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That’s why you have to make a phone call.
Who should make the call? You’re better off having your inside sales people or
telemarketers pick up the phone than shunting your high scoring leads off to
your field sales reps. If outside salespeople discover the leads they receive are
not ready to buy, they are likely to lose their faith in all marketing leads. The
result? They’ll stop following up on them and qualified leads mixed in with
unqualified ones will go to waste.

Following the Crowd Puts You Behind
You’ve heard the stats. 57% of the buyer’s journey is complete before they
contact a vendor. (Source: CEB.) Should you sit back and wait? That’s exactly
what many other companies are doing today.
However, do you really want to wait until an executive has done all his or her
research or do you want the advantage of being the first mover? I’m not
suggesting that you go in early with a hard sale. Instead, get in touch with an
executive-level decision maker to see if you can help them successfully solve
their problem. By doing this, you will be way ahead of your competitors who sit
back and score the leads that interact with the company online.
Why is that? Because, according to Forrester Research, buyers don’t always
know what they need. The early-bird salesperson can frame the solution to the
problem around his or her company’s offering. As he helps the executive sort
through a tangled web of issues, he gains credibility, builds a relationship and is
much more likely to reach the finish line than those who show up for the request
for proposal (RFP).
That said, your field salespeople should not make the initial contact. It goes back
to ensuring process efficiencies. You can use telemarketing or inside sales to put
yourself ahead of the crowd. Make sure that your business development
specialists who man the phones know how to help decision-makers in the early
phases of problem-solving. They will need to take a consultative approach, look
at the big picture, and pull together integrated solutions rather than focusing on
individual products.

Inbound Marketing Adds Muscle to Outbound Marketing
Because inbound marketing relies heavily on educational content, savvy
marketers have built libraries of information designed to attract and inform the
audience. While they created these content assets for inbound marketing, they
can be used to bolster outbound techniques. For example, when calling an
executive, you may learn they are struggling with some issues. To address them,
a business development representative can offer an e-book, white paper or even
a blog post on the subject. Content has a synergistic effect on outbound sales,

making it stronger than ever before.
The bottom line is that you don’t have to choose between inbound and outbound
marketing. You simply need to assess how best to marry the two together to
optimize your overall marketing approach.
Call us at +1 718-709-0900 (US) or +39 06 978446 60 (EMEA), or contact us
online to learn how to improve sales.
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