
THE        W  
OF CONNECTING WITH

Look at your best clients and create 
lookalike profiles to start your outreach.

HAVING A CLEAR PICTURE OF YOUR TARGET IS KEY TO PROSPECTING SUCCESS.

ROLES PERSONAS REVENUE COMPANY SIZE

INDUSTRY GEOGRAPHY PAIN POINTS ASPIRATIONS

C O N T E N T  D O
B U Y E R S  W A N T ?

Eighty-two percent of buyers say 
they accept meetings with sellers 
who reach out to them, according 
to the Top Performance in Sales 
Prospecting study from the RAIN 
Group Center for Sales Research.

How do you break through the 
gate keepers, competing 
priorities, time restraints, and 
endless emails and LinkedIn 
requests, to get on buyers’ radars?

Read on to learn what we 
discovered about the best way 
to connect with buyers.

B2B BUYERS
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DON’T KNOW 
WHERE TO START?

69%
Primary research data relevant 
to our business

DEVELOP 
YOUR
TARGET 
PROFILE  
BY IDENTIFYING:

WHEN

DO BUYERS ACCEPT 
A MEETING?WHY

W H O ARE YOU
TARGETING?

CONTENT THAT INFLUENCES BUYERS TO ACCEPT A MEETING OR 
OTHERWISE CONNECT (EXTREMELY/VERY INFLUENTIAL):

W H AT

67%
Descriptions of the provider’s capabilities

67%
Content 100% customized to our 
specific situation

66%
Insight on the use of products or 
services to solve business problems

65%
Best-practice methodology based 
on the provider’s area of expertise

Client case studies and success stories

61%

56%
How-to tips, tactics, and advice

63%
Insight into new and emerging 
business issues or market trends

55%
Client testimonials

63%
Financial justification such as 
ROI and total cost of ownership
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WHERE DO BUYERS WANT TO 
HEAR FROM SELLERS?

49%

70%

Email

80%

78%

Phone

preferred method

actual method

Direct Mail

Presentation
or Speech

BUYERS ARE DOING MORE 
RESEARCH ON THEIR OWN THAN 
EVER BEFORE, BUT THEY STILL 
WANT TO HEAR FROM SELLERS 
EARLY IN THE BUYING PROCESS.

DO BUYERS WANT TO  
HEAR FROM SELLERS?

IT’S DIFFICULT TO GET 
THROUGH TO BUYERS, 
BUT NOT IMPOSSIBLE. 
FOCUS ON THESE 
AREAS AND YOU’LL PUT 
YOURSELF IN A GOOD 
POSITION TO SECURE 
MORE MEETINGS.

VALUE
As the seller, knowing your 
targets well enough to know 
what they’ll consider valuable 
and demonstrating that you’ll do 
more than pitch to them goes a 
long way to securing a meeting.

Buyers may not see the need for 
your offering, but they may want 
the results it can bring. Educate 
and inspire them to connect 
their goals to what you offer.

NEED

BRAND 
Don’t leave this to marketing. 
Run multi-touch attraction 
campaigns and create your 
own awareness with your 
ideal buyers.

Have heard of the 
provider’s company

Provider has posted 
valuable content online

58%

55%

BUDGET
Buyers usually have no budget 
for new possibilities and unseen 
challenges. Senior-level buyers 
often never have budget; they 
invest when they see an 
opportunity. Inspire with the 
opportunity you bring. Budgets 
will appear.

DISSATISFACTION
Buyers may not know they 
should be dissatisfied with their 
current provider or solution. 
Show them that a better option 
exists and you’ll sow the seeds 
of dissatisfaction.

ALLIES
Make LinkedIn and relationship 
development an ongoing effort. 
If you do, connections in 
common will be inevitable. 

raingroup.com 
info@raingroup.com

Get self-directed online training that will give 
you the skills you need to develop winning 
campaigns and fill your pipeline. 

From building a prospecting plan to driving 
sales forward, design a custom ILT, VILT, 
hybrid, or self-study prospecting curriculum 
that empowers your team.

M A S T E R  S A L E S  P R O S P E C T I N G  S K I L L S

FOR L ARGE ORGANIZATIONS & TEAMS FOR SMALL TEAMS & INDIVIDUALS

Learn More Learn More

preferred method

actual method

LinkedIn

Provider offers to share 
something of value

Provider engages 
me peer-to-peer

63%

54%

Currently have budget

64%

Find contacts in the buyer’s 
company and ask for referrals. 
Make new contacts and do the 
same. Get introduced through 
your connections and efforts.

REFERRALS

49%

We know people 
in common

I am dissatisfied with 
my current provider45%

75% Need for the product 
or service now or future
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6  PHASES OF  THE BUYING PROCESS

When I’m looking for new ideas 
and possibilities to drive stronger 
results to improve my business.

When I’m actively looking for a 
solution to fix what’s broken or 
solve a problem.

Only 2% of buyers say they don’t 
want to engage with providers at 
all during the buying process.

Analyzing situation / causes
Vetting intervention options
Evaluating feasibility

INTERVENTION
Identifying provider options
Evaluating options

Making a “go” or ”no-go” decision
Selecting an option

Negotiating agreement
Making commitment
Executing agreement
Allocating funds

62%

When I’m analyzing a situation 
and its causes.49%

When I’m identifying and evaluating 
possible providers.54%

After a provider has responded to 
my request for proposal or quote, 
such as a finalist presentation.

30%

Evaluating success
Continuing or discontinuing
Improving, evolving, and expanding

HOW BUYERS PREFER TO BE 

CONTACTED VERSUS HOW 

BUYERS SAY SELLERS ATTEMPT 

TO CONNECT WITH THEM.

36%

50%

36% preferred method

32% actual method

preferred method

actual method

21% preferred method

32% actual method

DISSATISFACTION

Future seeking:
Looking for ways to drive stronger results
Problem solving:
Looking for a solution to fix what’s broken

71%

57%
Referral from 
someone inside 
my company

49%
Referral from 
someone outside 
my company

Source: 
Top Performance in Sales Prospecting, RAIN Group Center for Sales Research. 
This study included 488 buyers representing $4.2B in purchases across 
25 industries, and 489 sellers who outbound prospect.

https://www.rainsalestraining.com/sales-training-programs/sales-prospecting
https://www.rainsalestraining.com/sales-training-programs/online-sales-training/rain-sales-prospecting
https://www.raingroup.com

