
  

  

Marketing in a Minute 

Triumph with  
Telemarketing 

  

When selling products and services which cannot be bought by credit card 

over the web the traction you gain with your target audience is key in 

converting them into a revenue opportunity.  Hitting them with marketing 

materials is only part of the lead generation marketing mix; telemarketing 

can be the key to identifying someone who you would potentially have 

been missed. 

Are all the leads generated through regular sales and marketing activities 

always followed up by your internal teams?  If your sales teams are playing 

telephone tag, or simply do not have time in their diary to spend a day cold 

calling then outsourcing this to a team of telemarketing experts can free up 

your Sales Teams and take interest through to qualified revenue 

opportunities. 

Increase your conversion ratio of sales 
lead to closed revenue opportunities 
with tailored telemarketing 
campaigns. 

Common  mistakes:    

  

Feedback  to  the  telemarketing  

team  on  each  lead  received  so  

that  messaging  and  offers  can  be  

refined  to  increase  the  success  of  

each  call.  
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Steer  clear  of  a  scripted  

approach  where  possible  to  

allow  the  telemarketer  freedom  

to  engage  the  recipient.    Free  

flow  conversation  often  gathers  

more  intelligence.  

Define  your  target  market;  you  

can  use  your  installed  base  to  

identify  your  ideal  customer  in  

terms  of  size,  vertical  market  or  

location  –  and  replicate!  
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Ensure  your  pitch  is  easy  for  a  

telemarketer  to  understand  and  

repeat;  complex  messages  or  

convoluted  pitches  will  be  lost  

over  the  phone.  
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A clear and concise 
brief is a key 
contributing factor to 
the success or the 
failure of a calling 
campaign. 
 
 

• People buy from people; ensure that the telemarketing agency 

reflects your sales approach appropriately.  They should be an 

extension of your internal team. 

• Make sure the objectives for carrying out a campaign are clear 

before you write the briefing document; are you looking for leads, 

appointments or simply gathering market intelligence?   

• Ensure that your data is first class.  All too often a campaign is 

unsuccessful as the data that is being used is incorrect or out of date.  

A cleansed database of relevant contacts is the start point to any 

campaign. 

• Give the telemarketing agency as much information as you possibly 

can by way of a brief, to have too much information that they can 

cut down is much better than not being able to answer prospects 

questions.  Success stories of where you have worked with your 

prospects, peers or competitors will always resonate. 

• Be aware that the agency may well come back to you with 

questions.  They are specialists who have completed calling 

campaigns for many organisations; if they don’t think your message 

will resonate or is too complex they will tell you.  Together you can 

work towards a solution to ensure a successful campaign outcome. 

• Follow-up is critical once a lead is handed over; ensure that your sales 

teams realise the importance of the leads that they are passed and 

ensure each one is called within a couple of days.  Cost per lead in a 

telemarketing campaign is higher than direct mail so needs to be 

treated accordingly. 

Communication  
is  King  (&  Queen)  

If  you  are  talking,  people  will  listen.    
Telemarketing  is  an  ideal  way  to  

ensure  you  have  someone’s  
undivided  attention.  

Some key things to remember: 
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The  agency  brief:  
  
BACKGROUND:  A  little  information  on  
the  background  of  your  organisation  that  
will  help  set  the  scene  for  the  agency.    
  
CURRENT  POSITION:  Provide  
information  on  your  current  market  
position  and  objectives  for  the  next  6  
months  plus;  this  will  help  the  agency  
understand  the  role  that  the  qualified  
leads  will  play  in  the  future  of  your  
business.  
  
IDEAL  PROSPECT:  In  an  ideal  world,  
who  would  you  like  to  sell  to?    Some  
profile  information  on  the  customer  can  
help  in  the  qualification  and  call  
prioritisation  process.      
  
CAMPAIGN  OVERVIEW:  Give  as  
much  information  on  the  campaign  as  
possible  –  any  web  content,  emails,  
downloads,  collateral,  relevant  web  links  
or  industry  news.  
  
OBJECTIVES:  These  are  critical.    Are  
you  looking  to  generate  leads,  
appointments,  generate  new  contact  
names,  get  people  to  attend  an  event?  Be  
clear  about  your  objectives.  
  
SUCCESS  FACTORS:    Agree  a  clearly  
defined  set  of  metrics  based  on  your  
objectives.  These  could  be:  number  of  
meetings  booked  or  people  attending  an  
event,  number  of  new  (relevant)  contact  
people  identified.  

• Feedback to the telemarketing agency is critical, if leads are 

being passed that cannot be followed up on, review the brief, 

the target audience and the messages and course correct. 

• Information needs to be quickly entered into your chosen CRM 

system, ensure that the way in which leads are reported on can 

easily integrate with your existing systems without the need for re-

keying. 

• Success criteria should be agreed before the campaign starts.  

Do you need a certain number of leads, number of people 

confirmed to attend an event, number of calls completed?  

These metrics need to be in place to be able to measure the 

success of the campaign. 

• A campaign de-brief with Sales and then with the telemarketing 

agency will allow you to make relevant changes to message, 

target audience or campaign to capitalise the investment in the 

calls that have been made.   

• Supplementary information collected can form the basis of 

another calling campaign or an email campaign; speaking 

directly to your prospects telemarketing specialists will provide 

you with an alternate insight into your prospect community. 

• All call reports should be read through, even if the telemarketing 

agency do not see a particular call as an opportunity it may well 

be that your Sales team can turn the call around.   

• Any intelligence gathered in the campaign should be shared 

with relevant people in your organisation.  i.e. if people do not 

want to engage with you as they have heard your support is poor 

your Support Team need to know. 

Hopefully you have found this marketing micro fact sheet useful! 

However, if you are still a little unsure, or if you’d just like some help, don’t 

hesitate to contact us.  Email info@bluedaisymarketing.co.uk.   

Do you need some support? 

“Walk a mile in their shoes” the 
agency is part of your team, make 
sure you have provided them with 
the tools and inside tips to ensure 
a productive campaign. 
 


