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Praise for How to Get a Meeting with Anyone, Updated Edition


“This book isn’t just about meetings; it’s a battle plan for rebels who refuse to be ignored.”


—David Brier, bestselling author of Brand Intervention and Rich Brand, Poor Brand


“In an AI-driven world, Stu’s book proves human connection is still the ultimate sales tool.”


—Frank Bastone, president of FrankTalk.com


“In How to Get a Meeting with Anyone, Stu Heinecke masterfully distills the art of networking into practical strategies that anyone can implement. The book offers actionable insights on how to build meaningful connections, and ultimately secure that elusive meeting. With a blend of real-life examples and highly creative techniques, the author empowers readers to break through barriers and establish relationships that can transform their careers. A must-read for anyone in sales.”


—Gerhard Gschwandtner, CEO of Selling Power magazine and Sales3.0


“This new edition nails it: virtual meetings, work-from-home burnout, AI clogging up our lives—it’s all here, and the author still managed to make getting a meeting feel like an art form. This book is a manual for not just reaching people, but for actually making them want to hear from you.”


—Tommy Schaff, managing partner at Major League Sales


“SalesDaily just published its Top 72 Sales Books for Prospecting ranking. How to Get a Meeting with Anyone is our #1 pick.”


—Haris Halkic, editor and publisher of SalesDaily.com [URL inactive]


“Creative, actionable, and effective—Stu delivers the ultimate guide to getting your foot in any door.”


—John Jantsch, author of Duct Tape Marketing


“Getting human-to-human meetings, no matter how they are done, is the sales professional’s priority and Stu shares wonderful ways to get them, to make them valuable for the customer, and help your sales efforts move forward.”


—Fred Diamond, cofounder of the Institute for Excellence in Sales and host of Sales Game Changers podcast


“While working with Stu to develop a campaign to gain access to C.H. Robinson’s most valuable prospect segment, we utilized his big board campaign with tremendous success. The unique approach and call follow-ups by our SDR team exceeded all of our KPI’s on setting up introductory sales meetings.”


—Drew Schwartzhoff, senior vice president of strategic marketing at Wabash


“Struggling to book meetings? Unlock new AI strategies in this easy-to-read book and start filling your calendar with opportunities today!”


—Brandon Bornancin, CEO of Seamless.AI and bestselling author


“Stu Heinecke is the perfect description of ‘Where there is a will, there is a way.’ His ingenious creations and original ideas open the door to meetings with practically anyone.”


—Rick Dees, legendary radio personality


“The only how-to manual you’ll ever need to get all of the meetings you could ever want—updated for today’s AI-driven world.”


—Kris Rudeegraap, co-CEO of Sendoso


“While many salespeople chase the next high-tech shiny object, the smart sellers know what has always been true, and always will be: humans crave authentic attention and interaction from other humans. Stu Heinecke’s first edition of How to Get a Meeting with Anyone was a master class in how to appeal to this fundamental psychological principle to cut through the noise, grab attention, create intrigue, and get meetings with interested prospects. He has made his new edition even better; he shows us how to take the very technology that is making others LESS human and provides strategies and techniques on how to use it as a tool to create more and better connections. If your business relies on prospecting, this book will help you to actually TALK to more people. Get it now.”


—Art Sobczak, author of Smart Calling


“Stu Heinecke’s How to Get a Meeting with Anyone is a must-read for breaking through in today’s noisy, AI-driven world. His focus on creative, human-to-human connection makes this updated edition more relevant than ever. It’s a game changer for building meaningful relationships.”


—Jon Ferrara, CEO of Nimble CRM


“Welcome to the yin and yang world of AI and sales. AI is the yin and sales is the yang, offering us major opportunities to differentiate ourselves. Stu gives us the playbook to be the yang. Choosing not to read it will allow AI to overrun you. Reading it allows you to leverage it.”


—Mark Hunter, author of A Mind for Sales


“I love this book and the new edition is even better! Reading this book inspired me to be creative and helped me generate countless meetings that resulted in multiple seven- and eight-figure enterprise deals. AI is changing the world and meeting with the right people is more important than ever. Stu goes above and beyond in helping us navigate these new uncharted waters.”


—Mareo McCracken, author of Really Care for Them


“In a time when few pick up the phone, their voicemail is stuffed, and emails are deleted, you need the set of strategies Stu is known for.”


—Anthony Iannarino, author of Elite Sales Strategies


“Stu Heinecke does it again! How to Get a Meeting with Anyone isn’t just a book—it’s a revolution in prospecting.”


—Alice Heiman, sales strategist and host of Sales Talk for CEOs


“My all-time favorite book on prospecting just got even better!”


—Alexandra Watkins, author of Hello, My Name Is Awesome


“In an impersonal, high-tech world, the differentiator won’t be the product or the price, but the person who gets the meeting. And, to get the meeting, you need to get this book.”


—Victor Antonio, founder of Sales Velocity Academy


“In a super-connected world, we’re actually anything but. Stu reminds us that in business, you actually have to connect on a human level to really succeed, and he is the Master guide on how to do that.”


—Bob Guccione, Jr., media entrepreneur and founder of SPIN magazine


“In a time of great need, it’s too late to start a relationship. Stu has bridged that ominous chasm between lack of access and the beginning of an important relationship using clever approaches to discharge the everyday tensions we all experience in business.”


—Russ Klein, CEO of the American Marketing Association


“It’s true that many a truth is said in jest but not all are guaranteed to make you laugh out loud or provide attention for your message from a high-level decision maker. Stu Heinecke can show you how in How to Get a Meeting with Anyone.”


—Pete Wilson, former Governor of California
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Get the Meeting!


How to Grow Your Business Like a Weed
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This book is dedicated to all the crazy, wonderful souls who believe in the magic of audacity, creativity, and intelligent mischief to get life-changing meetings that lead to explosive growth. They are the cliff divers, the wing-suit flyers, and the bungee jumpers of the business world. Without them, this book couldn’t exist.










Foreword



I am deeply honored to be introducing this new, updated edition of How to Get a Meeting with Anyone. People often say a certain book changed their lives—well, this is the one that changed mine. In fact, it gave me the idea to start a multimillion-dollar company called Reachdesk.


After How to Get a Meeting with Anyone was first published in 2016, author Stu Heinecke heard from readers around the world whose lives also had changed. One read the book and instantly improved their business by $300,000. Another used one of the strategies within and immediately changed his sales results, which led to a stunning ascent from newly hired sales development representative to running the $4.7 billion startup’s entire sales department.


My story was a little different. When a friend recommended that I read Stu’s book, I was a sales rep for a large European technology conglomerate. And I wasn’t having much fun, which is to say, I wasn’t breaking through to nearly enough top prospects. Which is really to say, I wasn’t breaking through at all. None of us were.


Every successful entrepreneur starts with a vision, based on an unmet need. And sales teams had a huge unmet need: getting the important meetings they needed to meet their numbers.


This book offered everything I needed to step out of my former life into a new one.


I started attending trade shows, making the rounds of the sales booths to ask reps what their biggest pain was. Every one of them answered, “Connecting with valuable prospects!” I pitched them my idea of sending custom gifts to prospects to stand out from the crowd. I immediately got a lot of interest.


That was the start of Reachdesk, the gifting platform I founded with three friends and colleagues, with no budget, no investment, but very high hopes. Today, it works with more than five hundred enterprise clients, helping their sales and marketing teams open critically important doors across the entire European and North American markets. Our most recent funding round was $47 million, from backers that include HubSpot and Highland Capital.


The book really did change my life. In the meantime, everything about business-to-business selling also changed, well beyond the effects of AI.


As people shifted to working from home during the pandemic, it got much harder to surprise them with a gift. But as with many challenges we’ve met, this led to an opportunity. When someone was due to receive a gift, we emailed them to announce it and confirm the correct shipping address. We also gave them the opportunity to choose another gift or donate it to charity.


Once we improved our way of contacting recipients, our data got better and our response rates improved. The announcements improved the effectiveness of the entire platform. And so many other sellers have found just this sort of surprise amid the changes they’ve endured over the past several years.


Yes, work from home made things more difficult. LinkedIn became overrun with junk DMs. Inboxes exploded with spam. And our phones have been ringing off the hook, so to speak, with spam calls. Although rules about these things have tightened, AI-powered platforms will surely change the game again, running well ahead of whatever safeguards emerge.


Getting meetings is still—and will always be—about getting the attention of another person in a way that leaves them thinking, perhaps even smiling. AI can’t do that and never will.


As AI permeates virtually every aspect of life, Stu Heinecke contends we will treasure things that are uniquely human: astonishing things conceived by talented humans and made by practiced hands. Things that are impossible for AI to imitate, presented in ways only very clever, human senders can. This awareness of human connection will only help savvy sellers, who have always been in the business of creating highly profitable human-to-human connections.


And that awareness captures the spirit of the opportunity you hold in your hands now. This updated edition of How to Get a Meeting with Anyone will help you navigate the changed waters of business-to-business selling, just as the first version did for me.


The book still contains many of the original stories and strategies, but the whole has been updated to help you take command of your selling outcomes. It contains the best lessons of the original, because those haven’t changed. It still makes sense to use art and personalization and metaphors and audacity and more to make the connections you need to write a new story for your own career or business.


As I did when I held my first copy of the book, you now have an opportunity to create fantastic new results in your life. I wish you well in the exciting journey you’re about to take.


Alex Olley


Cofounder, Reachdesk
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Introduction



When I wrote the introduction to the first edition of this book in 2016, I started by asking, “What’s a cartoonist doing writing a book about sales?” Then I shared a story that would change my life.


When I started my marketing agency years ago, I set out to use cartoons in direct mail campaigns. Personalization had just become a force, so I combined it with the magic of cartoons to create an effect that had never been seen before. The industry’s top experts advised against the use of humor, but I knew editorial readership surveys were indicating cartoons were already the best-read and remembered part of newspapers and magazines. And it worked.


My first two marketing clients were Rolling Stone and Bon Appetít magazines—prestigious clients and sophisticated marketers. So when my first two campaigns set new response records, that was my opening to introduce the concept to the rest of the magazine industry. But how would I reach those decision makers? I needed to connect with the top circulation-marketing executives at some of the biggest media companies in the world. These were sharp, busy people with pressure-cooker New York careers. They would not be easy to reach.


That’s when the marketer in me responded to this challenge: How would I achieve a near 100 percent success rate at breaking through to two dozen critically important prospects? My plan was to use the same personalized cartoons that had driven the record response in the direct mail campaigns, but in a different form. There wasn’t even a term for what I’d planned to do, so I called my outreach effort a “Contact Campaign.”


Since the audience was so small, I could afford to budget more per person, while spending far less than what a typical marketer does on a campaign. So I produced a set of twenty-four prints, each suitable for framing and featuring a cartoon personalized with the recipient’s name, and sent each with a letter.


The results were astounding. All of my prospects responded, all of them agreed to meet, and all became clients. That’s a 100 percent response rate, a 100 percent meeting rate, and a 100 percent conversion rate. Suddenly my small agency had a roster that included Time Inc., Forbes, Harvard Business Review, The Wall Street Journal, Condé Nast, and Hearst Magazines, all paying up to $25,000 per assignment.


And it all stemmed from a campaign that cost less than a hundred dollars. It changed my life, and as it turned out, through the publication of this book, it changed many lives around the world.


One reader reached out from Croatia to tell me my techniques had produced a quick $300,000 in new business. Another told me the book helped him leap from a new-hire sales-development-representative position to being sales manager of a $4.7 billion startup in less than a year.


Then, How to Get a Meeting with Anyone was named by RingDNA as one of the top sixty-four sales books of all time. The American Marketing Association dubbed me the “father of Contact Marketing.” And then the biggest surprise came when I met Alex Olley, who wrote the Foreword for this updated edition.


Alex read the book and was so inspired, he founded Reachdesk. Based in London, the company specializes in targeted gift-giving, to help sales teams break through to their top prospects and accounts. The company just closed a $47 million funding round, backed by several of the top names in customer relationship management and marketing automation.


I still hear from people every week who say the book changed their lives. So, why does it need an update?


Well, times have changed. Resources have changed. The pandemic and working from home changed how we connect. Those changes forced a greater dependence on digital channels, which have become overcrowded and less effective. It’s getting harder and harder to stand out, and harder to get meetings.


But that’s nothing compared to the impact of AI. We all know it is changing the sales profession, along with every other profession and sector of society. It’s already been infused into the tools we already use as sellers, while others are being added to the tech stack. AI is changing job descriptions, but it will do more than that: It will force a transformation of our identities as sellers.


But this is not a book about AI. It’s a book about getting meetings in the Age of AI. To update this edition, I returned to several sources from the original book to ask for their insights on getting meetings and how AI might affect our ability to make critical connections. Their thoughts may surprise you.


AI won’t kill our jobs but will surely enhance our productivity as sellers while redefining the nature of selling. It promises to make us far more refined in our processes and focus, making us more productive sellers. But AI is so much more than that. It’s a collaborator in a journey that will take us places we’ve never been.


So, the first chapter of this book creates a new AI-aware framework in which to work, sell, and get meetings. I think you’ll enjoy the conclusions about how AI will enhance your career or business, along with how it points to much more of what we’ve been doing as Contact Marketers. As the experts all noted, getting meetings has always been about creating human-to-human connections. That will continue in the Age of AI.


Thus, the tactics and strategies in this book are just as valid as they ever were. Creating surprise and delight, and using audacity and creativity to elicit a very human response, are perhaps even more relevant in the Age of AI because they’re so human in nature—because they’re not AI.


You’ll find three sections in the book. “What Is Contact Marketing?” explains the nature of using audacious and clever means to connect with people at the top of your list. It explains the wonderfully odd world of Contact Marketing, where everything about traditional marketing is turned upside down. Contact Marketing is not mass marketing; because it’s highly targeted, campaigns tend to be far more affordable. The metrics are also foreign to other forms of marketing, with response rates reaching as high as 100 percent or more. This section is filled with helpful insights into the nature of CEOs, how to create your own VIP makeover and VIP statement, and generally sets a foundation for your use of Contact Marketing.


Section two, “Contact Campaign Tactics & Methods,” is probably the one you’ll spend most of your time with. It’s filled with contact strategies, tips, and techniques, as well as stories of incredible breakthroughs using Contact Marketing. I detail Dan Waldschmidt’s sword campaign, Rick Bennett’s contact letter as a full-page ad in The Wall Street Journal, and the sales rep who used a carrier pigeon to connect with one of the most famous CEOs in the world. You’ll read about my use of personalized cartoons to reach presidents, prime ministers, celebrities, countless C-level executives, and so much more.


The final section, “Your Contact Campaign in Action,” explores the steps you’ll take and considerations you’ll encounter as you build and run your own Contact Campaigns. It will help you strategize messaging, add a secret weapon to boost response, and learn how to turn every executive assistant into an ally. It will brief you on how to speak to the CEO (in this case, the “Center of Enterprise Opportunity,” no matter their title) and will set the foundation for building a repeatable process that supercharges your entire team.


Updating a book like this is a delicate proposition. What do you leave in? What do you replace? How do you maintain the fine balance of a book that has changed tens of thousands of lives and was named one of the top sixty-four sales books of all time by RingDNA?


My approach has been to keep all of the good stuff—the tactics and strategies that work just as well now as they ever have—even in the face of enormous change. That’s pure gold. But I have also included new material to modernize the approach. As Contact Marketers, we must adapt to new tools and realities brought by AI, working from home, and an increasing flood of spam on all digital fronts.


There will be many books written about the use of AI in selling. If their focus is on the latest tools, they’ll quickly become obsolete as AI continues to move at lightning speed. This edition is different. It embraces a strategy of constant learning and adoption, whatever may come in the AI landscape. That approach will never become outdated.


As you sharpen your approach to Contact Marketing from this new edition, I suggest you also add my later book, Get the Meeting!, to your reading list. It was written after the original edition of this book, and contains many more campaign tactics for breaking through to your most important prospects. That book and this new edition are meant to serve as a companion set.


In Get the Meeting! you’ll read about the amazing stories of what Kris Kristofferson did to meet Johnny Cash, the current record-holding campaigns that produced over a 300 percent response rate and a 69,500,000 percent return on investment (ROI), and so much more.


But right now, your mission is to update your Contact Marketing strategy. I expect this book will change your life, just as the first did, by helping you get the meetings you could only dream of getting before. That is how rapid growth occurs and how fortunes are made.










SECTION I




WHAT IS CONTACT MARKETING?
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“Do you ever find yourself wondering, ‘What would Batman do in this situation?’”


CHAPTER 1


Getting Meetings in the Age of AI


Many books have been (and will be) written about AI, specifically AI’s magical footprint in the sales field, but no book will be able to keep up with AI’s explosive rise and evolution. Fortunately, this book doesn’t need to.


Instead, the mission of this new edition is to help you navigate how AI will change Contact Marketing, while staying ahead of your peers in terms of getting million-dollar meetings. After all, that’s how success is won in sales. So while AI can help us identify our ideal prospects in ways never before possible, including up-to-the-minute intel on trigger events, buyer intent signals, and propensities to buy, we still have to connect with very human souls on the other end. AI will continue to evolve, and in a way, our humanity will as well.


What AI promises is human transformation. Already, we’re better at finding the right buyers at the right time than ever before in human history. Thanks to AI-powered tools such as text-to-image, text-to-voice, text-to-video, and text-to-song, we’ve already transformed into very talented illustrators, voiceover artists, filmmakers, and singer-songwriters. Who knows what magic AI will bring to our lives next?


Human evolution is unlike that of any other life form on the planet. We have evolved not just biologically but also through technology. We’ve become the earth’s dominant species through our weapons, our modes of travel, and more recently, our digitized world of instant communication and information. But think for a moment if someone were to say about these advances, “That stuff’s too scary. I’m not going to participate.” That would be silly, right? They wouldn’t drive a car or take a plane; they’d walk. They wouldn’t use a phone; they’d talk only in person with the people in their immediate surroundings. They wouldn’t take the stairs or elevator; they’d climb the building.




“AI will not only change society, it will change each of us. It’s part of our evolution now, part of our DNA. It will make each of us super-sellers.”





Obviously we can’t function in society without integrating our lives into the mesh of technology that makes us so uniquely human. The same will be true for AI. Resisting it would be like resisting stairs. The way to keep this book relevant in the Age of AI is simple. We embrace the transformation, the rapid rate of change, while remaining focused on what makes us human. We laugh, we cry, we brim with curiosity and dreams, we explore and we aspire. We build and perfect and create.


AI will not only change society, it will change each of us. It’s part of our evolution now, part of our DNA. It will make each of us super-sellers. I’m fond of saying, if you can’t get meetings, you can’t sell. If you don’t embrace AI, you can’t sell.


An Equal and Opposite Reaction


There is a natural tension between AI and everything that makes us human. The more things become automated, artificial, and impersonal, the more we’ll crave authenticity, audacity, insight, and expertise. We’ll savor things born of ingenious minds, deep talent, and practiced hands. Things and actions that are uniquely human.




“There is a natural tension between AI and everything that makes us human.”





Most B2B AI platforms, as I write this, are focused on identifying ideal prospects. Some even offer to automatically open new accounts.. But here’s where they’re missing the mark: Every one of these platforms still relies on tactics that haven’t been working, such as email sequences that offer endless, boring copy that no one reads.


Now, compare these useless tactics with those used by sellers and entrepreneurs who broke through to create extraordinary results. For instance, Jason Rende is an IT security founder who decided he wanted to penetrate the startup market in Manhattan. Overheard on Alice Heiman’s Sales Talk for CEOs podcast, Rende recalled his earlier experience in the film industry, when urgent deliveries were made via bike messenger. Whenever one showed up, everyone stopped what they were doing to examine the delivery.


Having been a messenger himself, he suited up and started making “pitch deliveries” on his bike. He’d show up, ask for the founders, and deliver his pitch. They were spellbound by the fact that the bike messenger was also the company’s CEO—and by the audacity of the whole enterprise.


He quickly generated a large new base of startups. But here’s the most clever part. In Manhattan, as in most cities, every visitor must check in with lobby security, who calls the person to be visited for clearance to come up. If there’s no appointment, the visitor is turned away. But not Jason. You see, messengers check in, announce their delivery, and are free to go up without an appointment. It’s a brilliant way to do a drop-by, in-person meeting without a lot of fuss—with a roughly 100 percent penetration rate.


Then there’s Stuart Saunders, who surprised me one day before going onstage to speak at the Outbound conference. He told me he was a fan of this book, and then explained how it inspired him to purchase a wide-format printer and a computer-controlled router to produce deeply personalized Contact Campaigns.


Saunders deals with home builders. And home builders are used to receiving blueprint drawings, which are always a high-priority form of communication. So he devised a blueprint-style expression of his value proposition to provide seamless mortgages to sell the homes. The response has been strong and positive, enabling the business to rapidly expand. He also noted how builders always seem to have a “take one” box in show homes, to dispense brochures to home buyers visiting developments. So he crafts fine wooden boxes engraved with the development’s logo, which serve as both customized take-one boxes and his ticket for entry with builder executives.


Dale Dupree is someone you ought to get to know. The founder of The Sales Rebellion and former “Copier Warrior,” he is a master at crafting contact devices that create irresistible experiences and cost almost nothing. He’s sent crumpled letters (which convey, “I knew you’ve been throwing away my letters, so I thought I’d save you the trouble”), letters with coffee cup stains (which suggest, “I’ve been up all night working out this deal”), and more.


My favorite of Dale’s tactics is an empty doughnut box, delivered to the prospect’s office with a note scrawled under the lid. When the prospect opens the box, the note inside explains that the sender had bought the doughnuts to celebrate receiving the client’s Request For Proposal (RFP), which never came. Taped inside is a gift card for another dozen.


Food is often at the heart of effective Contact Campaigns. I wrote about Rick Tobin’s birthday cupcake surprise in my book Get the Meeting! In the story, Rick had an elusive prospect who remained hidden behind a particularly tough front-desk gatekeeper.


One day, he noticed the prospect’s birthday was quickly approaching. That morning, he stopped by the bakery and bought a cupcake with a birthday candle, packed in a baker’s box. He walked into the prospect’s building with a big smile as he approached the receptionist.


“He’s not in,” she groused.


“That’s okay,” he countered. “Just wanted to drop this off for Bob. It’s his birthday.”


He handed her the box, and as she peeked inside, her scowl turned to a smile. “Hang on, let me see if he has five minutes for you.” The prospect quickly appeared, they had a very friendly chat, and Rick walked away with a $200,000 deal.


There are many stories like this, in this book and in Get the Meeting! The point is, these are prime examples of how to forge human-to-human connections. And they don’t change because AI is now in play. In fact, they’re even stronger because of AI, which is why this book is more relevant than ever before.


Engineering Your AI Reframe


Imagine you are now a futuristic version of yourself, the personified ideal of what business, selling, and branding should be. You are now a creative elite who produces original content that constantly builds your personal brand and draws people all over the world for your advice and expertise. You are a supremely productive agent of change in your career, business, and industry. You are laser-focused on selling to the people who need your services, connecting just as they realize their need, with personalized solutions predetermined by deep intel on anyone, anywhere.


There has never been anything like what you have become, thanks to your swift and relentless embrace of AI. And that is the purpose of your reframe. You’re about to experience a career makeover that will change your life.


The tools and platforms in which AI presents itself are rapidly evolving. Text-to-speech, text-to-image, text-to-video, large language models, and more will give way to even more fantastic modes of work. It will be your job to jump in, learn, play, and create. At the same time, AI will infuse itself further and further into the tools you use daily to manage your selling activities. It will help you find more of the right people, based on your ideal customer profile (ICP), trigger events, and other buying signals. It will help you become a more efficient seller, on a level never before seen.


So where do you start?


Atom8 cofounder Nathan Lippi says we should think of AI as a collaborator, and I agree. He’s using it heavily to support his company’s mission to create smart, automated sales outreach. ChatGPT is helping his team create personalized copy points, ideate client podcasts, scrape LinkedIn profiles, even write programming code. His other favorites include Clay.com, Lob.ai, Lavender.ai, and Zenrows, which enable his team to produce deep intel on target prospects, greatly improve email efficacy, and quickly scrape websites and social media for useful personalization cues.


“It takes a lot of practice to get AI dialed in to what you want it to do,” says Lippi. He’s right again. AI needs good inputs to produce desired results.


Which brings us to the next step in your transformation. You need to join as many AI platforms as you can—and practice. To do your bidding, AI requires carefully written prompts. An example of that is how you direct Midjourney to produce art from your instructions. Give it a try, and you’ll quickly see how far it veers from your intended result.


The prompt, Desert scene with a person taking a stroll, produces a very different outcome than, A springtime desert scene, with wildflowers erupting in the distance, and a smiling young woman facing camera with arms outstretched, minimalist, reduced palette, cinematic, low angle—at 16:9. In the first prompt, we’re telling the AI to create whatever it wants. In the second, we’re defining the character, scene, shot angle, color palette, and photographic style and effects—and specifying the aspect ratio of the art as 16:9, a standard video format.


Even if you use the same prompt several times, you’ll get different results with each pass. Getting what you want takes practice, but you’ll notice something else, something that is part of the transition just described. The art you produce with Midjourney becomes your art. You created it with your AI collaborator. Can you see how useful this can become when producing your own personal brand-building assets?


Try joining other platforms for generating images, speech, music, and video from text to practice producing what you imagine, then be amazed by what you create with your new collaborator. Try the same approach with a large language model like ChatGPT to explore how it can extend your abilities as a writer, researcher, speaker, thought leader, and thinker.


Next, start sharing your newly flourished creative chops on social media. LinkedIn reports only 1 percent of users produce original content. Can you see how collaborating with AI can help you develop your own unique voice in your marketplace?


Your transformation also requires you to become a practiced expert in the use of AI-enhanced sales tools. If you’re an employee, stand out as someone who is always the first to train on new AI platforms the company adopts. Being first sets you ahead of the pack, and increases your value to the company. But it also transforms you into someone who sells more, because you’re suddenly wielding the power of deep insight from enormous data troves. You’ve transformed into something that hadn’t existed before—a sales professional powered by AI.


It’s Still About Human-to-Human Connections


To produce this updated edition, I returned to some of my favorite sources from the original book. Famous authors, B2B marketing platform founders, thought leaders in sales, and a new classification in the sales realm, AI superusers. I wanted their insights on AI, thinking it was the driving reason for this update. After all, AI is already changing everything about everything.


They were all excited about AI. But each reminded me of the essential truth about getting meetings. As long as humans make buying decisions, getting meetings will always be about creating human-to-human connections. The premise of this book, of using clever means to surprise, delight, and captivate our most important prospects, remains intact. If we want to succeed in business, we must be able to get meetings. The ability to get a meeting with anyone is still the superpower it has always been.


Dan Waldschmidt is one of my favorite people in business. He is an ultra-competitive athlete and a top sales writer/blogger. He is also a turnaround specialist who sends thousand-dollar personalized swords to connect with CEOs of troubled companies. You’ll read more about his astonishing story in Chapter 3.


One reason why Dan’s story is so popular with readers is because he’s getting a 100 percent response to his campaign. It’s also one of the most imitated campaigns from the original book. “I hear from people all the time telling me, ‘I tried the sword and it didn’t work.’ But that’s not the point,” Waldschmidt says. “The sword is uniquely fitted to my brand and strategy.”


Waldschmidt says producing a Contact Campaign is like producing a play. Every element must be carefully thought out and executed. “What made Hamilton a special play wasn’t just one element,” he explains. “It was everything together, the historical characters, the backgrounds, effects, costumes, lighting, actors, and tight script.”


He still uses swords, but tempers that with newer campaigns, using seven-foot-long Masai spears and copies of his favorite books with handwritten notes. But he never strays from the tenets of his personal brand. He is a warrior, and his entire reason for sending battle implements is to immediately communicate his intentions. He knows the CEOs are in the fight of their lives, and he is there to march into battle at their side. He’s telling them he has their backs.


Today, Waldschmidt is using AI in some aspects of his outreach efforts, but he is still a firm believer in producing a surprise-and-delight experience for the people he wants to meet. “It’s more important than ever before,” he says. Still, the AI component in our outreach campaigns can make them far more efficient.


6sense CEO Jason Zintak says his company is already well down that road, with AI having powered the platform for more than eleven years. The company analyzes more than one trillion buying signals every day to help their customers prioritize the right in-market accounts with the right message at the right time, and even initiates personalized email outreach with members of the buying team. “The goal is engagement,” Zintak explains. “The 6sense AI agent will patiently nurture openings, even writing and sending multiple email responses before a sales representative gets involved.”


PitchFire founder and CEO Ryan O’Hara has always been good at making someone care about taking his meetings—and taking his outreach efforts to new extremes. In Get the Meeting!, I wrote about his incredibly clever video campaign to reach sales leaders. Hiring a classical string quartet to play renditions of Led Zeppelin songs, he used the clips to great effect, delighting many prospects to pick up the phone and connect. But his most recent stunt—recording a contact video from stage during a keynote speech—went even further. “I told the audience, ‘Let’s make a video to reach this guy,’ and turned the camera toward the crowd,” he explained. “Making it public created a higher possibility of getting the meeting.” And it worked, with the connection made before he left the stage.


Heart & Sell author Shari Levitin is sold on video as a Contact Campaign channel, too, counseling her readers and clients to use it throughout the sales cycle. “You need a pattern-interrupt,” she says, adding, “You don’t have to be better, but you do have to be different.” Levitin’s favorite trick is to send personalized, animated videos, delivered by email. “If you can get a prospect to say, ‘Wow, that’s unusual,’ you get the meeting,” she says. She also uses AI to help guide her outreach efforts, but worries about making a tough situation even worse. “Getting meetings today is so much harder than it was, even during the pandemic,” she explains. “With so much more noise from AI and bots trying to get meetings, starting conversations will be much more difficult than before. We’re losing our humanity in the quest for efficiency.”


That quest will surely thin and change the ranks of sales teams, which seems to reinforce Levitin’s position. She Sells author Lori Richardson says AI will shrink the field a bit, but the result will be better salespeople. “It’s no different from when automation started,” Richardson says. “It’s a big level-up and those who can’t cut it won’t survive.”


But Richardson has an even bigger point. “Soft skills and active listening are highly sought-after traits in sales,” she says. “It’s still about creating human-to-human connections.” This is an interesting point, and not just because human connections enable meetings. Richardson is a long-time advocate of bringing women into sales forces, because they bring different interpersonal skills than men do.


A Mind for Sales author Mark Hunter prefers LinkedIn as his channel for finding prospects and getting meetings. Even though LinkedIn is a very crowded channel, Hunter finds value in narrowcasting to the people his message attracts. “I used to think in terms of sheer numbers, but now I’m focused on how many people I can reach meaningfully,” he says.


You can find Mark Hunter’s story in Chapter 9, which includes some of my favorite tips for connecting by phone. Hunter is more committed to using the phone than ever before. This tracks with my thinking as well. Along with LinkedIn, other social media platforms and email are also crowded. It’s useful to focus some effort there, but even better to use multiple channels, especially those that remain uncrowded.


“Senior people aren’t leaving bread crumbs out there,” Hunter explains. “The typical CEO is not sitting there posting on LinkedIn every day.” To reach them, he favors calling their offices on Friday afternoons. “Fridays are absolute gold,” he says, because no one calls on Friday afternoons and it demonstrates an extraordinary level of commitment. Otherwise, he finds great success reaching executives early Saturday morning or Sunday evenings with brief emails.


Sell Less, Win More author Andy Paul truly captures the essence of this human-focused approach to getting meetings. “What has changed about getting meetings? Nothing,” he asserts. “It’s always been hard and it’s still hard.” Paul isn’t convinced AI will change anything about the sales profession, or at least getting meetings. “All the sales automation tech hasn’t made salespeople better,” he says, “and there’s an even bigger potential of that happening with AI.”



Claim Your Superpower



So, what has changed about getting meetings? Everything and nothing. In the years since the first edition of this book, the world went into lockdown, workers moved semi-permanently home, and no one knew where to send anything to reach a prospect. Our phones were swamped with spam calls, junk caller IDs, and single-ring voicemails. So we pivoted to digital channels and automation, which quickly became overcrowded and misused.


Now AI is rapidly permeating every corner of business and society. It is enabling fantastic new levels of efficiency, creativity, and productivity, changing us in very unexpected ways. It is certainly changing selling, and how we get meetings, too. Never before has there been the opportunity to find precisely the right people to sell to, at precisely the right time, who precisely fit our buyer criteria.


But will all of that make us better sellers? Right now we’re all in the process of discovering that. And this is why this updated edition of How to Get a Meeting with Anyone exists. We need to embrace AI and evolve with it. But we must also remember that, in order to get important meetings, our primary goal is to create very human connections, with humans.


We still need to interrupt patterns. We still need to be thoughtful, audacious, and clever in our outreach. We still need to surprise and delight our best prospects to get the meetings we want. That hasn’t changed at all.


For that reason, all of the methods in the following chapters are valid and still just as powerful this time around. When you read about how Dan Waldschmidt opened doors with his sword campaign, or when Rick Bennett used a full-page ad in The Wall Street Journal to reach Oracle founder Larry Ellison, you will still be inspired to try your own out-of-the-box tactics.




“We still need to surprise and delight our best prospects to get the meetings we want. That hasn’t changed at all.”





There are new techniques in this updated edition, but everything from the original edition remains, because everything still works. This is still the book that inspired countless sales reps to change their results and connect with ultra-high-value prospects they never thought they could reach.


If you want even more Contact Campaign techniques, I suggest you also read my other book, Get the Meeting! That’s where I wrote about the amazing stunt Kris Kristofferson pulled to meet Johnny Cash. And the ingenious campaigns that set the all-time records for response rate and ROI to a contact campaign, at 300 and 69,500,000 percent, respectively.


How to Get a Meeting with Anyone and Get the Meeting! are meant to be a companion set. If you’re serious about Contact Marketing, you should have both. For now, I invite you to read on, get inspired by the campaigns ahead, and discover your own, true superpower—the ability to get a meeting with anyone.


POINTS TO REMEMBER


[image: image]There is a natural tension between AI and everything that makes us human.


[image: image]Still, AI is part of human evolution. It’s essential that you integrate it into your life.


[image: image]There has never been anything like what you will become, thanks to your swift and relentless embrace of AI. You’re about to experience a career makeover that will change your life. You’re suddenly something that has never existed before, a sales professional powered by AI.


[image: image]Putting current AI platforms to their greatest use requires practice. Inputs for generating text, images, video, and music rely on precise prompts. It’s your job to explore, play, and learn with AI apps meant for sales and beyond.


[image: image]AI should be thought of as an unprecedented set of new tools, a productivity multiplier, a creative resource, a researcher, a programmer, an assistant, and especially, a collaborator.


[image: image]As powerful as AI is, we must remind ourselves that getting meetings is still about creating human-to-human connections.


[image: image]A Contact Campaign isn’t just a simple device, but an intricately orchestrated production, working on many levels.


[image: image]Getting meetings requires an emotional investment by the prospect.


[image: image]In the Age of AI, the strategies and tactics in this book are even more valid, relevant, and effective.


[image: image]The ability to get a meeting with anyone is a true superpower.









[image: image]


“Sorry, Bob, the music stopped, you didn’t find a chair, you’re fired.”


CHAPTER 2


What Is a Contact Campaign?


When I first started using Contact Campaigns, I used to think of them as direct mail on steroids. After all, I was sending a giant postcard, a blown-up version of what I often created for mail campaigns. Still, these “mailings” measured 18" × 24", were produced on quarter-inch foam core, and instead of using a wad of postage stamps, delivery was accomplished in person via courier.


Clearly this was not direct mail.


The method for generating a response was entirely different as well. I wasn’t asking the recipient to return a business reply card, make a phone call, or visit a web landing page. I was the response device. My call or face-to-face meeting was the means for cultivating a response to the campaign.


I thought of it as direct mail on steroids, but the list of recipients was minuscule. It could be focused on as few as a single individual, designed to advance a singular goal. Or it could be pointed at a group of a dozen or so at a time, but never more than 100.


Since I was constantly reaching for highly important people, I was often dealing with their executive assistants to complete the contact. The Contact Campaigns evolved to include assistants as an integral part of that outreach. That’s not the way a direct mail campaign works, either.


But Contact Campaigns aren’t simply a form of marketing—they’re really more about selling. The campaigns exist to support the sales process, and to help reps and others break through to their toughest, most important prospects. They’re designed to create leverage to get a critical meeting or conversation to take place.




“The campaigns exist to support the sales process, and to help reps and others break through to their toughest, most important prospects. They’re designed to create leverage to get a critical meeting or conversation to take place.”





People don’t enter the sales profession because they’re shy. And they don’t last long if they’re not resourceful. So there are many fascinating stories of what I would consider “sales stunts” used to break through. Two of those involve colorful parking violations.
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