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The premium provider of actionable marketing intelligence.99
We are not claiming that outsourcing 

a problem leads to its automatic 

solution. It doesn’t. But it can help 

you to benefi t from the type of 

independent, unbiased outsourcing 

arrangement that helps Marketing 

and Sales reach consensus about 

the type of customer that will 

satisfy both your revenue and brand 

objectives. And it can help you drive 

through the emotion to objectively 

deliver the types of prospects that 

are most qualifi ed to buy, now and 

in the future.

For more information, contact 

Televerde at info@televerde.com or 

at 888-925-7526. Visit us online at

televerde.com.

The benefi ts of a 

single truth agenda. 

Outsourcers are not driven by any 

agenda other than the success of 

their clients. Working with marketing 

and sales organizations 

to construct both fi nancial and 

non-fi nancial qualifi cation criteria 

is a purely business-driven effort. 

Built-in feedback loops revisit the 

validity of your prospect qualifi cation 

criteria as demand generation 

programs play out. The organization 

has no other agenda than your single 

version of the truth – and getting 

it right. 

Help Sales and Marketing achieve 

success in their respective roles. 

An outsourcing model gives both 

organizations what they need to 

be successful: Sales spends more 

time on sales-ready opportunities, 

and Marketing helps build pipeline 

prospects that mirror both brand 

and fi nancial goals.  
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