
the relationship for renewal or further customization. -\%

10. Tracking Metrics and Analytics: Track metrics such as t erage time

to issue a policy, the number of policies delayed, the n ?‘1 er of policies
requiring rework, and customer feedback scores.¢,Using analytics,
businesses can pinpoint issues in the process d take pro-active
measures to prevent delays.For any delayed poli@gboconduct a root cause
analysis to identify where the bottleneck Soeurred (e.g., incomplete
customer documentation, underwriting ys) and create corrective
strategies.

Best Practices for Follow-Up ,\’&

1.

Proactive Communication: To r Qo'% out to clients at regular intervals
throughout the policy issuance frocess, not just when action is required
from them. @

Clear Documentation ar@)ocumentation Requests: To Keep detailed
records of customer unications and any documents submitted. This
helps ensure that no ép is skipped.

Prioritize High-Risk or Time-Sensitive Policies: It ensure that policies

with urgent lines are tracked more frequently and escalated when
needed.

Custo “A-Centnc Approach: It focus on providing transparency and
clari at every stage to reduce customer frustration and enhance
S action.

Q PRACTICAL EXERCISES

Activity 1: Group Discussion on understanding Policy and Policy Issuance

Material Required:

Whiteboard and markers

Printed definition of "policy" and "policy issuance" (optional)
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e Chart paper and colored pens
Procedure:
1. Divide participants into small groups (3-4 members).

2. Assign each group the task of drafting a simple "policy" for a common
scenario (e.g., library rules, classroom behaviour, or workplace etiquette).

3. Each group writes its policy on chart paper. E}

o &
4. Groups present their policies to the class. %Q

5. Discuss how the policies guide actions and how different d@ons (e.g.,
strict vs. lenient rules) reflect the principles of policymaking. v

6. Explain the concept of policy issuance with the examp@ f an insurance
policy. O

7. Discuss the importance of ensuring clear commfiiication of terms and

conditions. Q)

8. Participants share insights on how pol'@kﬁnﬂuence actions and why
accurate issuance is crucial. \

Activity 2: Demonstrate the steps in Pol&‘ssuance

Material Required: (5&6

o Flashcards with steps of policyNisSuance written on them

e A flowchart template (prin r drawn on a whiteboard)

o Markers X

Procedure: %

>
1. Briefly explai '(;?é concept of policy issuance using George E. Rejda’s
definition.

2. Distrib %shcards with the steps in the policy issuance process (one step
per card) to participants.

3. Pfoyvide the flowchart template.

4. Ask participants to arrange the flashcards in the correct sequence on the
flowchart.

5. Discuss each step and its importance in ensuring timely policy issuance.

6. Highlight how using technology and clear communication can streamline
the process.
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7.

Recap the steps and discuss how delays can affect customers and
organizations.

Activity 3: Roleplay on Tracking and Follow-Up Methods

Material Required:

Roleplay scenario cards

Paper and pens for participants to note down observations E}

<

Procedure: %Q

1.

. Assign roles to participants (e.g., customer, customer se

. Groups act out their scenario, demon

Provide an overview of tracking and follow-up methods, such ,%\}utomated
systems, CRM tools, and manual procedures. v
r@g

representative,
underwriter, manager). O

Provide each group with a scenario card (e.é&omissing documents,
underwriting delay, customer inquiry). é @)

ng tracking and follow-up
methods to resolve the issue. \

. Encourage the use of proactive com / ?c'ation and task management tools.
. Discuss what went well and What(gf?gﬁd be improved in the roleplay.

. Highlight best practices for w-up, such as clear documentation and

prioritization of time-sensig% policies.

. Participants share ke leaways and suggest improvements for real-life

follow-up practices.Boffom of Form

X
(g} CHECK YOUR PROGRESS

. Fill in the B@i’s

1. A__ . §@ is a deliberate system of principles or rules designed to guide
dee}')ons and achieve specific outcomes.

Q&icy issuance ensures that all agreed terms, conditions, and

Q details are clearly communicated in a formal document.

3. According to Thomas Dye, "Policy is whatever governments choose to
or to do."

4. Automating the policy issuance process using technology reduces the
time spent on tasks.
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5.

CRM tools help track customer interactions, submissions, and
policy status updates.

B. Multiple Choice Questions

1.

2.

3.

4.

Which of the following statements best defines "policy"?
a) A process for resolving disputes within an organization.

b) A deliberate system of principles or rules for guiding decisions. E}

c) A strategy for marketing insurance products. ) %Q
d) A legal framework for government regulations. \Q\'
Policy issuance in insurance primarily involves: Q’O’

a) Drafting legal contracts for agents. <

b) Delivering the written policy document to the )'%@ured.
c) Marketing new policies to potential custon%%s.
d) Setting premium amounts for future I%/als.

Which of the following is NOT a proce&flre for ensuring timely policy
issuance? O

0>
a) Use of technology \,6
b) Regular training of staff@w
c) Ignoring documentag% accuracy
d) Efficient underwsifing process

Real-time updaég&s} uring the policy issuance process are crucial because

they: Q

a) Elimin@%he need for manual tracking of applications.
b) R‘Q& transparency for the clients.

c% Erfsure that policies are issued without customer engagement.

%

Avoid compliance with legal requirements.

Which tool is commonly used for tracking and managing tasks in policy
issuance?

a) CRM systems
b) Task management tools like Asana or Trello

c) Marketing automation tools
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d) Accounting software
C. State Whether the Following Statements are True or False
1. Choosing not to regulate an industry is considered a form of policy.

2. Policy issuance includes the informal verbal communication of coverage
details.

3. Automated tracking systems reduce delays in the policy iss%éqce

process. \Q

4. Post-issuance follow-ups are unnecessary once the policy is wated.

5. Real-time tracking dashboards help managers identifzzégdenecks in
policy issuance.

&
D. Match the Column '\Q
&\/
S.No | Column A S.No | Column B
e
1 Policy issuance A | Delivets terms of coverage
&
2 | Use of technology B . (B\pduces manual workload
e
3 | CRM tools )@} Tracks customer interactions
foon
4 | Underwriting Q» D | Assesses risk and approves
process b’%
S | Legal com%'ﬁ%g’e E | Ensures adherence to laws

E. Short Answer Q ons
1. Define pol@&md its significance in decision-making.
2. What '@he meaning of policy issuance in insurance?
3. Lié}hree procedures that ensure timely policy issuance.
4@w do automated tracking systems improve policy issuance processes?
g. Why is pro-active communication important in the follow-up process?
F. Long Answer Questions

1. Explain the procedures for ensuring timely policy issuance with
examples.

2. Discuss the best practices for follow-up in the policy issuance process.
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3. Highlight the importance of technology in the policy issuance process.

4. How does policy issuance ensure clarity and transparency for the
policyholder?

5. Describe the role of tracking metrics and analytics in improving policy
issuance timelines.

G. Check Your Performance b
1. Rate your understanding of the following topics on a scale of 1 to\b@
Meaning of policy and policy issuance. \‘\,%
Procedures for timely policy issuance. Q.Qv
Tracking and follow-up methods. <

Best practices for customer engagement durin%o;lcy issuance.

Use of technology and metrics in policy management.

157



SESSION 3: CLAIMS MANAGEMENT PROCESS

MEANING OF CLAIM MANAGEMENT PROCESS

Claims management is the thoughtful process of handling customer claims
with efficiency, fairness, and care. It involves evaluating claims, ensuring
compliance with policies and regulations, and providing resolutions at
balance organizational efficiency with customer satisfaction. It's more just
a technical process; it’s a customer-focused journey that fosters. é}f and
builds long-term relationships. O

STEPS TO MANAGE CUSTOMER CLAIMS EFFECTIVELY 0

1. Claim Submission: The first step in the claims ~@@Cess is providing
customers with simple and accessible ways to submit their claims—
whether through online portals, emails, or a Qi)&ne call. Ensuring clear
instructions and proper documentation at thistage helps avoid confusion
and sets the tone for a smooth journey. %

2. Acknowledgment of Claim: After <C21211m is submitted, promptly
acknowledging receipt reassures C&@Omers that their issue is being
addressed. Providing a tracking I@ﬁand a brief outline of the next steps
gives them clarity and confide Qg

3. Preliminary Review: Claimis are screened to ensure eligibility and
completeness of submit information. If any details or documents are
missing, customers a@btiﬁed immediately to prevent delays.

4. Documentation gzﬁcation: The submitted documents—such as ID
proof, receipts, g\v photographs—are carefully reviewed for authenticity.
This ensug 'leairness while protecting both the customer and the

ﬁom potential issues like fraud.

organiza'@
5. Detai Investigation: For complex or high-value claims, further
iné?éﬁ ation might involve site visits or expert reviews. This step ensures
% every claim is assessed with precision, upholding transparency and
irness.

6. Approval or Rejection: Based on the findings, claims are either approved
for settlement or rejected. In the case of rejections, customers are given
clear explanations, referencing policy terms, and offered guidance on the
appeal process if needed.
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Settlement Process: Approved claims are resolved through financial
payouts, replacements, or repairs. Timely and accurate settlements are
essential to maintaining customer trust and satisfaction.

8. Customer Communication and Support: Keeping customers informed at
every stage, answering their queries, and showing empathy are necessary
in making the process less stressful.

Post-Settlement Follow-Up: Following up ensures customers Qve

9.
received their settlement and are satisfied. It also opens the ’\@or for
constructive feedback to improve the process.

10. Continuous Improvement: Regularly reviewing feedbac 1dent1fy1ng

bottlenecks helps refine the claims process, maklng 1téster and more
customer-friendly.

Table 5.1: Documentation Required for Claims Man&@ment

OV
Document Purpose Exampgo Timeline
Type
Claim Form Official request ted At the time of
to initiate the Kg@}{catlon submission
claim process
. ﬁ‘/ .
Proof of | Validates the | Photos, 2-3 Dbusiness days
Loss/Damage event or l@ medical post-
‘Q’ reports, acknowledgment
X p g
estimates
¢X,
. D y
Identity Proof 4-%r1ﬁes Passport, At submission

QS‘

claimant’s

Aadhaar, etc.

identity
&
T~
Polic l\' Confirms valid | Copy of the | At submission
D ent coverage policy
&pporting Justifies Hospital bills, | 5 business days
Bills /Invoices financial receipts post-request

aspects of the
claim
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Table 5.2: General Timelines

Stage Recommended Timeline

Acknowledgment Within 24-48 hours

Document Verification | 3-5 business days post-submission

,@b

Investigation 7-10 business days for complex claims\o
o Y
Approval/Rejection 5-7 business days post—verificatio\r}\\‘\'
Settlement 7-15 business days post—apprQﬁ}
<&

AS)

COMMUNICATING WITH CUSTOMERS THROUG@)UT THE CLAIMS
PROCESS O’&

1. Prompt Acknowledgment: Assure customers their claim is being addressed
by providing confirmation and next steps.

2. Transparent Information: Clearly Jelitline what is required, eligibility
criteria, and any policy terms thak@ act the claim. Simplify the language
to avoid confusion. y

3. Regular Updates: Keep c %-
about their claim's progres@

ers informed through timely notifications
om submission to settlement.

4. Empathy and Sup : Claims often arise from challenging situations.
Listening with em?&Jh and providing clear guidance shows care and builds

trust. (b’

5. Timely Deci@n Communication: Share the approval or rejection decision
promptly, @plaining the reasons clearly. Offer avenues for appeal where
apphc

6. P é&ttlement Follow-Up: Ensure the customer is satisfied with the
ion and collect feedback to improve.

gfeedback Collection: Inviting customers to share their experiences helps
organizations refine their processes and deliver even better service.
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PRACTICAL EXERCISES

Activity 1: Demonstrate the steps and processes for managing customer
claims.

Material Required:

Pre-designed case studies or scenarios involving customer claims (e.g.,

vehicle insurance, medical insurance, etc.) b,
Claim forms (blank templates) . %QQJ
Policy documents with specific terms and conditions (sample) G
Checklist for required documents (sample) 6’0

Role cards for participants (e.g., customer, claims officer, ghvestigator, etc.)

0

Procedure: Q)

1.

Divide participants into groups and assign rolés (e.g., customer, claims
officer, investigator). %O

. Provide each group with a case study invol@g a claim scenario.

. Participants acting as customers fill ow{@vclaim form based on the scenario.

a. Submit required documents (identity proof, bills, etc.) to the claims
officer. Q-

b. Claims officers verify th%d im form and documents for accuracy and
completeness.

c. Investigators analy@:;t-he case for further review or site visit.

d. Decision—maker&x&pprove or reject the claim based on findings.

. Conduct moﬁ'ﬁcommunication between claims officers and customers,

es and settlement discussions.

including @
. Conc&by reflecting on the challenges faced and lessons learned during

ation.

5

A(ﬁvity 2: Role-play on interactions with customers during claims.

Material Required:

Index cards with different documentation requirements (e.g., identity proof,
proof of loss, claim form, etc.)

Policy terms and conditions booklet (sample)
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e Timer

Procedure:

1. Divide participants into teams and provide each team with a mock claim
scenario.

2. Teams must identify the required documents for the scenario by referer@ng
the policy terms and the index cards. \Q

3. The team works collaboratively to "submit" the documents in the\ée rect
order:

N
Claim form first. Q

Identity proof and proof of loss/damage. «OQJ

Supporting bills or invoices. \,O

Policy document last.
4. Each team is timed, and points are awarded ﬂ%ggeed and accuracy.

Qoo

5. Conclude with a discussion on the 1mp01@106 of providing complete and
accurate documentation for timely claj ocessing.

Activity 3: Customer Communicatio@e-Play
Material Required: o

e Scenarios of common customer issues during the claims process (e.g.,
delayed settlement, rejec‘t\rs' aim, unclear instructions)

« Role cards for custonggiand claims officer
o Feedback forms fo%bservation and review
Procedure: S
1. Pair parti€ppants into groups of two, with one acting as the customer and
the othés the claims officer.
2. Pr each pair with a scenario outlining the customer's concern.
Q@ms officers respond to the concern, ensuring:
. Prompt acknowledgment of the issue.

b. Clear explanation of the claims process.

o

Empathy and support during the interaction.

A

Resolution or guidance for the next steps.
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4. Other participants observe the role-play and provide constructive feedback

on communication and problem-solving skills.

5. Rotate roles and scenarios to give everyone a chance to practice.

CHECK YOUR PROGRESS
A. Fill in the Blanks

1. Claims management involves evaluating claims, ensuring comp@
with policies and regulations, and providing __ that ance
efficiency and customer satisfaction. \\’

2. The first step in managing claims effectively is 0 the claim
submission process for customers. Q

3. ensures the fairness of claims by*@:glgifying submitted
documents for authenticity. \,O

4. Complex or high-value claims often requireo\/ as part of the
claim’s management process.

5. Regular of feedback helps\@eﬁning the claims process for
better customer satisfaction.

,g\
B. Multiple Choice Questions @

1. What is the purpose of ack dgmg a claim promptly?
a) To complete documentation
b) To reassure cust s that their claim is being addressed
c) To verify iden&@
d) To investi claims

2. Which of @ following documents validates the event or loss?

a) IQ@y proof

\60f of loss/damage

% Policy document

<

3.

d) Claim form

How long does the document verification process typically take?
a) 24-48 hours

b) 3-5 business days

c) 7-10 business days
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d) 5-7 business days

4. What is essential to maintain customer trust during the settlement
process?

a) Delayed payouts
b) Timely and accurate settlements
¢) Minimal communication E}
d) Complex procedures ) %Q
5. What should an organization do after settling a claim? \Q\\'
a) Stop communication with the customer A
b) Conduct post-settlement follow-up and collect feg%@ck
c) Investigate further \,O
d) Avoid customer feedback O\/
C. State Whether the Following Statements are, True or False

1. Acknowledgment of a claim is not necessary as long as the claim is

resolved quickly. \’(b'

2. Detailed investigation is require)dv%hly for simple claims.

3. Providing clear explanati for rejected claims builds trust with
customers. %

4. Documentation Verlﬂ@lon helps prevent fraud in the claims process.
5. Feedback from cu@mers is crucial for improving the claims process.

D. Match the Colu

S.No %l&n A S.No | Column B
Q)

A Y
%\:Elaim Form A | Validates the event or loss

)

ch Proof of Loss/Damage B | Completed application form

3 | Identity Proof C | Verifies claimant’s identity
4 | Policy Document D | Confirms valid coverage
S Supporting Bills/Invoices | E | Justifies financial aspects

E. Short Answer Questions
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1. What is the importance of acknowledging a claim promptly?

2. List the key steps involved in managing customer claims effectively.

3. What is the role of documentation verification in the claims process?

4. How does continuous improvement enhance claims management?

5. Why is post-settlement follow-up important for organizations?

F. Long Answer Questions @b'

1. Explain the importance of clear and transparent communicaticggoduring
the claims process. \O\

2. Describe the general timelines for the various s{% s of claims
management. <

3. How does empathy and support influence custoggpsatisfaction during
the claims process? \,\J

4. What strategies can organizations ado%oco improve their claims
management process?

5. Discuss the role of technology in %}hancing the efficiency of claims
management. ,g\,

G. Check Your Performance (5&6

1. Reflect on how the claims ess balances organizational efficiency with
customer satisfaction. bﬁ

2. Identify areas in yoie&urrent claims management practices that could
benefit from auto ion or improved communication.

XU o . L
3. Evaluate wh r the timelines and procedures in your organization

align witha stry best practices.
R\
o)

S
P
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SESSION 4: CUSTOMER RELATIONSHIP

O

MEANING OF CUSTOMER RELATIONSHIPS <

Customer relationships refer to the ongoing interactions, engag %ts, and
connections between a business and its customers. These relé@%hips are
built over time through consistent communication, trust, a e delivery of
value. A strong customer relationship goes beyond a %ﬁle transaction,
focusing on fostering loyalty, satisfaction, and long-term et{gagement.

In essence, customer relationships are the foundatiorf‘oq business success, as
they determine how customers perceive and intergcf with the brand. Effective
customer relationship management ensures t customers feel valued,
understood, and supported, leading to increas@ retention and advocacy.

Philip Kotler "Customer relationships*,\’@re the process of building and
maintaining profitable customer connegtijens by delivering superior value and

satisfaction.” (b),&’

Peter Drucker "The purpose of usiness is to create and keep a customer.
Customer relationships focus understanding customer needs and delivering
consistent value." \20'

Don Peppers and M & Rogers "Customer relationships involve managing
interactions with indimidual customers to maximize loyalty and lifetime value
through personali experiences."

Ken Blanchgj "Customer relationships are about creating raving fans by
exceeding,\, ctations and consistently delivering memorable service."

K ARACTERISTICS OF CUSTOMER RELATIONSHIPS

Customer relationships form the foundation of any successful business. They
are built on a few core principles:

1. Trust: A strong customer relationship starts with confidence in the brand’s
ability to deliver on its promises, consistently and reliably.
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2. Communication: Open, clear, and timely interactions ensure customers
feel informed and valued.

3. Engagement: Actively involving customers through feedback, Iloyalty
programs, or personalized services fosters a sense of belonging.

4. Satisfaction: Making sure customers are happy with their experience and
the solutions provided builds goodwill and ensures repeat business.

5. Loyalty: Exceeding customer expectations creates long-term commifment

and advocacy for your brand. "
NS

O

STRATEGIES FOR MAINTAINING ONGOING CUSTOMER @%TIONSHIPS

AND SERVICE PERSISTENCY <

Maintaining strong, long-term customer relationshipsCcand ensuring service
persistency are key drivers of business success: ese strategies involve
proactively engaging with customers, delivering %@istent value, and fostering
loyalty. These strategies, when implementi@e ectively, can help maintain
strong customer relationships and ensure scx e persistency, leading to higher
satisfaction, loyalty, and long-term busifless success. Following are some
effective strategies for maintaining ong@'&g customer relationships and service
persistency: (D)S'

Table 5.3: Strategies for maintaining ongoing customer relationships and

service persistency bﬁ
A

Strategy (‘O Description Action Points
X
Q - Use CRM tools to track
Y Tailoring interactions | preferences and
based on customer | behaviour.

Personalize&)@

Custome

Engag@\nt

data and preferences to
create a more relevant

- Send personalized offers,
follow-ups, and

(b experience. recommendations based
Q% on purchase history.
4

Regular and | -Set up automated
Consistent meaningful reminders and email
Communication and | .ommunication  with | newsletters.
Follow-ups customers  to  keep | _Use multiple

them informed and| communication
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engaged. channels (email, SMS,
phone, social media).
Providing efficient, | - Ensure 24 /7 customer
Quality Customer accessible., and | support availability.
Support empathetic support | _ Provide self-service
whenever customers

options like FAQs an

Reward and Loyalty
Programs

face challenges. knowledge bases. &
0>
- Implement poﬁ:\}%ased
rewards or rral
Offering incentives to program

encourage repeat
business and customer
loyalty.

<]

- Provi@eéxclusive perks

fi yal customers (e.g.,
)Qarly access, special
pdiscounts) .

Gathering and Acting

\©

Listening to ‘?y(g{omer
feedback a& making

- Conduct surveys,
interviews, and
feedback sessions.

on Feedback improve Qts  based | - Address negative
on theirsuggestions. feedback and
b’ implement changes to
improve service.
O

L

v
g
Proactive E(?lem
Solving @
<Q
Q’\,
)

N

D

Anticipating customer
needs and
potential issues before
they arise.

resolving

Regularly check in with
customers to gauge
satisfaction.

Provide alerts for
upcoming product
updates or renewals.

~

<

Building
Community

Creating a sense of

belonging among
customers through
engagement and

shared experiences.

Host customer events
(e.g., webinars, meet-
ups).

Engage on social media
to encourage discussion
and share user-
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generated content.

- Regularly review service

Continuously evolving | fferings and customer

Continuous products, services, and

needs.
Improvement and | engagement to meet )
Innovation changing customer | - Invest in new
needs. technology to enharz
customer experieg&
. =M
- Ensure uniforhiity
L ) across all
Delivering a consistent CommunQation

Consistency Across :::derience hiil'ql;ileity chan\gfs and staff
Touchpoints P Y tra&u g

—y{/rﬁ'egrate systems and
’\Oplatforms to maintain

customer interaction
point.

@T service consistency.

.\’(b,\ - Send personalized

greetings or gifts for
Recognizingvecustomer birthdays,

Celebrating achiév%éét S ) OT | anniversaries, or
Milestones special Y occasions to | L aoctones.
str hen emotional
nections - Offer special promotions
(b or discounts as part of
g{g the loyalty journey.
N

ol
IMPORTAN OF REGULAR COMMUNICATION AND CUSTOMER
ENGAGE ACTIVITIES
In ba urance, the relationship between the bank, the insurance provider,

an@r@e customer plays a critical role in the success of both the financial and
instirance products. Bancassurance Relationship Associates (BRAs) act as
the crucial link between customers and the financial services offered. Regular
communication and effective customer engagement are essential to build trust,
loyalty, and long-term relationships. Following are some aspect and importance
of regular communication and engagement:
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Table 5.4: Importance of regular communication and customer

engagement activities

Aspect Importance of Regular Communication and
Engagement

Building Trust and

Regular communication helps establish a sense of trust

Credibility and credibility with customers. BRAs can inform
customers about the latest products, chiﬁg in
insurance regulations, or new benefits that ;{\{ affect
them. Transparent communication foster§) trust, an
essential element in the financial and i nce sectors.

Customer Continuous engagement allows \@%As to educate

Education and customers about the importang@)f insurance, various

Awareness product options, and thein&beneﬁts. This ensures
customers are Well—infor@and can make decisions
that align with their ﬁn@ci 1 goals.

Enhancing Proactive and .comSistent communication keeps

Customer customers sati by addressing their queries,

Satisfaction resolving issufs” promptly, and providing support.
Regular u €és on the status of claims, renewals, or
policy nges ensure that customers feel valued and
cared é'

I\

Personalized R@llar engagement helps BRAs understand the

Offerings and qéhanging needs of customers. With this knowledge,

Solutions BRAs can offer tailored insurance solutions that meet

'&
A@Q

specific life stages or financial goals, increasing the
relevance of products.

Stren ﬁd\ning
Lorérm
RQa ionships

Engaging with customers through follow-ups, updates,
and feedback encourages a long-term relationship.
Customers feel connected to the brand, leading to
higher retention rates and reduced churn.

Cross-Selling and
Up-Selling
Opportunities

Regular interactions provide opportunities for BRAs to
introduce additional products or services that align with
a customer's needs. For example, recommending health
insurance alongside existing life insurance policies can
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increase business and deepen customer relationships.

Managing Communication ensures that customers are reminded
Renewals and about policy renewals well in advance, avoiding lapses
Claims Effectively |in coverage. Additionally, effective communication
during the claims process reassures customers and

fosters a positive experience with the company. A,
7
Strengthening Engaged customers are more likely to beco and
Brand Loyalty and | advocates, recommending services to frlend 11y, or
Advocacy colleagues. Loyal customers contribute to § ive Word-
of-mouth marketing, which nces

bancassurance provider’s reputation. @

Gathering Regular communication provi QBRAS with valuable
Customer insights into customer satisfaction, preferences, and
Feedback pain points. This feedb%@ allows the company to
improve its products a ervices, aligning them more
closely with customer\e ectations.
o
\U'
Building By staying conn d and showing genuine concern for
Emotional the customer’ \Well—being, BRAs can build emotional
Connections bonds wi clients. These emotional connections

1ncrease\15‘5ne likelihood of customers remaining loyal to
the br and product offerings.

%’\J
S

(’(bf PRACTICAL EXERCISES

Activity 1: u11d1ng Role Play
Material %&

1. Role@ scenario cards (examples provided below)
2. ooks and pens for participants

Pr&edure:

1. Divide participants into pairs.

2. Provide each pair with a role-play scenario card describing a situation where
trust needs to be established or repaired.
Example scenarios:
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a. A customer has not received their product on time.

b. A customer is dissatisfied with a recent service.

. Assign one participant as the "customer" and the other as the "customer

representative."

. Ask participants to enact the scenario, focusing on demonstrating trust-

building behaviors (e.g., listening, clear communication, and offeSi'ng

solutions). <

&

6. At the end of the activity, discuss key takeaways a@successful

5. Switch roles and repeat with a different scenario.

approaches. Q
Activity 2: Feedback Loop Simulation «OQ’
Material Required: \,O
1. Feedback forms (real or mock) X

O
2. Example feedback scenarios (positive and % e)
3. Whiteboard and markers \
.\@’

1. Provide participants with feedbac%?o@ms that customers have filled out
(mock feedback).

Procedure:

2. Divide participants into s groups and assign each group specific
feedback to analyze. >

3. Ask each group to: %

a. Identify the key toncerns or compliments in the feedback.

b. Propose a@ast two actionable steps to address the feedback.
4. Write tl’@posed solutions on a whiteboard for discussion.

5. Disc@how acting on feedback can enhance customer satisfaction and
lo

Aégwty 3: Personalized Engagement Planning
Material Required:

1. Customer profiles (mock profiles describing customer preferences, history,
and behaviors)

2. Flip charts or digital tools for creating engagement plans

Procedure:
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. Divide participants into teams.

. Provide each team with a mock customer profile.

Example: "John Doe, 35, prefers email communication, loyal customer for 5
years, interested in travel insurance."

. Ask each team to create a personalized engagement plan for their customer,

including:

O

a. Communication strategies (e.g., emails, phone calls, or social medid],

b. Specific offers or rewards tailored to the customer’s preferenc%@

S,

c. Methods to gather feedback from the customer. O
. Teams present their plans to the group. Q
5. Facilitate a discussion on the importance of personalﬁ@:ion and its impact
on customer loyalty. \JO
CHECK YOUR PROG%E;S
Fill in the Blanks @
1. Customer relationships focus on fo%v ing __, satisfaction, and

B.

long-term engagement.

2. According to Ken Blanchard tomer relationships are about creating

by exceeding exp@ations.

3. Trust in a brand’s abﬂ@%o deliver on its promises is the foundation of

customer tionships.
4. enga e%@nt involves tailoring interactions based on customer
data and prefe(g’&es.

5. BRAs u 'Q communication to educate customers about
insura@ roducts and their benefits.

Multi %hoice Questions
t is a key characteristic of strong customer relationships?

Q%a) One-time transactions
b) Consistent communication
c) Limited engagement
d) Minimal trust

2. According to Peter Drucker, the purpose of a business is to:
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a) Maximize profits

b) Create and keep a customer
c) Build financial assets

d) Enhance brand identity

3. Which strategy involves offering tailored solutions based on customer

feedback? b.
a) Building a community . “QQJ
b) Personalized customer engagement \\’

c) Reward and loyalty programs Q’O’

d) Proactive problem solving &

4. Regular communication with customers during %;@claims process
ensures:

a) Faster investigation %O
b) Customer education and awareness\©
d) Increased churn rates \,6

5. What is a benefit of celebra@ milestones with customers?
a) Reducing costs bﬁ

b) Strengthening @Qﬁ)nal connections

c) Avoiding custenier engagement
X

d) Limitin @d exposure
C. State Whe @ the Following Statements are True or False
o)

c) Limited customer interaction

1. Tru t an essential component of strong customer relationships.
2. lar communication helps build trust and credibility in
ncassurance.

. Continuous improvement and innovation are not necessary for customer
engagement.

4. BRAs play a critical role in managing renewals and claims effectively.

5. Engaged customers are less likely to recommend services to others.
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D. Match the Column

S.No Column A S.No Column B
1 Trust A | Builds confidence in the brand
2 | Personalized Customer | B | Tailoring interactions based on
Engagement customer data b,
0‘
N
3 Continuous Improvement & | C |Evolving products |, @Q meet
Innovation changing needs NO\\,
4 | Reward and Loyalty Programs D | Encourages repe'Q%siness
&
S | Proactive Problem Solving E | Resolving isstés before they arise
(&)
E. Short Answer Questions \J&

1.

5.

. Explain the role of peg

Define customer relationships and explaiIQ\heir importance in business
success.

. What are the key characteristics of e&, tive customer relationships?

. How do BRAs contribute to %@Sﬁgthening customer relationships in

bancassurance? y
o

alized customer engagement in fostering
loyalty. b,

Why is regular co nication important during the claims process?

F. Long Answer Queeéions

1.

2.

4.

5.

Discuss t '(s(g'ategies for maintaining ongoing customer relationships
and seryvicéypersistency.

Hov;s;ka trust, communication, and engagement impact customer
satisfaction and loyalty?

plain the importance of regular communication and engagement in
bancassurance.

Describe the role of feedback collection in improving customer
relationships.

How do consistent communication and emotional connections influence
brand loyalty?
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G. Check Your Performance

1. Identify the challenges in maintaining long-term customer relationships
and suggest solutions.

2. Discuss the effectiveness of your communication strategies in building
trust and loyalty.

3. Evaluate the implementation of feedback-driven improvements in &ur
customer engagement process. <

.\Q
.\@
S
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ANSWER KEYS
MODULE 1: INTRODUCTION OF INSURANCE SALES
SESSION1: INTRODUCTION TO THE INSURANCE SECTOR
A. Fill in the Blanks
1. Unforeseen disasters b'

2. Insurance Regulatory and Development Authority of India(IRDAI) &

3. General \\’@
4. Premium NQ

QO'
5. Underwriting

B. Multiple Choice Questions AS)
. (b) <O
X

1
2. () %O
3. (b) \@
4. (c .
(© X
5. (b) &
C. State whether the following @Q’ments are True or False

False bﬁ

False \:JQ«

True %
False Q-

. True Q&
D. Match t@ olumn
1. Q\’

I N

. E
4. D
5. C
SESSION 2: INSURANCE PRODUCTS
A. Fill in the Blanks
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a kK L b=

Life
Annuity
Property
Marriage

Health

B. Multiple Choice Questions b’

a K L b=

¢

(@) L
A\

(b) 0

(©) QO
(d) <

© xO

C. State whether the following statements are Q\e’ or False

1.
2.
3.
4.
5.

False @

True \
N

False '&
\J@

True Q-
False %®

D. Match the Column O’b'

SES

- X0
b %%

1
2
3.
4
5

R

A &
2

3: INSURANCE SALES PROCESS

A. Fill in the Blanks

1.

Lead Generation

. Prospecting

2
3.
4

Needs Assessment

. Closing the Sale
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5.

ClaimAssistance

B. Multiple Choice Questions

a kK 0 b=

. (b)

1
2. (c)
3.
4
5

(©)

- (0 [
() &
C. State whether the following statements are True or False

. True QO

False O
True \,O

False %O\J
True @

D. Match the Column \
.\%

5.

o=

E S
B ’&@

o O
A bﬁ\

SESSION 4: PERSONAICSKILLS FOR INSURANCE SALES
A. Fill in the Blanks<. "~

1.
2.

Communi@&)n Skills

Probl olving Ability

3. Pe(sj%,nal Branding

4 st
% Networking Skills

B. Multiple Choice Questions

1.
2.
3.

(b)
(b)
(d)
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4. (d)

5. (a)
C. State whether the following statements are True or False
False

False

True @b'
False %Q

True

D. Match the Column QQ

1. C O
B xO

X
A )
o >

E

a K L b=

a kK L

N

MODULE 2: LEAD GENERATION TEC }QUES
SESSION 1: INTRODUCTION TO& GENERATION
A. Fill in the Blanks

1. Data mining 0

2. Rewards, Dlscoun%

3. LinkedlIn, Fac&;?o
4. Referral Q

S. Quan
B. Multi Choice Questions:
x
g. (b)
3. (b)
4. (a)
5. (b)

C. State whether the following statements are True or False
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True
False
True

False

a kK L b=

False
D. Match the Columns b’
.
1. B .\,éo
2. A 0“9\
3. E <
4. D O
5. C xO
SESSION 2: TRAINING FOR LEAD GENERATO Q\'
A. Fill in the Blanks @
1. Buyer Personas . (b\'
. : Ny
2. Relationships QJ&
X0

3. Time Management Q-
4. Visual Aids %®
5. Role-Playing 0’6

B. Multiple Choice Qu@fms:

. (b) o
@) Q&
. (b) 4@

. (ab\'

3

C. State whether the following statements are True or False

1
2
5
1. False
3. True

4
2. True
4

. False
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5.

False

D. Match the Columns

1.

6.

a k> LN

B

S R 2@

D ~0\>’

N
SESSION 3: CUSTOMER PORTFOLIO ANALYSIS Q
A. Fill in the Blanks \QQJ

1.
2.
3.
4.
5.

Demographic \,O
High-value O\'
Psychographic @é
Geographic . (b\'
Occasion-based segmentation QJ&\'

X

B. Multiple Choice Questions. Q-

1.

(b) bﬁ

2. (o) \',Q'
3. () )
4. (d) (0%&'
5. (b &
. (b) Q
C. State w r the following statements are True or False

1

2 falise

S
Q. True

4.

False

5. True
D. Match the Columns

1.

C
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5.

& W N
> W U

E

SESSION 4: PROPOSAL PREPARATION
A. Fill in the Blanks b’

a K L b=

<
Formal . éo
. VS
Title 6'0
Executive Q

Trust O
Scope \,O

B. Multiple Choice Questions %O\J

a s W b=

(b) ©
(© L
N

() S
C &QJ

(b) O
() @

C. State whether the follo‘bé'g statements are True or False

1.

S

aor e n D

True G*)\J
False %/

D. ]‘@1 the Columns
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MODULE 3: CUSTOMER NEEDS ASSESSSSMENT
SESSION1: TECHNIQUES FOR ASSESSING NEEDS
A. Fill in the Blanks
1. Trends
Listening
Focus groups eb'
Quantitative . %Q
Instant
ultiple Choice Questions QQ

(b) O
(b) xO

X
(©) O
(b) %

. (9 A
N4

C. State Whether the Following Stat nts are True or False

1. False @&
2. True %

w
oA =g 0k 0N

3. False 06'
4. True %\'
5. False ng{g

D. Match the C@ﬁ’nn

s
&
5. E

SESSION 2 COMMUNICATION EFFECTIVELY WITH POTENTIAL
CUSTOMERS

A. Fill in the Blanks
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a kK L b=

Needs
Media
Facial

Formal

Modes

B. Multiple Choice Questions b’

a K L b=

O
(© L
N
(b) X
(@) <

(b) Vo)
(b) xO

C. State Whether the Following Statements ar ’@)%e or False

1.
2.
3.
4.
5.

True @

False \
\fb'

T <
rue &QJ

False Q-
True %®

D. Match the Column va'

SES

a kK 0 b=

A O*)&

- %
PR
D 4@

3 IDENTIFY THE APPROPRIATE PRODUCTS AND SERVICES

A.gill in the Blanks

—_

> W N

Ongoing continuous
Customer segmentation
Needs

Demographics
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5. Churn
. Multiple Choice Questions
()
(b)
(b)
(b)
()

. State Whether the Following Statements are True or False

. False QO

False O
True \,O

False %O\J
True @

. Match the Column . (b\'
1. A <>
. )
X
2. B @‘Z}'
3. C
4. D

5. E @\’

SESSION 4 CREAT%%.\”ARENESS ABOUT INSURANCE PRODUCT

A. Fill in the Bl@'ﬁ

1. Know

2. M(s}campalgns

sonal channel

a kK L b=

S IR

Q. Informal education mode
5. Promoting

B. Multiple Choice Questions
1. (a)

2. (a)

186



3. (d)
4. (a)
5. (¢
C. State Whether the Following Statements are True or False

True

False @b'
False %Q
False
N
True Q
D. Match the Column O
1. A xO
2. B %O\J
3. C
4. D
o
5 E 70
MODULE 4: CROSS- SELLING AN - SELLING
SESSION 1 INTRODUCTION T OSS- SELLING AND UP-SELLING
A. Fill in the Blanks 'Q*b'
1. Complementary %\'
Premi v
remium
00g
The range{b%roducts or services

a K L b=

Existi

a kK b

Detision-making

B. l‘@ple Choice Questions
(c)

(b)

(c)

(d)

(b)

aor e n D
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C. State whether the following statements are True or False
1. True
True
False
False
False @b'
D. Match the Column . %Q
1. B “Q\\,
2. C QO
3. A <
4. D xO
SESSION 2 IMPLEMENTING CROSS-SELLING %@%P-SELLING
A. Fill in the Blanks @

X
. Customer Loyalty QJ&
X

a kK L b

1. Product Bundling

2
3. Success Stories and Testimonidls
4. Follow-up %
5. Customer research 'Q*b'

B. Multiple Choice Qu@’i’ms

1A o
0

C. Stat@hether the following statements are True or False

3. False
4. False
5. False
D. Match the Column
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4.
SESSION 3 EVALUATING THE EFECTIVENESS OF CROSS-SELLING AND

w b=
O » W

C

UP- SELLING
A. Fill in the Blanks

1.
2.
3.
4.
5.
B. Multiple Choice Questions
1.
2.
3.
4.

Number of transactions with up-sell
Total Revenue Q’O’
Number of accepted offers (cross-sell offers) &
Quantitative

Cross-selling and up-selling

(©)
()
(b)

O
() @

C. State whether the follow@statements are True or False

S IR

. False %\/

. T 6»
D. Mégjthe Column
2.

3.
4.

A
B
D
C

SESSION 4 HANDLING OBJECTIONS AND GRIEVANCES
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A. Fill in the Blanks
. needs/concerns

. de-escalate

1
2
3. follow-up
4. paraphrasing
5

. empathy @b'
B. Multiple Choice Questions . go

oaa W NN =
2
Q

(b) %O
C. State whether the following statements @ rue or False
1. False N
.\%
2. True QJ&
X0

3. True @@«
4. False %
5. False ‘Q’b'

D. Match the Column Oj&'

1A S
e
Q

3. B 4@

4. DQ\'
MO@ 5: POST-SALES ACTIVITIES
SIQSIONI: POST-SALES PROCESS
A. Fill in the Blanks

1. Satisfaction

2. Relationship
3. Loyalty
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4. Renewal
5. Feedback

B. Multiple Choice Questions

1. (o)

2. (¢
3. (b) @b'
4. (b &
) (b) \,@

. (b) 6'0

C. State Whether the Following Statements Are True or False

. False O
True \/O

False %O\J
True @
False . (b\'

&Y

S O I N

D. Match the Columns @&
X

1. C o

3. A 0
4. D O*)&
5. E v

%

SESSION 2: P '% ISSUANCE
A. Fillin t anks

1. S I0oNns

&eamlining

. Documentation verification

4. Detailed investigation

5. Analysis
B. Multiple Choice Questions

1. (b)
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2. (b)

3. (b)

4. (b)

5. (b)

C. State Whether the Following Statements are True or False
False

9
False . %Q

True

True QO'
True '\O

D. Match the Columns \,O

1. B %O\J
2. A
3. C N

O

&Y
4. D S

&6

a K L b=

5. E Q
SESSION 3: CLAIMS MANAGE gT PROCESS
A. Fill in the Blanks

o

1. Solutions Q)
XL

2. Streamlining (0%
3. Documentation verification
4. Deta@hvestigation
5. A is
B. l‘@ple Choice Questions
Q. (b)
2. (b)
3. (b)
4. (b)
5. (b)
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C. State Whether the Following Statements are True or False
False
False
True
True

True b’

9
D. Match the Columns . go
AV
B 0
A QO
¢ Q
D O
5. E \,O

SESSION 4: CUSTOMER RELATIONSHIP %O\J

a K L b=

b=

A. Fill in the Blanks
1. Trust @
2. Loyalty
3. Strong Q-
4. Personalized @
5. Proactive O
B. Multiple Choice Qu@l ns

1. (b) v

C.Qtate Whether the Following Statements are True or False
1. False

2. True

3. False

4

. True
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5. False
. Match the Columns
1.

a s Wb
5 U o w

A
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GLOSSARY

Bancassurance: A partnership between a bank and an insurance company,
allowing the bank to sell insurance products to its customers.

Premium: The amount paid by the policyholder to the insurance company for
coverage.

Policyholder: An individual or entity that owns an insurance policy. e},

Underwriting: The process by which insurers assess the risk of i% ing a

client and decide the terms of coverage. \'\,

Claim: A request made by the policyholder to the insura&esg)mpany for
payment of benefits under the policy. e

Sum Assured: The guaranteed amount that the insurer ¥grees to pay upon a
specified event, such as death or maturity. \JO

Maturity Date: The date on which the policy ter ds, and the insurer pays
out the maturity benefits.

Rider: An add-on provision to an insura&@olicy that provides additional
benefits. °,\/(b'

Surrender Value: The amount the p;{;fayholder receives if they terminate the
policy before its maturity date. y’

Grace Period: A set period afterthle premium due date during which the policy
remains active even if the prefandm hasn't been paid.

Lapse: The termination a‘%'policy due to non-payment of premiums.

Endowment Policy: %’éﬁfe insurance policy that pays a lump sum on maturity
or death. ,g(b'

Term Insura@e. A life insurance policy that provides coverage for a specified
term an?s out only on death during that term.
i

Whole Policy: A life insurance policy that provides coverage for the
ins entire lifetime.

Arguity: A financial product that provides regular payments to the holder,
typically after retirement.

Beneficiary: The person designated to receive the proceeds from an insurance
policy upon the policyholder's death.

Indemnity: A principle ensuring that the insured is restored to their financial
position prior to a loss, without profit.
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Reinsurance: The practice where an insurance company transfers portions of
risk to other insurers to reduce the likelihood of paying a large obligation.

Actuary: A professional who analyses financial risks using mathematics,
statistics, and financial theory, especially in insurance.

Policy Term: The duration for which an insurance policy provides coverage.

Free-Look Period: A period during which a new policyholder can Canceb‘ghe
policy without penalty. <
Agent: An individual authorized to sell and service insurance polici%%h behalf
of an insurer. \Q

Broker: An intermediary who represents clients in searchi%\?z)r insurance
coverage. <

Persistency Ratio: A measure of the number of policiegthat continue without

LY

lapsing over a given period. X,

Loading: An additional charge added to the b@@premium to cover higher
risks or expenses. @

Moral Hazard: The risk that a party insula@&l from risk may behave differently
than if they bore the full consequences. 6&\’

Co-payment: A fixed amount pai the insured for covered services, in
addition to what the insurer paysé&

Deductible: The amount the @%lred must pay out-of-pocket before the insurer
pays a claim. \‘,Q'

Exclusion: Specific cq&g&ons or circumstances for which the policy does not
provide coverage. Q>

Grace Period: '%riod after the premium due date during which the policy
remains actix@vithout penalty.

Inconte ity Clause: A provision that prevents the insurer from voiding
cover e to misstatements by the insured after a certain period.

I %ble Interest: A financial or other type of interest in the insured person
orrlg'operty, justifying the insurance coverage.

Lapsed Policy: A policy that has been terminated due to non-payment of
premiums.

Nominee: A person designated to receive the policy benefits in the event of the
policyholder's death.
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Paid-Up Policy: A policy for which no further premiums are due, but which
remains in force with a reduced sum assured.

Proposer: The person who applies for the insurance policy.
Renewal: The process of extending the term of an existing policy.

Survival Benefit: A benefit paid to the policyholder if they survive the policy

term. b’

Third-Party Administrator (TPA): An organization that processes inegjance

claims or provides administrative services. '\’@
Underwriter: A professional who evaluates the risks of insuri lients and
determines the terms of coverage. Q

Utmost Good Faith: A principle requiring both parties t&e&' honestly and not
withhold information. Q)

Waiting Period: The period during which no beneﬁ re payable.

Waiver of Premium: A provision that waives %mum payments in case the
policyholder becomes disabled. @s

Whole Life Insurance: A policy that prov{,@'s coverage for the insured's entire

life. \’@
Yield: The return on an investme%@ieh as an insurance policy.

Zero-Coupon Policy: A policy
issued at a discount.

at does not pay interest during its term but is

Asset-Liability Matchu@’%‘&hgnmg assets with liabilities to manage risk.

S
@
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