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The focus Mission
For the best results, how should (1) Maximize results, (2) minimize effort. Many of the results in this study are based
companies respond to their leads? on first call attempts, indicating how to get the job done right the first time.
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@ Best days to make contact
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@ Best times to make contact

QUALIFYING RATES
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} The best time to qualify leads is between 4:00 pm and 5:00 pm
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The best days to qualify* leads are Wednesdays and Thursdays.

*Qualification - the stage in the lead nurturing process where the lead is willing to enter the sales process.
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@ Persistence
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Response Time

until a sales representative

5 MINUTES VS. 10 MINUTES CHANCE OF MAKING CONTACT Over 30% of leads are
100% never contacted at all.
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contacts them. 10%

Contact and qualification rates drop dramatically in just
minutes and continue to decrease over the next few hours.
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InsideSales.com has emerged as a leader in the rapidly growing sales

@ | n S |d esa IeSCO m acceleration market through the application of cloud-based communications

technologies and innovative breakthroughs in predictive analytics.
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