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Introduction: why you 
need a sales strategy

The world of B2B sales has changed.

Gone are the days of the charismatic salesperson armed only with a copy of the phone 
book and a telephone. Over the last 10 years, improvements in internet speeds and 
technology have sparked a revolution in sales. Contact data can be sourced at the click 
of a button; today’s sales tools aren’t physical objects, but exist in the cloud.

This sea change in sales has made the job both easier and harder. Easier, in that there’s 
now a whole host of tools that make sales faster and more efficient. Harder, in that it can 
be difficult to know how to navigate this new landscape. What tactics are the ones that 
really work? What metrics are the ones that really matter? What tools are the ones that 
really help?

This is why you need a sales strategy. There are so many ways for you to sell and so many 
paths to follow. Here at Cognism, we’ve tested several different approaches and we 
believe we’ve arrived at a strategy that really, truly works. And now we’re going to share it 
with you.

Here’s what you can expect to learn over the course of this guide:

 How to set, meet and exceed sales goals.

 How to build and maintain a strong sales pipeline.

 Practical cold calling tips, including scripts, templates and cadences.

 Advice for structuring and training a winning outbound team.

 A rundown of the metrics and tools to power your strategy.

 Key takeaways from some of the brightest minds in B2B SaaS sales.

This is The No Stone Unturned Guide to Sales Strategy - presented by Cognism, the 
world’s best B2B prospecting solution.

https://www.cognism.com/what-is-b2b-sales
https://www.cognism.com/sales-strategy
https://www.cognism.com/
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Part 1: Sales process
The secret formula for setting B2B sales goals

What’s your sales goal? For most B2B SaaS  
sales leaders, the answer is growth.  
James Isilay unlocks the secrets behind 
Cognism’s formidable growth strategy.

Sales is a demanding, fast-paced industry - but have you ever stopped to ask yourself: 
what’s my goal?

For most B2B SaaS sales leaders, the answer to that question is simple: to achieve 
consistent revenue growth. Constant, predictable growth is the holy grail of SaaS - and 
here at Cognism, we believe we’ve unlocked the secret!

Our growth trajectory is rightly the stuff of SaaS legend - from 657% growth in 2018  
to 180% in 2019. But what’s behind the numbers? What’s our system, our process?  
What helped us to build a sales strategy that delivers outstanding success year-on-year?

This is how we built a formidable sales engine at Cognism - in 5 key steps.

  Step 1 - Start with revenue

If revenue is your ultimate goal, then make it the number one benchmark that you 
measure everything else against. Everything you do in B2B SaaS sales must relate back 
to revenue. If there’s something you’re doing that isn’t helping you hit your revenue 
target, drop it.

This top-down sales approach shows you where you should be focusing your energies. 
When you’ve worked out your revenue target, you can then work out which activities will 
help you achieve that target.

Typically, these will be:

Outbound sales 
When salespeople engage 
with decision-makers 
inside a company to 
generate interest and 
make a sale.

Inbound marketing 
When a marketing team 
generates opportunities 
for the sales team  
to action.  

Upsells 
The process of selling 
more to your existing 
customer base.

https://www.cognism.com/sales-saas
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Every revenue-generating activity you engage in must be tracked by underlying metrics. 
These include:

Capacity/budget 
How much do you expect 
these activities to cost? 

Conversion rate 
How well is each activity 
performing in terms  
of converting leads  
into customers? 

Cost per lead 
How much does  
each conversion 
cost?

These are the top-level sales metrics that you need to track. In the next step, it’s time to 
get more granular.

  Step 2 - Calculate the maths of outbound

The old-school view of outbound sales is that it was an art - you had salespeople who 
engaged with leads and, through sheer force of personality, persuaded them to buy.

This approach just doesn’t cut it in the 21st century. Today’s SaaS companies have 
transformed outbound sales into a science. You can calculate exactly how many sales 
reps you’ll need to hit your revenue target - and this is the secret formula.

 Let’s say you have 1 outbound sales rep. He or she is making 200 dials every day.

 Those 200 dials lead to 60 conversations and 15 follow-ups. It’s important to 
note follow-ups, as they typically have higher conversion rates than a first-time 
cold call - the lead is already “warmed up” and aware of your product/service.

 Those 60 conversations and 15 follow-ups lead to 20 product demos.

 Those 20 demos lead to 10 opportunities, and finally, 3 deals being signed.

From this calculation, you can work out…

 The number of deals that you’ll need to be signed every month in order to make 
revenue.

 The number of salespeople that you need to generate the opportunities that 
lead to those deals.

 The average cost per deal, which will you help you in terms of allocating 
resources.

The next step is to put all this together in a practical, repeatable way.

https://www.cognism.com/outbound-sales-software
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  Step 3 - Follow the capacity model for B2B sales

The capacity model is how you take the ideas from Steps 1-3 and build them into a 
scalable, repeatable sales process. This is the system that Cognism follows. Here’s how  
it works:

 As with Step 1, start with revenue. What’s your target?

 Then work backwards. What resources do you need to reach that target?

 Your monthly revenue target will indicate how many SDRs you need to book X 
number of meetings.

 From that, you can extrapolate how many meetings will lead to a demo, how 
many demos will lead to opportunity, and how many opportunities will convert 
into a customer.

This is the science of predictable B2B sales. Below, you’ll see a table showing the 
capacity model in action at Cognism, from H1 2019.

I recommend this model wholeheartedly if you’re a scaling B2B SaaS company. It allows 
you to accurately predict revenue and successfully manage resources month-on-month.

  Step 4 - Improve sales efficiency

When your B2B lead generation machine is up and running, your next task is to keep that 
machine well oiled. There are a number of things you can do as a sales leader to improve 
the efficiency of your team.

Here are my top tips:

Identify your ideal customers

Create an Ideal Customer Profile (ICP) for your business. This is a representation of 
the perfect buyer for your product/service. Once you’ve defined your ICP, use it to find 
decision-makers who exactly match that persona.

Revenue 
Target

SDR SDR 
Target 
P/W

Monthly 
MTGS

Marketing 
Meetings

Total  
Meetings

Meetings 
Attended

MTGS>> 
Opp

Opps  
Created

Deal won 
conversion 

rate

Deals  
won

Numbers 
of AEs

Meetings 
per AE 

per week

Meetings 
per AE per 

Month

SDR 
Ration 
BDM

January £32,000 7.5 45 180 54 234 175.5 55% 97 25% 32 5 12 47 0.63

February £36,000 11.6 70 233 116 349 262 55% 144 25% 36 6 14.75 59 0.79

March £44,000 14.2 85 284 142 427 320 55% 176 25% 44 7 15.25 61 0.93

April £44,000 14.2 85 284 142 427 320 55% 176 25% 44 7 15.25 61 0.93

May £44,000 14.2 85 284 142 427 320 55% 176 25% 44 7 15.25 61 0.93

June £48,000 15.5 93 310 155 465 349 55% 192 25% 48 7 14.75 61 1.05

https://www.cognism.com/what-is-b2b-lead-generation
https://www.cognism.com/blog/scale-business-build-ideal-customer-profile
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Align sales and marketing

Your B2B sales rocketship will never get off the ground if your sales and marketing teams 
are at loggerheads. They must work together symbiotically, with marketing attracting 
and nurturing high-quality leads for sales to action.

The number one thing you can do to drive alignment is to put both departments under 
the same umbrella. Instead of looking at them as 2 separate teams, view them as all 1 
team - the revenue team!

Nurture your leads effectively

Within that, it’s important that your B2B marketing operation is strong. Use every tool in 
the marketing toolkit to nurture your leads until they’re ready to buy.

Start a blog, publish quality content aimed at your ideal buyers, run paid ads and launch 
email marketing campaigns. Keep that pipeline full of warm leads!

Measure your results weekly

Select your metrics and track them on a weekly basis. Measure everything to the 
smallest detail - number of dials, conversion rates, demos attended...the list goes on!

By tracking everything weekly, you’ll be able to quickly spot errors in your sales process 
and fix them.

Invest in the best B2B sales tech

There are a plethora of tools that can aid your sales team in their B2B prospecting quest. 
A word of advice, though - don’t implement tech for the sake of it. When looking at 
providers, always ask yourself: what problem is this going to solve for my team? If it’s not 
resolving an issue, don’t buy it.

  Step 5 - Don’t forget your people

All this talk of processes, tech and B2B data can lead us to forget the most important 
element of all: your people!

Sales is still a people process. Tech and data can help, but it’s people that drive the 
engine. Make sure you don’t lose sight of your team when setting your sales goals.

Hiring the right SDRs is one critical element; providing them with clear progression 
opportunities and world-class training are others. If you can get the right salespeople, 
give them everything they need to succeed, and incentivise them to achieve their very 
best, then you’ll find that your sales operation will run like clockwork.

https://www.cognism.com/blog/what-is-lead-nurturing-how-can-you-do-it
https://www.cognism.com/what-is-b2b-prospecting
https://www.cognism.com/b2b-data
https://www.cognism.com/blog/10-questions-to-ask-hiring-sdr
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Key takeaways 

That’s my rundown of setting B2B sales goals and building a sales engine that succeeds. 
These are the 5 key points to remember:

1.  Make revenue your number one goal and structure every sales activity around that.

2.  Create a sales model that drives growth. The capacity model will help you to plan the 
resources you need.

3.  Break down the sales process and apply metrics to track in all areas.

4. Use tech to improve the process and accelerate your sales.

5.  Hire well and construct a sales culture that encourages success.  
Invest some time in aligning sales and marketing.

The 8 stages of the B2B sales process

A B2B sales process is a set of steps designed 
to help salespeople convert prospects into 
customers. Jonathan Ilett, Sales Director, 
explores the Cognism sales process.

Here at Cognism, our 8-step sales process is the cornerstone of our sales strategy.  
It’s helped us to stay focused and hit our revenue targets, even during the challenging 
working environment of COVID-19.

These are my thoughts on the B2B sales process, how it works and why having one is so 
necessary for a scaling company.

https://www.linkedin.com/in/jonathonilett/
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Why you should develop a B2B sales process

Most salespeople enjoy the freedom that comes with their role. The ability to bring their 
personality into every cold call and adapt to changing conversations. 

However, the best salespeople aren’t artists, they’re scientists. They use data to form 
insights and create a strong sales process.

A sales process provides a framework upon which a salesperson can improvise, while 
providing four additional benefits:

 Having a more rigid process in place makes it easier for new starters to get up  
to date.

 Breaking a sales strategy into stages makes it easier to identify aspects which 
aren’t working, and adjust them.

 Having a more structured sales approach will make it impossible to overlook 
important steps.

 Seeing where customers are in the sales process makes it easier to forecast 
more accurately.

The B2B sales process explained

The first thing to do before you start prospecting is to research your target market and 
define your Total Addressable Market (TAM). Once you’ve done this, you will be ready to 
kickstart the sales process.

We’ve broken our one into 8 separate stages, which are outlined in the infographic below.  
This is the exact process we follow at Cognism.

https://www.cognism.com/top-cold-calling-tips
https://www.cognism.com/what-is-total-addressable-market
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  1st stage - Lead generation

Lead generation is the process of finding sales qualified leads; people who’ve 
expressed interest in your product and who you should reach out to! If you have a good 
understanding of your TAM and the right lead generation software in place, this step 
should take no time at all!

These are the top 3 lead generation tactics in B2B sales:

Cold calling 
Contacting leads via 
the phone, qualifying 
them and then 
arranging a meeting.

Outbound email 
Contacting leads via  
email, containing  
compelling and  
personalised content.

Social selling
Engaging with leads 
on social networks - 
in B2B, the main one 
is LinkedIn.

  2nd stage - Discovery

Every good salesperson should know their product inside out. Every great salesperson 
should also understand their prospect’s business. By putting in the groundwork and 
trying to understand the prospect’s pain points before you speak with them, you’ll be 
able to provide them with solutions. This research stage is called discovery.

Researching the prospect also gives you an opportunity to qualify the lead before you 
pick up the phone. Here are some tips:

Connect with the prospect on LinkedIn

Check their recent activity. What have they commented on? What have they shared?  
Have they written any articles or been featured in someone else’s? Insights like these can 
be great for building rapport on your cold calls.

Click on their company’s website

Have they published any news stories or press releases recently? Scroll through their 
blog, if they have one. Take note of the language/terms that are used by the company. 
Again, this is all good information that you can use in your calls.

Read up on the latest news in their sector

Subscribe to industry news websites or LinkedIn groups. When you call the prospect, you 
want to sound like an expert - not just in your field, but in theirs!

https://www.cognism.com/blog/discovery-calls-101


The no stone unturned guide to sales strategy     /     10

  3rd stage - Qualification

Now that you’ve done the groundwork, it’s time to get on the phone.

During the first section of your sales call, you should be assessing the prospect’s 
suitability as a customer.

Ask them open-ended questions, focus on their problems and determine whether you 
could solve them. If not - don’t force it! Time is of the essence, and if you have a good 
lead list, you’ll have plenty of other people to speak to.

 4th stage - Pitch

You should by this point have a good idea of the struggles the prospect faces. If so, you’ll 
be able to deliver a pitch which is tailored to solving their problems.

This is where your creativity comes in. The most detailed sales process in the world can’t 
replace charisma or charm...this is why we often avoid detailed scripts.

A good sales pitch should last around 30 seconds. During this time, you’ll need to 
show the prospect that you’ve done your research. Hit on key points of value which are 
relevant to them. Here are some tips:

 Quote the types of businesses that the prospect’s company prospects to - this 
is a great way to demonstrate that you’ve done your research!

 Arouse curiosity in the prospect. Avoid over-explaining your product or service; 
you want the prospect to follow up with some questions.

 A sales pitch isn’t an excuse to list all of your wonderful features. Prospects don’t 
want to hear it! Focus instead on how your product can help them. What results 
can they expect to see if they become a user?

  5th stage - Objection handling

A prospect will rarely be ready to buy immediately after your pitch. They’ll most likely 
have some questions which you’ll need to answer.

When it comes to objection handling, the prospect is never wrong. If you flat-out 
disagree with a prospect’s objection, they’ll hang up. Instead, listen to what they have 
to say, and reposition your offer in a way which answers their question. The chances are 
they’ve just not heard the right information yet.

Over time, you’ll develop an arsenal of objection resolutions. Until then, just listen to the 
objection, acknowledge it, and propose a reasonable solution. If this goes well, it’ll be 
time to close the deal.

https://www.cognism.com/blog/cold-calling-objection-handling-playbook
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  6th stage - Closing

This stage of the B2B sales process should be the most exciting part for the prospect.  
You’ve demonstrated the value of your product, handled all of their objections, and 
convinced the prospect that your solution is an investment which can’t be passed up on!

Discuss prices and negotiate if necessary. Offering some free added value to the deal 
can help get it over the line.

Also, be sure to discuss all of the remaining steps before the call ends, including speaking 
about all of the stakeholders that need to sign off on the deal. This will ensure that there 
are no surprising bumps along the way; now the signed contract will be in sight!

  7th stage - Follow up

After the sales call, send the prospect a follow-up email. Due to the number of people 
that are usually involved in signing a B2B purchase, it’s important that you leave a good 
impression!

Keep it professional and provide next steps. Include a summary or (even better!) a 
recording of your conversation, as well as any additional useful information. Leaving the 
conversation on a positive note will leave the door open for repeat sells and upsells.

Plus, if you’re going to continue working with the new client, you’ll be getting your new 
working relationship off to a great start.

  8th stage - Check in

Congratulations! The prospect has become the client. There’s just one step left.

After you’ve waited for the client to see the value of your product, it’s worth reaching out 
to them one last time. Check in with them to see how they’re doing.

Not only can you gain great feedback from this step, but if they’ve been enjoying the 
product, you can ask for a case study or referral. This will give you a great new lead to 
restart the B2B sales process with!
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How to speed up the B2B sales cycle

Justin Stephenson, sales expert and Partner at 
Sandler Training, explains the steps you can take 
to shorten the B2B sales cycle and land more 
deals, faster.

How do you shorten your sales cycle?

Adding fewer steps…?

Nope.

Decreasing the time between steps…?

Wrong again.

A shorter sales cycle is the holy grail of B2B sales. Almost impossible to find - but doing 
so could grant your business an eternal life cycle (or something pretty close).

Here are my thoughts on the sales cycle and how you can shorten it.

What is the B2B sales cycle?

In basic terms, a broken down B2B sales cycle is a set of steps that leads a salesperson 
through a sale. It’s part of your sales strategy and should be repeatable, optimisable and 
easy to keep track of.

The purpose of breaking down your B2B sales cycle is to make things easier and more 
efficient. If it’s making things too complicated, redesign it.

4 steps for speeding up the B2B sales cycle

I spend a lot of time helping businesses understand their current sales cycle. It’s often 
the case that companies have a natural way of handling sales, without really knowing 
what it is.

There are 4 steps that can help you here. They are:

https://www.linkedin.com/in/justin-stephenson-growthstrategist-00674b3/
https://www.sandler.com/
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  1 - Have a robust sales system

When you’re dealing with a smaller business, it’s often the case that they have no solid sales 
system in place. This astounds me. Quite often they’ll have some sort of system in place, 
but it’s too loose and won’t ensure repeatability or reliability. It needs to be nailed down.

This will make it much easier for the salesperson to dictate the flow of a sale.  
The salesperson needs to keep control.

  2 - Control the sales journey

I recommend trying to build a sales methodology that helps the salesperson to control 
and manage the sale. If they’re unable to do this, they’ll default to ‘the buyer system’, 
where the buyer dictates the process. This can be less helpful for both parties, and is 
particularly common when cold calling.

When a sales process is in place, the salesperson is less likely to miss important steps.  
This means they are more likely to attain all of the key information they need.

  3 - Qualify leads thoroughly

Certain information needs to be gathered so the salesperson and prospect can decide if 
there is a good reason to buy the product (or service for SaaS sales). 

A lot of SMEs will be so keen to get in front of a buyer, they’ll hang in for as long as possible 
without finding a reason not to work with them. This can result in a late breakdown and 
wasted time.

Developing a better understanding of the sales cycle will make it easier to identify 
strengths and weaknesses. Fixing these is the key to shortening the entire process.

  4 - Measure your results 

A sales strategy should be stuck to firmly. Breaking it down into manageable chunks 
makes it easier for companies to gather data on each step, see where sales are getting 
stuck, and fix it. This process of measuring and refining will ultimately lead to a much 
shorter sales cycle.
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Why is it important to break the B2B sales process down?

I’ve identified 3 key reasons:

Scaling

If you always know where you are in the sales process, you’ll know how to manage it and 
become more effective and efficient. This helps a company to scale.

Predictable forecasting

If you’re adhering to a tight process, you should have a better idea of the direction a 
relationship is moving in and the likely outcome. This means you can forecast more 
accurately.

Common language

It’s crucial for a team to have an identity. You don’t want mini-systems within a team.  
Having everyone following the same process makes it easier for sales leaders to 
measure, track and review performance - and implement any necessary changes.

How can you break the B2B sales cycle down effectively?

Technology, technology, technology!

And a little bit of elbow grease.

I recommend using a tool like Gong or Refract. These are going to help you analyse your 
team’s conversations. They also make it easier to share wins and improvement points 
with sales leaders and team members.

One of the key reasons for breaking down the sales process is because you can increase 
the focus on certain steps. So use them as the pillars for your strategy. Here are 5 of the 
main steps you need to focus on:

Pain point identification

This is a must when making a sale. If you can’t get to the root of their pain, they’ll stay in a 
rational state. This makes a sale much harder. Work on building a highly tuned questioning 
strategy. It’s a case of seeing what works well and doubling down on it. If you’ve got 
reliable B2B data you should be able to predict the pain points of your audience.

Willing and able

You need to find out if the prospect is capable of buying your product or service. If you 
wait until the end to discuss the cost - you could end up losing valuable time. This causes 
long sales cycles which might not convert. The best proposal is one which the prospect 
doesn’t have to look at. They already know what they’re signing up for.

https://www.gong.io/
https://www.refract.ai/
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Understand their process

Knowledge is power! You need to understand who is involved on their side, why are they 
deciding to buy, what are their logistical requirements. Ask these questions, and try to 
help the prospect close the deal. At this stage, you’re working with them.

Fulfilment

Affirm everything that has been agreed upon. I prefer calling this fulfilment rather than 
closing, because if you’ve managed the previous stages effectively, the deal should 
already be closed. It’s just a case of sorting out the paperwork.

Post-sell

Help to manage buyers remorse. Some buyers will have problems when signing.  
They might have to cut off a relationship with a previous provider or have a difficult 
internal conversation. Until the money is in the bank, this responsibility sits with  
the salesperson.

Key takeaways 

“Sales is nothing more than effective communication. 
Whether you’re in a hard negotiation or early stages, it’s 
all about building trust and rapport. If you can’t do this, 
you’ll struggle. So many business owners have incredible 
technical knowledge of their product and they are fantastic 
advocates of it - which does help. You still need to understand the 
nuances of effective communication in the sales process. That’s what 
sales is all about.”

How to build a B2B sales pipeline in zero time

Having a robust sales pipeline is crucial to closing 
deals and generating revenue. Jonathan Ilett 
returns to show you how to build pipeline in  
zero time.

No matter the size of your business, your style of selling, what you’re selling, or who 
you’re selling to, there’s one thing that all B2B salespeople have in common - the need 
for a robust sales pipeline.
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Why do you need a B2B sales pipeline?

Quite simply, most B2B leads are not ready to close immediately and must be filtered 
through a pipeline - a stable and reliable sales cycle that helps you meet your end goal of 
closing deals and generating revenue.

How can you build a sales pipeline quickly?

There are many ways to go about building a sales pipeline and many different steps to 
follow. These can vary based on your organisation’s needs and your timeline.

For most SaaS sales companies, revenue growth is the name of the game - and the goal 
is achieved by building a pipeline quickly.

Here’s how you can do it.

  1 - Identify your ideal customer

Who are you looking to sell to? You need to clearly identify the best customers for your 
product/service, and then focus all of your sales, marketing and advertising efforts on this 
customer. This process of identification is known as your Ideal Customer Profile, or ICP.

The best way to determine your ideal customer is to:

Define your product from your ideal customer’s POV 
What does it do for them? What problems does it solve?  

How is it improving their life?

Think of your ideal customer’s demographic 
What industry are they in? Where do they work?  

Where do they spend their time online?

Pinpoint when your customer is buying your product 
Does it peak seasonally? Is it a monthly purchase?

Understand your ideal customer’s buying strategy  
How are they making the purchase decision? Have they bought  

similar products in the past? Is it one decision-maker driving the sale  
or is there a buying committee involved?
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  2 - Research your leads

The best way to show your prospects that you’ve taken the time to understand who they 
are, and that you recognise their needs, is to research them.

If you’re speaking to the wrong person about the wrong thing, you’re wasting everyone’s 
time - especially yours! Time counts in B2B sales. Make sure you understand what the 
client needs and who the decision-maker is by conducting thorough research.

  3 - Prospect effectively

“Salespeople focused on new business who 
exceed quota perform 52% more people 
searches each month. Smart searching can 
generate more qualified leads.” - LinkedIn

Aside from motivation, there’s one thing that your outbound sales team needs every 
day...more prospects!

Prospecting is fundamental to the success of a business. Your salespeople must utilise a 
multi-touch approach to make more sales. A multi-touch strategy is the best approach, 
when well executed and managed effectively.

There are many methods to leverage for prospecting but the best picks are cold calling, 
email and social selling on LinkedIn (the number one social network for B2B).

  4 - Become an industry thought leader

“By sharing your knowledge and values 
through digital content, you can showcase your 
experience, build relationships, and stand out 
from the crowd.” - Kelly O’Bryan da Mota, Forbes

You’re not going to become an influencer on LinkedIn like you would on Instagram, but 
it’s a great place to connect with people in your industry and get noticed.

https://www.cognism.com/outbound-sales-software
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Why? LinkedIn is a B2B platform, meaning you get to connect with businesses and the 
people who run them, directly. To become an industry thought leader on LinkedIn, you 
need to share your own content, and engage with the content that your prospects or 
others in your field are putting out there.

But how do you do it? I’ll explain in the next step!

  5 - Build your own personal brand

Your pathway to becoming an industry thought leader, and have prospects come to you, 
is to build a personal brand on LinkedIn.

Start off by contributing something of value to your target market. Create engaging 
content, post about trending topics in your industry, and post regularly.

Remember Step 2! Conduct some research to identify the types of content that 
resonate with your ideal customer.

Who are the top thought leaders in your sector? What types of posts do they share and 
which ones get the most likes, comments or shares? Copy their LinkedIn sales strategy 
but make it your own.

A great way to ensure you’re putting out compelling content is to align with your 
marketing team. Ask them to help with content creation, whether that be blog writing, 
video marketing or publishing long-form eBooks. 

Leverage LinkedIn further by sharing other people’s content that’s relevant and useful to 
your audience. Join popular LinkedIn groups, connect with prospects and nurture them 
over time.

  6 - Test everything

This is my favourite part. A/B testing, also known as split testing, is an essential part of 
conversion optimisation.

In A/B testing, you have the original version of the content you want to use and a variant.  
The test shows you what’s working and what to do more of, as well as what’s not working 
and what to avoid.

In B2B sales, A/B testing works with trying different cold calling scripts and varying your 
email and LinkedIn InMail copy. Once sent to your prospects, you should track the results 
(measured against the number of conversions) over a number of weeks or months.
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Then, take a step back. Study the data and see which script or template performs better.  
Now you’ll know which approaches you need to focus your energies on.

At Cognism, we’ve made A/B testing a central component of our sales team’s daily routine.  
The insights you gain from it drive improvement across the team.

Sales pipeline management 101

Ben Mouquet, Head of Sales at Mailtastic, brings 
you his tips for navigating the sales pipeline.

You can fill me up, but I can’t be held.

I am valuable, but cannot be sold.

What am I…?

A sales pipeline!

Sometimes it can be hard to visualise and manage this intangible aspect of B2B sales, 
but learning to do so is the key to unlocking your sales potential. To make this easier, I’ve 
broken the pipeline down into 5 stages:

1.  Prospecting

2.  Qualification

3.  Meeting

4.  Consideration and decision

5.  Closing

To move a prospect through these stages effectively, a salesperson needs a few things: a 
varied set of techniques, organisational skills and the flexibility to adapt on the fly.

Here are my tips and tricks for navigating each step of the B2B sales pipeline.

https://www.linkedin.com/in/benmouquet/
https://www.mailtastic.com/
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  1 - Prospecting

Having worked at a few companies of different sizes, including Red Bull, Cognism and 
Mailtastic, I’ve realised that your approach to prospecting depends on the position of 
your company.

A smaller company, such as Mailtastic, might not have a clear picture of their TAM or ICP. 
It’s an evolving process. You start broad, looking at all marketers for example, and then 
use your results to refine your ICP.

Technology can help with this stage. My go-to’s are: Outreach, the sales enablement 
platform. LinkedIn and Sales Navigator, along with Cognism Prospector, make sure we’re 
getting high-quality contact information. They help us build a more predictable funnel. 
We use a CRM to keep notes on everything.

Top tip: if you keep your CRM up to date, everything else becomes a lot easier.

  2 - Qualification

Qualification isn’t just ‘stage 2’ of the sales pipeline. It should be happening throughout.

It’s important to be an ethical salesperson. You need to be sure that the person you’re 
speaking to will benefit from what you’re selling. If we’re not the right fit for them, it’ll 
lock up some of their budget. You’ll end up with a problem customer - which isn’t good 
for anyone.

Finding the right way to qualify leads depends on your company size and strategy.

There are several qualification ideologies you can use, BANT, MEDDPIC, PACTT etc.  
At the moment we’re using BANT because it’s more in line with our sales strategy. 
 It’s simple and we are scoping. We use the minimum requirements so we can see  
what works - and what doesn’t.

Qualification can also be supplemented by sales technology.

The bottom line is ‘if we speak to this person, will it progress to an opportunity?’  
You can build a better idea of this by using sales tech. Record your conversations.  
We use Jiminny to transcribe ours - and log everything of note in your CRM. The more 
information you have there, the more accurately you can qualify prospects.

https://www.outreach.io/
https://www.cognism.com/prospector
https://blog.hubspot.com/sales/bant
https://www.jiminny.com/
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  3 - Meeting

Before any meeting happens, the salesperson needs to prepare. The quality of 
preparation depends on the quality of the notes. Once again, updating your CRM is key.

Before the meeting, I give myself 20 minutes to go through my CRM, my sales 
enablement platform, and also speak to the SDR. Because we’ve kept good notes up to 
this point, we’re able to jump straight into the call without going over the same points 
again. Making things easier for the prospect will make things easier for you - so take 
good notes!

Then, once you’re up to date, it’s time for the sales call.

Always have your camera on. It builds trust and credibility. People like being able to see 
who they’re speaking to - especially at the moment whilst working from home is the norm.

The start of the call is about building rapport and answering any questions they have.  
This helps you to position yourself as a helpful contact, and gain information about  
the prospect.

Throughout the call, and all other communications with the prospect, you want to be 
demonstrating value. They have to look forward to every conversation you have, or they’ll 
stop turning up.

This can be done by…

 Telling the prospect about your product and the challenges it will solve.

 Answering any questions they have.

 Clearly demonstrating the value your product could provide for them.

Answer their questions on the call, and if there was anything you couldn’t answer, send 
it through in a follow-up email. Then book in the next call and send through an agenda 
so you have concrete next steps on both sides. If you leave the call without doing so, the 
odds of you reaching them next time are drastically lower.

This is my advice for conducting product demos:

I always write my notes by hand. Look into the camera when you’re speaking to someone 
and demonstrate that their time is valuable to you. If you’re typing the whole way 
through a demo, it doesn’t look like you’re engaged. You’re busy focusing on transcribing 
the conversation rather than listening to it. It takes longer to type this up after the call, 
but doing so helps you to recap your conversation afterwards. It’s worth it.

If you do want to transcribe your call, let technology do it for you. Tools like Jiminny and 
Gong will transcribe everything that’s said during your demo, so you don’t have to worry 
about it.

https://www.cognism.com/blog/how-conduct-perfect-b2b-sales-demo
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  4 - Consideration and decision

Similar to qualification, consideration isn’t just a single stage of the outbound sales 
funnel. It’s a process which is ongoing from your first meeting all the way to the last.

Arrange checkpoints every 5-14 days to catch up. You need a touch point arranged so 
they don’t just drop off the radar, even if it’s just a quick phone call. Don’t just call and say 
‘do you have an update for me?’ You still need to provide value.

Instead, say ‘Hi, I’m just checking in to see if you’ve spoken to X and Y. I also saw this 
article on LinkedIn I thought you might be interested in, here’s a link.’ 

Over time, a salesperson should collect the content they send to prospects, so they have 
a library to refer to.

You should always have some good content ready. It doesn’t even have to be something 
your company created. Sending something relevant and interesting shows that you’re 
really listening to the prospect and trying to solve their problems.

During the decision period, there’s not a lot the salesperson can do. It’s mostly about 
tying up loose ends and ensuring everything runs as smoothly as possible.

The best way to keep in contact during the decision phase is on the phone or via a video 
call. Find out where the prospect is up to with their decision, and help in any way you 
can. Maybe you need to arrange a meeting with other people in the company to get 
it over the line. Maybe you need to send through some more information. It’s all about 
making things as easy as possible for the prospect.

  5 - Closing

The prospect has made their decision. They want to buy your product and become a 
customer! The B2B lead generation cycle is complete...or is it? It may seem like you’re at 
the finish line, but the salesperson’s journey isn’t over just yet.

You have to make the final stages go as smoothly as possible. If they have any questions, 
answer them as quickly as you can. Send through a contract without sending it at 
an unsociable hour. Signing a contract should be an easy process. If you use signing 
software like DocuSign, PandaDoc or GetAccept the prospect only has to click a couple 
of boxes to become a customer. This is really worth the investment.

Once they’ve signed, it’s also the job of the salesperson to make sure they’re ready for 
the next steps.
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You have to deliver what you said you’d deliver. For us, this means introducing them to 
their dedicated Customer Success Manager and giving the CSM all the information they 
need. A new customer shouldn’t have to worry about anything, it’s all been taken care of.  
Throughout the entire sales process and beyond, simplicity is king.

Key takeaways 

“In every aspect of sales, you need to make things as 
simple as possible. Be clear, succinct, upfront, and honest. 
Outline everything for the prospect and deliver everything 
you need to in as few words as possible. The easier you make 
the process for the prospect, the easier they will find it to sell your 
proposition to their team.”

A quick guide to the B2B buyer’s journey

Sara Cronsioe, Content Lead at GetAccept, 
shares her company’s knowledge on the B2B 
buyer’s journey and how to manage it.

HubSpot defines the buyer’s journey as the process buyers go through to become aware 
of, evaluate, and decide to purchase a new product or service.

Today, buyers don’t see any value in being prospected, demoed, or closed. They rather 
look for additional information about your product or service that they can’t find online.

According to Sirius Decisions, 67% of the buyer’s journey is now done digitally!  
The plethora of quality information on the internet makes it very easy for buyers to 
collect information independently. And that means your outbound sales reps have less 
access and fewer opportunities to influence their decisions.

In fact, Gartner research finds that when B2B buyers are considering a purchase‚ they 
spend only 17% of that time meeting with potential suppliers. And if you consider that 
they compare multiple suppliers, the amount of time they spend with your sales rep may 
only be 5-6%.

https://www.linkedin.com/in/sara-cronsioe-04b19558/
https://www.getaccept.com/
https://go.forrester.com/blogs/three-myths-of-the-67-percent-statistic/
https://www.gartner.com/en/sales/insights/b2b-buying-journey
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B2B sales leaders often attribute this lack of customer access to a failure on the part of 
sellers to deliver enough value as part of a typical sales interaction. However, the problem 
is rooted far less in reps’ struggles to sell and far more in customers’ struggles to buy.

The typical buying group for a complex B2B solution involves 6-10 decision-makers; 
each armed with 4-5 pieces of information they’ve gathered independently. At the same 
time, the set of options and solutions buying groups can consider is expanding as new 
technologies, products, suppliers, and services emerge.

These dynamics make it increasingly difficult for customers to make purchases. In fact, 
more than three-quarters of the customers Gartner surveyed described their purchase 
as very complex or difficult.

So as a successful salesperson, you better align your B2B sales process with the buyer’s 
context by understanding the buyer’s journey. Once your reps are able to connect the 
two they can:

 Improve the buyer experience.

 Build value for your product or service.

 Increase win rate, and…

 Move prospects quickly through the sales funnel.

How does the B2B buyer’s journey differ from B2C?

  1 - You sell to teams, not individuals

A B2B buyer’s journey is unique in that, a B2B customer is often more than a single 
customer. In B2B, you’re selling to an entire team or group of people, all of whom might 
have input in the purchase decision.

According to a recent study, 79% of B2B buyers said there are 1-6 people involved in  
the purchase process. Hence, the decision-making process is longer and more tedious.  
This is a clear contrast with B2C buyer’s journey, where the buyer is often an individual 
and the purchase decision is faster.

  2 - The deal sizes are bigger

B2B transactions are typically larger, both in terms of deal/order size and total revenue 
per customer. These deals can take a lot longer to develop. But when they do, you often 
make a lot more money on each sale.

This also means that, as compared to B2C companies, you can be more choosy and afford 
to pay more to acquire each B2B lead. You want to make sure they’ll be the right fit for your 
business. This is why B2B companies don’t need to go viral on social media, but B2C ones 
often do.

https://www.demandgenreport.com/resources/reports/2018-b2b-buyers-survey-report
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  3 - The sales cycles are longer

When you sell a large deal to a big team of decision-makers, the inevitable result is 
longer sales cycles. The average B2B buying cycle is 6-12 months, which is typically much 
longer than B2C.

Most consumer purchases throughout the course of a year fall in the ~$100 range.  
And these can often be made on impulse without too much thought, research, or  
in-depth analysis.

That means you need a much, much slower ramp from attention to interest to purchase.  
You have to break down your marketing and sales strategy into bite-sized chunks that 
can be consumed over the course of a few months.

The trick is to provide more education and value upfront to help all of the various 
decision-makers get on board. In other words, you need a logical progression of  
micro-conversions to seamlessly lead people from one step to another.

  4 - B2B is more emotional

On the surface, it seems like B2B decision-making would be more logical, while B2C is 
more emotional. However, that’s not the case. According to CMO.com, on average, B2B 
customers are significantly more emotionally connected to their vendors and service 
providers than consumers.

According to Bain, B2B offerings provide customers with 40 distinct kinds of value, 
organised into a pyramid with five levels. Yes, there are a few specific things B2B buyers 
look to make sure a vendor or partner is in the right ballpark (a logical decision). But after 
that, it becomes more about who’s a better ‘fit’ than which one is providing the lowest 
price (an emotional decision).

What are the stages of the B2B buyer’s journey?

From a high-level perspective, the buyer’s journey consists of a three-step process:

Awareness  
The buyer realises  
they have a problem.

Consideration 
The buyer defines 
their problem and 
researches options  
to solve it.

Decision 
The buyer chooses  
a solution.

https://hbr.org/2018/03/the-b2b-elements-of-value
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When we break the buyer’s journey down and set it against the classical sales process,  
it’s easy to spot the alignment shortages many of today’s sales teams are facing.

To improve your sales effectiveness, you have to invest time and revise your sales 
process. Rather than centring it on a scripted sequence of product-first messages, you 
have to focus first on guiding your buyers through their journey.

Aligning your B2B sales process to the buyer’s journey – in 6 
easy steps

Now let’s deep dive into each stage and see what you can do to align your sales process 
to the buyer’s journey.

  1 - Awareness of need

At this early stage, the buyer realises they have a problem. They identify and define a 
challenge/issue or an opportunity they want to pursue. They’re asking themselves if the 
need is significant enough to warrant action.

Your job is to create awareness of your product, service, 
or company so that your buyers begin to understand 
what you do, and how you can help them. Your data 
driven marketing department should create content 
focused on your buyer’s pain points - not your product 
or brand.

Marketing

The best sales professionals don’t merely wait for the 
buyer’s journey to start - they start it themselves! For 
instance, in order to enter the discussion in this early part 
of the journey, you might take cues from broad industry 
issues and leverage them as insights to shape your 
prospect’s thinking.

Sales

  2 - Investigate options

Once your buyers begin to realise that they have a particular pain point, the research 
begins. The first stage of research begins with general, broad search terms as buyers 
explore the options at their disposal. At this stage, they typically look for educational 
material, customer reviews, and testimonials.

https://www.getaccept.com/blog/sales-effectiveness
https://www.cognism.com/data-driven-marketing
https://www.cognism.com/data-driven-marketing
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As they do some research, they’ll begin to understand which criteria do and do not meet 
their needs. At this point, they might eliminate some of the vendors who don’t provide 
the functionality or service that they’re looking for, narrowing their focus to just a few 
competing companies.

They also define the desired outcomes, clarify which stakeholders will be involved and 
how success will be measured. Often, they use this information to help draft an RFP and 
establish a budget.

Educational content like whitepapers, analyst reports, 
and industry surveys are going to be critical at this stage. 
Make sure you have these types of resources on your 
website. Consider using a marketing automation tool and 
build lead nurturing campaigns to gradually deliver this 
content to prospects.

Marketing

Sales professionals need to get engaged with B2B 
prospects at this point because stakeholders will decide 
if they can develop a solution in-house. To earn the sale, 
it’s critical for your sales reps to begin to get an accurate 
read on the customer’s needs and demonstrate how you 
will deliver results that exceed an internal solution.

Sales

  3 - Committing to change

At this stage, buyers have clearly defined their goal or challenge and have committed 
to addressing it. Once they narrow down their choices to just a few companies, they’ll 
return to the research stage again. But this time diving even deeper into each company’s 
specific offerings to see how they can address their particular pain points.

This is the stage where they’ll start reaching out to sales reps for further inquiries or 
personalised product demos, so that they can really drill down into the features that 
matter to their teams.

At this point, more stakeholders might enter the picture. And this brings more biases and 
diverging opinions into the mix. As a result, priorities might change along with decision 
criteria and requirements. ROI enters the discussion.
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As your buyers continue their research, you can update 
their lead scores in your marketing automation tool to 
further qualify them and keep track of their growing 
interest.

Marketing

Sales reps have to help the buyer understand what’s 
important and what are the benefits of making a change. 
They always have to act like a trusted advisor and put 
themselves in the buyer’s shoes.

Sales

  4 - Solution selection

This is the stage where buyers have to secure buy-in from upper management. To get a  
sign-off from their C-suite colleagues, your buyers will begin focusing on content that 
contains information about pricing, ROI, and the bottom line to justify their expenditure.

When creating content for this stage, remember to 
speak the language of the C-suite. Drop the marketing-
friendly phrases like “creative new approach” and 
“cutting-edge technology” and focus on the big picture 
like “increase revenue” and “return on investment”.

Marketing

At this stage, your sales reps have to act like a 
consultant. They have to help the buyer convince internal 
stakeholders. Proving the value of your solution becomes 
very critical. You have to convince the buyer that your 
solution is the best.

Sales
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  5 - Validate choice

At this point, buyers have already decided on a solution category. Once they have the 
support of upper management, they’re ready to select a vendor and make a purchase.

At this point, they’ll start thinking about preparation, implementation, quick start costs, and 
customer support - the final items that will determine which solution best fits their needs 
and budget.

At this point, the customer gets serious about costs. They consider the risk of doing 
nothing and the risk of choosing the wrong solution. Customers need assurances that 
implementation will be fast.

It’s finally time to get brand-specific with your 
content. Have a number of case studies and customer 
testimonials on hand to show prospects what others 
have achieved by choosing you, and how positive their 
experience has been.

Marketing

Each stakeholder has a different perspective on 
the solution. Each assigns a different value to the 
capabilities. Your sales reps have to create this alignment 
and drive the customer’s momentum by articulating the 
opportunity costs associated with the status quo.

Sales

  6 - Purchase

Finally, after all these months, your buyers have selected a vendor and are ready to 
purchase. It’s time for paperwork, set up, and implementation. At this stage, price and 
terms enter the discussion. Customers will use negotiations to defray risks by seeking a 
lower price to reduce financial exposure.

While procurement, finance, and all other stakeholders are comparing the implicit and 
explicit costs associated with your solution, your buyer will continue to research best 
practices, implementation guides and more, to make sure they’re ready to hit the ground 
running with their new solution.
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Consider creating a drip nurturing program for your 
customers with helpful content on the more advanced 
features of your product. Supply tips for using your 
product more effectively and efficiently. If you can help 
them see more value from your product, they’re far 
more likely to remain your customer when renewal time 
comes around.

Marketing

The buyer will consider what they’re willing to trade or 
concede to get the best value. Sales professionals face 
customer objections. The goal is to resolve objections 
rather than overcome them. Overcoming an objection 
can result in relinquishing terms to the customer or 
diminishing the scope of the sale.

Sales

Leverage sales technology for alignment

According to MIH, investments into streamlining processes and technology are also 
changing with the clear intent on optimising the buyer experience. The top-three areas 
in spending include sales and support technology, investment in people, training and 
service interactions and sales automation technology.

Understanding the modern buyer’s journey is difficult for two reasons. Firstly, it’s a 
dynamic process. The buyer’s path is not linear. It has twists and turns and traces an 
ever-changing route. The sales professional must anticipate these movements to stay 
ahead of the next curve.

Secondly, it’s obscure to most sales professionals because it happens behind closed 
doors, within the buyer’s business. As your sales rep works to advance his sales cycle, 
your prospect simultaneously works through a journey of their own. But you need an 
understanding of this unseen process because it governs the speed and distance of 
deals moving through the sales cycle.

https://mih.com.au/buyers-journey-b2b-b2c-starting-look-implications-b2b-marketing/
https://www.getaccept.com/blog/buyer-experience
https://www.getaccept.com/blog/sales-process-automation-technology-evolving-at-the-speed-of-light
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Part 2: Sales tactics
The no BS guide to identifying sales-qualified leads (SQLs)

Cognism’s sales experts Rachel Goldstone, 
Hugh Campbell, Ole Pugh and Jonathon Ilett 
give you the lowdown on how to  
qualify leads properly.

Identifying sales-qualified leads (SQLs) is all about evaluating a prospect’s suitability to 
your product or service.

It’s a big deal. Because without proper qualification, your sales team will end up wasting 
their time with people who aren’t ready to buy. 

That makes them annoyed. And it hits your business in the pocket. 

So how do you go about doing it properly? Let’s find out.

What is a marketing-qualified lead (MQL)?

Before we get into SQLs, we need to talk about what comes before them. That, of 
course, is marketing-qualified leads (MQLs).

An MQL is someone who’s come through your lead generation strategy and has been 
deemed likely to become a customer. The qualification is based on engagements the 
person makes with your content.

The marketing team, including content marketers, campaign marketers and performance 
marketers, make this call. They review things like:

Web pages  
they visit.

Landing page  
forms they fill out.

Whitepapers  
they download.

Once satisfied, the marketing team passes the lead over to sales. And depending on the 
strength of your qualification process, they could later become SQLs.

https://www.linkedin.com/in/rachel-goldstone-1a184414a/
https://www.linkedin.com/in/hugh-campbell-42b23b173/
https://www.linkedin.com/in/olepugh/
https://www.linkedin.com/in/jonathonilett/
https://www.cognism.com/what-is-lead-generation
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What is a sales-qualified lead (SQL)?

To see if the MQLs can move further through the marketing funnel, the sales team 
- including Sales Development Representatives (SDRs) and Business Development 
Managers (BDMs) - initiates direct contact with them. Usually, this takes the form of a 
sales phone call.

When the sales team is happy the MQLs show concrete intent to buy your product or 
service, like magic, they become SQLs.

How do you identify SQLs?

Now for the good stuff.

To make sure your SQLs are always on point, you need to use a formula. 

At Cognism, we use BANT (Budget, Authority, Need, Time).

  Budget

To a certain extent, successfully identifying SQLs is a money question. 

After all, a prospect could be your company’s biggest fan. But they could have the 
world’s smallest budget. 

To avoid any awkwardness, Jon advises you to get this part of the conversation out of the 
way quickly.

“Always ask your prospect if they’re comfortable 
with your price point. Then you can start 
thinking about building an implementation  
plan and setting timescales.”

Key takeaway
If you want shorter sales cycles and higher conversions, you need a solid grasp 
of your prospects’ finances.
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  Authority

Great, you’ve got a high-intent prospect. 

Not so great, it’s someone who’s currently being onboarded at the company. In the most 
junior position they have.

To properly identify an SQL…you either need to speak to a decision maker or an internal 
champion who could influence a decision maker.

Rachel says:

“Deciding SQLs isn’t single-threaded. You need to 
find a way to engage the multiple stakeholders who 
are involved in the decision-making process and 
understand the business impact of a purchase.”

Key takeaway  
Your ideal customer profile (ICP) should guide you when targeting prospects.  
A solid one will mean you target people with the right seniority most of the time.

  Need

No one wants bad-fit customers. Literally, not a soul.

That’s because your life and theirs will be made far more difficult than it needs to be.  
All because you didn’t properly qualify a lead. 

To make sure that doesn’t happen…you’ve got to find out whether your prospects need 
what you can deliver.

Hugh adds:

“Prospects need to state clearly that your 
product or service is a top priority for them and 
their business.”
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Key takeaway  
The more good-fit customers you have, the more you’ll retain. That’ll allow you 
to scale your sales quickly.

  Time

Super-long deal cycles suck. That’s why it’s best practice to:

 1.  Find out the purchasing timescale prospects are running on.

 2.  Try to close the deal within a six month period.

Ole speaks from experience when he says:

“You should focus your attention on prospects 
looking to buy within the next quarter. If there’s 
no urgency, it’s likely there’s no immediate need 
for your product or service.”

Key takeaway  
Clogging up your pipeline will frustrate your team. But by using the BANT 
criteria, you can determine if your leads are “sales-ready”.

What to do after qualifying a lead

Researching your leads thoroughly, focusing on their pain points and outlining how your 
product solves them is the bread and butter of B2B sales. 

But where do you go from there? And how can you build a predictable engine for lead 
qualification?

Well, at Cognism, we’ve developed a lead-scoring system.

By giving each lead a grade, we can prioritise warmer leads and accelerate our sales 
cycle. To do this, we consider lead scoring factors like:

 Responding to your cold email with questions about your product.

 Contacting you directly via email or your website’s contact form. 
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 Registering for a bottom of the funnel (BOFU) webinar or upcoming event. 

 Revisiting certain pages of your website multiple times, such as your product 
page or pricing page.

 Arriving at your site from a referral that has shown to produce SQLs in the past.

The final point here will depend on your business and network. 

But you might find that leads from a targeted ad are more (or less) interested in buying 
than those who search for your business directly.

Taken collectively, these actions make it clear your prospect will be receptive to a call 
from your sales team. 

And as a result, you’ll be able to build a solid list of sales-qualified leads.

How to build a killer cold calling strategy

We asked David Bentham, Cognism Inside Sales 
Director, a simple question: what is your cold calling 
strategy? He replied with 5 actionable steps.

If the stats are to be believed, the dice are loaded against cold callers. On average, it takes  
18 calls to connect with a prospect. 

Let’s make that clear - 18 calls just to connect, not even to engage or make a sale. It’s 
enough to make even the most battle-hardened sales veteran call in for evac!

Here’s a question for you:

Does cold calling really have to be that hard?

At Cognism, I’m proud to say our B2B sales team is a model for cold calling success. Last 
quarter, they increased their number of meetings booked by 20%, breaking company 
records in the process - and all this during an unprecedented global pandemic!

What’s behind this phenomenal hit rate?

Skilled salespeople, persistence, great sales tech...these are all good, but what really 
matters is a strategy. You need to have a sales strategy for cold calling. Without that, 
you’re going into battle without a plan and setting yourself up for defeat.

https://www.linkedin.com/in/davebentham/
http://blog.topohq.com/sales-development-technology-the-stack-emerges/
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5 tips for building a killer cold calling strategy

  1 - Know who you’re calling

The road to cold calling success starts long before you pick up the phone.

Your first task is to improve the list of leads you’re going to call. You’ll never get the 
results you want if you’re calling the wrong people at the wrong time.

Kick-off this process by working out who your ideal customer is. Think about the type 
of person who would get the most value out of your product or service. Ask yourself the 
following questions:

 What industry are they in?

 What’s their job title?

 What’s their company size?

 What technology do they already use?

 What business challenges do they encounter day-to-day?

 How would your product help to solve those challenges?

When you’ve got the answers to these questions, put them all together to make your 
Ideal Customer Profile, or ICP. Your ICP should be an easy-to-understand document that 
tells you exactly who you should be cold calling.

Next, build out a list of leads that matches your ICP right down to the ground.

You can do this manually via LinkedIn/online research, or you can use tech to make it 
quicker. Cognism Prospector is a list-building machine - simply select a few filters, click 
a few buttons, and you’ll be given a lead list that’s 100% relevant to your chosen profile.

  2 - Prioritise your cold calling leads

Knowing who you’re going to call is one thing; getting their contact details is another. Once 
you’ve built a lead list containing all the data you’ll need, what then?

Not every lead you call is going to be totally ready for your pitch. What you need to do 
is work out a system for prioritising your leads, so that you’re hitting the right people, at 
the right time, with the right message.

Sales triggers are what will help you out at this stage. These are any events or 
occurrences that open up an opportunity and make a sale more likely. Examples include:

https://www.cognism.com/prospector
https://www.cognism.com/blog/12-marketing-sales-triggers-to-convert-leads
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When a company announces  
expansion or acquisition.

When a company relocates 
to a new office.

When a company  
secures a new  
funding round.When a lead is promoted to a  

decision-making role.

There are 2 ways of managing sales triggers: either you can track them manually, by 
following the lead and their company on LinkedIn - though this can be a very time-
consuming and inaccurate process - or you can use tech to do it for you. Again, 
Cognism Prospector includes sales triggers as standard, informing you of the best times 
to cold call.

Prioritise your list of leads using sales triggers. Put the “trigger-ready” leads at the top of 
your list and the leads that aren’t at the bottom. Don’t worry - we’re not going to ignore 
those “trigger-less” leads. They still fit your ICP, after all!

At this point, loop in your marketing team. Ask them if they’ll be able to create some 
content aimed at the less sales-ready leads, warming them up while you progress to the 
next stage.

  3 - Smile and dial!

The third stage in our cold calling process is where the action happens. This is where you 
pick up the receiver, punch in numbers and get selling!

Sounds easy, right?

Wrong!

This is the stage that can make or break a sales rep.

I asked my SDRs for their advice on how to make a successful cold call. Here’s what they 
told me:
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Research the lead thoroughly before you pick up the phone

Connect with them on LinkedIn. Visit their company website. Take note of anything you 
find that’ll help you on your cold call.

Focus on pain points

Ask open-ended questions to uncover them. For example: “How much time does your 
team spend on finding new business?” 

Then, present your product as the perfect solution to that pain.

Speak with energy and confidence

Be aware of how you sound over the phone. Don’t be a robot! If you don’t sound 
enthusiastic about what you’re selling, the prospect won’t be interested in buying.

Be an active listener

A good tactic is to repeat the prospect’s words back to them. For example: “Okay - your 
sales team are finding their leads through LinkedIn.” 

This shows you’re engaged and paying attention.

Bolster your cold calls with customer case studies

Have some stats to hand about how your product helped them. Just make sure the case 
study you’re quoting from is relevant to the prospect’s business!

Take notes

Always take notes when you’re on a cold call. If you don’t, you will forget what was 
discussed! Tidy up your notes after the call ends. The key points to focus on are the lead, 
their company and whether you had a good rapport with them.

  4 - Add email and social to your strategy

For us at Cognism, cold calling is the most essential outbound sales activity. It’s where 
deals are won or lost. But it can be made even more powerful if it’s used as part of a 
combined, multi-channel approach.

Outbound email, social selling, voice and video messaging...these are all elements that 
the modern B2B sales rep has to master.
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People are active on so many more channels, and the channel that one lead prefers will 
be different from the next. You want to be engaging with your leads on the channel that 
matters to them.

Start by creating a timeline of all the steps you’re going to take and on which days. This 
timeline is called a cadence. Have light-touch, introductory steps (LinkedIn connection 
requests, personalised emails) at the beginning of the cadence, before ramping up 
engagement later on with cold calls and personalised videos.

The idea is to contact your leads using a mix of methods. Doing this will increase your 
chances of getting a response.

Now, you can manage cadences manually, using your business email account, work 
phone and Outlook calendar. But again, you’ll find this to be a real drag on your time. 
The most successful B2B sales teams use prospecting technology to automate their 
cadences.

  5 - Track your cold calling progress

Don’t overlook this final, but crucial, step. Analyse your cold calls and identify areas 
where you can improve. Here are some practical tips:

 Record your cold calls, both good and bad. Listen back to them. Why did the 
successful ones work so well? Why did the unsuccessful ones fail? What can 
you learn from them?

 Share your best cold calls with the rest of your team. Encourage them to do 
likewise. Create a process for sharing knowledge across your team. At Cognism, 
we have a #coldcalling Slack channel dedicated to this!

 Try A/B testing your cold calls. Over a period of weeks or months, practice 2 
different styles of sales pitch. Test each version on real-life prospects. Which 
style was more successful? Use any insights to improve your calls going forward.

The bottom line is: when you see a pattern of what’s working on your cold calls, double 
down on it. When something isn’t working, don’t be afraid to change it. Be data-driven in 
everything you do.
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The ultimate cold calling script for SaaS sales

Anna Crowe, Head of Content at Leadfeeder, 
asked her sales team for their top-performing 
cold call script. It’s presented here in full.

Does the idea of cold calling make your blood run cold?

When you think of cold calls, do you think of guys in smoke filled-rooms, making 
promises they have no intention of keeping?

Cold calling gets a bad rap.

And it’s easy to see why. If you’ve ever been on the receiving end of a crappy cold call, 
you know how frustrating it can be. Maybe you think that email is better than cold calling, 
so you’ve thrown in the towel?

The truth is cold calling still works, and it doesn’t have to be sleazy.

In fact, 69% of buyers have accepted phone calls from new providers in the last 12 months, 
making phone calls one of the most effective methods for cold calling — but only if you do  
it right.

A fully-customisable cold calling script for SaaS

Here’s the thing - 57% of C-level and VP buyers prefer to be contacted by phone. You 
aren’t bugging most people when you call; they want to hear from you.

If you’re ready to learn how to create a cold calling script for SaaS that actually works, 
then read on!

But there’s one caveat - this is less of a script and more of a guide.

Why? Because successful cold calling is about relationships - and you can’t build a 
relationship when you’re reading a script.

That said, there are some benefits of having a script for SaaS sales. It gives you 
confidence because you won’t worry about forgetting an important part of your call.

https://www.linkedin.com/in/annaleacrowe/
https://www.leadfeeder.com/
https://www.rainsalestraining.com/blog/infographic-30-sales-prospecting-stats-and-what-they-mean-for-sellers
https://www.rainsalestraining.com/blog/infographic-30-sales-prospecting-stats-and-what-they-mean-for-sellers
https://www.cognism.com/sales-saas
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  Step 1: Introduce yourself

A smooth introduction to your outbound sales call is the most crucial step.

If your introduction flops, you won’t get past the first few seconds. Keep this brief, but 
try to generate a bit of curiosity about who you are and what you do.

Keep it simple with something like this: 

“Hey <name>, this is <your name> with <company>. How’s your day going?”

It’s nothing fancy; it gets the conversation started. But you can get a bit more creative. 
How about…

“Hey <name>, this is <your name> with <company>. Do you have three minutes to talk 
about <the core benefit of your SaaS solution>?”

That three minutes part? It’s crucial.

Why? Because most people don’t want to get stuck on the phone with a pushy 
salesperson for an hour - especially when they should be focused on preparing for a 
meeting or answering emails.

By leading with the three minutes, you’re reassuring the prospect that you aren’t going 
to take up too much of their time.

  Step 2: Hit them with your value proposition

You’ve already promised to keep it short and sweet, so there’s no reason to beat around  
the bush.

Tell your prospect how you can help them do something better. Not what your tool does 
- how it makes their lives easier or their business better.

Ideally, you already have a decent idea of what type of challenges they face - either by 
researching them on LinkedIn, reading their blog, or digging into other content they’ve 
produced.

If not, lead with a stat and then talk about how your tool or service solves that issue.

“So I noticed your company is struggling with <challenge>. I’d love to help you out by 
<how you solve that issue.>”

Or:

“We’ve found that 89% of SMBs are struggling with <x,y,z>, which is why we want to 
help you <solve a specific problem> by <how your tool helps>.”

https://www.cognism.com/blog/outbound-prospecting-linkedin
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  Step 3: Ask questions

Here’s another reason why true scripts don’t work - your call should be a conversation.

You need to adjust your pitch, your tone, even your questions to each specific call. 
Otherwise, you’ll sound like a commercial.

Ask open-ended questions that require more than just a yes or no answer. This helps get 
the prospect talking - which creates a bond and gives you more information about their 
challenges, which you can use to personalise your pitch.

Here are a few examples of questions you can ask:

 “Who exactly is your target audience - are you aiming for smaller businesses or 
enterprise level?”

 “What solutions have you already tried? Why didn’t they work?”

 “How do you think improving <area your tool/service focuses on> would help 
your business?”

 “Who is part of the decision making process, and what holds them back?”

The best open-ended questions start with who, what, or how and keep the conversation 
going.

  Step 4: Outline the next steps

Ideally, the final step is the close - they’re so amazed by your product or service that 
they’re ready to sign on the dotted line.

In reality, though?

It’s usually not quite so simple. Which is why you need to make it clear exactly what the 
next steps are. Here are a few examples:

“Great, I’m glad to hear this will help you solve a problem. I can get you set up for a free 
trial so you can start seeing results today.”

Or:

“I’d love to schedule a demo so I can show your team more about how we can help. 
How’s next Tuesday?”

Or, if they aren’t ready to commit quite yet, you can try:

“I understand you’ll need to take this to your team. Can I send you a case study that will 
help you make your presentation stronger?”
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Be clear about what the next step is - whether that’s signing a contract, presenting a 
demo, or providing them with more information.

3 tips for better SaaS cold calling

If you’re still doing cold calling like it’s 2005, you might as well quit now. The truth is, too 
much has changed in the last few decades for older strategies to work.

Which is why we’ve put together three of the best cold calling tips for SaaS teams who 
want to make more sales.

  Tip 1: Establish a connection before the call

Traditional B2B sales tips often say you have five to ten minutes to make your case - I’d 
argue you have much less.

Most people don’t want to be on the phone, they want to be focusing on their work (or 
maybe playing Candy Crush on their phone!)

You have to hook them fast.

The best way to do that is to make sure you know who you’re talking to, before you ever 
pick up the phone.

So, how do you do this?

Hit up LinkedIn and view the prospect’s profile. Learn who they are, what type of content 
they share or even write. Are they into anything like cars or sustainable gardening? Use a 
lead generation tool to see if anyone at their company has visited your website, and find 
out what pages they visited.

This information will give you the insider knowledge you need to build an actual 
connection.

  Tip 2: Get creative to overcome objections

You’ll need to solve customer pain points to close the deal. So, what do you do when 
your prospect has an objection? Here are a few ways to overcome them.

“Sure, send me an email.”
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If the prospect says this, ask a basic question to qualify them. If you can keep them on 
the phone, you might not need to send an email at all.

“I’d love to but so I know exactly what to include in my email, can you tell me <who your 
target audience is, etc.”

“I don’t have time.”

Say to them:

“No problem, when is the best time to schedule a quick, two minute conversation? I 
want to see if our tool is a good fit for the challenges you have before I take up any more 
of your time.”

This lets them know you only need a few minutes, and they might just stay on the phone 
once they realise you’ll be quick. Try not to be overly pushy - if they need to go, offer to 
follow up another time.

“I can’t make a decision right now (or I need to talk to my boss, board, etc.)”

Don’t let them off the hook - find out when the meeting is, who will be involved, or what 
they are worried about.

  Tip 3: Set a goal - for rejections

Entrepreneurs often struggle with cold calling. Maybe you hate calling people or you 
don’t like feeling pushy. The feeling of rejection stings, and feeling like a nuisance sucks.

So, try this.

Instead of setting sales goals, or even a goal for the number of calls you want to make, 
set a goal for the number of rejections you want to get in a day or week.

Make a spreadsheet, draw a pie chart on a poster board; whatever makes you feel 
motivated.

Each time you get rejected, mark the occasion. Celebrate it - you are one step closer 
to your goal!

Overtime, those rejections will start to sting a bit less, and you’ll see your sales numbers 
start going up.
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2 cadences for content leads

Evangeline Crossland is Cognism’s MDR Sales 
Team Leader. In this section, she shares 2 
winning cadences that she uses to engage with 
marketing leads.

At Cognism, we’ve pioneered a brand-new B2B sales role: the Marketing Development 
Representative (MDR).

It’s a step-up from the normal SDR role. Instead of researching leads and cold calling 
prospects, the MDR actions leads generated by the marketing team. These include:

 Prospects who have completed a desired action, such as filling out a form or 
requesting a demo from a website page.

 Prospects who have engaged with the content produced by marketing, such as 
downloading a whitepaper or signing up for a webinar.

As the leads have already interacted with our content and are aware of our brand, they 
tend to be “warmer” than the cold leads generated from outbound sales.

Because of this, the sales cadences used by MDRs have a slightly different emphasis and 
style. They’re more about sharing knowledge and insight, rather than pushing product 
features and benefits.

Which isn’t to say that they’ve been any less successful than an ordinary B2B 
prospecting cadence - quite the opposite, in fact! In Q3, closed-won deals from 
marketing content increased by nearly 8% compared to Q2; a lot of that success is down 
to the cadences.

What follows are 2 of the top cadences that I use to connect with and nurture marketing 
leads. Starting with…

https://www.linkedin.com/in/evangeline-crossland-1835b870/
https://www.cognism.com/outbound-sales-software
https://www.cognism.com/blog/ultimate-b2b-prospecting-cadence
https://www.cognism.com/blog/ultimate-b2b-prospecting-cadence
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  1 - Cadence for content downloads

Cadence timeline

Day 1

Step 1: Email 
Step 2: LinkedIn  
InMail

Day 3

Step 3:  
Email

Day 4

Step 4:  
Phone call 
Step 5: Email

Day 5

Step 6:  
Phone call 

Day 12

Step 13  
Phone call 
Step 14:  
LinkedIn InMail 
Step 15:  
Email

Day 9

Step 11  
Phone call 
Step 12:  
LinkedIn  
InMail

Day 8

Step 9  
Phone call 
Step 10:  
LinkedIn 
engagement

Day 6

Step 7:  
Phone call 
Step 8:  
Email

Cadence breakdown

Day 1

Start with a polite email, thanking the prospect for downloading the content - and then 
give them something extra. Make sure the “extra something” is related to the content 
the prospect has just downloaded. It could be a blog you’ve read or a podcast you’ve 
listened to.

Here’s an example:

Hi (first name), 

Thanks for downloading our lead gen guide, hope it’s been useful.

I wanted to send across this recent blog post our CMO published. It’s all about 
turning your hard-fought website traffic into leads. I thought there were some 
good tips in here - especially the ones around building a tool and compiling lists 
of software - I know these are hacks that are working well for us right now. 

You can read the full post here: 

https://www.cognism.com/blog/how-to-turn-website-traffic-into-leads 

Thanks,

https://www.cognism.com/blog/how-to-turn-website-traffic-into-leads
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You should also send the prospect a LinkedIn message. Check if they managed to 
download the content and if they received your email.

Hi (first name),

Thanks for downloading our lead gen guide.

I’m just checking in to see if you received the guide? Also, I’ve sent you 
an email with a link to a blog we’ve just published, written by our CMO. 
I think you’ll find it very useful!

I’d be very happy to hear your feedback.

Kind regards,

The reason for sending 2 different messages on 2 different platforms? You want to 
be initiating conversations on as many channels as possible. You want to make your 
outreach unmissable!

Also - be sure to ask the prospect for feedback on your content. This is a great way of 
starting a dialogue.

Day 3

After giving the prospect a day’s break (they’ll need the time to look over the content 
you’ve sent them), it’s time to re-engage.

Send them an email with another content link. Pick out something that’s relevant to their 
business or industry, but not necessarily something produced by your company. Try not 
to be too “sales-y”; instead, give them things that they’ll find valuable.
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Hi (first name),

I’ve been listening to a number of marketing podcasts recently. I’m always 
on the lookout for ones that provide actionable tips and tactics I can 
share with our marketing team and my network.

This one from The SaaS Marketing Show was a real winner for me, as it was 
stuffed full of actionable advice on Chargebee’s current paid strategies:

https://podcasts.apple.com/us/podcast/how-chargebee-increased-
sals-by-40-episode-016/id1504073555?i=1000484506398 

Their use of intent data and some of their approaches to Google Ads 
really stood out. Hope you find it interesting.

Kind regards,

Day 4

The prospect has received some top content from you over the last couple of days. Now 
it’s time to pick up the phone!

Give them a call and ask them for their thoughts on the content you’ve been sharing. If 
they give you positive feedback, use it as a means of building rapport and deepening the 
relationship. Say that you have even more great content to share with them.

If they give you negative feedback - don’t panic! Say that you’ll follow up with some even 
more relevant content that’s better suited to their interests.

Here’s how you can word a follow-up email:

Hi (first name), 

Thanks for speaking with me earlier. I just shared this with our marketing team,  
so I wanted to send it across to you as well:

https://www.linkedin.com/posts/a-croucher-mcim_theres-a-rich-
landscape-of-content-out-there-activity-6689436152572854272-fiPC 

It’s a comprehensive list of some of the best B2B content marketing resources 
out there. I’ve signed up to a few of the newsletters and have seen a lot of 
value there, so thought you might want to take a look too.

Kind regards,

https://podcasts.apple.com/us/podcast/how-chargebee-increased-sals-by-40-episode-016/id1504073555?i=1000484506398
https://podcasts.apple.com/us/podcast/how-chargebee-increased-sals-by-40-episode-016/id1504073555?i=1000484506398
https://www.linkedin.com/posts/a-croucher-mcim_theres-a-rich-landscape-of-content-out-there-activity-6689436152572854272-fiPC
https://www.linkedin.com/posts/a-croucher-mcim_theres-a-rich-landscape-of-content-out-there-activity-6689436152572854272-fiPC
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Day 5 / Day 6

On these 2 days, keep the momentum going with a few calls to the prospect. Remember, 
the aim of this cadence isn’t to go in for the “hard sell” straight away; it’s to grow the 
relationship.

Here are some tips for building rapport on your SaaS sales calls:

 Research the prospect before you call. Look at their LinkedIn profile. Have they 
commented on an article or shared anything exciting to do with their career or 
business? If so, be sure to mention it! 

 When the prospect picks up the phone, acknowledge that their time is limited 
and ask for their permission to continue. People rarely want to say “no”!

 Mirror the way the prospect speaks. Listen out for the way they talk and the 
words they use - then match them! This makes the prospect more open and 
comfortable in talking to you.

Also on Day 6, you can bolster your calls by sending another content-focused email. 
Here’s an example from the Cognism archives:

Hi (first name),

I’ve been listening to Mailtastic’s Marketing Rebels webinar series and I 
thought you might find it interesting. They interview marketing leaders and 
share little-known hacks for topics like growth marketing, SEO, revenue and 
lead generation. Definitely worth a share! Here’s the link:

https://info.mailtastic.com/marketing_rebels_webinar_series  

Kind regards,

Day 8

On this day, do something different. Go to the prospect’s LinkedIn feed and see if they’ve 
recently shared an article, or better yet, written one of their own. Like it or add your  
own comment.

Make sure you’re engaging with the prospect wherever they are. The more touchpoints 
you create, the more likely it is that they’ll interact with you.

Day 9

As well as calling again, send the prospect a LinkedIn message. Ask them what kind of 
content they enjoy. This gets the prospect to reveal more about themselves and what they 
want from you.

https://info.mailtastic.com/marketing_rebels_webinar_series
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Also, sending them an ungated, actionable piece of content, such as a template or 
worksheet, can be a great value add.

Try something like this:

Hi (first name),

Did you get a chance to look at the content I’ve sent you? Let me know what you 
thought of it. It’d be great to hear what you’d like to see more of in your inbox. 

We’ve been talking a lot in our team recently about attribution and tracking our 
marketing impact. One thing that came out of it was the importance of having a 
structured process around using UTM links and ensuring consistency with this. 

Our team built a sheet for their own use, which saves them a lot of time and 
pain! I thought I would send it across, as it may be useful for you as well.  
Here’s the link:

[LINK]

Kind regards,

Day 12

It’s the final day of the cadence. This is where, instead sending the prospect some 
content, it’s time to be more direct.

Has your company published any case studies? Pick out one that matches the prospect’s 
industry. Send it to the prospect via email or LinkedIn (whichever channel has been most 
successful thus far). Include the offer of a call so you can discuss further.

Here’s an example:

Hi (first name),

I thought I’d send you this - it’s a case study we published recently with a  
UK-based marketing agency. We helped them to boost their lead gen and 
close 2 deals worth £70,000 in revenue - very impressive, don’t you think?

Check it out here:

https://www.cognism.com/blog/goude-mind-case-study 

If you’d like to discuss our services in more detail, I’d be happy to jump on a 
quick call. When’s the best time for you?

Kind regards,

https://www.cognism.com/case-studies
https://www.cognism.com/blog/goude-mind-case-study
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With any luck, you’ll get that call booked in and that demo arranged! If not - and this is 
the sad part - it’s time to go for the break-up.

  2 - Cadence for webinar registrations

Cadence timeline

Day 5

Step 9:  
Email 
Step 10:  
Phone call 

Day 1

Step 1:  
Email 
Step 2:  
Phone call 
Step 3: 
LinkedIn  
connection

Day 2

Step 4:  
Phone call

Day 3

Step 5:  
Email 
Step 6:  
Phone call

Day 4

Step 7:  
Phone call 
Step 8:  
Email 

Cadence breakdown

Day 1

This cadence is aimed at leads who’ve registered to attend a webinar, so it takes place 
over a shorter time span - only 5 days. It’s designed to be fast and hard-hitting; webinar 
attendees need to be actioned quickly, before their interest drops off.

It begins with an email on the day after the webinar broadcast. Thank the prospect for 
registering and provide them with the recording.

Hi (first name),

I’m (insert name) from Cognism. I wanted to personally reach out to thank you 
for registering for our webinar - Time Management Hacks for Outbound Sales.

If you made it - thanks for being there! If not, click the link below to see the 
full webinar recording and slides:

[LINK]

I hope you find it helpful, and if you do, please share it with your team!

Kind regards,
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This email acts as an introduction; the prospect is now aware of who you are and where 
you’re from. Sharing the webinar recording is best practice and maximises the chance of 
engagement. Even if the prospect replies with a simple “Thanks”, that’s still a good sign. 
Remember, this first touchpoint is about commencing a dialogue, not closing a sale.

Also follow up on Day 1 with a phone call and a LinkedIn connection. Ensure your 
engaging wherever the prospect is; this boosts the odds of a successful conversion.

Day 2

The next cold call of the cadence is to check if the prospect has watched the webinar 
recording. Use the webinar as a springboard to finding out more about the prospect and 
their company.

A word to the wise - make sure you’ve done your research! Listen to the webinar in full 
before your call. Look over the prospect’s personal LinkedIn page and their company 
page. Pick out 2-3 points from the webinar that are relevant to their prospect and their 
business.

Use these points to initiate the conversation. However the prospect responds, draw a link 
between their answers and your product.

For example, if the prospect talks about using technology to manage their time better, 
you can reply by explaining how your product has helped other companies in their sector 
to boost their productivity.

Don’t use a fixed cold calling script - it can make you sound robotic! Instead, just have a 
couple of notes next to you and let the conversation flow naturally.

Day 3

On the third day, send the prospect some more relevant content. Like this:

Hi (first name),

Having lots of sales conversations is great, but I think we’ll both agree that in 
sales (and business in general) quality is way more important than quantity.

How do you make sure you’re speaking to the right people and booking better 
meetings at (company name)? That’s exactly what we asked our high performing 
SDRs Evie and Ash.

The answers? You can find them here.

Hope you find the blog helpful!

Kind regards,

https://www.cognism.com/blog/no-bs-guide-booking-the-right-sales-meetings
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Why does this email work?

 Notice the personalisation - both the prospect’s first name and company name 
are included.

 Notice the language - polite and involving (“I think we’ll both agree..”). From the 
start, it’s creating a sense of togetherness between yourself and the prospect.

 Notice the content - the blog that’s shared is hugely beneficial to this persona 
(sales team leaders). Always match the content you share to the prospect’s role.

Day 4

For this cadence, you want to be engaging every day. After sending the blog on Day 3, 
call the prospect and get their thoughts on it.

At this point, you also want to be introducing the idea of the prospect booking a 
meeting. A good way of doing this is to quote a case study from a satisfied customer. 
Don’t just select any old case study, though - it must be from a customer who works at 
a similar business to the prospect.

Say something like:

“We’re actually working with a company in your industry right now - (company name). 
Working with us, they achieved (result) in (time frame).”

You can also say that you’ll send the prospect the case study straight after the call. 
Here’s an example email:

Hi (first name),

Did you get a chance to read the blog I sent over? Let me know what you 
thought of it, it’d be great to hear what you’d like to see more of in your inbox.

This time I wanted to send you a recent case study from a US client of ours - 
with us, they booked 4-5 meetings a week on average. You can access it here.

Kind regards,

Day 5

It’s the final day of the cadence! So far, you’ve given the prospect some great content 
and a case study. Now it’s time to hit them with a more direct appeal for a meeting.

https://www.cognism.com/blog/athlete-book-case-study
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Here’s a message I’ve used before:

Hi (first name),

Do you think your team could benefit from getting directly in touch with the 
key decision-makers in (company name)’s industry?  

We have a unique data asset of 400M B2B profiles. Using the Cognism 
platform, you can run searches to segment this down to find your ideal 
customer.

Would you be open to a conversation this week? 

Kind regards,

You can afford to be more direct, as you’ve already spent some time building a 
relationship with the prospect and sharing insights with them.

You should also follow up this email with a phone call. Ask the prospect if they have time 
to see a demonstration of your product.

If they reply with something like:

“Can you send me more information?”

You can say:

“Sure, I could send you that. But it would be a lot quicker for you to see the tool for 
yourself. Would you be totally against seeing a 15-minute demo?”

Always lead the prospect towards your ultimate goal - booking that meeting!

8 common B2B customer pain points - and how to resolve 
them

Pain points! Every B2B customer you speak to 
will have them. Here are 8 of the most common - 
plus our tips for resolving them. Featuring  
Nancy Newman and Hugh Campbell from 
Cognism Sales.

https://www.linkedin.com/in/nancy-cognism/
https://www.linkedin.com/in/hugh-campbell-42b23b173/


The no stone unturned guide to sales strategy     /     55

“Hello Sir or Madam. Would your company be interested in signing up for our product or 
service?”

“Yes please, we would love to. Where do I sign?”  

- No sales call, ever! 

If B2B sales was easy, everyone would do it. Learning a product description and writing a  
cut-and-paste sales script is no hard task. The difficulty is in overcoming customer pain 
points on the fly - this is what separates sales from snails! 

We spoke to Cognism Sales Team Lead, Hugh Campbell, and Cognism Associate Sales 
Director, Nancy Newman. They shared some of the most common B2B customer pain 
points - from cold calling to closing - and how they resolve them.

4 top of the funnel pain points

As the Sales Team Lead and former Business Development Representative,  
Hugh Campbell has forged his career, and those of his team, at the top of the B2B  
lead generation funnel. Here are some common B2B customer pain points that  
Hugh encounters.

  1 - Unable to find accurate contact information

Fortunately, working for Cognism has its perks. With access to 16 data points on over 
400 million leads worldwide, our outbound sales team is never short of quality leads.

At Cognism, we’re lucky - in that we already have all of the data we need. I know from 
the conversations I have that loads of sales professionals spend a huge amount of time 
searching for good leads. My advice for them would be:

1.  Work together with the marketing team and share your ICP.

2.  Don’t be afraid to ask for more information when you reach out.

3.  Invest in the right B2B sales tech.

Basically, do whatever you can to spend less time on your admin, and more time on  
the phone.

  2 - Unable to get through when cold calling

Many B2B prospecting successes come down to pure luck. You happen to call someone 
when they’re free and willing to talk. When this doesn’t happen, don’t give up.
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You have to be persistent. We hire resilient and hard working individuals because they 
just keep going. If you’ve got a team of hardworking people, you’re already halfway there.

It’s also important to have the right software. Tools like SalesLoft put leads into a 
system which will increase your chances of connecting. It keeps the chase going. The 
salesperson will get reminders to reach out, send content, and keep the company name 
at the forefront of the lead’s mind. This will also increase your chances of success once 
you get through.

  3 - Companies aren’t ready for your solution

A company’s willingness to invest in a new solution often depends on time-based 
factors. For this reason, it’s important to collect chronographic, time-based B2B data, 
and use it to determine when you reach out.

If you do reach out at the wrong time, agree on a better time. There are so many factors 
which will determine whether it’s a good time. Bad timing doesn’t necessarily mean a 
bad fit. Ask them when would be better, and reach out then. Again, this comes down to 
persistence and resilience.

If you find an approach that works, double down. You’ll have more success with certain 
businesses at certain times of the year. If you spot a trend, share it with your team and 
capitalise on it!

  4 - Prospects aren’t listening to my offer

Sales directors are bombarded with sales pitches. You need to stand out from the 
crowd. This is where salespeople get to explore different techniques and forge their 
own sales strategy.

Use different techniques and think outside the box. Things like Vidyard and personalised 
messages work better than automated emails and InMails. Quality will get the attention 
of the individual, not quantity. This is especially the case on LinkedIn, which is saturated with 
sales offers.

I’ve recently found success with LinkedIn voice notes. They don’t take too long to record 
and they show the prospect that you’ve taken the time to send them a personalised 
message. Mass quantity approaches just don’t work.

  4 bottom of the funnel pain points

As Cognism’s Associate Sales Director and former Business Development Manager, 
Nancy Newman is an expert in navigating the bottom of the funnel. Here are some 
common B2B customer pain points that Nancy encounters.

https://salesloft.com/
https://www.vidyard.com/
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  5 - I don’t know what’s happening on the prospect’s end

Only having conversations with one person at a company can leave you with a blind spot. 
As a salesperson, you need to know what’s happening behind the scenes. Not knowing 
that the prospect is speaking to a lot of people internally to sign off on a deal puts you in 
a much weaker position.

Ask them ‘who needs to be involved?’ and ‘what will your journey to sign this off look 
like?’ Try to paint a picture of their internal process. Once you’ve done this, you can discuss 
whether it would help for you to be a part of it and speak to senior management - or if you 
could help from behind the scenes, providing numbers and proving potential ROI.

Try to avoid being blind. If you don’t know what the process looks like, you can’t steer it in 
the right direction. Visibility is the most important thing. After I come off a call, I need to 
know exactly what that person is doing before our next call.

  6 - Being ghosted by prospects

This all comes down to asking the right questions on the very first call. If a prospect cuts 
off communication with you, it’s probably the result of a badly-closed conversation.

If someone likes the tool, I try to get them on my side and make them my teammate.  
We create a plan of action together and get it implemented. When you switch that 
dynamic and become a collaborator rather than a seller, they will be much more open 
with you. This all comes from genuinely wanting to help the prospect and - above all - 
believing in your product.

  7 - The prospect seems annoyed at me

The meetings you’re booking may seem unnecessary to the buyer. You’re taking up a lot 
of their time and being a nuisance. This is a feeling all B2B salespeople will recognise.  
The key is to not be put off. This is my advice for getting things back on track.

If you’re booking arbitrary next steps to meet a quota, your meetings will feel pointless.  
You need to provide an element of value every time you connect. If you have something 
to show a prospect, don’t email them, set up a call. If they need time to review your offer, 
book the next meeting in to discuss it.

While the salesperson does need to be responsible for booking the meetings and writing 
the agendas, it’s not good to dictate the entire process. The salesperson can’t buy the 
product for the prospect.
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Sometimes in sales you need to stop talking and start listening. The prospect needs 
to make a decision and you are their guide. Be on their side, be collaborative, and 
understand their processes so you can make it easier for them and for yourself.

  8 - Prospects are wasting my time

Trying to close with a prospect who just doesn’t seem interested can be exhausting. 
Remember, not every sales qualified lead will close - and that’s ok!

You’ve got to know when to quit. If there’s no pain point you can resolve, they will never buy. 
Always qualify your leads in advance, and always know when to nip it in the bud. The goal of 
a good salesperson is to sell, the goal of a great salesperson is to help - not to persuade the 
wrong people to buy from you. It’s not worth making a quick buck from someone who won’t 
be happy.

Again, this comes from genuinely wanting to help your prospects.

Nancy’s key takeaway

“Be curious and ask questions. Salespeople are in 
such a lucky position - we’re always speaking to 
people we can learn from. Try to understand your 
prospects and build a relationship with them.  
If you can do this, they’ll be more open with you 
and you’ll be better positioned to help with their 
pain points.”

How social selling can fuel your pipeline

Three social selling experts - Daniel Disney, 
Tara Jackson and William Gay - explore how 
to transform LinkedIn into a lead generation 
powerhouse.

        

https://www.linkedin.com/in/danieldisney/
https://www.linkedin.com/in/tara-jackson-4934a3108/
https://www.linkedin.com/in/williammichaelgay/
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80% of leads were sourced from LinkedIn in 2019, making now the best time to get on 
top of social selling.

Here are 5 top tips, courtesy of three social selling experts.

  1 - Optimising your LinkedIn profile

“You want to look good when meeting a business 
connection and it’s the same when connecting 
online.” - Daniel Disney

Your LinkedIn profile is your personal ad space when it comes to meeting potential 
prospects and business connections online. It’s important to create a good impression and 
the best way to do that is with a great profile that’s optimised for social selling success.

The three focus areas as laid out by Daniel are:

 A professional photo.

 A great background.

 A straightforward summary.

When optimising your LinkedIn profile, the very first thing you need to look at is your 
photo. It needs to be professional, not you and your friend having a great time at the bar! 
Rather have a friend, or a professional if you can, take your headshot against a plain wall.

If you want to seem more approachable when selling online, you can choose to use a 
photo of yourself that looks less formal, as long as you don’t make it too personal.

Here are examples from Daniel and Tara Jackson, Senior Consultant at Venatrix:

https://foundationinc.co/lab/b2b-marketing-linkedin-stats/
https://www.linkedin.com/company/venatrix/
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When writing your bio, be sure to speak to your target market and avoid going on and on 
about how great you are - you’ll scare your customer away! What your prospects really 
want to know is what you do, how you can help them and how to get in touch with you.

“Make sure your bio is personalised for the 
customer you want and what you do is clear.  
The clearer your bio the more likely you’ll gain 
good prospects. If you’re too vague, you’ll get 
vague inquiries.” - Tara Jackson

  2 - Building a strong network

The aim of the game is lead prospecting and the best way to do that on LinkedIn is 
through connections. But how can you grow your network? The formula for success is to 
create content that connects people.

“You’ll need to find that sweet spot between 
personal and professional when sharing your 
content. People buy from people, they want to 
know you, so share personal stories every now 
and again but make sure they have meaning.”

“For instance, if you do share a pic at the bar, the 
context behind it could be that you’re celebrating 
a big achievement at work.” - Daniel Disney

The next step to connecting with prospects is to add people daily. Most salespeople 
have over 1000 connections on average. By proactively adding people on a daily basis 
you’re extending your reach and creating brand awareness with your potential prospects.
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The main rule to follow here is not to connect with over 30 people a day because 
LinkedIn will ban you, temporarily or permanently, depending on how often you do it!

“You need a genuine reason for connecting with 
people rather than just scrolling through LinkedIn 
pressing, add, add, add because then you’ll have 
a whole bunch of people on your profile who 
don’t care what you’re doing.” - Tara Jackson

Keep in mind that sending a connection request is only the first step of your social selling 
strategy. It’s not always necessary to send a connection message, as it only increases 
your chance of connection by 5%. People are more likely to accept your connection if it 
makes sense to connect and if your profile looks good.

  3 - Creating a content strategy

Creating a strong content strategy is key when it comes to social selling on LinkedIn. 
With the implementation of lockdown across many countries worldwide, the nature of 
that content is changing.

“Everything has become very personal now that 
we’re all working from home. It’s great because 
you can share a bit more about yourself without 
being too personal and being accused of treating 
LinkedIn like Instagram.” - Tara Jackson

While sharing a more personal side to your business is a great way to show your 
prospects that you’re human too and not just after the sale, it can be difficult to find a 
good balance and not overshare. Daniel recommends only sharing personal posts on 
LinkedIn once or twice a week because every great content strategy includes variety.

To get the best engagement be sure to post at least once a day and include more 
professional content so your connections know exactly what it is you do and what 
you’re selling. 
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“It’s pointless to post pointless posts. My best 
advice is that you need to think of your objective 
and how you want your customers to feel when 
they see a post from you because you want to 
make them feel good, not annoy them.” -  
Tara Jackson

A great example of a post that had a lot of engagement is this one published by William:
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Cognism had a competition to see who could get the most engagement from a post on 
LinkedIn. Of course, this post won. Why? Because it told a story that was relevant and 
hooked people with humour. Plus, it showed personality without being overbearing.

What really works with this kind of post is that it doesn’t come across as someone selling 
something; people connect well with that kind of content.

  4 - Establishing credibility

At the end of the day, outbound sales for your business is going to go a lot smoother if 
your prospects trust you. 

“Create a stand out profile and back it up with 
a great content strategy by sharing content 
of value. People will respect and recommend 
you, even if they’ve never bought from you just 
because of what you’ve shared.” -  
Daniel Disney

What if you run out of content to post? William admitted that he has this problem on 
occasion. He finds that engaging with other posts is just as great as sharing your own, 
because you build a relationship with others while building your brand. People will learn 
to respect your opinion and will come to you when they need advice on a certain topic or 
area of expertise.

At the same time blindly resharing is a no-go! Include your own thoughts when reposting 
and don’t copy and paste someone else’s work. 

“Copying and pasting what worked for someone 
else won’t necessarily work for your brand. It’s a 
shortcut, rather put in the effort to create your own 
brand and your prospects will like you more for it. If 
you want to reshare, only do it 30% of the time.” - 
Daniel Disney
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   5 - Starting conversations

There are many ways to start conversations with prospects on LinkedIn. Voice notes and 
videos are particularly successful for kickstarting B2B sales on social media, but as much 
as there are tactics to help you excel, there are just as many to avoid.

“I’m all for starting conversations, but before you 
do, do your research and prequalify yourself by 
checking your bio - are you being clear about who 
you are and what you do?” - Daniel Disney

This is a tip that shouldn’t go ignored. Even if you’ve already made the connection, your 
prospect is more likely to want to converse with you if you stand out as someone they 
want to talk to. If you dive in talking about how great you are, your prospect won’t be 
impressed.

Tailor your message for each prospect. Find a post they shared and discuss it. Be sure to 
make the message short and sweet and throw in an emoji to come across as friendly. 

“You need to remember that your prospects 
are people too. I thought of how I might 
communicate with a friend and the answer 
is - voice notes! It’s different because it’s 
personalised and short, so your prospect doesn’t 
get the idea you’re sending it to everyone. I’d say 
really focus on your first 10 seconds because 
that’s what’s going to hook them.” -  
Tara Jackson

Creating an impactful first message is all about doing something different. Even a video 
message could work if done in a good way, but as with all strategies, the trick is to do 
your research.
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Part 3: Sales performance
How to structure a winning B2B sales team

Collin Waldrip, SDR Trainer at SalesLoft and  
Nick Roberts, Alliances and Partnerships Manager 
at Cognism, discuss how to build a  
high-performing sales team for B2B.

  

In B2B SaaS sales, your outbound strategy needs to be a bit more complex than setting up 
a lemonade stand on the side of the road and hoping it will attract someone, anyone…even 
that guy from across the road who complains when your trash can ends up on his verge.

You need to think about why you’re hiring people, who you’re hiring, and how to drive 
your team to sell out all of the lemonade on offer.

We consulted with 2 incredible sales experts and got tips and tricks so sweet that even 
the grumpiest of neighbours will be eager for a glass!

Here’s who we spoke to:

 Collin Waldrip, SDR Trainer, SalesLoft

 Nick Roberts, Alliances and Partnerships Manager, Cognism

And here’s what they had to say.

  Why you need a B2B sales team

The importance of a B2B/outbound sales team cannot be overlooked or undervalued. In 
SaaS sales, in particular, you need a team of people who are driving your engagement to 
build relationships and grow your customer base quickly.

The team is generating pipeline and proactively reaching out to new customers to see if 
there is actual interest in your product - are people still buying lemonade? Do they want 
our slightly sweeter offering or is the other stand’s more sour version what they’re after?

Having a team that focuses specifically on selling your product is essential to generating 
revenue and scaling your company. The more dedicated the team to specific tasks, the 
more likely they are to complete these.

So, it’s no surprise that if you want to sell, you need a team who can do just that.

https://www.linkedin.com/in/collin-waldrip-369835b6/
https://www.linkedin.com/in/nickaroberts/
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  Team structure: the split between SDRs and BDMs

Now that you know why you need a sales team, you need to consider how you’re going 
to structure your team - who is sourcing ingredients, who’s developing the recipe, and 
who will deal with customers.

It’s incredibly important to have roles in your team that... 

A.  make it more efficient.

B.  allow salespeople to become experts in their particular field.

Who do you need on your team?

At Cognism, we structured our sales team on the premise that core outputs need to be 
owned by one focused role.

How this translates in practice is that we have SDRs and BDMs - all part of our sales 
team, but they have a different focus, different KPIs, and different daily tasks; all of which 
steer us to our team goal of scaling the company.

SDRs and BDMs

Our Sales Development Representatives (SDRs) are focused on booking meetings and 
creating opportunities. Once they’ve booked the meeting in, they pass the lead onto our 
Business Development Managers (BDMs). This is how lead generation is run at Cognism.

The BDMs then focus on generating revenue for the business and closing the customer.

Having a structure where SDRs focus solely on booking meetings and BDMs focus solely 
on negotiating and closing deals allows the people in these roles to become experts in 
their field.

This focus means driving efficiencies in certain outputs, creating a conveyor belt effect 
where each person has certain metrics and output that they’re responsible for.

This structure works incredibly well for outbound sales and is definitely worth a try for  
your team.

“It’s very specialised, everyone has a focus on 
their role, and they’re all ultimately contributing 
to the engine to drive the end results.” -  
Nick Roberts, Alliances and Partnerships 
Manager, Cognism
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  Who should you hire?

When looking to add to your sales team, it’s important to remember that you can’t just 
hire someone for the sake of it.

It’s incredibly important that your team gels well - the best sales teams succeed by 
working with each other in a collaborative way, not by working against each other.  
You need to hire the right kind of salespeople - ambitious, creative, resilient but able to 
work in teams and fit into your company culture.

So, how do you find these people? You start by looking for particular traits and 
characteristics.

3 things to look out for

At Cognism, we have an organic growth process, where everyone starts as an SDR and is 
promoted to other roles from there. This means our hiring process focuses on qualities 
and skillsets particular to SDRs.

What are the primary responsibilities of an SDR? They need to get on the phone, follow 
cadences and engage with and qualify leads.

What skills/personality traits are needed to carry out these tasks?

 First and foremost resilience - you need people who’ve overcome challenging 
situations in the past.

 Always look for overachievement (sporting, academic, or personal).

 Choose individuals who are focused on building their sales skills - they want to 
progress in their sales career, not move to other areas of the business in a year 
or two.

In an SDR role, you’re cold calling every day and constantly being told “no”. You may  
be surrounded by people who are doing well, while you’re struggling to connect.  
The perfect SDRs are those who rise above rejection and never give up. The 
characteristics listed above will help you find exactly those people.

https://www.cognism.com/blog/10-questions-to-ask-hiring-sdr
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  Driving the right behaviour - incentives and more

We know from experience, outbound prospecting is hard. For a sales leader, one of the 
key things is to keep your team motivated. The most important thing to do here is to take 
a step back and understand what motivates your salespeople.

“Understand what really drives a rep as an 
individual and incentivise them accordingly - 
attached value to your incentives. If family time 
is important to them, reward them with time off. 
If they’re wanting to buy a Harley, give a cash 
incentive and state that it’s to go toward their 
goal of getting the Harley.” - Collin Waldrip, SDR 
Trainer, SalesLoft

In terms of structuring incentives, micro-promotions with added responsibility at each 
stage is a great route to go down.

“You’ll be surprised by how badly reps want the 
added responsibility. They want to be a mentor 
and a team lead and they work for those things.” 
- Collin Waldrip

At Cognism, we found that micro-promotions worked well - putting “Senior” in front of 
someone’s job title, and giving them extra duties such as mentoring junior colleagues, 
really makes a huge difference to their performance and output.

Cognism also looked again at our compensation model and altered it to compensate on 
the team’s output, rather than on meetings booked.

What does this mean in practice?

Our SDRs are compensated on sales qualified leads, rather than meetings because that 
is more valuable to our company.
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Create a call library 
to share good and 
bad calls (listen and 
learn from these).

Host weekly  
training sprints.

Assign a mentor to 
each new joiner and 
organise weekly 121s 
between them.

Keep an up-to-date 
sales playbook and 
share this with your 
team.

Set attainable KPIs 
and ensure your 
team is aware of 
personal/company 
goals.

Create a knowledge 
base (share competitor 
knowledge and best 
practices).

  Training your team - how to be the best

The best way to train your people is to share resources and knowledge. Here are six key 
ways to get your salespeople performing at their peak.

  Good company culture

“In a high-performing sales team, culture is really 
important.” -  
Nick Roberts

At Cognism, our team mentality goes beyond sales and while we don’t fancy ourselves 
as the 2003 England rugby team, we did borrow from Clive Woodward and his 
Teamship rules.

At the heart of Teamship rules is collaboration - if you’re going to tell people what to do, 
they’re not going to listen. So, like Clive, we got our team together and created our own 
rules of engagement.

We got our team to define our culture. Rather than dictating what our culture should 
be or how we should engage with each other, we asked our team what it meant to 
work together and how we should operate. Then, we got them to create their own 
Teamship rules.

Get your team to come to a final agreement on the rules. When everyone is involved in 
the process, you’ll see more buy-in from the team and a better, harmonious working 
environment.
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4 time management hacks for B2B sales leaders

Nancy Newman, Cognism’s Assistant Sales 
Director and Harry Brown, Cognism’s Salesforce 
Partnership Manager, share their advice on being 
a more productive sales leader.

In the words of Lord Chesterfield: “Take care of the minutes and the hours will take care 
of themselves.”

Isn’t that the truth? 

At Cognism, we understand the importance of time and careful planning. It’s how we stay 
one step ahead in B2B sales and ready to meet any challenge. No one knows this better 
than two of our expert Cognism sales leaders, Harry Brown and Nancy Newman, who’ve 
both got their time management down to a T.

Nancy Newman started as a Business Development Representative, working tirelessly 
and managing her time wisely, eventually being promoted to Associate Sales Director in 
under 2 years! She said:

“I made time to train myself and believe that 
training your sales team can be incredibly 
beneficial. There is always room for improvement. 
You need to see training as a way to invest your 
time for you and the team.” 

“When you get stuck in your day to day, it’s easy 
to slip into habits – this training will help you take 
stock and come back to work feeling refreshed 
and ready to go again.”

Harry Brown couldn’t agree more. 

He went from Business Development Executive to Salesforce Partnership Manager 
in 2 years. He puts his success all down to investing in upskilling himself, having the 
motivation to exceed expectations and his excellent time management skills.

We sat down with the dynamic duo to find out their top time management hacks to help 
sales leaders become more productive.

https://www.linkedin.com/in/nancy-cognism/
https://www.linkedin.com/in/harry-brown-6299aa126/
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  1 - The value of mentors

When starting out at Cognism, new team members are given a mentor to guide and train 
them so they aren’t too overwhelmed. 

Harry remembers his mentor and how valuable he found their support and guidance.  
He’s gone on to mentor quite a few members of Cognism’s outbound sales team, from 
Sales Development Representatives (SDRs) to Business Development Managers (BDMs). 

Harry has this to say about the mentor-mentee system:

“The mentor-mentee system ensures that you’re 
not seen as the only person capable of training, 
but also gives more senior reps the opportunity 
to practice their sales leadership roles.”

“Both Nancy and I have found it helps the mentor 
reps improve their overall ability and conversion 
rates by learning through teaching.”

This is a great system. Not only does it expand the knowledge of the entire sales team, but it 
ensures that the team can function at their best if someone were to get sick or go on leave.

  2 - Dedicate time for your team

It’s always important to dedicate time to your team, whether it’s simply checking in, 
going over their expected KPIs for the week, or discussing their concerns and ideas. 

For some new B2B SaaS sales leaders, this can be a problem. Sometimes catching up with 
everyone can get overwhelming, and may keep you from meeting your own deadlines.

Nancy had this to say about managing team expectations as well as your own time: 

“It’s great to have an open-door policy as this 
really encourages open communication, but on 
some days this just won’t be feasible.”

“Ensure your team is aware of events in your 
calendar at the start of the day, especially if it will 
obstruct or delay responses to their questions. 
Dedicate time with the team at the end of the 
day, so they don’t distract during the day.”
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  3 - Plan ahead

At the start of each week, take a moment to plan your schedule. Plan your calendar and 
set up your to-do list to reflect your most important deadlines. This way, you can also 
remind yourself of upcoming meetings and do any prep that might be needed. 

Harry recommends making the most out of your meetings by:

“Create an agenda for meetings via Zoom and 
send out any prep work or decks needed before 
they start. This is so people can discuss findings 
and not the deck itself.”

  4 - Learn about calendar blockers

This is probably the greatest time management hack for B2B sales teams! 

Calendar blocking means creating events on your Outlook calendar to block out time for 
all of your routines, work and social events. This is a tip that’s been endorsed by leading 
productivity experts and Nancy finds it invaluable for managing her time:

“I found I could have a to-do list but this wasn’t 
enough. Making sure you combine that to-do 
list with physical calendar blockers to ensure you 
can designate that time on one project not only 
improves your efficiency but also the quality of 
the work you produce.”

Harry is an advocate for calendar blocking too, but his experience in sales has led him 
to always think ahead and that means planning for the unexpected. You might have a 
perfectly blocked out calendar but if an urgent task comes in you’re going to have to 
prioritise it, which is why he offers this excellent advice:

“Expect the unexpected. In addition to setting 
time aside for your to-do-list, have time blocked 
for unexpected emails/requests for help/
workload. This can be any time but 30 minutes 
at the end of the day and an hour on Thursday 
mornings has worked well for me.”
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The no BS guide to booking the right sales meetings

2 of Cognism’s SDR team, Ashley Corlett and 
Evangeline Crossland, answer our questions 
about how to book the best meetings with the 
best prospects.

Salespeople can be consumed by the thrill of pursuit. A desire to post the highest 
numbers and book the most meetings - and it’s hard to argue with this. Of course more 
meetings = more sales. This much is obvious. But it can present us with a problem.

Low conversion rates.

If you’re finding a high drop-off between meetings booked and closed deals, the 
chances are you’re speaking to the wrong people. This is when a company needs to 
implement a robust sales strategy - and focus on booking the right sales meetings.

This is the process of lead qualification.

We asked 2 of our leading sales reps 3 questions:

1.  How do you ensure that the companies you’re speaking to fit our ICP?

2.  How do you ensure that you’re speaking to the right person at the company?

3.  How do you increase the chances of the lead attending the booked meeting?

Ashley Corlett
In August 2020, Ash brought 4 years of sales experience to Cognism’s revenue team. 
He hit the ground running - with multiple SQOs and a Cognism ‘Employee of the Week’ 
award to show for it.

Evangeline Crossland
When it comes to Evie’s ability to book meetings, her record speaks for itself. In just her 
second month at Cognism, Evie had a target set of 8 SQOs. She identified 21. 

In doing this, Evie set a precedent for exceeding her targets, and her growth since then 
has been astronomical.

1 - How do you ensure the companies you’re speaking to fit  
our ICP?

Ensuring that the leads entering the top of the sales funnel fit your ICP is the easiest 
way to increase your conversion rate. Your sales reps will have more constructive 
conversations. This breeds a culture of confidence and success.

https://www.linkedin.com/in/ashcorlett/
https://www.linkedin.com/in/evangeline-crossland-1835b870/


The no stone unturned guide to sales strategy     /     74

Clearly define the ICP
Depending on where the leads are coming from, the level of qualification needed varies. 
However, a good understanding of the ICP should always come from the top.

“Cognism Sales Director, David Bentham, uses 
data to identify our total addressable market.  
He then uses this information to build contact 
lists in Prospector, and distribute them to the 
sales team. This keeps us all on track - whilst 
saving us the 2-3 hours salespeople usually spend 
each day trying to find contact information. For a 
salesperson this is the golden egg.” - Ash Corlett.

Whenever the ICP changes, this should be decided on by the senior sales team, but it 
should immediately be shared with all revenue staff at the company. The Sales Director 
navigates the landscape, but it’s the sales and marketing teams who direct the ship.

ABM
An account-based approach can also facilitate intelligent lead generation. This is a more 
flexible way for a salesperson to explore new opportunities without straying outside of 
the ICP.

“I often take a look at our major customers in 
Salesforce, and ask myself ‘what makes them  
a good fit?’ If you can answer that question,  
then you can start looking at similar companies.  
You already know the problem your product could 
solve. This makes it that much easier when you get 
on the phone.” - Ash Corlett

Check out prospects on LinkedIn
Evie holds a bespoke sales role within the Cognism team, as the Marketing Development 
Representative. This means there is more variation in the type of lead she deals with, 
as a whole range of people will download marketing content. For this reason, more 
qualification is required.

The first thing Evie does before reaching out is to look up the prospect on LinkedIn.
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“You can do a lot of your qualification through 
LinkedIn. The first things I look for are whether 
the company size fits our ICP, and whether they 
operate in a country which fits our ICP. This takes 
minutes and could save you a lot of time on the 
phone.” - Evie Crossland

Qualify on the cold call
After checking out a prospect on LinkedIn and confirming that they fit our ICP, it’s 
time to make an effective cold call. The first few questions you ask should help you 
to understand whether they’d benefit from your offer. Waiting until later to ask these 
questions will waste your time and theirs.

“As an MDR I already know a bit about the 
prospect’s interests, as they’ve made a download. 
Part of the qualification process is already done, 
but you still need to make sure. Most of the time 
people like to talk, so I ask the right questions and 
give them a good idea of what we do. Be honest 
about your proposal and try to find a real way in 
which it could help them.” - Evie Crossland

2 - How do you ensure you’re speaking to the right person at  
a company?

There’s no single right answer for who you should speak to at a company. It depends on 
the company size, who will benefit from your product and how busy they are at the time. 
Landing in the right inbox often requires a little SaaS sales investigative work.

Bottom-up
If you’re unsure about who to contact within a company, the bottom is a good place to 
start. There are two main reasons for this:

“Quite often we will start by speaking to a more 
junior member of staff. You need to use that to 
your advantage. Learn a bit about the business 
and then find the decision maker, say to them 
‘some of your team have been engaging with our 
content and I thought I’d introduce myself.’” -  
Evie Crossland
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You can also encourage positive internal conversations.

“Ultimately what you want is for them to get 
the boss on the call. However, you can still have 
great success with a less senior member of staff. 
If you can get them excited about your offer, 
they’re more likely to have a positive conversation 
internally. This can be more valuable than any sales 
call.” - Evie Crossland

Multi-threading
Building a relationship with multiple people in a company is known as ‘multi-threading’. 
Through this process you build hype around your offer by getting multiple people 
speaking about it.

“Encouraging internal conversations about your 
product can be more effective than conversations 
between a salesperson and a buyer. It’s a much 
more organic way to get a good foothold within an 
account and it paints your proposition in a positive 
light.” - Ash Corlett

The downfall of this approach is that managing outbound sales at scale reduces your 
ability to run a highly customised outreach. If you already know who the best person to 
contact at a company is, reach out to them individually.

3 - How do you increase the chances of the lead attending the 
booked meeting?

For a numbers-driven salesperson, the SQO is the end goal. Booking a meeting is a 
victory, but the journey doesn’t end there.

Now, the salesperson is presented with an opportunity to go the extra mile. How can they 
increase the chances of getting the lead to attend the meeting?

Multi-channel engagement
Everyone you’ll speak to has a preferred means of communication. Some will prefer 
an email, whilst others will prefer to exchange voice notes. Cover your bases and use 
a multi-channel prospecting approach. It massively increases your chances of your 
message being heard.
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“At the start of my process, I always connect 
on LinkedIn. I’ll send a message to confirm our 
meeting, and give them an opportunity to send 
over any questions they have in advance. I’ll 
also ask a lead what their preferred means of 
communication is. This shows you care about their 
preferences and increases your chances of good 
engagement.” - Ash Corlett

Here’s a good statistic about this:

“More than 70% of salespeople who use social media networking in their sales process 
outperform their peers who don’t.” - Resourceful Selling

A multi-channel approach also helps you to stand out from the crowd. This is very 
important to Ash.

“We send voice notes, videos, direct mail.  
This week I sent someone a message on LinkedIn 
asking ‘Why do you wear Sennheisers rather than 
Bose?’ , referring to his LinkedIn picture. We had 
an interesting conversation and it turned into a 
pitch. Sending repetitive messages is boring for 
the salesperson and the lead, I don’t get why 
people do it!” - Ash Corlett

Be assertive and get something in the diary
If you leave a sales call open-ended, the chances of attendance plummet. ‘Always be 
closing’ might be slightly excessive, but at the end of the call - close it.

“If you call someone and they say ‘call me later’, put a 
time in the diary, and send a calendar invite. Also, be 
assertive! The minute you start sounding desperate, 
the prospect will turn off. Say to them ‘Let’s put in a 
time for a meeting, when are you free?’ Once you’ve 
done that, ask them ‘Have you received the invite? 
Check your junk’. Do whatever you can to make sure 
you get it over the line!” - Evie Crossland

https://www.resourcefulselling.com/closing-the-sale-statistics/
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Show value at every stage
If a prospect isn’t gaining anything from your conversations, they’ll lose interest…fast.

“I always imagine the prospect asking ‘What’s in 
it for me?’ If I’m unable to answer that question, 
I might as well give up. Always give them enough 
information to be excited about your next 
conversation.” - Ash Corlett

A successful prospect interaction begins with asking open-ended questions. Try to 
understand the prospect’s pain points and offer resolutions.

Another great stat for you:

“69% of buyers said that the one thing they wanted from sales reps was to ‘listen to my 
needs’.” - HubSpot

Every prospect is different, so every sale is different. Make sure that the value you show 
is relevant and consistent. If you have access to valuable content, send it through. Even if 
the content isn’t yours, sending over interesting articles and videos shows the prospect 
that you’re thinking of them.

Follow up after your call
Every great call should be followed by a great email. After every call, Ash sends over 
some more information about the tool. Drip feeding the information in this way keeps 
the prospect intrigued.

“Sending over additional information adds value 
and reinforces the points you’ve discussed. It 
also reminds the prospect of what you covered, 
making the next call much more impactful.” - 
Ash Corlett

Evie has the advantage of knowing what kind of content the prospect is interested in, as 
they’ve already downloaded another document.

https://blog.hubspot.com/sales/sales-statistics
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“I save similar groups of content together so I 
can send it to the prospect ahead of the next 
meeting. It shows that I’ve been listening in 
our conversations, and I’m putting in effort to 
show them value. This is far more effective than 
pestering someone for a demo. Be personable, 
realistic and memorable - make their buying 
experience a pleasant one.” - Evie Crossland

8 skills that make a successful sales rep

Cognism SDRs Sam Gibbons, Jennifer Gray and 
Evangeline Crossland discuss the top skills that 
every sales rep needs to make their job easier 
and more successful.

Sales development representative (SDR) - an exciting and challenging role that can 
generate feelings of satisfaction and accomplishment, when done right.

When done wrong, it can leave people feeling demoralised and dejected.

Luckily, help is at hand. These are the 8 essential SDR skills - from Cognism’s very own 
sales reps.

  1 - Taking the initiative to research and learn

Do you know what impresses people?

Research.

When you’re speaking to a prospect for the first time and you mention something that 
shows you’ve done your homework, they’ll be more than impressed, they’ll be sold!

https://www.linkedin.com/in/sam-gibbons-4b1443158/
https://www.linkedin.com/in/jennifer-gray-68201aa6/
https://www.linkedin.com/in/evangeline-crossland-1835b870/
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Jennifer Gray finds that if she conducts her own research on a prospect, she can pair 
those insights with the data she has on hand to cold call successfully:

“Do a bit of research in advance to connect with 
the person on the phone. They’ll be happier to talk 
to you if you come across as knowledgeable and 
friendly so find out as much as you can before you 
cold call.”

She recommends being aware of your prospect’s job title, industry and location to start.  
Plus, knowing when the best time to call is a bonus because there are certain times 
of the day when people are happier to accept cold calls, and times when it’s just not 
convenient!

What happens if you don’t do your research?

Your lack of knowledge might just trip you up and lose you the sale. Research helps you 
build a relationship with your customer; if you call them by the wrong name or don’t 
know their current job title, you come across as being sloppy, and no one wants to work 
with a sloppy sales rep! They want to work with an expert who can help them.

Which brings us to our next point:

It’s not only about researching your prospect, but knowing your own product better than 
anyone else. You don’t want to be overzealous when it comes to selling it, but when you 
know what you bring to the table, you’ll be able to offer your prospect a solution to their 
problems and add value to their business.

That’s all anyone really wants in the end - an easy solution to a time-consuming and 
possibly expensive problem.

  2 - Actively listening when cold calling

If a prospect is met with a cold call that immediately comes across as scripted, they’ll 
probably hang up on you.

To be a successful B2B sales rep you need to master the art of actively listening to your 
prospect and having a human conversation with them.  

Jennifer enjoys being able to finally put a voice to the data profile she’s been researching.  
The trick is to keep her prospect engaged and interested in the conversation without 
sticking to a script and coming across unempathetic or robotic.
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To prevent this, she chooses to actively listen:

“Listen to the prospect and what they have to say. 
It helps you build rapport on a cold call. Take note 
of the prospect’s pain points & use them to open 
up conversations to help them.”

What’s more, by actively listening you can judge whether your prospect is right for you 
or not. This will save you time in the long run. You won’t reach the end of the funnel and 
only then realise your prospect was the wrong target for your product.

  3 - Getting straight to the point

When Sam Gibbons started at Cognism, he wanted to be every prospect’s best friend:

“I’d always ask, “how are you?” and take far too 
long getting to the point! As an SDR, you need 
to remember you’re interrupting somebody’s 
day. You’ll come across as more assertive and 
your clients will appreciate it if you get straight 
to the point.”

According to Time, a 2016 study by Microsoft states that the average person now has an 
attention span that’s a second less than a goldfish:

8 seconds.

That means you have 8 seconds to engage with your prospect and explain why you’re calling.

Sam feels you need to be direct. Over time you can build a rapport with your client, but 
for that initial call, time is of the essence. He recommends:

“Lead with something like: “NAME, this is Sam 
from Cognism. I know you weren’t expecting me 
to call you, do you have 30 seconds for me to 
explain why?”

https://time.com/3858309/attention-spans-goldfish/
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  4 - Keeping track of your opportunities
Organisation is what will set you apart from the average rep. If you want to be successful 
in SaaS sales, manage your time and keep track of your workflow.

Sam swears by 4 time management hacks that help him have more time to focus on 
closing his outbound sales and avoiding stress. His top tip is to stay on track of the 
meetings you’ve booked:

“When you book a meeting, log ‘ACCOUNT NAME’, 
‘PROSPECT NAME’, ‘DATA BOOKED’, ‘DATE FOR’, 
‘ATTENDED?’, ‘SQO?’ (or whatever your term is for 
a qualified opp), ‘IF NO SQO, WHY?’, ‘NEXT STEP’ 
on an excel sheet. This will give you full visibility of 
all of your opportunities, allowing you to forecast 
each month, chase when needed, and understand 
why your failed opportunities are failing.”

  5 - Get creative with your outbound

It’s not just about having the data. A successful sales rep knows how to go about 
converting leads into sales and to do that, you often have to get creative!

Sam finds that he gets the best results when he adopts a multi-channel approach that 
includes many outbound sales tactics such as email, phone, LinkedIn and even text and 
video. He says:

“Ensure you’re utilising these channels for at 
least 15 touch points per contact/lead. The more 
creative your outreach is, the more traction 
you’re likely to receive (especially when selling to 
other salespeople,) which is why video is  
so effective.”

  6 - Be willing to work hard

The role of an SDR is not easy. It can be both a demanding and incredibly satisfying 
career path, but to achieve SaaS sales success you need to have the right mindset and 
be willing to work hard.
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Evangeline Crossland joined Cognism in February 2020 and was promoted to Senior SDR 
in July. She truly understands the need to stay productive, come up with solutions and 
work tirelessly to hit quotas. She has this advice to offer:

“You get out what you put in. You need to stay 
active to get results. The more conversations you 
have, the more meetings you book, the more 
SQOs landed, the more commission you’ll get!”

  7 - Make mistakes, ask for help and never stop learning

If there’s one thing Evangeline knows, it’s that you can never be too experienced! Which 
is why she says:

“Since I started in sales, I’ve never missed a training 
session with my team because I know I can never 
know everything and there’s always going to be 
room to grow. My advice to other SDRs is to take 
every learning opportunity you are given!”

It goes to say with all SDRs - learn, learn, learn!

The industry is always changing and you need to change with it if you want to stay 
successful in B2B sales prospecting.

And at the same time remember: it’s okay to make mistakes.

Part of learning and growing as an SDR is owning your mistakes and using them as 
valuable lessons. Evangeline says:

“Don’t be too hard on yourself if you make a 
mistake. Messing up is how you learn, so don’t  
be afraid to get things wrong and grow with  
each mistake.”

But, if you find you’re making quite a few mistakes, it’s okay to ask for help too. Sam found 
the help of his colleagues to be invaluable when he started out. They offered outstanding 
support and helped him stop any bad habits from forming at the start:
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“The more you ask for help from your team, 
the more unbiased feedback you’ll get. This is 
so important when you’re starting out, as it’s so 
easy to pick up bad habits when it’s integral that 
you’re picking up good ones.”

  8 - Stay positive and don’t take things personally

Rejection is expected in sales, but that doesn’t mean you need to dread cold calling.

Yes, you get some rude prospects and you get some who slam the phone down on you. 
The main thing is:

DO NOT TAKE IT PERSONALLY.

Evangeline has been through it all - bad conversations, being spoken down to, you name 
it - but through it all, she remains positive:

“Whenever I have a bad call I try and stay positive 
and I pick my phone up and try again because I 
can just hear David Bentham’s voice in my head 
saying, ‘one call can change your life!’”

Top SDR tips for winning sales

A panel of Cognism SDRs share their 10 tips for 
sales success in 2021 and beyond.

The most important part of B2B SaaS sales is closing the deal, right? Or is it though?

To get to the part where the client actually signs and you close the deal, you need a lot 
of help along the way - that’s where SDRs come in! Your lead generating gurus, who face 
more rejection than success, qualify your leads, and set-up meetings and demos - SDRs 
do a lot more than just chat to people on the phone all day!

https://www.linkedin.com/in/davebentham/
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Cognism’s SDRs

Cognism is proud to have an incredible outbound sales team behind us, who identify 
and create sales opportunities. Naturally, we had to chat to some of the best in the biz to 
learn just how they got us from $0 to $10 million ARR.

Meet the team

In our very (un)biased opinion, these are the best of the best! Here’s who we chatted to 
for the inside scoop and top tips for winning at B2B sales.

     Annabel Jones - Business Development Executive

    Ashley Corlett - Business Development Executive

    Oliver Scampton - Sales Development Representative

    Hattie Pursell - Business Development Executive

    Jenny Gray -  Senior Business Development Executive  

    Ollie Pleasants - Sales Development Representative

And these were their top 10 sales hacks:

  1 - Understand your customers

“You must understand your value proposition by 
understanding how your current customers use 
your platform.” - Ashley Corlett

To get it right, use your customers’ insights for your outbound prospecting. Talk to your 
Customer Success Team and learn from your happiest customers.

  2 - Smile and dial

“Enthusiasm, energy, and smiling - lots of 
smiling…it’s been the single best way for me to 
build rapport and, in turn, book a meeting.” - 
Annabel Jones

On her most positive calls, the feedback Annabel has had was really a testament to the 
“smile and dial” phrase you may have heard floating around.

https://www.linkedin.com/in/annabeljones/
https://www.linkedin.com/in/ashcorlett/
https://www.linkedin.com/in/oliver-j-scampton-58455b104/
https://www.linkedin.com/in/hattie-pursell-8a5298159/
https://www.linkedin.com/in/jennifer-gray-68201aa6/
https://www.linkedin.com/in/ollie-pleasants-16105416b/
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Smiling…over the phone? It might sound strange, but Annabel has genuinely had 
prospects tell her that they love that they can tell she’s smiling when speaking, without 
even seeing her face!

When you smile, your prospect smiles with you, they may even laugh (at you or with you - 
it doesn’t matter).

Getting your B2B prospects to laugh makes them forget about their job title, relax, and 
forget that they’re being cold called.

They’re immediately interested in what the silly person on the other end of the phone 
has to say, as we all just need a break from the pressures of work sometimes!

95% of the time as an SDR, you’re going to get told “no” - so always project positivity 
and warmth. Go into every cold call upbeat and confident. If you sound unhappy or 
disinterested, your prospect will pick it up.

  3 - Listen, don’t talk 

“Active listening books meetings!” - Jenny Gray

When cold calling, work on your active listening and let the prospect do most of the 
talking! This allows you to understand their needs, address them, and book more meetings.

  4 - Leverage online video 

“It makes prospects value you and your time 
more.” - Hattie Pursell

Using video humanises a cold message, puts a face to a name, and makes you stand out 
in a crowded inbox - everything you want and more as an SDR!

So, why wouldn’t you use it?

Block out some time in your calendar every day to record some personalised video 
messages.
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  5 - Send voice notes on LinkedIn 

“It’s an easy and time-efficient way to get your 
personality across and it really works for me.” - 
Ollie Pleasants

Sending voice notes to prospects on LinkedIn is a great alternative to a cold connection 
message, or sending a scripted message via InMail.

The benefit of using voice notes during your LinkedIn prospecting?

It personalises your outreach. The prospect can get more of a feel for who you are, and 
trust and rapport will grow more quickly.

  6 - Remember your ABCs... 

“ABC - always be closing!” - Oliver Scampton

The number one goal for an SDR is to close - stay focused on it always!

If a prospect says they’re not available or “Now’s not a good time”, simply reply with:

“Okay, no problem, when works?”

Then send across a calendar invite, and let the prospect know you’re looking forward to 
chatting with them. Always try to turn an objection around and get that meeting booked!

  7 - Prospect to companies, not people

 “Hot tip for SDRs: prospect to more than one 
person at an organisation.” - Ashley Corlett
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It’s likely that the first person you speak to may not be the decision-maker at a company 
you’re trying to sign.

However, they’re likely to be able to point you in the right direction and give you valuable 
information.

You can then tailor that information to the company’s needs, and use it when you do get 
in front of the decision-maker.

  8 - Work incredibly hard

“Learn to improve…constantly.” - Oliver Scampton

At the end of the day, B2B sales prospecting is a numbers game - the salespeople with 
the highest activity are more often than not the top performers.

Keep busy, push yourself to your limits…and then push beyond them! Call as much as  
you can, take notes and record your calls. Listen back to your best and worst calls.  
What did you do right, what did you do wrong? Get into a constant cycle of learning  
and improving.

  9 - Keep on top of your admin 

“Make detailed notes so you don’t forget 
anything!” - Oliver Scampton

Part of being an SDR is being incredibly organised with your sales admin. Set tasks for 
yourself, use plenty of Post-Its, and remember the small details - they make a huge 
difference in closing a sale.
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  10 - Never give up

“Persistence is key. If you make 100 dials a day 
and don’t speak to someone, keep going, it will 
happen.” - Ashley Corlett

The hardest part of being an SDR in SaaS sales is the constant rejection you face; the 
most rewarding part is closing those deals.

If you’re having a bad week, don’t give up. If you’ve had 100 bad calls in a row, don’t throw 
in the towel. The next one you make will change your life. All you need to do is pick up  
the phone…

Time management hacks for B2B sales reps

Earlier, you heard from the generals - now it’s 
time to hear from the footsoldiers! How can 
SDRs maximise their time and be more effective 
at selling?

Time management isn’t just about getting things done faster...

It’s a combination of prioritising your most urgent tasks and executing them effectively. 
This is the mark of an elite salesperson.

For the less experienced sales rep, the busiest day of the week is always tomorrow.

We spoke to William Gay, an impassioned Cognism BDM who has reduced B2B sales to 
its basic elements and refined his processes to an astonishing degree. Having booked an 
average of 104 meetings per month through the height of the 2020 lockdown, Will is - in 
a word - efficient! He told us:

“For me, time management is the single most 
important sales skill. Managing your time 
effectively allows you to not only achieve your 
targets, but overachieve.”

https://www.linkedin.com/in/williammichaelgay/
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  Starting out as an SDR

Life in SaaS sales wasn’t always easy for Will. He started out feeling much the same as 
most salespeople taking their first steps: a little overwhelmed.

“When I started I had post-it notes all over my 
desk. I was finding it hard to keep up and ended 
my first month by hitting 10% of my target.  
This wasn’t good enough. The following quarter 
I achieved 143% of target by working hard and 
becoming more efficient.”

Will’s transition began with a commitment to his development and one simple exercise: 
planning out his day.

“I blocked the day into actionable chunks. The brain 
doesn’t like hopping from activity to activity.  
The more effectively you can block your day into 
manageable tasks, the more easily you can get 
into a rhythm.”

For the next few months, Will had this plan Sellotaped to his desk.
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“With this structure, I was spending less time 
making cold calls, but making more cold calls 
than the other SDRs. It was so helpful for me to 
always be able to look down and remind myself 
of exactly what I should be doing.”

Will’s time management hacks

Will has come a long way since his first month at Cognism. He has moved quickly up the 
ranks and even ran an efficiency workshop based on what he learnt. Here are his 7 key 
time management hacks:

  1 - Keyboard shortcuts 

“Learn them. Blocking off your time is vital, but 
you still need to be efficient. These ones have 
really helped me.”

    Cmd + L - clicks and highlights the text in the URL bar.

    Cmd + F - searches anywhere on the screen for a keyword.

    Cmd + X, C and V - cut, copy and paste, respectively.

    Cmd + alt + shift + V - paste text into an area in the same format as the area.

“Using your mouse takes much more time.  
Learn the keyboard strokes and you’ll get the less 
interesting tasks done much faster, giving you 
more time to focus on what matters most... selling!”
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  2 - Find shortcuts for repetitive actions 

“If you find yourself regularly repeating a task, 
find something that shortcuts that task. I recently 
found a tool called aText. If you regularly write the 
same sentence, you can save it. When you next 
write the beginning of that sentence, aText will find 
the sentence and input it for you.”

Will also mentioned using Grammarly to quickly check his emails. If there’s technology 
out there which will speed up your process, use it. Don’t slow yourself down with 
unnecessary work!

  3 - Take notes 

“Assume you will remember nothing and write 
everything down. Always take great notes; this 
will help you to remember more actively.”

“Also, keep your notes organised. I use OneNote 
to categorise my notes, and I’m now able to 
quickly jump back and check them in no time at 
all. Good note-taking and organisation practically 
eradicate the need to remember anything!”

  4 - 30-minute daily preparation 

“When I was an SDR and an MDR, I’d spend the 
first half-hour of every day preparing and setting 
reminders on my computer. This was how I stayed 
organised and on track. This process will put 
you in the right state of mind for work, while 
reminding you of your daily tasks.”
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Often, salespeople try to speed up by diving headfirst into a big pile of work at the start 
of their day. The more things I do, the more effective I become! Usually, this approach 
isn’t effective and only results in unnecessarily wasted time. Instead, plan out your sales 
strategy at the beginning of your day and space out your tasks evenly.

  5 - Follow the right people on LinkedIn 

First, it should be noted, we don’t recommend spending too much time on LinkedIn 
looking for inspiration. LinkedIn “research” could be considered professional 
procrastination. That said, LinkedIn can help you to discover some innovative ways to 
step up your sales game.

“Follow everyone who is putting out good content 
on LinkedIn. Substitute all your Instagram and 
Facebook time for LinkedIn and optimise your 
intake. Don’t do this during working hours though!”

  6 - Use a CRM or sales engagement tool 

In fact, use the best CRM and sales engagement tools you can afford. Find one which 
solves the challenges you face, and use it! Sales technology will make your job so  
much easier.

“I’d recommend using a tool like SalesLoft.  
So many companies don’t use a sales enablement 
tool. It means you have to log every single task, 
move it, update it. A good CRM drives sales growth 
and forces you to be consistent in your actions.

Investing in the right software will vastly reduce the number of manual activities you have 
to complete, and will free up a lot of your time.

  7 - Read books that inspire you 

Will is a big fan of Audible, as it allows him to use his time off to feed his appetite for 
knowledge. While reading books can’t directly save you time, investing in your personal 
growth ultimately can. Will named a few books which have inspired him to develop in his 
sales career.
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   Jeb Blount, Fanatical 
Prospecting -  

   this is a great read for 
people starting out  

in sales.

   Scott Leese, Addicted 
to the Process -  

   a short, adrenaline-
fuelled read.

   Chris Voss, Never 
Split the Difference -  

   according to Will, the 
best sales book of  

all time.

Part 4: Sales metrics
What is lead conversion rate and how do you calculate it?

Michael Hanson is a sales metrics and 
optimisation expert. We asked him for his advice 
on calculating conversion rate for B2B sales.

Door-to-door sales might be considered the most rudimentary way of selling. But, ask 
any travelling salesperson for some tips, and they’ll have an answer: “Avoid X street, they 
don’t buy anything.”

This is the most basic form of sales data there is. These people don’t buy our stuff, let’s 
not talk to them.

Sales data has come a long way since then. Today, the top 24% of sales teams are 1.5 
times more likely to base forecasts on data-driven insights.

Breaking down your sales strategy into measurable chunks will make it easier to review 
and optimise your processes, and improve as a result.

Michael Hanson, the Founder of Growth Genie, knows this better than anyone. While 
scaling CloudTask from 5 to 200 employees in just 3 years, Michael realised that without 
proper management and provision of the right information, SDRs couldn’t unlock their 
full potential.

https://www.amazon.co.uk/Fanatical-Prospecting-Conversations-Leveraging-Telephone/dp/1119144752
https://www.amazon.co.uk/Fanatical-Prospecting-Conversations-Leveraging-Telephone/dp/1119144752
https://www.amazon.co.uk/Addicted-Process-Transactional-Confidence-Consistency-ebook/dp/B071SB4FZN
https://www.amazon.co.uk/Addicted-Process-Transactional-Confidence-Consistency-ebook/dp/B071SB4FZN
https://www.amazon.co.uk/Never-Split-Difference-Negotiating-Depended-ebook/dp/B018FHCPDO/ref=sr_1_1?crid=2UI5Q4Z3B2BB2&dchild=1&keywords=never+split+the+difference&qid=1598373816&s=digital-text&sprefix=never+split+%2Cdigital-text%2C148&sr=1-1
https://www.amazon.co.uk/Never-Split-Difference-Negotiating-Depended-ebook/dp/B018FHCPDO/ref=sr_1_1?crid=2UI5Q4Z3B2BB2&dchild=1&keywords=never+split+the+difference&qid=1598373816&s=digital-text&sprefix=never+split+%2Cdigital-text%2C148&sr=1-1
https://www.linkedin.com/in/michael-hanson-/
https://www.salesforce.com/blog/15-sales-statistics/
https://growthgenie.co/
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Since then, Michael created Growth Genie.

“Growth Genie helps companies build repeatable, 
scalable outbound processes. We provide teams 
with playbooks and cadences - such as  
our infamous 30 touch outbound cadence -  
and offer hands-on training and coaching.  
Our long term involvement in the implementation 
of robust sales processes makes us more like 
consultants than standard training providers.” 

We spoke to Michael to get his insights into the world of B2B data and process 
optimisation. Here are his thoughts.

What is a lead conversion rate?

There are many types of conversion rates. Their value varies from company to company.

“Lead conversion rate can mean a lot of things.  
It depends on what you’re trying to measure.  
You can measure the rate at which website 
visitors convert to MQLs (marketing qualified 
leads), MQLs to SQLs (sales qualified leads), SQLs 
to closed deals, or even the whole thing, cold 
leads to closed deals.”

The different types of performance metrics give companies the flexibility to find one 
which works for them. Growth Genie helps B2B sales teams to find the right ones and 
implement them.

“Each company will define lead conversion rate 
differently and focus on different areas. You can 
even get really granular with the conversion 
rate you measure. The deeper you go, the more 
nuanced the performance metrics can get.”

Why is it important to measure your lead conversion rate?

Data is the most reliable source of performance feedback. It doesn’t lie. It doesn’t care 
about your feelings. Implement it into every aspect of your outbound sales process 
and you will have a newfound understanding of your strengths and weaknesses. It’s not 
always pretty, but it helps you improve.



The no stone unturned guide to sales strategy     /     96

“It’s a good way to measure your performance: 
marketing, sales or the alignment between 
the two. SDRs could just look at the number 
of meetings they book each month, but this 
won’t show them the full picture. If you book 100 
meetings and none of them convert to closed 
won, it’s kind of irrelevant. You need to look at 
the SQL volume as well as the conversion rate.”

And this isn’t the only use.

“Measuring performance also shows you where 
the gaps are. You can see which stage of the 
sales funnel isn’t functioning well, and you can 
focus on fixing it.”

How does measuring the lead conversion rate help B2B  
sales teams?

Understanding your conversion rate will help you to identify the areas of your B2B lead 
generation process that need improvement. The next step is using this data to optimise 
your processes.

“The lead conversion rate is just a metric.  
Metrics are important, but too many sales leaders 
focus on metrics alone. The problem with metrics 
is that they tell you what, but they don’t tell you 
why. You still have to do your own research to 
improve your processes.”

This is also the case when you want to find out what is working well. All too often teams 
prioritise fixing faults over identifying strengths.
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“Once you’ve calculated a conversion rate,  
you need to work backwards to identify the 
cause. If you spot a decrease or increase in 
performance at a particular stage of the sales 
funnel, investigate your calls, messages and 
replies to either fix something which isn’t 
working, or double down on something that is.”

How to calculate the conversion rate

The great thing about modern technology is that you don’t really need to calculate 
anything; you just need to find and interpret it.

“Adopt different types of technologies.  
CRM technology can help at the bottom of the 
funnel. Sales engagement tools can help at the 
top. I’d recommend either outsourcing a sales 
operations consultant or hiring one internally - 
someone who can review all of the conversion 
rates and turn them into actionable insights. 
This is particularly important as you grow and 
things start slipping under the radar.”

How to improve your sales conversion rate

Nigel Seah, Digital Marketing Executive at 
Novocall, asked his sales team for their insights 
into improving conversion rates.

When it comes to improving sales conversion rate, it’s essential to keep in mind the B2B 
sales and marketing funnels.

https://www.linkedin.com/in/nigel-seah-02aa2b12a/
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Conversion only occurs at the bottom of the funnel. People at this stage are those who:

 1.  Are aware of their business problem.

 2.  Have done their research on the variety of solutions available.

 3.  Are ready to make their purchase.

Prospects higher up in the funnel aren’t ready to convert yet. And because of this, your 
tactics to drive conversions will inevitably change across your funnel stages. 

Let’s not forget that your marketing and sales strategies can be further divided into 
inbound and outbound methods.

How then can you improve sales conversion rates? Here are 14 insights.

Inbound conversion

Content strategy

  1 - Invest time and effort into a blog

Having a blog on your site is one of the most important aspects of a good inbound 
strategy. Your articles should talk about your product or service and industry trends,  
as well as provide helpful guides for your readers.

An example of a SaaS company’s blog. Source: Novocall

Having good content on your blog helps you achieve several things. 

https://novocall.co/
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Firstly, it helps you establish your brand as a thought leader in your field. This builds the 
level of trust your readers and potential leads have in you. It also creates the impression 
that your brand is one that is genuine in offering help to your readers and prospects.

Content marketing can help make your business one of those “top-of-mind companies” 
that prospects will think of when looking for a solution to their problems.

  2 - Create the appropriate content for the right audience

As we established right at the beginning, your strategies will vary based on the funnel 
stage your audience is in.

Those at the top of the funnel (TOFU) - or the awareness stage - are looking for more 
general information and might not have identified their business problems yet. For them, 
blog articles like industry trends, statistics, and general guides are most helpful.

Meanwhile, those at the middle of the funnel (MOFU) - or consideration stage - are 
already aware of their business problem and are looking out for solutions. For them, 
articles that compare software are the most useful to them, as they can review the 
features for themselves.

Note that those at the TOFU and MOFU stages aren’t looking to purchase just yet.  
Your goal when planning out content for them isn’t just to improve sales conversion,  
but to educate.

  3 - Optimise your content for search engines

So you’ve got a nicely designed blog page. You’ve got great content that can help 
answer the questions your intended audience might have.

But what good are these when no one can find your blog? 

That’s why your content needs to be optimised for search engines. When coming up 
with your content strategy, you must also think about your audience’s search intent. 

Ask yourself this: what kind of content or words are my audience searching for? You will 
need to engage in some keyword research before even starting to write. 

Backlinko has a comprehensive guide on how to rank higher on Google.

Top tip: you should start optimising content that targets those at the bottom of the 
funnel (BOFU). Since these people are most likely to convert, optimising these articles 
helps improve sales conversion.

https://www.cognism.com/blog/complete-content-marketing-playbook
https://backlinko.com/hub/seo/search-intent
https://blog.hubspot.com/marketing/how-to-do-keyword-research-ht
https://backlinko.com/rank-high-on-google
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  4 - Create gated content

We highly recommend that you create gated content. As its name suggests, people who 
want to read the content have to pass through a ‘gate’. In this case, a lead form.

An example of a landing page created just for gated content. Source: Workstream

You can even create unique landing pages for your gated content and embed a lead 
form onto it. This way, you create an incentive for those who want to read your content 
to provide you with their contact details.

  5 - Add pop-up forms onto your website

And why stop at just a landing page? You can even create pop-up forms and have them 
show up on certain pages.

An example of a pop-up form for gated content. Source: Novocall

You can use pop-ups to inform your site visitors of the exciting new content that you just 
published. The more conspicuous your pop-up forms, the more likely people are made 
aware of the great content you have, and the more likely they’ll download it. 

This, in turn, improves sales conversion.

https://www.workstream.us/ultimate-hiring-guide-ebook
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  6 - Make it easy for your blog’s readers to subscribe

Apart from a pop-up, you should also create a subscription box for your site visitors to 
subscribe to your newsletter. This is another great way to convert your prospects into 
leads!

Big, conspicuous subscription boxes can catch the attention of your site visitors!  
Source: Novocall

Make sure your subscription box is big and clear! This makes it easier for site visitors to 
notice it.

  7 - Use convincing copy on your opt-in forms

And while we’re on the topic of subscription boxes, the copy you use on the boxes also 
plays a role in convincing site visitors to give you their contact information.

Focus your copy on the value you can deliver to them. 

For example, if you are a sales automation software company, your copy should focus on 
how you can help them improve their sales. You could say “Receive FREE weekly expert 
advice on how to improve your sales”.

  8 - Distribute your content

While you should invest heavily in a good content and SEO strategy, you shouldn’t only 
rely on that to get people to read your content.

Rely on other channels, such as your social media platforms, to advertise your content to 
your followers. 

https://www.cognism.com/blog/beginners-guide-to-seo
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Also, get your colleagues to leverage their networks and share your content on their profiles!

This makes sense, especially on B2B-centric platforms like LinkedIn, where people often 
have more connections than companies. The greater your outreach, the greater the 
likelihood of someone reading your content. 

And if you share more content designed to convert people, the more likely you are to 
drive conversion rates.

Ads strategy

  9 - Use digital ads

Wait, aren’t ads outbound? Well, not all of them. In fact, some of them even utilise the 
same logic as SEO strategies.

Enter Google Ads. It’s an advertising system in which advertisers bid on certain keywords 
to get their clickable ads to appear in Google’s search results. While it’s still an ad,  
it relies on your knowledge of your audience’s search intent to drive conversions.

Outbound conversion

Outbound calls

  10 - Conduct pre-call research

Conducting research should be a pre-call ritual.

Without research, you come across as a salesperson who’s unprepared and possibly 
even uninterested in the person on the other end of the phone. Imagine being a 
marketing professional speaking to someone who tries to sell you a product meant for 
finance professionals. 

Talk about a lack of effort!

Your prospects will more likely appreciate the extra effort made to personalise the cold 
call and may open up more.

Apart from researching your prospects’ backgrounds, you should also research the types 
of questions you should ask. And this brings me to my next point…

https://ads.google.com/intl/en_sg/home/
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  11 - Write an outline of what you want to say

Your questions should be thought out carefully in advance, and organised in a logical 
sequence from the most general to the most specific.

Write up a quick cold calling script that you can reference while you’re on the phone. The 
idea isn’t to read from this verbatim but to use it to guide you in communicating your 
message clearly and confidently.

Remember: the goal of a cold call isn’t to pitch to someone on the spot. You’re just trying 
to get them to commit to a meeting at a later date.

  12 - Know when to call

No one wants to waste their time cold calling the same prospect over and over. Yet if 
you’re cold calling them at the wrong times, that’s just what will happen.

Peak Sales Recruiting says one of the worst times to do cold calling is on a Friday 
afternoon. This makes sense, as, by this point, most people are tuned out. They’re waiting 
out the final few hours of work so they can start their weekends.

Another poor time for cold calling potential customers is on Monday morning. Many 
people open their laptops first-thing and are focused on going through their inboxes. 
Companies often hold important meetings on Monday mornings, as well.

Then when should you call? 

Try Wednesday. Cold calls are 70% more successful on Wednesdays. You have two 
windows: morning or later in the day. If you’re an early bird, then try cold calling anytime 
between 11 AM and 12 PM. If you prefer the afternoon, then make sure to give your 
prospect a call from 4 PM to 5 PM.

  13 - Don’t give up prematurely

Factors like nerves associated with calling a stranger and high rejection rates can make it 
exhausting for sales reps when they don’t close a deal.

It’s no wonder 44% of salespeople give up after one follow-up call not being successful.

That’s a lot of people giving up early! As cold callers, we’re not advising you to harass a 
prospect, but give it more than a single follow-up.

Try four or five times. By being more persistent, you’re significantly improving your sales 
conversion rate. Persistence helps increase conversion rates by up to 70%.

https://www.peaksalesrecruiting.com/blog/30-statistics-improve-cold-calling-2017/
https://novocall.co/blog/outbound-call-statistics
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If, at that point, the prospect stops answering, you know to back off. The same is true if 
they tell you outright they’re not interested.

But once you get to that point, you know you’ve done all you can to win them over and it 
just didn’t work out that time. Onto the next one!

  14 - Give the prospect time to talk, too

A successful cold call lasts an average of 5 mins 50 s, compared to 3 min 14 s for 
unsuccessful calls.

But just because successful outbound sales calls lasted longer, it doesn’t mean that the 
amount of time sales reps were speaking for is the key reason for success.

During that short call, you must also allow the prospect to talk. You should offer a 
listening ear and learn more about their business needs. The best talk-to-listen ratio for 
a successful cold call is 55%:45%. That’s almost a 50:50 ratio!

Remember that your prospect is an individual, not just another number in a long line  
of leads.

Part 5: Sales tech
How to drive growth using CRM software

Workbooks CEO and CRM expert, John Cheney, 
answered our questions on driving growth with 
CRM software.
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In recent years, companies have broken down the walls between their teams and 
discovered new growth with the use of CRM (Customer Relationship Management) 
software.

For companies with separate sales and marketing teams, the value of a CRM system 
is indisputable. According to a study by Nucleus Research, the average ROI on CRM 
software is $8.41 for every $1 spent.

Workbooks provide an industry-leading cloud-based CRM. Their combination of 
groundbreaking, user-friendly technology, excellent customer support and highly 
competitive pricing makes them a great choice for small to medium-sized businesses.

We had some questions for Workbooks CEO and serial entrepreneur, John Cheney.  
John has over 30 years of experience in the IT industry and can be considered the expert in  
CRM technology.

1 - Why should an organisation invest in CRM software?
There are several positive outcomes from investing in CRM software: revenue growth by 
finding new customers and selling more to existing customers, improving the customer 
experience and reducing operational costs – a CRM can help with all these.

A CRM system streamlines business. It leads to better insight and decision-making.  
Also, with better quality B2B leads, you’ll build a stronger pipeline and unlock greater 
overall growth.

2 - Typically, which departments benefit from using CRM software?
Sales and marketing benefit in the most obvious way, but also customer service and 
finance. A CRM is perfect for tracking customer inquiries, and you can also integrate 
customer payments and credit control.

In short, a good CRM should have a positive impact on the whole business.

3 - Why is CRM software essential for a sales team?
First, you have to split your sales team into buckets.

There are the sales leaders – what do they want?

    They want a clear view of their pipeline and to measure the progress and 
productivity of their SDRs.

    They also want to measure the effectiveness of marketing – what’s the 
quantity and quality of the inbound leads?

https://nucleusresearch.com/research/single/crm-pays-back-8-71-for-every-dollar-spent/
https://project-management.com/top-5-crm-management-software/
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Then there are the SDRs – what do they want?

   For them, it’s all about productivity and being more efficient at their job.

   They want to be able to manage their workload and prioritise their tasks.

A good CRM should be helping both of these sales groups at once.

4 - How can CRM software help you find and convert the right customers?
The most important thing is for the whole business to agree on what your ideal customer 
looks like. Then, once you have that defined, you can look at how a CRM can help you 
reach them.

At the top of the funnel, you want to attract those ideal buyers. CRM software can help 
here. For example, if your CRM can track website traffic, then you’ll know which pages are 
popular and what content people are engaging with. You can use these insights to improve 
your company’s marketing, with better targeting of leads and more relevant content.

Further down the funnel, use your CRM to track the conversion rate. Which types of 
leads are actually translating into business? Again, use those insights to influence which 
leads you’re targeting and engaging with.

5 - How does CRM software reduce the cost of sales?
One way to reduce the cost of sales is to make your marketing more efficient! It’s often 
overlooked by sales leaders, but it can be a very quick win.

Use your CRM to measure the success of marketing. Which area’s performing best – is it 
PPC, email or SEO? When something’s working well, focus resources on that area.

For the sales team itself, productivity is a big factor. The less time your SDRs spend on 
sales admin, the more calls they’ll make and the more deals they’ll close.

6 - How does CRM software increase sales productivity?
There are three main ways:

1.   Salespeople are able to find the information they need more quickly.

2.   By being more aligned with sales, it will be easier for marketing to provide warm 
leads directly through the CRM.

3.   Streamlined processes. For example, electronic signing in the CRM, automated 
order processing...anything that makes your sales team’s lives easier!

The main point here is that a CRM system puts everything in the right place.  
Any information that you want to share or see can be filed or found, exactly where  
you’d expect it. This makes research, planning, collaboration and sales strategy that 
much simpler.

7 - How does CRM software increase upsells and improve customer retention?
The fastest, easiest growth driver is selling more to your existing customers.

https://www.cognism.com/blog/how-to-turn-website-traffic-into-leads
https://www.cognism.com/blog/admin-unsung-hero-of-closing-sales
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Study the transactional data in your CRM to see what they’ve purchased before, and 
determine what they’re likely to buy in future. Feed that information to your marketing team. 
They can create content specifically to engage that audience and prove the value of the 
upsell opportunity.

If you want to improve retention, then you have to look at the customer experience. 
Analyse the B2B data for your customers in the CRM. How many tickets have your 
customers raised? If it’s too many, that’s a warning sign.

At Workbooks, we use a traffic light system. If a customer raises a certain number of 
tickets, they go from green to amber to red. A red rating means it’s time to put in place 
an action plan for that customer. Use the CRM to identify ‘at-risk’ customers early and 
you can quickly turn things around.

Also, use regular customer surveys and log the results in your CRM. The best way to find 
out if your customers are happy is to ask them! After you get the results back, check 
your CRM data for trends.

A good CRM system will help you to spot areas for improvement before they turn into 
serious problems.

8 - How does CRM software help to align sales with marketing?
An integrated CRM and marketing automation platform is essential. Both teams should 
be using the same tech! It’s no good having your B2B sales team using a CRM and your 
marketing team using a different platform – it’s best when everyone works together! 
Growth happens when sales and marketing are on the same page.

If your ICP (ideal customer profile) changes based on sales information from your CRM, 
it’s important that marketing should be able to quickly recognise this and review their 
content plan. This is an example of marketing and sales using the CRM to create a more 
efficient workflow.

Instead of talking about the sales and marketing funnel – talk about the revenue 
funnel! It should be all one funnel, measured by the same metrics and underpinned by 
the same tech.

9 - What advice would you give to someone thinking about investing in a CRM?
Ask yourself 3 questions – “why, what, how”:

1.   Why are you looking to make the investment?

2.   What kind of business outcome do you want?

3.   How are you going to achieve it?

Once you’ve got the answers, go ahead and invest! Don’t get hung up on features or 
functionality. Instead, find a CRM that provides the clearest route to achieving your goals.

https://www.cognism.com/b2b-data


The no stone unturned guide to sales strategy     /     108

10 - Lastly, why do your clients choose Workbooks over bigger brands like Salesforce 
and Microsoft Dynamics?
Our customer base is mid-market, so we’re a very price-sensitive option – 50% of the 
price of Salesforce!

We also have a unique onboarding process called “Shared Success” – we run workshops 
with our clients to uncover the “why, what and how” behind their CRM investment. If we 
think that Workbooks can deliver from them, we implement our tech for free!

Workbooks isn’t just a software company; we’re a fully-fledged CRM consultancy. Our 
goal is to build long-term relationships with our customers. I think that’s what separates 
us from other CRM software providers.

15 awesome B2B sales tools

Cognism’s 3 Sales Directors share their favourite 
sales tech. These 15 tools cover everything from 
productivity, communication, analytics and lead 
generation.

1 - Vidyard

The pioneering online video tool for business. Much more than just a video hosting 
platform, Vidyard is ideal for B2B prospecting. Salespeople can use it to record and send 
personalised videos to leads, clients and colleagues.

Jonathan Ilett’s top tip for using Vidyard:

https://www.workbooks.com/about-us/why-workbooks/
https://www.vidyard.com/
https://www.cognism.com/what-is-b2b-prospecting
https://www.linkedin.com/in/jonathonilett/
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“After every demo, send a short bespoke 
video summary of the meeting. Share it with 
stakeholders who couldn’t attend but have 
influence over the deal.”

2 - SalesLoft

SalesLoft is the top-rated software that helps B2B sales teams close more deals, faster. 
It provides everything from cadence automation, an integrated dialler for cold calling 
and powerful reporting and analytics.

Another top tip from Jonathon:

“SalesLoft is great for post-demo nurturing. 
After you’ve conducted a demo, create a 
personalised cadence for the prospect, sharing 
relevant content. We’ve seen very high levels of 
engagement with this approach.”

https://salesloft.com/
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3 - Reachdesk

Reachdesk is an innovative direct marketing platform that drives prospect engagement 
and customer loyalty. Cognism’s sales team uses it to send virtual and physical gifts to 
key stakeholders - anything from vouchers to cupcakes!

Nancy Newman had this to say about Reachdesk:

“Meeting a new stakeholder for the first time? 
Why not use Reachdesk to send them UberEats 
vouchers to enjoy during the meeting? Or to 
prospects who’ve returned from holiday, been ill, 
or had too many on Thirsty Thursday!”

4 - Chili Piper

https://www.reachdesk.com/
https://www.linkedin.com/in/nancy-cognism/
https://www.chilipiper.com/
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A smart scheduling app that automates and accelerates the booking process, Cognism 
Sales has been using Chili Piper since the early days. It works by letting prospects book 
meetings or start live calls with just a single click.

Back to Jonathon for another sales nugget:

“Based on persona and deal size, Chili Piper 
automatically sorts new opportunities into  
our enterprise, mid-market or ramping teams.  
This ensures fair distribution across the board.”

5 - Gong

The undisputed leader in revenue intelligence software, Gong is a truly awesome tool 
for empowering and enabling outbound sales teams. It captures and analyses every 
touchpoint in the sales process, delivering real-time insights on meetings, calls and emails.

David Bentham gave us a quick tip for using Gong:

“Take snippets from the calls of your high 
performers and share with those ramping.  
I’ve found this results in shorter ramp periods.”

https://www.gong.io/
https://www.linkedin.com/in/davebentham/
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6 - Salesforce

It almost goes without saying, but Salesforce is, without doubt, an absolutely essential 
B2B sales tool. A global, world-beating player in the CRM space, Salesforce is trusted by 
Cognism to manage our sales and marketing activities.

Jonathon explains how he uses Salesforce at Cognism:

“Create dashboards that are easy for your team 
to access and visualise. Consult them weekly, 
if not daily - this allows you to make quick 
adjustments and optimisations to your strategy.”

7 - GetAccept

https://www.salesforce.com/uk/
https://www.cognism.com/cognism-for-salesforce
https://www.getaccept.com/
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GetAccept is an all-in-one sales enablement platform for B2B sales teams. Speed up 
your sales strategy by deploying personalised videos, live chat and e-signature features. 
GetAccept’s sales tools have been shown to increase closed-won rates by up to 42%.

Nancy had this tip to share:

“With GetAccept’s deal tracking, your AEs 
receive real-time notifications whenever a 
prospect views, downloads, prints, forwards, or 
signs your sales assets. This helps them follow up 
at the most optimal times.”

8 - Kluster

Kluster is the smart sales forecasting and pipeline management system. It interprets CRM 
data, producing insights that streamline your sales operation and make it more predictable. 
Kluster is available on web or mobile, or as a seamless integration with your CRM.

Jonathon had some thoughts on Kluster:

“Kluster is very useful for identifying which teams 
are struggling vs their forecast. Once you’ve 
identified the struggling areas of your business, 
you can take steps to help them, such as 
upskilling or providing more training.”

https://kluster.com/
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9 - PandaDoc

The B2B SaaS industry’s number one proposal, contract and document solution. 
PandaDoc simplifies the contract creation and signing workflow, making it predictable, 
repeatable and scalable.

Nancy sent us this about using PandaDoc:

“Use PandaDoc’s content library to store pieces 
of information that your team will be using over 
and over again, like Testimonials or Ts and Cs. 
This is a great way to ensure consistency across 
your paperwork.”

10 - Turtl

https://www.pandadoc.com/
https://turtl.co/
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Turtl is an innovative, intuitive content creation and management software. B2B sales 
teams can use it to design trackable proposals and other collateral, improving insights 
into stakeholder priorities and strengthening conversations.

Jonathon is a keen advocate of Turtl:

“We use it at Cognism to create sales decks, 
presentations and slides. The best thing is that it 
provides analytics on what sections of our collateral 
are being looked at and for how long, meaning that 
we can improve them going forward.”

11 - Mailtastic

Mailtastic is the world’s leading email signature marketing platform. Its solutions are also 
useful for sales leaders. With Mailtastic, you can centrally manage your employee email 
signatures, transforming them into a powerful B2B lead generation channel in their  
own right.

“Think about the number of emails your SDRs are 
sending every day. It’s probably in the thousands 
or tens of thousands! Now think about all the 
things that you can promote using those emails - 
everything from webinars, whitepapers, events and 
more. That’s what Mailtastic offers!”

https://www.mailtastic.com/


The no stone unturned guide to sales strategy     /     116

12 - Leadfeeder

Leadfeeder is designed for tracking visitors to your website. It tells you the companies 
that click onto your site, how they found you in the first place and what areas they’re 
interested in. All useful intel for the modern B2B sales pro!

Jonathon had some best practice advice to share about using Leadfeeder:

“One great feature is the ability to follow specific 
companies. When you follow a company in 
Leadfeeder, the platform automatically sends you 
email notifications whenever the company revisits 
your site.”

13 - Drift

https://www.leadfeeder.com/
https://www.drift.com/
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Drift has developed a suite of conversational sales tools, designed to make prospecting 
easier and quicker. It provides website visitor analytics, AI chatbots, personalised content 
and real-time notifications.

Jonathon had this to say about Drift’s chatbot feature:

“Chances are, if you’re a scaling company, you 
won’t have the manpower to oversee the live 
chat on your site. Drift automates this function, 
replicating the behaviour of your top SDRs. The 
chatbot is always there, handling the workflow and 
driving conversions.”

14 - Zoom

Perhaps the most indispensable tool on this list right now! When the coronavirus pandemic 
struck, Zoom became an overnight must-have for companies all around the world. 
Cognism’s sales team uses it daily to set up video meetings with prospects and colleagues.

David is Cognism’s Zoom super-user and he had this to say about the platform:

“From 121s with your line reports to those Monday 
morning team meetings and company-wide 
townhalls, is there anything Zoom can’t do? Now 
that we’re all working remotely, it’s absolutely 
essential for maintaining company culture and 
communications. There is a range of pricing plans, 
including a free option.”

https://zoom.us/


The no stone unturned guide to sales strategy     /     118

15 - Slack

Slack is the ultimate company communication and collaboration tool. But it isn’t just 
for sending memes and cat videos! It can also be used to connect with prospects and 
customers and grow those all-important business relationships.

Slack is also useful for SDR training, as David explains:

“We’ve created Slack channels for best - and 
worst! - sales calls. These are updated daily and we 
use them to coach our new starters in the art of 
cold calling. I don’t think our sales team would be 
as good as it is without that ability to easily share 
knowledge and best practice between us.”

https://slack.com/intl/en-gb/
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Conclusion
We hope you enjoyed, and got value from, our sales guide. We’d like to thank all our 
contributors for sharing their knowledge.

Our final B2B sales tip is:

Always test and optimise!

Track everything you do, study the results, and make adjustments as you go. Let data be 
your guiding light across the whole of your sales strategy.

Good luck - and keep selling! 

Send us your feedback

Do you have any comments/feedback about our guide? Connect with us on our social 
media - we’d love to hear from you!

LinkedIn Twitter Facebook Instagram
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Contact Cognism today
Cognism is the world’s best all-in-one prospecting solution.  
Our accurate, compliant and intelligent B2B data can help you to:

   Identify more of your ideal customers.

   Engage with them when they’re most likely to buy.

   Build a pipeline at lightning speed.

   Improve your outreach and drive better results.

Here’s what some of our sales clients say about us:

       “Cognism helped us to accelerate our pipeline and reach out to key 
decision-makers in our target accounts much faster.” - PassFort

       “We booked meetings with 5 Fortune 500 customers with the help 
of Cognism. It’s an awesome sales and business development tool.” - 
MindBridge

Find out how Cognism can change 
the way you do email marketing. 

Request your demo now

https://www.cognism.com/demo?utm_medium=organic&utm_source=website&utm_campaign=pdf_content&last_touch_campaign_id=7018e000000xF7wAAE&utm_term=paid
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