
InTouch Incorporated

TWST: Brian, may we start off then with an overview of
InTouch, how it began, and where you're going?

Mr. Carroll: We've been in business since 1995 when we

got underway as Carroll Communications. Actually, this was a way

to pay for college while I was at the University of Minnesota. Our

goal was to be a high-end business-to-business telemarketing agency.

I once worked for Piper Trust where I helped set up ap-

pointments with bank presidents and sometimes involving the com-

pany’s mutual fund. The process gave me a broad, enlightening sense

of the business. I also did some work for Cray Computers, then Cray

Research, in mainframe computing time just about the time compa-

nies started migrating away from mainframes to client servers. The

brush strokes from the two are really what inspired the decision to

start our own company.

In 1999, we acquired one of our clients with which we had

developed awfully good synergies, iNETech, an IT consulting ser-

vices company specializing in software application development.

The new name of the firm, of course, was InTouch. 

I had sensed that the telemarketing market was going to be

shifting and that we needed to be able to offer a more integrated so-

lution. Most of our competitors seemed stuck on being telemarketers.

We wanted to be more involved in the client’s business, and that re-

quired that we be able to interact with its CRM and software capa-

bilities, as a CRM resource, if you will. 

Our focus has always been and will continue to be on work-

ing with companies that have a complex sales situation, bringing lead

generation to bear on all that makes it a complex sales situation.

While remaining true to our origins with the telemarketing compo-

nent, we serve many other needs, in effect, in the end, helping com-

panies acquire and maintain sound customer relationships. That's

what we are all about, by way of comprehensive lead generation. 

We handle the front end of the sales process, the part sales

people like the least, the daunting aspects of cold-calling and sched-

uling first meetings. Our value proposition, however, is geared to

marketing people as well as the sales people. We’re able to help mar-

keters actually track and measure their return on investment.
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TWST: How do you do that, how do you measure return
on investment?

Mr. Carroll: We're able to close the loop with every lead

that we qualify, and we do it in two ways: directly with feedback

from the sales person or, by way of the client’s CRM, the merging of

our InTouch Direct contact management system with the firm’s data-

base. We report how many leads InTouch has created for comparison

with those from the client marketing team, the quality of those leads,

and the stage in the sales process those leads occupy.

The implication is, after a period of time, our lead analysis

can be measured against the client’s internal benchmarks and used to

develop revenue projections for the street. It’s estimated that about

10% of the sales leads we deliver actually go all the way through the

sales process. Our goal is to generate at least a 20x return on invest-

ment; for every dollar for InTouch services, we want to return a min-

imum of $20 back. 

TWST: I know that InTouch made Inc. Magazine’s top
500 this year as number 414. How has this affected the company?
Do you think it’s brought you more exposure?

Mr. Carroll: Quite honestly, it’s readily apparent that

we’re very much on many people’s radar. It's proof of concept, I sup-

pose, of the fact that we have been recognized as a fast-growing com-

pany. We've been working hard for five years, and it’s nice that our

progress is being noted. 

TWST: How have you reached the level you’re at? How
have you marketed yourself?

Mr. Carroll: The key thrusts are: One, we use ourselves to

do our own cold calling. In other words, we outsource to ourself. We

have a sales force of three, two in Minnesota and one in California,

and two people who continually update our database. We're building

an opt-in list of sales and marketing executives in technology-based

companies. Our sweet spot is working with $20-300 million compa-

nies whose complex sale of a solution is, in terms of the annualized

value, $100,000 or greater. For each of those verticals, we simply

combine a strategy and a clear value proposition 

Two, through Web site positioning, we focus on search en-

gine optimization, cross-linking, and partnering with other portal

sites relative to our value proposition. With relevant content and ar-

ticles, our Web site is then a productive destination and not just an-

other means to download brochures. I feel this has really enhanced

our visibility along with the seminars, workshops, web seminars, and

teleseminars that are included. The whole thing has allowed us to po-

sition ourselves as thought leaders and trusted advisors. 

Sales people today must become trusted advisors, with such

full understanding of their products and services that they represent

a high confidence factor to their audiences. A recent study showed

that 69% of those surveyed said that they would more likely buy

from someone who they would regard as a trusted advisor. With that

precept in practice, therefore, we find that we're regularly selected as

the vendor of choice for lead generation or lead management. 

We also do something called lead nurturing, building rela-

tionships with people deemed a fit regardless of their current need for

someone like us. We reach them by way of various direct mail print

vehicles and online with personalized e-mail messaging. A web log,

in which appropriate and relevant articles, webinars, teleseminars,

etc. are posted, is another part of that ongoing process. Lead nurtur-

ing is ultimately the consistent and meaningful communication with

viable prospects regardless of their timing to buy.

TWST: What would you say is InTouch's competitive
advantage over other companies in your space?

Mr. Carroll: Our inclination to be transparent and com-

pletely focused on generating the greatest return on investment pos-

sible for our clients probably represents our greatest competitive

advantage. It’s been apparent that many of our competitors aren't

willing to do all the necessary research to fully understand the client's

operations, sales process and other things that would ensure a pro-

ductive program. We continually work towards long-term relation-

ships and will forego short-term profit to accomplish those. 

We have a 95% success rate working with clients. We can

fail, certainly, but our failure rate remains spectacularly low. That

says a lot about the competitive advantage we offer, I think. We focus

on ROI, we measure it, and we improve value, and that’s key to suc-

cess in terms of earning and retaining our business.

TWST: Brian, what do you see as some of the main chal-
lenges facing InTouch in the next year or so?

Mr. Carroll: One of the biggest challenges for us is to gain

positive visibility. And to preclude the negative association with tele-

marketing that unfortunately exists right now. There is zero analyst cov-

erage of the space we occupy, that of a CRM-based company. Though

telemarketing is covered, most of it keys on consumer-based telemar-

keting companies where it seems there is very little positive to be said,

currently, about the marketplace. Our credibility can be hurt by the mis-

directed notion that we represent just another telemarketing endeavor. 

Too, the very concept of outsourcing represents a chal-

lenge. Relatively few companies actually outsource the kind of thing

we do. Rather, they keep it in-house, as an internal function. The

growth potential for us, obviously, is huge, but there is a lot of work

to be done to acquaint these folks with the cost-effectiveness, the

value of what we offer on the outside. I’ve heard it said that the num-

ber one issue in marketing is, in fact, lead generation. Our challenge

is to translate that into new business for us. 

Too, marketing in many corporations still gets short shrift

vis-à-vis the old “why should we spend on marketing when we can

just add more sales people to grow our revenue?” Branding seems to

get similar treatment, particular in the business-to-business segment.

We, I believe, have to do a better job of reaching senior management,

to whom the tangible, measurable aspect of return on investment

from lead generation is of vital concern and who must be reminded

that marketing, including lead generation, is an investment that can

pay big dividends.
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TWST: Brian, where do you see InTouch being over the
next three to five years? Can you tell us a bit about the strategic
direction of the company?

Mr. Carroll: Strategically, our plan is to continue to grow

organically. The possibility of acquisitions also enters in, but, cultur-

ally, it’s important that candidates would parallel us in terms of val-

ues. Our target is to be an enduring organization recognized as the

number one provider of business-to-business lead generation ser-

vices for the complex sale. Our three-year goal is to grow our head-

count by over 100%, to about 120 employees, and revenue to $15-20

million. That’s reflective of the 85% growth rate we've maintained

over our five years.

TWST: Can you give us a little background, Brian, on
yourself and some of the other key people at InTouch?

Mr. Carroll: Well, I may be CEO, but you might say I am

really first among equals. Three of us, including COO Brandon

Stamschror and CTO Pat Lorch, comprise the senior ranks at In-

Touch, and it’s in the best interests of the company that we strive to

remain accountable to each other. We’re all people persons, commu-

nicators, each a creative type in his own right, and, I suppose, lead-

ers in the sense that we operate with the confidence that our efforts

really do work. Above all, we’re driven by the notion that InTouch

can be the very best in the business. 

Though we weren’t acquainted when we were in school

there, all three of us are products of the University of Minnesota.

What do we do at InTouch? Well, I focus on sales and marketing,

Brandon manages the operations and Pat has responsibility for the

systems side. Each of us is well backgrounded in his area of respon-

sibility, and I’m proud to say, as a team we continue to meet or ex-

ceed the expectations we set for ourselves and for the organization.

TWST: Brian, you are going to get the last word. Is
there anything you would like to add, something that we may
have left out?

Mr. Carroll: Let’s just say we have a strong vision, but our

focus is on execution. We will always strive to give our clients the

greatest ROI for every dollar invested in our services, and, again,

that’s what InTouch is all about. Just ask our clients.

TWST: Thank you.
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