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By James Schulze

This article discusses how companies can most effectively work and convert precious
metals leads. It touches on key tactics such as contacting leads quickly, varying
communication methods, aligning scripting to the marketing and clientsâ?? needs, and
using CRM for strong cadence and tracking. It encourages companies to look closely at
their sales process too, as even the best leads can fail if the sales process is weak.

Generating a precious metals lead is only the first step. What happens after that lead reaches the sales
team often determines whether a marketing campaign succeeds or fails. Two precious metals
companies can purchase leads from the same source and produce very different results based on how
quickly they respond, how often they follow up, and how well they manage the sales process.

At The Leads Warehouse, we have worked with precious metals marketers for years. One lesson
comes up repeatedly: lead quality matters but so does what you do with the lead. Calling once and
moving on leaves opportunities behind. Precious metals companies that combine phone calls, email,
text messaging, good CRM management, and consistent follow-up have more opportunities to turn
consumer interest into actual conversations and sales.

Every client we work with at The Leads Warehouse receives a detailed product sheet with suggested
cadence and outreach methods by lead type. And when we deliver an order, we provide suggested
scripting to clients. All real-time lead buyers receive a dedicated Campaign Manager to assist in
optimizing the campaign in real-time.

Respond quickly to real-time precious metals leads

Speed-to-lead is critical with almost every type of real-time lead. A consumer may have just requested
information about gold, silver, precious metals investing, or retirement diversification. That interest is
fresh, and the company receiving the lead has an opportunity to start a conversation while the topic is
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still on the consumerâ??s mind.

Recent client feedback on our real-time precious metals leads has provided valuable information. Direct
client reporting showed that when our real-time precious metals leads were responded to upon posting,
they had a 55% connection rate. When the client followed up the next day, the lead connection rate
dropped to 1% for our real-time precious metals leads.

This doesnâ??t mean every consumer will answer immediately. Some people fill out a form at work,
during lunch, late at night, or while researching several options. The important point is that the first call
should happen quickly.

Precious metals companies should also recognize that speed-to-lead is only the beginning. A fast first
call followed by no additional contact isnâ??t much of a sales strategy. If the consumer doesnâ??t
answer, the lead shouldnâ??t automatically be considered bad. It simply means the salesperson
hasnâ??t spoken with the prospect yet.

Donâ??t just call â?? call, email, and text

Precious metals marketers should think beyond the telephone. The target audience for gold and
precious metals companies typically ranges between 50 and 65 years old, skewing heavily toward
individuals approaching or currently in retirement. Email can be especially effective with this audience.
Data regarding older wealth demographics and financial behavior indicate that phone calls serve as the
primary security and relationship anchor, while email is preferred for sensitive documentation. Research
shows that older adults heavily prefer email over text messaging when receiving formal or complex
communications.

A prospect may ignore an unfamiliar phone number but read an email explaining why the company is
contacting them. That email can reinforce the company name, explain the offer, provide educational
information, and make the next phone call more recognizable. A strong contact strategy should include:

Phone calls to create the direct conversations needed to qualify and sell consumers
Emails to educate consumers, build credibility, and provide information they can review on their
own time
Text messaging, where appropriate and permitted, for short follow-ups and easy responses

These channels should work together rather than operate independently. An email can make the next
call more effective. A text can remind the prospect who is calling. A phone conversation can lead to an
email containing additional information. The goal isnâ??t simply more contact attempts. It is to create
more opportunities for the consumer to engage in the way they prefer.

Match the sales approach to the lead source

Not every real-time precious metals lead begins the same way. A consumer who completes a detailed
precious metals form on a dedicated landing page has taken a different journey than someone who
expresses interest through a co-registration offer. Comparison-site leads can represent another type of
consumer experience (read our blog, â??Precious Metals Leads Explained â?? Types, Intent, And How
Gold Companies Buy Leads In 2026â?•).
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The sales team should know the source of the lead and understand what the consumer actually saw
before submitting their information. That context is important. An aggressive opening that assumes the
prospect is ready to buy gold immediately can create friction if the consumer only requested
information. A better opening acknowledges the consumerâ??s action and begins by determining what
prompted the interest. Knowing the source also allows companies to compare performance correctly
instead of putting every precious metals lead into one bucket.

Qualify before trying to sell

One of the most useful questions a salesperson can ask is simply: Why are you interested in
precious metals? The answer can shape the entire conversation. One prospect may be concerned
about inflation. Another may be approaching retirement and looking for diversification. Someone else
may already own physical gold or silver and want to increase their holdings. Another consumer may
only be beginning to research the market. Asking the right question up front keeps the sales
conversation aligned with the clientâ??s needs.

The objective isnâ??t to force every lead through the same script. It is to understand the person on the
other end of the phone and move the conversation forward appropriately. Considering a precious
metals brokerage is asking a retired or soon-to-be retired person to shift their life savings, a cookie-
cutter approach does not win the business.

Precious metals leads may require nurturing

Precious metals are not necessarily an impulse purchase. At The Leads Warehouse, our internal
statistics, compiled with client reporting, show that 50% of real-time precious metals leads take over 90
days to close. Consumers may spend considerable time researching gold prices, economic conditions,
retirement options, dealers, fees, and different ways of owning precious metals before making a
decision.

This makes nurturing particularly important. A prospect who doesnâ??t purchase during the first
conversation isnâ??t necessarily lost. The salesperson may need to follow up when market conditions
change or when the consumer becomes more comfortable making a decision.

Email becomes especially powerful here. Educational emails about precious metals, market
developments, diversification, or frequently asked questions can keep the company in front of the
prospect without requiring every interaction to be a sales call. When the consumer is ready to have
another conversation, the company that continuously provided useful information has a greater
likelihood of being the company they remember.

Use your CRM as a sales tool

A CRM shouldnâ??t be where precious metals leads go to die. Every lead should have a status,
contact history, notes, source, disposition, and next action. If a salesperson talks with someone on
Tuesday who asks for a call next month, that future activity should already be scheduled.

Companies should also be able to answer basic questions about their leads, such as:
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How many leads were contacted?
How many led to meaningful conversations?
How many became qualified opportunities?
How many ultimately made a purchase?
How long did conversion take?

Without this information, it becomes difficult to distinguish a lead generation problem from a sales
process problem. Good CRM discipline also makes long-term nurturing possible. A prospect who
isnâ??t ready today shouldnâ??t simply disappear because the salesperson forgot about the
conversation.

Test the sales process

Precious metals companies routinely test advertising campaigns, but the sales process deserves the
same attention. Advertising campaigns can change with economic conditions; a precious metals
company needs to change its scripting accordingly. Brokers should:

Test opening scripts
Review calls
Compare contact rates by time of day
Measure email engagement
Look at results by salesperson and lead source
Identify common objections and determine which responses work

Even small improvements can become significant when applied across hundreds or thousands of
precious metals leads.

Sales managers should also look for differences between representatives. If one salesperson
consistently converts the same leads at a higher rate than everyone else, the questions shouldnâ??t
immediately be why everyone else received bad leads. Find out what the successful salesperson is
doing differently.

Measure customer acquisition cost, not just lead cost

Cost per lead (CPL) is easy to measure, which is probably why marketers focus on it so heavily. But the
lowest CPL doesnâ??t necessarily produce the lowest customer acquisition cost (CPA).

Consider two lead sources. One costs substantially more per lead but generates more conversations,
qualified prospects, and sales. Another looks inexpensive on a spreadsheet but requires far more leads
to produce a customer. Which one is actually cheaper? The answer comes from tracking the entire
funnel:

1. Lead
2. Contact
3. Qualified prospect
4. Opportunity
5. Customer
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6. Revenue

Precious metals marketers should ultimately care about what it costs to acquire a customer and how
much revenue that customer generates. For more information on the pricing of precious metals leads
and CPA, read our blog, â??Precious Metals Lead Pricing In 2026 â?? What Gold Investor Leads Cost
And What Drives ROIâ?•.

Conclusion

Buying more leads is one way to generate more sales. Getting better at converting the leads already
being purchased is another. At The Leads Warehouse, we tell clients all the time: the real-time leads
you purchase today are your own aged leads tomorrow. Go deep on your cadence to close deals.

Respond quickly. Call more than once. Use email aggressively as part of the follow-up strategy.
Incorporate compliant text messaging where appropriate. Understand where each lead originated.
Qualify before selling. Nurture prospects who arenâ??t ready today. Keep the CRM current and
measure performance through the entire sales funnel.

Precious metals lead generation creates the opportunity. The sales process determines how much
value a company ultimately gets from it. Are you ready to talk about how you can grow your precious
metals sales pipeline?

About the author

James Schulze is the President and CEO of The Leads Warehouse, a marketing data company with
over 20 years of experience in bringing lead generation solutions to companies selling into the home,
automotive, financial, insurance, health and life, and legal sectors. He works directly with clients to
optimize conversion strategies and ROI across multiple verticals.

Connect with James Schulze on LinkedIn:
https://www.linkedin.com/in/james-l-schulze

Read additional market analysis and commentary from James Schulze on Substack:
https://jameslschulze.substack.com

If you would like more information on how you can grow your precious metals sales, give The Leads
Warehouse a call at 1-800-884-8371 or visit our website at http://theleadswarehouse.com.
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