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Who Should Read This book? 

This is written for early stage startup Founders who do not have a sales 
background, especially technical founders. This will help them get up to speed very 
quickly on all the basics of B2B sales as a startup Founder. The information contained 
in this book is foundational. There is no fluff but it can be a bit rambling at times. 

If you ever need sales help, feel free to reach out directly to me at  

Website: Profs.co 

Email: joe@profs.co  

Twitter: https://twitter.com/JoeBenjamin_ 

LinkedIn: https://www.linkedin.com/in/joebenjamin1/ 
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About Me 

 

My name is Joe Benjamin and I have over a decade of early stage startup sales 
ĞǆƉĞƌŝĞŶĐĞ͕� ǁŽƌŬŝŶŐ� ĚŝƌĞĐƚůǇ�ǁŝƚŚ� ĨŽƵŶĚĞƌƐ� ŽĨ� ƐƚĂƌƚƵƉƐ� ŝŶ� ǀĂƌŝŽƵƐ� ŝŶĚƵƐƚƌŝĞƐ͘� /͛ǀĞ�
been the first sales hire and first sales leader multiple times. I have SaaS sales 
experience, Marketplace sales experience, and Professional Services sales 
experience.  

My most recent full time sales role was as GM and Head of Sales for a company 
called Storefront. It was a marketplace for short term commercial real estate, much 
like Airbnb for commercial real estate. I increased their revenue by 3.5X in one year. 

/͛ǀĞ�ǁŽƌŬĞĚ�Ăƚ�ƐƚĂƌƚƵƉƐ�ǇŽƵ͛ǀĞ�ŶĞǀĞƌ�ŚĞĂƌĚ�ŽĨ͕�ĐůŽƐŝŶŐ�ďƵƐŝŶĞƐƐ�ǁŝƚŚ�Ăůů�ƚǇƉĞƐ�ŽĨ�
ĐŽŵƉĂŶŝĞƐ�ĂŶĚ�ũŽď�ƚŝƚůĞƐ͘�/͛ǀĞ�ĐůŽƐĞĚ�ĚĞĂůƐ�ĂƐ�ƐŵĂůů�ĂƐ�Ψϯϱ�Ă�ŵŽŶƚŚ�ƚŽ�ŽǀĞƌ�Ă�ŵŝůůŝŽŶ͕�
ĂŶĚ�/͛ǀĞ�ĚŽŶĞ�ŝƚ�ǁŝƚŚŽƵƚ�ĂŶǇ�ĨŽƌŵĂů�ƐĂůĞƐ�ƚƌĂŝŶŝŶŐ͗�/�Ăŵ�ĐŽŵƉůĞƚĞůǇ�ƐĞůĨ�ƚĂƵŐŚƚ͘� 

Most recently I was the Founder of a SaaS company called CheetahIQ. I 
bootstrapped that and sold it in March of 2021. CheetahIQ is a search engine 
designed for enterprise salespeople to research their prospects before meetings, 
and help them write better cold outreach. They could type in a keyword or phrase, 
select a company or contact, and then we would show them all the relevant 
information. We sold to individuals and sales teams.  

�ƵƌƌĞŶƚůǇ͕�/͛ŵ�Ă�^ĂůĞƐ��ĚǀŝƐŽƌ�ĨŽƌ�Ă�s��Ĩŝƌŵ�;�ŶƚůĞƌ͘ĐŽͿ�ĂŶĚ�ƚŚĞ�&ŽƵŶĚĞƌ�ŽĨ�WƌŽfs.co 
- a managed marketplace that connects startups with vetted fractional sales talent 
and sales services. Popular roles include: Expert Sales Consultants, Sales Managers, 
and Sales Development Representatives. With remote work, they have anywhere 
from 5-20+ hours availability per week; access to this level of talent was not 
previously possible. Profs also offers Founder Coaching, Sales Playbooks, Sales 
Strategy, and more. 
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What Is B2B Sales? 

In its most basic form, business to business (B2B) sales is when one business sells 
something to another business. 

DŽƐƚ�ƚĞĐŚŶŝĐĂů�&ŽƵŶĚĞƌƐ�ŚĂǀĞ�Ă�ďĂĚ�ŝŵƉƌĞƐƐŝŽŶ�ŽĨ�ƐĂůĞƐ͘�dŚĞ�ƚĞƌŵ�͞^ĂůĞƐ͟�ŚĂƐ�Ă�
ďŝƚ�ŽĨ�Ă�ƌĞƉƵƚĂƚŝŽŶ�ŝƐƐƵĞ͘���ůŽƚ�ŽĨ�ƉĞŽƉůĞ�ƐĞĞ�ƐĂůĞƐ�ĂƐ�ƚŚĂƚ�͞ƵƐĞĚ�ĐĂƌ�ƐĂůĞƐŵĂŶ͟�ǁŚŽ�
will do anything to get you to buy - ƵŶƚƌƵƐƚǁŽƌƚŚǇ�ĂŶĚ�ƐůĞĂǌǇ͘��Ƶƚ�ƚŚĂƚ͛Ɛ�ŶŽƚ�ǁŚĂƚ�ŝƚ�
is. SaůĞƐ�ŝŶ�ƚŚĞ��Ϯ��ǁŽƌůĚ�ŝƐ�ĚŝĨĨĞƌĞŶƚ͖�ŝƚ͛Ɛ�ǀĞƌǇ�ŵƵĐŚ�ĂďŽƵƚ�ŚĞůƉŝŶŐ�ĐƵƐƚŽŵĞƌƐ͘� 

Buyers are too sophisticated to be tricked into buying, and the actual buying 
process at many companies requires too many boxes checked to pull a fast one. This 
ŝƐ� ǁŚǇ� ŝƚ͛Ɛ� ĐƌŝƚŝĐĂl to understand how sales works. Without having a clear 
ƵŶĚĞƌƐƚĂŶĚŝŶŐ�ŽĨ��Ϯ��ƐĂůĞƐ͕�ǇŽƵ͛ůů�ĨĞĞů�ĚŝƐĐŽƵƌĂŐĞĚ͘��ŶĚ�ŝĨ�ǇŽƵ�ĨĞĞů�ĚŝƐĐŽƵƌĂŐĞĚ͕�ǇŽƵ�
will not want to put the effort into B2B sales. Without sales, your startup dies. 

Salespeople seek out prospects, also known as potential customers. Potential 
customers have a problem that they may or may not be aware of, and a salesperson 
will help them to resolve that issue. For example, a company may have a manual 
accounting process that takes 20 hours a week to complete and is riddled with 
errors. Those errors cost the company time and money. If you developed software 
to automate that process and eliminated the human errors, you would have a 
solution well aligned to be purchased.  
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Be a Consultant 

As a non sales Founder, if you think of sales differently, it will help you succeed as 
Ă��Ϯ��ƐĂůĞƐƉĞƌƐŽŶ͘���ŐŽŽĚ�ƐĂůĞƐƉĞƌƐŽŶ�ǁŝůů�ĐŽŵĞ�ŝŶ�ĂŶĚ�ĂĐƚ�ĂƐ�Ă�ĐŽŶƐƵůƚĂŶƚ͘�dŚĞǇ͛ůů�
help the customer figure out what is the best solution for the problems that they 
ŚĂǀĞ͘�dŚĞǇ͛ůl help them understand what the impact of the pain or problem is, what 
ŚĂƉƉĞŶƐ�ŝĨ�ƚŚŝƐ�ƉƌŽďůĞŵ�ŐŽĞƐ�ĂǁĂǇ͕�ŚŽǁ�ƚŚĞǇ͛ůů�ďĞŶĞĨŝƚ͕�ǁŚĂƚ�ƚŚĞ�ĐŽƐƚ�ŽĨ�ŝŶĂĐƚŝŽŶ�ŝƐ͕�
ĂŶĚ�ŵŽƌĞ͘�dŚĞǇ͛ůů�ďĞ�ƐĞĞŶ�ĂƐ�Ă�ƚƌƵƐƚĞĚ�ĂĚǀŝƐŽƌ�ǁŚŽ�ĞĚƵĐĂƚĞƐ�ƚŚĞ�ĐƵƐƚŽŵĞƌ͘�tŝƚŚ�
good questions, a salesperson can help the customer understand the problem or 
problems they currently have. And with the properly aligned solution to the 
problem, the salesperson will be able to get the customer to buy their product. 
Remember, being good at sales is really about helping the customer and acting like 
a consultant. 

__________________________________________________ 

Side note - /Ĩ�ǇŽƵ�ŚĂǀĞŶ͛ƚ͕�ǇŽƵ�ƐŚŽƵůĚ�ŚĂǀĞ�ĚŽŶĞ�ĐƵƐƚŽŵĞƌ�ƌĞƐĞĂƌĐŚ�ďĞĨŽƌĞ�ǇŽƵ�
started building a product or attempting a sale. You can actually sell before you build 
Ă�ƉƌŽĚƵĐƚ�ďƵƚ�/�ĚŽŶ͛ƚ�ǁĂŶƚ�ƚŽ�ŐŽ�ŽĨĨ�ŽŶ�ƚŽŽ�ŵƵĐŚ�ŽĨ�Ă�ƚĂŶŐĞŶƚ͊�;^ƵŐŐĞƐƚĞĚ�ƌĞĂĚŝŶŐ͗��
The Mom Test). With your customer research completed, you should have a good 
idea of the types of companies and job titles you want to book meetings with. DŽŶ͛ƚ�
ǁŽƌƌǇ͕�ǁĞ͛ůů�ƚĂůŬ�ĂďŽƵƚ�ŚŽǁ�ƚŽ�ŐĞƚ�ŵĞĞƚŝŶŐƐ�ǁŝƚŚ�ƚŚĞƐĞ�ĐŽŵƉĂŶŝĞƐ�ůĂƚĞƌ�ŽŶ͘ 

,ĞƌĞ͛Ɛ�ĂŶ�ĞĨĨĞĐƚŝǀĞ�ŵĞƐƐĂŐĞ�ƚŽ�ƐĞŶĚ�ǁŚĞŶ�ĚŽŝŶŐ�ĐƵƐƚŽŵĞƌ�ƌĞƐĞĂƌĐŚ 

Hey (name), 

/͛ŵ�ƚƌǇŝŶŐ�ƚŽ�ďĞƚƚĞƌ�ƵŶĚĞƌƐƚĂŶĚ�ŚŽǁ�;ũŽď�ƚŝƚůĞͿ�;ƉƌŽďůĞŵ�ǇŽƵ�ƚŚŝŶŬ�ǇŽƵ�ƐŽůǀĞ�ĨŽƌ͘Ϳ 

tĞ�ĚŽŶ͛ƚ�ŚĂǀĞ�ĂŶǇƚŚŝŶŐ�ƚŽ�ƐĞůů�ďƵƚ�ǁĞ�ǁĂŶƚ�ƚŽ�ŵĂŬĞ�ƐƵƌĞ�ǁĞ͛ƌĞ�ŽŶ�ƚŚĞ�ƌŝŐŚƚ�ƚƌĂĐŬ 

Your experience at (companies) would help us cut through the fog. Happy to share 
what we learn from other (job title) 

Open to chatting? Either way, thanks for your consideration.  

__________________________________________________ 
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Works well for customer research. Easy to personalize too.  

__________________________________________________ 

ZĞŵĞŵďĞƌ͕� ǇŽƵ͛ƌĞ� ŚĞůƉŝŶŐ� ĐŽŵƉĂŶŝĞƐ� ƐŽůǀĞ� Ă� ƐƉĞĐŝĨŝĐ� ƉƌŽďůĞŵ͕� ĂŶĚ� ǇŽƵ͛ǀĞ�
developed a solution to solve that problem. Sometimes the problem you solve is not 
going to be a priority for the prospects you target. Companies have tons of 
problems. Large companies can have hundreds, maybe thousands of problems. In a 
perfect world, the problem you are solving is a priority to that company. If the 
ƉƌŽďůĞŵ�ŝƐ�ŶŽƚ�ĐŽŶƐŝĚĞƌĞĚ�Ă�ƉƌŝŽƌŝƚǇ͕�ƚŚĞŶ�ǇŽƵ͛ƌĞ�ŐŽŝŶŐ�ƚŽ�ŚĂǀĞ�Ă�ĐŚĂůůĞŶŐŝŶŐ�ƚŝŵĞ�
getting the customer to buy. Not all problems are created equally; some companies 
have much more important issues to solve. Sometimes you need to focus on 
different markets where the problem you can solve is a priority. And sometimes 
others will not be clear on the importance of solving the problem. This is where 
being a strong salesperson can make a difference.  

/Ĩ� ǇŽƵ� ĚŝĚŶ͛ƚ� ůŝŬĞ� ƚŚĞ� ĐŽŶƐƵůƚĂŶƚ� ĂŶĂůŽŐǇ͕� ǇŽƵ� ĐĂŶ� ĂůƐŽ� ƚŚŝŶŬ� ŽĨ� ǇŽƵƌƐĞůĨ� ĂƐ� Ă�
business doctor. A very basic example would be you go to the doctor because you 
have back pain. He asks you questions about your pain, what caused it, etc. He may 
ĞǆĂŵŝŶĞ�ǇŽƵ�ĂŶĚ�ƐĞŶĚ�ǇŽƵ�ĨŽƌ�ĂŶ�DZ/͘�tŚĞŶ�ƚŚĞ�DZ/�ĐŽŵĞƐ�ďĂĐŬ͕�ŚĞ͛ůů�ŶŽǁ�ŚĂǀĞ�
enough info that he has spent time collecting to make a diagnosis and prescribe a 
treatment that is aligned with the problem.  

He has invested time learning about your pain, you view him as trustworthy and 
ĐƌĞĚŝďůĞ͕� ĂŶĚ� ǇŽƵ� ĨĞĞů� ďĂƐĞĚ� ŽŶ� ŚŝƐ� ĞǆƉůĂŶĂƚŝŽŶ� ĂŶĚ� ŚŽǁ� ŚĞ͛Ɛ� ĂŶƐǁĞƌĞĚ� ǇŽƵƌ�
questions, confident that surgery is the best solution. Alternatively, if the pain is not 
bad, the MRI looks fine, the doctor is unable to collect enough to make a diagnosis, 
Žƌ�ǇŽƵ�ĚŽŶ͛ƚ�ĨŝŶĚ�ƚŚĞ�ĚŽĐƚŽƌ�ƚŽ�ďĞ�ƚƌƵƐƚǁŽƌƚŚǇ�Žƌ�ĐƌĞĚŝďůĞ͕�ǇŽƵ͛ƌĞ�ŶŽƚ�ŐŽŝŶŐ�ƚŽ�ŚĂǀĞ�
ďĂĐŬ�ƐƵƌŐĞƌǇ͘�zŽƵ͛ůů�ĞŝƚŚĞƌ�ĚŽ�ŶŽƚŚŝŶŐ�Žƌ�ŐŽ�ƐĞĞ�ĂŶŽƚŚĞƌ�ĚŽĐƚŽƌ͘� 

�Ɛ�Ă�&ŽƵŶĚĞƌ�ƐĞůůŝŶŐ͕�ǇŽƵ͛ll diagnose the problem your prospects have, and help 
the customer understand the impact, what happens if your solution is applied, what 
ŚĂƉƉĞŶƐ� ŝĨ� ŝƚ� ŝƐŶ͛ƚ͕�ĂŶĚ�ŚŽǁ�ƚŚĞŝƌ� ĨƵƚƵƌĞ�ƐƚĂƚĞ�ǁŝůů�ďĞ�ĐŚĂŶŐĞĚ�ĐŽŵƉĂƌĞĚ� ƚŽ� ƚŚĞŝƌ�
current one. Often, customers do nothŝŶŐ͕� ƐŽ� ŝƚ͛Ɛ� ŝŵƉŽƌƚĂŶƚ� ƚŚĂƚ�ǇŽƵ�ĂƌĞ�ĂďůĞ� ƚŽ�
communicate effectively, helping them to better understand the cost of inaction.  
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Good Salespeople 

Companies that have worked with good salespeople are very happy to be working 
with them because they can make thĂƚ�ĐŽŵƉĂŶǇ�ŵŽƌĞ�ĞĨĨĞĐƚŝǀĞ͘�/ƚ�ŵĂŬĞƐ�ĞǀĞƌǇŽŶĞ͛Ɛ�
lives easier - on both sides of the sales process. Good salespeople can save 
companies time, money, and headaches. They can move the company forward 
because they introduced them to a solution to a pain or problem that they had. 
Good salespeople are seen as trusted advisors. Companies know they can rely on 
them to help them solve their problems.  

Another issue a lot of Founders have with sales is that it has a reputation issue: 
It's looked down upon; it lacks prestige. Nobody grows up wanting to be a 
salesperson. Additionally, Founders are constantly bombarded by salespeople with 
ƵŶƉĞƌƐŽŶĂůŝǌĞĚ�ĐŽůĚ�ĞŵĂŝůƐ͕�ĐŽůĚ�ĐĂůůƐ͕�ĂŶĚ�>ŝŶŬĞĚ/Ŷ�ŵĞƐƐĂŐĞƐ͘�dŚĞǇ�ĚŽŶ͛ƚ�ǁĂŶƚ�ƚŽ�
ďĞ� ƚŚĂƚ� ƉĞƌƐŽŶ� ͞ďŽƚŚĞƌŝŶŐ͟� ƉƌŽƐƉĞĐƚƐ� ďƵƚ� ƚŚĞǇ͛ƌĞ� ŶŽƚ� sure what they should be 
doing.  

Other reasons include a lack of confidence, fear of rejection, and, most times, a 
preference for building over selling. One thing I can guarantee is that once a non-
sales Founder understands sales, realizes rejection is part of the game, and 
prioritizes more time towards selling, they will like sales a lot more than they 
previously did. And once they start closing deals, they may even love it. 

�ǆĞƌĐŝƐĞ͗�DĂŬĞ�ƐƵƌĞ�ǇŽƵ͛ƌĞ�ďůŽĐŬŝŶŐ�ŽĨĨ�ƚŝŵĞ�ĨŽƌ�ƐĂůĞƐ�ĞĂĐŚ�ǁĞĞŬ�ŽŶ�ǇŽƵƌ�ĐĂůĞŶĚĂƌ͘ 

�ůŽĐŬ�ŽŶĞ�ŚŽƵƌ�ƉĞƌ�ĚĂǇ�ƚŽ�ĚĞĚŝĐĂƚĞ�ƚŽ�ƉƌŽƐƉĞĐƚŝŶŐ͘�/ƚ͛Ɛ�ƵƐƵĂůůǇ�Ă�ŐŽŽĚ�ŝĚĞĂ�ƚŽ�ĚŽ�
this first thing in the morning to get it out of the way. If you push it off, it may never 
get done. 
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Founders Must Sell 

A lot of Founders, especially technical Founders, struggle accepting that they have 
to sell. In fact, as the Founder of an early stage startup, the Founder must be the 
first salesperson. /ƚ͛Ɛ� ŶŽŶ-negotiable. They must be the person who is acquiring 
those first customers. They must be doing cold outreach, getting rejected, booking 
meetings, running sales cycles, and closing deals. They must sell. 

/ƚ͛Ɛ� ŝŵƉĞƌĂƚŝǀĞ�Ă�&ŽƵŶĚĞƌ�ƐĞůůƐ�ďĞĐĂƵƐĞ�ǇŽƵ͛ůů� ůĞĂƌŶ�ƐŽ�ŵƵĐŚ͘��ůƚŚŽƵŐŚ�ƚŚŝƐ� ŝƐ�Ă�
broad statement, it is a true onĞ͘�zŽƵ͛ůů�ůĞĂƌŶ�ŚŽǁ�ƚŚĞ�ŵĂƌŬĞƚ�ƌĞĂĐƚƐ�ƚŽ�ǇŽƵƌ�ƉƌŽĚƵĐƚ͕�
ǇŽƵ͛ůů�ƵŶĚĞƌƐƚĂŶĚ�ǁŚŽ�ǇŽƵƌ�ĐƵƐƚŽŵĞƌ�ŝƐ�ĂŶĚ�ǁŚŽ�ǇŽƵƌ�ĐƵƐƚŽŵĞƌ�ŝƐŶ͛ƚ͘�zŽƵ͛ůů�ůĞĂƌŶ�
ǁŚĂƚ�ƉƌŽĚƵĐƚ� ĨĞĂƚƵƌĞƐ� ƌĞƐŽŶĂƚĞ�ǁŝƚŚ� ƚŚĞ�ŵĂƌŬĞƚ͕� ǇŽƵ͛ůů� ůĞĂƌŶ�ǁŚĂƚ�ƉƌŽďůĞŵƐ�ĂƌĞ�
priorities for companies to solve, how to position your product, how the market 
ĚĞƐĐƌŝďĞƐ�ǇŽƵƌ�ƉƌŽĚƵĐƚ͕�ǁŚĂƚ� ƚŚĞǇ� ůŝŬĞ͕�ǁŚĂƚ� ƚŚĞǇ�ĚŽŶ͛ƚ� ůŝŬĞ͕�ŚŽǁ� ŝƚ�ĐŽŵƉĂƌĞƐ�ƚŽ�
competitors and alternatives, and so much more. This early stage customer and 
market feedback is critical to refining your product offering and your go to market 
ƐƚƌĂƚĞŐǇ͘�zŽƵ͛ůů�ďƵŝůĚ�Ă�ďĞƚƚĞƌ�ƉƌŽĚƵĐƚ�ďĞĐĂƵƐĞ�ŽĨ�ŝƚ͕�ĂŶĚ�ǇŽƵƌ�ŵĂƌŬĞƚŝŶŐ�ǁŝůů�ďĞ�ŵŽƌĞ�
ĞĨĨĞĐƚŝǀĞ͘���ůŽƚ�ŽĨ�ǁŚĂƚ�ǇŽƵ͛ůů�ďĞ�ĚŽŝŶŐ�ǁŝůů�ďĞ�ŝŶǀĂůŝĚĂƚŝŶŐ�ĂŶĚ�ǀĂůŝĚĂƚŝŶŐ�ŚǇƉŽƚŚĞƐĞƐ͘�
dŚŝŶŐƐ�ƐƵĐŚ�ĂƐ͕�͞/Ɛ�ƚŚŝƐ�ƚŝƚůĞ�Ăƚ�ƚŚŝƐ�ƐŝǌĞ�ĐŽŵƉĂŶǇ�Ă�ĐƵƐƚŽŵĞƌ͍͟�Žƌ��͞tŚĞŶ�ǁĞ�ƐĞŶĚ�
ĐŽůĚ�ĞŵĂŝůƐ�ƐĂǇŝŶŐ�ǁĞ�ƐŽůǀĞ�ƉƌŽďůĞŵ�y͕�ĚŽĞƐ�ƚŚĂƚ�ŐĞƚ�Ă�ƉŽƐŝƚŝǀĞ�ƌĞƐƉŽŶƐĞ͍͟� 

It must be reiterated to save you a world of pain: You cannot outsource sales in 
the beginning. A lot of technical Founders want to hire a salesperson once they have 
the funds. They see a pedigreed salesperson who works at a company like Salesforce 
and they dream of hiring this polished, experienced professional. Do not do it. I 
cannot emphasize this enough. This is not the right approach! Early stage startup 
sales do not work like that - It will be a gigantic waste of money and time.  

Why not? Because your product is still very new. It may not be the right product 
for the market. You may not be targeting the correct ICP or buyer persona. Only the 
Founder ǁŝƚŚ�ƚŚĞ�ƉƌŽĚƵĐƚ�ǀŝƐŝŽŶ�ǁŚŽ�ƵŶĚĞƌƐƚĂŶĚƐ�ǁŚĂƚ�ƉƌŽďůĞŵ�ǇŽƵ͛ƌĞ�ƚƌƵůǇ�ƐŽůǀŝŶŐ�
and where the product will be headed will be able to capture these market insights 
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by selling and talking to customers. Relying on a salesperson to convey this 
information to you will not be effective.  

ZĞŵĞŵďĞƌ� ƚŚĞ� ͞ƚĞůĞƉŚŽŶĞ� ŐĂŵĞ͟� ǇŽƵ� ƉůĂǇĞĚ� ŝŶ� ĞůĞŵĞŶƚĂƌǇ� ƐĐŚŽŽů͍� zŽƵ͛ůů� ďĞ�
ƉůĂǇŝŶŐ�ƚŚĂƚ�ǁŝƚŚ�Ă�ƉƌĞŵĂƚƵƌĞ�ĨŝƌƐƚ�ƐĂůĞƐ�ŚŝƌĞ͘�zŽƵ͛ůů� ůŽƐĞ�ŝŶƐŝŐŚƚƐ͕�ƚŚĞǇ�ǁŝůů�ŶŽƚ�ďĞ�
ĂďůĞ�ƚŽ�ĂƐŬ�ƚŚĞ�ƌŝŐŚƚ�ƋƵĞƐƚŝŽŶƐ͕�ĂŶĚ�ƚŚĞǇ͛ůů�ďĞ�ŵŽƌĞ�ĞĂƐŝůǇ�ĚŝƐĐŽƵƌĂŐĞĚ͘�Eobody will 
believe in your startup as much as you do, and therefore nobody will put in the same 
amount of time or effort to grind out the early sales. Additionally, rejection is 
inevitable. It will come in waves. Outsourcing this emotional toll to someone who is 
not fully dedicated is a poor decision.  

Keep in mind, your first sales hire is expensive. A junior salesperson with a little 
bit of experience could cost you easily $5,000-$7,000 a month. Someone who is 
experienced is going to be at least $10,000 a month. This is only their base salary. 
That's a lot of money for an early stage startup with a product that has not been 
ƉƌŽǀĞŶ�ƚŽ�ƐĞůů͘��ĞƐŝĚĞƐ�ŵŽŶĞǇ͕�ǇŽƵ͛ůů� ůŽƐĞ�Ă�ůŽƚ�ŽĨ�ƚŝŵĞ͘��ĞƉĞŶĚŝŶŐ�ŽŶ�ƚŚĞ�ƚǇƉĞ�ŽĨ�
sale, it could be months before you get any feedback on the performance of a first 
sales hire. Some sales cycles could be 3-6-9+ months long. Handing sales off 
prematurely can kill your startup. It can also demoralize the team. 

But the main reason that needs to be emphasized is that you're going to get a lot 
ŽĨ�ĨĞĞĚďĂĐŬ͘�zŽƵ͛ůů�ůĞĂƌŶ�Ă�ƚŽŶ͘�zŽƵΖƌĞ�ŐŽŝŶŐ�ƚŽ�ƵŶĚĞƌƐƚĂŶĚ�ŚŽǁ�ǇŽƵ�ƐŚŽƵůĚ�ƉŽƐŝƚŝŽŶ�
your product. You're going to understand what parts of your product are valuable 
and what parts of your product don't resonate with prospects. You're going to 
understand ƚŚĞ�ƉĂŝŶƐ�ĂŶĚ�ƉƌŽďůĞŵƐ�ǇŽƵ�ĐůĂŝŵ�ƚŽ�ƐŽůǀĞ͘�zŽƵ͛ůů�ĂůƐŽ�ůĞĂƌŶ�Ă�ƚŽŶ�ĂďŽƵƚ�
pricing, what the sales cycle looks like, how to get meetings, the list goes on. As 
mentioned earlier, understanding which problems are a priority for your customers 
to solve is key. Once you understand that, you can figure out how you can refine 
ǇŽƵƌ�ƉƌŽĚƵĐƚ͕�ŵĂƌŬĞƚŝŶŐ͕�ĂŶĚ�ĞǀĞƌǇƚŚŝŶŐ�ĞůƐĞ͘�zŽƵ͛ůů�ĂůƐŽ�ĨŝŐƵƌĞ�ŽƵƚ�ŚŽǁ�ƚŽ�ƌƵŶ�ƐĂůĞƐ�
cycles, which will put your salesperson in a position to succeed when the time is 
right to make that hire. 

zŽƵ͛ůů�ĂůƐŽ�ŚĂǀĞ�ŵĂĚĞ�ĂƐƐƵŵƉƚŝŽŶƐ�ĂďŽƵƚ�ǁŚŽ�ǇŽƵƌ�ŝĚĞĂů�ĐƵƐƚŽŵĞƌ�ƉƌŽĨŝůĞ�ŝƐ�ĂŶĚ�
ǁŚĂƚ� ƚŚĂƚ� ďƵǇĞƌ� ƉĞƌƐŽŶĂ� ůŽŽŬƐ� ůŝŬĞ͘�EŽǁ͕� ǇŽƵ͛ůů� ŶĞĞĚ� ƚŽ� ĐŽŶĨŝƌŵ� Žƌ� ƌĞũĞĐƚ� ƚŚĞƐĞ�
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assumptions -  or as mentioned earlier, validate and invalidate hypotheses. The 
Founder is responsible for a lot of fact-finding. You need to meet with potential 
customers and try to get them to buy. What you learn will be invaluable. I know this 
ƐĞĐƚŝŽŶ�ŝƐ�ƌĞƉĞƚŝƚŝǀĞ�ďƵƚ�ŝƚ͛Ɛ�ŝŵƉŽƌƚĂŶƚ�ƚŽ�ŚĂŵŵĞƌ�ŚŽŵĞ͗�Founders must sell. 

Founders can invest in sales coaching and help booking meetings via cold 
outreach. Founder coaching can accelerate learning while avoiding basic mistakes. 
There are plenty of resources available for someone to figure sales out on their own. 
However, working with an experienced sales coach can make a Founder a better 
salesperson, and can make that happen faster. 

Quiz 

Q: Who is the first salesperson at your startup? 

A: The founder 
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When Can I Hire My First Salesperson? 

Once you have a repeatable sales process with a certain number of closed clients, 
you can then consider hiring your first non-Founder salesperson.  When you are 
ready to hire will vary depending on the type of sale. If you're selling to enterprise 
companies, you don't have to sell as many deals as the Founder because these are 
long sales cycles with larger contracts. But if you sell to SMB or Mid-Market 
companies, you're going to have to close a lot more deals than Enterprise.  

Some people will say you need to close a minimum of $200,000 ARR before you 
can bring on a first sales hire. Others say the Founder should close the first 1M in 
business. It really depends, as there is no hard and fast rule. The key is to know that 
you are able to create a sales playbook based on closing similar customers, and when 
ǇŽƵ� ĨŽůůŽǁ� ƚŚĂƚ� ƐĂůĞƐ� ƉůĂǇďŽŽŬ͕� ǇŽƵ͛ůů� ŚĂǀĞ� ƉƌĞĚŝĐƚĂďůĞ� ŽƵƚĐŽŵĞƐ͘� �� ƌĞƉĞĂƚĂďůĞ�
process is key. There are other considerations like confidence in being able to 
generate enough qualified meetings to keep the sales hire busy, a low churn rate, 
ĂŶĚ�ŽĨ�ĐŽƵƌƐĞ͕�ǇŽƵ͛ƌĞ�ĂďůĞ�ƚŽ�ŵĂŬĞ�ƚŚĞ�ƌŝŐŚƚ�ĨŝƌƐƚ�ƐĂůĞƐ�ŚŝƌĞ͘� 

�Ɛ�Ă�&ŽƵŶĚĞƌ͕�ǇŽƵ͛ůů�ŶĞǀĞƌ�ƐƚŽƉ�ƐĞůůŝŶŐ͘�zŽƵ�ƐŚŽƵůĚ�ďĞ�ǇŽƵƌ�ƐƚĂƌƚƵƉ͛Ɛ�ŵŽƐƚ�ĞĨĨĞĐƚŝǀĞ�
salesperson.  

tŚĞŶ� ŝƚ� ĐŽŵĞƐ� ƚŽ� ŚŝƌŝŶŐ� ǇŽƵƌ� ĨŝƌƐƚ� ƐĂůĞƐƉĞƌƐŽŶ͕� ŚĞƌĞ͛Ɛ� ĂŶ� ŝn-depth read: 
https://revpilots.com/hiring-your-first-salesperson/ 
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You Can Learn To Sell 

&ŽƵŶĚĞƌƐ�ĂƌĞ�ŽĨƚĞŶ�ŝŶƚŝŵŝĚĂƚĞĚ�ďǇ�ŚĂǀŝŶŐ�ƚŽ�ďĞĐŽŵĞ�Ă�ƐĂůĞƐƉĞƌƐŽŶ͘�/ƚ͛Ɛ�ŝŵƉŽƌƚĂŶƚ�
to know ƚŚĂƚ�ƐĂůĞƐ�ŝƐŶ͛ƚ�ƚŚĂƚ�ŚĂƌĚ͘�/ƚ͛Ɛ�ǀĞƌǇ�ůĞĂƌŶĂďůĞ͕�ĂŶĚ�ǇŽƵ�ĚŽŶ͛ƚ�ŚĂǀĞ�ƚŽ�ďĞ�ĂŶ�
expert salesperson to close deals. Founders think you have to be as good at sales, as 
they are at building products, but that is not true. The learning curve is not bad at 
all in sales. To get up to a 101 level does not take much time. A lot of it is 
understanding the basics of sales; knowing sales best practices and avoiding 
ĐŽŵŵŽŶ� ƐĂůĞƐ� ŵŝƐƚĂŬĞƐ͘� dŚŝŶŐƐ� ǇŽƵ� ĚŽŶ͛ƚ� ŬŶŽǁ� ĂďŽƵƚ� ƐĂůĞƐ� ĂƌĞ� ƚŚĞ� ďŝŐŐĞƐƚ�
challenges to overcome for FoundeƌƐ͘��ŶĚ�ƚŚĂƚ͛Ɛ�ǁŚǇ�&ŽƵŶĚĞƌ�ĐŽĂĐŚŝŶŐ�ĨŽƌ�ƐĂůĞƐ�
can be a game changer. The rest of this book is going to cover much of the 
foundational sales information you need to know. 

zŽƵ�ĚŽŶ͛ƚ�ŚĂǀĞ�ƚŽ�ďĞ�ĂŶ�ĞǆƉĞƌƚ�ƐĞůůĞƌ�ďƵƚ�ǇŽƵ�ĚŽ�ŚĂǀĞ�ƚŽ�ďĞ�ĂŶ�ĞǆƉĞƌƚ� ŝŶ�ǇŽƵƌ�
space. You should know the industry, and you should be able to educate customers 
on calls. Remember, you want to think of yourself as a consultant. If you educate 
customers about the market, provide insights, lead the conversation with something 
that challenges thĞ�ǁĂǇ�ƚŚĞǇ͛ƌĞ�ĐƵƌƌĞŶƚůǇ�ĚŽŝŶŐ�ƚŚŝŶŐƐ͕�ĂŶĚ�ĞǆƉůĂŝŶ�ǁŚǇ�ƚŚĞǇ�ƐŚŽƵůĚ�
ďĞ�ĚŽŝŶŐ�ƚŚŝŶŐƐ�ĚŝĨĨĞƌĞŶƚůǇ͕�ǇŽƵ͛ůů�ĚŽ�ǁĞůů�ĨŽƌ�ǇŽƵƌƐĞůĨ͘� 

Clients appreciate this. After you have calls with prospective clients, you can ask 
yourself if a client would have paid to be on that call? Did you provide a valuable 
experience that was worthy of their time? 

Another thing to remember is that there are early adopters and there are people 
who will never buy from a startup. Some companies will never buy from an early 
stage startup. Other companies have people actively looking for the latest and 
greatest technology. If you can educate those people and come in with credibility 
ĂŶĚ�ĞǆƉĞƌƚŝƐĞ͕�ŝƚ͛Ɛ�ŐŽŝŶŐ�ƚŽ�ŵĂŬĞ�ǇŽƵƌ�ůŝĨĞ�Ă�ůŽƚ�ĞĂƐŝĞƌ�ĂƐ�Ă�ƐĞůůĞƌ͘�/ƚ�ŚĞůƉƐ�ƚŚĞŵ�ƚƌƵƐƚ�
you and your early stage company nobody has ever heard of. 
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Basic Outline Of How Sales Works  

This is a very basic outline of how sales works. It will provide clarity around the 
steps in going from lead to close. 

1. Prospects  

Prospects are people who you want to buy your product. Ideally, you have done 
ĐƵƐƚŽŵĞƌ�ƌĞƐĞĂƌĐŚ͘�^ĞĞ�͞dŚĞ�DŽŵ�dĞƐƚ͟�ŵĞŶƚŝŽŶĞĚ�ĞĂƌůŝĞƌ͘�&Žƌ�Ă�ƐŝŵƉůĞ�ĞǆĂŵƉůĞ͕�
ŵĂǇďĞ�ǇŽƵ͛ƌĞ�ƐĞůůŝŶŐ�Ă�ƐŽůƵƚŝŽŶ�ƚŚĂƚ�ƐŽůǀĞƐ�Ă�ƉƌŽďůĞŵ�ĨŽƌ�ŵĂƌŬĞƚŝŶŐ�ĚĞƉĂƌƚŵĞŶƚƐ�Ăƚ�
fast growing startups. That means, management to C-level titles at startups that 
have raised Series A to Series C funding would be your prospects. You would build a 
list of prospects at these companies. You should be building the first lists as a 
Founder. You can outsource list building once you have clear directions on how to 
build a proper list. I would caution you to not hand it off too soon - there are tools 
like Apollo.io - https://revpilots.com/what-is-apollo-io/  that make it easy. Most 
ƉĞŽƉůĞ�ǁŝůů�ƵƐĞ�>ŝŶŬĞĚ/Ŷ�^ĂůĞƐ�EĂǀŝŐĂƚŽƌ͘�/ƚ͛Ɛ�ǁŽƌƚŚ�ƉĂǇŝŶŐ�ĨŽƌ�ďƵƚ�ŵĂŬĞ�ƐƵƌĞ�ǇŽƵƌ�
prospects use LinkedIn. 

2. Contact Prospects 

/Ĩ�ǇŽƵ͛ƌĞ�ŶŽƚ�ŽǀĞƌǁŚĞůŵĞĚ�ǁŝƚŚ�ŝŶďŽƵŶĚ�ůĞĂĚƐ�;ĂŶĚ�ǇŽƵ�ǁŽŶΖƚ�ďĞͿ͕�ǇŽƵ͛ůů�ŶĞĞĚ�ƚŽ�
contact prospects from your list in Step 1. Most startups are not going to have much 
ŝŶďŽƵŶĚ� ŝŶƚĞƌĞƐƚ͕� ƐŽ�ǇŽƵ͛ůů� ŶĞĞĚ� ƚŽ�ĚŽ� ĐŽůĚ�ŽƵƚƌĞĂĐŚ͘�tĞ͛ůů� ƚĂůŬ�ŵŽƌĞ�ĂďŽƵƚ�ĐŽůĚ�
ŽƵƚƌĞĂĐŚ�ĂŶĚ�ŚŽǁ�ƚŽ�ŐĞƚ�ŵĞĞƚŝŶŐƐ�ǁŝƚŚ�ƉƌŽƐƉĞĐƚƐ�ƐƚĂƌƚŝŶŐ�ǁŝƚŚ�ƚŚĞ�ĐŚĂƉƚĞƌ�ŽŶ�͞ How 
To Get Meetings With ProspecƚƐ͟ 

3. Book Meetings 

tŝƚŚ� ĞŶŽƵŐŚ� ĞĨĨŽƌƚ� ĂŶĚ� ƚŝŵĞ͕� ǇŽƵ͛ůů� ďŽŽŬ�ŵĞĞƚŝŶŐƐ�ǁŝƚŚ� ƉƌŽƐƉĞĐƚƐ͘� dŚĞƐĞ� ĂƌĞ�
ƵƐƵĂůůǇ� ϯϬ� ŵŝŶƵƚĞ� ĐĂůůƐ� ǁŚĞƌĞ� ǇŽƵ͛ůů� ƌƵŶ� ǁŚĂƚ� ŝƐ� ĐĂůůĞĚ� ͞ĚŝƐĐŽǀĞƌǇ͘͟� &Žƌ� ŵŽƐƚ�
products, you do not want to do a product demo on the first call. There are many 
reaƐŽŶƐ�ĨŽƌ�ƚŚŝƐ�ǁŚŝĐŚ�ǁĞ�ǁŝůů�ĚŝƐĐƵƐƐ�ŝŶ�ƚŚĞ�ĐŚĂƉƚĞƌ�ŽŶ�͞How To Get Meetings With 
WƌŽƐƉĞĐƚƐ͘͟ dŚĞ� ĨŝƌƐƚ� ĐĂůů� ŝƐ� ĨŽƌ�ĚŝƐĐŽǀĞƌǇ͕�ǁŚĞƌĞ�ǇŽƵ͛ůů� ƵŶĚĞƌƐƚĂŶĚ� ƚŚĞ�ƉƌŽƐƉĞĐƚ͛Ɛ�
pains/problems and qualify them for a mutual fit. 

http://www.profs.co/
https://revpilots.com/what-is-apollo-io/


 
 

www.profs.co  
17 

4. Open Up Sales Cycles 

As you book meetings, some will progress to the next step in your sales cycle and 
others will not move forward. For those opportunities that do move forward, your 
ƐĂůĞƐ� ĐǇĐůĞ� ůĞŶŐƚŚ� ŝƐ� ƌĞůĂƚĞĚ� ƚŽ� ƚŚĞ� ƐŝǌĞ� ŽĨ� ƚŚĞ� ĐŽŵƉĂŶǇ� ǇŽƵ͛ƌĞ� ƐĞůůŝŶŐ� ƚŽ͕� ƚŚĞ�
complexity of the product, and who is involved in the decision making process. Deal 
size is also a factor.  

5. Sales Cycle Progresses 

If things go well, your sales cycle progresses. Some sales cycles selling to small 
businesses can be a one call close, but most B2B sales cycles will be longer. The sales 
cycle will progress beyond the demo stage and you may need to have meetings with 
other people at the company or sell your product to other people.  As you move 
through the process you will go deal with their legal and procurement department. 

6. Customer Signs 

KŶĐĞ� ǇŽƵƌ� ĐŽŶƚƌĂĐƚ� ŝƐ� ŐŽŽĚ� ƚŽ� ŐŽ͕� ǇŽƵ͛ůů� ŐĞƚ� Ă� ƐŝŐŶĂƚƵƌĞ͘� �ŽŶŐƌĂƚƵůĂƚŝŽŶƐ͕� ǇŽƵ�
signed a customer! 

7. Repeats 

EŽǁ� ǇŽƵ� ŐĞƚ� ƚŽ� ŐŽ� ďĂĐŬ� ƚŽ� ^ƚĞƉ� ϭ� ĂŶĚ� ĚŽ� ŝƚ� Ăůů� ŽǀĞƌ� ĂŐĂŝŶ͘� /ƚ͛Ɛ� ŝŵƉŽƌƚĂŶƚ� ƚŽ�
remember the steps in your sales process may be different. This is for illustrative 
purposes only. You should be focusing on filling the top of the funnel via Steps 1 and 
Ϯ�ŽŶ�Ă�ƌĞŐƵůĂƌ�ďĂƐŝƐ͘�dŚĂƚ͛Ɛ�ǁŚǇ�/�ƌĞĐŽŵŵĞŶĚĞĚ�ďůŽĐŬŝŶŐ�ŽĨĨ�ĂŶ�ŚŽƵƌ�ƉĞƌ�ĚĂǇ�ĨŽƌ�
prospecting. 

The Founders that I work with who have a sales problem (revenue) but a good 
product are usually not spending enough time on sales. Often, it's a lack of sales 
activity, because they do not prioritize sales. More specifically, they're just not doing 
enough prospecting (Steps 1 and 2.)  

I recently spoke to a company that had a full sales pipe at the end of Q1 in 2021, 
with sales cycles that last about three months. By the summer, they had an empty 
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ƐĂůĞƐ�ƉŝƉĞ͘�dŚĞǇ�ƐƚŽƉƉĞĚ�ĂůůŽĐĂƚŝŶŐ�ƚŝŵĞ�ƚŽ�ƉƌŽƐƉĞĐƚŝŶŐ͕�ŵĂƌŬĞƚŝŶŐ�ǁĂƐŶ͛ƚ�ĚƌŝǀŝŶŐ�
leads like they hoped, and now they were certain to miss their revenue goal. It 
ǁĂƐŶ͛ƚ�ďĞĐĂƵƐĞ�ƚŚĞǇ�ĚŝĚŶ͛ƚ�ŬŶŽǁ�ŚŽǁ�ƚŽ�ƐĞůů͕�ŝƚ�ǁĂƐ�ďĞĐĂƵƐĞ�ƚŚĞǇ�ƐƚŽƉƉĞĚ�ƐĞůůŝŶŐ͘ 

Outbound prospecting on a regular basis is critical to keeping a healthy sales pipe 
full. For further reading, check out FanatŝĐĂů�WƌŽƐƉĞĐƚŝŶŐ�ďǇ�:Ğď��ůŽƵŶƚ͘�/ƚ͛Ɛ�Ă�ŐŽŽĚ�
book to get into the prospecting mindset. If you want my prospecting notes, feel 
free to email me. 

Remember, the more prospecting you do, the more meetings you book, the more 
demos you schedule, and the more clients that move to the contract stage, the more 
that will sign with your company. It all starts at the top of the funnel with contacting 
ƉƌŽƐƉĞĐƚƐ͘�/ƚ͛Ɛ�ĂůƐŽ�ǁŚǇ�ǇŽƵ�ŚĞĂƌ�Ă�ůŽƚ�ŽĨ�ƐƚĂƌƚƵƉ�ƚŚŽƵŐŚƚ�ůĞĂĚĞƌƐ�ƐĂǇ�ƚŚŝŶŐƐ�ůŝŬĞ�͞ƚŚĞ�
ďĞƐƚ�ƉƌŽĚƵĐƚ�ĚŽĞƐŶ͛ƚ�ĂůǁĂǇƐ�ǁŝŶ͟�ĂŶĚ�͞ĨŝƌƐƚ�ƚŝŵĞ�ĨŽƵŶĚĞƌƐ�ƚŚŝŶŬ�ĂďŽƵƚ�ƚŚĞ�ƉƌŽĚƵĐƚ͕�
ƐĞĐŽŶĚ�ƚŝŵĞ�ĨŽƵŶĚĞƌƐ�ƚŚŝŶŬ�ĂďŽƵƚ�ĚŝƐƚƌŝďƵƚŝŽŶ͘͟ 

�Ɛ�ǇŽƵ�ŐĞƚ�ďĞƚƚĞƌ�Ăƚ�ƐĞůůŝŶŐ͕�ǇŽƵ͛ůů�ŚĂǀĞ�ŵŽƌĞ�ƉĞŽƉůĞ�ŵŽǀĞ�ƚŚƌŽƵŐŚ�ƚŚĞ�ĨƵŶŶĞů͘�/Ĩ�
ǇŽƵ�ƚĂŬĞ�ǇŽƵƌ�ĨŽŽƚ�ŽĨĨ�ƚŚĞ�ƉƌŽƐƉĞĐƚŝŶŐ�ƉĞĚĂů͕�ǇŽƵ͛ůů�ŚĂǀĞ�ŐĂƉƐ�ŝŶ�ǇŽƵƌ�ƐĂůĞƐ pipeline. 
Do not stop prospecting! Block off time on your calendar to prospect every week. 
zŽƵ͛ůů� ƋƵŝĐŬůǇ� ŶŽƚŝĐĞ� ƚŚĞ�ŵŽƌĞ� ƉƌŽƐƉĞĐƚŝŶŐ� ǇŽƵ� ĚŽ͕� ƚŚĞ�ŵŽƌĞ� ƐĂůĞƐ� ŽƉƉŽƌƚƵŶŝƚŝĞƐ�
ǇŽƵ͛ůů�ŚĂǀĞ�ŝŶ�ǇŽƵƌ�ƉŝƉĞ͘�dŚŝƐ�ǁŝůů�ĐƌĞĂƚĞ�ŵŽŵĞŶƚƵŵ͘��ǀĞŶ�ŝĨ�ǇŽƵ�ĚŽ�ŶŽƚ�ĐůŽƐĞ�ĚĞĂůƐ͕ 
ǇŽƵ͛ůů�ƌĞĐĞŝǀĞ�ĨĞĞĚďĂĐŬ�ǁŚŝĐŚ�ŝƐ�ǀĂůƵĂďůĞ͘� 
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Sizes Of Companies 

dŚĞƌĞ�ĂƌĞ�ĚŝĨĨĞƌĞŶƚ�ƚǇƉĞƐ�ŽĨ�ƐĂůĞƐ�ƐƚƌĂƚĞŐŝĞƐ�ďĂƐĞĚ�ŽŶ�ƚŚĞ�ƐŝǌĞ�ŽĨ�ĐŽŵƉĂŶŝĞƐ�ǇŽƵ͛ƌĞ�
targeting. These are the three main categories of company sizes. 

1. SMB (small and medium size) 

2. Mid-Market 

3. Enterprise 

SMB companies have 1 to 99 employees. These are your typical small businesses, 
local businesses, mom and pops, etc. Also earlier stage startups. 

Mid-Market companies have 100 to 999 employees.  

Enterprise companies have 1000+ employees.  

Enterprise companies are often the well known companies that everyone wants 
ĂƐ�Ă�ůŽŐŽ�ŽŶ�ƚŚĞŝƌ�ǁĞďƐŝƚĞ͘�zŽƵ�ĐĂŶ�ŶĂŵĞ�ƚŚĞŵ�ŽĨĨ�ƚŚĞ�ƚŽƉ�ŽĨ�ǇŽƵƌ�ŚĞĂĚ͘�dŚĞǇ͛ƌĞ�ƚŚĞ�
Nikes and the Apples of the world.  

For most startups and most founders, going after enterprise companies early on 
is a mistake. However, if you have built a solution designed specifically for enterprise 
ĐŽŵƉĂŶŝĞƐ�ƚŚŝƐ�ĚŽĞƐ�ŶŽƚ�ĂƉƉůǇ͘��Ƶƚ�ŵĂŬĞ�ƐƵƌĞ�ǇŽƵ͛ƌĞ�ϭϬϬй�ĐĞƌƚĂŝŶ�ƚŚĂƚ�ǇŽƵ�ĐĂŶ�ŽŶůǇ�
target enterprise companies. Going after enterprise companies when you do not 
have to can be a market blunder. The sale is more complicated (more decision 
ŵĂŬĞƌƐ� ŝŶǀŽůǀĞĚͿ͕� ǁŚŝĐŚ� ŵĞĂŶƐ� ŝƚ͛Ɛ� ŚĂƌĚĞƌ� ƚŽ� ĐůŽƐĞ͘� dŚĞƌĞ� ĂƌĞ� ŽĨƚĞŶ� ƉƌŽĚƵĐƚ�
standards, such as security requirements, that may mean your product is not ready 
for them to purchase.  

/Ĩ�ǇŽƵ�ĐĂŶ�ĂǀŽŝĚ�ƐĞůůŝŶŐ�ƚŽ�ĞŶƚĞƌƉƌŝƐĞ�ĐŽŵƉĂŶŝĞƐ�ĞĂƌůǇ�ŽŶ͕�ŝƚ͛Ɛ�ƌĞĐŽŵŵĞŶĚĞĚ͘�zŽƵ͛ůů�
receive faster feedback from Mid-Market companies and SMBs. Enterprise sales 
cycles can take 6-12+ months to close. Selling to Mid-Market and SMB companies is 
easier, and the sales cycles tend to be less complicated. Enterprise sales is 
challenging. Seasoned sales people struggle selling to enterprise companies.  
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Many years ago I was the first sales hire at a startup with a consumer insights 
product. I was instructed to target Fortune 500 companies. Investors wanted us to, 
and the Founder had previously closed business with international subsidiaries of 
Fortune 500 companies. I had closed business with Fortune 500 companies in the 
ƉĂƐƚ�ǁŝƚŚ�Ă�ĚŝĨĨĞƌĞŶƚ�ƐƚĂƌƚƵƉ͕�ƐŽ�/�ĚŝĚŶ͛ƚ�ƚŚŝŶŬ�ŵƵĐŚ�ŽĨ�ŝƚ͘�/�ďƵŝůƚ�ŵǇ�ƉƌŽƐƉĞĐƚ�ůŝƐƚƐ͕�/�
started my cold outreach, and I booked meetings. It became pretty clear early on 
ƚŚĂƚ�ŽƵƌ�ƉƌŽĚƵĐƚ�ǁĂƐ�ŶŽƚ�ƌĞĂĚǇ�ĨŽƌ�ǁŚĂƚ�/�ĐĂůů�ƚŚĞ�͞DŽƚŚĞƌƐŚŝƉ͘͟�dŚŝƐ�ƚerm refers to 
the headquarters for a Fortune 500, not the random international satellite offices. 

Despite solving a clear problem at a great price, our product lacked specific 
enterprise features, and those were dealbreakers. This was not something a 
salesperson could overcome. These were also required product features that were 
not going to be built any time soon. Alternatives in the space had better products, 
the required features, and stronger case studies. We may have been less expensive, 
but companies that size do not care all that much about price. After a couple dozen 
>͛Ɛ͕�ĂŶĚ�ƌĞĐĞŝǀŝŶŐ�ƐŝŵŝůĂƌ�ĨĞĞĚďĂĐŬ�ĨƌŽŵ�ƉƌŽƐƉĞĐƚƐ͕�/�ĚĞĐŝĚĞĚ�ƚŽ�ƚĞůů�ƚŚĞ�&ŽƵŶĚĞƌ�ƚŚĂƚ�
ǁĞ�ĐŽƵůĚŶ͛ƚ�ŬĞĞƉ�ƚĂƌŐĞƚŝŶŐ�ƚŚĞƐĞ�ĞŶƚĞƌƉƌŝƐĞ�ĐŽŵƉĂŶŝĞƐ͘�tĞ�ũƵƐƚ�ǁĞƌĞŶ͛ƚ�ƌĞĂĚǇ͘� 

The Founder, to his credit, agreed, and I told him that we would go after Mid-
Market companies instead. We changed the market we focused on selling to, and 
guess what? We started getting traction. Interest level increased, deals started to 
close! Sometimes your product is finĞ͕�ďƵƚ�ǇŽƵ͛ƌĞ�ƚĂƌŐĞƚŝŶŐ�ƚŚĞ�ǁƌŽŶŐ�ĐŽŵƉĂŶŝĞƐ�
with your offering. 

Most startup Founders should be targeting SMB and Mid-Market companies. 
<ĞĞƉ�ƚŚĂƚ�ŝŶ�ŵŝŶĚ�ǁŚĞŶ�ǇŽƵ͛ƌĞ�ďƵŝůĚŝŶŐ�ǇŽƵƌ�ůŝƐƚƐ͘ 
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Questions You Need To Answer 

Answering the questions below will help you with sales and marketing. This is an 
exercise you should do based on your customer research calls and your sales calls. 
The answers may evolve as you learn more about the market. 

භ What problem do you solve? 

This is pretty straightforward, or shoulĚ�ďĞ͊�/Ĩ�ŝƚ͛Ɛ�ŶŽƚ͕�ǇŽƵ�ŶĞĞĚ�ƚŽ�ŐŽ�ďĂĐŬ�ƚŽ�ƚŚĞ�
ĚƌĂǁŝŶŐ�ďŽĂƌĚ͘�/Ĩ�ǇŽƵ͛ǀĞ�ďƵŝůƚ�Ă�ƐŽůƵƚŝŽŶ�ŝŶ�ƐĞĂƌĐŚ�ŽĨ�Ă�ƉƌŽďůĞŵ͕�ǇŽƵ͛ƌĞ�ŐŽŝŶŐ�ƚŽ�ŚĂǀĞ�
Ă�ŚĂƌĚ�ƚŝŵĞ�ƐĞůůŝŶŐ�ǇŽƵƌ�ƉƌŽĚƵĐƚ͘�DĂŬĞ�ƐƵƌĞ�ƚŚĞ�ƉƌŽďůĞŵ�ǇŽƵ͛ƌĞ�ƐŽůǀŝŶŐ�ŝƐ�Ă�ƉƌŝŽƌŝƚǇ�
to the companies you will be pitching to. 

භ Who has this problem?  

What types of companies have this problem and what departments and job titles? 
ZĞŵĞŵďĞƌ͕�ŝƚ͛Ɛ�ƉŽƐƐŝďůĞ�ƚŚĂƚ�ŵƵůƚŝƉůĞ�ƉĞŽƉůĞ�ĂŶĚ�ũŽď�ƚŝƚůĞƐ�ĂĐƌŽƐƐ�ƚŚĞ�ĐŽŵƉĂŶǇ�ŚĂǀĞ�
this problem. 

භ How does this problem impact them? 

Different people ĂƌĞ�ŝŵƉĂĐƚĞĚ�ĚŝĨĨĞƌĞŶƚůǇ�ďǇ�ƚŚĞ�ƉƌŽďůĞŵ͘�&Žƌ�ƐŽŵĞ�ƉĞŽƉůĞ�ŝƚ͛Ɛ�Ă�
ŶƵŝƐĂŶĐĞ�Ăƚ�ǁŽƌƐƚ͕�ĂŶĚ�ĨŽƌ�ŽƚŚĞƌƐ�ŝƚ͛Ɛ�ƚŚĞ�ďŝŐŐĞƐƚ�ŝƐƐƵĞ�ŝŶ�ƚŚĞŝƌ�ĐƵƌƌĞŶƚ�ƌŽůĞ͘ 

භ What happens if this goes unsolved? 

/Ĩ� ŶŽƚŚŝŶŐ� ŚĂƉƉĞŶƐ� ŝĨ� ƚŚĞ� ƉƌŽďůĞŵ� ŐŽĞƐ� ƵŶƐŽůǀĞĚ͕� ƚŚĞŶ� ǇŽƵ͛ƌĞ� ŶŽƚ� ƐŽůǀŝŶŐ� ĂŶ�
ŝŵƉŽƌƚĂŶƚ�ƉƌŽďůĞŵ͘��ŽŵƉĂŶŝĞƐ�ŚĂǀĞ�ƚŽŶƐ�ŽĨ�ƵŶƐŽůǀĞĚ�ƉƌŽďůĞŵƐ͘�/Ĩ�ǇŽƵ͛ƌĞ�ƵŶĂďůĞ�ƚŽ�
ŵĂŬĞ�Ă�ĐŽŵƉĞůůŝŶŐ�ĂƌŐƵŵĞŶƚ�ĂƐ�ƚŽ�ǁŚǇ�ƚŚŝƐ�ƐŚŽƵůĚ�ŶŽ�ůŽŶŐĞƌ�ŐŽ�ƵŶƐŽůǀĞĚ͕�ǇŽƵ͛ƌĞ�
ŐŽŝŶŐ�ƚŽ�ŚĂǀĞ�ĚŝĨĨŝĐƵůƚǇ�ƐĞůůŝŶŐ�ǇŽƵƌ�ƐŽůƵƚŝŽŶ͘�/Ĩ�ƚŚĞƌĞ͛Ɛ�Ă�ŵĂũŽƌ�ŶĞŐĂƚŝǀĞ�ŝŵƉĂĐƚ�ĨŽƌ�
not solviŶŐ�ƚŚŝƐ�ƉƌŽďůĞŵ͕�ǇŽƵ͛ƌĞ�ŝŶ�Ă�ŐŽŽĚ�ƉŽƐŝƚŝŽŶ͘ 

භ How is this currently being solved and what do the current solutions to 
this problem miss? 

Understanding how the problem is being solved will enable you to better position 
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your solution. It will also help build a solution to solve the problem more effectively. 

භ Why is your product now relevant? 

A simple and obvious example would be if you built a solution that solves a remote 
work problem right when companies shifted to working remotely during the Covid-
19 Pandemic. Changes in regulation, new technologies, and work trends can be 
reasons your product is now relevant.  

භ How does the new solution work? 

Pretty self explanatory. Make sure you have a simple, succinct, answer that walks 
people through, step by step, how your solution functions. 

භ What is gained by using your solution versus the alternatives? 

Being able to explain the gains and impacts of your solution when compared to 
the alternatives is helpful for having productive sales conversations, as well as 
creating more effective product positioning. 

Take some time to answer these questions. If you have a Co-Founder, sit down 
with them and write out your answer together. 

 

 

 

 

 

 

 

 

http://www.profs.co/


 
 

www.profs.co  
23 

How To Get Meetings With Prospects 

/Ŷ�ŽƌĚĞƌ�ƚŽ�ŐĞƚ�ĐƵƐƚŽŵĞƌƐ͕�ǇŽƵ͛ůů�ŶĞĞĚ�ƚŽ�ƐĐŚĞĚƵůĞ�Ă�ŵĞĞƚŝŶŐ�ǁŝƚŚ�ƚŚĞŵ͘�/ƚ͛Ɛ�ŶŽƚ�
hard, but it does take work. The more time you spend trying to get meetings, the 
ŵŽƌĞ�ŵĞĞƚŝŶŐƐ�ǇŽƵ͛ůů�ŐĞƚ͘� 

As mentioned earlier, you should have already done some customer research. You 
should know what the pains and problems are for your potential customers. You 
should also know who your potential customers are.  

&ŝƌƐƚ�ǇŽƵ͛ůů�ǁĂŶƚ�ƚŽ�ĚĞĨŝŶĞ�ǁŚĂƚ�ǇŽƵƌ�ŝĚĞĂů�ĐƵƐƚŽŵĞƌ�ƉƌŽĨŝůĞ�ůŽŽŬƐ�ůŝŬĞ͍�tŚĂƚ�ƐŝǌĞ�
company, location, industry, etc. And you may want to include things like the 
ƚĞĐŚŶŽůŽŐǇ�ƚŚĞǇ�ƵƐĞ�Žƌ�ƚŚĞŝƌ�ĐŽŵƉĂŶǇ͛Ɛ�ƌĞǀĞŶƵĞ͘�/Ĩ�ǇŽƵ�ŶĞĞĚ�ƚŽ�ƚĂƌŐĞƚ�ĐŽŵƉĂŶŝĞƐ�
with specific technology, you can get technographic information. There are tools like 
Apollo and Builtwith that help with this. These tools allow you to find companies to 
ƚĂƌŐĞƚ� ďĂƐĞĚ� ŽŶ� ƚŚĞ� ƚĞĐŚŶŽůŽŐǇ� ƚŚĞǇ� ƵƐĞ͘� /ƚ͛Ɛ� ŝŵƉŽƌƚĂŶƚ� ƚŽ� ƵƐĞ� ƚŽŽůƐ� ƚŽ� ĂĐƋƵŝƌĞ�
ƚĞĐŚŶŽŐƌĂƉŚŝĐ� ŝŶĨŽƌŵĂƚŝŽŶ� ďĞĐĂƵƐĞ� ǇŽƵ� ĚŽŶ͛ƚ� ǁĂŶƚ� ƚŽ� ǁĂƐƚĞ� ƚŝŵĞ� ƚĂƌŐĞƚŝŶŐ� ƚŚĞ�
ǁƌŽŶŐ�ƉƌŽƐƉĞĐƚƐ͘�WĞƌŚĂƉƐ�ǇŽƵ͛ƌĞ�ƚĂƌŐĞƚŝŶŐ�ĐŽŵƉĂŶŝĞƐ�ďĂƐĞĚ in the USA with 10-100 
ĞŵƉůŽǇĞĞƐ�ƚŚĂƚ�ƵƐĞ�^ŚŽƉŝĨǇ͕�ďĞĐĂƵƐĞ�ǇŽƵ͛ƌĞ�ƐĞůůŝŶŐ�ƐŽĨƚǁĂƌĞ�ƚŚĂƚ�ŚĞůƉƐ�ŝŵƉƌŽǀĞ�ƚŚĞ�
checkout experience for Shopify stores. Remember, avoid enterprise companies at 
all costs when starting out. 

EĞǆƚ�ǇŽƵ͛ůů�ǁĂŶƚ�ƚŽ�ƋƵŝĐŬůǇ�ĚĞĨŝŶĞ�ǇŽƵƌ�buyer persona, or to keep it simple, job 
ƚŝƚůĞƐ͘��ƌĞ�ǇŽƵ�ƐĞůůŝŶŐ�ƚŽ�DĂƌŬĞƚŝŶŐ�ĚĞƉĂƌƚŵĞŶƚƐ�ƚŚĂƚ�ƵƐĞ�^ŚŽƉŝĨǇ͍�dŚĞŶ�ǇŽƵ͛ůů�ǁĂŶƚ�
to target titles such as Marketing Manager, Directors of Marketing, VPs of 
Marketing, and the CMO.  

EŽǁ�ƚŚĂƚ�ǇŽƵ͛ǀĞ�ĚĞĨŝŶĞĚ�ƚŚĞ�ĐŽŵpany and buyer personas, you need to build lists. 
Build a list of Tier 1 prospects. And Tier T 2 prospects.  

Your Tier 1 prospects are going to be the highest value prospects who you can 
ƌĞĂƐŽŶĂďůǇ�ďĞůŝĞǀĞ�ƚŽ�ďĞ�Ă�ƉĞƌĨĞĐƚ�ŵĂƚĐŚ�ĨŽƌ�ǇŽƵƌ�ƐĞƌǀŝĐĞ͘�dŚĞǇ͛ůů�Ăůso be people you 
may know or can get introduced to. For example, they can be people who went to 
the same college as you. Any personal connection should go into your early Tier 1 
list.  
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A useful exercise you should do is to write down all your friends, family friends, 
classmates, co-workers, previous co-workers, acquaintances, and everyone who 
would know you if you bumped into them on the street. Add these to a list and see 
who works at any of the types of companies you want to target. These people go on 
your Tier 1 list.  

Tier 1 prospects should also include people who recently changed jobs within the 
last three months. LinkedIn Sales Navigator has a filter that shows you people who 
have changed jobs in the past 90 days.  

People who recently changed jobs are 2-10X more likely to buy, and so using that 
filter will allow you to target better prospects. The reason for this is decision makers 
who are hired are usually brought in to fix problems or take a company to the next 
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level. When compared to prospects who have been in the same role for years, 
people in new roles are better prospects to target, therefore we give them Tier 1 
status.  

Tier 2 prospects will be people who are also a fit but they lack any of the 
characteristics mentioned above. It may feel time consuming putting together the 
dŝĞƌ�ϭ�ůŝƐƚ�ďƵƚ�ŝƚ͛Ɛ�ŐŽŝŶŐ�ƚŽ�ŐŝǀĞ�ǇŽƵ�ďĞƚƚĞƌ�ŽĚĚƐ�ŽĨ�ďŽŽŬŝŶŐ�ŵĞĞƚŝŶŐƐ͘ 

tŝƚŚ�ǇŽƵƌ�dŝĞƌ�ϭ�ĂŶĚ�dŝĞƌ�Ϯ�ůŝƐƚƐ�ƌĞĂĚǇ͕�ŝƚ͛Ɛ�ƚŝŵĞ�ƚŽ�ĚŽ�ŽƵƚƌĞĂĐŚ͘�dŝĞƌ�ϭ�ƉƌŽƐƉĞĐƚƐ�
should get personalized messages, while Tier 2 prospects should get a more 
ƚĞŵƉůĂƚĞĚ͕�ŚŝŐŚĞƌ�ǀŽůƵŵĞ�ĂƉƉƌŽĂĐŚ͘�tĞ͛ůů�ŐŽ�ŝŶƚŽ�ŵŽƌĞ�ĚĞƚĂŝů�ŽŶ�ǁŚĂƚ�ƚŚŝƐ�ůŽŽŬƐ�ůŝŬĞ�
when we discuss cold emailing. You should call your friends and family on your Tier 
ϭ�ůŝƐƚ͘��ŽŶ͛ƚ�ĞŵĂŝů�ƚŚĞŵ͘ 
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Channels To Get Meetings  

�ĂĐŚ� ĐŚĂŶŶĞů� ďĞůŽǁ� ĐĂŶ� ǁŽƌŬ͘� tĞ͛ůů� ĚŝƐĐƵƐƐ� ŬĞǇ� ŽŶĞƐ� ŝŶ� ŵŽƌĞ� ĚĞƚĂŝů� ŝŶ� ƚŚĞ�
following chapters. You may not have enough time to try them all out.  

If you can focus on one or two channels to begin and adjust as needed, that would 
be ideal. If ǇŽƵ͛ƌĞ�ŚĂǀŝŶŐ�ƐƵĐĐĞƐƐ�ǁŝƚŚ�Ă�ĐŚĂŶŶĞů͕�ĚŽƵďůĞ�ĚŽǁŶ�ŽŶ�ŝƚ͘�/Ĩ�ĐŽůĚ�ĞŵĂŝů�
ŝƐŶ͛ƚ�ǁŽƌŬŝŶŐ͕� ƚƌǇ�ĐŽůĚ�ĐĂůůŝŶŐ͘� /ĚĞĂůůǇ͕� ǇŽƵ�ǁŝůů�ĐŽŵďŝŶĞ� ƚŚĞƐĞ�ĐŚĂŶŶĞůƐ� ŝŶ�ǁŚĂƚ� ŝƐ�
called a sequence. A sequence is a combination of steps across multiple channels.  

 Sample Sequence 

1. Day 1 View LinkedIn Profile - Take notes 

2. Day 1 Cold email - personalized 

3. Day 2 Cold call 

4. Day 3 Follow up cold email - template 

5. Day 4 Cold call 

6. Day 7 LinkedIn Message - personalized video using Loom 

7. Day 8 Cold email  

8. Day 10 Cold email 

භ Cold Email 

Cold email works really well for startup Founders targeting B2B companies, 
especially your typical corporate company and startup companies. You get to target 
ĞǆĂĐƚůǇ�ǁŚŽ�ǇŽƵ�ǁĂŶƚ� ĨŽƌ�Ă� ǀĞƌǇ� ůŽǁ�ĐŽƐƚ͘� zŽƵ͛ůů� ŐĞƚ� ĨĞĞĚďĂĐŬ�ŽŶ�ǇŽƵƌ�ŵĞƐƐĂŐĞƐ�
based on positive and negativĞ�ƌĞƉůŝĞƐ͘�/Ĩ�ǇŽƵ͛ƌĞ�ŐĞƚƚŝŶŐ�Ă�ƚŽŶ�ŽĨ�ƵŶƐƵďƐĐƌŝďĞƐ͕�ǇŽƵ͛ƌĞ�
ĚŽŝŶŐ�ƐŽŵĞƚŚŝŶŐ�ǁƌŽŶŐ͘�/Ĩ�ǇŽƵ͛ƌĞ�ďŽŽŬŝŶŐ�ŵĞĞƚŝŶŐƐ͕�ǇŽƵ͛ƌĞ�ŽŶ�ƚƌĂĐŬ͊�zŽƵ͛ůů�ďĞ�ĂďůĞ�
to quickly determine what messages resonate. Cold email also allows you to A/B test 
messaging as well. The major negative when it comes to cold email is that everyone 
uses it so inboxes are full.  
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භ Cold Calling 

Most Founders will not want to make cold calls. Unfortunately, some customer 
segments do not respond to any other outreach method. Cold calling becomes 
required ƚŽ� ďŽŽŬ� ŵĞĞƚŝŶŐƐ͘� /Ĩ� ǇŽƵ͛ƌĞ� Ă� &ŽƵŶĚĞƌ� ƚĂƌŐĞƚŝŶŐ� ůŽĐĂů� ďƵƐŝŶĞƐƐĞƐ͕�
restaurants, and small businesses run by the owner, cold calling is almost always the 
most effective way to get a meeting. Cold calling works at every size company, but 
ŝƚ͛Ɛ�ŶŽƌŵĂů�ĨŽƌ�Ă�ƚĞchnical founder to want to try other channels first. The reason 
ǁŚǇ�ĐŽůĚ�ĐĂůůŝŶŐ�Ɛƚŝůů�ǁŽƌŬƐ�ŝƐ�ďĞĐĂƵƐĞ�ŝƚ͛Ɛ�ŚĂƌĚĞƌ͕�ƚĂŬĞƐ�ŵŽƌĞ�ĞĨĨŽƌƚ͕�ĂŶĚ�ƚŚĞƌĞ�ĂƌĞ�Ă�
plethora of tools that make it easy to send hundreds of emails with a few clicks. 
Prospects are inundated with cold email but receive very few cold calls. 

භ LinkedIn 

LinkedIn is often mocked, and rightfully so. However, it is very likely that your 
prospects are on LinkedIn. You can easily find them. In the past you could send an 
inMail and probably receive a response. With the proliferation of LinkedIn 
automation tools, there has been a steady increase in spam messages, and so 
prospects are dealing with a lot of noise in their inbox. Your best bet is to send a 
personalized message or try something different, like sending a personalized video 
using Loom. Voicenotes, only available on the mobile app, is another way to stand 
out in a sea of spam. 

භ Twitter 

Admittedly, I only started using Twitter in the past year for business purposes, but 
so ĨĂƌ�ŝƚ͛Ɛ�ďĞĞŶ�ŐƌĞĂƚ͊�dŚĞƌĞ�ĂƌĞ�ĐĞƌƚĂŝŶ�ĂƵĚŝĞŶĐĞƐ�ƚŚĂƚ�ĂƌĞ�ǀĞƌǇ�ĂĐƚŝǀĞ�ŽŶ�dǁŝƚƚĞƌ͘�
/͛ǀĞ�ĨŽƵŶĚ�ŵŽƐƚ�ŽĨ�ŵǇ�ƐƵĐĐĞƐƐ�ďǇ�ůĞĂǀŝŶŐ�ƚŚŽƵŐŚƚĨƵů�ƌĞƉůŝĞƐ�ƚŽ�ůĂƌŐĞƌ�ĂĐĐŽƵŶƚƐ͕�ĂŶĚ�
shamelessly plugging Profs.co - /͛ǀĞ�ĂůƐŽ�ƌĞĐĞŝǀĞĚ�ĚŝƌĞĐƚ�ŵĞƐƐĂŐĞƐ�ĨƌŽŵ�ƉĞŽƉůĞ�ǁŚŽ�
I did ŶŽƚ� ŬŶŽǁ� ĂŶĚ� ĨŽƵŶĚ� ƚŚĂƚ� ƚŽ� ďĞ� ĞĨĨĞĐƚŝǀĞ� ďĞĐĂƵƐĞ� /� ĚŽŶ͛ƚ� ƌĞĐĞŝǀĞ� ŵĂŶǇ�
messages. I ended up taking the meeting with the salesperson, so it does work. 

භ Work Your Network 

�Ɛ�ŵĞŶƚŝŽŶĞĚ�ĂďŽǀĞ͕�ǇŽƵ͛ůů�ǁĂŶƚ�ƚŽ�ĐƌĞĂƚĞ�Ă�ůŝƐƚ�ŽĨ�Ăůů�ǇŽƵƌ�ĨƌŝĞŶĚƐ͕�ĨĂŵŝůǇ͕�ĞƚĐ͘�ĂŶĚ�
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work your network. If you do not ask them for introductions, you will not get them. 
Let me repeat, if you do not ask for introductions, you will not get them. I cannot 
emphasize that enough. People are not mind readers, and 99.5% of people are not 
going to heůƉ�ǇŽƵ�ŽƵƚ�ƵŶůĞƐƐ�ǇŽƵ�ĂƐŬ�ĨŝƌƐƚ͘�tŚĞŶ�ǇŽƵ�ĚŽ�ĂƐŬ͕�ŽĨƚĞŶƚŝŵĞƐ�ǇŽƵ͛ƌĞ�ŐŽŝŶŐ�
to be surprised by who will help and who will not. There will be more people helping 
ƚŚĂŶ�ǇŽƵ͛ůů�ĞǆƉĞĐƚ͘��ŽŶ͛ƚ�ďĞ�ƐŚǇ͊ 

භ Referrals 

/Ĩ�ǇŽƵ�ŚĂǀĞ�ĂŶǇ�ĐůŝĞŶƚƐ͕�ĂƐŬ�ĨŽƌ�ƌĞĨĞƌƌĂůƐ͘�/Ĩ�ǇŽƵ͛ƌĞ not sure how to do it, ask one of 
your customers for a feedback call. Get their feedback. If the feedback is positive, 
ĂƐŬ�ƚŚĞŵ͕�͞/Ɛ�ƚŚĞƌĞ�ĂŶǇŽŶĞ�ǇŽƵ�ŬŶŽǁ�ǁŚŽ�ǁŽƵůĚ�ďĞŶĞĨŝƚ�ĨƌŽŵ�ŽƵƌ�ƉƌŽĚƵĐƚ�ůŝŬĞ�ǇŽƵ�
ĚŽ͍͟�Žƌ�ǇŽƵ�ĐĂŶ�ƐĞĞ�ǁŚŽ�ƚŚĞǇ�ŵŝŐŚƚ�ďĞ�ĐŽŶŶĞĐƚĞĚ�ƚŽ�ŽŶ�>ŝnkedIn (most connections 
are random) or you can ask them to introduce you to their past company. 

භ Communities 

There are Slack groups, Discord channels, private paid communities, subreddits, 
message boards like Hacker News, and so many more. Join them and add value. Do 
not pitch your product! Follow the community guidelines and add value. When the 
ƚŝŵĞ�ŝƐ�ƌŝŐŚƚ͕�ǇŽƵ͛ůů�ŚĂǀĞ�ĂŶ�ŽƉƉŽƌƚƵŶŝƚǇ�ƚŽ�ŽĨĨĞƌ�ǇŽƵƌ�ƉƌŽĚƵĐƚ�Žƌ�ƐŽŵĞŽŶĞ�ĞůƐĞ�ǁŝůů�
recommend you.  

https://standuply.com/slack-chat-groups 

https://f5bot.com/ - Free - Get alerts whenever your keywords are mentioned on 
Reddit or Hacker News 

/͛ǀĞ�ďŽŽŬĞĚ�ŵĞĞƚŝŶŐƐ�ƵƐŝŶŐ�ĞǀĞƌǇ�ŵĞƚŚŽĚ�ĚĞƐĐƌŝďĞĚ�ĂďŽǀĞ͕�ƐŽ�ƚŚĞǇ�ĐĂŶ�Ăůů�ǁŽƌŬ͘�
Most recently, I booked $27,000 in business via a cold email. At my last startup, we 
got half our clients from LinkedIn. At my current startup, Twitter has been a top 
source of new meetings. One of the largest deals at an early stage startup I worked 
for was sourced via a cold LinkedIn message. The deal was over $400K. The effort 
you put into each channel will determine your success, and all the channels can 
work. Remember that every prospect responds differently, so you must find what 
works best for you and keep at it. 
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Prospecting Tips 

dŚĞ�ŵŽƌĞ�ǇŽƵ�ƉƌŽƐƉĞĐƚ͕�ƚŚĞ�ŵŽƌĞ�ŵĞĞƚŝŶŐƐ�ǇŽƵ͛ůů�ďŽŽŬ͕�ƚŚĞ�ůƵĐŬŝĞƌ�ǇŽƵ͛ůů�ŐĞƚ͘�/Ĩ�
ǇŽƵ�ĚŽŶ͛ƚ�ƐĞŶĚ�ĂŶǇ�ĞŵĂŝůƐ�Žƌ�ĚŽ�ĂŶǇ�ŽƵƚƌĞĂĐŚ͕�ǇŽƵ�ǁŝůů�ďŽŽŬ�ŶŽƚŚŝŶŐ͘�EŽǁ͕�ŝŵĂŐŝŶĞ�
ĚŽŝŶŐ� ƚŚŝƐ� ĨŽƌ� ϰϬ� ŚŽƵƌƐ� ĞǀĞƌǇ� ǁĞĞŬ͘� zŽƵ͛Ě� ƉƌŽďĂďůǇ� ďŽŽŬ� Ă� ŐŽŽĚ� number of 
meetings, right? 

The work you do now always pays off later. Given sales cycles could be anywhere 
from once month to multiple months, every day you wait to prospect means a day 
later your deals will close. At some point, you will run out of time to generate new 
business before the end of the quarter or year. The prospecting work you do today 
will pay dividends later on. 

Exercise: Block off an hour or two per day to prospect on your calendar 
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Cold Email Best Practices 

/͛ŵ�Ă�ƉƌŽƉŽŶĞŶƚ�ŽĨ�cold email for startup Founders. You can target exactly who 
you want and get quick feedback on the effectiveness of your messaging. 
Unfortunately, today cold email is also used by every sales team, which means your 
prospects are inundated with such messages. In order to cut through the noise and 
ƉƵƚ�ǇŽƵƌƐĞůĨ�ŝŶ�Ă�ƉŽƐŝƚŝŽŶ�ƚŽ�ƐƵĐĐĞĞĚ͕�ǇŽƵ͛ůů�ǁĂŶƚ�ƚŽ�ĨŽůůŽǁ�ƚŚĞƐĞ�ďĞƐƚ�ƉƌĂĐƚŝĐĞƐ͗ 

භ Subject Line - 3 Words or Less 

The first thing a recipient of your cold email will see will be the subject line. Studies 
have shown that subject lines with three words or less perform the best. Your goal 
with a subject line is to have the recipient open the email. It can also be connected 
ƚŽ�ƚŚĞ�ďŽĚǇ�ŽĨ�ǇŽƵƌ�ĞŵĂŝů͘��ŽŶ͛ƚ�ŽǀĞƌƚŚŝŶŬ�ŝƚ͘� 

/͛ǀĞ�ďĞĞŶ�ƵƐŝŶŐ� ΀�ŽŵƉĂŶǇ�ŶĂŵĞ΁͕� ΀�ŽŵƉĂŶǇ�ŶĂŵĞ͛Ɛ΁�Ěepartment I'm targeting 
ĂŶĚ�͞ŵǇ�ĐŽŵƉĂŶǇ�ŶĂŵĞ͟�ĂƐ�ƐƵďũĞĐƚ�ůŝŶĞƐ͘� 

�ǆĂŵƉůĞ�ƐƵďũĞĐƚ�ůŝŶĞƐ͗�^ƚƌŝƉĞ͕�^ƚƌŝƉĞ͛Ɛ�DĂƌŬĞƚŝŶŐ�dĞĂŵ͕�ĂŶĚ�WƌŽĨƐ 

Your goal with your emails should be to get a 40-60% open rate.  

භ Personalize the first sentence 

After seeing the subject line͕�ƚŚĞ�ƐĞŶĚĞƌ͛Ɛ�ŶĂŵĞ�;ǇŽƵ�ĐĂŶ͛ƚ�ĚŽ�ŵƵĐŚ�ĂďŽƵƚ�ƚŚĂƚ�
ďĞƐŝĚĞƐ�ŵĂŬŝŶŐ�ƐƵƌĞ�ǇŽƵ�ŚĂǀĞ�Ă�ƉƌŽĨĞƐƐŝŽŶĂů�ĞŵĂŝů�ĚŽŵĂŝŶ�ǇŽƵ͛ƌĞ�ƐĞŶĚŝŶŐ�ĨƌŽŵͿ͕�Ă�
prospect will see the preview of your message. You should personalize that 
sentence. If your recipient is using a browser, typically they will see about ten words, 
ĂƐƐƵŵŝŶŐ�ƚŚĞǇ͛ƌĞ�ƵƐŝŶŐ�'ŵĂŝů͘�KŶ�ƚŚĞŝƌ�ŵŽďŝůĞ�ƉŚŽŶĞ�ƚŚĞǇ͛ůů�ƐĞĞ�ĂƌŽƵŶĚ�ƚŚƌĞĞ�ǁŽƌĚƐ͘�
You do not want to waste this precious email real estate on fluff or introducing 
yourself. This first sentence needs to get the recipient to read the rest of your email.  

tŚĞŶ�ƉĞƌƐŽŶĂůŝǌŝŶŐ� ƚŚĞ� ĨŝƌƐƚ�ƐĞŶƚĞŶĐĞ͕�ǇŽƵ͛ůů�ǁĂŶƚ�ƚŽ�ĚŽ�ĂďŽƵƚ� ĨŝǀĞ�ŵŝŶƵƚĞƐ�ŽĨ�
ƌĞƐĞĂƌĐŚ͘�>ŽŽŬ�ƚŚĞŵ�ƵƉ�ŽŶ�>ŝŶŬĞĚ/Ŷ͘�^ĞĞ�ŝĨ�ƚŚĞƌĞ͛Ɛ�ĂŶǇ�ƌĞůĞǀĂŶƚ�ŝŶĨŽƌŵĂƚŝŽŶ͘�'ŽŽŐůĞ�
ƚŚĞŵ�ƚŽ�ƐĞĞ�ŝĨ�ƚŚĞǇ͛ƌĞ�ŽŶ�dǁŝƚƚĞƌ͕�ŚĂǀĞ�ďĞĞŶ�ĨĞĂƚƵƌĞĚ�Žn any Podcasts, or have been 
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ŵĞŶƚŝŽŶĞĚ�ŝŶ�ƚŚĞ�ŶĞǁƐ͘�^ŚŽǁ�ƚŚĞŵ�ƚŚĂƚ�ǇŽƵ͛ǀĞ�ĚŽŶĞ�Ă�ďŝƚ�ŽĨ�ƌĞƐĞĂƌĐŚ͘�DŽƐƚ�ƉĞŽƉůĞ�
do not receive personalized emails. Connect that artfully to the rest of your email. 

භ �ŽŶ͛ƚ�ƚĂůŬ�ĂďŽƵƚ�ǇŽƵƌƐĞůĨ 

Founders quickly learn that prospects do not care about their product, where they 
ǁĞŶƚ�ƚŽ�ƐĐŚŽŽů͕�ǁŚĂƚ�ĂǁĂƌĚƐ�ƚŚĞǇ�ǁŽŶ͕�Žƌ�ƚŚĞ�ĂŵĂǌŝŶŐ�ƚĞĐŚŶŽůŽŐǇ�ƚŚĞǇ͛ƌĞ�ƵƐŝŶŐ͘�
Too often they want to tell a prospect how great they are or how great their startup 
is. Nobody cares. At all. Prospects only care about themselves. They want to know 
how you benefit them. How you solve their problems. They want to learn something.  

භ Balance quality with quantity 

Cold outreach is a numbers game. No matter how good your email is, some people 
will never respond. You need to make sure you spend time personalizing for your 
dŝĞƌ�ϭ�ůŝƐƚ͕�ďƵƚ�ǇŽƵ�ĂůƐŽ�ŶĞĞĚ�ƚŽ�ŵĂŬĞ�ƐƵƌĞ�ǇŽƵ͛ƌĞ�ƐĞŶĚŝŶŐ�ĞŶŽƵŐŚ�ĞŵĂŝůƐ�ĂŶĚ�ŶŽƚ�
spending too much time writing them. Try to keep it to 5 minutes of preliminary 
research and 5 minutes to write a high quality email. The more you do it, the faster 
ǇŽƵ͛ůů�ďĞ�ĂďůĞ�ƚŽ�ĐŚƵƌŶ�ŽƵƚ�ƉĞƌƐŽŶĂůŝǌĞĚ�ĞŵĂŝůƐ�ƚŚĂƚ�ĚŽŶ͛ƚ�ĨĞĞů�ĨŽƌŵƵůĂŝĐ͕�ďƵƚ�ĂůƐŽ�
ǁŽŶ͛ƚ�ĞĂƚ�ƵƉ�ƚŽŽ�ŵƵĐŚ�Žf your prospecting time. Templated outreach is fine but you 
ŶĞĞĚ�ƚŽ�ŵĂŬĞ�ƐƵƌĞ�ǇŽƵƌ�ƚĞŵƉůĂƚĞĚ�ŵĞƐƐĂŐĞƐ�ĂƌĞ�ƌĞůĞǀĂŶƚ�ƚŽ�ƚŚĞ�ůŝƐƚƐ�ǇŽƵ͛ƌĞ�ďƵŝůĚŝŶŐ͘�
Creating templates tailored to job titles or industries is a way to send better 
messages. 

භ One pain per email 

ThĞƌĞ͛Ɛ�ŶŽ�ŶĞĞĚ�ƚŽ�ŵĞŶƚŝŽŶ�ĞǀĞƌǇƚŚŝŶŐ�ǇŽƵƌ�ƉƌŽĚƵĐƚ�ĐĂŶ�ĚŽ� ŝŶ�ŽŶĞ�ĞŵĂŝů͖�ǇŽƵ�
should not write emails that mention multiple pains or problems. Pick one pain to 
focus on per email and stay on topic. You can use follow up emails for other pains 
you solve for. Make the email about the pain and how it affects your prospect. 

භ Generate Curiosity, Lead with an Insight, Capitalize on an Insecurity 

Often Founders want to tell their prospect everything about their product. They 
ĚƵŵƉ�ĂŶ�͚�ďŽƵƚ͛�ƉĂŐĞ�ŝŶƚŽ�ƚŚĞ�ĞŵĂŝů͕�ďƵƚ�ŝƚ͛s okay to remain a bit mysterious and let 
your prospect become curious. Fight the urge to overwhelm them with details. If 
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they need more information, they will either ask you or go to your website. Leading 
with insight is a great way to establish credibility while teaching your prospect 
something they may not already know. Making your prospect a little insecure may 
ƐĞĞŵ�ĐŚĂůůĞŶŐŝŶŐ�Žƌ�ĐŽƵŶƚĞƌŝŶƚƵŝƚŝǀĞ͕�ďƵƚ�ĂŶ�ĞĂƐǇ�ǁĂǇ�ƚŽ�ĚŽ�ƚŚĂƚ�ŝƐ�ƚŽ�ĂƐŬ͕�͞ŚŽǁ�ĂƌĞ�
ǇŽƵ�ĞŶƐƵƌŝŶŐ�ƚŚĂƚ�ǆ͟� - x being a problem your product will solve for. An example 
could look like -  ͞,Žǁ�ĂƌĞ�ǇŽƵ�ĞŶƐƵƌŝŶŐ� ƚŚĂƚ�ǇŽƵƌ�ŵĂƌŬĞƚŝŶŐ� ƚĞĂŵ� ŝƐ�ŐĞŶĞƌĂƚŝŶŐ�
ĞŶŽƵŐŚ�ƋƵĂůŝĨŝĞĚ�ůĞĂĚƐ͍͟�ĨŽƌ�Ă�ƐƚĂƌƚƵƉ�ƚŚĂƚ�ŚĞůƉƐ�ŵĂƌŬĞƚŝŶŐ�ƚĞĂŵƐ�ŐĞŶĞƌĂƚĞ�ƋƵĂůŝĨŝĞĚ�
leads. 

භ Follow up emails are key 

The money is made in the follow up. In my experience, most of my meetings are 
ŶŽƚ�ďŽŽŬĞĚ�ŽŶ�ŵǇ�ĨŝƌƐƚ�ĞŵĂŝů͘�/ƚ͛Ɛ�ƚŚĞ�ƐĞĐŽŶĚ�ĞŵĂŝů�ƚŚĂƚ�/͛ŵ�ƐĞŶĚŝŶŐ�ĂƐ�Ă�ĨŽůůŽǁ�ƵƉ�
where I book most of my meetings. Following up is key for everything sales related. 
/Ĩ�ǇŽƵ͛ƌĞ�ŶŽƚ�ĨŽůůŽǁŝŶŐ�ƵƉ�ŽŶ�ĐŽůĚ�ĞŵĂŝůƐ͕�ǇŽƵ͛ƌĞ�ůĞĂǀŝŶŐ�ŵŽŶĞǇ�ŽŶ�ƚŚĞ�ƚĂďůĞ͘��ŽŶ͛ƚ�
ĨĞĞů� ůŝŬĞ� ǇŽƵ͛ƌĞ� ďĞŝŶŐ� ƉƵƐŚǇ� ďǇ� ƐĞŶĚŝŶŐ� Ă� ĨŽůůŽǁ� ƵƉ� ĞŵĂŝů͘� /Ĩ� ǇŽƵ� ƐƉĞŶƚ� ƚŝŵĞ�
personalizing the first email, you should have no issue following up. People receive 
a lot of emails; a follow up email can often be the difference between securing a 
ŵĞĞƚŝŶŐ�ĂŶĚ�ŐĞƚƚŝŶŐ�ŶŽ�ƌĞƐƉŽŶƐĞ�Ăƚ�Ăůů͘�tŽƌƐƚ�ĐĂƐĞ�ƐĐĞŶĂƌŝŽ�ŝƐ�ƚŚĞ�ƉƌŽƐƉĞĐƚ�ĚŽĞƐŶ͛ƚ�
ƌĞƉůǇ�Žƌ�ƚĞůůƐ�ǇŽƵ�ƚŚĂƚ�ƚŚĞǇ͛ƌĞ�ŶŽƚ�ŝŶƚĞƌĞƐƚĞĚ͘ 

භ Apples to apples social proof 

Social proof was coined by Robert Cialdini in his 1984 book Influence͘� /ƚ͛Ɛ� Ă�
psychological and social phenomenon wherein people copy the actions of others in 
an attempt to undertake behavior in a given situation. When using social proof in 
ĐŽůĚ�ĞŵĂŝůƐ͕�ǇŽƵ�ŶĞĞĚ�ƚŽ�ŵĂŬĞ�ĂŶ�ĞƋƵŝǀĂůĞŶƚ�ƌĞĨĞƌĞŶĐĞ͘�tŚĂƚ�ƚŚĂƚ�ŵĞĂŶƐ�ŝƐ�ŝĨ�ǇŽƵ͛ƌe 
selling to a small business, the social proof should be of another small business. 
Using a large company as social proof to try to book a meeting with a smaller 
company will not be effective. Prospects want to know similar companies benefited 
from your oĨĨĞƌŝŶŐ͘�/Ĩ�ŝƚ͛Ɛ�ŶŽƚ�ĂŶ�ĂƉƉůĞƐ�ƚŽ�ĂƉƉůĞƐ�ĐŽŵƉĂƌŝƐŽŶ͕�ƚŚĞǇ͛ůů�ĂƐƐƵŵĞ�ŝƚ͛Ɛ�ƚŽŽ�
ĞǆƉĞŶƐŝǀĞ�Žƌ�ƚŚĞ�ƉƌŽĚƵĐƚ�ŝƐŶ͛ƚ�ďƵŝůƚ�ĨŽƌ�ƚŚĞŝƌ�ƉĂƌƚŝĐƵůĂƌ�ŶĞĞĚƐ͘ 

භ Multiple emails over two or three weeks 
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Earlier we discussed sequences: You can send multiple emails to prospects over 
two or three weeks. Although response rates decline with time, you will book 
meetings on your third, fourth, fifth, and so on, emails. 

භ Write for mobile 

tŚĞŶ�ƐŽŵĞŽŶĞ�ŽƉĞŶƐ�ĂŶ�ĞŵĂŝů�ŽŶ�ƚŚĞŝƌ�ƉŚŽŶĞ͕�ƚŚĞǇ͛ƌĞ�ŶŽƚ�ŐŽŝŶŐ�ƚŽ�ǁĂŶƚ�ƚŽ�ƐĐƌŽůů͘�
Make sure your emaŝů�ĨŝƚƐ�ǁŝƚŚŽƵƚ�ƌĞƋƵŝƌŝŶŐ�ƐŽŵĞŽŶĞ�ƚŽ�ƐĐƌŽůů͘��ŽŶ͛ƚ�ƵŶĚĞƌĞƐƚŝŵĂƚĞ�
ƚŚĞ�ƉŽǁĞƌ�ŽĨ�ƵƐŝŶŐ�ǁŚŝƚĞ�ƐƉĂĐĞ͊��ĞƐŝŐŶ�ǇŽƵƌ�ĞŵĂŝůƐ�ƐŽ�ƚŚĂƚ�ƚŚĞ�ƌĞĂĚĞƌƐ͛�ĞǇĞ�ŶĂƚƵƌĂůůǇ�
looks towards the most important points you want them to take away. 

භ Keep it short 

Cold emails need to get straight to the point. Keep your emails between 3 or 4 
sentences. There are times when longer emails are necessary and appropriate, but 
that will be when you have high value information for personalization. 

භ Write like you speak 

Remove the fluff. You would ŶĞǀĞƌ�ƐĂǇ͕�͞,ŽƉĞ�Ăůů�ŝƐ�ǁĞůů͟�ŝŶ�ƉĞƌƐŽŶ�ǁŚĞŶ�ŵĞĞƚŝŶŐ�
someone. Read your emails aloud. If it sounds rigid, too salesy, or filled with jargon, 
delete it.  

භ Soft calls to actions perform well 

/Ŷ�ƚŚĞ�ƉĂƐƚ͕�ǇŽƵ͛Ě�ĂƐŬ͕�͞,Žǁ�ĚŽĞƐ�ϰƉŵ�ŽŶ�ϭϮͬϮϮ�ůŽŽŬ�ĨŽƌ�Ă�ĐĂůů�ƚŽ�ĚŝƐĐƵƐƐ�ǆ͍͟�EŽǁ�
ǇŽƵ�ǁĂŶƚ� ƚŽ�ƵƐĞ�ǁŚĂƚ�ĂƌĞ� ƐŽĨƚ� ĐĂůůƐ� ƚŽ�ĂĐƚŝŽŶƐ� ůŝŬĞ͕� ͞KƉĞŶ� ƚŽ� ůĞĂƌŶŝŶŐ�ŵŽƌĞ͍͟�Žƌ�
͞/ŶƚĞƌĞƐƚĞĚ�ŝŶ�ůĞĂƌŶŝŶŐ�ŵŽƌĞ͍͟� 

භ Offer a training session or something of value 

An effective way to get in front of prospects is to send an email talking about a 
topic you know really well. Provide an insight by writing an email where the recipient 
ůĞĂƌŶƐ�ƐŽŵĞƚŚŝŶŐ͘�/ƚ͛Ɛ�ĞǀĞŶ�ďĞƚƚĞƌ�ŝĨ�ǇŽƵ�ĐĂŶ�ĐŽŶŶĞĐƚ�ŝƚ�ƚŽ�ƚŚĞŝƌ�ƚĞĂŵ�ŝŶ�ƐŽŵĞ�ǁĂǇ͘�
Two days later, send a follow up email offering a training session or workshop on 
ƚŚĂƚ�ƚŽƉŝĐ�Ăƚ�ŶŽ�ĐŽƐƚ͘�>Ğƚ�ƚŚĞŵ�ŬŶŽǁ�ƚŚĞƌĞ͛Ɛ�ŶŽ�ĐŚĂƌŐĞ�Žƌ�ĐĂƚĐŚ͘�dŚŝƐ�ǁŽƌŬƐ�ďĞĐĂƵƐĞ�
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ǇŽƵ͛ƌĞ�ŽĨĨĞƌŝŶŐ�ƐŽŵĞƚŚŝŶŐ�ŽĨ�ǀĂůƵĞ�ǁŝƚŚ�ŶŽ�ƐƚƌŝŶŐƐ�ĂƚƚĂĐŚĞĚ͘�/Ŷ�ŽƌĚĞƌ�ĨŽƌ�ƚŚŝƐ�ƚŽ�ǁŽƌŬ͕�
ǇŽƵ͛ůů�ŶĞĞĚ�ƚŽ�ƉƵƚ�together a training or workshop on a topic that lasts about 20-25 
ŵŝŶƵƚĞƐ͘� /Ĩ� ǇŽƵ� ƉƵƚ� ŽŶ� Ă� ŐŽŽĚ� ƐĞƐƐŝŽŶ͕� ǇŽƵ͛ůů� ĞƐƚĂďůŝƐŚ� ǇŽƵƌƐĞůĨ� ĂƐ� ĐƌĞĚŝďůĞ� ĂŶĚ�
trustworthy. Naturally, prospects will want to know more about you and your 
startup. 

Prospects are not stupid͖� ƚŚĞǇ� ŬŶŽǁ� ǇŽƵ͛ƌĞ� Ă� ƐƚĂƌƚƵƉ� ƚŚĂƚ�ǁĂŶƚƐ� ƚŽ� ƐĞůů� ƚŚĞŵ�
something. Often, the senior person who scheduled the meeting will ask you about 
ǇŽƵƌ�ĐŽŵƉĂŶǇ�Ăƚ�ƐŽŵĞ�ƉŽŝŶƚ�ĚƵƌŝŶŐ�ƚŚĞ�ƐĞƐƐŝŽŶ͕�Žƌ�ƚŚĞǇ͛ůů�ƚŚĂŶŬ�ǇŽƵ�ĂŶĚ�ƐĐŚĞĚƵůĞ�
time with you in the future. I know this because I scheduled dozens of high value 
meetings at my last startup with this approach. I was able to get clients, establish 
myself as an authority on the topic (that was related to my startup), and build my 
network. To this day, I still have good relationships with some of the senior leaders 
at these companies, because I helped them and their team for free. The training 
session I offered was of high value, and multiple times I was offered $5,000 or more 
to host another session. You need to put something together of value that people 
ǁŝůů�ďĞ�ǁŝůůŝŶŐ�ƚŽ�ƉĂǇ�ĨŽƌ͘�/Ĩ�ǇŽƵ�ĐĂŶ�ĚŽ�ƚŚĂƚ͕�ǇŽƵ͛ůů�ŽƉĞŶ�ƵƉ�ƐĂůĞƐ�ĐŽŶǀĞƌƐĂƚŝŽŶƐ�ǁŝƚŚ�
ĚĞĐŝƐŝŽŶ�ŵĂŬĞƌƐ�ǁŚŽ�ǁŝůů�ǁĂŶƚ�ƚŽ�ŚĞůƉ�ǇŽƵ͘��ǀĞŶ�ŝĨ�ƚŚĞǇ�ĚŽŶ͛ƚ�ďƵǇ�ĨƌŽŵ�ǇŽƵ͕�ǇŽƵ�ǁŝůů�
be building up your network, and they may even refer your business to others. 

භ Your goal is to book a meeting 

One thing a lot of people who are new to cold emailing do is try to sell their 
product via their cold email. The goal of cold email is to book a meeting. dŚĂƚ͛Ɛ�ŝƚ. You 
do not need to do more than that. This is exactly why you want to create curiosity, 
pique interest, lead with an insight, and so on. Too many people try to tell the 
ƉƌŽƐƉĞĐƚ� ĞǀĞƌǇƚŚŝŶŐ� Ăƚ� ŽŶĐĞ͕� ĂŶĚ� ĂƐ� ǁĞ͛ǀĞ� ĂůƌĞĂĚǇ� ĞƐƚĂďůŝƐŚĞĚ͕� ƚŚŝƐ� ĐĂŶ� ďĞ�
overwhelming or seen as disingenuous. In other words, selling in a cold email 
violates a couple best practices explained above. Remember, your goal is to book a 
meeting. 
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Real Message Examples 

�ĞůŽǁ�ĂƌĞ�ƚǁŽ�>ŝŶŬĞĚ/Ŷ�ŵĞƐƐĂŐĞƐ�ďƵƚ�ǇŽƵ͛ůů�ŐĞƚ�ĂŶ�ŝĚĞĂ�ŽĨ�ŚŽǁ�ƉĞƌƐŽŶĂůŝzation 
ǁŽƌŬƐ͘�/ƚ͛Ɛ�ŶŽ�ĚŝĨĨĞƌĞŶƚ�ĨŽƌ�>ŝŶŬĞĚ/Ŷ͘�,ĞƌĞ͛Ɛ�Ă�ƉƌŽƐƉĞĐƚ͛Ɛ��ďŽƵƚ�ƐĞĐƚŝŽŶ�ƚŚĂƚ�ŚĂƐ�ƐŽŵĞ�
unique information that shows their personality, tells a nice story, and gives you 
plenty of info to leverage for personalizing outreach. 

In my message below, I uƐĞĚ�͞�ĞƌƌŽ�EĞŐƌŽ͟�ĂƐ�ŵǇ�ƐƵďũĞĐƚ͘� 
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/ƚ͛Ɛ�ŝŵŵĞĚŝĂƚĞůǇ�ĐůĞĂƌ�ƚŽ�ƚŚĞ�ƉƌŽƐƉĞĐƚ�ƚŚĂƚ�ƚŚŝƐ�ŝƐ�ŶŽƚ�Ă�ƚĞŵƉůĂƚĞĚ�ŵĞƐƐĂŐĞ͘�/ƚ͛Ɛ�
personalized and likely very different from what she normally receives. With a 
ƉĞƌƐŽŶĂůŝǌĞĚ�ƐƵďũĞĐƚ�ůŝŶĞ͕�/͛ůů�ŚĂǀĞ�ĂŶ�ĂďŽǀĞ�ĂǀĞƌĂŐĞ�ĐŚĂŶĐe to get an open on my 
message.  

^ƵďũĞĐƚ�ůŝŶĞƐ�ŵĂƚƚĞƌ�ďĞĐĂƵƐĞ�ƉĞŽƉůĞ�ŐĞƚ�Ă�ƚŽŶ�ŽĨ�ŵĞƐƐĂŐĞƐ�ĂŶĚ�ŝƚ͛Ɛ�ƚŚĞ�ĨŝƌƐƚ�ƚŚŝŶŐ�
ƚŚĞǇ͛ůů�ƐĞĞ�ŝŶ�ƚŚĞŝƌ�>ŝŶŬĞĚ/Ŷ�ŝŶďŽǆ͘��ŽŶ͛ƚ�ŽǀĞƌƚŚŝŶŬ�ƚŚĞ�ƐƵďũĞĐƚ�ůŝŶĞ�ďƵƚ�ƚƌǇ�ƚŽ�ŵĂŬĞ�ŝƚ�
ƐƚĂŶĚ�ŽƵƚ͘��Ž�ŶŽƚ�ǁƌŝƚĞ�͞ tĞď��ĞǀĞůŽƉŵĞŶƚ�̂ ĞƌǀŝĐĞƐ�ĨŽƌ��ŽŵƉĂŶǇ�y͟�- dŚĂƚ͛Ɛ�ƐŽ�ĞĂƐǇ�
ƚŽ�ĚĞůĞƚĞ�ĂŶĚ�ŽƉĞŶŝŶŐ�ƚŚĂƚ�ŵĞƐƐĂŐĞ�ŝƐ�ŐŽŝŶŐ�ƚŽ�ďĞ�Ă�ǁĂƐƚĞ�ŽĨ�ƚŝŵĞ͘�zŽƵ�ŬŶŽǁ�ǁŚĂƚ͛Ɛ�
coming after that. Do your best to create curiosity. Make people want to click to 
read your message. 

Back to the message, below. I was able to personalize my message and connect 
the value proposition of what my product solves (save time researching prospects 
to make personalizing outreach easier) to a unique experience that my prospect told 
the world about on LinkedIn. I connect the struggle she has climbing Cerro Negro 
with the struggle her salespeople have personalizing outreach. Connecting those 
two pieces of information is a bit of an art and takes time to get good at. The more 
ǇŽƵ�ƉƌĂĐƚŝĐĞ�ĚŽŝŶŐ�ŝƚ͕�ƚŚĞ�ďĞƚƚĞƌ�ǇŽƵ͛ůů�ŐĞƚ͘ 

In my message, I have four points of personalization to point out. 

1. Cerro Negro 

2. Mentioning the uphill struggle  

3. Volcanic ash 

4. Put out some fires 
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Meeting booked!  

When I sent the message, I knew I had a really good shot of getting her to agree 
to a meeting. The message was highly personalized, creative, succinct, and definitely 
stands out because most messages on LinkedIn are garbage and email inboxes have 
tons of templated junk. The bar is low. Remember, if you put in the effort to do a 
ůŝƚƚůĞ�ƌĞƐĞĂƌĐŚ�ĂŶĚ�ĨŽůůŽǁ�ďĞƐƚ�ƉƌĂĐƚŝĐĞƐ͕�ǇŽƵ͛ůů�ŐĞƚ�ŵĞĞƚŝŶŐƐ͘ 

/Ĩ�ǇŽƵ͛ƌĞ�ŝŶĞǆƉĞƌŝĞŶĐĞĚ�ǁƌŝƚŝŶŐ�ĐŽůĚ�ŵĞƐƐĂŐĞƐ͕�ǇŽƵ�ŵƵƐƚ�ƌĞŵĞŵďĞƌ�ƚŚĂƚ�ǇŽƵ�ĚŽ�
not need to say everything in your message. Your goal is to get a meeting, not tell 
them everything about your company.  

zŽƵƌ�ƉƌŽƐƉĞĐƚ�ĚŽĞƐŶ͛ƚ�ĐĂƌĞ�ĂďŽƵƚ�ǇŽƵ͘��ŶĚ�ƚŚĂƚ͛Ɛ�ĐŽƌƌĞĐƚ͘�dŚĞƌĞ�ŝƐ�ĂŶ�ĞǆĐĞƉƚŝŽŶ͘�
If they make it known that they have a problem or demonstrate interest in 
something that you specifically solve, you can share a bit more about yourself 
ďĞĐĂƵƐĞ�ŝƚ͛Ɛ�ĨĂŝƌ�ƚŽ�ĂƐƐƵŵĞ�ŝƚ͛Ɛ�ŚŝŐŚůǇ�ƌĞůĞǀĂŶƚ͘� 
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The below example was cold outreach. To give you background on what I did 
before I sent the message, I used the LinkedIn content search for keywords that 
might show relevant LinkedIn activity and came across a post that my buyer persona 
ǁĂƐ�ĐŽŵŵĞŶƚŝŶŐ�ŽŶ͘�/�ĂůƐŽ�ĐŽŵŵĞŶƚĞĚ�ŽŶ�ƚŚĞ�ƉŽƐƚ�ĂŶĚ�͞ůŝŬĞĚ͟�ƚŚĞ�ĐŽŵŵĞŶƚƐ�ŽĨ�Ă�
few people who were in my buyer persona.  Prospects viewed my profile because I 
was a second degree connection liking their comments and people are naturally 
curious to see who gave them a like.  

After the comments and likes, I wrote a message. Below is the message I wrote. 
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>Ğƚ͛Ɛ�ƌĞǀŝĞǁ�ƚŚĞ�ŵĞƐƐĂŐĞ͙ 

Subject line - Relevant to the theme of the post.  

First line - References their recent activity, personalized opening sentence. Clearly 
not templated. 

Second line - /͛ŵ�ĐƌĞĂƚŝŶŐ�ŝŶƐĞĐƵƌŝƚǇ�ƚŚĂƚ�ƌĞůĂƚĞƐ�ƚŽ�ƚŚĞ�ǀĂůƵĞ�ƉƌŽƉ�ŽĨ�ŵǇ�ƉƌŽĚƵĐƚ͘� 

Third line - Given that the post he tagged his team in was about using some hard 
to find, niche financial document for sales research, I knew I could mention what we 
ĚŝĚ�ďĞĐĂƵƐĞ�/�ŬŶĞǁ�ƚŚĞ�ƉĂŝŶ�ŽĨ�ƌĞƐĞĂƌĐŚ�ǁĂƐ�ƚŚĂƚ�ƐĂůĞƐ�ƉĞŽƉůĞ�ĚŽŶ͛ƚ�ĚŽ�ƚŚĂƚ�ŬŝŶĚ�ŽĨ�
ƌĞƐĞĂƌĐŚ͘�/ƚ͛Ɛ�Ă�ƚŝŵĞ�ĐŽŶƐƵŵŝŶŐ�ƉƌŽĐĞƐƐ�ĂŶĚ�ƚŚĞǇ�ĚŽŶ͛ƚ�ĞǀĞŶ�ŬŶŽw where to find it.  

Fourth line - I doubled down by sending him a quick 30 second video of what we 
do (bonus points if you customize this video using Loom or Drift). 

Fifth line - soft call to action 

Meeting booked!  

If you follow the cold email best practices and commit an hour or two a day to 
ǁƌŝƚŝŶŐ�ĐŽůĚ�ĞŵĂŝůƐ͕�ǇŽƵ͛ůů�ďŽŽŬ�Ă�ƚŽŶ�ŽĨ�ŵĞĞƚŝŶŐƐ͘ 

Exercise: Write 10 personalized emails today 
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Cold Calling 

&ŽƵŶĚĞƌƐ�ŚĂƚĞ�ĐŽůĚ�ĐĂůůŝŶŐ�ďĞĐĂƵƐĞ�ŝƚ͛Ɛ�ŚĂƌĚ�ǁŽƌŬ͕�ŵŽƐƚ�ŽĨ�ƚŚĞ�ƚŝŵĞ�ǇŽƵ͛ƌĞ�ĚŝĂůŝŶŐ�
to voicemails, and when you do connect with someone you can face brutal rejection. 
dŚĞǇ�ĂůƐŽ�ƐĂǇ�ƚŚŝŶŐƐ�ůŝŬĞ�͞/͛Ě�ƉƌĞĨĞƌ�ƚŽ�ĞŵĂŝů�ŝŶƐƚĞĂĚ�ŽĨ�ŝŶƚĞƌƌƵƉƚŝŶŐ�ƚŚĞŝƌ�ĚĂǇ͘͟� 

Tedious work is a given when prospecting and rejection is guaranteed in sales. As 
far as interrupting is concerned, if you reasonably believe you can help a prospect 
solve a problem or eliminate a pain, some people will be happy that you called. If 
what you are calling about provides a solution to a problem, it will not be considered 
an interruption. 

Cold calling is very much a numbers game. You can reasonably expect to make 80 
calls and have 2-4 conversations which may lead to one booked meeting. Depending 
on your prospects, you may have more conversations.  

The goal of a cold call, much like cold emailing, is to book a meeting. There will be 
times when the person on the other end of the line is free to chat and open to 
learning more about your solution. But for the most part, your goal is to book a 
meeting.  

tŚĞŶ�ŵĂŬŝŶŐ�ĐŽůĚ�ĐĂůůƐ͕�ĚŽŶ͛ƚ�ƐƉĞŶĚ�ƚŝŵĞ�ƌĞƐĞĂƌĐŚŝŶŐ�ƚŚĞ�ƉƌŽƐƉĞĐƚƐ͘�:ƵƐƚ�ĚŝĂů͘���
common mistake junior salespeople make is to spend too much time on research 
before dialing. What usually happens is that nobody answers.  

As mentioned earlier, some prospects will only respond to cold calls. For local 
businesses, restaurants, and small businesses run by the owner, cold calling is almost 
always the most effective way to get a meeting. 

If you want to be more strategic with cold calls, you can call prospects who open 
your emails multiple times. These will still be cold calls, but your prospect may be a 
little bit warmed up. 

http://www.profs.co/


 
 

www.profs.co  
41 

Cold calling is very much about pitching what you can do to benefit the prospect. 
zŽƵ͛ůů do most of the talking, with the goal of securing time on the calendar in the 
future for a proper intro call. 

A cold calling script you can use. 

Hey [name] - This is Joe Benjamin with Profs.co.  

How have you been?  

[name] Calling because competitors like [X] are using Profs to [solve problem] - 

Does it make sense to give you more detail about how we [solve problem]? 

If they say yes, you can ask them if they have their calendar in front of them. If 
they do, suggest a date and get the meeting booked. Ideally you get the meeting 
ŝŶǀŝƚĞ�ƐĞŶƚ�ĂŶĚ�ĂĐĐĞƉƚĞĚ�ǁŚŝůĞ�ƚŚĞǇ͛ƌĞ�ŽŶ�ƚŚĞ�ƉŚŽŶĞ͘ 

/Ĩ�ƚŚĞǇ�ĂƐŬ�ǇŽƵ�ƋƵĞƐƚŝŽŶƐ�ďƵƚ�ĚŽŶ͛ƚ�ĂŐƌĞĞ�ƚŽ�Ă�ĐĂůů͕�ŚĂǀĞ�Ă�ĐŽŶǀĞƌƐĂƚŝŽŶ�ǁŝƚŚ�ƚŚĞŵ͘�
Educate them. And ask again for a time to chat in more detail. 

/Ĩ�ƚŚĞǇ�ƐĂǇ�ƚŚĞǇ͛ƌĞ�ŶŽƚ�ƚŚĞ�ĐŽƌƌĞĐƚ person, ask them who you should be speaking 
with. 

The best times to cold call may depend on the industry. Calling restaurants means 
avoiding their open hours. You need to call between meal service or first thing in the 
morning.  

Calling people with gatekeepers is always tough. Respect gatekeepers! They have 
a lot of power. You can try getting around gatekeepers by calling before and after 
normal business hours. 

When it comes to leaving voicemails, you should leave them without any 
ĞǆƉĞĐƚĂƚŝŽŶ�ƚŚĂƚ�ǇŽƵ͛ůů�Őet a call back. I would consider them more of a touchpoint. 
zŽƵ�ĐĂŶ�ŵĞŶƚŝŽŶ�ǇŽƵ͛ůů�ďĞ�ĨŽůůŽǁŝŶŐ�ƵƉ�ǁŝƚŚ�ƚŚĞŵ�ďǇ�ĞŵĂŝů�ĂŶĚ�Žƌ�ǇŽƵ͛ůů�ďĞ�ĐĂůůŝŶŐ�
back tomorrow. 

�ǆĞƌĐŝƐĞ͗�ƐƉĞŶĚ�ŽŶĞ�ĚĂǇ�ŵĂŬŝŶŐ�ĐŽůĚ�ĐĂůůƐ͘�dŚĂƚ͛Ɛ�Ăůů�ǇŽƵ�ĚŽ͘�EŽƚŚŝŶŐ�ĞůƐĞ͘ 
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LinkedIn 

As mentioned earlier, we got about half of our clients at my last startup using 
LinkedIn. It was so successful that I wrote a different book on how to do it! In this 
book, I'll provide you with some tips and tactics on how you can use LinkedIn to your 
benefit to book meetings, drive traffic to your website, and get clients. Email me if 
ǇŽƵ�ǁĂŶƚ�͞dŚĞ�>ŝŶŬĞĚ/Ŷ�'ƵŝĚĞ�dŽ��ŽŽŬŝŶŐ�DŽƌĞ�DĞĞƚŝŶŐƐ͘͟ 

Like most things, the more work you put into it, the better results you'll see. 

 

You may already be aware of certain aspects of using LinkedIn, however some 
things you may not know are about gaming LinkedIn's algorithm, LinkedIn Pods, and 
how to leverage the Reciprocity Principle. 

Ɣ Post Consistently 

It's a pain in the ass to post on a regular basis, but it's key to building a following. 
This is hard - I struggled with it for a variety of reasons. Knowing what I know now, I 
would have dedicated more time to LinkedIn instead of testing other channels 
because our buyer persona is active on LinkedIn. And I would have created a content 
calendar and spent less time thinking about what I posted in order to ensure I was 
active most days. This is the hardest part, but even if you're not posting 5 days a 
week, you can still get leads and clients. Create a content calendar! 

,ĞƌĞ͛Ɛ�Ă�ůŝƐƚ�ŽĨ�>ŝŶŬedIn post ideas: https://revpilots.com/linkedin-post-ideas/ 

භ Be Known For Something 

Build a personal brand on LinkedIn - It's not complicated to do. Post about 
whatever your niche is and what you know well. You should be an expert on 
something, so make sure to let the world know. Give away your expertise, and 
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remember, even the basic stuff you know has value! The 101 knowledge may have 
wider appeal than the more 401 stuff. Don't overestimate your prospects. 

භ This Is Key to Remember (and will help you in all aspects of sales) 

Nobody cares about your business; they care about themselves and only 
themselves. Once you realize that the person on the other end is self-centered when 
it comes to sales interactions, and rightfully so, this will help you approach things so 
you benefit them, making it more likely for you to close, and causing rejection to 
sting a little less. Never connect with someone and immediately pitch them. Ever! 
/ƚ͛Ɛ�ŶŽƚ�ĞĨĨĞĐƚŝǀĞ�ĂŶĚ�ŝƚ�ƐŚŽǁƐ�ǇŽƵ�ŽŶůǇ�ĐĂƌĞ�ĂďŽƵƚ�ǇŽƵƌƐĞůĨ͘ 

භ Gaming LinkedIn's Algorithm With Your Posts 

LinkedIn cares about "dwell time" on posts in the feed. The longer people spend 
reading your posts, the more they'll get promoted by LinkedIn. This means writing a 
post with a hook before the "see more..." button to get people to click "see more.."  
You should write the post so it's spaced out line by line. Some call this "broetry" but 
it works, and longer posts usually perform better.  

If it makes sense, ask a question or have a call to action (CTA) at the end of the 
post to drive engagement. Limit the number of links, having a maximum of two links, 
ĂůƚŚŽƵŐŚ�ŶŽŶĞ�ŝƐ�ŝĚĞĂů͘�>ŝŶŬĞĚ/Ŷ�ǁĂŶƚƐ�ƉĞŽƉůĞ�ƚŽ�ƐƚĂǇ�ŽŶ�>ŝŶŬĞĚ/Ŷ͕�ƐŽ�ŝƚ͛Ɛ�ďĞƚƚĞƌ�ƚŽ�
add a link in the comments after you post, or edit the post after it's live and include 
a link in the body. Likewise, limit the number of hashtags you put to between three 
and five. I prefer to select hashtags with large followings that my buyer persona 
ǁŽƵůĚ�ĨŽůůŽǁ͘�WŽƐƚƐ�ƚŚĂƚ�ǇŽƵ�ΗƐŚĂƌĞΗ�ĚŽ�ŶŽƚ�ƉĞƌĨŽƌŵ�ǁĞůů͕�ƐŽ�ŝƚ͛Ɛ�ďĞƚƚĞƌ�ƚŽ�ƉŽƐƚ�ƚŚĞ�
original. Video doesn't perform as well as text posts, in my experience, but you may 
ďĞ�ďĞƚƚĞƌ�Ăƚ�ĐƌĞĂƚŝŶŐ�ǀŝĚĞŽ�ĐŽŶƚĞŶƚ�ƚŚĂŶ�/�Ăŵ͘�/͛ŵ�ŶŽƚ�ĐĞƌƚĂŝŶ�ǀŝĚĞŽ�ŐĞƚƐ�ƉĞŶĂůŝǌĞĚ͕�
ŝƚ�ƉƌŽďĂďůǇ�ĚŽĞƐŶ͛ƚ͕�ďƵƚ�ŝƚ�ĐĂŶ�ďĞ�ŚĂƌĚĞƌ�ƚŽ�ĐƌĞĂƚĞ�ŚŝŐŚ�ƋƵĂůŝƚǇ�ǀŝĚĞŽ�ĐŽŶƚĞŶƚ�ƚŚĂƚ�
stops people from scrolling, they watch, and engage with it. Last, always respond to 
and like the comments. 
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භ Profile Basics 

Make your profile a landing page more than a resume. Leverage the featured 
section with your two best items, ideally short demo videos. Your headline should 
not be your job title, a formula you can use is I help X with Y by Z, with Z being what 
differentiates you. Example: I help Founders close more business by connecting 
them with vetted fractional sales talent. Get a decent profile pic. This means you 
should have a professional headshot or at least a high quality photo. Most B2B 
buyers will check out your profile before buying. 

භ The Reciprocity Principle is powerful! 

Do giveaways related to your expertise or offering. At CheetahIQ we built a search 
engine designed for B2B salespeople. I would post on LinkedIn an offer for "free 
research reports" (using our own product), then our buyer persona would message 
us asking for a free research report. This was a worthwhile giveaway because we 
gave away something people would pay for. Then, after we sent the report, they 
would ask us how we did it, if they could get a demo, sign up, refer us to a decision 
maker, or simply thank us.  

Some of the people who thanked us ended up becoming unofficial ambassadors, 
tagging us in posts and recommending us to other customers. What's something you 
can give away that's related to a problem you solve? 

https://en.wikipedia.org/wiki/Reciprocity_(social_psychology)#The_power_of_r
eciprocity 

භ Repurpose content 

You will post text statuses that do well. You can turn those into mini guides and 
use them as giveaways in the future. This can also be turned into blog posts, tweets, 
etc. You can also re-use LinkedIn posts. In fact, two statuses I posted turned into 
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blog posts which ended up ranking in the top 3 on Google. I used Canva to create 
my assets. You can make a guide using Canva that people will value in 5-10 minutes. 
Do not spend a ton of time making it. The content is more important than the design. 
If your content has value, then your design will be good enough. Get it done and get 
it posted! 

භ  Build Your Network 

I prefer not to write messages when adding people because most people will 
accept based on your profile, not your message. If you can write a quality, 
personalized message, then go for it, but the ROI is not there, in my experience. Add 
people on a regular basis who fit your buyer persona. Additionally, write thoughtful 
comments on posts by people in your industry who have high engagement. You can 
also "follow" people and engage with their content. This is a good way to build a 
genuine connection. Finally, add people who engage with your posts. 

භ  Some LinkedIn Truth 

Despite what they may say, a lot of the "thought leaders" used LinkedIn pods early 
on to build a following. They did post consistently but they helped each other out or 
used random pods. To this day, people who get ridiculously high engagement are 
liking and commenting on each other's posts. You can post your status in a few 
groups/slack chats that are relevant to your space. They often have channels for this 
exact purpose. 

I won't name names but there are people now who get hundreds, sometimes 
thousands, of likes because they got started this way. Lame content does well, 
unfortunately. The guy who interviewed the homeless, drug addict who didn't shake 
their hand during the interview but is now the CEO gets a lot of likes and comments, 
probably tens of thousands of views. That's good for exposure, but not necessarily 
for your business. Highly engaged niche audiences are much more valuable. 
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භ Your LinkedIn Competition is Noise 

The feed is filled with shitty posts and inboxes that are filled with pitch after pitch. 
NEVER pitch someone right after you connect - it's a terrible way to do business. If 
you want to message someone, personalize it (you'll stand out), or provide them 
something of value without asking for anything. Always play the long game. 

LinkedIn Sales Navigator is worth it for the search functionality, but not the 
messaging feature. The LSN messages are worth close to zero. They just don't 
convert into meetings. So I wouldn't recommend buying it if you wanted to send 
more messages. The search functionality allows you to filter by all the required 
criteria you need to build your prospect lists. 

භ Other things... 

Make your profile public so you get a touch point when you view someone's 
profile. There are tools to automate viewing of profiles that violate linkedin's Terms 
of Service but can be worth it to drive views back to your profile. People will be 
curious about who this "Founder" is when they see you viewed their profile. They 
may visit my profile, read a bit about me and my company, view my featured items, 
and go to my website. LinkedIn was the #1 referral source of web traffic for my last 
startup.  

Exercise: Turn your LinkedIn profile into a landing page and create a content 
calendar for LinkedIn posts. 
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Creative Outreach Ideas 

Committing time to cold emailing, cold calling, and social selling will get you 
meetings.  Unfortunately, salespeople have all sorts of sales engagement tools they 
use to fire off hundreds of emails and dozens of LinkedIn messages with just a few 
clicks. This can make it harder to connect with your prospects, as they are inundated 
with cold emails, LinkedIn spam, and sometimes even calls. Plus, prospects are busy. 
Standing out with a creative prospecting technique can be a differentiated way to 
book meetings that should be saved fŽƌ�ŚŝŐŚ�ǀĂůƵĞ�dŝĞƌ�ϭ�ƉƌŽƐƉĞĐƚƐ�ǁŚŽ�ǇŽƵ�ŚĂǀĞŶ͛ƚ�
been able to reach. 

භ  Venmo 

�Ǉ�ƐĞŶĚŝŶŐ�Ă�ƐŵĂůů�ĂŵŽƵŶƚ�ŽĨ�ŵŽŶĞǇ͕�ǇŽƵ͛ůů�ŐĞƚ�ƚŚĞ�ĂƚƚĞŶƚŝŽŶ�ŽĨ�ǇŽƵƌ�ƉƌŽƐƉĞĐƚ͘�
Since Venmo is a mobile app, your prospect will receive a notification on their 
ƉŚŽŶĞ͘�zŽƵ͛ƌĞ�ĂďůĞ�ƚŽ�ŝnclude a message which can act as a touchpoint. 

Of course there are drawbacks to using Venmo: Some prospects do not use 
Venmo, some will find it invasive because this is their personal account. But without 
any risk, there is no reward. Note that this tactic is very bold. 

භ Use Piñata Farms 

Piñata Farms is an app that allows a user to easily create meme videos; these 
types of meme videos are almost never used in sales. The reason this will work well 
is because 95% of prospecting outreach are emails and calls. A customized video will 
get their attention and characterize you/your company as unique. 

Piñata Farms enables someone who has no video editing skills to use their 
creativity to quickly and easily design a meme ǀŝĚĞŽ͘�zŽƵ�ĐĂŶ�ŐƌĂď�ǇŽƵƌ�ƉƌŽƐƉĞĐƚ͛Ɛ�
face from their LinkedIn profile and add it to a video or a gif. Or you can use text 
based editing to more interestingly convey how you can help. 

/Ĩ�ǇŽƵƌ�ƉƌŽƐƉĞĐƚ�ŚĂƐ�Ă�ƐĞŶƐĞ�ŽĨ�ŚƵŵŽƌ͕�ĂŶĚ�ǇŽƵ�ĚŽ�ƚŚŝƐ�ĐŽƌƌĞĐƚůǇ͕�ǇŽƵ͛ƌĞ�going to 
ƐƚĂŶĚ�ŽƵƚ͘�/Ĩ�ǇŽƵ�ƐƚĂŶĚ�ŽƵƚ͕�ǇŽƵ͛ůů�ŚĂǀĞ�Ă�ďĞƚƚĞƌ�ƐŚŽƚ�ŽĨ�ďŽŽŬŝŶŐ�Ă�ŵĞĞƚŝŶŐ͘ 
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භ Use Reface 

Like Piñata Farms, Reface makes it easy to create meme videos and gifs. Although 
this app was never intended to be a tool for sales prospecting, it can be used to cut 
through the noise. If your traditional methods of outreach are not working, you will 
need to get creative. 

Reface ĐĂŶ�ďĞ�Ă�ƚŽŽů�ƚŚĂƚ�ǇŽƵ�ĂĚĚ�ƚŽ�Ă�ƐƚĞƉ�ŝŶ�ǇŽƵƌ�ŽƵƚƌĞĂĐŚ�ƐĞƋƵĞŶĐĞ�ǁŚĞŶ�ǇŽƵ͛ƌĞ�
not getting the results you want. It can be time consuming to find the right celebrity 
or gif to replace your prospect with, and it may be a bit unnerving to send this. 
However, if you can find the appropriate clip to use in your sales prospecting, it can 
be extremely effective. 

භ Use A Picture Meme 

dŚĞ� ŝŶƚĞƌŶĞƚ� ŚĂƐ� ďĞĞŶ� ƚĂŬĞŶ� ŽǀĞƌ� ďǇ�ŵĞŵĞƐ� ďĞĐĂƵƐĞ� ƚŚĞǇ͛ƌĞ� Ă� ƋƵŝĐŬ� ǁĂǇ� ƚŽ�
ĐŽŶǀĞǇ�Ă�ŵƵůƚŝůĂǇĞƌĞĚ�ŵĞƐƐĂŐĞ͘�/Ĩ�ǇŽƵ͛ƌĞ�ǁƌŝƚŝŶŐ�ƉĞƌƐŽŶĂůŝǌĞĚ�ĞŵĂils, making calls, 
and need to find a way to get your message to your prospect, a standard meme can 
help you book a meeting. You could even add it to your cold email campaigns. Like 
the other ideas, if your prospect is getting tons of text emails all day, this will make 
it so you stand out. 

dŚĞ�ĐŚĂůůĞŶŐĞ�ǁŝƚŚ�ŵĞŵĞƐ�ŝƐ�ƚŚĞǇ�ǁŝůů�ĨĂůů�ĨůĂƚ�ŝĨ�ƚŚĞǇ͛ƌĞ�ŶŽƚ�ŝŶƚĞƌĞƐƚŝŶŐ͕�ĐƌĞĂƚŝǀĞ�
or relevant. I have posted memes on LinkedIn that drove inbound leads, but not 
everyone has the talent to make a text meme. Unlike Piñata Farms and Reface, 
image memes have less depth and some people will simply not understand what 
ǇŽƵ͛ƌĞ�ƚƌǇŝŶŐ�ƚŽ�ƐĂǇ͘�dŚĞƌĞ�ĂƌĞ�ŵĂŶǇ�ĨƌĞĞ�ƐŝƚĞƐ�ƚŚĂƚ�ŵĂŬĞ�ŝƚ�ĞĂƐǇ�ƚŽ�create memes. 

භ Send A Cameo 

/Ĩ� ǇŽƵ͛ƌĞ� ŶŽƚ� ĨĂŵŝůŝĂƌ� ǁŝƚŚ� Cameo͕� ŝƚ͛Ɛ� Ă� ŵĂƌŬĞƚƉůĂĐĞ� ǁŚĞƌĞ� ǇŽƵ� ĐĂŶ� ďƵǇ�
customized celebrity shoutouts. You can select a celebrity across a variety of 
categories from former professional athletes, to television stars, to D-list celebrities, 
ĂŶĚ�ŚĂǀĞ�ƚŚĞŵ�ƐĂǇ�ƐŽŵĞƚŚŝŶŐ�ŝŶ�Ă�ďƌŝĞĨ�ǀŝĚĞŽ�ĐůŝƉ͘�zŽƵ͛ƌĞ�ƚŚĞŶ�ĂďůĞ�ƚŽ�ƐĞŶĚ�ƚŚŝƐ�ƚŽ�Ă�
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ƐĂůĞƐ�ƉƌŽƐƉĞĐƚ͘� /ƚ͛Ɛ�ƉƌŽďĂďůǇ�ƚŚĞ�ďĞƐƚ�ĐƌĞĂƚŝǀĞ�ƐĂůĞƐ�ƉƌŽƐƉĞĐƚŝŶŐ� ŝĚĞĂ͕�ďĞĐĂƵƐĞ� ŝƚ͛Ɛ�
customizable and personal. 

If you do a little research on your prospect and figure out they like the Dallas 
Cowboys, you can find a former player and have them send a message on your 
behalf. Using sites like Twitter, LinkedIn, and Facebook can help you figure out what 
ǇŽƵƌ�ƉƌŽƐƉĞĐƚ�ůŝŬĞƐ͘�/Ĩ�ŝƚ͛Ɛ�Ă�ƚŽƉ�ƐĂůĞƐ�ƉƌŽƐƉĞĐƚ�ĂŶĚ�ǇŽƵ�ĐĂŶ͛ƚ�ĨŝŶĚ�ĂŶǇƚŚŝŶŐ͕�/�ǁŽƵůĚ�
recommend you reach out to someone on their team to see if you can gather any 
intel. The reason you need to do research is because Cameos are not cheap. They 
can range from $10 to hundreds of dollars per video. The other tools mentioned are 
free and can still be quite effective. 

Another thing to remember about using Cameo is that there will be a lead time. 
Unlike the other sales prospecting ideas that can be made in as little as five minutes, 
Cameo can take days to receive your finished video. Make sure to factor this into 
your timeline. 

dŚĞƐĞ�ĐƌĞĂƚŝǀĞ�ǁĂǇƐ�ƚŽ�ƉƌŽƐƉĞĐƚ�ĂƌĞ�Ăůů�ŝĚĞĂƐ�ƚŚĂƚ�ĐĂŶ�ǁŽƌŬ�ďĞĐĂƵƐĞ�ǇŽƵ͛ƌĞ�ĚŽŝŶŐ�
something different. When eǀĞƌǇ�ŽƚŚĞƌ�^�Z�ĂŶĚ�&ŽƵŶĚĞƌ�ǇŽƵ͛ƌĞ�ĐŽŵƉĞƚŝŶŐ�ǁŝƚŚ�ŝƐ�
Zigging, you want to Zag. Standing out is critical. You may find that Venmo as a 
ĐƌĞĂƚŝǀĞ�ƉƌŽƐƉĞĐƚŝŶŐ�ŝĚĞĂ�ŝƐŶ͛ƚ�ǁŽƌŬŝŶŐ͕�ďƵƚ�ƚŚĂƚ�ĚŽĞƐŶ͛ƚ�ŵĞĂŶ�ƚŚĂƚ��ĂŵĞŽ�Žƌ�WŝŹĂƚĂ�
Farms wont. Make sure to try them all. >ŝŬĞ�ĂŶǇƚŚŝŶŐ�ƚŚĂƚ͛Ɛ�ĚŝĨĨĞƌĞŶƚ͕�ǇŽƵ�ŚĂǀĞ�ƚŽ�
figure out what works for you.  

Keep in mind that a lot of your success will originate in the research you have done 
on your prospect, so the creative prospecting technique you decide to use is 
relevant. Finding something that is personal to your sales prospect, and then 
connecting that to one of these creative sales outreach ideas is going to be key. And 
ŝƚ͛Ɛ�ŐŽŝŶŐ�ƚŽ�ƚĂŬĞ�ŵŽƌĞ�ƚŝŵĞ�ƚŚĂŶ�ŝƚ�ŶŽƌŵĂůůǇ�ǁŽƵůĚ�ƚŽ�ĐƌĞĂƚĞ�Ă�ŵĞŵĞ�Žƌ�ƵƐĞ�ZĞĨĂĐĞ�
than it would to write a cold email or make a cold call. Make sure that you are using 
your time wisely! 

භ Gifting 
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A few years ago when most everyone was still working from an office, we sent a 
few hundred bucks worth of cheesecakes to prospects and clients. We selected 
Eileen's Cheesecakes, a local NYC cheesecake place, because it was near our office 
and our prospects were across the country. This resulted in hundreds of thousands 
in new sales opportunities. Gifting works͘�dŚĞƌĞ͛Ɛ�Ă�ƌĞĂƐŽŶ�ǁŚǇ�ŐŝĨƚŝŶŐ�ƉůĂƚĨŽƌŵƐ�ůŝŬĞ�
Sendoso and Alyce are doing well. Gifting can be too expensive for early stage 
ƐƚĂƌƚƵƉ� &ŽƵŶĚĞƌƐ͕� ďƵƚ� ŝƚ͛s absolutely worth considering if you can afford it. 
ZĞŵĞŵďĞƌ͕�ǇŽƵ�ĂůƐŽ�ŶĞĞĚ�ƚŽ�ƐĞŶĚ�Ă�ƉĞƌƐŽŶĂůŝǌĞĚ�ŵĞƐƐĂŐĞ�ƚŚĂƚ͛Ɛ�ĐŽŶŶĞĐƚĞĚ�ƚŽ�ƚŚĞ�
gift in some way.  

භ Direct Mail 

Write a note and send it via a FedEx envelope. FedEx envelopes get opened. The 
challenge now is to acquire the address of your prospect with so many people 
working from home. 

භ Book Summary 

Write a book summary of a non-fiction book that provides a lot of actionable 
advice which is relevant to your industry. Every industry has books that people in 
that industry should read, and they know that they should read it. Despite this, 
reading often takes more time than the average person is willing to spend. Read the 
book and take detailed notes, providing your prospects with all of the essential 
information but without having to spend hours finding it themselves. Feel free to 
include your own commentary, though that is not always necessary.  

DĞƐƐĂŐĞ�ƉƌŽƐƉĞĐƚƐ�ĂƐŬŝŶŐ�ƚŚĞŵ�ŝĨ�ƚŚĞǇ͛Ě�ůŝŬĞ�ƚŽ�ƌĞĐĞŝǀĞ�Ă�ƐƵŵŵĂƌǇ�ŽŶ�y�ďĞĐĂƵƐĞ�
it will help with Y (X being the book, Y being something the book should solve for). 
Try to connect it to their role or department in some way. This is a touchpoint you 
can use to build connections with prospects before you ask them for anything. I did 
this in the past to build a network of new connections, and I opened up sales 
conversations with new prospects as well. 
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,ĞƌĞ͛Ɛ�Ă� ƌĞĂů�ĞǆĂŵƉůĞ�ŽĨ� ƚŚĞ�ďŽŽŬ�ƐƵŵŵĂƌǇ� ƚĂĐƚŝĐ͘� /� ƐĞĂƌĐŚĞĚ� ĨŽƌ� ƚŚĞ�ďŽŽŬ�ŽŶ�
LinkedIn and saw she had posted about it. With my LinkedIn profile showing a demo 
video of my producƚ͕�ŝƚ�ǁĂƐŶ͛ƚ�ƐƵƌƉƌŝƐŝŶŐ�ƐŚĞ�ůŽŽŬĞĚ�Ăƚ�ŵǇ�ƉƌŽĨŝůĞ�ĂŶĚ�ƐĂǁ�ƚŚĞ�ĚĞŵŽ�
video. 
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When Should You Use a Creative Sales Outreach Idea? 

dŚĞƌĞ͛Ɛ�ŶŽ�ƌŝŐŚƚ�Žƌ�ǁƌŽŶŐ�ĂŶƐǁĞƌ�ƚŽ�ƚŚŝƐ�ƋƵĞƐƚŝŽŶ͕�ĂŶĚ�ǁŚĂƚ�ŝƐ�ƌŝŐŚƚ�ĨŽƌ�ǇŽƵ�ǁŝůů�
ĚĞƉĞŶĚ�ŽŶ�ǇŽƵƌ�ĐŝƌĐƵŵƐƚĂŶĐĞƐ͘�/Ĩ�ǇŽƵ͛ƌĞ�ŶŽƚ�Ɖersonalizing your outreach and getting 
ŐŽŽĚ�ƌĞƐƵůƚƐ͕�ŝƚ͛Ɛ�ƉƌŽďĂďůǇ�ŶŽƚ�ǁŽƌƚŚ�ǇŽƵƌ�ƚŝŵĞ͘� 

hƐĞ�ŝƚ�ǁŚĞŶ�ǇŽƵ�ŚĂǀĞ�Ă�ŚŝŐŚ�ǀĂůƵĞ�ƉƌŽƐƉĞĐƚ�ǇŽƵ�ĐĂŶ͛ƚ�ƌĞĂĐŚ͗ 

Ɣ /Ĩ�ǇŽƵ�ŚĂǀĞ�Ă�ŚŝŐŚ�ĂǀĞƌĂŐĞ�ĐŽŶƚƌĂĐƚ�ǀĂůƵĞ͕�ŝƚ͛Ɛ�ǁŽƌƚŚ�ƚƌǇŝŶŐ�ŝĨ�ǇŽƵ͛ƌĞ�ŶŽƚ�
hitting your numbers. Given the time it can take and potential cost with 
something like Cameo, the ROI has to be there to justify this as a creative 
prospecting technique. 

Ɣ /Ĩ�ǇŽƵ�ŚĂǀĞŶ͛ƚ�ďĞĞŶ�ĂďůĞ�ƚŽ�ŐĞƚ�Ă�ƌĞƉůǇ�ĨƌŽŵ�Ă�ŚŝŐŚ�ǀĂůƵĞ�ƉƌŽƐƉĞĐƚ͘ 

Ɣ zŽƵ͛ƌĞ�ŝŶ�Ă�ĐŽŵƉĞƚŝƚŝǀĞ�ƐƉĂĐĞ�ĂŶĚ�ƐĞůů�ĂŶ�ƵŶĚŝĨĨerentiated product. 

Ɣ A prospect has gone cold. 

�ǆĞƌĐŝƐĞ͗�^ĞůĞĐƚ�ϱ�ŚŝŐŚ�ǀĂůƵĞ�ƚŝĞƌ�ŽŶĞ�ƉƌŽƐƉĞĐƚƐ�ǇŽƵ�ŚĂǀĞŶ͛ƚ�ďĞĞŶ�ĂďůĞ� ƚŽ�ŐĞƚ� ŝŶ�
touch with and try a creative outreach idea. 
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A Simplified Sales Process 

dŚŝƐ�ŝƐ�Ă�ƐŝŵƉůŝĨŝĞĚ�ƐĂůĞƐ�ƉƌŽĐĞƐƐ͘�/ƚ͛Ɛ�ǀĞƌǇ�ďĂƐŝĐ�ĂŶĚ�/�ǁĂŶƚ�ƚŽ�ĞŵƉŚĂƐŝǌĞ�ƚŚĂƚ͘�/ƚ͛Ɛ�
possible yours is more complex and involves more decision makers. However, for 
ƉƵƌƉŽƐĞƐ�ŽĨ�ƵŶĚĞƌƐƚĂŶĚŝŶŐ�ŚŽǁ�ƚŚŝƐ�ĐŽƵůĚ�ůŽŽŬ͕�ǁĞ͛ƌĞ�ŬĞĞƉŝŶŐ�ŝƚ�ƐŝŵƉůĞ͘ 

1. Meeting One - Intro Call 

2. Meeting Two - Demo Call 

3. Meeting Three - Proposal Call 

භ Intro Call (Discovery) 

�ĨƚĞƌ�Ă�ƉƌŽƐƉĞĐƚ�ŚĂƐ�ĂŐƌĞĞĚ�ƚŽ�ŵĞĞƚ�ǁŝƚŚ�ǇŽƵ�ĨŽƌ�ƚŚĞ�ĨŝƌƐƚ�ƚŝŵĞ͕�ǇŽƵ͛ůů�ŚĂǀĞ�ǁŚĂƚ�
is called an Introductory Call. This is your first call, which is usually calendared for 
ƚŚŝƌƚǇ�ŵŝŶƵƚĞƐ͘� /ƚ� ŝƐ�ǀĞƌǇ�ƵŶůŝŬĞůǇ�ǇŽƵ�ǁŝůů�ŐĞƚ�ŵŽƌĞ�ƚŝŵĞ͘��ŽŶ͛ƚ�ǁŽƌƌǇ͕� ƚŚŽƵŐŚ͕�ĂƐ�
thirty minutes is plenty of time to determine a mutual fit.  

During an introductory call, also sometimes called a discovery call, you will 
ĚĞƚĞƌŵŝŶĞ�ŝĨ�ƚŚĞƌĞ͛Ɛ�Ă�ŵƵƚƵĂů�Ĩŝƚ�ĨŽƌ�ďŽƚŚ�ǇŽƵ�ĂŶĚ�ƚŚĞ�ƉƌŽƐƉĞĐƚ͘�zŽƵ͛ůů�ƵŶĚĞƌƐƚĂŶĚ�
what their pains and problems are with the goal of moving them to the next step in 
the sales process, which is usually a product demonstration. 

The first call you have with a prospect is arguably the most important call in the 
ĞŶƚŝƌĞ�ƐĂůĞƐ�ƉƌŽĐĞƐƐ͘�/ĚĞĂůůǇ͕�ǇŽƵ͛ůů�ĐŽŵĞ�ƚŽ�ƵŶĚĞƌƐƚĂŶĚ�ƚŚĞŝƌ�Ɖains and problems. 
zŽƵ͛ůů� ůĞĂƌŶ�ĂƐ�ŵƵĐŚ�ĂƐ�ǇŽƵ�ĐĂŶ�ĂďŽƵƚ�ƚŚĞŝƌ�ĐŽŵƉĂŶǇ͕�ƚŚĞŝƌ�ŐŽĂůƐ͕�ƚŚĞŝƌ�ƌŽůĞ͕�ƚŚĞŝƌ�
buying process, what problem needs to be solved, why that problem should be 
ƐŽůǀĞĚ͕�ǁŚǇ�ƚŚĂƚ�ƉƌŽďůĞŵ�ŝƐ�ƚŝŵĞ�ƐĞŶƐŝƚŝǀĞ͕�ǁŚĂƚ�ŚĂƉƉĞŶƐ�ŝĨ�ƚŚĂƚ�ƉƌŽďůĞŵ�ŝƐŶ͛t solved 
now, and more.  

�ůƚŚŽƵŐŚ� ǇŽƵ͛ůů� ďĞ� ĂƐŬŝŶŐ� Ă� ůŽƚ� ŽĨ� ƋƵĞƐƚŝŽŶƐ͕� ǇŽƵ͛ůů� ŶĞĞĚ� ƚŽ�ŵĂŬĞ� ƐƵƌĞ� ƚŚŝƐ� ŝƐ�
ĐŽŶǀĞƌƐĂƚŝŽŶĂů͘�DĂŬĞ�ƐƵƌĞ�ǇŽƵ�ĚŽŶ͛ƚ�ƐŽƵŶĚ�ůŝŬĞ�Ă�ƌĞƉŽƌƚĞƌ�ĚŽŝŶŐ�ĂŶ�ŝŶƚĞƌǀŝĞǁ�Žƌ�Ă�
detective questioning a witness. Remember earlier when I said you need to think of 
yourself as a consultant or business doctor? This is when you do that. 
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භ Pre Call 

Before your call you need to prepare. Pre-call research is important to establish 
credibility and not waste time asking questions you could have learned about with 
basic research. Look up the location of the company, the profiles of the people 
ǇŽƵ͛ƌĞ�ŵĞĞƚŝŶŐ�ǁŝƚŚ͕�ƌĞǀŝĞǁ�ƚŚĞ�ĐŽŵƉĂŶǇ�ǁĞďƐŝƚĞ͕�ƌĞǀŝĞǁ�ƚŚĞŝƌ�ŚĞĂĚĐŽƵŶƚ͕�ĞƚĐ͘�zŽƵ�
want to do research so you can bring it up on the call to make yourself look more 
credible when necessary. 

/ƚ͛Ɛ�ĂůƐŽ�ŝŵƉŽƌƚĂŶƚ�ƚŽ�ůŽŽŬ�Ăƚ�ƚŚĞ�ƌŽůĞ�ŽĨ�ƚŚĞ�ƉĞƌƐŽŶ�ǇŽƵ͛ƌĞ�ŵĞĞƚŝŶŐ�ǁŝƚŚ͘� 

All this research should take about five to fifteen minutes. Jot down some notes 
ƐŽ�ǇŽƵ�ŚĂǀĞ�ƚŚĞŵ�ŚĂŶĚǇ�ĨŽƌ�ƚŚĞ�ĐĂůů͘��ĚĚŝƚŝŽŶĂůůǇ͕�ǇŽƵ͛ůů�ǁĂŶƚ�ƚŽ�ŐŽ�ŝŶƚŽ�ƚŚĞ�ĐĂůů�ǁŝth 
ƋƵĞƐƚŝŽŶƐ�ǇŽƵ͛ůů�ǁĂŶƚ�ƚŽ�ĂƐŬ͘�DĂŬĞ�Ă�ůŝƐƚ�ŽĨ�ƚŚĞƐĞ�ǁŚĞƌĞ�ǇŽƵ�ǁƌŽƚĞ�ĚŽǁŶ�ƚŚĞ�ŶŽƚĞƐ͘ 

භ Call starts 

At the beginning of a call you want to spend a couple of minutes building a good 
rapport. Try not talking about the weather; if you found something interesting 
during your pre-call research it might be worth artfully mentioning. Remember, this 
is a human to human conversation. After the rapport building is over, explain the 
ƉƵƌƉŽƐĞ�ŽĨ�ƚŚĞ�ĐĂůů͕�ǁŚĂƚ�ǇŽƵ͛ůů�ďĞ�ĚŝƐĐƵƐƐŝŶŐ͕�ĂŶĚ�ƚŚĂƚ�ǇŽƵ͛ůů�ůĞĂǀĞ�ƚŝŵĞ�Ăƚ�ƚŚĞ�ĞŶĚ�
to ĚŝƐĐƵƐƐ�ŶĞǆƚ�ƐƚĞƉƐ͘�dŚŝƐ�ŝƐ�ĐĂůůĞĚ�ĂŶ�ƵƉĨƌŽŶƚ�ĐŽŶƚƌĂĐƚ͘�dŚĞǇ͛ůů�ĂŐƌĞĞ͘�/ƚ͛Ɛ�ĂůƐŽ�ƵƐĞĨƵů�
ĨŽƌ�ŶĞǁ�ƐĂůĞƐƉĞŽƉůĞ�ƚŽ�ƐĞƚ�ĂŶ�ĂŐĞŶĚĂ͘�zŽƵ�ŚĂǀĞ�ƚŽ�ƌĞŵĞŵďĞƌ�ƚŚĂƚ�ǇŽƵ͛ƌĞ�ŝŶ�ĐŽŶƚƌŽů�
of the sales process: you do not want to let your prospect suggest what to do next. 

භ Questions To Ask During Discovery 

At a basic level, you want to ask more open ended questions. These are questions 
that cannot be answered with a yes or no. They require a prospect to provide in 
ĚĞƉƚŚ�ĂŶƐǁĞƌƐ͘�zŽƵ�ǁŽƵůĚŶ͛ƚ�ĂƐŬ�͞�Ž�ǇŽƵ�ŚĂǀĞ�Ă�ƉƌŽďůĞŵ�ǁŝƚŚ�y͍͟�ǇŽƵ͛Ě�ĂƐŬ͕�͞,Žǁ�
ŚĂƐ�y�ĂĨĨĞĐƚĞĚ�ǇŽƵƌ�ďƵƐŝŶĞƐƐ͍͟ 

Open-ĞŶĚĞĚ�ƋƵĞƐƚŝŽŶƐ�ƉƌŽǀŝĚĞ�ďĞƚƚĞƌ�ĂŶƐǁĞƌƐ͘�/Ĩ�ǇŽƵƌ�ƉƌŽƐƉĞĐƚ�ŝƐ�ƚĂůŬŝŶŐ͕�ǇŽƵ͛ůů�
get more information, and if you get more information you can align your solution 
more effectively during a demo call. Open-ended questions are also just better for 
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generating engagement and quality conversation. You want to make sure to build 
on the good rapport you have already established. 

tŚĞŶ� ƐƚĂƌƚŝŶŐ� Ă� ĐĂůů� ŽĨĨ͕� /� ůŝŬĞ� ƚŽ� ĂƐŬ͕� ͞:ƵƐƚ� ŽƵƚ� ŽĨ� ĐƵƌŝŽƐŝƚǇ͕� ǇŽƵ� ŐĞƚ� Ă� ƚŽŶ� ŽĨ�
outreĂĐŚ�ĨƌŽŵ�ƉĞŽƉůĞ�ůŝŬĞ�ŵĞ�Ăůů�ƚŚĞ�ƚŝŵĞ͕�ǁŚĂƚ�ŵĂĚĞ�ǇŽƵ�ƚĂŬĞ�ƚŽĚĂǇ͛Ɛ�ĐĂůů͍͟�- This 
question is great to ask for non-sales Founders to kick things off because often 
prospects will tell you exactly why. Now, you will not have to play the question game 
to understĂŶĚ�ƚŚĞŝƌ�ŵŽƚŝǀĂƚŝŽŶƐ�ĨŽƌ�ďĞŝŶŐ�ŽŶ�ǇŽƵƌ�ĐĂůů�ƚŽĚĂǇ͘�dŚĞǇ�ŽĨƚĞŶ�ƐĂǇ͕�͞tĞ͛ƌĞ�
ůŽŽŬŝŶŐ�ƚŽ�ƐŽůǀĞ�y�ĂŶĚ�ŝƚ�ƐŽƵŶĚƐ�ůŝŬĞ�ǇŽƵ�ŵŝŐŚƚ�ďĞ�ĂďůĞ�ƚŽ�ŚĞůƉ͕͟�Žƌ�ƚŚĞǇ͛ůů�ƐĂǇ͕�͞/�ůŝŬĞĚ�
ǇŽƵƌ�ĞŵĂŝů�ĂŶĚ�/͛ŵ�ĂůǁĂǇƐ�ŽƉĞŶ�ƚŽ�ƚĂůŬ�ƚŽ�ŶĞǁ�ǀĞŶĚŽƌƐ͘͟�dŚĞ�ůĂƚƚĞƌ�ŝƐŶ͛ƚ�ƚŚĞ�ŐƌĞĂƚĞƐƚ�
response, but at least you know that you are facing an uphill battle. 

/� ĂůƐŽ� ůŝŬĞ� ƚŽ�ĂƐŬ͕� ͞�ĂŶ�ǇŽƵ�ŚĞůƉ�ŵĞ�ƵŶĚĞƌƐƚĂŶĚ� ΀ƚŽƉŝĐ� ƌĞůĂƚĞĚ� ƚŽ�ƉƌŽďůĞŵ�ǇŽƵ�
solve]? - For example, we were working with an employee benefits company helping 
ƚŚĞŵ� ǁŝƚŚ� ĚŝƐĐŽǀĞƌǇ� ĂŶĚ� ǁĞ͛Ě� ĂƐŬ͕� ͞�ĂŶ� ǇŽƵ� ŚĞůƉ� ŵĞ� ƵŶĚĞƌƐƚĂŶĚ� ŚŽǁ� ǇŽƵ͛ƌĞ�
ĐƵƌƌĞŶƚůǇ� ƐŽůǀŝŶŐ� ĨŽƌ� ǇŽƵƌ�ĞŵƉůŽǇĞĞ� ƌĞƚĞŶƚŝŽŶ� ĐŚĂůůĞŶŐĞƐ͍͟�dŚŝƐ� ƚǇƉĞ�ŽĨ�ƋƵĞƐƚŝŽŶ�
provides a ton of information. 

On a related note, asking questions that demonstrate your expertise (remember 
ǇŽƵ͛ƌĞ�Ă�consultant) will add to your credibility and trustworthiness. I put together a 
ůŝƐƚ�ŽĨ�ĚŝƐĐŽǀĞƌǇ�ƋƵĞƐƚŝŽŶƐ�ďĞůŽǁ�ŝŶ�ƚŚĞ�ƐĞĐƚŝŽŶ�ĐĂůůĞĚ�͞Discovery Question Examples 
ĂŶĚ��Ăůů�^ƚƌƵĐƚƵƌĞ͟ 

භ Discovery Tips 

You want to have a conversation with your prospect like you would with a friend 
at a bar. You need to listen. Good discovery calls show that the prospect speaks for 
about 50-60% of the time and the salesperson speaks for about 40-50% of the time. 
/Ĩ�ǇŽƵ͛ƌĞ�ĚŽŝŶŐ�Ăůů�ƚŚĞ�ƚĂůŬŝŶŐ͕�ŝƚ͛Ɛ�ŐŽŝŶŐ�ƚŽ�ŐŽ�ƉŽŽƌůǇ͘ 

,Žǁ�ĚŽ�ǇŽƵ�ĞŶƐƵƌĞ�ǇŽƵ͛ƌe not talking too much? Ask good questions. You need 
to actively listen. When listening, take detailed notes. Prospects will ask you 
ƋƵĞƐƚŝŽŶƐ� ĂŶĚ� ǇŽƵ͛ůů� ŶĞĞĚ� ƚŽ� ƉƌŽǀŝĚĞ� ƐƵĐĐŝŶĐƚ� ĂŶƐǁĞƌƐ͘�Do not add unnecessary 
context. Do not go off on tangents or speak in long monologues. If you find yourself 
talking for more than a minute, try to stop. People will lose interest, they will tune 
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ǇŽƵ�ŽƵƚ͘��ŶĚ�ŵŽƌĞ�ŝŵƉŽƌƚĂŶƚůǇ͕�ŝĨ�ǇŽƵ͛ƌĞ�ƚĂůŬŝŶŐ�ƚŽŽ�ŵƵĐŚ͕�ǇŽƵ�ǁŝůů�ŶŽƚ�ďĞ�ĂďůĞ�ƚŽ�
get sufficient information from the prospect. 

Good salespeople are good listeners; prospects who feel heard are happy 
prospects. When a prospect mentions a relevant problem, you can tell them a story 
about a prospect who faced a similar problem. But before that, you want to confirm 
that you heard them ĐŽƌƌĞĐƚůǇ͘�zŽƵ�ĐĂŶ�ĚŽ�ƚŚĂƚ�ďǇ�ƐĂǇŝŶŐ�ƚŚŝŶŐƐ�ůŝŬĞ͕�͞ /ƚ�ƐŽƵŶĚƐ�ůŝŬĞ͙͟�
Žƌ�͞/ƚ�ƐĞĞŵƐ�ůŝŬĞ͙͟�/Ĩ�ƉƌŽƐƉĞĐƚƐ�ŬŶŽǁ�ǇŽƵ͛ƌĞ�ůŝƐƚĞŶŝŶŐ�ƚŽ�ƚŚĞŵ͕�ƚŚĞǇ͛ůů�ďĞ�ŵŽƌĞ�ůŝŬĞůǇ�
to believe you are able to align a solution with their specific needs. 

Asking questions is critical, but you want to spread your questions out over the 
ĐĂůů͘�ZĞŵĞŵďĞƌ͕�ƚŚŝƐ�ŝƐ�ƐƵƉƉŽƐĞĚ�ƚŽ�ďĞ�Ă�ĐŽŶǀĞƌƐĂƚŝŽŶ͕�ƐŽ�ǇŽƵ�ĚŽŶ͛ƚ�ǁĂŶƚ�ƚŽ�ũƵŵƉ�
around to different topics. A basic example could be, if they mention something like 
͞ZĞĐƌƵŝƚŝŶŐ�ŚĂƐ�ďĞĞŶ�Ă�ƉƌŽďůĞŵ͕͟�ǇŽƵ�ǁant to drill down on that with questions like 
ƚŚĞƐĞ͗� ͞zŽƵ�ŵĞŶƚŝŽŶĞĚ� ƌĞĐƌƵŝƚŝŶŐ� ŚĂƐ� ďĞĞŶ� Ă� ƉƌŽďůĞŵ͘� �ĂŶ� ǇŽƵ� ĞǆƉůĂŝŶ� ŝŶ�ŵŽƌĞ�
ĚĞƚĂŝů� ǁŚǇ� ƌĞĐƌƵŝƚŝŶŐ� ŚĂƐ� ďĞĞŶ� Ă� ƉƌŽďůĞŵ� ĨŽƌ� ǇŽƵƌ� ďƵƐŝŶĞƐƐ͍͟� ͞,Žǁ� ŚĂƐ� ƚŚĂƚ�
ŝŵƉĂĐƚĞĚ�ǇŽƵƌ�ďƵƐŝŶĞƐƐ͍�tŚĂƚ�ŚĂƉƉĞŶƐ�ŝĨ�ǇŽƵ�ĚŽŶ͛ƚ�ƐŽůǀĞ�ƚŚŝƐ�ƉƌŽďůĞŵ͍͟�ĂŶĚ�͞ tŚĂƚ�
have you done to try to solve this problem, or what are you considering doing to 
ƐŽůǀĞ�ƚŚŝƐ�ƉƌŽďůĞŵ͍͟� 

Stick to the topic and drill down; find out as much as possible. If you have a 
solution that helps with recruiting and two minutes in they mention that recruiting 
ŝƐ�Ă�ƉƌŽďůĞŵ͕�ƚŚĞƌĞ͛Ɛ�ŶŽ�ŶĞĞĚ�ƚŽ�ŵĞŶƚŝŽŶ�ǇŽƵƌ�ƐŽůƵƚŝŽŶ�ǇĞƚ͘�'Ğƚ�ŵŽƌĞ�ŝŶĨŽƌŵĂƚŝŽŶ�
so you can better align it with their needs. In other words, personalize the solution 
to the prospect. Once you understand their problems, how ƚŚĞǇ͛ƌĞ�ŝŵƉĂĐƚĞĚ͕�ĂŶĚ�
you understand their problem well enough, you can mention how you help. Think 
of the doctor analogy earlier. If a patient comes in and says they have back pain, but 
only a little information, you could make a diagnosis and prescribe a treatment that 
may be on point. Or you can get more info before you suggest how you can help and 
ensure ǇŽƵ͛ƌĞ�ŽŶ�ƉŽŝŶƚ͘ 

Stick to two to four topics during a discovery call. If you cover more, you risk 
spreading yourself too thin, therefore not going deep enough into detail or 
demonstrating your knowledge/expertise. Based on the time it takes to answer 
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questions, you usually want to ask ten to fourteen questions per discovery call. Too 
many questions is uncomfortable for the prospect. Not enough means you ǁŽŶ͛ƚ�
learn about their problem and company. 

With only thirty minutes for a discovery call, you need to leave two to four 
ŵŝŶƵƚĞƐ�Ăƚ�ƚŚĞ�ĞŶĚ�ƚŽ�ĚŝƐĐƵƐƐ�ŶĞǆƚ�ƐƚĞƉƐ͘�/ƚ͛Ɛ�ŝŵƉŽƌƚĂŶƚ�ƚŽ�ǁĂƚĐŚ�ƚŚĞ�ĐůŽĐŬ�ĚƵƌŝŶŐ�
your call. If you think you can help the prospect, you want to schedule next steps 
;ƵƐƵĂůůǇ�Ă�ƉƌŽĚƵĐƚ�ĚĞŵŽͿ�ǁŚŝůĞ�ƚŚĞǇ͛ƌĞ�ŽŶ�ƚŚĞ�ĐĂůů͘ 

භ Scheduling next steps 

͞tĞ�ŽŶůǇ�ŚĂǀĞ�Ă�ĐŽƵƉůĞ�ŵŝŶƵƚĞƐ�ůĞĨƚ͘��ĂƐĞĚ�ŽŶ�ǁŚĂƚ�ǇŽƵ�ƚŽůĚ�ŵĞ͕�/�ƌĞĐŽŵŵĞŶĚ�/�
show you a demo on how we can solve X (X being the problem you discussed). How 
ĚŽĞƐ�ƚŚĂƚ�ƐŽƵŶĚ͍͟� 

dŚĞǇ͛ůů�ƉƌŽďĂďůǇ�ƐĂǇ�ǇĞƐ�ŝĨ�ƚŚĞ�ĐĂůů�ǁĞŶƚ�ǁĞůů͘��ƐŬ�ƚŚĞŵ�ƚŽ�ƉƵůů�ƵƉ�ƚŚĞŝƌ�ĐĂůĞŶĚĂƌ�
ĂŶĚ�ƐƵŐŐĞƐƚ�Ă�ĚĂƚĞ�ĂŶĚ�ƚŝŵĞ͘��ŽŶĨŝƌŵ�ƚŚĞ�ĚĂƚĞ�ĂŶĚ�ƚŝŵĞ�ǁŝƚŚ�ƚŚĞŵ�ǁŚŝůĞ�ƚŚĞǇ͛ƌĞ�ŽŶ�
the phone, and send over the calendar invite immediately. Do not wait to send the 
invite! 
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Discovery Question Examples and Call Structure 

Below are questions you can ask. This is not comprehensive and everything you 
ask should be customized to your sales process. 

භ Intro (1-2 minutes) 

භ Build Rapport  

ӑ Optional: Reference something showing you have done your 
homework 

Ŷ (News, awards, something from their LinkedIn) 

භ Structure Call - ͞hƉĨƌŽŶƚ�ĐŽŶƚƌĂĐƚ͟ 

ӑ ͞dŽĚĂǇ�ǁĞ͛ƌĞ�ŐŽŝŶŐ�ƚŽ�ƐĞĞ�ǁŚĞƚŚĞƌ�ŽƵƌ�ƉƌŽĚƵĐƚ�ŝƐ�Ă�ƐƚƌŽŶŐ�Ĩŝƚ�ĨŽƌ�
you. That way, if you go further in this process ǁŝƚŚ�ƵƐ͕�ǇŽƵ͛ůů�ŬŶŽǁ�ŝƚ͛Ɛ�
ƚŝŵĞ�ǁĞůů�ƐƉĞŶƚ͘�/Ĩ�/�ƐĞĞ�ƚŚĂƚ�ŝƚ͛Ɛ�ŶŽƚ�Ă�ŐƌĞĂƚ�Ĩŝƚ�ĨŽƌ�ǇŽƵ͕�/͛ůů�ďĞ�ƵƉĨƌŽŶƚ�
about it so we both save time. Is that fair?͟ 

භ First Discovery Question 

ӑ ͞:ƵƐƚ�ŽƵƚ�ŽĨ�ĐƵƌŝŽƐŝƚǇ͕�/�ŬŶŽǁ�ǇŽƵ�ŐĞƚ�Ă�ůŽƚ�ŽĨ�ŵĞĞƚŝŶŐ�ƌĞƋƵĞƐƚƐ͕�
what made you taŬĞ�ƚŽĚĂǇ͛Ɛ�ĐĂůů͍͟ 

භ /Ĩ�ƚŚĞǇ�ŵĞŶƚŝŽŶ�Ă�ƉƌŽďůĞŵї��ŝŐ�ŝŶ͊ 

ӑ ͞�ĂŶ�ǇŽƵ�ĞǆƉůĂŝŶ�ƚŽ�ŵĞ�ŚŽǁ�ǇŽƵ�ƐĞĞ�ƚŚŝƐ�ĂƐ�Ă�ƉƌŽďůĞŵ�ĨŽƌ�ǇŽƵƌ�
ŽƌŐĂŶŝǌĂƚŝŽŶ͍͟ 

ӑ ͞�ĂŶ�ǇŽƵ�ĚĞƐĐƌŝďĞ�ŚŽǁ�ǇŽƵ�ĂƌĞ�ƚƌǇŝŶŐ�ƚŽ�ƐŽůǀĞ�ƚŚŝƐ͟�Žƌ�͞ĐĂŶ�ǇŽƵ�
ǁĂůŬ�ŵĞ�ƚŚƌŽƵŐŚ�ƚŚĞ�ĚŝĨĨĞƌĞŶƚ�ĂƉƉƌŽĂĐŚĞƐ�ǇŽƵ͛ǀĞ�ƚĂŬĞŶ�ƚŽ�ƐŽůǀĞ y͍͟ 

ӑ ͞tŚĂƚ� ĂƌĞ� ǇŽƵƌ� ŐŽĂůƐ͕� Žƌ� ǁŚĂƚ� ĂƌĞ� ǇŽƵ� ŚŽƉŝŶŐ� ƚŽ� ĂĐŚŝĞǀĞ� ďǇ�
ƐŽůǀŝŶŐ�ƚŚŝƐ͍͟ 
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Ŷ ͞�ĂŶ�ǇŽƵ�ŚĞůƉ�ŵĞ�ƵŶĚĞƌƐƚĂŶĚ�ǁŚĂƚ�ǇŽƵ�ŚŽƉĞ�ƚŽ�ĂĐŚŝĞǀĞ�
ďǇ�ƐŝŐŶŝŶŐ�ƵƉ�ĨŽƌ�Žƌ�ƌŽůůŝŶŐ�ŽƵƚ�΀ƉƌŽĚƵĐƚ�ĐĂƚĞŐŽƌǇ΁�ƚŽ�ǇŽƵƌ�ƚĞĂŵ͍͟ 

ӑ ͞tŚĂƚ�ŚĂƉƉĞŶƐ�ŝĨ�ǇŽƵ�ĚŽŶ͛ƚ�ƐŽůǀĞ�ƚŚŝƐ�ƉƌŽďůĞŵ͍͟ 

ӑ ͞,Žǁ�ŵƵĐŚ ŽĨ�Ă�ƉƌŝŽƌŝƚǇ�ŝƐ�ŝƚ�ƚŽ�ƐŽůǀĞ�ƚŚŝƐ�ƉƌŽďůĞŵ͍�Kƌ�͞tŚĞƌĞ�
ĚŽĞƐ�ƐŽůǀŝŶŐ�y�Ɛŝƚ�ŽŶ�ǇŽƵƌ�ƉƌŝŽƌŝƚǇ�ůŝƐƚ͍͟ 

Ŷ ͞tŚĂƚ�ĚŽ�ǇŽƵ�ƚŚŝŶŬ�ǁŝůů�ŚĂƉƉĞŶ�ŝĨ�ƚŚŝƐ�ĚŽĞƐŶ͛ƚ�ŐĞƚ�ƐŽůǀĞĚ͍͟ 

Ŷ ͞tŚŽ�ŝƐ�ƚŚŝƐ�ƉƌŽďůĞŵ�ŝŵƉĂĐƚŝŶŐ�Ăƚ�΀ĐŽŵƉĂŶǇ΁͍͟ 

Ŷ ͞tŚĂƚ�ĚŽĞƐ�ǇŽƵƌ�ƚŝŵĞůŝŶĞ�ůŽŽŬ�ůŝŬĞ�ƚŽ�ƐŽůǀĞ�ƚŚŝƐ�ƉƌŽďůĞŵ͍͟ 

භ /Ĩ�ƚŚĞǇ�ĚŽŶ͛ƚ�ŵĞŶƚŝŽŶ�Ă�ƉƌŽďůĞŵ�ї��ƐŬ��ďŽƵƚ�,Žǁ�dŚĞǇ͛ƌĞ�ŚĂŶĚůŝŶŐ�Ă�
Problem you believe they might have 

ӑ ͞When it comes to Problem X, what types of challenges do you 
ĨĂĐĞ͍͟ 

Ŷ ͞tŚĂƚ�ŚĂǀĞ�ǇŽƵ�ƚƌŝĞĚ�ƚŽ�ƐŽůǀĞ�WƌŽďůĞŵ�y͍͟ 

Ŷ ͞,Žǁ�ŚĂƐ�ǇŽƵƌ�ĐŽŵƉĂŶǇ�ďĞĞŶ�ŝŵƉĂĐƚĞĚ�ďǇ�WƌŽďůĞŵ�y͍͟ 

ӑ ͞�ĂŶ�ǇŽƵ�ĚĞƐĐƌŝďĞ�ĂŶǇ�ĞǆĂŵƉůĞƐ�ŽĨ�WƌŽďůĞŵ�y͍͟ 

Ŷ ͞tŚĂƚ�ŚĂǀĞ�ǇŽƵ�ƚƌŝĞĚ�ƚŽ�ŚĞůƉ�ŝŵƉƌŽǀĞ�WƌŽďůĞŵ�y͍͟ 

ӑ ͞tŝƚŚ� ΀ĚĂƚĂ� Žƌ� ŝŶƐŝŐŚƚ� ĂďŽƵƚ� ƚŚĞ� ƉƌŽďůĞŵ΁͕� ŚŽǁ� ŚĂǀĞ� ǇŽƵ�
ŶĂǀŝŐĂƚĞĚ�ƚŚŝƐ�ĐŚĂůůĞŶŐĞ͍͟ 

භ Future state 

ӑ ͞�ĂŶ�ǇŽƵ�ĚĞƐĐƌŝďĞ�ƚŽ�ŵĞ�ǁŚĂƚ�ĐŚĂŶŐĞ;ƐͿ�ǇŽƵ͛ƌĞ�hoping to see in 
the future if you implement something like [solution]? 

භ Evaluation 

ӑ ͞tŚĞŶ�ĞǀĂůƵĂƚŝŶŐ�Ă�ŶĞǁ�ƉĂƌƚŶĞƌ͕�ǁŚĂƚ�ŝƐ�ǇŽƵƌ�ĐƌŝƚĞƌŝĂ͍͟ 
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ӑ ͞tŚĂƚ͛Ɛ� ƚŚĞ� ŵŽƐƚ� ŝŵƉŽƌƚĂŶƚ� ƚŚŝŶŐ� ǁŚĞŶ� ĐŽŶƐŝĚĞƌŝŶŐ� Ă� ŶĞǁ�
ƐŽůƵƚŝŽŶ͍͟ 

ӑ ͞tŚŽ� ŶĞĞĚƐ� ƚŽ� ďĞ� ŝŶǀŽůǀĞĚ� ŝŶ� ƚŚĞ� ďƵǇŝŶŐ� ƉƌŽĐĞƐƐ͍͟� Žƌ� ͞tŚŽ�
ǁŽƵůĚ�ĨĞĞů�ůĞĨƚ�ŽƵƚ�ŝĨ�ƚŚĞǇ�ǁĞƌĞŶ͛ƚ�ŽŶ�ƚŚĞ�ŶĞǆƚ�ĐĂůů͍͟ 

ӑ ͞tĂƐ�ƚŚĞƌĞ�ĂŶǇƚŚŝŶŐ�ǇŽƵ�ƐĂǁ�Žƌ�ŚĞĂƌĚ�ĂďŽƵƚ�ĨƌŽŵ�ŽƚŚĞƌ�ǀĞŶĚŽƌƐ�
ƚŚĂƚ� ǇŽƵ� ĚŝĚŶ͛ƚ� ƐĞĞ� ƚŽĚĂǇ� ƚŚĂƚ�ǁĞ͛ǀĞ�ŵŝƐƐĞĚ͍͟� ;ĂůƐŽ� ĐĂŶ� ďĞ� ƵƐĞĚ� ŝŶ�
demos) 

භ Next Steps (2-3 minutes) 

ӑ ͞�ĂƐĞĚ�ŽŶ�ǁŚĂƚ�ǁĞ͛ǀĞ�ĚŝƐĐƵƐƐĞĚ�ƚoday, I would recommend we 
walk you through our product to show how it could help solve for X. Do 
ǇŽƵ�ŚĂǀĞ�ǇŽƵƌ�ĐĂůĞŶĚĂƌ�ŽƉĞŶ͍͟�ĨŽůůŽǁĞĚ�ďǇ�͞,Žǁ�ĚŽĞƐ�ŶĞǆƚ�ǁĞĞŬ�ůŽŽŬ�
ĨŽƌ�Ă�ĐĂůů͍͟ 

ӑ ͞'ƌĞĂƚ͕�ĂŶĚ�ǇŽƵ�ŵĞŶƚŝŽŶĞĚ�ĞĂƌůŝĞƌ�ƚŚĂƚ�:ŽĞ�ĂŶĚ�^ƚĞǀĞ�ŶĞĞĚ�ƚŽ�ďĞ�
involved in thĞ�ĚĞĐŝƐŝŽŶ�ƉƌŽĐĞƐƐ͘�^ŚŽƵůĚ�ǁĞ�ŝŶǀŝƚĞ�ƚŚĞŵ�ƚŽ�Ă�ĐĂůů͍͟ 

This is not a comprehensive list of questions. You will need to customize them for 
your sale. 

භ TIPS 

ӑ You want to label what they say ƐŽ� ƚŚĞǇ� ŚĞĂƌ� ǇŽƵ͛ƌĞ� ƉĂǇŝŶŐ�
attention: 

Ŷ It sounds like X is a major challenge (summarize why). 

Ŷ It seems like this is a priority because of Y (summarize 
why). 

ӑ Use social proof 

Ŷ Mention how other clients have had success. 
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Ŷ Wait until you get enough information from the client, so 
you can do your best to align their experience with the 
information you receive. 

භ ͞�ŽŵƉĂŶǇ�y�ǁĂƐ�ŚĂǀŝŶŐ�ŝƐƐƵĞƐ�ǁŝƚŚ���ĂŶĚ��͘�dŚĞǇ�
had looked at C, but were really hoping to find something 
that hit on A and B, but also was [benefit] and [specific 
feature]. They had been looking for a long time until they 
came across STARTUP. After using STARTUP, they were 
able to go from current state to future state (before and 
after example) 

ӑ Incorporate expertise into your questions. 

Ŷ Specifically around pains that your product solves for, to 
showcase your expertise. 

ӑ Stay quiet and let them speak. 

Ŷ The goal is for you to be in the 40-50% talking range and 
them in the 50-60% talking range. 

ӑ �ŽŶ͛ƚ�ŵĂŬĞ�ĂƐƐƵŵƉƚŝŽŶƐ�ĂďŽƵƚ�ƚŚŝŶŐƐ͘ 

Ŷ Ask for clarification! 

Ŷ Often, prospects will tell you whatever you need to know, 
but only if you ask. 

�ĨƚĞƌ�ƚŚĞ�ĐĂůů�ŝƐ�ŽǀĞƌ�ĂŶĚ�ƚŚĞ�ŝŶǀŝƚĞ�ŚĂƐ�ďĞĞŶ�ƐĞŶƚ�ŽƵƚ͕�ǇŽƵ͛ůů�ŶĞĞĚ�ƚŽ�ƐĞŶĚ�Ă�ďƌŝĞĨ�
recap email. You can thank them for their time, and write a sentence about your 
company and how you can help with their specific problems. If you said you would 
send over a case study, write a sentence on that as well. Last, then mention what 
ǇŽƵ͛ůů�ďĞ�ĚŽŝŶŐ�ĨŽƌ�ŶĞǆƚ�ƐƚĞƉƐ͘ 

Exercise: write down your lists of discovery questions, 
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Demo Call Best Practices 

�ĨƚĞƌ�Ă�ƐƵĐĐĞƐƐĨƵů�ĨŝƌƐƚ�ŝŶƚƌŽͬĚŝƐĐŽǀĞƌǇ�ĐĂůů͕�ǇŽƵ͛ůů�ĚĞŵŽ�ǇŽƵƌ�product. 

These are my basic rules for running a successful product demo: 

tŚĞŶ�ƚŚĞ�ĐĂůů�ƐƚĂƌƚƐ͕�ĂŶĚ�ĂĨƚĞƌ�ǇŽƵ͛ǀĞ�ĞǆƉƌĞƐƐĞĚ�ƉůĞĂƐĂŶƚƌŝĞƐ͕�ǇŽƵ�ǁĂŶƚ�ƚŽ�ƌĞĐĂƉ�
ƚŚĞ� ůĂƐƚ� ĐĂůů� ǇŽƵ� ŚĂĚ͘� zŽƵ� ƐŚŽƵůĚ� ĂůƐŽ� ĂƐŬ͕� ͞,ĂƐ� ĂŶǇƚŚŝŶŐ� ĐŚĂŶŐĞĚ� ƐŝŶĐĞ�ǁĞ� ůĂƐƚ�
ƐƉŽŬĞ͍͟�DŽƐƚ�ŽĨ�ƚŚĞ�ƚŝŵĞ�ƚŚĞ�ƉƌŽƐƉĞĐƚ�ǁŝůů�ƐĂǇ�ƚŚĂƚ�ŶŽƚŚŝŶŐ�ŚĂƐ�ĐŚĂŶŐĞĚ͕�ďƵƚ�ǇŽƵ͛Ě�
be surprised to find out that some prospects will give you significant updates. It 
could be related to internal priorities, it could be related to budget, it could be 
extremely positive news, or they may have discussed your product in detail within 
the team and have some questions to ask. Asking this question at the start is 
ŝŵƉŽƌƚĂŶƚ͕�ďĞĐĂƵƐĞ�ƚŚĞ�ŵŽƌĞ�ŝŶĨŽƌŵĂƚŝŽŶ�ǇŽƵ�ŚĂǀĞ͕�ƚŚĞ�ďĞƚƚĞƌ�ǇŽƵ͛ůů�ďĞ�ĂďůĞ�ƚŽ�ƐĞůů͘� 

Often decision makers or new people arĞ�ďƌŽƵŐŚƚ�ŝŶƚŽ�ƚŚĞ�ĚĞŵŽ�ĐĂůů͘�zŽƵ͛ůů�ǁĂŶƚ�
ƚŽ�ĂƐŬ�ƚŚĞŵ�ŚŽǁ�ƚŚĞǇ͛ƌĞ�ĂĨĨĞĐƚĞĚ�ďǇ�ƚŚĞ�ƉƌŽďůĞŵ͕�ĂŶĚ�ƵŶĚĞƌƐƚĂŶĚ�ƚŚĞŝƌ�ƉůĂĐĞ�ŝŶ�ƚŚĞ�
ĚĞĐŝƐŝŽŶ�ŵĂŬŝŶŐ�ƉƌŽĐĞƐƐ͘�hŶĨŽƌƚƵŶĂƚĞůǇ͕�ǇŽƵ͛ƌĞ�ŶŽƚ�ŐŽŝŶŐ�ƚŽ�ŚĂǀĞ�Ă�ƚŽŶ�ŽĨ�ƚŝŵĞ�ƚŽ�
dig, because the customer expectation for this call is to see your product. Try to get 
as much information as you can in a few minutes. 

Based on your discovery call, you only want to show the parts of your product that 
ĂƌĞ�ƌĞůĞǀĂŶƚ�ƚŽ�ǇŽƵƌ�ƉƌŽƐƉĞĐƚ͛Ɛ�ƉĂŝŶ�ƉŽŝŶƚƐ͘�/Ĩ�ǇŽƵ�ŚĂǀĞ�Ă�ƌĞĂůůǇ�ĐŽŽů�ĨĞĂƚƵƌĞ�ƚŚĂƚ�ĚŽes 
not help them solve their problem, there is no need to show it. The more tailored 
your product feels to solving their problem specifically, the better chance you have 
of moving forward in the sales process. 

Do not feature dump! Do not walk the audience through every feature of your 
product. Nobody needs to see everything, and keeping interest and engagement 
levels up is important to keeping the call on topic. Feature dumping often leads to a 
loss of interest. 

Do not go on long monologues. You need to keep the prospects engaged on the 
call. If you find yourself talking for more than a minute, stop and ask a question.  
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�Ž�ŶŽƚ�ĂƐŬ͕�͞�ŽĞƐ�ƚŚŝƐ�ŵĂŬĞ�ƐĞŶƐĞ͍͟�ĚƵƌŝŶŐ�Ă�ƉƌŽĚƵĐƚ�ĚĞŵŽ͘�WĞŽƉůĞ�ŶĂƚƵƌĂůůǇ�ĚŽ�
ŶŽƚ� ůŝŬĞ� ƚŽ�ĂĚŵŝƚ� ƚŚĞǇ�ĚŽŶ͛ƚ�ŬŶŽǁ�ƐŽŵĞƚŚŝŶŐ͕�ĞƐƉĞĐŝĂůůǇ�ǁŝƚŚ�colleagues present. 
Instead, ask them how they see X solving for [problem you discussed on the intro 
call]. Your goal is to get the prospects to envision a future where your product has 
solved their problem.  

Another thing you can do is discuss their future state and get them to confirm 
ǁŚĂƚ�ƚŚĞǇ͛ƌĞ�ĐƵƌƌĞŶƚůǇ�ĚŽŝŶŐ͘�KŶĐĞ�ǇŽƵ�ŚĂǀĞ�ĚŽŶĞ�ƚŚŝƐ͕�ƚŚĞŶ�ĂƐŬ�ƚŚĞŵ�ŚŽǁ�ƚŚĞǇ�ƐĞĞ�
things changing with your product. You want them to state how they believe your 
ƉƌŽĚƵĐƚ�ǁŝůů�ĐŚĂŶŐĞ�ƚŚŝŶŐƐ�ĐŽŵƉĂƌĞĚ�ƚŽ�ŚŽǁ�ƚŚĞǇ͛ƌĞ�ĚŽŝŶŐ�ŝƚ�ƚŽday. 

/ƚ͛Ɛ�ŝŵƉŽƌƚĂŶƚ�ƚŽ�ƚĂŬĞ�ŐŽŽĚ�ŶŽƚĞƐ�ŽŶ�Ăůů�ǇŽƵƌ�ĐĂůůƐ͘�dŚĂƚ͛Ɛ�ǁŚǇ�ǇŽƵ�ĐĂŶ�- and should 
- reference your discovery call notes. When you want to show them a feature that 
solves a problem, reference specifically that they mentioned it, and the impact they 
said it had on their business.  

�Ɛ�ƚŚĞ�ĚĞŵŽ�ĐĂůů�ƉƌŽŐƌĞƐƐĞƐ�ǇŽƵ͛ůů�ŐĞƚ�Ă�ďƵŶĐŚ�ŽĨ�ƋƵĞƐƚŝŽŶƐ͘�zŽƵ�ƐŚŽƵůĚ�ĂůǁĂǇƐ�
ĂŶƐǁĞƌ�ƐƵĐĐŝŶĐƚůǇ͘�/Ĩ�ǇŽƵ͛ƌĞ�ŶŽƚ�ƐƵƌĞ�ǁŚĂƚ�ƐŽŵĞŽŶĞ�ŝƐ�ĂƐŬŝŶŐ͕�ĚŽ�ŶŽƚ�ďĞ�ĂĨƌĂŝĚ�ƚŽ�ĂƐŬ�
ĨŽƌ�ĐůĂƌŝĨŝĐĂƚŝŽŶ͘�/Ĩ�ƚŚĞǇ�ĂƐŬ�ǇŽƵ�Ă�ƋƵĞƐƚŝŽŶ�ĂŶĚ�ǇŽƵ�ĚŽŶ͛ƚ have a good answer, you 
ĐĂŶ�ĚŽ�ŽŶĞ�ŽĨ�ƚǁŽ�ƚŚŝŶŐƐ͗��ϭͿ��ƐŬ�ĨŽƌ�ĐůĂƌŝĨŝĐĂƚŝŽŶ�Žƌ�ϮͿ�dƌǇ�ƚŽ�ƵŶĚĞƌƐƚĂŶĚ�ǁŚǇ�ƚŚĞǇ͛ƌĞ�
asking that question. Often prospects will have seen other products with irrelevant 
features, or they want to play product manager and see if you can add new features 
ƚŽ� ǇŽƵƌ� ƉƌŽĚƵĐƚ͘� /ƚ͛Ɛ� ŝŵƉŽƌƚĂŶƚ� ƚŽ� ƵŶĚĞƌƐƚĂŶĚ�ǁŚǇ� ƚŚĞǇ͛ƌĞ� ĂƐŬŝŶŐ� ƚŚĂƚ� ƚŽ� ďĞƚƚĞƌ�
understand the motives behind their inquiry.  

dŽǁĂƌĚƐ�ƚŚĞ�ĞŶĚ�ŽĨ�ƚŚĞ�ĚĞŵŽ͕�ĂĨƚĞƌ�ǇŽƵ͛ǀĞ�ĨŝĞůĚĞĚ�Ăůů�ƚŚĞŝƌ�ƋƵĞƐƚŝŽŶƐ͕�ǇŽƵ�ǁĂŶƚ�
to suggest a next step. It͛Ɛ�ǀĞƌǇ�ƐƚĂƌƚƵƉ�ƐƉĞĐŝĨŝĐ͕�ďƵƚ�ƚŽ�ŬĞĞƉ�ƚŚŝƐ�ƐŝŵƉůĞ�ǇŽƵ�ĐŽƵůĚ�
ĂƐŬ͕�͞ �ĂƐĞĚ�ŽŶ�ǁŚĂƚ�ǇŽƵ�ƐĂǁ�ƚŽĚĂǇ�ĂŶĚ�ŚŽǁ�ǁĞ�ĐĂŶ�ŚĞůƉ�ƐŽůǀĞ�y͕�ŝƐ�ƚŚĞƌĞ�ĂŶǇ�ƌĞĂƐŽŶ�
ǇŽƵ�ǁŽƵůĚŶ͛ƚ�ŵŽǀĞ�ĨŽƌǁĂƌĚ�ǁŝƚŚ�Ă�ůŝĐĞŶƐĞ͍͟�dŚŝƐ�can be a bit aggressive. It may not 
fit every sales process, but ŝƚ͛Ɛ�Ă�ŐŽŽĚ�ƋƵĞƐƚŝŽŶ�ƚŽ�ĂƐŬ͘�dŚĞǇ�ŵŝŐŚƚ�ƉƌŽǀŝĚĞ�ĨĞĞĚďĂĐŬ͕�
they might say they need to discuss internally, they might ask for more information. 
Kƌ͕�ƚŚĞǇ�ŵŝŐŚƚ�ƐĂǇ͕�͞>Ğƚ͛Ɛ�ŐĞƚ�Ă�ĐŽŶƚƌĂĐƚ�ǁƌŝƚƚĞŶ�ƵƉ͘͟�tŚĂƚĞǀĞƌ�ƚŚĞ�ŶĞǆƚ�ƐƚĞƉ�ŝƐ͕�ǇŽƵ�
need to schedule time again on the calendar to discuss with the prospect. 

�ǆĞƌĐŝƐĞ͗�ZĞĐŽƌĚ�ǇŽƵƌ�ŶĞǆƚ�ĚĞŵŽ�ĐĂůů�ĂŶĚ�ƐĞĞ�ŝĨ�ǇŽƵ͛ƌĞ�ĨŽůůŽǁŝŶŐ�ƚŚĞ�ĂĚǀŝĐĞ�ŝŶ�ƚŚŝƐ�
chapter 
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Pilots 

If you need to run a pilot with a company before they move forward with a long 
term agreement, you need to set success criteria for the pilot. When that success 
criteria is met, they move forward with a long term agreement. You should also do 
paid pilots bĞĐĂƵƐĞ�ƚŚĞǇ͛ůů�ďĞ�ƚĂŬĞŶ�ŵŽƌĞ�ƐĞƌŝŽƵƐůǇ͘� 

�ǆĞƌĐŝƐĞ͗�tƌŝƚĞ�ĚŽǁŶ�ǁŚĂƚ�ƐƵĐĐĞƐƐ�ĐƌŝƚĞƌŝĂ�ĐŽƵůĚ�ůŽŽŬ�ůŝŬĞ�ĨŽƌ�ƉƌŽƐƉĞĐƚƐ�ƐŽ�ǇŽƵ͛ƌĞ�
prepared to discuss it with them. 
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Proposal Best Practices 

Your demo call went well and they asked for a proposal! Try to keep your proposal 
or contract as simple as possible. The shorter the better. Obviously, you need to 
include whatever your legal terms mandate, but for the rest of the proposal, try to 
keep it to one or two pages.  

You should always review a proposal on a call with your prospect. You do not want 
ƚŽ�ƐĞŶĚ�ŝƚ�ǀŝĂ�ĞŵĂŝů�ĨŽƌ�ƚŚĞŵ�ƚŽ�ƌĞǀŝĞǁ͘�tŚĞŶ�ǇŽƵ�ŚĂǀĞ�Ă�ĐĂůů͕�ǇŽƵ͛ůů�ƌĞĐĞŝǀĞ�ŵŽƌĞ�
ĨĞĞĚďĂĐŬ͘�/Ĩ�ǇŽƵ�ĚŽ�ŝƚ�ŽǀĞƌ��ŽŽŵ͕�ǇŽƵ͛ůů�ďĞ�ĂďůĞ�ƚŽ�ũƵĚŐĞ�ƚŚĞŝƌ�ƌĞĂĐƚŝŽŶ�ĂŶĚ�ũƵŵƉ�ŽŶ�
ĂŶǇ�ƉŽƚĞŶƚŝĂů�ŽďũĞĐƚŝŽŶƐ͘�zŽƵ͛ůů�ĂůƐŽ�ďĞ�Ăďle to answer questions more efficiently. 
dŽŶĞ�ĚŽĞƐŶ͛ƚ�ƚƌĂŶƐůĂƚĞ�ǁĞůů�ŽǀĞƌ�ĞŵĂŝů͘�DĂŬĞ�ƐƵƌĞ�ĂŶǇ�ŶĞŐŽƚŝĂƚŝŽŶƐ�ŽĐĐƵƌ�ŽǀĞƌ��ŽŽŵ�
Žƌ� ǀŝĂ� ƚŚĞ� ƉŚŽŶĞ͘� zŽƵ� ĐĂŶ͛ƚ� ƉƌŽƉĞƌůǇ� ŶĞŐŽƚŝĂƚĞ� ǀŝĂ� ĞŵĂŝů͘� /Ĩ� ǇŽƵ͛ƌĞ� ŶŽƚ� Ă� ŐŽŽĚ�
negotiator, you should read Never Split The Difference. Most people are not good 
negotiators because negotiating is a learned skill, and they need to practice and 
refine it. 

WĂǇ�ĂƚƚĞŶƚŝŽŶ�ƚŽ�ƉĂǇŵĞŶƚ�ƚĞƌŵƐ͘�/͛ǀĞ�ƐĞĞŶ�ƉĂǇŵĞŶƚ�ƚĞƌŵƐ�ĂƐ�ďĂĚ�ĂƐ�EĞƚ�ϭϮϬ͘�dŚĂƚ�
means the client can take 120 days before they pay you. Do not be afraid to push 
back on their terms. Ideally you set the terms and they push back. If you do give any 
type of concession, make sure to ask for something in return. You could ask for 
testimonials or a case study. 

Some clients always try to get discounts. Small discounts are okay, if necessary to 
ĐůŽƐĞ�Ă�ĚĞĂů͘�/͛ŵ�ŶŽƚ�Ă�ŚƵŐĞ�ĨĂŶ�ŽĨ�ĚŝƐĐŽƵŶƚŝŶŐ�ďĞĐĂƵƐĞ�ŝĨ�ǁĞ͛ƌĞ�Ăƚ�ƚŚĞ�ĐŽŶƚƌĂĐƚ�ƐƚĂŐĞ�
ĂŶĚ�ƉƌŝĐŝŶŐ�ŚĂƐ�ďĞĞŶ�ĚŝƐĐƵƐƐĞĚ͕�ŝƚ͛Ɛ�ĐůĞĂƌ�ƚŚĂƚ�/�ŚĂǀĞ�ďƵŝůƚ�Ă�ǀĂůƵĂďůĞ�ƉƌŽĚƵĐƚ�ƚŚĂƚ�
solves an important problem for thĞŵ͘���ĚŝƐĐŽƵŶƚ�Žƌ�ŶŽ�ĚŝƐĐŽƵŶƚ�ƐŚŽƵůĚŶ͛ƚ�ŝŵƉĂĐƚ�
whether or not they move forward. However, some people need to get a discount 
to win. Keep the discount small to 5%, 10% max. Hold your ground. 

If a client is asking for a massive discount, do not give in. A few times in my career 
ǁĞ͛ǀĞ� ĚŽŶĞ� ůĂƌŐĞ� ĚŝƐĐŽƵŶƚƐ� ĨŽƌ� ĐůŝĞŶƚƐ�ǁŚŽ� ƉƌŽŵŝƐĞĚ� ƵƐ� ŝŶƚƌŽĚƵĐƚŝŽŶƐ͕� ĂŶĚ� ƚŚĞǇ�
were always the worst clients. One memorable example was the time I closed a deal 
with the CEO of a company that did $100M in revenue. I was new in my role and 
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wanted to get my first win under my belt, so I did everything I could to convince the 
Founder to discount it. I told him all the promises he made and how this could be a 
huge opportunity for us. Unfortunately, he was a pain in the ass client and never 
fulfilled his promises. He also fought us on the discounted bill, despite us delivering 
on exactly what was promised. 

tŚĞŶ� ŝƚ͛Ɛ� ƚŝŵĞ� ƚŽ�ŐĞƚ�Ă� ƐŝŐŶĂƚƵƌĞ͕�ƵƐĞ� ƐŽŵĞƚŚŝŶŐ� ůŝŬĞ��ŽĐƵ^ŝŐŶ. It will help to 
ĞůŝŵŝŶĂƚĞ�ĂŶǇ�ƐŝŐŶŝŶŐ�ĨƌŝĐƚŝŽŶ͘�DĂŬĞ�ƐƵƌĞ�ǇŽƵ͛ƌĞ�ƐĞŶĚŝŶŐ�ƚŚĞ�ĐŽŶƚƌĂĐƚ�ƚŽ�ƚŚĞ�ƉĞƌƐŽŶ�
signing so you may need to ask or confirm the contact information.  
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Pricing 

Pricing is tricky. There are better sources of pricing information than what I can 
ƉƌŽǀŝĚĞ�ŝŶ�ƚŚŝƐ�ďŽŽŬ͘�/ƚ͛Ɛ�ŝŵƉŽƌƚĂŶƚ�ƚŽ�ƌĞŵĞŵďĞƌ�ƚŚĂƚ�ŝŶ��Ϯ��ƐĂůĞƐ͕�ĐŽŵƉĂŶŝĞƐ�ŚĂǀĞ�
ƉůĞŶƚǇ� ŽĨ� ŵŽŶĞǇ͘� dŚĞ� ŵŽŶĞǇ� ŝƐ� ƚŚĞ� ĐŽŵƉĂŶǇ͛Ɛ� ŵŽŶĞǇ͕� ŶŽƚ� ƚŚĞ� ƉĞƌƐŽŶ� ǇŽƵ͛ƌĞ�
ƐƉĞĂŬŝŶŐ�ǁŝƚŚ͕�ĂŶĚ�ƚŚĞǇ͛ƌĞ�ƉƌŽďĂďůǇ�ƉĂǇŝŶŐ�Ă�ƚŽŶ�ŽĨ�ŵŽŶĞǇ�ĨŽƌ�Ăůů�ƐŽƌƚƐ�ŽĨ�ƵƐĞůess 
ƐŽĨƚǁĂƌĞ͘�dŚĞƌĞ͛Ɛ�ƉůĞŶƚǇ�ŽĨ�ŵŽŶĞǇ�ƚŽ�ďĞ�ŚĂĚ͘�/�ŽĨƚĞŶ�ǁŽƌŬ�ǁŝƚŚ�&ŽƵŶĚĞƌƐ�ǁŚŽ�ĂƌĞ�
surprised to hear how much companies spend on certain items and that a $900 
annual license is nothing. 

/͛ŵ�ŶŽƚ�Ă�ĨĂŶ�ŽĨ�ŐŝǀŝŶŐ�ƉƌŽĚƵĐƚƐ�ĂǁĂǇ�ĨŽƌ�ƉƌŽƐƉĞĐƚƐ�ƚŽ�ƉŝůŽƚ�Žƌ�ŚĂǀĞ�for free without 
Ă� ĨŽƌŵĂů� ƉŝůŽƚ͘� KĨ� ĐŽƵƌƐĞ͕� ŝĨ� ǇŽƵ͛ƌĞ� ĨŽĐƵƐŝŶŐ� ŽŶ� ƉƌŽĚƵĐƚ� ůĞĚ� ŐƌŽǁƚŚ� Žƌ� ŚĂǀĞ� Ă�
freemium/free trial strategy, this does not apply. 

You can probably raise your prices. As I said, companies have plenty of money. 
You may get anchored by the pricing of similar products in your category. 
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The Sales Funnel 

A basic sales funnel has three parts. The top, middle, and bottom. Prospects move 
through the funnel, some fall out after an intro call, after a demo, and not everyone 
will close who ƌĞĐĞŝǀĞƐ�Ă�ĐŽŶƚƌĂĐƚ͘�zŽƵ͛ůů�ďĞ�ĂďůĞ�ƚŽ�ĚĞƚĞƌŵŝŶĞ�ƚŚĞ�ĐŽŶǀĞƌƐŝŽŶ�ƌĂƚĞ�
at each step through the funnel. 

Tracking the steps in your sales process and mapping that to your funnel is 
important because sales then becomes a math equation. You can eventually figure 
out how many emails you need to send to book a meeting, how many meetings you 
need to book to schedule a demo, how many demos turn to contracts, and then how 
ŵĂŶǇ� ĐŽŶƚƌĂĐƚƐ� ďĞĐŽŵĞ� ŶĞǁ� ĐůŝĞŶƚƐ͘� tŝƚŚ� ƚŚŝƐ� ŝŶĨŽ͘� ŽŶ� ŚĂŶĚ͕� ǇŽƵ͛ůů� ďĞ� ĂďůĞ� ƚŽ�
forecast revenue aŶĚ�ǁŚĂƚ�ǇŽƵ�ŶĞĞĚ�ƚŽ�ĚŽ�ƚŽ�ŐƌŽǁ�ŝƚ͘�tŝƚŚ�ƚŝŵĞ͕�ǇŽƵ͛ůů�ŽƉƚŝŵŝǌĞ�ĨŽƌ�
each stage of the funnel. If people are dropping off after the demo call, you know 
ǇŽƵ�ŶĞĞĚ�ƚŽ�ǁŽƌŬ�ŽŶ�ǇŽƵƌ�ĚŝƐĐŽǀĞƌǇ�ĐĂůů�ĂŶĚ�ĚĞŵŽ�ƐŬŝůůƐ͘�/Ĩ�ǇŽƵ�ĐĂŶ͛ƚ�ŐĞƚ�ƉĞŽƉůĞ�ƚŽ�Ă�
demo, then you might not be targeting the right prospects or more likely, you need 
ƚŽ�ǁŽƌŬ�ŽŶ�ĚŝƐĐŽǀĞƌǇ͘�/Ĩ�ǇŽƵ͛ƌĞ�ĐůŽƐŝŶŐ�ĐůŝĞŶƚƐ�Ăƚ�Ă�ŚŝŐŚ�ƉĞƌĐĞŶƚĂŐĞ͕�ďƵƚ�ǇŽƵ�ĚŽŶ͛ƚ�
have a lot in your pipe, you need to put more resources into the top of your funnel. 
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Sales Tips 

These are sales tips based on working with non-sales Founders over the years. 

භ Benefits not features 

Technical founders like to explain how the sausage is made and describe all the 
bells and whistles. Nobody wants to hear about how the product works. Show them 
what it can do for them. 

භ Ask for business 

�ƚ�ƐŽŵĞ�ƉŽŝŶƚ͕�ǇŽƵ͛ƌĞ�ŐŽŝŶŐ�ƚŽ�ŚĂǀĞ�ƚŽ�ĂƐŬ�ĨŽƌ�ƚŚĞŵ�ƚŽ�ƐŝŐŶ�Ă�ĐŽŶƚƌĂĐƚ͘�͞�ĂƐĞĚ�ŽŶ�
ǁŚĂƚ�ǁĞ͛ǀĞ�ĚŝƐĐƵƐƐĞĚ�ƚŽĚĂǇ͕�ŝƐ�ƚŚĞƌĞ�ĂŶǇ�ƌĞĂƐŽŶ�ǇŽƵ�ǁŽƵůĚŶ͛ƚ�ŵŽǀĞ�ĨŽƌǁĂƌĚ�ǁŝƚŚ�ǆ͍͟ 

භ You need to take good notes 

zŽƵ͛ůů� ŚĂǀĞ� Ă� ůŽƚ� ŽĨ� ĐĂůůƐ͘� dŚĞǇ͛ůů� Ăůů� ďůĞŶĚ� ƚŽŐĞƚŚĞƌ͕� ĂŶĚ� ǇŽƵ�ǁŽŶ͛ƚ� ƌĞŵĞŵďĞƌ�
everything. Take good notes during the call, and then immediately enter them into 
ǇŽƵƌ� �ZD͘� /Ĩ� ǇŽƵ� ĚŽŶ͛ƚ� ŚĂǀĞ� Ă� �ZD͕� ƵƐĞ� Ă� ƐƉƌĞĂĚƐŚĞĞƚ͘�EŽƚĞƐ� ĂƌĞ� ŝŵƉŽƌƚĂŶƚ� ƚŽ�
staying organized.  

භ 90 days job change 

A person who has changed jobs within the last 90 days is a hot prospect. LinkedIn 
Sales Navigator has a feature which you can use to build your Tier 1 prospect list. It 
shows you who has changed jobs in the past 90 days. This means theǇ͛ƌĞ�ůŝŬĞ�Ϯ-10X 
more likely to buy something. 

භ Calendar calls for proposals.  

Calendar all calls. Do not get off calls without calendaring next steps. 

භ Pilots 

WŝůŽƚƐ� ŶĞĞĚ� ƚŽ� ŚĂǀĞ� ĚĞĨŝŶĞĚ� ƐƵĐĐĞƐƐ� ĐƌŝƚĞƌŝĂ͘� zŽƵ� ĚŽŶ͛ƚ� ŐŝǀĞ� Ă� ƉƌŽĚƵĐƚ� ƚŽ� Ă�
customer to try out for a pilot. You need to define what a successful pilot looks like 
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in advance, so you can be in a strong position to move forward. 

භ Timing 

^ĐŚĞĚƵůĞ�ĐĂůůƐ�ŝŶ�ƚŚĞ�ĂĨƚĞƌŶŽŽŶ�ĂŶĚ�ĨŽƌ�ĂƐ�ƐŽŽŶ�ĂƐ�ƉŽƐƐŝďůĞ͘�zŽƵ͛ůů�ŝŶĐƌĞĂƐĞ�ǇŽƵƌ�
show rate. 

භ Sales Decks 

�ŽŶ͛ƚ�ƵƐĞ�Ă�ĚĞĐŬ�ŝŶ�ǇŽƵƌ�ƐĂůĞƐ�ĐĂůůƐ�- ŝƚ͛Ɛ�Ă�ĐƌƵƚĐŚ͕�ĂŶĚ�ƉƌŽƐƉĞĐƚƐ�ǁŝůů�ƚƵŶĞ�ŝƚ�ŽƵƚ͘�
/ƚ͛Ɛ�ŶŽƚ�ĞŶŐĂŐŝŶŐ�ĞŶŽƵŐŚ͘�You need to be asking questions. 
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Top Sales Tips 

භ Sales activity is really really important 

The more prospecting you do, the more first meetings you will book. The more 
ĨŝƌƐƚ�ŵĞĞƚŝŶŐƐ�ǇŽƵ�ďŽŽŬ͕�ƚŚĞ�ŵŽƌĞ�ĚĞŵŽƐ�ǇŽƵ͛ůů�ŚĂǀĞ͘�dŚĞ�ŵŽƌĞ�ĚĞŵŽƐ�ǇŽƵ�ŚĂǀĞ͕�
the more contracts will get sent. The more contracts you send, the more clients you 
will sign. It all starts at the top with grinding out prŽƐƉĞĐƚŝŶŐ͘�/Ĩ�ǇŽƵ�ĚŽŶ͛ƚ�ĚĞĚŝĐĂƚĞ�
ĞŶŽƵŐŚ� ƚŝŵĞ� ƚŽ�ƐĞůůŝŶŐ͕�ǇŽƵ�ǁŝůů�ŶŽƚ�ŚĂǀĞ�ĞŶŽƵŐŚ� ŝŶ�ǇŽƵƌ�ƉŝƉĞ͘� /Ĩ� ǇŽƵ�ĚŽŶ͛ƚ�ŚĂǀĞ�
ĞŶŽƵŐŚ�ŝŶ�ǇŽƵƌ�ƉŝƉĞ͕�ǇŽƵ͛ůů�ŵŝƐƐ�ǇŽƵƌ�ƐĂůĞƐ�ŐŽĂůƐ͘��ĞĚŝĐĂƚĞ�ƚŝŵĞ�ĞǀĞƌǇ�ǁĞĞŬ�ƚŽ�ƐĂůĞƐ�
prospecting. 

භ Calendar next steps at the end of each call 

One of the more common mistakes I see new salespeople and Founders make is 
ƚŚĂƚ�ƚŚĞǇ�ĚŽŶ͛ƚ�ƐĐŚĞĚƵůĞ�ƚŚĞ�ŶĞǆƚ�ĐĂůů�ĂŶĚ�ĂŐƌĞĞ�ƚŽ�ŶĞǆƚ�ƐƚĞƉƐ�ǁŚŝůĞ�ƚŚĞǇ͛ƌĞ�ŽŶ�ƚŚĞ�
phone. This leads to not having next calls calendared with your prospect. If you do 
not do this, you will get ghosted, you will have longer sales cycles, and you will have 
ƚŽ�ŚƵŶƚ�ǇŽƵƌ�ƉƌŽƐƉĞĐƚƐ�ĚŽǁŶ͘�/ƚ͛Ɛ�ŽŶĞ�ŽĨ�ƚŚĞ�ĞĂƐŝĞƐƚ�ǁĂǇƐ�ƚŽ�ŬĞĞƉ�ǇŽƵƌ�ƐĂůĞƐ�ĐǇĐůĞƐ�
moving along with some predictability. It also allows you to more accurately forecast 
your revenue. Most importantly, it will make your life easier. 

භ Provide a great customer experience 

You may not have the best product in your category, but you can provide the best 
customer experience. Be responsive. If a prospect emails you on the weekend, get 
back to them. If a question comes in after hours, do not wait to answer it! Think 
ĂďŽƵƚ�ƚŚĞ�ďĞƐƚ�ĐƵƐƚŽŵĞƌ�ĞǆƉĞƌŝĞŶĐĞƐ�ǇŽƵ͛ǀĞ�ŚĂĚ͕�ĂŶĚ�ŵĂŬĞ�ƚŚĂƚ�ŚĂƉƉĞŶ�ĨŽƌ�ǇŽƵƌ�
ƉƌŽƐƉĞĐƚƐ͘�/Ĩ�ǇŽƵ�ƐĂǇ�ǇŽƵ͛ƌĞ�ŐŽŝŶŐ�ƚŽ�ƐĞŶĚ�Ă�ĐŽŶƚƌĂĐƚ�ƚŽŶŝŐŚƚ͕�ŵĂŬĞ�ƐƵƌĞ�ǇŽƵ�ƐĞŶĚ�ŝƚ�
that night. If a ƉƌŽƐƉĞĐƚ�ŝƐŶ͛ƚ�Ă�Ĩŝƚ͕�ǇŽƵ�ƐŚŽƵůĚ�Ɛƚŝůů�ŚĞůƉ�ƚŚĞŵ͘��Ğ�ŚŽŶĞƐƚ͕�ĂŶĚ�ĚŽŶ͛ƚ�
waste their time.  

භ Selling is a series of small closes 
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In B2B sales that are not one-ĐĂůů�ĐůŽƐĞƐ͕�ǇŽƵ͛ƌĞ�ŐŽŝŶŐ�ƚŽ�ŵŽǀĞ�ƉƌŽƐƉĞĐƚƐ�ƚŚƌŽƵŐŚ�
multiple steps in your sales process. Each step is a small close. Booking a meeting, 
the intro call, the demo call, the call to discuss the contract - these are all necessary 
in the sequence of events leading up to meeting your sales goals. These are also all 
steps that should be thought of as small closes. Moving the prospect forward to each 
ŶĞǁ�ƐƚĞƉ�ŝƐ�Ă�ŶĞǁ�͞ĐůŽƐĞ͟�ƚŚĂƚ�ǁŝůů�ŐĞƚ�ǇŽƵ�ŽŶĞ�ƐƚĞƉ�ĐůŽƐĞƌ�ƚŽ�ĐůŽƐŝŶŐ�ƚŚĞ�ĚĞĂů͘ 

භ �Ğ�ƉĞƌƐŝƐƚĞŶƚ�ĂŶĚ�ĚŽŶ͛ƚ�ŐŝǀĞ�ƵƉ 

zŽƵ� ĂƌĞ� ĂďŽƵƚ� ƚŽ� ƚĂŬĞ� ƐŽ�ŵĂŶǇ� >͛Ɛ� ĂŶĚ� ŐĞƚ� ƌĞũĞĐƚĞĚ� Ă� ƚŽŶ͘� ^ŽŵĞ�ƉĞŽƉůĞ� ĐĂŶ͛ƚ�
handle sales because perfŽƌŵĂŶĐĞ�ŝƐ�ŽďũĞĐƚŝǀĞ͘�zŽƵ�ĞŝƚŚĞƌ�ǁŝŶ�ďƵƐŝŶĞƐƐ�Žƌ�ǇŽƵ�ĚŽŶ͛ƚ͘�
ZĞǀĞŶƵĞ� ĞŝƚŚĞƌ� ĐŽŵĞƐ� ŝŶ� Žƌ� ŝƚ� ĚŽĞƐŶ͛ƚ͘� There are no moral victories in sales. 
hŶĨŽƌƚƵŶĂƚĞůǇ�ĨŽƌ�Ă�ůŽƚ�ŽĨ�ƐƚĂƌƚƵƉ�&ŽƵŶĚĞƌƐ͕�ƚŚĞǇ͛ƌĞ�ŶŽƚ�ƌĞĂĚǇ�ƚŽ�ƚĂŬĞ�ŽŶ�ǁŚĂƚ�ĐĂŶ�
be L after L after L - ŝƚ͛Ɛ�ƵŶůŝŬĞ�ĂŶǇƚŚŝŶŐ�ƚŚĞǇ͛ǀĞ�ĞǆƉĞƌŝĞŶĐĞĚ͘�WĞŽƉůĞ�ǁŝůů�ƌĞũĞĐƚ�ǇŽƵ͕�
they may even insult your product or you personally, but none of that matters; you 
ŚĂǀĞ�ƚŽ�ƚĂŬĞ�Ă�ůŽŶŐ�ƚĞƌŵ�ƉĞƌƐƉĞĐƚŝǀĞ͘�ZĞĂůŝǌĞ�ƚŚĂƚ�ŝĨ�ǇŽƵ�ĂƌĞ�ƉĞƌƐŝƐƚĞŶƚ�ĂŶĚ�ǇŽƵ�ĚŽŶ͛ƚ�
give up, you will close business. If you dedicate time to selling and improving your 
sales skills and your product, you will ĐůŽƐĞ�ďƵƐŝŶĞƐƐ͘��Ğ�ƉĞƌƐŝƐƚĞŶƚ�ĂŶĚ�ĚŽŶ͛ƚ�ŐŝǀĞ�ƵƉ͘ 
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Sales Tools I Recommend 

Here are tools I use that you can use. A few of these links have affiliate codes. Feel 
ĨƌĞĞ�ƚŽ�ƵƐĞ�ƚŚĞŵ�Žƌ�ŶŽƚ͘�/͛ŵ�ďŽŽƚƐƚƌĂƉƉŝŶŐ�ŵǇ�ĐƵƌƌĞŶƚ�ƐƚĂƌƚƵƉ� 

භ Contact Database and email platform 

Apollo is great because it has a full database of contacts that makes building 
prospect lists a breeze and allows you to send cold emails. Great for solo founders 
and small sales teams.  

Get Apollo 

භ Email Warm Up 

Before you send emails with a tool like Apollo, you need to warm up your email 
account. Use a tool like Warmbox. 

Get Warmbox 

භ LinkedIn Automation  

If you want to automate viewing profiles, collecting profile information, and 
building your network, Dux-Soup is an affordable and highly effective tool. 

Get Dux-Soup 

භ Technographic Information 

Builtwith.com is a useful site for top quality technographic information when 
building prospect lists. 

Get Builtwith 

භ LinkedIn Sales Navigator 

This is useful for researching prospects, 90 day job changes, and building lists. 

http://www.profs.co/
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Get LinkedIn Sales Navigator 

භ DocuSign 

dŚĞƌĞ�ĂƌĞ�Ă�ďƵŶĐŚ�ŽĨ�ƚŽŽůƐ�ƚŚĂƚ�ĚŽ�Ğ^ŝŐŶĂƚƵƌĞƐ�ďƵƚ�/͛ŵ�Ă�ƵƐĞƌ�ŽĨ��ŽĐƵ^ŝŐŶ and like 
ŝƚ�ƚŚĞ�ŵŽƐƚ�ŽƵƚ�ŽĨ�Ăůů�ƚŚĞ�ƚŽŽůƐ�/͛ǀĞ�ƚƌŝĞĚ͘ 

Get DocuSign 
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Get In Touch! 

 

If you ever need sales help, feel free to reach out directly to me at:  

Website: Profs.co 

Email: joe@profs.co  

Twitter: https://twitter.com/JoeBenjamin_ 

LinkedIn: https://www.linkedin.com/in/joebenjamin1/ 

I hope you found this book helpful.  

Follow me on Twitter for new books, tips, checklists, and more! 
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