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Outreaching
in the New
Era

Reaching revenue milestones in EMEA together
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Founder

Dave Sherry

AdRoll 2014 - 2017:

- Part of initial landing team.

- ARR Growth during tenure: $2M > $20M

- Headcount growth during tenure: 8 > 121

Amplitude: 2017 - 2020

- First hire in Europe

- ARR Growth during tenure: $1.8M - $30M
- Headcount growth during tenure: 1 - 67

- Managed teams to generate +$80M in pipeline
over 24 months

Expertise: Company Beliefs:
Hiring Culture comes first
Training If it can be automated, it should be
Coaching Always hire above the mean
Outbound experimentation If you’re explaining, you’re losing.

Deal management & execution
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The Pipeline Problem
Sales-Driven Solutions
Mastering Sales Economics
Unanimity on Messaging
Sales tool stack audit
LinkedIn brand-building
AAA Approach

A Gift
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Problem
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Mindset concerns - Reps not hunting.
No predictability.
No effective med-long term planning.

Not seen as trusted expert.
Reflects badly on the business.
Opens the door for competitors.

Missed opportunities = missed business
Resources are not utilized.
Damages morale of reps.

Poor reputation (individual & business).
Not seen as trusted expert.
Damages morale of reps.

Knowledge gap between seller and prospect widens.

->
2 Poor or misaligned messaging is sprayed out to prospects in :
isolation - Lost revenue
................................................................................................................... = .No learnin
->
3 The end-to-end prospecting process has inefficiencies & gaps -
ﬁ
9
. Reps & SDRs are “on LinkedIn”....but have no plan >
9
5 The context of buyers is has rapidly changed, but prospecting :

approach has not.

Sales cycles begin with with poor customer
experience.

Not seen as trusted expert.

Frustrated reps



Problem

3% ANV

Solution®=34

Sales economics: Measuring
prospecting effort

2 Poor or misaligned messaging is sprayed out to prospects in
isolation

Mutual alignment and messaging.
Clarity on on the company’s ICP, prospect-
personas & compelling events.

Deploying a sophisticated tool stack.
Taking the Sniper approach 10x.

5 The context of buyers is has rapidly changed, but prospecting
approach has not.

Systematic improvements:
€ AAAApproach (
Adopting An Agile Approach).
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Mastering Sales Unanimity on Sales Tool Stack LinkedIin Brand-
Economics Message Audit Building AAA Approach



Mastering “If you cannot
measure It, you

cannot improve

Sales
Economics

Solution 1

it”.

m Lord Kelvi




Sales Economics for AE’s
e

Annual Rev Target

$15M

Average Deal Size

$45 k
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1 Required Inputs Yearly Monthly EEY DETIY
Prospecting Activities 20,833 1,736 417 83
Efficiency Rates
Positive Responses 595 50 12 2
Prospecting Activities --> Positive Responses 2%
Qualified Meetings 417 35 8 2
Positive Responses --> Qualified Meetings 70%
. . Demos 208 17 4 1
Qualified Meetings --> Demos 50%
Proposals
Demos --> Proposals 40% g 83.3 6.9 1.7 0.3
Proposals --> Closed Won. 40% ¢ GG e 33.33 2.78 0.64 0.13
Required Inputs Yearly Monthly EEY DETIY
SDR/Marketing Contribution Monthly
Prospecting Activities 7,167 597 149 28
Average # of Qualified Meetings generated by 5
SDR/Marketing/Other Source p/month .
Positive Responses 100 8 2 0




Sales Economics for SDR/BDR

Monthly Target
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Qualified Meetings (e.g Stage 2 opportunities) 14

Efficiency Rates

Prospecting Activities --> Positive Responses 2%
Positive Responses --> Qualified Meetings 70%
Required Inputs Yearly Monthly Weekly Daily
Prospecting Activities 12,000 1,000 240 48
Ti
p Positive Responses 240 20 5 1

450 x Activities
plweek Qualified Meetings 168 14 3

[
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Mastering Sales Unanimity on Sales Tool Stack LinkedIin Brand-
Economics Message Audit Building The AAA Approach



Unanimity on “The secret to success
Messaging is to do the common

a) Ildeal Customer Profile things uncommonly
b) Prospect Persona | well”

c) Compelling events '3
Solution 2 A
T\ n D Rockefeller
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a)Define Ideal Customer Profile

Target Account Criteria
Characteristics P1 Accounts P2 Accounts P3 Accounts

Industries

Number of products / services.
Traffic Volume

# of offices

# of Employees

Technologies Used

Latest Funding Round
Competition

Business Model

Profile of department leader (s)

Characteristic 2

Characteristic 3

Characteristic 4

Characteristic 5
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a)Example

Characteristics P1 Accounts
Industries B2B, FinTech
Number of products / services. 2-10 Products
Traffic Volume >10,000 p/month
# of offices >2
# of Employees >250 <10,000
Competitor 1,2,3
Technnlugies Used Complimentary Techn0|05'f 1,2,3,4
Latest Funding Round Series B
Competition Highly competitive
Business Model Subscription Based
Profile of department leader (s) Engineering / product-management background
Characteristic 2
Characteristic 3
Characteristic 4
Characteristic 5




b) Prospect Persona: Challenges

Challenges

Priority Account Personas P1 Accounts Your Tied Solution Result & Impact
- Challenge 1 - Solution 1 - Result/ Impact 1
Persona 1: Potential Champion Persona 1 - Challenge 2 - Solution 2 - Result/ Impact 2
P1 Accounts . - Challenge 1 - Solut!Dn 1 - Result/ Impact 1
Persona 2: Key influencer / coach Pesona 2 - Challenge 2 - Solution 2 - Result/ Impact 2
- Challenge 1 - Solution 1 - Result/ Impact 1
Persona 3: End user / advocate Persona 3 - Challenge 2 - Solution 2 - Result/ Impact 2
- Challenge 1 - Solution 1 - Result/ Impact 1
Persona 1: Potential Champion Persona 1 - Challenge 2 - Solution 2 - Result/ Impact 2
Priority 2 Accounts . - Challenge 1 - Solut!Dn 1 - Result/ Impact 1
Persona 2: Key influencer / coach Pesona 2 - Challenge 2 - Solution 2 - Result/ Impact 2
- Challenge 1 - Solution 1 - Result/ Impact 1
Persona 3: End user / advocate Persona 3 - Challenge 2 - Solution 2 - Result/ Impact 2
- Challenge 1 - Solution 1 - Result/ Impact 1
Persona 1: Potential Champion Persona 1 - Challenge 2 - Solution 2 - Result/ Impact 2
Priority 3 Accounts . - Challenge 1 - Solutlon 1 - Result/ Impact 1
Persona 2: Key influencer / coach Pesona 2 - Challenge 2 - Solution 2 - Result/ Impact 2
- Challenge 1 - Solution 1 - Result/ Impact 1
Persona 3: End user / advocate Persona 3 - Challenge 2 - Solution 2 - Result/ Impact 2
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b) EXAMPLE

Priority Account

Personas

P1 Accounts

Challenges Your Tied Solution

QMYdXI 'F ANV

Result & Impact

P1 Accounts

Persona 1: Potential Champion

Product Manager

- Undertsanding user behaviour
- Validating decision making

- behavioural layer analyser
- predictive insights

- ship product that increases engagement by at leat 3x.
- identify winning & losing hypotheses, saving hours each week.

Persona 2: Key influencer / coach

Analyst

- Democratizing data - flexible dashboarding
- Overwhelmed with requests - scheduled reports

- accesible insights for all teams.
- empowerment of non-technical folks.

Persona 3: End user / advocate

Marketing Manager

- Understanding user behaviour frc - Pathfinder tool
- launching experiments - insights solution

- better budget allocation.
- better & faster decision making.
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b) Compelling Events

Compelling Event For Purchasing Your Solution

Compelling Event Your Tied Solution

- Solution 1
Compelling Event 1 - Solution 2

- Solution 1
Compelling Event 2 - Solution 2

- Solution 1
Compelling Event 3 - Solution 2

- Solution 1
Compelling Event 4 - Solution 2 |

- Solution 1
Compelling Event 5 - Solution 2
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b) EXAMPLE (tbc)

Compelling Event For Purchasing Your Solution

Compelling Event Your Tied Solution
- localisation platform
Entering new territories - collaboration software
- Experimentation platform
New product launch - Product insights capabilities
- Solution
Corporate initiative - Solution 2
- Solution 1
New leadership - Solution 2
- Solution 1
Compelling Event 5 - Solution 2
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Target Account Criteria

Characteristics P1 Accounts P2 Accounts P3 Accounts

Industries

MNurnber of products / serviees.
Traffic Violume

m of affices

# of Employees

Technologies Used

Latest Funding Round
Competition

Business Model

Profile of department leader (s}
Characteristic 2

Characteristic 3
Characteristic 4

Characteristic 5




Characteristics

P1 Accounts

P2 Accounts

P3 Accounts

Industries

Number of products / services.

Traffic Volume
# of offices

onas within Target Accounts

# of Employees Friority Aooount Personas P1 Adcosants Challenges | Your Tied Solution Resgt & Impact
Technologies Used - Challersge: 1 |- Sedution 1 Fesatf Impact 1
——————— Persana 1: Potential Chamgicsn Persoma 1 - Challsrsge 2 |- Solution 2 - Besultf Impact 2
| Latest Funding Round s « Chalierge 1 Selution 1 - Resultf Impact 1
Competition Parsona }: Key influencer [ coach _P_ﬂml.! : _'l:hal_ler!z}. ;:ng.mgn_E ) - Resultf Imgact 2
Business Model - Challenge 1 |- Selution 1 - Besult Impact 1
profile of department Parsgra 3: Bl i Favacaty o ST — |- Solution 2 - Besull/ Imguct 2
P - Challerge 1 |- Solution 1 - Rl Impact 1
Characteristic 2 Prsana 1: Petential Chamgion Perioes 1 - Challersge |- Solutian 2 Result/ Impact 2
Characteristic 3 - Chalbersg 1 |- Solution 1 - Besultf Impact 1
Characteristic 4 2 Persona 2: ey influencer | coach Pexona 2 - Challerge 2 - Solution 2 - Brbult/ Imgacy 2
P - Challersge 1 |- Solution 1 - Resulyf Impact 1
Characteristic 5 Parsona 3: Erd user | atvocats Pericea 3 - Challesga 2 |- sotution 2 . Bewultf Impact 2
« Challerge 1 |- Solution 1 - Bpiultf Impact 1
Persona 1: Potential Champicon Persora 1 - Challerge 2 |- Solution 2 - Rl Impact 2
Briority § Aocossts, - Challersge 1 |- Selution 1 Fesult) Impact 1
: Persana I ey indlusncer | coach Peona 1 = Challerge 2 - Splution - Benult) Impact 2
- Challenge 1 - Solution 1 - Bewultf Impact 1
Parsana §: End vier [ sdvocate Pericra 3 - Challersge 2 |- Selution 2 - Beiultf Impact 2
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Characteristics

P1 Accounts

P2 Accounts

P3 Accounts

Industries

Number of products / services.

Traffic Volume
# of offices

Prospect Personas within Target Accounts

# of Employees Prioeity Aocourd Personas P1 Agcosants | Challenges vour Tied Solution Resuslt & Impact
Technologies Used : Challersge 1 -Selution 1 | - Besulif Impact 1
m Parsona 1: Potential Chamgon Peisora L |- Challassge 2 Solugion I |- Besultf Impact 2
e e Challersge 1 Solution 1 f
Competition it Pariong X ey influencer [ caach Pedona ! Challerge 2 |- Sclutian 2 i/
Busi Model . i &
ST T Persona 3: End wser [ advocate | Compelling Event For Purchasing Your Solution
Profile of department
Characteristic 2 P e P -] Compelling Event Your Tied Solution
Characteristic 3 priorty 2 Accounts| j S - Solution 1
Characteristic 4 Persona 2: Eey indluencer / coac il : ]
Characteristic 5 Parpona 3: Erd st | atvocant P Compeliing Event 1 - Solution 2
- Solution 1
Parsona 1: Potentisd Champion P CDI‘HPE”iI'Ig E"I.I"Ent 2 = Sﬂlutiﬂn 2
R Forcona ¥ Eeyintluencer ! coach Gl - Sﬂ'lutiﬂn 1
Persans B: £ user [ svestaty »|Compelling Event 3 - Solution 2
- Solution 1
Compelling Event 4 - Solution 2
- Solution 1
Compelling Event 5 - Solution 2
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Mastering Sales Unanimity on Sales Tool Stack LinkedIn Brand-
Economics Message Audit Building The AAA Approach



“You don’t
bring a knife
to a
gunfight!”

Sales Tool
Stack Audit

Solution 3
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Inside the mind of

«How the hellam |
supposed to send

300 emails each

week?” _ Agitdted

Sales Rep




Three Phases of Prospecting
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Three Phases of Prospecting

Account Research
(alerts):
® Zoominfo/ Owler
® Crunchbase
® Linkedin

Prospect Research
® Linkedln
® LeadlQ/Lusha
® Twitter



Three Phases of Prospecting

Researching

Account Research
(alerts):
® Zoominfo/ Owler
® Crunchbase
® Linkedin

Prospect Research
® Linkedln
® LeadlQ/Lusha
® Twitter

Casting

Automation &

analytics:

® Social Automation:
Octopus.CRM

® Outreach
Automation:
Outreach.io,
SaleslLoft

Personalisation:
@® Audio: Voice notes
via LinkedIn Mobile

App
® Visual: Vidyard, Drift

Reeling

QMYdXI 'F ANV
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Three Phases of Prospecting

Researching Casting Reeling

Account Research Automation & Snippet Extension:
(alerts): analytics: ® Text Expander/AText
® Zoominfo/Owler ® Social Automation:
® Crunchbase Octopus.CRM Chat bot:
® Linkedin ® Cold-email ® Intercom
Automation: ® Drift
Prospect Research Outreach, SalesLoft
® Linkediln Call scheduling:
® LeadlQ/Lusha Personalisation: ® Calendly
® Twitter ® Audio: Voice notes
via Linkedln Mobile
App

® Visual: Vidyard, Drift



Three Phases of Prospecting

Researching Casting

Account Research Automation &
(alerts): analytics:
® Zoomlinfo/Owler ® Social Automation:
® Crunchbase Octopus.CRM

® Linkedin ® Cold-email
. Automation:
Prospect Resear Tlp Outreach, SalesLoft
® LinkedIn Let Sales Ops
® LeadlQ/Lushd Own Tool sonalisation:
® Twitter Decision Audio: Voice notes

Making via LinkedIn Mobile

App
® Visual: Vidyard, Drift

QMYdXI 'F ANV

Reeling

Snippet Extension:
@® Text Expander/AText

Conversation

management:
® Intercom
® Drift

Call scheduling:
® Calendly
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Mastering Sales Unanimity on Sales Tool Stack LinkedIn Brand-
Economics Message Audit Building The AAA Approach



“Your brand iIs

what people

Linkedin say about you
Brand-Building when you're
Checklist tin the
Solution 4 - room”

Jeff Bezos



Checklist

v/ Professional Profile & Cover Im

L&E
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. §\‘ GOODBYE OPINIONS.

"3 HELLO, REALITY.

by (GONG

e 1

| View in Sales Navigator ;j L Mare... )
s

Western Kentucky
University

« Sarah Brazier - 2nd o) [[d

Get Smart | Get Revenue Intelligence | AE @ Gong

San Francisco, California, United States - 500+ connections -
Contact info
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Checklist

v/ Professional Profile & Cover Im:

v Headline & About Section Take control
Gf Your revenue.

=l Clari

Message [ View in Sales MNavigator | _- More...

Kyle Coleman - 1st [} & Clari
VP, Revenue Growth & Enablement @ Clari

Denver, Colorado, United States - 500+ connections -
Contact infa

About

William & Mary - Raymond
A. Mason School of...

W

Experienced Sales & Marketing leader with a passion for people development, identifying & solving problems,
creating & optimizing processes, and unifying departments across the revenue arg.

Ever oplimistic, | pursue challenges and problems with vigor and positivity, and am known 1o always be smiling,

I'm an avid runner, reader, podcast listener, and a proud corgi owner.
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Checklist

v Professional Profile & Cover Im| =

Max Altschuler
v Headline & About Section i

Vice President of Sales Engagement at Outreach

Featured seeall ¢ >

v Articles

Mot sure what's more exciting - selling your
o Outreach company or seeing your vision evolve...

d 10 SALES HACKER ¥

Why (and How) I'm Doubling Down on
Sales Engagement...and Think Yeu Shou...

Max AMtschuler on Linkedin

Failing forwan
career after A
ASU Now: Aztas
Alurn Ban Al
O® O 302 53 comments O O 209 - 23 comments wins in an entr

I'm excited to announce that I've moved
into @ new role as the VP of Sales...
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Checklist

v/ Professional Profile & Cover Im| g

= Max Altschuler
v Headline & About Section

"+ Vice President of Sales Engagement at OQutreach

v Articles Post Type Audience 1 Audience 2 Audience 3

v Content Strategy
O Consistent
O Eye catching
O Viralalgo g

Video :

Humour
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Best Time To Post?

LinkedIn Global Engagement

Men
Tues
Wed
Thurs

E

. |

Sat

Sun

121 2 3 4 5 6 7 8 9 10M1M121 2 3 45 6 7 8 9 10001
AM PM

Lowest Engagement Highest Engagement




Start review

Tip

Choose 1 x rep

to present
his/her brand
plan monthl

[saris navicaro &

il

Your Social Selling Index

T 1 3

Team 551 rank Inclustry 81 rank Hetwork 551 rank

AMYXE F ANV
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Social Selling Index!

Peopie in your team Propke st b i your rbwork
k ) . T y %
- J
...... ESlal 7T v B aveage 554 o verage 55 of 51
ar Bap 1% = bap T
o ~brge
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Mastering Sales Unanimity on Sales Tool Stack LinkedIn Brand-
Economics Message Audit Building The AAA Approach



“Intelligence is

dopting the ability to
n adapt to
gile

Approach

Solution 5

| tephen Hawking




What is it be agile?

Work is confined to regular, repeatable work
cycles (sprints)

Sprints are times defined by the number of user
stories consisting of 3 x main parts: arole,
objective and reason: e.g

“As a buyer, | expect to be expertly supported 1:1
with great speed, domain-expertise and
transparency during an evaluation”

The beauty = short incremental milestones,
constant feedback loops and iteration.
O i.eRepiscloserto the prospect

AMYXE F ANV

5.
Review

Agile
4. ~e 2.
Deploy Develop

3. Test
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Agile sales In action
Sprint example:

Identifies what metrics we

Tkl o e, s Product Owner: “Our goal is to improve the

how.
Positive Response rate by 10% by EOQ. Let’s
prove in/out 3 x hypotheses to achieve this’.
Guidelines:
_ LD i) @® Workin one-month sprints for each

Contributes to hypoth Set tings, .

e Bty A hypothesis

testing. Must provide prospect sure project runs

feedback as often as possible. smoothly.

@® Weekly standups:
O What did you achieve last week?
O What will you achieve this week.
O Are there any obstacles?



2020: The Need for AAA

A.‘.‘.“--l‘

Montraditional channels, particularly video, drive the lion's share of revenue ...

How B2B sales 4
have changed '
during COVID-19

Go-to-market sales model during COVID-18"2

% o ants

Traditional/In-person Digital interaction with sales rep

Online chat

14

X From 28% to 13% From 1% to 18% From 406 to 48%
B2B decizion Counirias Seclors Spand i COVID-19 _. 10 ~OWID-19
makers categories




2020 Learnings from AAA
Approach
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Linkedin Gameplan
Dave Sherry | January 17, 2021

Day 1
Create Leads list . N .
on Linkedin based SenlilE ".“k::t': :::ir’l';"“'“ Connection
e Socal ——— =
on ICP Mattrix b i Accepted?
i bt Automation tool P!
T ;
) .
1 1
1 No
L J

Day 13: Follow Up #4

Day 7: Follow Up #3

Send LinkedIn Message

6
days after Follow Up #1

Send LinkedIn Message 4

Legend

Manual Task

Tasks that are performed in Messaging Automation Tool

Automatic Task

The Hook

Milestone Event

Casting The Reel

Step 1:

Step 2: Send Voicenote

Check CRM for
Yes—{ historical activity on

Contact

Day 3: Follow Up #2

Send Linkedin Message 3
days after Follow Up #1

days after Follow Up #1
Body: Body:
-Acknowledge lack of - 6-Days -Reason for voicemail =
response - Proof points
- Offer a choice - Harder CTA
- Simple request

-"At the very least" close.

Body:
- -Persona Problem 2

3 Days
¥

Send 30 - 40 Second Voicenote
or Video using Linkedin Mobile
App Within 3 Hours

<24 Hours

\J

Day 1: Follow Up #1

Send Linked Message
same day as voicenote
Body:

-Case study of problem 2
- Harder CTA

- Persona Problem 1
-Tied Solution & results
- Brands (local & global)
- Soft CTA
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Big
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Dave Sherry

to Dave Sherry!
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Let’s make

a
Thumbs Up
Screenshot
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Your partner in recruitment



	Slide 1
	Slide 2
	Dave Sherry
	Slide 4
	The Pipeline Problem
	Impact
	Solution
	Pipeline Generation Solutions
	Mastering Sales Economics
	Sales Economics for AE’s
	Sales Economics for SDR/BDR
	Pipeline Generation Solutions
	Slide 14
	Define Ideal Customer Profile
	Example
	b) Prospect Persona: Challenges
	b) EXAMPLE
	b) Compelling Events
	b) EXAMPLE (tbc)
	Slide 21
	Slide 22
	Slide 23
	Pipeline Generation Solutions
	Sales Tool Stack Audit
	Inside the mind of….
	Three Phases of Prospecting
	Three Phases of Prospecting
	Three Phases of Prospecting
	Three Phases of Prospecting
	Three Phases of Prospecting
	Pipeline Generation Solutions
	LinkedIn Brand-Building Checklist
	Checklist
	Checklist
	Checklist
	Checklist
	Best Time To Post?
	Start review Social Selling Index!
	Pipeline Generation Solutions
	Adopting An Agile Approach
	What is it be agile?
	Agile sales in action
	2020: The Need for AAA Approach
	Slide 45
	Pipeline Generation Solutions
	Gift: The Golden Sequence
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52

