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Marketing is an investment. 
Track and maximize your return.
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PowerPoint has new 
layouts that give you 
more ways to present 

your words, images and 
media.  

Step 1: Decide who will do it

Step 2: Implement a Tracking System

Step 3: Contact the Prospect

Step 4: Follow up & Build Relationships

Step 5: Engage the Business

Step 6: Ask for Referrals!

Plethora 
.ǳǎƛƴŜǎǎŜǎΩ 

Lead Generation 
System
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Decide Who’s Going to Do It

ÅYourself

ÅOutsource it

ÅHire someone

ïQualities of telemarketer

ïCompensation plan

ÅSalary + bonus

ïQualified appointments

ïFinancials received

ïEngagements

ïSuccess Fees
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Marketing Team
ω4 staff members

ωResponsible for making outbound contact with 
prospect sellers

ωGenerates up to 20 appointments every week

ωIncludes e-marketing utilizing DMC program

Marketing 
Coordinators

ωContacts local business owners with Plethora 
Businesses marketing materials

ωGenerates up to 5 leads every week.

ωLeads are followed up by the marketing 
coordinators and converted into appointments

Clear Choice

ωWeb based pull marketing campaigns

ωCalls are routed directly to Plethora Businesses

ωRecords conversations for training purposes

ωWorks best for main street  leads

Bullseye
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Implementing a Tracking System
ÅRealistic expectations of telemarketers

ïUnderstand the scope of their duties

ÅWhat to track 

ïDaily meaningful contacts goal

ïActual calls made

ï% of contacts reached to calls made

ïSecured appointments

ï% of appointments secured to contacts reached

ïFinancials received

ïGestation period
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Initiating Targeted Campaigns
ÅBuyers approach Plethora Businesses with an 

acquisition request

ÅtƭŜǘƘƻǊŀ .ǳǎƛƴŜǎǎŜǎ ŀǎǎŜǎǎŜǎ ǘƘŜ ōǳȅŜǊΩǎ 
qualifications

ïAvailable funds for acquisition

ïManagement background  & industry experience    

ïPrior ownership experience

ÅCriteria is distributed to Plethora Businesses 
marketing team
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Preparation is Key

ÅOne Source, Sales Genie and Manta databases 
are utilized to develop calling lists

ÅInternet research of companies  on list 

ÅKnow the buyer / Own the call

ÅPEG targeted searches

ïUnderstanding platform companies

ïManagement team

ïFinder fee agreement

ÅSIC codes ÅYears in business

Å# of employees ÅGeographical target
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Contact the Prospect
ÅGet past the gate keeper

ïRemain confidential

ÅFirst sentence ςPrecise. What are you calling 
for?

ÅAsk relevant targeted questions - Reconfirm

ïYears in business

ï# of employees

ïAre you profitable?

ïRevenue trends in past 3 years
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Follow up is Essential 
Build Relationships

ÅDevelop a scale to prioritize prospects

ï0  Nothing to sell

ï1 Ready to sell

ï2 Ready to sell in 6 months

ï3 Will consider a sale in 1 year

ï4 Will consider a sale in 2-5 years

ï5 Will not sell

ÅDevelop a time frame to contact clients of each 
priority level and stay in touch
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The most successful programs are those 
that mesh a number of marketing tools 

together

Referral Sources

Seminars

Collateral Materials

Media Placement

E-marketing

Online Ad Placement

Promotions

Press Releases

Telemarketing Networking Events
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Engage the Business

ÅWhen the timing is right, Plethora Businesses  

meets with potential seller

NDA is 
Signed

Three Years 
of Financials 
Requested

Valuation 
Completed

Engagement 
Signed

Collect 
Additional 

Information

ASK FOR 
REFERRALS

ASK FOR 
REFERRALS

ASK FOR 
REFERRALS
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Thank you for joining me!
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