The Outbound Efficiency Framework

Click here to see the full Framework.

The GTM Efficiency Pyramid for Outbound

Automation
Amplifying what's already
working to drive more
efficiency and impact.

Examples:
o Automated trigger-based cadences
» Using Al for outbound messaging scale
« Demand generation trends to forecast

FUNDAMENTALS

Optimization

efficient ways to execute

Identifying what's working and
not to find more effective and

Examples:
e Outbound Insights

» Pipeline Council Meetings
» ABM implemented with marketing

Adoption

Driving adoption of Fundamentals
and providing visibility into
execution and results

Examples:
e Building out cadences
o Enablement and training
e Full reporting and dashboards

Fundamentals
Establishing basic strategy and
process so people and systems
can do their jobs

To build an effective Outbound Engine we need to start with the Fundamentals, the basic components

needed for reps to reach the right buyers with the right messaging eff

iciently and effectively.

Step 1: ICP, Buyer Personas, and Products
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Step 2: Capacity Planning
Create a Capacity Plan to determine how many accounts each rep ca
Identify best prospects within that number threshold.
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ADOPTION

Step 1: Building Out Cadences

Build out processes for prospecting target lists in each segment.

Tailored Targeted

Custom

Messaging
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e Your best accounts e Messaging still needs to be
relevant to them

« Follow on social listening
tools to send messages

relevant to company news

e« Template based on
segment + 25% tailored

e Use Tier 3 accounts to
practice new messaging

o Create more personalized
messaging

OPTIMIZATION

We now have the foundation in place to get our team executing the ba

Step 1: Outbound Insights

this data to double down on what's working.

can start to measure what's working and what’s not and optimize the outbound motion.

Once we have the proper reporting systems set up, we can further slice and dice

Account List Size

With the Fundamentals in place, we need to drive Adoption of the outbound process across our team.

Templated

Generic
Messaging

Nobody 2o

e This is Spray and Pray
outbound

o Generic messaging that
nobody likes receiving

 It's ineffective, we strongly
advise against it!

Step 3: Full Reporting & Dashboards €

Driving adoption - and results - relies on solid reporting.

Define your ICP and BP for
your entire product set

Define the right
timing/intent signals

Pinpoint your Ideal Buyers
for each product

« What does “quality” look like?
« What research is needed?
o What personalization is needed?

« Max number of activities before giving up
« Avg number of activities anticipated, including
prospects that respond/convert to meetings

Define Processes For:

« When do reps personalize
emails vs using templates?

« What research do reps need
to do before reaching out?

o At what point do reps walk

away?

Examples:
» ICP, Personas, Products
» Capacity and Territory Planning
» Building and segmenting target lists

Step 3: Territory Planning

UNION
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CONSULTING

Outbound works when...

Outbound works when reps get the right messaging to the right
buyers. It works when outbound teams have an efficient system to
produce quality outreach with enough quantity to hit targets.

We do this by starting at Fundamentals and working our way up.

Create territories from your list of best accounts. Consider factors such as geography and rep specialties/experience.

Cut-Off Line

Make your cut-off line as close
to the top as possible while
including enough accounts to <

/

Marketing Only

(No sales outreach)

feed every rep.

Ignore Bad Accounts

} Tier 1: Top 10%

Tier 2: Next 20%

Tier accounts based on variables
that indicate propensity to buy

from historical prospecting data.

It's ok if you don't have perfect

data. Any amount of strategic push
in the right direction is beneficial.

N
Tier 3: Next 30% 'O‘

> Tier 4: Remaining

Once territories are defined,
enrich the data with contact
information, past sales and
marketing engagements, and
any other information reps can
use to tailor their messaging.

Step 4: Building & Segmenting Target Lists

By segmenting our target lists, as narrowly as a single Buyer Persona in one industry/type of

company, our salespeople can work more efficiently and effectively.

C

Segment 1
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Segment 2

Choose the two
most promising
industries/sectors/
company types in
your ICP

Segment 3

Segment 4

Choose the two most promising
Buyer Personas that you target

Create different messaging templates for
each segment, tailored to the needs and
value props most relevant to that persona

Step 2: Enablement & Training

The processes and systems we build are only as good as our execution.
Once we have them in place we need to train the team and drive adoption.
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sics of outbound. From here we

Optimize

AUTOMATION

There's no bigger waste of money than automating a broken process - But if we've been working our way

up the GTM Efficiency Pyramid, we should have an effective system in
Here are just a couple of ways to do this for outbound.

place that's ready to be scaled.

Automating Trigger-Based Cadences

Triggers are any signals that indicate an account is currently in-market. By automating

trigger-based cadences, we can help reps increase their success rates

T

Downsizing

Opening up new offices
Launching new products
Mergers and acquisitions

Getting a promotion
A post on social media

Being quoted in an article
Certain background

Rep Gets Trigger Alert | ™3 | Rep Pulls Up Template
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Individual Triggers

with minimal effort

e Acyberattack
e A new exec being hired

« Employee count change

e A successful funding round

history
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Timely Triggers

Rep Fills Template

e Running a podcast

e Having a content library

« Using a specific tech stack

o Marketing via specific channels

Static Triggers

=3 Message is Sent

Step 2: Pipeline Council Meetings

Across Teams

Per Rep

The insights we've uncovered require us to take action. If we have a large revenue team, it can
make sense to pull in heads of our revenue departments and create a pipeline council.

Step 3: Collaboration with Marketing

As our outbound motion evolves, we should have our outbound and marketing teams
collaborate on ABM lists, sharing feedback and aligning on strategies to close accounts.

x\ng Uty
© %,
$ (o)
& %
Combined %
|
Inbound nbound & Cold w
. Outbound
Meeting Outbound
Requests Account= Prospectin
qu Based P 9
Activities

Rank/score ABM accounts by
priority and prospect into
them in one unified motion

Using Al to Scale Outbound Messaging

Once we have the above processes in place, we can feed Al the information it needs to create

personalized messaging at scale.
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