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Another timely tip to grow your business through better customer relationship management 

Any seasoned salesperson knows that anybody interested in 
their products or services is worth cultivating.  The problem is 
that they're not all worth investing time in now.  As a result, the 
salesperson must devote his energy to those most likely to pur-
chase soon.  But what happens to the other prospects in the mean-
time?  Well, if the salesperson has the time, they can continue to 
"nurture" the prospect until they're ready to act. 
A common practice is to divide 
prospects into categories. Perhaps, 
for example, by the expected time 
to purchase – e.g. 30 days, 60 days, 
90 days, six months, and longer 
than six months. Good nurturing 
might ensure that each category of 
prospect gets “touched” somehow on a regular basis with some 
type of useful trust-building offer.  For example, perhaps the six-
month category will be offered an informative white paper, the 
90-day category gets offered a customer case-study, the 60-day 
category gets offered a demonstration, and the 30-day category 
gets offered a proposal.  With continuous nurturing, not only do 
prospects begin to qualify themselves, but they also develop trust 
in your company! 

Unfortunately, nurturing isn't as profitable as selling, so all too 
often, prospect nurturing loses out when the pressure is on.  Jim Cecil, 
an expert on nurture marketing, estimates that 60% of all leads will 
eventually buy if followed up on properly.  But all too often, leads that 
might be productive are dropped “after only 4 ineffective contacts.”  
But not with automated Customer Relationship Management 
(CRM).  With CRM, the entire prospect nurturing process and work-

flow to achieve it can automated.  Prospec-
tive customers get appropriately categorized 
and automatically get pre-prepared mailings 
and offers based upon their categorization.  
The result is your salespeople can focus their 
energies on closing accounts and longer term 
prospects will get appropriate attention and 

nurture.  You build trust and confidence early in the mind of the pros-
pect and your sales grow because of the steady cultivating of prospects 
that don’t get lost in the shuffle when the pressure is on.  It’s just an-
other way that CRM can be used to look after and grow your business. 

For a complete list of tips visit www.rbdata.com/crmtips 

If you’d like to receive these tips by email please send an email to 
crmtips@rbdata.com or call  858-541-1820. 

Utilize “Nurture  
Marketing” To Harvest  
ALL Your Prospects... 

“…60% of all leads will eventually buy if    
followed up properly.  But all too often, leads 
that might be productive are dropped ‘after 
only four ineffective contacts’” 








