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These are the thigs I learned that I would like to start incorporating. At the end of the class
I will commit to completing two or three within the next 30 days. To help you remember how
complex or important each item is, you should rate them by priority –
 P4 – Good idea, do sometime
 P3 – Good idea, do soon
 P2 – Great idea, do sometime
 P1 – Great idea, do now!

1. _________________________________________________________________________________________________

2. _________________________________________________________________________________________________

3. _________________________________________________________________________________________________

These are my top 3 goals for the next for for the next 30 days:

ITEM                     URGENCY / COMPLEXITY

The Action Planner
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Evolution of SalesThe Action Planner

_________ % of all interactions between B2B will be executed without a human.

Projected job losses by seller type:

_________ % Order Takers

_________ % Explainers/Hunters/Warriors

_________ % Navigators (nurtures, relationship builders)

_________ % Consultative

Definition of Consultant – Gives expert advice or service

Definition of an Influencer – Perceived as the expert, able to use that expertise to change the way 

others behave.  The power to effect purchase decisions due to their knowledge, authority or  

relationship.

Goals for this class:

1. _______ ________________________ ________________________ _________________________________________

2. _______ ________________________ ________________________ _________________________________________

3. _______ ________________________ ________________________ _________________________________________

4. _______ ________________________ ________________________ _________________________________________

 



4

Our Buyer’s Journey

Three Types of Buyers:

Visionary:

Utilitarian:

Customer in Crisis:

Notes: 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Influencers Can...
Notes: 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Sales and Marketing Conversion Funnel Formula
L X C X S  X F = GP

L= _______________________________________________
C = _______________________________________________
S = _______________________________________________
F = _______________________________________________
GP = _______________________________________________

Some examples:
Leads = _______________________________________________
Conversion Rate = _______________________________________________
Sale = _______________________________________________
Frequency =_______________________________________________
GP =_______________________________________________

Now double any one component:
Some examples:___________________________________________________________________________
Leads = _______________________________________________________________________________________
Conversion Rate = ______________________________________________________________________________
Sale =_______________________________________________________________________________________
Frequency = __________________________________________________________________________________
GP =_____________________________________________________________________________________________

Now double all components
Some examples:____________________________________________________________________________
Leads =_________________________________________________________________________________________
Conversion Rate =________________________________________________________________________________
Sale =__________________________________________________________________________________________
Frequency = _____________________________________________________________________________________
GP = _________________________________________________________________________________________
Double one - _____________________________ growth- _____________________________________
Double all - ______________________________  times growth- _______________________________

Sales & Marketing Conversion Formula
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What influencers do you know?
Fashion? __________________________________________________
Money?____________________________________________________
Travel? ____________________________________________________
Training your pet?_________________________________________
Your health? ______________________________________________
Your next car?_____________________________________________

Describe the influencer you know who you would go to for advice about work, money, marriage, etc.
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

What are typical influencer behavior traits?
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

 INFLUENCERS make it easy to find, value and trust them.

Influencers Can...
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Influencer Sales Strategy - Why

Notes:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Dream Phase
Intro Notes:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Strategy for the Dream Phase:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Tools for the Dream Phase:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Buyer Personas
B2B:  ______________________________________________________________________________________________ 

Role? Responsibility_______________________________________________________________________________
Goals _____________________________________________________________________________________________
Challenges/Pain Points (Internal and External) ____________________________________________________
Change Drivers & Inhibitors _______________________________________________________________________
Information_______________________________________________________________________________________

INPUT SAMPLE:
B2C: ______________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

BUYER PERSONA – B2B: HOW TO BUILD YOUR OWN
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Buyer Personas
B2C: ________________________________________________________________________________________

Background Demo:
__________________________________________________________________________________________________
__________________________________________________________________________________________________

Finances:
__________________________________________________________________________________________________
__________________________________________________________________________________________________

Hopes and Dreams:
__________________________________________________________________________________________________
__________________________________________________________________________________________________

Worries:
__________________________________________________________________________________________________
__________________________________________________________________________________________________

Influencers:
__________________________________________________________________________________________________
__________________________________________________________________________________________________

BUYER PERSONA – B2C: HOW TO BUILD YOUR OWN
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Buyer Personas

NOTES: 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Buyer Personas
To create your own buyer persona, go to  https://influencer-sales.com/buyerpersona/

NOTES: 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 
___________________________________________________________________________________________________
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Your SSI Score Today:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
_________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

https://linkedin.com/sales/ssi

Note:  To evaluate your photo – https://www.snappr.co/photo-analyzer

Why LinkedIn?

NOTES: 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 
___________________________________________________________________________________________________
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Your SSI Score Today:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
_________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

https://linkedin.com/sales/ssi

Note:  To evaluate your photo – https://www.snappr.co/photo-analyzer

Your LinkedIn Profile
Must haves:
A headline targeted to your audience – 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Background photo
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Summary – About Me  
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Media
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Activity – Update your own
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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LinkedIn – Growing Your Network

Why:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

How:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Sample connection request
___________________________________________________________________________________________________
___________________________________________________________________________________________________

___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Why:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

How:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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LinkedIn – Growing Your Network Doodly
What:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Why:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Notes:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Explore

Offline Online Tools Partners

Presentations
Volunteer Associations 
(MPI, SHRM)
Community Involvement

Create and curate 
targeted, relevant content 
to share on social 
networks
Post comments
Offer insights
Join groups
Grow networks

§ Prospecting emails
§ Buzzsumo
§ RightRelevance
§ Snip.ly
§ Lead nurturing 

campaigns
§ Retargeting
§ Niche 

placement/listings

Industry Experts
Marketing
Revenue Management
Operations
CVBs/DMOs
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Explore Share Relevant Content
Why:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Where?
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
__________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Tools for the Explore Phase

Buzzsumo:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Right Relevance:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

ACTIVITY: 
Audience Pain Points:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Article/Content/Video:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Intro:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Meet Snip.lyTools for the Explore Phase

What:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Why:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Notes:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Four Components to Influencer Explore Emails
1. ___________________________________________________________________________________________________
2. ___________________________________________________________________________________________________
3. ___________________________________________________________________________________________________
4. ___________________________________________________________________________________________________

Strong Subject Lines:
1. ___________________________________________________________________________________________________
 Sample: ______________________________________________________________________________________
2. ___________________________________________________________________________________________________
 Sample: ______________________________________________________________________________________
3. ___________________________________________________________________________________________________
 Sample: ______________________________________________________________________________________
4. ___________________________________________________________________________________________________
 Sample: ______________________________________________________________________________________

Make It Personal:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Clear and Concise:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Call to Action:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Thought Leadership:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Influencer Explore/Prospecting Emails
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Build an Influencer From Scratch 

Notes:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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 Inquire Phase

Notes on Sample Email Inquiry:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

What could have been better?
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

What was good?
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Offline Online Tools Partners

Sales office systems 
designed around 
customers
Strong competitor 
knowledge
Great phone presence
Knowledgeable front desk

Unusual response 
templates for email 
inquiries – personalized
Storytelling videos and 
images that can draw 
people in

§ Calendly
§ Lumen5
§ Adobe Spark
§ Storytelling
§ Inquiry Templates

Marketing, Operations, 
Revenue Management, 
GM, Owners, Brand
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 Inquire Phase
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 Inquire Phase
How to be first???
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 

How to be fabulous?
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

How to be fearless??
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Why is digital important?
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 
___________________________________________________________________________________________________
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Crafting Your Story
Act One – The Before:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Act Two – Overcoming obstacles
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Act Three – The After:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Four Parts to our Hero:
1. ___________________________________________________________________________________________________
2. ___________________________________________________________________________________________________
3. ___________________________________________________________________________________________________
4. ___________________________________________________________________________________________________

Describe their lie/ghost:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Who or what is the villain?
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Crafting Your Story Crafting Your Story
Help Visualize the Future
You must speak to a specific problem or desired end result.
Make a specific promise.
Give a specific example.
Offer a specific shortcut.
Answer a specific question.
Deliver a specific package.
What proactive next step can they take to reach the result?????  

Star Wars Notes:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Crafting Your Story
Our Worksheet (STORY CHECKLIST)

WORDS            VISUALS

Tools:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Lumen5:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Adobe Spark – Landing Page
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Adobe Spark – Video
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Crafting Your Story Crafting Your Story
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Decide

Business Writing Today:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Target grade level:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Why? Fast/Slow thinking:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

MATH PROBLEM: 
Between you and your friend, you have $1.10
You have exactly $1.00 more than your friend.
How much money do you have?____________________________________________________________________

Create Awareness
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Decide Decide
Writing Simply Notes:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Business Writing Tools:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Readability:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Grammarly:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Hemingway App:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

WORDS THAT SELL (Fill in examples)

___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Set parameters
Assign labels
Seat the small stuff
YOU (your customer’s name)
FREE Matters
Because
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The Influencer’s Response:
Empathize _______________________________________________________________________________________
Assure ___________________________________________________________________________________________
What _____________________________________________________________________________________________
Why ______________________________________________________________________________________________

25% Logic, 75% Emotion

Notes:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Try your own:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Question:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Your Response:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Decide
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Decide Decide
Epmathy: _________________________________________________________________________________________

Assure: ___________________________________________________________________________________________

What: _____________________________________________________________________________________________

Why: ______________________________________________________________________________________________

What if the answer is no?

Notes:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Additional tools – speaking presentations – ORAI
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Experience

Notes on the strategy:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 

How to build value in the relationship?
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Help to capture memories to share:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Experience Experience

Notes on the strategy:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________ 

How to build value in the relationship?
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Help to capture memories to share:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Ideas: ____________________________________________________________________________________________
Pre-arrival: _______________________________________________________________________________________
Welcome: _________________________________________________________________________________________
Throughout the stay: _____________________________________________________________________________
Goosechase! ______________________________________________________________________________________

Notes:
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Share Phase

How much more valuable are our advocates?
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Questions to ask yourself around your most loyal customers:
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Are they advocating for you today?  How?
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Share Phase Share Phase
Are they advocating for you today?  How?
___________________________________________________________________________________________________
___________________________________________________________________________________________________

When is the last time you asked them for a referral?
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Who owns the relationship with them?
___________________________________________________________________________________________________
___________________________________________________________________________________________________

What might they be willing to do to help you?
___________________________________________________________________________________________________
___________________________________________________________________________________________________

When is the last time you engaged with them?
___________________________________________________________________________________________________
___________________________________________________________________________________________________
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Wrap Up

Sample Influencer Sales Checklist

Weekly
________ Add 5 new LinkedIn contacts to network
________ Share 1 article on LinkedIn for my market – using snip.ly
________ Engage with 3 LinkedIn groups (leave comments, ask questions)
________ Send out 5 prospecting emails
________ Collect referrals and testimonials from one  in house guests/group

Monthly
________ Update proposal language – incorporate EAWW language
________ Update/create one adobe spark video to send out with inquiries
________ Create or find relevant content to share on social outlets
________ Check Influencer Sales Resource page for any new info
________ Share best practices with team
________ Add new case studies/testimonials to collateral

Create buyer 
personas for every 
segment you sell to

Update your social 
profiles to target 
your audiences

Grow your social 
networks by inviting 

past customers to 
connect

Join 3-4 LinkedIn 
Groups – listen and 

comment

Using persona 
challenges and goals, 
research content to 

share

Share content – on 
social channels, via 
prospecting emails, 

follow ups

Create Spark Adobe 
landing pages and 

videos for your target 
audiences

Create templates for 
your frequently 
asked questions 

(EAWW)

Update your 
proposals with 

visuals and influencer 
language (EAWW)

Build an Inflluencer from Scratch
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Wrap Up Wrap Up

Sample Influencer Sales Checklist

Weekly
________ Add 5 new LinkedIn contacts to network
________ Share 1 article on LinkedIn for my market – using snip.ly
________ Engage with 3 LinkedIn groups (leave comments, ask questions)
________ Send out 5 prospecting emails
________ Collect referrals and testimonials from one  in house guests/group

Monthly
________ Update proposal language – incorporate EAWW language
________ Update/create one adobe spark video to send out with inquiries
________ Create or find relevant content to share on social outlets
________ Check Influencer Sales Resource page for any new info
________ Share best practices with team
________ Add new case studies/testimonials to collateral

Sample Influencer Sales Checklist

Quarterly
________ Communicate customer needs to marketing (from buyer persona)
________  Review inquiry response process – how quickly are we responding? Are we first and fabulous?
________ Plan ongoing in-house guest promotions – to collect photos, reviews, referrals
________ Ongoing – How can we expand our influence?  

Tools: Trello
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Your Resource Portal: Bit.ly/isresourceportal

Join our social networks:
Facebook - https://www.linkedin.com/company/influencer-sales/ 
LinkedIn - https://www.linkedin.com/company/influencer-sales/ 
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These are the thigs I learned that I would like to start incorporating. At the end of the class
I will commit to completing two or three within the next 30 days. To help you remember how
complex or important each item is, you should rate them by priority –
 P4 – Good idea, do sometime
 P3 – Good idea, do soon
 P2 – Great idea, do sometime
 P1 – Great idea, do now!

1. _________________________________________________________________________________________________

2. _________________________________________________________________________________________________

3. _________________________________________________________________________________________________

These are my top 3 goals for the next for for the next 30 days:

ITEM                     URGENCY / COMPLEXITY

The Action Planner


