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Pipeline Growth Is Not Enough

A fuller pipeline should be good news.

But if you're a seller, you know the hard part is what happens next. Do your opportunities advance? Do buyers take action?
Or do deals stall in longer cycles, lose momentum, and end in no-decision?

RAIN Group’s B2B Sales Challenge and Priorities research reveals the disconnect. In our study, 47.2% of respondents
reported an increase in qualified pipeline, while fewer saw increases in quota attainment or opportunities won. At the same
time, 48.4% reported an increase in sales cycle length. Opportunity flow is improving for many teams, but performance isn't
keeping pace.

That's the environment you're prospecting into. Buyers are facing economic uncertainty, longer buying cycles, budget
constraints, difficult competitors, more decision makers, and pressure to avoid the wrong decision.

That changes what prospecting has to accomplish. You don't just need more conversations—you need the right
conversations that are connected to real business issues, buyer priorities, and a reason to move forward.

Activity without relevance produces weak conversations, and meetings that don’t connect to a clear business issue rarely
become quality opportunities.

That's the purpose of WAVE, our approach to prospecting:

1. Winner's Mindset: Approach proactive outreach as value creation, not interruption.
2. Attraction Campaign: Use a targeted, sequenced, multi-modal approach to reach buyers with relevance.
3. Value: Give buyers a clear reason to engage, act, and continue the conversation.

4. Execution: Build the discipline to turn outreach into quality pipeline.

These four steps will help you create quality opportunities.
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The WAVE Model for Quality Opportunity Creation

Creating quality pipeline takes more than a list of targets and a sequence of touches. You need

a practical system for deciding whom to pursue, why those buyers should engage, what value
to lead with, and how to execute consistently.

® Winner's Mindset ,?‘ Attraction Campaign
Set goals and believe
they will achieve.

Apply a multi-touch,
multi-modal, customized
outreach process.

¥ Value

Make each interaction
customized and
insightful to the buyer.

Execution

Focus on important
activities, avoid distractions,
and execute in the zone.
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Step 1: Winner's Mindset

The attitude you bring to proactive outreach affects whether you:
= Do it consistently
= Do it well

= Create value when buyers engage

Prospecting is easy to avoid. It takes time, energy, focus, and a willingness to
reach out before a buyer has raised their hand. Even experienced sellers can
struggle to make proactive outreach a regular part of their work.

The issue often starts with how you think about prospecting.

If you believe outreach is mostly interruption, you'll hesitate. If you believe
buyers don’t want to hear from you, you'll delay. If you believe prospecting is
just activity you have to complete to hit a KPI, you'll send messages that
don't resonate.

Buyers don't need more outreach that's off the mark. They need useful ideas,
relevant insight, and timely reasons to think differently about their business.
Proactive outreach is about creating enough value that the conversation is
worth their time.

RAIN Group’s Top Performance in Sales Prospecting research found that 82%
of buyers accept meetings at least sometimes with sellers who reach out,

and 71% want to hear from sellers early in the buying process when they're
forming ideas. The opportunity is there, but only when you bring relevance to
the conversation.
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Creating relevance with value is especially important because many purchases
aren't urgent at first. RAIN Group's Top Performance in Strategic Account
Management benchmark research found that 75% of purchases were

strategic, yet sellers proposed strategic ideas only 14% of the time. Buyers
may not always be actively looking for a provider, but they’re often looking
for ways to improve results, solve emerging problems, reduce risk, or take
advantage of a new possibility. If you wait until buyers are already deep into
the buying process, you may be too late to shape the opportunity.

That's the meaning of a Winner's Mindset. It's the belief that, with the right
preparation and value, you can create conversations buyers want to have.

What This Means for You

A Winner’s Mindset changes the question.

Instead of asking, “How do | get this buyer to meet with me?” ask:
= What's happening in this buyer’s business that makes outreach relevant?
= What issue, risk, or opportunity might they need to think about now?

= What idea, benchmark, example, or insight could make the
conversation useful?

= How can | show I've done more than insert their name into a sequence?

When you start there, outreach becomes more specific and credible. It's easier
to sustain because you're not just checking off touchpoints in a sequence,
you're looking for ways to create real business conversations.
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Step 1: Winner's Mindset

Al Application: Pressure-Test Assumptions

Al can help you distinguish what you know from what you're assuming before you begin developing your outreach plan. Use it to organize information, identify
gaps, and determine what you still need to investigate.

Provide Al with the buyer’s role, verified account information, relevant company or industry developments, known priorities, and any credible trigger events
or signals.

Use This Prompt
I’'m reaching out to a [role] at [company]. Using only the verified information below:
1. Summarize what | know about this buyer and account.
2. |dentify assumptions | may be making about their priorities or why my outreach could be relevant.
3. Flag what still needs to be verified.
4. Suggest three questions | should investigate before deciding how to approach the buyer.
Do not devevlop a value hypothesis or draft the outreach yet.
Check the Output
Is Al clearly distinguishing facts from assumptions? What still needs to be verified? What additional information would make your outreach more informed?
Al can help you prepare, but you are responsible for deciding whether the outreach is relevant and worth the buyer’s time.

Use only your organization’s approved Al tools and data sources. Don't enter confidential buyer, customer, company, personal, or financial data.
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Mindset Shift: From Activity to Value

" . "] need to create more relevant reasons
| need to send more messages.

to engage.”
“This buyer probably doesn’t want to “This buyer may be open to a useful idea
hear from me."” if it connects to their priorities.”

“I'm trying to start a business conversation

“I'm trying to book a meeting.” sl Gendnuiie

“I'll follow up because | have something

“I'll follow up because it's in the sequence.”
P 9 useful to add.”

Coach Yourself

Use these questions to pressure-test your outreach before you send it:
= Why is this buyer or account worth pursuing now?
= What will the buyer learn or consider because of this message?

= What's the next buyer action I'm trying to earn?

Prospecting confidence grows when you know why you're reaching out, what value
you're bringing, and how the conversation could help the buyer.
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Step 2: Attraction Campaign

A single message rarely creates a quality conversation.

Buyers are busy. Their priorities shift. Their inboxes are crowded. Even
when the issue is relevant, timing, trust, and internal urgency affect whether
they respond.

That's why you need more than one touchpoint, one channel, or one
generic message. You need an organized, multi-channel outreach approach
built around the buyer, the account, the business issue, and the value of
the conversation.

We call this an Attraction Campaign.

An attraction campaign is a sequence of customized content and messages
sent to targeted buyers over a specific period of time to generate a quality
sales conversation.

An attraction campaign isn't a marketing campaign. It's seller-led, targeted,
and customized. Automation can help with coordination, but the campaign
still has to feel specific to the buyer and create relevant reasons to engage.

RAIN Group’s Top-Performing Seller benchmark research supports

this. Top-Performing Sellers are more likely than The Rest to generate
referrals, prospect energetically over the long term, implement organized
prospecting campaigns, devote enough time and energy to prospecting,
and hyper-personalize prospecting communications.
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TOP-PERFORMING SELLERS ARE MORE LIKELY THAN THE REST TO...
% DIFFERENCE

Generate referrals NN 63%
Prospect energetically over I 50%

the long term

Implement organized
prospecting campaigns

I 44%

Devote enough time and
energy to prospecting

Hyper-personalize prospecting N 32%
communications

I 36%

A strong Attraction Campaign has four parts:

1. Target List: Who do | want to generate conversations with?
2. Offer: What will they find compelling enough to engage?
3. Outreach: How will | break through?

4. Conversion: How will | turn interest into a meaningful next step?
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1. Target List: With Whom Do | Want to Generate Conversations?

Before you write the message, confirm whom you're pursuing and why. The
stronger the target list, the easier it is to make outreach relevant. Your target
list should include several categories.

Existing Buyers and Accounts

Current customers are often the best source of new opportunities. Ask
yourself: are all of my accounts buying everything they should from me?

Existing accounts may have new needs, new stakeholders, changing priorities,
underused capabilities, renewal risks, expansion opportunities, or business
issues your team can help address. Look for places where you can create
additional value, not just places where customers have already asked for help.

Past Buyers

Past buyers can become future opportunities. Champions change companies
and take on new roles, and they often carry the relationship with them.

Stay connected and those ties can open doors again when you continue to
bring value.
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Past Opportunities
A past “no” may not stay no.

Budgets change. Leadership changes. Priorities change. A buyer who wasn't
ready six months ago may be facing a different business issue now. Revisit
past opportunities when there’s a relevant reason to reengage.

Referral Sources and Relationship Networks

Referrals can improve the quality of an introduction because they come with
existing trust. Look across your own network, colleagues’ networks, customer
relationships, partners, and internal stakeholders to identify people who can
create warm introductions.

High-Value Prospects

These are organizations that match your most valuable prospect profile. They
may fit by industry, size, geography, business model, growth stage, strategic
priority, or need.

High-value prospects deserve more effort. Group these targets by common
business issue, role, industry, trigger event, or likely value proposition so the
campaign can be customized at scale without sounding mass-produced.
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Trigger-Based Targets

Trigger events create timely reasons to reach out. Examples
include leadership changes, growth announcements, new funding,
expansion, hiring patterns, M&A activity, regulatory changes, or
new strategic priorities.

The trigger is only useful when you connect it to a business issue,
value hypothesis, or reason to engage.

Digital Signals That Make Outreach More Relevant

Digital signals can help you spot timely reasons to reach out and
make outreach more specific. Useful signals include:

= | eadership changes

= Company growth / market expansion
Hiring patterns
Funding or investment
New strategic initiatives
Public executive comments
Technology investments
Customer or competitive events

= Shared relationships

= Role changes among past buyers or champions

The signal is only the starting point.
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Al Application: Prioritize Targets and Identify Timely Signals

Al can help you compare targets, organize account information, and interpret
trigger events or other signals that may make outreach timely. It works best when
you provide current, verified information rather than asking it to make decisions
from incomplete or unconfirmed information.

Provide Al with your target-account list, your ideal customer profile or criteria that
define a strong prospect, a concise description of your relevant offering and value
proposition, verified account and buyer information, relevant trigger events or
signals, and the roles you want to reach.

Use This Prompt

Review the accounts and verified information below. Rank the accounts based on
strategic fit, likely need, potential business impact, growth potential, and signs of
urgency. Identify the specific evidence provided that supports each assessment,
separate facts from hypotheses, and identify information that still needs to be
verified. For the highest-priority accounts, identify one verified trigger—or state
that no clear trigger is evident. Explain briefly why the signal may make the
account worth further investigation.

Do not develop the outreach message or value hypothesis yet.
Check the Output

Before acting, confirm every trigger and claim. Al can organize and interpret
signals, but it should not be treated as the source verifying that those signals are
accurate. Use the strongest targets and signals as inputs when you build the buyer-
focused value case in Step 3.
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2. Offer: What Will Buyers or Targets Find Compelling?

Once you know who you're targeting, define the offer.

The offer is the reason the buyer should engage. It could be an idea, a point
of view, a benchmark, a diagnostic, an invitation, a relevant example, a best
practice, or a first step that helps the buyer think differently.

Offers aren't one-size-fits-all. A CFO, COO, CHRO, VP of Sales, and
enablement leader may all care about the same broad business issue, but they
won't evaluate it the same way. Each role has different risks, priorities, metrics,
and pressures.

Before launching the campaign, complete this sentence:

This buyer should want to engage because we can help them think differently
about and decide whether is worth addressing now.

) Resource

Download the Attraction Campaign Brief template
to build an outreach process that sets you up for

prospecting success.
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3. Outreach: How Will | Break Through?

Outreach needs both structure and judgment.

Most sellers won't break through with one touch. A strong campaign uses
multiple touches across channels, such as email, phone, social, video,
referrals, content sharing, direct mail, and events.

Prospecting Takes Persistence

According to RAIN Group's prospecting research, Top Performers average
five touches to generate a desired conversion, while The Rest average eight
touches. Even among Top Performers, 53% need five or more touches for
new accounts.

Plan your sequence with enough persistence to break through and add
enough value that each touch earns its place. Before adding another
touchpoint, ask:

= Does this message add something new?
= Does it connect to the buyer’s situation?
= Does it strengthen the reason to respond?

= Does it make the next step clear?

A strong sequence doesn't repeat the same ask eight times—it builds
relevance over time and gives buyers a clear reason to respond. Each
touch should add value, build relevance, and give the buyer a clear reason
to respond.
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A sample touch sequence might include:

1
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Email

Social connection or engagement

Phone / voicemail

Email

Referral request

Content or insight share

Phone / voicemail

Email

Lead with a timely issue, trigger, or value hypothesis

Establish credibility and relevance

Add context and make the outreach more personal

Share a useful idea, benchmark, or question

Use relationship strength where available

Offer a first step that doesn't require a meeting

Reconnect the value to a possible business issue

Ask for a specific next step or close the loop

This shouldnt become mechanical. Once you've built
and validated the value hypothesis, Al can help adapt

it for email, phone, social, and other channels. But
changing the format is not the same as adding value.

If every touchpoint says the same thing in a different
channel, the campaign becomes noise. Each touchpoint
should give the buyer something new. Across messages,
you should:

Create relevance

Establish credibility

Share insight

Ask a question

Make the business case clearer

Offer an easier first step

The more senior the buyer, the more your outreach
needs to respect their time. Shorter is usually better.
Specific is better than broad. Useful is better than clever.
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4. Conversion: How Do | Secure the Desired Outcome?

Generating a meeting isn't the finish line.

A meeting that doesn’t connect to a business issue, a next step, or a potential
opportunity may be activity, but it's not quality pipeline.

The goal of an Attraction Campaign is to create a conversation strong enough
to advance. Prepare for the first meeting with the same discipline you use to
prepare the outreach.

Before the meeting, know:

Why this buyer or account is worth pursuing

What business issue may be relevant

What triggered the outreach

What stakeholders may be involved

What value hypothesis you're testing

What insight, question, or point of view you'll bring

What buyer commitment you're trying to earn
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After the meeting, ask:
= Did the buyer confirm a business issue?
= Did the buyer indicate why the issue is important?
= Did the conversation reveal urgency, consequence, or impact?
= Did | learn who else needs to be involved?
= Did the buyer commit to a next step?

= |s this a real opportunity or only interest?

This is where many prospecting efforts fall short. You may book meetings,
but if those meetings don't reveal buyer need, business impact, stakeholder
involvement, or next-step commitment, your pipeline will look healthier
than it is.
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Step 3: Value

Your outreach earns attention when the buyer can see why the conversation is
worth their time.

When you reach out, buyers are asking questions even if they don't say them
out loud:

= |s this worth my time?

s this issue important enough to consider?

Is there a reason to think about this now?

Does this seller understand anything specific about my business?

Do | trust this person or company enough to continue the conversation?

If your outreach doesn’t answer those questions, buyers are likely to ignore it.
If it does, you have a better chance of earning a real conversation.

That's why every Attraction Campaign needs buyer-focused Value at
the center.
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The 4 Whys of Buyer-Focused Value

A strong value message answers four questions from the buyer’s perspective.

m What the Buyer Needs to Understand

Why Act? The issue, risk, or opportunity is important enough to address.
Why Now? Waiting has a cost, consequence, or missed upside.
Why Us? You or your company bring relevant expertise, insight,
y use capability, or experience.
Why Trust? The buyer has reason to believe you can help them achieve

the outcome.

Most outreach fails because it only answers Why Us? at the expense of
everything else.

The seller explains who they are, what their company does, or what they'd like
to discuss. But the buyer still doesn’t know why the issue is important, why it's
urgent, or why the seller is credible enough to justify the conversation.

Strong outreach starts with the buyer’s world, not the seller’s offering.
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Why Act? Why Now?

Buyers need a reason to pay attention. Even when buyers agree an issue deserves attention, they may still delay.

The reason might be a performance gap, emerging risk, missed opportunity, That's why you need to help buyers understand timing. Why should this move
competitive pressure, operational inefficiency, customer issue, growth priority, up their priority list? What happens if they wait? What gets harder, more
regulatory shift, or internal change. expensive, slower, or riskier?

Your job is to connect the outreach to something the buyer is likely to Why Now? doesn’t require manufactured urgency. It requires a clear

care about. explanation of consequence.

Weak version: “"We help companies improve sales performance.” For example:

Stronger version: “Many sales teams are seeing pipeline growth without the = Astalled decision may become a missed growth target.

same lift in quota attainment. If that pattern is showing up in your team, the

. 't | ' = Weak stakeholder alignment may lead to no-decision.
issue may be less about activity and more about conversion quality.”

= Poor qualification may inflate pipeline without improving results.
The stronger version gives the buyer a business issue to consider. : : ,
= Generic outreach may create meetings that don't convert.

= Delayed account expansion may give competitors more room to enter.

The strongest Why Now? connects timing to business impact.
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Why Us?

Buyers also need to know why you're relevant.

This means connecting your expertise to the buyer’s issue, not leading with a
capabilities dump.

Why Us? might come from:

Relevant research

Experience with similar organizations

A point of view on the buyer's business issue
A diagnostic or methodology

A track record solving the problem

A useful benchmark, framework, or example

A specific capability that fits the buyer’s situation

The buyer doesn't need to know everything you can do. They need to know
why you belong in this conversation.
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Why Trust?

Outreach asks the buyer to take a risk with their time.
Trust helps reduce that risk.

You can build trust by showing preparation, using credible evidence, making a
specific observation, offering a useful perspective, or demonstrating that you
understand the buyer’s likely priorities. Trust is damaged when outreach feels
copied, automated, exaggerated, or disconnected from the buyer’s situation.

This is why personalization counts. It goes beyond inserting a first name,
company name, or industry label to demonstrate that you have a value-added
reason for reaching out to this buyer about this issue at this time.
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Step 3: Value

Al Application: Build the Value Logic Before the Message

Asking Al to “write a prospecting email” often produces a polished but
generic message. Build the value logic first.

Provide Al with verified information about the buyer, target company, industry,
and trigger event, along with your relevant capabilities, experience, research,
client results, examples, methodology, or other proof points.

Use These Prompts
Prompt 1: Build and pressure-test the value logic.

Using only the verified information provided, develop a value hypothesis for
this buyer. Organize it around the 4 Whys:

Then test the value hypothesis against:
s Why Act? Is the issue, risk, or opportunity important enough to address?

s Why Now? Is there a credible consequence of waiting or benefit to
acting now?

n Why Us? What relevant expertise, capability, or experience makes us
appropriate for the conversation?

»  Why Trust? What evidence gives the buyer confidence that we can help?
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For each Why, identify the evidence supporting it, label any assumptions that
require verification, and flag where the evidence is weak or missing. Then,
identify the weakest of the 4 Whys and suggest one question or research step
that would strengthen it.

Review and refine the value logic before moving on.
Prompt 2: Turn the approved value logic into outreach.

Using the value hypothesis we just developed and reviewed, draft a concise
prospecting email and a 30-second call opening. Keep both buyer-forucsed,
specific, and credible. Don't introduce claims, results or proof points that
are not includied in the approved information. Make the call opening sound
natural when spoken, rather like a written email.

Check the Output

Does it begin in the buyer's world? Is the urgency legitimate? Are the proof
points accurate? Does each channel preserve the same value logic without
simply repeating the same wording? Would the message still sound relevant if
your company name were removed?
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Value Drives More than the First Meeting

Value doesn't stop once the buyer accepts the meeting.

The same value case that earns the conversation also helps the opportunity
advance. RAIN Group's Top-Performing Seller research found that Top-
Performing Sellers are stronger at capabilities that help sellers communicate
value, create urgency, differentiate, and inspire buyer confidence.

A buyer may agree to meet and still fail to move forward. You have to help the
buyer understand why the issue deserves attention, why action should happen
now, and why the proposed path is credible.

In complex sales, this work often extends beyond the first buyer conversation.
You may need to help champions explain the issue internally, build alignment,
clarify business impact, and answer questions from stakeholders who weren't
in the original meeting.

Value has to be clear enough for the buyer to carry forward when you're not in
the room.
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TOP-PERFORMING SELLERS ARE MORE LIKELY THAN THE REST TO...
% DIFFERENCE

Make and communicate strong
ROI and financial cases

N 63%

Present overall value cases
compellingly and persuasively

Make the differentiation
case compellingly

Inspire confidence buyers will T BR2

achieve desired results

Build urgency for buyers I 50

to take action

I 60%

N 55%
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Offers Buyers Find Valuable

Our prospecting research found that buyers are influenced by offers that help
them think about their business, their problems, and their options.

OFFER OR CONTENT TYPE
% BUYERS INFLUENCED

Primary research data D 55%

relevant to their business

Do O N e 7%

provider's capabilities

Content customized to
their specific situation

Insight on using products or I 6%

services to solve business problems

Best-practice methodology I 45

based on provider expertise

Insight into new and emerging I 3%

business issues or market trends

Financial justification, such as
J ’ N 63%

ROI or total cost of ownership

I 67 %
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You don't need to use every offer type in every campaign. The right offer
depends on the buyer, the issue, the relationship, and the desired next step.

For sellers, the takeaway is practical: don't lead with a generic request for
time. Lead with something useful enough to justify the conversation.

The right offer might be a research finding, a relevant point of view, a short
diagnostic, a benchmark, a business case, or a best-practice idea. What
matters is that the buyer can see why the offer connects to their role, situation,
or priorities.
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Using Trigger Events to Create Relevance

One way to make outreach relevant is to connect it to a trigger event.

A trigger event is something specific that has happened in the buyer’s world
and creates an opening for a timely conversation.

Examples include:

A leadership change

New funding

Expansion into a new market
Hiring growth

Restructuring

A new strategic initiative

A merger or acquisition

A regulatory shift

A public statement about priorities
A competitive move

A customer experience issue

A technology investment
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The trigger event gives you a reason to reach out, but it's only useful if you
connect it to a business issue.

1

Weak version: “Congrats on your new role. I'd love to introduce our services.’

Stronger version: “Congratulations on stepping into the CRO role. Leaders

in new revenue roles often have to quickly assess whether pipeline growth is

translating into quota attainment. If that's on your agenda, | can share a short
diagnostic we use to separate pipeline issues from conversion issues.”

The stronger version uses the trigger to create relevance, then offers value.
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6 Outreach Approaches to Generate Conversations

There are several ways to shape the value offer in an Attraction Campaign. The
right approach depends on the buyer's situation, the trigger event, and the
reason you're reaching out.

Use these six approaches to create outreach that gives the buyer a reason
to engage.

1. New ldeas

Use this approach when the buyer may not yet recognize the issue, risk,
or opportunity.

Lead with a point of view, emerging trend, research finding, or new way to
think about a business problem. This approach works well when you can
connect your idea to something already happening in the buyer’s business.
For example:

“Your recent expansion announcement caught my attention. When companies
enter new markets, one of the risks we often see is that operating processes
don't scale as quickly as the growth plan.

| have a short framework you may find useful for identifying where expansion
creates the most pressure on people, process, and customer experience.

Would it be useful to compare notes?”
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2. Best Practice

Best Practice works when the buyer wants to know what high performers are
doing differently.

Share a practice, benchmark, method, or operating discipline that gives
the buyer a useful comparison, especially when they're trying to improve
performance but aren’t sure what to change first. For example:

“We've been looking at how organizations are improving forecast accuracy
without adding more reporting burden. One pattern stands out: teams

are inspecting buyer evidence earlier, especially around decision process,
stakeholder alignment, and business impact.

| thought this might be relevant given your team’s focus on improving
planning discipline this year, would you be open to seeing the checklist?”
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3. Straight Results

Straight results works best when the buyer responds more to numbers
than narrative.

Lead with an outcome, business result, efficiency gain, risk reduction, cost
improvement, growth result, or performance metric—but only with results you
can substantiate. Without a specific proof point, keep the message focused
on the type of result buyers typically care about, not an unsupported claim.
For example:

“Many finance teams are looking for ways to reduce manual work in month-
end close without compromising accuracy or controls.

We've been helping teams identify where process delays, handoffs, and
rework are adding time. The first step is a short review that highlights the
highest-friction points and where automation or process changes may have
the greatest effect.

Would it be useful to discuss what that review would look like for your team?”
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4. Capabilities

Capabilities matter most once the buyer already knows they have a need. The
question then becomes whether you can help.

The key is to frame capabilities through the buyer’s issue, not as a general list
of services or product features. For example:

“I noticed your team is hiring for several customer operations roles. When
organizations scale that function quickly, they often need stronger visibility
into service volume, handoffs, response times, and customer-impact trends.

We help teams centralize that view so leaders can spot bottlenecks earlier and
make better staffing, process, and technology decisions.

Would it be worth a brief conversation to see whether this is relevant to your
current growth plans?”
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5. Demonstration

Some offerings are easier to grasp through proof than description. That's when
to demonstrate.

A demonstration might be a product demo, diagnostic, benchmark review,
sample dashboard, workshop preview, or example of how a method works.
The strongest demonstrations give the buyer value before asking for a larger
commitment. For example:

“I saw that your organization is investing in customer retention this year.
One tool we often use with teams is a simple retention-risk dashboard that
highlights accounts showing early signs of churn risk.

| can share a sample version and walk through the signals it tracks, even if
you're just exploring options right now.

Would that be useful?”

© RAIN Group

6. First Step

Not every buyer is ready for a meeting. Some will take a smaller first
step instead.

Offer something useful and easy to accept: a short diagnostic, research report,
benchmark, checklist, webinar, guide, calculator, tool, or executive briefing.
The goal is to create value now and open the door to a more meaningful
conversation later. For example:

“Given your focus on improving operational efficiency, | thought this short
checklist might be useful—it outlines common areas where teams find hidden
delays, duplicated work, and unnecessary handoffs.

I’'m happy to send it over, and if any of the items are relevant, we can compare
notes on where teams typically start.

Should I send it your way?”
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Choosing the Right Approach

You don't need to use all six approaches in one campaign. Choose the

approach that best fits the buyer's situation.

May not recognize the issue yet

Wants to know what others are doing

Cares most about measurable impact

Has a known need or trigger event

Needs to see how something works

Isn’t ready for a meeting yet

© RAIN Group

New |ldeas

Best Practice

Straight Results

Capabilities

Demonstration

First Step

The strongest outreach often combines more than one approach. You might
lead with a trigger event, share a best practice, and offer a first step. Or you
might introduce a new idea and support it with a short demonstration.

What matters is that the message gives the buyer a clear reason to engage.

Value Before Volume

More touchpoints won't fix weak value.

Before increasing outreach activity, inspect whether your message answers the
4 Whys:

= Why should this buyer act?
= Why should they think about it now?
= Why are we relevant?

= Why should they trust us enough to engage?

If the outreach doesn’t answer those questions, adding more touchpoints will
only scale the wrong message.
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Coach Yourself

Use these questions to strengthen value before you reach out:

What business issue is this outreach tied to?

What makes the issue timely?

What's the buyer likely to care about in their role?

What proof, research, example, or insight supports the message?
Which of the 4 Whys is weakest?

What would make the buyer want to continue the conversation?

What value will the buyer get even if they don't buy?

The goal is not to make every message longer, but instead to make every
message more relevant, more useful, and more credible—that's what gives
buyers a reason to engage.

© RAIN Group




Step 4: Execution

Execution is where many prospecting efforts break down.

You may know whom you want to target, have a relevant offer, and understand
the value you need to communicate, but quality pipeline still depends on
whether you do the work consistently, focus on the right activities, and turn
outreach into meaningful buyer action.

Prospecting doesn’t usually fail because sellers don't know it's important.

It fails because the work gets pushed aside by urgent requests, active
opportunities, internal meetings, admin work, and everything else competing
for attention.

That's why execution has to be designed, scheduled, coached, and reinforced.

Here are five ways to ensure you execute on prospecting.

) Resource

Use our Sales Prospecting Meeting Calculator to
reverse-engineer your revenue goal and determine

the actions you'll take to meet it.

© RAIN Group

1. Plan and Share Your Actions

Prospecting improves when you define what you're going to do before the
week gets away from you.

A strong weekly plan should include which:

Accounts and buyers to pursue

Trigger events or business issues to use
Value offer to lead with

Touches to complete

Referrals or introductions to request
Follow-ups require a new value-add
Meetings need preparation

Opportunities need conversion review

Planning helps you move from general intention to specific action.

Sharing the plan helps create accountability. That might mean sharing it with
a manager, peer, accountability partner, or team. The point is to make the
commitment visible enough that you follow through.

4 STEPS TO BUILD A SALES PIPELINE THAT CONVERTS | 25


https://www.rainsalestraining.com/resources/sales-white-papers/prospecting-toolkit-thank-you 

2. Calendar Your Investment Time

Prospecting has to make it onto the calendar.

If creating new conversations is important, you need protected time for it. That
means scheduling time for activities that produce outsized returns, such as:

= Building and refining target lists
= Researching accounts and buyers
= Reviewing trigger events

= Writing customized outreach

= Asking for referrals

= Calling priority buyers

= Sending follow-up with value

= Preparing for first meetings

= Reviewing whether meetings converted into real opportunities

This time should be treated as investment time, not leftover time.

You might schedule 30 minutes each morning to review trigger events and
send outreach. You might block two focused sessions each week to work
through a priority account list. The structure can vary, but the principle is the
same: if it's important, it needs protected time.

The strongest prospecting work often happens before the message is sent.
You need time to understand the buyer, clarify the value hypothesis, and
decide what would make the outreach worth the buyer’s attention.

© RAIN Group

3. Sprint Into Focused Work

Even when prospecting time is scheduled, distraction can take over.

You sit down to work on outreach, see an email notification, open a customer
request, respond to one quick question, and lose the block. That's why
focused work helps.

For prospecting, a focused sprint means choosing one defined activity and
working on it without switching tasks. Examples include:

= Build a target list for 20 minutes

Draft five customized emails

Make calls to priority buyers

Review trigger events for named accounts

Prepare for two first meetings

Ask for three introductions

= Write value-add follow-up for recent conversations

The key is to avoid mixing everything together. Don't research, write, call,
check email, update CRM, and respond to internal messages in the same
block. Choose the activity, set the time, and work only on that task.

Focused work makes prospecting less overwhelming because it turns a broad
goal into a specific action.
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Productivity Behaviors That Support Prospecting

RAIN Group's Top-Performing Seller research shows that Top Performers have
stronger work habits in areas that directly support prospecting execution.

TOP-PERFORMING SELLERS ARE MORE LIKELY THAN THE REST TO...
% DIFFERENCE

oCUs O e g N N 73%

not get derailed

Maximize time spent on
P N 62%

activities that drive the best

Get the most done in
the time available

Not get distracted GGG 49%

I 60%

Hold themselves accountable I 6%

to commitments

Plan and manage time to
achieve the best results

I 41%

!
T
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4. Measure More than Activity

Activity gives you a starting point, but it doesn't tell you if prospecting is working.

Inspect both activity and quality.

Touches completed

Buyer responses

Meetings created

Meeting quality

Qualified opportunities created
Next-step commitments

Stakeholders identified

No-decision risk

Pipeline value

© RAIN Group

Are you doing the work?

Are you creating engagement?

Are you earning time with buyers?

Do buyers find your conversations useful?
Are your meetings are converting?

Are buyers taking action?

Are you uncovering the buying process?

Are you identifying where opportunities
may stall?

Is your prospecting activity creating
commercial impact?

You can send more emails, make more calls, and book more meetings while
still creating a weak pipeline. That happens when you pursue the wrong
targets, lead with poor value, fail to qualify, or create conversations that
don't advance.

The goal is to avoid mistaking activity for progress.

A full calendar of first meetings may look promising, but if those meetings
aren't with a qualified buyer, and don't connect to buyer need, business
impact, stakeholder involvement, or next-step commitment, they won't
create the pipeline you need.
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5. Reinforce the Right Behaviors

Managers play a critical role in turning prospecting into quality
pipeline, but you don't need to wait for a manager to inspect
your work.

If you only track activity or meetings booked, you'll optimize for
activity or meetings booked. If you inspect relevance, value, target
quality, buyer evidence, and conversion, you're more likely to
improve the behaviors that lead to stronger opportunities.

Use these questions to coach yourself or prepare for your next
pipeline review:

= Am | pursuing the right accounts and buyers?
= What business issue does this outreach connect to?
What value hypothesis am | testing?
What trigger event or signal makes this timely?
What's customized beyond the buyer’s name and company?
Which of the 4 Whys is weakest?
What buyer action am | trying to earn?
= Did the meeting become a qualified opportunity?

= What could cause this opportunity to stall?

These questions help improve judgment, not just volume.

© RAIN Group

Al Application: Use Al to Inspect What Converts

Al can help you look for patterns across multiple accounts or campaigns, but the
quality of the analysis depends on what you ask it to inspect. Use it identify patterns,
not as a substitute for judgment in evaluating an individual buyer or opportunity.
Don't limit the review to emails sent, responses received, or meetings booked.

Provide Al with de-identified campaign data for a defined time period, including
target accounts and roles, trigger events, value hypotheses, offers, touchpoints
and channels, buyer responses, meetings, qualified opportunities, stakeholder
involvement, and next-step commitments. Include your criteria for a qualified
opportunity or meaningful buyer progression. A table or spreadsheet using a
consistent row structure will make the analysis easier.

Use This Prompt

Review the campaign results below. Compare target quality, trigger event,

value hypothesis, offer, channel mix, buyer response, meeting quality, qualified
opportunity creation, stakeholder involvement, and next-step commitments. Identify
patterns associated with meaningful buyer progression. Flag where the evidence

is insufficient. Recommend the highest-priority change for the next campaign,
specifying whether it concerns targeting, messaging, sequence design, or follow-up.

Check the Output

A small number of responses may not represent a reliable pattern. Treat Al's
conclusions as hypotheses to examine, not proof of cause and effect.

When analyzing campaign results, use approved tools and de-identify sensitive
buyer, customer, and company information.



From Outreach Discipline to Opportunity Discipline
Prospecting execution doesn’t end when the buyer responds.

The same discipline you use to create a conversation should carry into the opportunity. You need to qualify well, understand the buying
process, communicate value, engage stakeholders, and create clear next steps.

There's a distinction between pipeline problems and conversion problems. Prospecting, targeting, and pipeline creation help when
opportunity flow is weak. But when opportunities stall, slip, or fail to convert, teams need stronger qualification, value communication,
stakeholder engagement, and manager deal coaching.

Execution is the final step in WAVE for a reason. Without it, mindset, campaigns, and value stay theoretical. With it, you create the kind of
outreach that produces quality conversations, quality opportunities, and stronger pipeline.

i
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Turning Prospecting Into Quality Pipeline

Creating quality pipeline takes more than activity.

You need the Winner's Mindset to reach out proactively, the structure to run targeted Attraction Campaigns, the Value to earn buyer
attention, and the Execution discipline to sustain the work over time.

Use WAVE to pressure-test your next prospecting effort before you launch it. Know whom you're pursuing, why the conversation should
matter to them, what value you'll bring, and what buyer action you're trying to earn.

Then use the Attraction Campaign Brief to turn that thinking into a targeted sequence you can execute, inspect, and improve.

Pipeline Quality Checklist

Use the checklist on the following page to inspect whether your prospecting efforts are likely to create quality pipeline.
Before outreach, inspect target quality, timing, value, personalization, and the offer.

During the campaign, inspect whether the sequence is creating buyer engagement and whether each touch adds value.
After the meeting, inspect whether the conversation became a real opportunity or only produced interest.

A full calendar of meetings can still produce weak pipeline. The real test is whether buyers confirm business issues, take action, involve
others, and continue moving the conversation forward.
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Pipeline Quality Checklist

Target Quality Am | pursuing the right accounts and buyers? Clear fit, relevant business issue, role alignment, account potential
.. . Trigger event, strategic priority, market shift, leadership change, growth
Timing Why now? What makes the outreach timely? ngger gep Y P 98,9
signal, risk
Value Hypothesis What issue, opportunity, or risk am | leading with? Specific buyer-relevant point of view, not a generic capabilities message
Does the outreach answer Why Act?, Why Now?, Why Us?, and N .
4 Whys Y Y Y Clear reason to engage and enough credibility to earn attention
Why Trust?
Personalization What's customized beyond name, company, and industry? Evidence you understand the buyer’s role, situation, or likely priorities
. ) Research, diagnostic, benchmark, insight, business case, best practice,
Offer Strength What will the buyer find useful? 9 d P
relevant example
Touch Strategy Does each touchpoint add something useful? Sequence is intentional, not repetitive
. . . ) i Email, phone, referral, social, content, events, or other channels used
Channel Mix Am | using the right channels for the buyer and relationship? . P
with purpose
Meeting Quality Did the meeting reveal a real business issue? Buyer confirmed need, consequence, interest, urgency, or impact
. . . Concrete next step, stakeholder introduction, shared information, follow-u
Buyer Evidence What did the buyer commit to? T P . P
meeting, internal discussion
) Early visibility into decision makers, influencers, blockers, funders,
Stakeholder Coverage Who else needs to be involved? y y
and users
. . ) : No-decision risk, unclear value, weak urgency, missing stakeholders, budget
Conversion Risk What could cause this opportunity to stall? L gency d 9
pressure, timing issue
. . ) Targeting, message relevance, questioning, value communication,
Coaching Need What behavior do | need to improve? geing 9 N 9

qualification, next-step discipline
Have | scheduled protected time and reviewed my plan with a

Execution Readiness
manager or partner?

Calendared time, accountability check-in, consistent weekly review
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RAIN Sales Prospecting

Reach Decision-Makers and Fill Your Pipeline

It's never been more difficult to get through and set meetings with your buyers. Based on proprietary, field-tested
research from the RAIN Group Center for Sales Research, we know what works and what doesn't to reach top
executives, secure meetings, and win sales.

Buyers talk to sellers who understand their business and lead with value from the first conversation. But most sellers RAIN Grou
don't consistently hit those marks, putting qualified opportunities at risk before they enter the pipe. » .
elivers World-Class

In RAIN Sales Prospecting, sellers get a proven process for maximizing the efficiency and efficacy of their outreach Sales Tra ini ng
consistently generating meetings, and filling the pipeline with qualified opportunities. Participants will:
Modular, multi-modal,

and purpose-built for the
Use multi-touch, multi-modal messaging that we work with you to develop for phone, mail, email, and social modern learner.

media

Apply what they learn in real-time to connect with prospects and set meetings

Unique approach to driving
= Learn to stay focused on and obsessed with prospecting results using our Extreme Productivity approach behavior change through

training we call
Execution Assurance.

= See new ideas in context with cases, examples, and exercises tailored to your industry and your buyer profiles
= Continue to learn long after the training is over via RAIN Group's world-class reinforcement
Focused on driving the business
In addition to prospecting, we offer a full curriculum of 86 modules across the sales cycle, including advanced results important to you.
consultative selling, winning major sales, account management, negotiation, and sales management/coaching, and
selling to C-suite executives. All programs tailored to client needs and available in instructor-led, virtual instructor-led,
and hybrid delivery modalities.

A transformational experience
that ensures the development,
adoption, and implementation

Click here to request a complimentary consultation —— of new skills.

Action-oriented coaching
prepares sellers for real
situations and provides

direct feedback.
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About RAIN Group

SellingPower
Drive Transformational Change through Award-Winning Sales Training _ TopSales
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RAIN Group is an award-winning leader in sales transformation, with over 20 years of researching and i : WINNER

enabling top sales performance. Recognized by Selling Power, Training Industry, and Brandon Hall, the S
company's modular, multi-modal approach to sales training provides flexible and customizable solutions
for complex global teams.

Organizations worldwide turn to RAIN Group to:

v

|dentify capability gaps and uncover growth opportunities for sellers and sales managers. %
Brandon Hall Grou
Optimize sales strategies and processes to drive measurable improvements and business impact. e e
Build elite sales teams with research-backed training proven to drive success in competitive markets.

Equip sales leaders and managers with coaching and management skills to maximize team performance.

RAIN Group partners with clients to ensure learning is adopted, drives lasting behavior change, and delivers
measurable results.
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