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Saving money and improving customer  
satisfaction with electronic lead fulfillment

For decades companies have employed print literature-warehousing fulfillment practices to provide literature and product 
samples to prospective customers when customers respond to advertising, direct mail and other marketing activities. Print  
fulfillment can be costly when considering the associated expenses such as printing, warehousing, labor, and postage. Thanks 
to advances in technology, nowadays there are more options for lead fulfillment that can save companies significant money 
and improve customer response. Unfortunately many companies are not thoroughly aware of all the options. And, companies 
that have handled their lead fulfillment in the same way for years, even decades, are sometimes reluctant to explore new  
options; as the saying goes, “If it ain’t broken, don’t fix it.”  Companies that have, however, started to transition from tradi-
tional print literature warehousing / lead fulfillment systems to print-on-demand models and electronic fulfillment are achieving 
considerable cost savings and improving customer response. This white paper provides an overview of the electronic lead 
fulfillment option and how using e-fulfillment can save companies money, improve customer response, and how it is good for 
the environment.

Abstract

  Introduction

When referring to print literature fulfillment I am basically 
describing the process that takes place when a company 
receives an inquiry from a customer (about a product, service 
or other matter), and how the company responds to the cus-
tomer. Most companies typically have some type of fulfillment 
process in place to handle these inquiries. For example, a 
customer visits your booth at a trade show. The customer 
has an interest in one of your products. The company repre-
sentative working the booth takes the customers information 
and promises to send product information. After the show, 
the lead makes its way to corporate headquarters where it is 
moved into the lead processing stream. The lead is typically 
entered into a database and then a literature package is usu-
ally sent. The package might include a cover letter, product 
brochure, price list and/or other relevant printed literature. 
The lead might also be passed to a local sales representative 
who is responsible for the account. Depending on whether 
the process is handled in house or outsourced, the time 
frame for fulfillment can vary significantly. 

The cost for warehousing, printing and mailing literature can 
be significant. And, whether a company handles the process 
in house or outsources to a 3rd party provider, there are labor 
costs involved. All in all, the cost to process leads can be 
significant. 

Improve your fulfillment process
 
Electronic fulfillment offers companies a new option for 
lead processing. Electronic fulfillment has been available 
for some time; however, the technology has not been fully 
exploited. With electronic lead fulfillment, companies respond 
to customer inquiries via e-mail instead of sending traditional 
print literature fulfillment packages as described in the previ-
ous example. The e-mail can be personalized and include 
electronic product or service information in lieu of printed 
literature. The electronic information can be provided in PDF 
format or via a link to HTML product content on a company 
website. 

There are tools available that can help to automate the 
electronic lead fulfillment process. For example, Peconic 
Software, a software development company that special-
izes in lead management, offers a web-based application 
that includes e-fulfillment features. This tool, and others on 
the market, help to streamline the e-fulfillment process. With 
Peconic Software’s application customer leads are easily im-
ported into an electronic database. Based on predetermined 
criteria such as product interest, service interest or other, an 
automated, personalized customer e-mail is generated and 
e-mailed to the customer as soon as the lead is imported into 
the database. The e-mail includes links to applicable website 
pages, literature PDFs and/or other online content. This au-
tomated model not only saves the obvious costs associated 
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with printed literature and mailing, but is also much faster - 
not to mention more environmentally friendly. For companies 
“going green”, electronic fulfillment is a must. 

Electronic lead fulfillment also offers companies the oppor-
tunity to provide their customers more complete information. 
For example, a company introduces a new product. The com-
pany has a product brochure and a product demonstration 
video that’s available on the company website and YouTube®.  
With electronic lead fulfillment, the company can send a link 
to online literature, website content, and also multimedia 
presentations. This is a huge advantage when it comes to 
information fulfillment. With electronic lead fulfillment, you 
have a win, win, win situation.

Companies Win:
•	 Decrease costs associated with print literature
•	 Reduce postage expenses
•	 Reduce warehouse requirements (for in-house storage) 

and/or external warehousing costs (when literature is 
stored off site)

•	 Reduce labor required for lead processing
•	 Provide faster information delivery
•	 Can more easily provide customers information beyond 

static literature such as video / multimedia content

Customers Win:
•	 Receive information in a more timely manner
•	 Potentially receive more complete information

We all Win:
•	 Electronic fulfillment is better for the environment

Hold on, print fulfillment is not completely dead

Electronic fulfillment will not work in every situation.  With so 
much e-mail spam circulating, customers are often reluctant 
to provide their e-mail addresses to advertisers.  If you do 
not have a customer’s e-mail address or the customer opts-
out of your company e-mails, you obviously can’t fulfill their 
inquiries with electronic fulfillment. Print is still a viable option. 
When customers request product samples, traditional fulfill-
ment is your only option. Additionally, there are still custom-
ers who want to receive a print catalog or brochure. These 
customers want a piece of literature they can hold, file or put 
on their shelf for quick reference. Print lead fulfilment still has 
a place in these situations.   

When print fulfillment is the best or only option, companies 
should consider a transition from a traditional literature-
warehouse fulfillment model to an on-demand print fulfillment 
model. On-demand printing is an excellent option for print 
literature fulfillment, but beyond the scope of this white paper.
 

Tips for a successful transition to e-fulfillment

Following are a few key points to keep in mind when you 
transition to an electronic lead fulfillment model.

First, respect your customer preferences. Whenever possi-
ble, ask customers how they would like to receive information 
from your company. Sometimes you do not have the oppor-
tunity, but there are many scenarios where you can collect 
customer preferences. For example, 

•	 Website inquiry forms should include a mandatory field 
where a customer can indicate their preference for re-
ceiving information and/or an opt-in option for e-mail.   

•	 Trade show leads are typically captured by an on-site 
representative from your company. Train your staff to 
ask potential customers who stop by about their prefer-
ences and be sure that your rep indicates the customer’s 
preference on the lead form. 

•	 When customers call into your Customer Support  
Department to request product or service literature, 
make sure that your customer service reps are trained to 
ask customers about their preferences.

Next, carefully consider the form of electronic communication 
that you are providing. As noted previously, there are several 
ways to provide information via electronic lead fulfillment. 

•	 Send an e-mail with a PDF attachment. If you are provid-
ing PDFs, make sure that the PDFs are small files that 
are quick to download.  

•	 A better scenario, provide a link to PDFs that can be 
downloaded from your website. This ensures that you 
don’t bog down customer e-mail servers. 

•	 Provide links to your HTML website pages. In this 
scenario, be aware that your customers may not read 
through all of the information that is available. They may 
jump from one page to the next and you lose some con-
trol in how the customer learns about your product. 

With e-fulfillment you must also have a process in place to 
handle undeliverable mail.  E-mails may be permanently un-
deliverable or temporarily undeliverable. In either case, you 
need a process to handle fulfillment of undeliverable e-mail.
 
Finally, if you transition to an electronic fulfillment process, 
consider using a software application that will facilitate the 
process. This will help you achieve maximum benefits of an 
electronic fulfillment system.
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Electronic lead fulfillment offers companies many benefits 
when compared to traditional print-warehouse fulfillment 
systems. Print lead fulfillment is still necessary in some situ-
ations, however, companies should leverage e-fulfillment as 
much as possible. Decreased printing, mailing, warehousing 
and labor costs are obvious advantages. Perhaps even more 

importantly, is the positive impact that e-fulfillment can have 
on a company’s brand.  Providing customers more timely, 
highly relevant and complete information in response to 
their inquiries can help to improve customer satisfaction and 
helps to nurture customer relationships. Satisfied customers 
and prospects typically translate into loyal customers and 
increased sales. In addition company and customer advan-
tage, electronic lead fulfillment also benefits the environment 
through reduced paper and mail waste.
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