
 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

WHY?  

To manage what customers and prospects see when they search 
on your name.  

 

 

 

HERE’S TWO THINGS YOU CAN DO 

#1: Create a LinkedIn profi le. http://www.l inkedin.com 

Shame on you i f you don’t already have a one!  There’s lots of 

information avai lable onl ine to help you fi l l  out the profi le in a 

professional, appeal ing way.  In addition to having a profi le you also 

need to keep it current – nothing ki l ls credibi l i ty l ike out of date 
information.  Enough said. 

#2: Create a Google profi le. http://tinyurl.com/createmyprofi le 

Once you update your name, occupation and location, your profi le will  

appear in a box on the first page of Google’s search results  for your 

name.  Can’t beat that for search engine optimization!   

 

Use your Google profi le page as your main home on the Web i f you 

don’t have a personal website.  Add l inks to your company website, 

blog, Twitter, LinkedIn and Facebook pages, social  bookmarking 

profi les, photo-sharing sites, and other places you want to publ icly 

share.  Likewise, l ink back to your Google profi le from al l  those same 
places.  Also include a l ink in your email  signature. 

 

When you’re building a one-to-one relationship without the 
benefit of in-person interactions, you must be even more 

deliberate about executing a relationship building discovery 
process.  Here are seven tips to help you get started. 



  

WHY?   

People connect with people, not text and hyperlinks. 

HERE’S 2 THINGS YOU CAN DO 

#1: Research the individual person you are contacting.  

 

Google their name, just l ike they’l l  be Googl ing yours.  View their 

Google, LinkedIn, Blog posts, Twitter Account and Facebook profi les to 

look for common interests and network connections.  Leverage al l  social  

media channels and remember - no more cold-starts for bui lding 

relationships.    

 

#2: Personal ize your very first communication – be specific & relevant 

 

Specifical ly the hand-off of leads from a MQL (Marketing Qual i fied Lead) 

to a Sales Accepted one.  Introduce yourself with a photo.  Even better, 

include a short video introduction.   

 

 

(That’s marketing l ingo for the receiver doing something more than 

ignoring or delet ing your email .)  
                                                                



 

  

WHY?   

To watch for tr igger events—changes in the industry or an organizat ion 
impact ing prospective buyers’ needs and prior it ies.  Reference tr iggers in 
your communicat ions to motivate taking act ion to advance the sale. 
                          

HERE’S 2 THINGS YOU CAN DO                                                              

#1: Set  Google a ler ts to send dai ly emai l  a ler ts on spec if ic  topics re levant  to your 
buyers ’ bus inesses.  
 
#2: Subscr ibe to RSS feeds of  pr imary news sources and thought leaders ’ b logs.  
Make i t  part  of  your rout ine to scan them. You may not ice through the dai ly 
updates to you RSS that  a target company is  h ir ing more people or  made subt le 
changes to i ts  market ing pos i t ion ing.  Perhaps a compet i tor  is  mak ing changes 
that  wi l l  d irect ly impact your  c l ient .  Leverage your awareness of  current  events  
by comment ing to form connect ions.  
 

WHY?   

Not everyone has the same communication preferences as you.  
Plus, you increase your clout when people start seeing you show up 

in multiple places online. 

                          

HERE’S 2 THINGS YOU CAN DO                                                             

#1: Ask prospective buyers how they l ike to communicate.  You may 

rel iably read email , but a prospect may pay more attention to his tweet 

stream.   

 

#2: Commit to adopting a new communication medium, l ike Twitter, i f 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

that ’s new to you.  Or, commit to learning more advanced features of 

LinkedIn, such as feeding blog posts and tweets to your overview page.  

Each time you write a new post, i t wi l l  f i l ter onto the overview page 

automatical ly. 
 

WHY?   

To listen.  People publ ic ly air concerns and needs.  Study the words and 
phrases used so that  you cult ivate empathy through a common vocabulary.                      

HERE’S 2 THINGS YOU CAN DO                                                              

#1: Ask a few ex ist ing customers what  their  informat ion sources are.   Look at 
L inkedIn prof i les of  customers to see what  groups and profess ional assoc iat ions ’ 
customers have jo ined.  Jo in these same groups.  Fol low the conversat ion 
threads.  Observe f irs t  so that you’re sens i t ive in choos ing where and how you 
ask quest ions or  share informat ion.  You are l ikely to be ignored,  or  wr i t ten of f  as 
a loser ,  i f  you comment of f  topic or  promote your  products  and serv ices 
inappropr iate ly.   Once you feel  comfortable,  star t  shar ing in helpfu l  ways.   Soon 
you’ l l  develop a reputat ion for  being a go- to person.  

#2: Vis i t  the onl ine forums where your current  customers and prospect ive buyers  
par t ic ipate. To f ind appropr iate forums, use the advanced search opt ion on 
Google.   Type “ forum” (wi thout  the quotes) and the topic you’re in terested in 
fol lowing.  

 

 

 

 

 

 

 

WHY?   

Adding context adds value.  Don’t  just push out more marketing 
propaganda.  Al ign the information you share to each prospect’s unique 
business needs.   



 

VisibleGains lets sales and marketing break through, add value, 

and stay visible in front of prospects.  
 

VisibleGains for sales provides a simple, affordable tool to 
streamline how salespeople connect, share relevant content, 

and interact with prospects to foster high-value conversations. 
 
Examples include: 

 

• An increase between 20% to 400% in the attendance at webinars for several 

software companies 

• An information services company had over 20% of prospects watching content 

advance to trial, meetings or demos 

• Doubling of close rates on proposals for a communications firm 

 

HERE’S 2 THINGS YOU CAN DO     

                                                          

#1: Send only smal l  chunks of  informat ion.  For 
example, send only one or two case s tudies,  not f ive.  
Sending too many l inks or  documents  at  one t ime 
overwhelms the receiver of ten resul t ing in the receiver  
reviewing none.  Ensure a l l  communicat ions are br ief ,  
benef i t - led and re levant .   Never lose s ight of  how 
crazy-busy your  prospect ive buyer  is .   
 
 
#2: Keep your  eyes open for  t idb i ts to use as personal 
touch points  and ways  to advance re lat ionships.   
Prospect ive buyers aren’ t  look ing for  a new best 
f r iend, but  they do enjoy doing business wi th l ikable 
real  people.  
 
 

WHY?   

To shorten the sales cycle, deepen the 
relat ionship and earn more money, of  course!  
                          

HERE’S 2 THINGS YOU CAN DO                                                             

#1: Be mindful  to  be act ion-or iented by being specif ic  
about  the act ions you’d l ike the prospect ive buyer  to 
take and when/how you wi l l  fo l low up.  
 
#2: Injec t a sense of  urgency to prompt a prospect ive 
buyer  to take act ion.            


