	Campaign
	Enter attraction campaign name.	Updated
	Click or tap to enter a date.


Campaign Overview
Enter campaign overview.

Goals
	Meetings
	Enter number of meetings / time period.	Revenue
	Enter revenue goal.


Target Profile 
	[bookmark: _Hlk506981219]Buyers
	Enter names or types of decision makers you’d like to generate meetings with.
	Influencers
	Enter names or types of influencers you’d like to generate meetings with.

	Size of Company
	Enter the size of company you are targeting.

	Geography
	Enter which geographic area or region you are targeting.

	Industry
	Enter the industry or industries you are targeting.
	Other
	Enter any other information about your target prospects.



Initial Meeting
	
	Why Act?
	Why Now?

	Core Value Offer 
for the Meeting
	 
List reasons for the buyer to say YES to the meeting. What’s in it for them?

	List reasons why it’s important for the buyer to say yes NOW.



	Desired Outcome
	Discussion about buyer sales priorities and training initiatives. Discover need (s) and criteria/process for possibly working with buyer for training.
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Touch Sequence
Note: Touches are a planned sequence of outreach to prospects to get an initial meeting. Each touch assumes the prospect has not responded to the previous touch. The campaign stops once you secure a full meeting.
	Method	Key Messaging Points
	Email	List key messaging points and outreach approach.
	Email	List key messaging points and outreach approach.
	Email	List key messaging points and outreach approach.

*For all tables with rows, insert cursor in last row and click + icon to create more rows.
Referrals
	Referral Strategy



Pushback
	Common Pushback
	Response Strategy

	Note a pushback you often receive.
	Note your strategy for responding to this pushback.

	· Note a pushback you often receive.
	· Note your strategy for responding to this pushback.

	· Note a pushback you often receive.
	· Note your strategy for responding to this pushback.



Notes and Resources
	What
	Who
	Status

	Enter resource needed.

	Enter who can help.

	Enter status of completion.


	Enter resource needed.

	Enter who can help.

	Enter status of completion.


	Enter resource needed.

	Enter who can help.

	Enter status of completion.




Technology
	What
	How

	Enter an external tool you will use.

	Enter how it will be used.




Messaging Detail – Touch Sequence
As you fill out messaging specifics below, keep in mind:
	All Touches
	Email & LinkedIn
	Phone

	· Value offer for the meeting 
· Resonate (Why Act? 
Why Now?)
· Intrigue and delight
· Hyper-personalized outreach
· Call to action
	· 3- to 4-word subject line
· 50-125 words (email)
· <100 words (LinkedIn)
· Trigger event line early
· Use bullets; use numbers (1,2,3)
· Third-grade reading level
· Ask 1–3 questions
	Clear reason why you are calling
Questions to engage
Schedule time and date
15–30 sec (voicemail)




	Method	Messaging Specifics
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