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Today, too many B2B marketers are generating leads without enough 
regard to quality … and paying a premium for appointments that won’t 
generate the results they need. At the same time, sales executives are 
devaluing marketing’s efforts—often for good reason. 

This informative white paper helps you focus on actions to take 
right now to improve your ongoing sales and marketing programs. 
Specifically you’ll learn:

•  How to identify the gaps between sales and marketing that are costing 
your company.

•  How to thoughtfully generate quality leads through multi-touch, multi-
cycle, multi-media marketing.

•  Why you can’t measure marketing success based on the cost per 
lead.

•  Why “appointment setting” is really merely “appearance setting” and is 
seldom the solution a B2B sales organization needs.

•  How you can apply seven key principals to assure more effective lead 
generation, forecasting and revenue opportunities for your company.
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Today, those doing B2B marketing often have their sights set on the wrong 
goals. They’re generating leads without enough regard to quality. They’re paying 
a premium for appointments that won’t generate the results they need. At the 
same time, they’re lamenting sales’ rejection of the efforts they’re making. 

This haphazard approach is what PointClear calls Leads, Appointments and 
Granfalloons. These marketers are using outdated, siloed and often nonsensical 
rationale in doing their jobs. While they may think they’re doing the right thing, in 
reality they are sabotaging their company’s success.

Effective lead generation and prospect development involves recognizing that 
targets are more than email addresses or phone numbers. They’re people 
with human characteristics, emotions and motivators. They’re individuals who 
stand to benefit from an ongoing, meaningful marketing program designed to 
help them, and including relevant events, communications that strike a chord 
and messages that resonate. A thoughtful, ongoing program that truly speaks 
to individuals—rather than focusing on generating a number of leads and 
appointments—can fill the gap between marketing and sales and help your 
company turn leads into revenue. 

How the gap between marketing and sales impacts
lead generation

So much activity! So much time spent! So much money burned! 

What are the results? Are leads generated by marketing and delivered to sales 
qualified opportunities, or a waste of time?

Do you feel that there must be a problem caused by gaps in the process 
between sales and marketing? If so, you are not alone.

None of the reasons for the gap between sales and marketing are

 more costly to your company than spending money on “leads” that are not really 
good prospects, or creating good leads that are never followed up. Both happen 
every day at most companies.

There are fundamental facts that are being ignored by many companies today, 
and they are costing these organizations a lot of money:
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 1.  Low-level leads created by tradeshows, web hits, inbound calls and 
junior telemarketers usually lead to clogged pipelines and do not end up 
producing forecasted revenue.

 2.  Putting a good sales person in front of a bad prospect does not yield cost-
effective revenue.

Typical Demand Creation Programs

Without professional filtering, most demand creation programs yield the 
following results:

As painful as it is, most senior sales and marketing or C-level executives agree 
this is the situation in their company. 

Effective Demand Creation Programs

Demand creation programs that include multiple iterations of segmentation, 
email, direct mail and telephone contact with continuous evaluation of each 
potential prospect opportunity yield the following results:
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To make leads stick involves staying in communication with sales so that each 
individual’s needs are met—as long as those needs are consistent with the 
needs of the company. Specifically, “hungry” reps need the spigot turned all 
the way up, while reps working on the final stages of several deals will simply 
squander leads that do not meet their time window.

Symptoms of the lead-quality problem

One or more of the following conditions probably exists in your company today:

 1.  Leads are delivered to sales with little, if any, specific lead-by-lead 
feedback.

 2.  Marketing’s objective defaults to quantity and cost per lead because there 
is no other way to measure or report on return.

 3. Forecasts are consistently inaccurate.

Your company is unique if these conditions do not sound familiar. The challenge 
is not so much in recognizing the conditions as fixing them. The common 
denominator in the problem is sales. 

Sales reps frequently do not value “marketing leads.” Producing great leads 
without any communication with sales and without differentiating those leads 
will not lead to different behavior. Also, sales reps do what you pay them to 
do, not what you want them to do. So, basic changes in forecasting that relate 
to compensation are always required if you want to tighten up the forecasting 
process.

Once your sales team has been trained to recognize that the leads generated 
thoughtfully, using a multi-touch, multi-cycle, multi-media approach, are more 
valuable, PointClear recommends that they put 100% of these leads directly on 
their forecast with a 10% confidence factor at the average selling price. Taking a 
lead off of the forecast should require a careful and specific level of oversight by 
senior sales management. This process is the only way that puts teeth into the 
forecast and the demand creation process.

To help in the process, it is necessary to audit each lead and report back to 
sales and marketing on the effectiveness of lead follow-up. Reports generated 
from this auditing are among the most effective tools your company will ever 
receive from sales and marketing.
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The fallacy of appointment setting
It has been written that the best scams are ones in which the victim does 
not know he or she has been taken. By the end of this discussion, you will 
understand how this comment relates to appointment setting.

Most companies have previously experienced lead “traction” issues. The biggest 
complaint heard from C-level executives is that they have historically had no 
idea whether or not leads were being followed up. In addition, they have had no 
way of knowing how effective the follow-up is on the few leads that are.

One tactic some organizations have used to solve this problem is appointment 
setting. A number of so-called appointment-setting companies have sprung 
up over the past several years. However, to call what these firms provide an 
“appointment” is a misnomer. They are really scheduling “appearances” and 
creating the illusion that these appearances are with qualified prospects.

In reality, appointment/appearance-setting programs unnecessarily add cost to 
the selling process without corresponding benefit. Here is why:

 1.  The most logical argument against appointment setting is, ironically, at 
the heart of its selling proposition. The selling proposition is that someone 
agreeing to see your sales representative has to be more qualified than 
another prospect simply forwarded to you as a lead. The truth is that in 
most complex selling situations, anyone who agrees to see your sales 
representative for any amount of time, without additional preparatory 
conversation, has more time to waste then most senior level executives. 
On the basis of guaranteed appointments large companies send their 
sales force on expensive trips (whether across town or across the 
country) when as many as three out of five of those appointments are with 
no-opportunity “prospects,” and at least one out of five never remembers 
scheduling the appointment to start with.

 2.  Companies like yours typically sell complex, relatively expensive B2B 
solutions requiring the involvement of multiple decision-makers and 
multiple levels of evaluation. Could an appearance with one person, 
without advanced discovery, possibly be the best first step with a new 
prospect in that situation? The answer is that it is not an effective use of 
resources at this stage in the process.
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 3.  When good salespeople sell, they like to know something about the 
person they are selling to. They would prefer to present in a warm 
environment rather than in a cold-call situation. If they prepare the 
audience right, their visit is like a discussion with a new friend. If they 
have to go in cold, all of the focus is on the presentation. The reality is, 
few of your field sales people are great cold-call presenters and when put 
in this situation, they’re not being utilized effectively.

 4.  You can search career sites and find dozens of ads for “appointment 
setters.” They are usually headlined as follows:

  “Earn up to $2500 per week setting appointments”

  “Earn money setting appointments, no cold calling”

  “Earn $100,000 per year part-time, no experience necessary”

   Are these the type of people you want engaging your market for the first 
time?   

   If you never get a second chance to make a first impression, how would 
you like that impression to be made by someone who responds to one of 
the ads above? 

Appointment setting “works” for the appointment-setting company, but not for its 
clients. The reason? The sales force’s behavior on very expensive appointments 
is just like its behavior on any other lead source. They follow up on the first few 
appointments received from any new source, find little or nothing in the way 
of real activity based on a few calls to each “opportunity,” and then no longer 
call on any new “appointments” and do not make the “appearances.” Since the 
guarantee from most appointment-setting companies only pays off if a sales rep 
makes the appointment, the appointment-setting company is off the hook, you 
have paid a premium for the appointment and the sales representative fails to 
make the appearance and in essence voids the guarantee.

Unfortunately, the company has probably squandered the marketing dollars that 
might have otherwise uncovered real deals.

If you are deploying your sales force by appearance only, better look under the 
covers as to what is going on and what is closing before the money runs out.
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It isn’t easy to be effective
If competing was easier, it probably would not be as much fun. Short-cuts such 
as setting objectives based on the number and cost of each lead, or creating 
leads by appearance only, are well intentioned examples of decision-making 
that oversimplifies a very difficult process. This faulty decision-making is often 
fostered by an environment that is created by senior-level executive, sales and 
marketing management. 

Here are seven recommendations that can make your sales and marketing 
process as easy as possible:

 1.  Executive and C-level management owns responsibility for providing high 
level market, message and media strategic direction. If you are a C-level 
executive today, and have given your team the direction that “our market 
is the Fortune 500” or “we sell enterprise solutions” (as examples), then 
you may be partially responsible for gaps between expectations and 
actual results.

 2.  Tight, vertical and geographically defined markets are always necessary. 
Always. If you do not have a handle on this, from a deployment and 
message perspective, you are wasting time and dollars.

 3.  The strategic-level messaging most companies use does not work. If you 
cannot explain what you do with a simple story and/or analogy, you need 
to work harder on carefully crafting just what you need to say.

 4.  Close to 95% of most marketing investment is wasted due to marketing’s 
focus on short-term leads and failure to value and capture the long-term 
leads. Also, frequently lost is information about companies that are qualified, 
but have no immediate opportunity—valuable information that results from 
the process of finding short-term leads. Gathering market intelligence and 
applying the learnings in the context of a thoughtfully planned nurturing 
program delivers significant return.

 5.  If you have an inside sales group, it is likely that they are either glorified 
administrators, or making 35 or fewer dials per day due to other pressing 
issues. That means that for every person you have in inside sales, every 
day you are settling for 65% less productivity than you should. You can’t 
afford anything less than a dedicated group of trained professionals 
focused 100% on sales. 
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 6.  Sales management has six jobs: Hiring, Compensation, Training, 
Deploying, Managing and Coaching. There are ample resources for 
the first three, but the secret to more successful sales management 
are deployment, management and coaching. The best sales rep, with 
an envious comp plan and great training, will fail if not pointed in the 
right direction (deployment, including providing true hunters with fully 
baked sales opportunities) and pushed (managed, including requiring 
compliance with the needs of the corporation regarding SFA or CRM) and 
coached as required when things are not going well.  

 7.  An advocate is someone who will, without prompting, speak well of you 
and your company—and in essence, help you sell. Initiatives to keep 
customers happy can help you make money. Since buyer’s remorse 
starts the moment the deal is signed, the activities, events and programs 
designed to create advocacy need to start then too. 

Conclusion

Too many companies clog the pipeline with low-level leads created by 
tradeshows, web hits, inbound calls and junior telemarketers. A surprising 
majority also spend a premium to buy “appointments” that are really 
“appearances.” If you are caught in the Leads, Appointments and Granfalloons 
trap, take the tips in this white paper to heart—and start taking the steps you 
need to implement effective sales and marketing programs today.
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about PointClear
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