Predictable Prospecting For
Customers with LinkedIn

> “I have too many leads” - said no sales person ever.
This simple, proven process will walk you through landing all the prospects
you need to keep your sales funnel, full, forever. This process has been
crafted and perfected at ProcurementExpress.com and is proven to grow your
LinkedIn presence, demonstrate your expertise and grow your sales.

There is certainly work involved but it will provide a permanent asset in your
career and business that will grow over time.
So how does this work?
Step 1: Decide how much money you want to earn (seriously)
Step 2: Calculate the effort required to achieve that goal
Step 3: Define your ideal customer persona
Step 4: Build your list (or have us do it for you)
Step 5: Optimize your LinkedIn Profile
Step 6: Retarget the prospects on your sheet (or have us do it for you)
Step 7: A: Connect with the prospects on LinkedIn
B: Follow up with a LinkedIn message
C: Ask for permission to send a newsletter
D: Register them as prospects on Hubspot
E: Mark the sheet
F: Follow up with an automated series of emails
Step 8: Build yourself an unstoppable business.

How do we know it works? Well don’t believe us. Listen to our partners;
“The team have designed a bullet-proof process for consistently growing my
influence and status as a thought leader within my field. Do this and your
business WILL grow” - Stefan Ilic, Construction Project Consultant,
Vancouver, BC.
“I can literally see my business growing before my eyes. This process works.
” - Nataliya Boyko, CPA and AP Consultant, FL.

Step 1: Decide how much money you want
(seriously)
As a ProcurementExpress.com partner, you are standing on the shoulder of
giants. We have completed thousands of demonstrations, spent hundreds of

thousands on marketing and come up with the exact steps you need to
become a successful partner. That said, as in all things in life, what you get
out depends on what you put in. We just make the whole process a lot more
predictable. We draw on our experience and benchmarks to show you exactly
how much you will earn.
This process involves finding relevant customers on LinkedIn, reaching out to
them, demonstrating the value in the product and building your business. So
let us use the numbers we know to be true so you can design the business
goals you have for this program.
The table below lays out a sample campaign.
Example
Annual Recurring Revenue (commission paid)

$100,000

Campaign Length

1 Year

Average $ Contract value (annual)

$5,000

Number of customers

40

Number of Demos

200

Demos / week

4

Number of LinkedIn connections / week

200

Hours doing demos each week (2 hours per demo)

8

Hours connecting on LinkedIN each week (1 hour / 50
outreaches)

4

In our example above, we set a target of earning $100,000 in annual recurring
revenue from this campaign. We are aiming to build up this revenue over the
space of a year, but you can shorten or lengthen that target. Obviously, in the
second year, you can do the same thing again and build upon your recurring
revenue even more.

To achieve that, you will need to add just under 1 customer a week. Based on
our experience, you will need to do 4 demos to add one new customer. All of
that means you will need to complete 4 demos a week for a year.
So how do you find the people to do the demos to?
That is what this process will illustrate for you. We know that if you connect to
100 people on LinkedIn, with a properly optimised LinkedIn profile, you will get
30 of those people to connect with you. Over time, those connections will
convert into 5 demos.
If you are following along, that means you need to reach out to 100 prospects
to acquire a customer. That is a lot of work, or it would be, if we had not made
it easy for you.

Step 2: Calculate the effort required to
achieve that goal
So what you need to do now is decide how much recurring revenue you want
to add and figure out the number of hours you will need to invest to achieve
that goal.

Your Goal

Annual Recurring Revenue (commission paid)
Campaign Length
Average $ Contract value (annual)

$5,000

Number of customers
Number of Demos

# of
customers x 4

Demos / week
Number of LinkedIn connections / week

# of demos *
20

Hours doing demos (2 hours per demo)
Hours connecting (1 hour / 50 outreaches)

Step 3: Define your ideal customer persona
> Ready, aim, fire - in that order.
Before we start prospecting, we need to understand who we can do a great
job for. ProcurementExpress.com and most likely you, cannot make a
business servicing circus clowns or Prime Ministers (even if they are one and
the same). At ProcurementExpress.com we already have a pretty good idea
of what an ideal customer for our product looks like. The table below outlines
one of our best customers, the beleaguered construction finance director.

Job Title

Group Finance Director

Industries

Construction

Company Size

$1MM - $50MM

Employees

> 20

Geographic Area

Anywhere

# of months in job

< 12

Goals

Pay suppliers on time
Avoid payment mistakes

Frustrations

Who the hell bought that €500 office
chair from the Staples catalogue
Our supplier has cut us off but I don’t
know what invoices I can pay and
which ones should be credited or
cancelled - did we really receive all
those supplies - I have no way of
telling...'
We can’t control our costs and have
only realised how much we have
spent when it’s too late...

Values

Discipline
Following Rules
Managing Risk
Fitness

Now it is your turn. If you serve the construction industry, you can use the
above as a template, or if you have another vertical you would like to focus
on,you can start from scratch.
It’s worth remembering that ProcurementExpress.com has historically done
best in the Construction, Educational, Facilities Management, Marketing and
Events Management Industries. Typically our customers turn over between
$1MM and $50MM and have a number of site offices. Fill out the table below
with your own ideal customer segment. Try to be as specific as possible.
Job Title
Industries
Company Size

Employees
Geographic Area
# of months in job
Goals

-

Frustrations

-

Values

-

The Goldilocks Paradox - How specific should you be?
How tightly you identify your ideal customer persona should be based on your
sales goals. If your market is too broad, it will be hard to stand out from the
crowd. If it is too tight, you may not be able to attract the right number of
customers.
For example, if you want to acquire 40 customers in your first year, a customer
segment of approximately 4,000 customers might be good enough. The
easiest way to tighten your market segment is to limit the customers by
geography, but there are other ways of making the segment specific enough.
Targeting an industry organisation such as a realtors association with a group
of charities is another excellent way of narrowing your market until it’s just
right.

Step 4: Build your list (or have us do it for
you)

Armed with your ideal buyer persona, you can now move forward with
gathering leads. We do this with a combination of “Sales Navigator” from
LinkedIn and Lusha.com which transforms LinkedIn profiles into email
addresses and phone numbers.
Sales Navigator is a great tool.
Use your buyer persona to create lists of people who meet your criteria.

Using the “Goldilocks Paradox” refine your search using the filters available to
get just the right customers size to serve. Remember, if it is too broad, your
message will not land.
Having generated this list, you can now install the Lusha.com tool. This will
allow you to get the email and phone number information for each of your
prospects. Put that information into a spreadsheet which should look
something like this …

Does this sound like too much work?
Don’t worry. We can do this for you. Just email
partners@procurementexpress.com and we can gather leads for you.

Step 5: Optimize your LinkedIn Profile
This strategy hinges around having a LinkedIn profile which demonstrates
your ability to help those we are going to be reaching out to.

We will be sending out connection requests to prospects. Your profile will be
the first thing they see about you. It is your “landing page”. Consider what
your connection request looks like when they first see it.

You can see that I have two connections in my inbox. The first is from Matt,
and the second is from Shahzeb. This is the most any of your prospects will
ever see of your profile. They will make a snap decision based on your name
and job title.
I can see that Matt is a Partner at “Actuity Advisors”. Based on that
description alone, it is very difficult to know how connecting to Matt could be of
benefit to me. I don’t know him, so why would I connect to him? “Acuity
Advisors” sounds like a pretty generic consultancy and if he had not
customised his outreach request, I would not have a way of knowing any
more.
Shazhzeb’s job description tells me even less.
You can see from this that your Job title is the most important piece of text on
your profile. You have just a few characters to get across why you are worth
connecting with. Let’s use it to persuade our prospects to click on our profile
and find out more.

Here are some examples of great job titles that will appeal to the prospects
you will be reaching out to:
Procurement consultant to help you cut costs, Ireland
Procurement consultant to help you save money, Durban
You want to eliminate fraud, let us help, Cape Town
Your company wants to cut costs, we can show you how, Durban
You need an efficient workflow process, get one set-up professionally,
Vancouver
You need a simple purchasing system, let us talk to you, Cape Town
You need a simple procurement system, let us give you a call, Durban
I help finance teams do more, Dublin, Ireland
Construction Manager and Efficiency Coach, Vancouver

If they don’t know who you are, they will most likely click on your name to see
your full profile. This is where your profile needs to convey what you can do
for the prospect.
So let’s compare 2 titles quick.
I am a procurement consultant, Durban
vs
You need to pay invoices, but which were even delivered? Our App Helps.
Durban

Do you see the difference? The first one talks about “I” or what you do, vs the
2nd one which talks about the customer and “their” needs. So from a
customer’s point of view, they will be more attracted to the 2nd job title. They
don’t care if you are a procurement consultant. They just need to pay the right
invoices on time.
So this is the mindset change which you must take on. Switch to talking about
the customer and their needs, rather than what you do or offer.
If you need to add a description somewhere, which explains what you offer,
then don’t describe everything you do. Rather describe everything the
customer needs and how you can help. At the end of your description add a
call-to-action. Tell them to connect with you or call for a free consultation.

For some more useful advice on optimizing your LinkedIn profile, check out
the following links;
- https://business.linkedin.com/sales-solutions/b2b-sales-prospecting/tech
niques-for-successful-prospecting
- https://www.salesforce.com/uk/blog/2015/12/ten-tips-for-using-linkedin-fo
r-sales-prospecting.html
- https://freelancetowin.com/creating-upwork-profile/
- https://successfulfreelancemom.com/blog/amazing-upwork-profile/
- http://freelancehustler.com/creating-kickass-upwork-profile/

Step 6: Retarget the prospects on your sheet
This step is a little advanced and you can skip it (or have us do it for you - just
email partners@procurementexpress.com). It involves creating or using a set
of ads to “retarget” your prospects before you reach out to them. “Retargeting”
is a way of showing online advertisements to people based on their contact

details. We will use the email addresses we have gathered in order to target
those prospects with our advertising before reaching out to them. This will
“warm up” the prospects so that when we do reach out, they have some
awareness of our company.
To do this you will need to find some ads. We can provide a set of ads for
ProcurementExpress.com for you to use (email
partners@procurementexpress.com) or you can come up with them yourself.
This is where we use your “buyer persona”. They key to writing a good ad is
to understand the “pain point” of your prospects. We already have a set of
pain points set out for our target market at ProcurementExpress.com. Here
are some examples for a CFO at a small ($1MM to $10MM) sized company.
- I have 10 invoices to pay, but I’m not sure which has been delivered.
Now the vendor is threatening to cut us off.
- We made a loss this month because of an unexpected expense incurred
by operations.
The simplest way to uncover what frustrates your prospects is simply to ask
them. Get a few on the phone and ask them. Using those headlines in your
ads is a great start. No genius copywriting required.
You can either use a design service like Unicorngo.com to create ads for you,
or you can use something like Canva.com to create your own ads.
Now that you have your headlines and your ads; sign up for an account at
Adroll.com. They will allow you to upload your prospect list and then deliver
advertising to them.
We recommend you do this for about 2 weeks before moving to the next step.

Step 7: Reach out to prospects on your
sheet
Now that you have gathered all the info on your prospects, then next step is to
get in touch with them. You can do this in 3 steps.
A. Reach out to them via LinkedIn

B. Contact them directly via email
C. Phone then follow-up with them

A.Reach out to them via LinkedIn
Using your list of prospects that you have built, or we provided for you, you
can begin to send requests. For example …

LinkedIn claims that you will get a better response if you send a personal
message. Here is a good example of a message to use …

For every 100 people you reach out to with this approach, you should expect
around 30 to accept your connection.
The great thing about this approach is, even if they don’t respond to the next
step, they will always be in your network and you can continue to demonstrate
your expertise by sharing relevant content on your LinkedIn profile. Be sure to
connect with the ProcurementExpress.com page
(https://www.linkedin.com/company/rubberstamp/) for great content you can
also use.
The next step would be to send them another message requesting to have a
quick phone call. With this call you would establish how the app can help them
save money. Be sure to call them at the exact time they have suggested. The
aim of this call is to qualify them using qualification questions.
Alternatively you can simply…

B. Reach out to them via LinkedIn
For those who have accepted your request to connect, the next step will be to
thank them for connecting with you, then send them a direct message.

C. Ask for permission to send them a newsletter
If their response to your first message is something like, “Hi Mark, Thank for
your message but we currently don’t have a need for your product yet” Ask for
their permission to receive our bi-weekly newsletter. Then add them as
contacts on Hubspot and add their emails to our newsletter list.

D. Register them on Hubspot as prospects
If they ask for additional information about the product register them as
prospects on Hubspot. For more information on how to do this ask our
marketing team to send you a video that explains how to do this.

E. Mark the sheet
Make sure that every time they accept your invitation, you send them a
message or email them; your sheet is marked accordingly. This will help you
to keep track of what’s happening with your leads.

F. Contact them directly via email
For those that have accepted your response, the next step is to reach out by
email and start a direct conversation. You can see Appendix B for a set of
emails you can use in following up with prospects.
There are many, many outreach tools out there. For instance,you can consider
using tools such as LeadFuze.com, Bluetick.io or Prospect.io.
Using MailChimp, you can do this by following these easy steps:
a. Create a Mailchimp account at Mailchimp.com.
b. Set yourself a goal of 10-20 prospects a day.
c. Start at your first prospect on the sheet then work yourself down.

d. Send them all (10 - 20 prospects) an email on day 1, from a
template whereby you tell them what your company offers them, or
that they need a procurement software which you offer them.
Either explain that you consult businesses so that they meet their
procurement needs or that you have a procurement software for
them which meets their needs.
e. On day 2 reply to everyone which has responded, then phone
them, as well as everyone who has not responded.
f. From all of the 20 prospects, make a note on your sheet of their
outcome so far. And add all of the prospects who is interested onto
Hubspot via a process I will explain in a video which I will send to
you.
g. On day 3, contact your next 20 prospects in the same manner.
h. On day 4, repeat the process for the prospects in day 3, as well as
send out follow up emails to everyone who has not responded from
day 1.
i. Keep track of your progress on the sheet and add all interested
people onto Hubspot.hen watch all of my videos about Hubspot,
regarding how to add the extension etc as well, so that you can
track all of your emails via Hubspot and so that you know how to
set everything up.
j. Continue with this process until your list is depleted.

Step 8: Build yourself an unstoppable
business
Once you have prospects that are ready to learn more about
ProcurementExpress.com and your services, you are ready to carry out a
demonstration. Once this happens, register the leads in our Partner Portal
and our partner program will help you start to land your first customers.
Appendix A: Sample Timeline:
Days

Description

2 days

Step 1: Decide how much money you want to earn
(seriously)

Step 2: Calculate the effort required to achieve that
goal
Step 3: Define your ideal customer persona
10 days

Step 4: Build your list (or have us do it for you)

1 day

Step 5: Optimize your LinkedIn Profile

3 days

Step 6: Retarget the prospects on your sheet

15 days - A
10 days - B

Step 7: Reach out to prospects on your sheet
A: Connect with the prospects on LinkedIn
B: Follow up with an automated series of emails

Lifetime :)

Step 8: Build yourself an unstoppable business.

Appendix B: Outreach emails

Email 1: Day 1
Subject: LinkedIn Connection
Dear {first name}
We connected on LinkedIn and wanted to move over to Email. Could there be
any benefit in scheduling a call to discuss speeding up your AP process?
James
Email 2: Day 3
Subject: Re: LinkedIn Connection
Dear {first name}
I am just bumping this up in your inbox. Would you like to set up a call?
James

Email 3: Day 14
Subject: Re: LinkedIn Connection
Dear {first name}
I haven’t heard back from you, perhaps now isn’t a good time? I’ll check in with
you in a couple of weeks to see where you’re at. In the meantime, I’m always
here if you need some help improving how you handle vendor invoices.
James

