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A Guide to Successful Outreach Techniques

Hello, and thank you for downloading the latest ebook from 
the Clarity Stack Sales Academy. 

Over the last few years we’ve worked with some of the biggest companies 
in the world and understand the challenges associated with not only lead 
generation, but converting those leads into pitch opportunities and, ultimately, 
new business through the door on either one-off or long-term contracts. 

That is why we’ve put our heads together and compiled this particular ebook, 
which is designed to help you improve your outreach techniques so that you 
make an instant positive impression on those you’re looking to work with. 
Whether it’s a new business proposal or an attempt to start conversation with a 
prospect, your outreach message is often the first interaction, so you need this to 

hit home and make your prospect think “these are the people we want 
to work with.”
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Why do I need to do outreach?

Outreach is a very important process in sales and marketing, but one that 
often isn’t given the time and respect it deserves. For many it’s a task that 
can take up a lot of time and often yields very little, but quite often that 
is down to poor technique or a campaign that just isn’t that interesting to 
prospects.
 
If you’re going to do any outreach it needs to be done thoroughly, and that 
means collecting relevant and unique information about your target audience 
and then reaching out to them in a way that is going to resonate with them 
and give them the opportunity to think, ask questions and make a decision on 
what it is you’re proposing, offering or selling.
 
When outreach is done the right way there are a wealth of great opportunities 
available to you ranging from leads and sales to increased brand awareness 
and engagement - but it’s all about implementing the right outreach 
campaign at the right time.
 
People are often receptive to different outreach methods depending on the 
industry they work in and that means it’s important that you consider each 
and every prospect before you reach out to them. If your prospects are away 
from their desks for long periods of time - such as those working on site - you 
need to think how you can reach them and then give them the time to respond 
rather than chasing them with follow-up messages. Simply bombarding them 
with emails asking if they’ve had a chance to read your previous message 
won’t go down well. 
 
You need to ask yourself why you’re doing outreach in the first place and what 
you are looking to achieve. If it’s increased brand awareness then sending out 
messages that promote your brand and services is key, but if you’re looking 
to increase leads and sales then you need to find the perfect blend between 
promotional messaging and engaging with people at a personal level - as 
opposed to a bull-in-a-china-shop sales approach!

Throughout this ebook we’re going to look at outreach in more detail, 
including some tried, tested and successful outreach strategies as 
well as how and why campaigns are likely to fail,  so you can spend 
your time wisely and develop the right campaign for you and your 
objectives.
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Why is the outreach process so difficult?

Outreach is by no means a new process and in fact it’s been around for 
decades in the sales and marketing sectors. If you think about all forms of 
advertising going back to early newspaper ads, billboards and posters; 
someone will have reached out to enquire about the opportunity to place an 
advertisement and that conversation is ‘outreach.’

It’s about speaking to people who can influence a decision, but getting to that 
point is often the most difficult part. There are a number of reasons for this, 
and in many industries they are quite common and include:

When you’re working on a time-sensitive campaign it’s difficult to 
put the time and effort into the development of a strategic outreach 
campaign. Not only do you need to develop the project so you have 
something to work with, and pitch, you need the time to identify 
prospects to speak to about publication, working together or investing 
in your services.

If you’re pushed for time you quite often end up doing an under-par job, 
and that’s just not good enough, especially with outreach. . Not only are 
you sending out sub-standard outreach messages, those reading them 
are immediately put off working with you and your business.

Time
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Another common struggle is simply a lack of resources. When you don’t 
have enough people available to work on the campaign you don’t have 
the time and expertise to make it the best campaign it can possibly be. 
As a consequence the campaign under-performs and doesn’t have the 
desired impact it may have had if you had more people working on the 
project.

It may be that you’re a small business and you’ve assigned everyone 
you possibly can to the campaign, or perhaps people are just too busy 
to work on it. Ultimately, if you don’t have the resource to make the 
campaign stand out then it isn’t going to have the desired effect in 
generating leads or sales.

Resource

When you don’t have experience doing outreach it can be incredibly 
daunting. Reaching out to strangers and trying to pitch a project or 
product to them isn’t easy at the best of times, so when you’re tasked 
with a new campaign you really want to have some expertise to call upon 
from the wider team so that you have the support you need.

Unfortunately, a lot of companies task the less-experienced team 
members with outreach tasks and this can be good for them in learning 
new techniques and ensuring that they take responses on board and 
adapt next time, but it can also be incredibly difficult for them when they 
are bombarded by rejection emails or constantly have the phone put 
down on them.

Experience and expertise
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Confidence is key when it comes to outreach, especially if 
you’re speaking to a prospect on the phone. However, a lack of 
confidence is all-too-common in many marketing and sales 
departments, and this shows during the conversation with a 
prospect.

It’s easy for them to pick up on nerves, and if they have 
questions that you simply cannot answer because you don’t 
know enough about the project or service - or the prospect’s 
business or sector - then you’re highly unlikely to get the result 
you’re looking for. 

Confidence

Finally, the message might just be completely wrong. Drafting 
an email to someone isn’t always as easy it seems as you 
need to ensure that you get the tone and wording just right. If 
your message doesn’t come across how you want it to then 
you aren’t going to convince people to buy, download or get in 
touch with you. 

The message
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The most common outreach methods, 
and successful techniques

Each method works for a variety of reasons, but 
it’s important that you look into each platform 
in relation to your campaign because it’s highly 
likely that your target audience will be more 
responsive and receptive to you messaging on 
different platforms. For example, some people 
and businesses are more tech savvy than others 
and an email might work for one whereas a 
phone call might be more suitable for another so 
they can ask questions in real-time rather than 
reading your message, clicking a link and doing 
more reading.

LinkedIn is a vastly under-used business resource, especially in 
marketing. It is used as a professional social network and provides 
an opportunity to connect with people based on their profession and 
who they actually work for. 
 
There are two main ways in which you can use LinkedIn for outreach. 
The first is cold prospecting which is just like cold calling, but an 
electronic version through the platform; and then value bombing, 
which is where you message key people offering them something of 
value. This is quite often a resource made available for free, with no 
expectation of getting anything in return, you’re simply putting your 
resource and brand in front of decision-makers who might decide to 
get in touch in the future having taken advantage of your offer and 
found it useful, and then they want to get in touch to see how you 
might be able to work together. 

The latter method of value bombing 
helps to build trust, awareness and 

familiarity and this makes it easier to 
build a relationship moving forward. Just 

make sure your profile on LinkedIn is 
polished and relevant so they can look 

you up and get in touch!

LinkedIn



One of the most effective ways of using 
email marketing is to make all emails as 

personal as possible

Email is one of the most widely used outreach tools as there are 
so many different ways of using it. You could send out emails from 
your work email account, or use an email marketing platform like 
MailChimp so that you can create a message and then send it out to 
a list of contacts for a specific campaign.
 
Email marketing subscribers might join a mailing list for a variety of 
reasons ranging from wishing to stay up-to-date with new blog posts 
or product launches, to wanting to receive marketing information 
relating to offers and promotional campaigns. Whatever their reason 
for signing up they are engaging with your brand and interested, so it 
is important that you interact with them in a similar fashion.
 
One of the most effective ways of using email marketing is to make 
all emails as personal as possible, and this means no blanket emails 
starting with “Dear Sir or Madam” as it becomes clear that you’ve 
not looked at your contact, you’re simply sending your message to as 
many people as possible. By personalising your message to include 
the person’s name, the company they work for and more, it becomes 
more clear that you are speaking directly to them, and if you’re using 
email marketing platforms you can pull through the person’s name 
and details into the email by adding code to your message.
 
Once you’ve compiled your message and chosen your recipients 
you can benefit by using a email tracking software like poly mail so 
you have an understanding of whether or not your email has been 
opened, read and the links clicked so that you can assess your follow 
up procedure (e.g. the tone and message of your next email). Email 
marketing software also has this capability depending on the nature 
of your subscription.
 
You should always make the intent of your message clear early on 
so the recipient knows what you’re contacting them about, and any 
calls to action should be easily identifiable so that the eye is drawn to 
the button and the person clicks through to find out more or make a 
purchase..
 
Finally, always let them know that you will be following up with 
an additional email in the coming days, or even a phone call so 
you can stay in their mind and build a relationship - but it is worth 
remembering that with all email software it is compulsory to include 
an unsubscribe option so the person can opt out of any further 
communications.

Email



In addition to email, the phone is the other major outreach method. 
We all know how to use the telephone, but that doesn’t mean we’re 
all comfortable reaching out to prospects, especially when cold-
calling is so widely disliked. That isn’t to say that it doesn’t work, 
however, you just need to approach it the right way. 
 
There are a number of key elements that you need to consider when 
you do outreach over the phone. These include:
 
• Building a rapport with the person. If you can get off on the right 

foot and find some common ground then you’re much more likely 
to at least keep the person on the phone so that you can discuss 
your proposition. Positive topical issues, the weather and sport are 
all excellent ways to build a rapport and find a way of engaging 
the person early on. 

• Listening to what the other person is saying. One of the most 
common issues with telephone outreach is that people get so 
set on their goal of selling that they don’t actually listen to what 
the other person is saying. Having a sales script can be great for 
ensuring that you get your message across and provide as much 
information as possible, but if you don’t actually listen to the 
person and their pain points, opinions or questions then they’re 
going to get very frustrated very quickly. 
 

• Develop this by expressing where you can add value. If you can 
listen to the person then you can look for a way to help them. If 
you offer a type of software that can resolve an issue or save 
them time, you have a great opportunity.  
 

• Qualify the lead - is it going anywhere? As the call goes on and 
you listen to the person at the other end it’s easy to start building 
a picture of where this conversation is going. You might find that 
they have no interest and it wasn’t actually a very good lead in the 
first place, in which case you should thank them for their time and 
leave them to their day. Alternatively, it may be that you believe 
there is a genuine opportunity and you can arrange a further 
conversation, demonstration or even send over more details for 
them to look at. 
 

• Plan the next steps and a follow-up. If the lead is qualified, 
how are you going to take it forward? The chances are that the 
prospect is learning a lot about who you are and what you do 
during the initial conversation, and they may wish to go away and 
speak to other members of the team before taking things further. 
While you may risk losing them because they decide it’s not right 
for them, or because they may not have the budget to invest, 
allow them to go away with the promise of a follow-up call over 
the course of the next week where you might be able to arrange 
a demonstration for them and any members of their team or to 
enable them to gather any questions prior to making a decision.

Phone



Networking events and conferences have been a great way of 
meeting people interested in your sector or services, and a chance 
for you to promote the brand as a whole and expert members of the 
team on individual basis, too. 
 
While COVID-19 has put a halt to many live, in-person events, there 
have still been opportunities to partake in virtual conferences and 
webinars which have enabled businesses to send out invitations 
to interested parties through outreach campaigns and then speak 
directly to an engaged audience in a variety of ways. Pre and post-
COVID these methods include: 

• Speaking at conferences to show expertise and how your 
services can benefit the audience 

• Stands at networking events to sign-up interested audience 
members and to discuss who you are, what you can do and how 
you can benefit people 

• Business cards to enable people to get in touch to learn more 

• Social events at conferences are a great way to get to know 
people in a more relaxed manner, openly discussing the industry 
and your position in it 

• Webinars have become the networking events of 2020 and 2021 
so far. Businesses can host live conferences and people can tune 
in from wherever they are to learn about industry events, trends 
and services available to them

Networking events

What do 
you do 
next?



Once you’ve worked on your 
outreach technique it’s time to 
start evaluating which is the most 
suitable approach for your next 
campaign. You can then start to 
measure its performance and find 
out those that work for you and 
your sales or marketing teams, and 
which need further improvement 
or even leaving for the time being 
as the method just isn’t right for the 
team you have and the campaigns 
you’re running. 
 

Having key performance indicators (KPIs) and metrics 
in place will enable you to assess whether or not the 
campaign was a success, and what you could have 
done better - and what you will do better next time. 
 
Indicators such as email open rates and click through 
rates will enable you to see who engaged with your 
outreach emails and whether or not they clicked 
through to a relevant page, while tracking the number 
of calls you make and the number that last a certain 
period of time or lead to an additional meeting 
invitation or demonstration will help you to see whether 
your phone outreach campaign worked or needs work. 

Ultimately every outreach campaign will present 
different results as each campaign is based around 
different offerings or services, and is sent to different 
audiences. As we’ve discussed throughout this ebook, 
people in different sectors engage differently with 
outreach campaigns and you need to accept that 
there will be people who unsubscribe from your email 
mailing lists because it isn’t right for them at this 
moment in time. What matters most is that you invest 
time into every campaign and approach things in a 
positive manner as each method of communication 
reflects on the individual assigned to the outreach and 
the brand itself that is reaching out to prospects.
 

First impressions count, and if you can find that sweet spot in your 
messaging then you’ll be on the right track to achieving your objectives.




