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Figure 3: Ownership of new business telemarketing
Q. Who is responsible for new business/demand generation-
orientated telemarketing within your organisation?
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Figure 4: Integration of new business activity

Q. How closely do you integrate your telemarketing
activity with your email activity, as part of your demand
generation/new business process?

Both sales and
marketing 40%

The marketing
team 28%

agreed framework for the development,
management and handover of leads, which
is generally adhered to by all parties. A
further twenty two per cent do have a
framework, but say it isn't closely followed,
and that consequently different departments
may not be integrating closely with one
another. The remaining 27 per cent have no
framework for lead development and
management, meaning that new business
activity for these organisations is at best not
optimised, and at worst is actively failing.

Alternative demand solutions
Looking ahead, interest and uptake of
demand generation or marketing
automation technology appears to be
gathering momentum, with around a
quarter of respondents claiming to have

The sales team
21%

Email and
telemarketing
are closely
integrated

Activities are
co-ordinated, but
not completely
integrated

Email and
telemarketing
are completely
separate

Don't
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Don't
not to say
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Neither 9% 0
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The proportion of
companies planning to
increase or maintain their
demand gen budgets

implemented such a platform, and a further
quarter currently looking to do so. At the
same time, 43 per cent actively use web
analytics to help enhance their new
business-focused activity.
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However, interest in other opportunities
to enhance demand generation activity,
such as outsourcing it to a specialist
provider, was shown to be more limited.
Only 21 per cent of respondents currently
outsource this activity either entirely or
partly, whilst a further nine per cent are
considering opportunities for doing so. The
remainder have actively discounted this
approach or have not even considered it.
Given the importance of demand generation
activity to businesses in the current shaky
economic climate, it is likely that uptake of
more effective alternatives to inhouse
and/or traditional techniques will grow.

But given their current low level of
uptake, those marketers prepared to take
these opportunities could find they provide
significant competitive advantage.

sponsor’s comment: Think integrated for effective new business marketing

2010 is the year of new business. And the key to
new business in B2B is taking a blended multi-

Ninety five per cent of respondents say that
new business generation is a 2010 priority - a
significant change in marketing focus compared
to 2009, which was definitely the year of
‘protecting existing business’. Indeed recent
conversations with clients confirm that finding
and winning new business has become a
critical activity to their company’s success.

“We need results!” Looking deeper into the
survey results it's interesting to see how
respondents plan to deliver against new
business objectives: roughly two-thirds say that
they will use email or search marketing

channel approach, says lan Rawlins, managing
director of The Newbury Group

(SE0/PPC), with one in five indicating this as a
priority. Fifty per cent of respondents say they
will use telemarketing, however only 16 per
cent place telemarketing as a priority new
business generation activity. Surprisingly, over a
quarter of respondents indicate that they will
not be telemarketing at all.

Has the winning of new business become a
forgotten skill? These responses clearly show
that there are conflicting thoughts about what
is the most effective new business approach.
The attraction of low-cost digital activity is
understandable and works well when focused

on existing customers. However, as an effective
new business tool, where the challenge is to
engage with new prospects and deliver a
constant flow of highly qualified new leads
than having solely an online approach has
serious limitations. Likewise, telemarketing
when done in isolation alse has limitations -
not only from a cost perspective but also from
a speed of target audience reach.

So what is the best approach? Experience
shows that a blended multi-channel approach
is key — combining email and telephone and
online tracking software to prioritise targeting
generates consistently the best qualified leads,
shortens the sales cycle and increases
conversion rates. Interestingly, only 30 per
cent of respondents in the survey have
adopted this approach.

Food for thought for the other 70 per cent!

lan.rawlins@newbury-group.com

3 For more information go to www.b2bm.biz



