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INTRODUCTION
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We all get countless emails each day trying to get our attention and 
engage us in a conversation. How do we find a way to not be the 
email that gets immediately dismissed and become the email that is 
clear and compelling? How do we get higher response rates and do 
it in a way that feels tolerable and human enough to counteract the 
part of us that doesn’t want to be seen as the sales guy or gal?

We are looking to communicate in a way that separates us from 
the competition in both our content and our style. This will help 
ensure we are coming from a position of strength and equality with 
our prospects, and not a one-down position where we’re chasing, 
begging and over-promoting (which most people find distasteful 
and annoying). It’s a fine line to walk and the right approach will be 
appreciated by prospects and earn their attention and respect, even 
if they don’t have an immediate need. You only get one chance to 
make a first impression. 
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THERE ARE SIX KEYS TO EFFECTIVE EMAIL COMMUNICATION  
WITH PROSPECTS.

1 Use a personalized subject line. To ensure your prospect reads 
into the body of your email, you ideally use their name, as well 
as your own, to humanize, personalize and trigger that part of 
their brain that wants to find out more.

2 Keep the message short, easy to scan and have a clear intent 
that is stated early on. People need a quick sense of who you 
are and why you are reaching out to them. 

3 Be disarming. Don’t come on too strong or too smart about 
all the ways you know you can help them, which immediately 
brings up people’s defenses. You can be clear and confident 
while also disarming people’s antennae around not wanting to 
be sold something or have their time wasted.  

4 Avoid emotional and excitable language. If people don’t know 
you, your excitement will scare them. You can have passion for 
what you do and what you’re selling, but early on in the sales 
process remember that your excitement won’t help you sell, 
and more often than not, it will hurt you.  

5 Have clear, actionable, easy-to-say-“yes”-to next steps. The 
more tangible and simple your first step is (i.e., suggesting 
a scheduled, brief phone call), the better your chance is of 
getting a yes.  

6 Always make “no” OK. The more you give people a sense that 
they have a choice (and that you know they have a choice), the 
more likely you are to appeal to their reasonableness and have 
them at least reply, if not agree, and accept your offer  
to connect.   
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INEFFECTIVE EXAMPLES WHAT NOT TO DOWHY DOES THIS MATTER?
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Happy New Year, Michelle! I hope you’re recovering from the holidays. Maybe 
playing with your shiny new bike or train set. I shot my eye out with my new daisy 
red rider bb gun. Lol I have an interesting new dental product for 2016! Good value 
and makes sense for group looking to save money this year. Can we get together 
for a coffee or lunch? I would love to reconnect with you:). –Mike

Dear Mr. Smith,

The construction industry has faced mounting challenges over the last few 
years, and you need a strategic partner who understands the needs that are 
unique to your business. As an agency with over 100 years of experience, 
W&P’s Construction Practice Group has the knowledge and experience to be 
your insurance and risk management partner. W&P has sought out the best 
talent in the construction insurance and risk management industry to build its 
team of construction professionals. 

We understand that managing your total cost of risk is vital to the success of 
your business, and we have programs and services in place to meet those 
needs. W&P can customize and manage an insurance and risk management 
program built just for you.

In the next week, I will be contacting you to set up an appointment to discuss 
your insurance and risk management program and how W&P can meet your 
needs. I look forward to our discussion!

Sincerely, Joe

What’s Ineffective About This Example?

• Not scannable • Assumptive

• Too long • Gives no clear next step

What’s Ineffective About This Example?

• Excited! • Too much information

• Emotional • Gives no clear next step



INEFFECTIVE EXAMPLES WHAT NOT TO DO EFFECTIVE EXAMPLES WHAT WORKS
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CONTINUED
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SUBJECT: JOHN – QUICK NOTE FROM FRANK WINCHESTER

John,

This is Frank Winchester, I am co-founder at Pacific Group, a back-office outsource 
consulting firm here in the Bay Area. I’m pretty sure you have no idea who I am. 
Real quick why I’m writing:

Below is a link to an article and webinar on the sticky situation of how to best 
handle a toxic employee and how to fire them if it comes to that. This is one of the 
difficult topics our clients face and rely on us to help manage.  

I have no idea if this or other services we provide are relevant but thought I would 
reach out to see if you might be open to a brief, 5-minute phone conversation. No 
pressure or expectations at all. At the end of the call, we should have a good idea if 
any of our services are a fit. 

We work best with Bay Area business leaders running $2-20M organizations who 
are tired of dealing with issues related to back office duties such as accounting 
and HR and want to free up their brain space for the fun stuff. Our goal is to turn 
the back-office processes from a headache into a strategic advantage for growing 
companies.

Let me know if you’re open to schedule a real quick call in the next week. Either 
way is perfectly fine. No matter what, I wish you the best.

Frank

How to fire a toxic employee

http://www.pcg-services.com/no-naysayers-here-how-to-fire-a-toxic-employee/

Full-length guide and recorded webinar:

http://www.pcg-services.com/resources/toxic-employees/

Dear Tom,

Hi, there! Hope you got my last message about an inside sales calling campaign. 
We’ve got the best appointment setters on board—they can help you meet the right 
people in the market to get those deals coming in.

Hope I can schedule a time to talk with you about generating business leads and 
appointments with us.

Many thanks, Sadie

What’s Ineffective About This Example?

• Excited! • Places Sadie in a subservient position

• Not clear what is being offered • Gives no clear next step



Remember, your email will have a higher read and response rate 
if you also leave a brief voicemail right after you send the email. 
Here are two examples of a vm message you might leave along 
with the previous email:

FOLLOW UP WITH A VOICEMAIL
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EFFECTIVE EXAMPLES WHAT WORKS
CONTINUED

SUBJECT:  JERRY – QUICK NOTE FROM PETER LANE

Hi, Jerry - My name is Peter Lane and I’m following up on my voicemail from today. 
Real quick why I’m writing:

My company, based here in NYC, works with COOs of mid-sized private equity firms 
that are:

1. Expanding into a new area of business or exploring new products.

2. Experiencing or anticipating a spike in activity.

3. Facing a crisis that requires skilled talent immediately.

Best clients for us are open to considering using high-level, vetted professionals on 
a project basis. These are people that can see the big picture, know how to solve 
problems, and can hit the ground running immediately. 

I know you don’t know me from Adam, but I thought I would reach out to see if  
you might be open to a brief, 5-10 minute call. No pressure or expectations. After  
a brief chat, it should be clear if we have reason to talk further or not.  

Let me know if you’re open to schedule a quick call in the next week or two.  
If you’re not open to talk that’s fine, just let me know either way and I won’t bug  
you again.  

Peter

Targeted Cold Outreach Voicemail Script
Hi, Nancy. Peter Lane here. You don’t know me from Adam. 10-second 
version of why I’m calling—I run a firm here in NYC that works with mid-
sized hedge fund CFOs who are facing a spike in activity or crisis that 
requires skilled talent immediately. I also just sent you an email so take a 
look at it and let me know if you have any interest in a brief, 5-minute call. 
Not sure if we can help but it might be worth a quick chat to find out. No 
pressure at all. Take care.

Targeted Cold Outreach Voicemail Script
Hi, Nancy. This is Cindy Myer from Peter Lane’s office. Peter asked me to 
follow up on an email he just sent you. Our firm here in NYC works with 
private equity executives facing a crisis who need skilled talent quickly. 
Take a look at his email and let us know if you’re open to a brief, 
exploratory conversation.  



Now, open your thumb drive and choose  
one of the 5 email templates you can use  
for outreach and send it to a prospect. 

Give it a shot.
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In this day and age of 
social media and multiple 
communication platforms, 
email is still king. A short and 
effective email can still get 
you in the door with a new 
prospect whom you hit at the 
right time. And even if this 
isn’t the perfect time, you have a chance to get a response, 
get an agreement to stay in touch in the future, and build a 
relationship over time. So don’t ruin it by being a blowhard. Be 
clear and calm and focused. Be reasonable and human. Sell to 
others like you would like to be sold to. Stand out by not being 
like almost every other salesperson. Radical, right?! If you follow 
the keys above, you will be guaranteed to stand out from the 
crowd, break through the clutter and get higher response rates 
to targeted email outreach campaigns.  
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1 Keep in mind that every touchpoint with a prospect is a chance 
to make an impression. Most of your prospects get hounded 
by crappy salespeople and cheesy communications every day. 
A few minor tweaks to your approach can go a long way to 
making you sound different from all the others.  

2 Notice your desire to want to tell them EVERYTHING that 
you do. But please don’t. Focus on a couple of key reasons why 
people buy from you or typically agree to talk with you. You 
just need to pique their interest enough to get them on the 
phone to get the process started. Less is more.   

3 I know you’re passionate about what you do and believe that 
your passion is a big part of why you are successful at selling 
and delivering what you do. That may be true, but remember 
that when talking with people who don’t know you, your 
passion is a double-edged sword. It’s compelling and it’s also 
annoying. It’s infectious and it also turns people off. So tone it 
down just a bit in your initial outreach communication. Save it 
for later in the process. And remember, never be more excited 
about closing the business than the prospect is about solving 
their problem.  

QUICK REMINDERS FINAL THOUGHTS



THE IDEAL CLIENT
We attract more of what we clearly define. We get more of what we generally tolerate. 
Use this template to clarify your ideal clients and make a plan to find them.

GRAPHIC PIPELINE MAP
Use this powerful graphic template to create a snapshot of where your business 
development efforts are without self-deception and excuses.

EFFECTIVE EMAILS
Learn how to create outreach emails that don’t get immediately dismissed. Create emails 
that are clear and compelling, that separate you from your competition, and ensure you 
are coming from a position of strength and equality.

EFFECTIVE CALLS & MEETINGS
If you have a clear structure for each new conversation, you and your prospect will be freed 
up to engage in a more disarming and meaningful dialogue. Learn the three things you can 
do to make sure you get the most out of that conversation you worked so hard to get.

STALLED DEALS
You had a great call or meeting with a prospect, you thought things were moving along 
and now you can’t get a response. Crickets. Sound familiar? Learn techniques that will get 
a response 75% of the time.

REFERRALS
The best way to find new business is from referrals from people who already know and do 
business with you. Learn the keys to consistently receiving referrals and what to do when 
you get them.

The Selling180 Toolkit is a radical 
departure from normal sales 

techniques. Everything outlined in 
these modules is designed to help 
you maintain greater control over 

your process and reduce the amount 
of lost time and energy you spend in 
not having enough of the right kinds 

of business in your pipeline.
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