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What is Strategic Outbound

Selling?

Strategic Outbound takes the old practice of sending emails and making
cold calls to spark interest in your product or service and evolves it into a
very targeted, data-driven approach. It requires laying the groundwork to
identify the right target accounts and buyer personas more likely to have an
appetite for your offering and using a personalized approach to engage these
individuals with relevant and educational content.

When applied intentionally, Strategic At ML, we have practiced Strategic

Outbound allows you to engage Outbound Selling for over 20 years.
the C-suite and other senior-level We recommend this approach
decision-makers more effectively to if your sales process meets the
initiate the early stages of a following criteria:

complex sale. ) )
v Your product or service requires a

Strategic Outbound is a complex sales process.
data-driven app.roaCh to v Your buyers are typically senior
outreach that will move executives all the way up to the
the needle and make for C-suite.

greater success in your

v Your average deal size is six
overall sales program.

figures or more, with a long
sales cycle, and tends to include
multiple stakeholders.
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How to Build a Strategic

Outbound Sales Program

This Playbook contains four steps to turn your outbound sales
program into a strategic market advantage.

to a Strategic Outbound
Sales Program

Cultivate a clean and comprehensive prospect list that
covers your total addressable market (TAM).

Build trust by crafting relevant messaging for your
audience that speaks to their issues and needs.

2. Proactively follow up with leads that react to your
message to engage and move them forward
to a dialogue.

4. Setgoals, use data to measure results, and adjust your
approach based on what you learn at every step
of the process.

Strategic Outbound complements your digital and
inbound marketing investment.
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Step One

Build a B2B Prospect List
of Qualified Leads Through
Personalized Outreach

Sty

Do a quick search on “How to Build a B2B Prospect List” and
you’ll find no shortage of articles advising you to take these steps:

By
VP Client Services

[ N ) How to Build a B2B Prospect List

1. Create an Ideal Customer Profile and Buyer Personas.

2. Understand the business value your offering provides
your ICP and buyer.

3. Use that knowledge and a trusted data source to pull a

list of target accounts and individuals to engage.

And while all of those steps an important fourth step
are part of the right starting that is often overlooked. We
point, it takes a certain recommend personalized
amount of expertise and outreach to validate your list
strategic insight to build of suspects before you begin
the best target account list. working on converting them
At ML, we believe there is into qualified prospects.
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https://www.marketlauncher.com/team/michelle-haarde

This is especially true if your
offering involves a complex
sales cycle. These are often

long, require engagement with
multiple stakeholders, including
senior executives, and often
include decisions from the
C-suite.

The extra effort to confirm you
are targeting the right people
at the right organizations will
result in a qualified list and
turn your prospecting efforts
into a strategic sales tool. This
step is essential to creating a
predictable revenue model.

“l am often asked, ‘what is
the ideal length for an email
message?’ and ‘what subject
heading gets the best open
rate?’ My response is always,
‘None of that matters as
much as making sure you
are putting your message in
front of the right audience.””

CEO, MarketLauncher

© 2022 MarketLauncher, Inc.



https://www.marketlauncher.com/team/lara-triozzi

How to Turn Your Suspect List into a
Qualified B2B Sales Prospect List

At ML, we have performed audience
development (also known as

prospecting or target account list 7 O (y
building) for over 20 years as part 0

of our account-based

Regardless of data source, only
70% of data accurately reflects
the full scope of your total
addressable market.

marketing services.

We have learned that the process
starts with the best data
sources (we use many, including

) to build a preliminary

list of accounts and individuals with This is due to several factors:

titles that match your

v People move around.
buyer personas.

v Buying teams have gotten

However, we have also learned bigger.

that regardless of the source used, ¥ You cannot use title alone
typically only about 70% of the data to determine who owns a

will accurately reflect the full scope corporate initiative or has

of your total addressable market. purchasing authority.
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Take the time to organically validate your carefully curated audience. This
is the important fourth step we mentioned earlier that many companies
overlook. Doing this will pay off in four ways:

@ While building the best list requires time and resources, you'll
be able to leverage your marketing outreach better and get to
your desired outcomes faster. It will ensure you do not waste
valuable time and effort engaging the wrong audience.

You can use the metrics to truly test which messages work, and

which don’t because you can rule out that it’s being ignored by
someone who is not a relevant prospect.

O’G A focused effort ensures your budgets and sales resources are
o targeting prospects with the most need for your offering and will
allow you to capture the best intel to influence your go-to-market
strategies and product roadmaps.

/{ Staying highly targeted helps protect your reputation, preventing
your email outreach from getting flagged as spam because you
are sending irrelevant information to your audience.

’ ’ © 2022 MarketLauncher, Inc.



Make the Right
First Impression

If your sales are complex and require
engaging senior executives, we
recommend using experienced
sales team members to perform list
validation through

telephone outreach.

Some companies look to save
money by using junior staff to
prequalify opportunities, butin a
complex sale, the people making
calls must know how to navigate
through organizations to identify the
right decision-makers, something
only experienced professionals know
how to do well.

In addition, more experienced
professionals can start a
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conversation if they reach someone on
an initial call, something that should
often happen if you have used a reliable
data source to pull your suspect list.

ML has carefully cultivated a team
of seasoned sales and marketing
professionals. Our corporate
culture, especially our flexibility
to work from anywhere, has

helped us attract the best and
brightest individuals with decades
of experience speaking with
senior executives across multiple
industries. We understand complex
B2B sales.


https://www.marketlauncher.com/team/jennifer-aldinger
https://www.marketlauncher.com/team/jennifer-aldinger
https://www.marketlauncher.com/team/heidi-hacker
https://www.marketlauncher.com/team/heidi-hacker
https://www.marketlauncher.com/team/teresa-block
https://www.marketlauncher.com/team/teresa-block
https://www.marketlauncher.com/team/jim-thomson
https://www.marketlauncher.com/team/jim-thomson

Your sales program should include a process for identifying and confirming
the right decision-makers at your target companies. This process should be
designed to generate a reaction, include a way to capture market intel, and
advance prospects to the next stage of the sales cycle.

1. Identify Decision-Makers 2. Confirm Decision-Maker

A process that identifies potential opportunities and establishes interest
allows your sales team to focus on the latter stages of the sales cycle and
achieve greater returns by allocating their time to qualified, actionable
sales opportunities. And knowing the activity is laser-focused on the
right decision-makers at the right companies, you can track metrics and
extrapolate them to build a predictable revenue model.

M © 2022 MarketLauncher, Inc.
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Case Study

Building an Audience and
Navigating a Dynamic
Market

Our client (a leadership development firm that develops unique
education and communication programs for organizations all over
the world) needed outside expertise in three critical areas related to
their sales efforts:

1. Concentrating the efforts of their Sales Directors on interacting
with warm leads rather than cold calling.

2. Maintaining a list of changing decision-makers and other
influencers in the target audience.

3. Crafting and refining messaging in response to the changing
dynamics of the corporate education market and
the intel received.

ML researched and developed prospect lists while continually
updating contact information and nurturing individuals. We
advised our client (using a focused, data-driven approach) on

the viability of purchased lists based on accurately measured
outcomes. In addition, we recommended adjustments to their
messaging in response to results the team gathered from testing
multiple messages with their target audiences. As a result, the
leads the ML team generated in the first year resulted in over $2
million in new revenue for the client.

I// © 2022 MarketLauncher, Inc. “



“We have leaned heavily on MarketLauncher to help us

with our lead generation because it is so time consuming.
They stay aware of the trends and shifts in our industry

and help us develop strategies to answer these challenges.
Also, MarketLauncher is incredibly responsive, and always
extremely timely and accurate with updates. | can’t think of
any one time that we ever had to wait on them for anything.”

Leadership Development Firm
Director of Sales Operations




Step Two

Create Relevant Email
Messaging, Call Frameworks,
and Great Content

@\

| 4 By

*/‘) Sales Content Manager
€ -\

What Compels You to That salesperson has just seconds
P p J
Take a Call from a Sales to grab attention. So, what can you
g y
Rep? do to separate yourself from
the pack?

Most executives receive multiple At ML, we use Strategic Outbound

strategies to get the attention of the
C-suite and senior executives. We

calls and emails every day from sales
executives wanting some of

their time. carefully craft messaging (delivered

by phone and email) that reflects

issues of relevance and includes
valuable supporting content that
educates or informs the reader.

' , © 2022 MarketLauncher, Inc. 13


https://www.marketlauncher.com/team/stephen-kirkpatrick

Building Trust with
Messages and Great
Content Enables B2B
Prospecting

According to Forbes in its Article
“How to Use Content Marketing
To Build Trust,” trust is crucial to
growing revenue. Therefore, your
message and content must create
trust, and a great way to do this is by
educating your readers with industry
insights or doing a deep dive into a
specific topic. In other words, if you
can help a busy executive meet their
corporate mandates, they will want
to speak with you. Building trust is
at the heart of everything we do at ML
“.. if you can help a busy executive

meet their corporate mandates,
they will want to speak with you.

Stephen Kirkpatrick

Sales Content Manager

How Do You Know What
Messages Will Resonate?

Your value proposition should
intersect with your ideal customer
profiles. If you feel you have those
two things aligned but your
message is not resonating, you need
to re-evaluate. Consider conducting
a market research project to
understand better the top-of-mind
topics the buyers in your target
market care about most.

Lara Triozzi, ML’s CEO, says, “Two
things matter when crafting
messaging intended to get a
prospect’s attention: relevance and
timeliness. The more relevant you
can be to topics that are top-of-mind
to your audience, the more likely
they are to pay attention. And more
importantly, the more likely they are
to see you as a thought leader.”


https://www.forbes.com/sites/forbesagencycouncil/2021/03/10/how-to-use-content-marketing-to-build-brand-trust/?sh=75c0f76025e3
https://www.forbes.com/sites/forbesagencycouncil/2021/03/10/how-to-use-content-marketing-to-build-brand-trust/?sh=75c0f76025e3
https://www.marketlauncher.com/team/stephen-kirkpatrick

Writing an Effective B2B
Email

“Is email marketing dead?”

That question seems to crop up
every year, and our answer is: not

if you apply Strategic Outbound
tactics to ensure your emails

are relevant to the person you
target and provide value to begin
building trust.

To be enticing while building
immediate trust, messaging must
be about the problems your offerings
solve for your target audience. This

is why aligning your ideal client
profiles with your value propositions
is so important.

At ML, we use these resources to
create talking points and emails that
highlight a clients’ differentiators
and convince potential buyers to
move the conversation forward. We
conduct client discovery meetings

“If the email copy lacks a
personable, educational, and
problem-solving tone, the

before beginning a project and use
this time to answer questions and
validate any assumptions made
about their ideal client profiles and
value propositions.

When it comes to sales emails, less
is often more. For example, most

of our team’s emails aim to be 150
words or less with limited page
breaks. Given that so many decision-
makers consume emails via
smartphones, if a message simply
looks too long, it can cause some
hesitancy to engage.

You also want to highlight the
digital asset you’re offering. If the
email copy lacks a personable,
educational, and problem-solving
tone, the chances of your prospect
clicking a link significantly shrinks.

chances of your prospect clicking

a link significantly shrinks.”

I// © 2022 MarketLauncher, Inc.




Subject Lines That Grab
Attention

When crafting a subject line, we
have found that these three themes
generally perform well:

1. Reflect a business pain your
reader is experiencing and
looking to resolve.

2. Mention a benefit that your
reader would like to create for
their company.

3. Educate about a subject specific

Therefore, we recommend keeping

to their role or business.
subject lines brief and aligned with

In the spirit of building trust, make your overall message.

sure that the body of the email

message and supporting content Other best practices include:

provide the reader with the material  «/ jse first names company

teased in the subject line. We all names, or “you/our.”

are on somebody’s email list, and

we know what type of subject lines V¥ Askrelevant questions.

resonate with us as professionals. v Leverage brackets strategically.

We have learned that subject lines

that create a reaction tend to be v Reference statistics/numbers.

short and informative. A speaker from a recent HubSpot

A compelling subject line is conference recommended the

essential. You may have a relevant resource “Subjectline.com.” We

message, but that message will have found the site to be helpful.

be missed without a persuasive
subject line.

M © 2022 MarketLauncher, Inc. 16
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Measure and Evaluate

As with every aspect of your sales and marketing programs, it is critical

to evaluate the performance of your messaging and content at regular
intervals. Because we are passionate about data, we track in HubSpot how
emails perform to ensure we meet forecasted goals.

Regular analysis will surface intel concerning what is performing, what isn’t,
and content that may need some tweaking. We talk more about this in our
blog Data and the Art of the Pivot.

M © 2022 MarketLauncher, Inc.
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Step Three

Pro-Actively
Follow up to
Engage and
Convert

A

- By
; Sales Manager
4

In previous sections, we discussed
developing a list of suspects and
turning them into validated leads.
We then discussed how to get the
attention of a busy executive with
relevant messaging and content.

Now it’s time to focus on getting
your prospects to engage in a
conversation by employing multi-
touch, multi-channel outreach.


https://www.marketlauncher.com/team/jennifer-aldinger

Outreach and Engagement as
a B2B Marketing Best Practice

This high-touch method involves
multiple touchpoints to develop
leads and move them toward a
sales meeting,

Many companies underestimate
the importance of phone calls in
driving the early stages of their
sales program. Calls are an essential
component of Strategic Outbound
Selling. Your email outreach should
focus on warming up your audience,
and making them more receptive

to your call.

Your call framework should

reinforce the messages in your
emails. Whether speaking to the
executive, their gatekeeper, or even
their voicemail, get to the point
quickly and re-state your compelling
message. Leave your contact
information but always follow up
with a personalized email.

Previously, we discussed the

value of having experienced sales
professionals make calls, especially
if your sales are complex and

M © 2022 MarketLauncher, Inc.

require engaging senior executives.
When they connect, these skilled
team members will converse most
effectively with your target audience.

They also understand that you
must reach out by phone and
email numerous times. It’s the rare
outreach that is successful on the
first attempt (though

not impossiblel).

To convert prospects to a

sales meeting takes multiple
touchpoints. The actual number
depends on various factors. Our
experience conducting Strategic
Outbound for over 20 years shows
that it currently takes an average
of 6 to 8 touchpoints just to reach
a prospect and a total of 10 to 12
touchpoints to move a complex
sales lead to a meeting,

Avg. 6-8 touchpoints

To reach a contact

Avg. 10-12 touchpoints

To book a meeting



3 Tips for Successful

Outreach and
Engagement

Before you begin, determine the
proper outreach schedule. It’s a
delicate balance between staying
top of mind and being overly
persistent to the point that your
prospects start to ignore you.

In our experience with executive-
level and C-suite leads, once you've
made contact, your goal is one of
two outcomes:

" Prequalify and move the lead
forward to a discovery meeting

" Collect intel and move to a
nurture cycle if the timing is not
right

Once they are in a nurture cycle, your
ongoing cadence should be no more
than one email per month to stay
top of mind, and it should provide
something of value versus just

0 ’ © 2022 MarketLauncher, Inc.

asking for a meeting. Phone follow-
up should cycle every 90 days
unless the prospect increases
their engagement, in which case,
you should follow up right away.

Of course, this cadence of touch
points can differ based on many
factors, including industry norms,
the level of need in the market, and
brand awareness. Be sure to analyze
results and pivot your outreach
based on your findings.

Here are three tips to help you
create a successful outreach and
engagement program.
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“One-way dialogue” sounds like

an oxymoron. But when it comes

to Strategic Outbound Selling and
B2B prospecting, we assure you it
is not. The term “dialogue” signifies
a “written or spoken exchange

they react to the content you are
systematically sending. You just
aren’t privy to their side of it.

The result is an educated buyer who
has developed an interest in your
product or service because they
have recognized your ability to solve
a relevant need.

between two or more people.” So,
a dialogue is happening when

Strategic Outbound Campaign Example
A successful one-way dialogue 10 years in the making.

In November 2004, | met with the CEO of an export management

firm. | presented MarketLauncher’s capabilities, discussing ways to
impact their sales efforts. | was unsuccessful at closing that deal, but
we kept him on a list to receive periodic content (like this blog, for
example). Over the next ten years, at least once a quarter, this prospect
received correspondence from MarketLauncher and never responded.
It would be fair to assume he was a lost cause. A less savvy marketer
might think that continuing to reach out with content was a waste

of time. But when his export management firm decided to launch a
consulting service, that CEO contacted us and asked for a proposal

- ten years later! Had it not been for our strategic outbound selling
tactics and a steady stream of content that was educating him and
keeping MarketLauncher top of mind, it is highly unlikely we would
have been the first firm he called when he recognized he had a need.

Lara Triozzi
CEO at MarketLauncher

I// © 2022 MarketLauncher, Inc.
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Tip Two: Continue to
clean your data

You dedicated time, energy, and
resources to building and validating
your prospect list. Make sure
you are keeping it up to date and
capturing changes. Software like
makes it easy for your
team to maintain and update
contact information in real-time as
they uncover insights. is

invaluable for discovering where
they landed when a prospect

leaves a company.

As prospects open and click through

emails, it’s time to personalize
the engagement.

For example, perhaps a prospect
responded to outreach by
downloading a white paper,
subscribing to a blog or thanking
you for your call but saying the
timing isn’t right to speak. The
relationship-building process has

begun. It is time to move those
engaged leads deeper into
the pipeline.

‘ ’ © 2022 MarketLauncher, Inc. 22
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HubSpot can automate the process of sending content based on audience
reactions. However, an experienced sales executive knows how to take that
further. They will incorporate those reactions into emails and conversations,
working the intel into the prospect’s experiences and challenges.

Is Your Strategic Outbound Selling
Strategy Paying Off?

Your activity should generate consistent results at this stage of your
strategic outbound program. If not, it’s time to analyze your data to
understand where you need to improve. For example, are you focused on the

wrong accounts or individuals? Perhaps your messaging is off, or you are
sharing content that isn’t relevant.

The answer lies in your data.

’ ’ © 2022 MarketLauncher, Inc.
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Step Four

Set Goals, Measure Results,
Report Outcomes

By Erin Studstill
VP of Operations and Technology

How Does Data Impact your
Outbound Selling Strategy?

Data analysis and reporting help will get in front of the right decision-
elevate traditional outbound sales makers faster.

tactics to a Strategic Outbound
program that is a market advantage.
By applying data-driven decision-

At ML, we have embedded data
analysis and reporting into our
services for over two decades and

making to your sales programs, you
learned these valuable lessons.

M © 2022 MarketLauncher, Inc. 24
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Lesson One: Set
measurable goals

Without goals, it’s virtually
impossible to perform data analysis
and reporting in a meaningful way.
In addition, clearly defined goals
ensure everyone on your team is
focused and aligned to a

common objective.

Setting goals allows you to identify
your strengths and areas for
improvement. Striving toward
defined goals that everyone shares
sets you up for greater success.

Lesson Two: Include
quantitative and
qualitative goals

To best gauge the performance of
your B2B outbound program, be sure
to set quantitative and

qualitative goals.

What are quantitative goals?
Simply put, quantitative goals are
objective and are tied to numbers.
From a B2B sales perspective,
quantitative goals and their
corresponding data help you
understand how your leads are
progressing. This allows you to

M © 2022 MarketLauncher, Inc.

predict outcomes better. Here are a
few examples of quantitative goals
you might set for a lead generation
program:

Examples of Quantitative Goals
v # of touches to reach a prospect

v’ # of touches to book a
discovery meeting

v # of discovery meetings needed
to hit opportunity pipeline goal

v # of opportunities needed to hit
sales target based on
closing ratio




What are qualitative goals?
Qualitative goals are subjective and
can be harder to track. Qualitative
data includes the intel we pick up
from conversations. This can provide
insight into how your audience
responds to your offering. It can

help inform strategy and confirm
whether you are on the right track or
in need of a pivot.

Lesson Three: Invest
in a solution to house
your data

What are you doing with all the data
you collect? At ML, we use HubSpot
to manage data. HubSpot is an
effective tool that every MLer uses to
track every interaction. It is safe and
secure and easy to use.

Full compliance with capturing
data is critical to measuring results.
We have seen many instances of
insightful data not being effectively
used to inform sales strategies

M © 2022 MarketLauncher, Inc.

Examples of Qualitative Goals

v Vvalidating titles that have the
greatest need for your product
offering

v Identifying competitive intel

v Feedback on pain points that
cover similar themes to
highlight emerging trends

because it's simply not captured

consistently. This is often the case
for clients with new sales teams or
that have gone through a merger or
acquisition, and data is housed in
disparate systems.

26
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Often companies will invest in a CRM and sales tracking systems only to find
that not all of their team members have adopted usage. Avoid letting your
sales team use spreadsheets that only they can access, or worse, keep the
data only in their heads.

At ML, one of the first things we do for new clients is create a HubSpot

portal to house lead data. Through this process, combined with our regular
reporting, our clients see how essential information is to revenue generation.
They see how to gather the intel their sales (and other) programs generate
and learn how to establish similar in-house programs. Sharing data
management best practices is one of our highest priorities.

“At ML, all team members are meticulous about putting notes from
all engagements into HubSpot. We have been using it for years, so
the notes can be pretty extensive. | start all prospecting efforts by
looking in HubSpot. If we have previously engaged with a company or
individual, | get terrific intel that | can leverage in my conversations.
Mentioning prior discussions can help me grab attention quickly.

“Conversely, | input all my findings into HubSpot as | have my
conversations. Not only will that support future calls, it also supports the
data analysis and reporting that ML performs throughout all campaigns.
The info | provide can help track performance that may signal when
changes to our outreach are needed and track our performance against
goals. We are also very careful to add any changes in contacts, any
competitive insights ... everything relevant to the client or future selling.”

Heidi Hacker
Sr. Sales Development Specialist at MarketLauncher

I// © 2022 MarketLauncher, Inc. e
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Lesson Four: Analyze and
report regularly

Data analysis and reporting should
occur regularly. Data will inform
your activities and responses and
improve decision-making. Regular
reporting will show how your leads
progress and how the market
responds to your value proposition.
You can spot trends early and take
necessary action fast. This includes
re-evaluating your goals or pivoting
to achieve them.

We recommend you do a
deep dive into a diagnostic
report at least once a
month with actionable
recommendations to
improve outcomes.

Technology can assist with analysis.
For example, the ML team uses
Power Bl to quickly and easily

pull data together to visualize our
performance against project goals.

For each client program, we track
about 30 standard quantitative
metrics. Thanks to HubSpot and
Power BI, we can access those
metrics in seconds.

M © 2022 MarketLauncher, Inc.

We continually review what we

are learning from conversations

to analyze qualitative data. For
example, we read discussions in
bulk to see trend consistencies like
keywords or competitor mentions.
Then we try to use that information
to shape messaging and responses
to help us meet objectives.

“It is a capital mistake to
theorize before one has data.”

Sherlock Holmes in A Study in Scarlet
by Sir Arthur Conan Doyle

Lesson Five: Build a
repeatable process

Incorporate your learnings across
your organization to get the full
advantage of your investmentin a

Strategic Outbound Selling program.

Much of the intel you collect

may also influence other lines of
business, including Customer
Experience, Support, and Marketing.

The insights will help you create a
repeatable, evolving sales program
and build a sales pipeline that is
predictable and scalable.

28



The Best Outbound

Strategy Is a Team Effort

We have one more recommendation to elevate your outbound efforts,

and that is to have experts on your team who can take ownership of each
cornerstone element necessary for a successful program. At ML, we call this
the “ ” We have senior personnel held accountable for
the elements that are central to success, and they work together to achieve
acommon goal:

V)
® Client Services is responsible for "' |I|I
the STRATEGY and focused on the " "™ o
GOALS
Reporting
® Account Operations is responsible
for the REPORTING and focused on g s
the DATA LN Diamond £
Approach
® Marketing Communications is ”
responsible forthe MESSAGING Strat _An
rategy xecution

and focused on the MARKET
REACTION

® Our Specialist Team is responsible
for the EXECUTION and focused on
the INTEL Messaging

' , © 2022 MarketLauncher, Inc. 29
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Consider taking a collaborative approach to revenue generation, just like

we did with this Playbook (did you notice we had four team members

contribute?).

Combined with the four steps to Strategic Outbound covered here, you are
almost sure to get in front of your buyers faster to close more deals.

“We did a formal search and talked to lots of other firms.
We found that MarketLauncher is just in a different class,
because of the level of knowledge of the individuals. There
is just no comparison to the depth of how MarketLauncher
works to truly understand what it is we are trying

to position to the market, not just our features and
functions but: How is it different? Why is it better?”

Marketing Director
Management Consulting Firm

I// © 2022 MarketLauncher, Inc. @
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MARKETLAUNCHER

About MarketLauncher

ML has been a trusted source for 20 years, helping
companies worldwide with a complex sale get in front
of the right decision makers and grow revenue faster.
We do this by employing strategic outbound tactics
that engage senior-level and C-suite executives to
cultivate interest, build trust, prequalify sales-ready
leads, and book meetings.

Our prospecting and lead generation services identify
and confirm decision makers at target companies,
generate reaction and response, collect market intel,
and ultimately ensure that the client's message is
getting out into the total addressable market.

By partnering with ML to identify potential
opportunities and establish interest, sales teams can
focus on the latter stages of the sales cycle. Focusing
sales resources on qualified, actionable sales
opportunities gives our clients a greater return on
their overall investment in marketing and sales.

The Outcome of Working with ML? Acceleration of an
already successful growth strategy which translates
to faster growth and higher revenues.

Visit us at marketlauncher.com.


http://marketlauncher.com

