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Acquiring, Maintaining and Maximizing Customer Lifetime Value 
 

As an innovator in integrated contact solutions, Infinity Contact has a singular focus: 
We collaborate with clients to Get Customers, Keep Customers and maximize 
customer lifetime value. 
 
Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine 
 
CEOCFO:Mr. Leidigh, what was the vision when you started Infinity Contact? 
Mr. Leidigh: Infinity Contact was founded to provide our clients with an enhanced 
experience of getting customers and keeping customers. That is real basic in terms 
of what all our clients want to do but the methodology and process behind that was 
where we thought we could differentiate B2B sales customer acquisition.  
 
CEOCFO: What do you understand at Infinity about that process that perhaps 
others do not see? 
Mr. Leidigh: Our brand is called Buyerlytics and it is really the science of sales and 
customers retention. It is integrating data, technology, customer contact and 
analytics into one program under the Buyerlytics brand. Many of our competitors 
offer a component or two but our ability to integrate those into a unified program is a 
huge differentiator and value prop for our clients. 
 
CEOCFO: Would you give us a concrete example of where the various parts 
come into play? 

Mr. Leidigh: Our product is beyond sales; the primary purpose for our clients is to help them with customer acquisition of 
new customers. If you look at inside sales models versus a traditional outbound sales business model, the client wills the 
set specifications on the target markets, and minimum SLAs. Theclient provides the data and their sales leadership and it 
is the outbound providers’ role to execute upon that. In the Infinity Contact B2B inside sales model with Buyerlytics, we 
are experts on go to market, which is part of our Infinity sales product. Through our discovery process which is highly 
consultative and collaborative, we do a thorough assessment of what our clients’ needs are, how they currently are going 
to market, strengths and weaknesses of those and then they are using these elements of data, technology, the customer 
contact methods and the analytics to manage the program. Through the assessment, usually there are fairly large 
opportunities. 
 
CEOCFO: Are there particular types of companies that you work with on a regular basis? 
Mr. Leidigh: For us, we have four sectors that we currently are invested in. They are automotive, digital, financial and 
healthcare. Our clients are branded companies with branded products that are usually advertised nationally. They are 
number one or two in their markets. That is really where our sweet spot is, branded products that meet the needs of 
different categories and usually they have their enterprise level and mid market level customers taken internally, but their 
products are also attracted to the small and medium sized business market, and there are 21 million of them. They have 
difficult levels of customers, sizes, and our sweet spot is helping them to go to market.  
 
CEOCFO: When you are talking with prospective clients, is there a typical aha moment when they understand 
what Infinity Contact can offer them that others cannot or do not? 
Mr. Leidigh: I think one element that is part of Buyerlytics is that we build the database for those sectors. In the 
automotive sector for example, there are 18,000 franchise dealers (our automotive clients want to sell our products and 
services to dealerships), there are usually five to seven thousand independents that are large enough to come buy our 
clients’ products. The independents sell used cars only, they are not franchise dealerships. Then there are roughly 
150,000 to 160,000 aftermarket shops like tire shops or oil and lubes. Part of our methodology is we have an entire 
database of for example, the franchise dealerships. You can buy a list of the name of the dealerships and maybe the size 
and number of employees, but because we have been selling into that marketplace since 2004, we’ve been able to build a 
database where we capture extended data. Things like what CRM program they use, the number of cars sold, maybe four 
or five levels of contacts like the dealer, the general manager the service manager, and F&I manager. Through that 
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extended data, you have intelligence about these dealerships that our clients do not have on their own. You can use that 
intelligence for segmentation and profiling of their customers base whether it is by geography, size of dealership, cars sold 
or a different type of CRM system, which builds a profile for them that you can apply to the addressable market. 
 
CEOCFO:What about your work with Soles for Souls? 
Mr. Leidigh: Basically, part of our responsibility and attractiveness to our employees is that we are involved in the 
community. We have different round tables and employee surveys where we try to understand different types of 
community involvements that we be involved in and are meaningful to them. The reason that we take that approach is so 
that they are bought in to the different charities that we engage in and spend time on. That was one that was very 
successful. We’ve been involved in many others that involved food drives and things like that but I think the relevance is 
we as an organization, it’s part of our culture to give back and it’s also part of our culture to make sure that our employees 
have a voice in where we participate. 
 
CEOCFO: Do you find that the majority of your clients pay attention, follow your advice, do the steps, and take 
advantage of what you offer? 
Mr. Leidigh: It is never 100%, so it is not as simple as they either buy a bottle of water or they do not. We have an array 
of consultative s services and we have methodologies that we believe in. Usually you have to give a client time. It might 
take 9 months from our initial point of engagement for our clients to receive some of the full benefits of all our 
methodology. That is because we may have engaged in a certain element of our services and through performance, trust, 
credibility and relationships, they are much more open after you have some relationship and time to listen to some ideas 
that are a little more revolutionary for them or they are just more open to it. The more partner friendly our clients are, the 
more they believe in our methodology from the beginning, but there’s always a test and control or pilot period where you 
have to make sure you deliver on what you sell to them. The more you deliver, the more they continue to listen to your 
thought leadership. 

 
CEOCFO: Have you ever come across companies that you really feel have it in place? 
Mr. Leidigh: I think there are many great companies out there. There are not very many boardrooms that do not want 
more sales or more customer spend. I can honestly say I’ve never sat one where if you say “Are there are opportunities 
where you can capitalize on if you had additional resources or if you had a singular focus on that initiative?” and they 
could not name at least four or five. One of our tag lines in our market is every boardroom needs more sales and I’ve 
never met one that has not.  
 
CEOCFO: What are some of the areas in customer retention that are not as obvious and perhaps when you first 
talk about them, your clients are a little reluctant and they see it in process and realize what a good idea it is? 
Mr. Leidigh: I think the first things is analyzing that customer base on obvious things like spend, contract renewals,cross 
sell of other products. Sometimes even those seem very logical in terms in trying to develop campaigns that are specific 
to initiatives like that, even lost customers, our methodology sometimes points out the obvious to them and I think we 
have experienced that with all those that I mentioned. 
 
CEOCFO: What do you look for in your people and what are the intangibles that you want for someone 
representing Infinity Contact? 
Mr. Leidigh: That is pretty easy because we define that. Our company values what we call the three E's. It is energy, 
excellence, and execution. We reward and recognize on it, we have company meetings around it; we give parking spots 
based on that. It’s very ingrained in our culture, it’s in our advertising, and it’s in our interviewing profiles.  
 
CEOCFO: How is business these days? 
Mr. Leidigh: It is very good. We’re experiencing 40-50% growth on our top line and we’re in very good condition 
financially, very profitable. We, like any boardroom would like more but it has been very good. There’s a huge market, 
there’s 21 million buyers out there in there in the SMB space and there’s a great deal of large branded companies that 
want more of that than what they have right now. It is a matter of us continuing to market ourselves and building our brand 
just like we are trying to do four our clients. 
 
CEOCFO: Are there many companies addressing that market segment? 
Mr. Leidigh: I think there are companies that have it as part of their overall business model. We believe that we are the 
evolution of outbound sales. Buyerlytics is that next generation. Outbound sales models are part of any contact center. 
Most are inbound but they have outbound elements and most are inbound because of the “do not call” legislation that 
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occurred back in the early 2000s. Most of the large contact centers went to more inbound customers care type business 
models but there is always a market for some outbound. The difference is that outbound sales is our core business model 
and we have evolved that through investment and market research to understand what our clients are looking for and 
where we can gain the most marketing and effectiveness for our clients. That is how Buyerlytics was evolved.  
 
CEOCFO: What is your geographic reach today? 
Mr. Leidigh: It is mostly domestic. We have one international client that sells into the SMB space in the US and that is a 
part of our five year plan, to work with other global companies that want part of the largest market in the world. Right now 
most of our clients are American, domestic based. 
 
CEOCFO: What else is in the five year plan and what will be different or what would you like to be different five 
years from today? 
Mr. Leidigh: I think the biggest thing is we’ve defined our business model so, there’s obviously a tremendous growth 
initiative in terms of number of clients, revenue and all the financial forecast elements. I think there will be investments in 
enhanced technology. Technology doubles every five years, so we have to continue to invest in that. Migrations and 
things like that take time. I think we will be looking at more of a scale business model in terms of breaking though that 
chasm of a company that is truly scalable and still entrepreneurial and boutique like but can replicate what we do today 
with different offices, locations and people. Those are probably the largest components. 
 
CEOCFO: Why is Infinity Contact a company to watch? 
Mr. Leidigh: We have a niche and we know the SMB space, which is a huge addressable market. We really put science 
to the art of selling and keeping customers. 
 

 
BIO: As Founder, Chief Executive Officer and Owner, Tom guides the vision, mission, and strategic thinking of Infinity 
Contact. He has nearly 20 years of executive experience in sales, direct marketing, and CRM program development. Tom 
is recognized as a leader in outsourced contact and is primarily focused on expansion strategies, trade alliances, and new 
product development. 
 
Tom earned an M.B.A. with top honors from Arizona State University, and a B.B.A. from the University of Iowa. 
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Infinity Contact Inc. 

4700 Tama St SE 
Cedar Rapids, Iowa 52403 

319-378-1400 
www.infinitycontact.com 


