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Praise for How to Get a Meeting with Anyone

“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

“With this book, Stu gives you everything you could possibly need to get all of the meetings you could possibly want.”

—BOB MANKOFF, cartoon editor at The New Yorker

“Stu says, When you hear ‘Executive Assistant,’ think instead, ‘Vice President of Access.’ This is so true—our role is to ensure that you speak to the right person at the right time during the decision-making process. I highly recommend that all salespeople read Chapter 15 at least three times!”

—BONNIE WOODING, president of HyWood Services and executive assistant to top business leaders for more than 30 years

“Stu is a master innovator and creative virtuoso. What he has put together in this book is a true gift to the reader. If opening important doors is important to your success, you can’t afford NOT to read this book!”

—DAN MONAGHAN, cofounder of WSI Digital

“Building trust and adding value are critical to cultivating profitable business relationships. Stu Heinecke and his Contact Marketing Strategies have greatly contributed to our success.”

—DAVID ROSUCK, vice president of marketing and innovations at Pacific Life

“Go ahead and list a dozen or two impossible-to-reach, off-limits people that could change your life or career. Read and follow Stu’s guidance. Then change your life forever.”

—DEAN BATSON, assistant director of the Arizona State University Alumni Association

“Stu is one creative dude. Who else can run a campaign that catches the attention of a US president? Almost as crazy as using an AI to schedule a meeting :).”

—DENNIS MORTENSEN, CEO and founder of x.ai, producers of the world’s first artificial intelligence assistant who schedules meetings for you

“Stu’s ideas helped me get a meeting with Amblin Entertainment and Steven Spielberg, and continue to produce results for my company. Thanks to How to Get a Meeting with Anyone, now the entire world can get in on Stu’s precious secrets!”

—JAY SILVERMAN, creator and executive producer of The Cleaner on A+E Networks, director of Girl on the Edge, and president of Jay Silverman Productions

“Stu’s secrets truly will show you—or your entire sales organization—How to Get a Meeting with Anyone.”

—MARK CIRA, CEO and founder of PrintSF for Salesforce.com

“I get several hundred unsolicited emails a day and at least several dozen calls from people hoping to develop a business relationship with Williams-Sonoma, Inc. Stu’s mailer was one of the very few that got right through to me. My assistant brought it in and said, Look at this. I called him. Very creative—and effective.”

—PAT CONNOLLY, EVP and CMO of Williams-Sonoma, Inc.

“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

“Stu Heinecke’s ability to make contact through unique methods is phenomenal. He’s a creative genius.”

—RICK DEES, legendary radio personality

“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

“In How to Get a Meeting with Anyone, Stu Heinecke opens your eyes to new creative and proven techniques that are a prescription for success for any sales force that wants to open doors and build lasting relationships—and have fun doing it!”

—SANDY ATHENSON, vice president and general manager at Immucor Transfusion Diagnostics

“Success in sales—or any career for that matter—is heavily dependent upon reaching the right people, in the right way, at the right time. By following Stu’s methodology, you are likely to form strong and lasting relationships, which will ultimately be critical to your success.”

—SID KUMAR, global head of inside sales at CA Technologies


HOW TO
GET A
MEETING
WITH
ANYONE


HOW TO
GET A
MEETING
WITH
ANYONE

The Untapped Selling Power
of Contact Marketing

Stu Heinecke

[image: ]

BenBella Books, Inc.
Dallas, Texas


Copyright © 2016 by Stu Heinecke

All rights reserved. No part of this book may be used or reproduced in any manner whatsoever without written permission except in the case of brief quotations embodied in critical articles or reviews.

[image: ]

BenBella Books, Inc.

10300 N. Central Expressway, Suite #530

Dallas, TX 75231

www.benbellabooks.com

Send feedback to feedback@benbellabooks.com

First E-Book Edition: February 2016.

Library of Congress Cataloging-in-Publication Data

Heinecke, Stu, author.

How to get a meeting with anyone : the untapped selling power of contact marketing / Stu Heinecke.

pages cm

Includes bibliographical references and index.

ISBN 978-1-941631-78-2 (trade cloth : alk. paper) 1. Sales management. 2. Direct marketing. 3. Direct selling. 4. Customer relations. I. Title.

HF5438.4.H45 2015

658.8’72–dc23

2015029363

Copyediting by James Fraleigh

Proofreading by Kim Broderick and Sarah Vostok

Indexing by Clive Pyne, Book Indexing Services

Text design and composition by Silver Feather Design

Cover design by Sarah Dombrowsky

Cover illustration by Stu Heineke

Author photo by Amy Helmuth Photography

Printed by Lake Book Manufacturing

Distributed by Perseus Distribution | www.perseusdistribution.com

To place orders through Perseus Distribution:

Tel: (800) 343-4499 | Fax: (800) 351-5073

E-mail: orderentry@perseusbooks.com


 




Significant discounts for bulk sales are available. Please contact Aida Herrera at aida@benbellabooks.com.
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Preface to the Paperback Edition

Welcome to the paperback edition of How to Get a Meeting with Anyone. When I first wrote the book, I had high hopes for what it might achieve, but I had no idea just how great an impact it would have on the lives of its readers.

I receive messages every day from those who’ve read the book and put the Contact Marketing concepts within it to use, changing their lives with a newfound ability to connect with people they’d never been able to reach before.

One of those readers was Dom. A recent college graduate, he’d been hired straight out of school by a late-stage tech startup as a sales development rep. The position required him to make at least one hundred cold calls a day. These calls were intended to generate sales for the company—but Dom quickly discovered that these hundred calls a day produced few useful conversations and zero sales.

Dom consulted a friend, who recommended the book you now hold in your hands. Reading it—and putting the principles within to work—changed everything. Instead of making a multitude of aimless calls, Dom began focusing on one key contact at a time. His first target was an account no one in the company had been able to penetrate. Some quick research via the fellow’s social media profiles revealed his interests in family, cooking, and technology, so Dom sent him an apron custom embroidered with a famous quote by technologist and futurist Arthur C. Clarke: “Any sufficiently advanced technology is indistinguishable from magic.” His target made immediate contact and, soon, a multimillion-dollar deal with Dom.

Now Dom’s fellow sales reps started to take notice. They asked what he was doing differently and if he’d help them do the same. One rep was stymied by another of those accounts that no one had been able to reach, and Dom took his colleague through the same process he’d used with such success. They examined the contact’s profiles and discovered he was a falconry aficionado. So they visited a website dedicated to the sport, found a beautiful falconry glove, and placed an order. When the glove arrived on his doorstep, the contact was so thrilled that he made several referrals resulting in additional multimillion-dollar deals.

Now management took notice, and quickly promoted Dom to the position of sales manager, just as the company was acquired by a Silicon Valley tech giant for $4.5 billion. Little more than a year out of college—and as a direct result of reading How to Get a Meeting with Anyone—Dom became the sales manager for a multinational, multibillion-dollar company.

These stories are popping up in my in-box with more and more regularity. They’re from readers just like you—people who’ve used the Contact Marketing techniques to change the scale of their career or business. I hope you enjoy the book. Perhaps your story will be next.

[image: ]

September 5, 2017

Whidbey Island, Washington

Connect with the author on LinkedIn at /in/StuHeinecke, follow him on Twitter at @byStuHeinecke, and join the Contact Marketing Association’s Facebook page.


Foreword

I’ve known the author for a long time, and as the founder of the Guerrilla Marketing movement, I’ve always liked how his work fits so neatly into my message of doing more with less, of finding ways to fight an asymmetrical war with mega-dollar marketers—and winning.

Stu quickly discovered how cartoons engage readers wholly and immediately, and how they can be used as powerful marketing tools. He then went on to create a long line of record-breaking campaigns for some of the biggest names in corporate America. What I find gratifying is that he did all that in the face of a great headwind from the advertising establishment against the use of humor. They didn’t believe it could work, and Stu proved them wrong.

But that was the fodder for his first book, Drawing Attention. In this one, I’m delighted to see an even more brilliant illustration of the principles of Guerrilla Marketing at work.

As Stu tells it, he discovered Contact Marketing—as he calls it—quite by accident. His creative business was starting to take off and he was looking to bring it to the next level. He already knew his use of cartoons was working extremely well in the campaigns he’d created for Rolling Stone and Bon Appétit. Now he wanted to break through to the rest.

And therein lies the rub. How on Earth do you get in touch with impossible-to-reach VIP prospects? Like any good Guerrilla Marketer, Stu had a plan. And it worked brilliantly. He experimented with various forms of cartoons, each personalized with the names of the prospects. These ranged from framed and unframed prints, coffee mugs, stretched canvas prints, and more, all packaged with a well-crafted contact letter. And he started seeing immediate results.

Not only did he break down the barriers to entry throughout the publishing industry, but he also started generating similar results for clients. Before long, Stu was creating contact with heads of state, celebrities, top-level executives, and key decision makers with ease.

That alone is a big story for marketers, but that’s not what makes this a great Guerrilla Marketing story. Here’s what does: Stu’s Contact Campaigns have generated response rates and return on investment that have been considered impossible, and it can all be done on a shoestring budget. That means anyone can use Stu’s Contact Marketing strategies to create explosive growth in their businesses, regardless of their size.

Stu is not alone in the endeavor to reach important, top people. It’s been done for years. But here’s what I really like about Stu’s Contact Marketing approach: Anyone can do this. Anyone can use a Contact Campaign to grow their business rapidly.

One of the important lessons I teach Guerrilla Marketers is to convert your competition into allies. I strongly advocate setting up strategic partnerships, as does Stu. Only he goes about it in an utterly unique way using—you guessed it—Contact Marketing.

This book not only can enable anybody to rise to the level of reaching CEOs and other VIPs, but also to belong in their midst. Sending a contact piece and getting a CEO’s ear is meaningless unless you know exactly what you’re there to accomplish, and how you can help that CEO achieve his or her goals in the process. You need to know how to deal with executive assistants, whose job is in part to keep people like you and me out, and also to spot the golden opportunities the executive assistants might have otherwise missed.

So as the reader of this book, you get to put your hands on a set of tools and techniques that have been largely hidden. You’ll learn how to turn the executive assistant into your ally nearly every time. And you’ll approach CEOs with a firm understanding of how you can help them achieve their goals, while approaching them on equal business footing.

Too often, I see marketing and sales teams regarding each other with great suspicion. If you’re part of either camp, you need to find ways to work together. After all, you’re on the same team, right? Stu’s Contact Campaign concept is one of the best examples I’ve ever seen of how to make that happen. Marketers, you get to use Contact Campaigns to produce response rates approaching 100 percent and ROI figures in the tens of thousands of percent—how else can you do that? And sales professionals, you get to be a part of a campaign that will lift your sales figures to far greater heights. Even better, you’re not a spectator in this event, you’re an integral part of the campaign.

Read this book, learn from it, and go forth and prosper. It is one of the best forms of Guerrilla Marketing I’ve ever seen. And coming from me of all people, that’s saying an awful lot.

—JAY CONRAD LEVINSON
author of Guerrilla Marketing,
the best-selling marketing book of all time,
and father of the Guerrilla Marketing movement
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From The Wall Street Journal, permission Cartoon Features Syndicate f [image: ] in @byStuHeinecke ©CartoonLink, Inc.

“That would look really good in my office.”

Introduction

I’ve been asked more than once, “What’s a cartoonist doing writing a book about sales?” And it turns out, there’s an interesting story behind it all. The truth is, I am a business owner and a marketer—a hall of fame–nominated marketer—in addition to being a cartoonist. And I, like you, spend much of my day selling. But I have an enormous advantage in that I’m one of The Wall Street Journal’s cartoonists, and as a cartoonist, I possess a secret weapon for reaching important people: I use the magic of cartoons to create an unfair advantage for myself and my clients.

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 power of cartoons to create both unique and memorable pitches in those early campaigns. The industry’s top experts advised against the use of humor, but I found it worked extremely well.

My first two marketing clients were Rolling Stone and Bon Appétit magazines. They were prestigious clients and sophisticated marketers. So when my first two campaigns set new response records, I knew I’d struck upon something truly special, something I needed to introduce 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 the challenge, which was this: How would I break through to two dozen critically important prospects with a near 100 percent success rate? My plan was to use the same personalized cartoons that had driven 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 marketer typically 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 it with a letter.

My total spend was less than $100, but I reached and sold to all of my targets. Suddenly, my small freelance business had a roster of clients 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. I’ve never calculated the cost/return ratio on that early Contact Campaign, but it is surely in the millions of percent.

Think about that for a moment. A campaign that generated a 100 percent response and millions of percent return on investment (ROI). Tell that to any marketer and it’s like saying you’ve just seen a UFO. It’s just not supposed to happen. In fact, 100 percent response rates have always been considered impossible, let alone ROI figures in the thousands or millions of percent.

But it did happen. In fact, it has happened many times.

Once I’d broken through to the publishers, I wondered how much further this could go. So I reached out to people I should never have been able to contact, sometimes on behalf of clients, sometimes just out of curiosity. For the NHL, I produced an invitation to the All-Star Game that caught President Reagan’s attention in particular. He liked the personalized cartoon so much that he requested additional copies to be framed for his personal study.

On another occasion, I sent a print of a cartoon showing an executive practice-putting in his office, with his secretary leaning in the doorway asking, “Would you mind if President Bush plays through?” That prompted a personal response from the forty-first president. The stories go on, but the point is, I was discovering that I was able to reach virtually anyone using my Contact Campaign techniques. It didn’t matter if they were heads of state, celebrities, CEOs, or just top corporate decision makers. I was breaking through in more ways than one.

For many years, I was content to use my “private secret weapon” to create powerful connections, strike up strategic partnerships, and of course, to sell to many of the Fortune 500 companies and small business owners alike. Then I started wondering, “What is everybody else doing to break through to their VIP prospects?”

What I discovered was an unnamed shadow practice among sellers and marketers. And the people producing the campaigns were coming up with some spectacularly clever solutions, ranging in cost from zero dollars to $10,000 per effort. The desire to learn about more of these creative approaches led to the writing of this book.

To provide the broadest possible view, I have meticulously researched the phenomenon. I have interviewed sales thought leaders, C-level executives, and top executive assistants. What I have collected for this book is an utterly new, utterly unique crowdsourced knowledge base that can propel you and your career to new heights.

In a nutshell, How to Get a Meeting with Anyone is about breaking through to VIP prospects to create breakthrough results in your business and life.

It’s fitting that Jay Conrad Levinson wrote the foreword to this book. The essence of Contact Marketing, of accomplishing so much with so little, of shooting for enormous gains against nearly impossible odds, is very much in the spirit of his iconic, best-selling Guerrilla Marketing books. When Jay wrote his first Guerrilla Marketing book, he had no idea how much his concept would resonate across the business spectrum. As a result, small business owners and Fortune 500 companies alike adopted his revolutionary thinking.

Sadly, Jay passed away just thirty days after contributing his foreword to this book. He was a good friend, a mentor, and a true inspiration. He was one of my heroes. I feel a great sense of honor that he gave his final stamp of approval to the thinking, strategies, and tactics behind the Contact Marketing form illustrated in this book.

In the same way Guerrilla Marketing was useful to so many throughout the business world, I believe the ability to reach out and connect with someone important, and to do it consistently and to great effect, will be equally appreciated across the business spectrum.

Who Should Read This Book?

In a broad sense, this book is for everybody, because, after all, everybody sells. It doesn’t matter if your title has the word “sales” in it or not, we all sell. And if you’re going to sell, you need the ability to break through to the people who can do you the most good.

But it is especially for a few particular groups who will benefit tremendously from being able to get a meeting with anyone.

Are you a sales professional looking for a way to penetrate big accounts to create more cash flow for yourself? The ability to break through to the C-suite at will can easily make you the superstar of your sales team. And the disciplines and solutions contained within these pages will certainly help.

Do you have responsibility for a sales team? Equipping your staff with the means and training to break through to their dream prospects and named accounts greatly empowers you and your company. This book should be required reading for your entire team.

Does your job description include the words “business development”? Then you already know how critical it is to break through to the companies you want to develop strategic relationships with, and at the highest levels, starting with the CEO. Yes, this book is for you, too.

Now let’s think more strategically. Do you own a business, or are you a member of your company’s C-suite? Surely you know how important it is to develop strategic alliances to expand the scale of your business and share important resources, intelligence, best practices, and so much more. You, especially, need the ability to break through to members of your “Strategic 100” list at will. This book was written for you as well, because the fortunes of your company depend on your ability to network and deal.

How to Approach the Book

This book is organized into four sections. Section II is the one you’ll be tempted to jump to first. That’s where I describe twenty categories of Contact Campaigns, ranging in cost from $0 to $10,000 per effort. They include remote-control helicopters, social media, email, mail and phone tactics, swords, egg cartons, newspaper ads, videos on iPads, disposable phones, homing pigeons, and yes, cartoons. These are the chapters with the candy. But resist the temptation to simply skip ahead, for there is much to do before you plan your first Contact Campaign strategy.

In the first two chapters, I delve into the nature of Contact Marketing. This is a view of marketing that will flip tradition on its head. Marketing campaigns are not supposed to generate 100 percent response rates or returns on investment in the hundreds of thousands of percent. But that is precisely what the wonderfully strange world of Contact Marketing is all about, and I want you to fully understand the rationale behind it before putting it to use.

Then, in Chapter 3, we’re going to take a peek into the lives of the CEOs you’ll be trying to reach. CEOs don’t live in the same world you or I do. While many of us think in terms of the next month or two, their vision is focused six months, a year, two years, and five years out. Their time is extremely valuable and they’re driven by the need to outperform their own goals. To succeed with them, you’ll need to understand how to add value to their lives.

If you’re going to fit in with CEOs and C-suite executives, you’ll need to become a peer. So in Chapter 4, you’ll discover how to give yourself a VIP makeover. And then it’s time to compile your Top 100 prospects and get to know who they are as people. That’s what Chapters 5 and 6 are about: finding your targets and taking purposeful aim to ensure maximum results.

You’ll learn lots of useful Contact Campaign tactics and methods in Section II, but you can’t start one unless you understand how they work. Chapter 12 is devoted to helping you plan out and navigate through your campaign to maximize your results.

Next, what will your contact letter say? How will you script your calls and other contacts to ensure maximum impact? How will you create leverage to get your target contacts to engage with you? These questions and more are addressed in Chapters 13 and 14.

Chapter 15 could almost be a book unto itself. This is the chapter in which I reintroduce you to the dreaded executive assistant. Once you have read the chapter, you will no longer regard assistants as gatekeepers but, instead, as talent scouts and potential allies; you will appreciate the myriad ways they can help you. Adjusting your view of these all-important players will make a tremendous difference in the outcome of your Contact Campaigns.

In Chapters 16 through 18, we address the critical stage of making contact, negotiating the call with the CEO, and following through to ensure complete and utter dominance of the challenge at hand: to achieve near 100 percent penetration and enormously profitable ROI figures. Beyond response rates and ROI, there are other factors to consider as you fully define your success and strategize the next round of campaigns, all of which are examined in Chapter 19.

As I made my way through the interviews for this book, I was often reminded of two things. First, we are now in the era of “Sales 2.0,” where much of selling is based on buyer empowerment, referrals, and inbound inquiries, and reaching out to prospects is considered passé. I see this as an imbalance; selling has always been based on knowing who you want to do business with and how to break through.

Second, we are also in the era of social media and “Social Selling,” which is revolutionizing every aspect of selling, including Contact Campaigns. So in Chapter 20, you will find critical information about putting your social media presence to work in your selling and in your Contact Marketing.


 




“Selling has always been based on knowing who you want to do business with and how to break through.”




 



In Chapter 21, I explore next steps for you as a newly-minted Contact Marketer and for Contact Marketing in general. For that latter perspective, I interviewed the CEOs and presidents of several professional sales and marketing organizations, as well as Jay Conrad Levinson’s successor and daughter, Amy Levinson, now the co-owner and CEO of the Guerrilla Marketing International organization. You won’t want to miss what they have to say. I’ve also included a helpful resource section that will make you a Contact Marketing force and your selling a lot more informed, easy, and fun.

I have also included a bonus chapter, dedicated to a technique I have used for years to channel my “inner coach.” You have one, too, and I’ll help you find and activate it.

Let’s get started, shall we?



 




SECTION I




 



WHAT IS CONTACT MARKETING?
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“Here, try these.”
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“Perfect!”

CHAPTER 1

The Wonderfully Strange World of Contact Marketing

Imagine for a moment what it would be like if you suddenly had the ability to connect with virtually anyone. How would that change your life? How would you put it to use?

If you sell for a living, which I do as a business owner, you’d probably use it to break through to your top prospects to sell more. If you manage a sales team, you’d use it to multiply the profitability of their efforts. If you own a business or are a member of your company’s executive team, you’d use it to make strategic connections that could change the scale of your enterprise.

That is what Contact Marketing is all about, but this is no ordinary form of marketing. It is a fusion of selling and marketing.

From a seller’s perspective, it is a form of marketing that directly supports individual sales efforts at the highest level with your most strategic prospects. From a marketer’s perspective, it is a form of marketing that produces extreme results with minimal expense, and directly involves sales reps as the response channel.

Either way, Contact Marketing is a means to greatly increase your effectiveness as a sales professional, sales manager, executive, or business owner.

I didn’t invent Contact Marketing. It has been in use for a long time, but oddly, has never been recognized as a form of marketing or selling. Instead, it has been quietly used on an as-needed basis to solve specific, contact-based objectives. I developed my first Contact Campaign to break through to two dozen key contacts in the magazine industry. I used it to launch my business, spending less than $100 on a campaign that brought millions in return.

I didn’t invent it, but it deserves a name and a definition.


 




Contact Marketing is the discipline of using micro-focused campaigns to break through to specific people of strategic importance, often against impossible odds, to produce a critical sale, partnership, or connection. A Contact Campaign is an instance of usage of Contact Marketing.




 



This is not simply a book about marketing or sales. It’s about both. It’s about using Contact Campaigns to directly support key sales and quickly expand the scale of an enterprise. It’s about giving you an unfair advantage in your marketplace. It’s rocket fuel for your business. And anyone can afford to do it.

Every Metric Is Wonderfully Bizarre

Marketing campaigns have three critical metrics: cost, response, and return on investment or ROI. And in the world of Contact Marketing, every one of these is truly wonderful and bizarre.

Marketing campaigns typically involve a lot of money and often produce fairly low response and ROI. Most marketers would disagree with that assessment, but they’re simply not used to the kinds of numbers associated with Contact Marketing.

Let’s start with cost. Contact Campaigns can cost anywhere from $0 to $10,000 per effort. That’s certainly bizarre, and well outside the range of typical marketing. But because the campaigns focus on a small number of target contacts, and because some Contact Marketing techniques have no cost, this is one form of marketing that is easily within everyone’s reach.

And then there is the response metric. In the campaigns I’ve been associated with for large direct marketers, there was often talk of 1 percent response equaling success. While there is no typical response rate for direct marketing, 1 percent is too low of a standard for Contact Campaigns. In my own Contact Campaigns, I typically see at least 80 percent and have gone as high as 100 percent several times—a truly phenomenal result compared with traditional marketing response rates. Among the campaigns shared with me for this book, the range seems to be 20 percent to 100 percent. Even at the low end, Contact Marketing easily outperforms essentially any other form of marketing.

As extraordinary as 100 percent response rates are, the ROI figures for Contact Campaigns are nearly beyond comprehension. Looking back on those direct response campaigns that I did for large direct marketers, we often saw response rates at or below 1 percent, and the mailings rarely broke even. So the ROI was always less than 100 percent. Compare that to the results I saw in the “Sandler” Contact Campaign (explained in the next section)—it produced a 100 percent response and 8,000 percent ROI, just from the sales occurring during the initial meetings. Or the “Local Builders” Contact Campaign (also explained in the next section)—it generated a 60 percent response and nearly 630,000 percent ROI.

The Sandler Test and Local Builders Campaign

The metrics may be wonderfully bizarre, but they need context. So let’s take a look at the two examples I mentioned.

Some years ago, I wanted to make contact with Bruce Seidman, who was president at the time, of Sandler Training. Sandler is one of the world’s leading sales training companies, with more than 200 franchised offices worldwide, training thousands of companies on the “Sandler Sales Method” of its founder, David Sandler. With several hundred trainers serving thousands of clients, they easily qualified for my Top 100 list for strategic contact.

To reach Bruce, I used one of my own Contact Campaign devices, something I call a “BigBoard.” Essentially, it’s a giant, 18" × 24" foam core postcard delivered by courier to the target executive. The piece features one of my cartoons personalized with the recipient’s name on one side and a personal message from the sender to the recipient on the other, explaining why they should meet. As soon as Bruce received the piece, he was hooked. More importantly, he wanted to test it with one of his franchisees, which was exactly what I’d hoped would happen.

For the next few months, we spoke nearly every day, further refining the creative concept we would test. So far, I’d been relying solely on the power of the personalized cartoon to draw response, which had already been working superbly. But Bruce challenged me to go further, which led to the introduction of what became a critical element of Contact Campaigns—the “hold-back device.” Bruce’s idea was brilliant. We rewrapped copies of David Sandler’s book You Can’t Teach A Kid to Ride a Bike at a Seminar in a new, personalized dust jacket and offered it as a reward for taking a meeting. The new cover transformed it into a book about how each CEO who met with the franchisee had changed the sales culture of their company, making it look like the CEO had written it. The book still sold the Sandler Method, but it now became a prize the recipient couldn’t resist. Of course, it also became added insurance that the campaign would yield results.

And it sure did. The Sandler franchisee targeted five Fortune 1000 CEOs, we had the BigBoards produced and delivered, and one by one, each of the targets called in. “I have this big card in my lap, now what do I do?” they’d ask, to which the franchisee responded, “We meet.” All five agreed, and during just the initial meetings, two bought starter programs on the spot, worth an estimated $50,000 each.

Let’s get our bearings for a moment. What I have just described is a campaign that generated a 100 percent response and an 8,000 percent ROI, just from the initial meetings. That’s supposed to be impossible.

Then there was sales trainer, Creating a Million-Dollar-a-Year Sales Income author, and Sales and Sales Management blog author Paul McCord’s campaign to recruit the local home builders in his area to become mortgage referral sources. Prior to working for the mortgage brokerage, McCord worked for a time in the building industry, so he knew his targets well. He knew, for example, they were used to receiving architectural plans in cardboard tubes, so they were likely to pay attention to his mailing if it also arrived in a tube. He also knew builders used flow charts to follow the progress of their projects, so he produced an ingenious adaptation to express the bank’s unique value proposition.

Of the seventy builders on his list, McCord received response from 60 percent; twenty-five became referral sources, and the campaign produced roughly $1.1 million in fees. All that from a campaign that cost just $175, including postage. Divide it out and you get another supposedly impossible result, a 628,571 percent return on investment.

No Gimmicks, Total Authenticity

As I interviewed people for this book, I encountered some surprising reactions I need to address. The first came from some of the sales experts, who warned against the use of gimmicks. “You can’t base a sales career on gimmicks,” they would say. And they’re right.

But Contact Campaigns are no more a gimmick than any other form of marketing. They are a tool that can greatly increase penetration rates among a strategic list of VIP prospects, and they have the power to change the scale of a business almost overnight. They achieve all of this with no requirement of a large budget, and in some cases, with no budget at all. Calling Contact Marketing a gimmick would be like calling sales a gimmick. But it’s an understandable reaction based on conventional expectations of marketing and sales performance.
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Similarly, people on the receiving end of sales outreach said it was absolutely necessary that the caller be scrupulously authentic and honest. And again, I totally agree.

If we, as sales professionals and business owners alike, are to be taken seriously, our outreach to CEOs, C-level executives, and other VIPs must be completely honest and transparent. How else would you approach the start of a relationship that could mean millions of dollars to you or your company?

Contact Marketing should be an accepted, recognized form of marketing. If it is to get there, gimmicks and deception have no place in it.

Anyone Can Afford to Do This

The Contact Campaign techniques included in this book range in cost from zero to thousands of dollars per contact. Even if you have nothing in your budget for marketing, there are techniques you can put to use to start breaking through to your toughest, most important prospects.

Most of the zero-cost techniques are rooted in social media, phones, and email, which are, of course, free or nearly free. Some of the cleverest techniques involve a few simple steps that can create contact with some of the most important people on the planet, which certainly includes any of your most desired contacts.

The best Contact Marketing techniques are infused with audacity. These are the most memorable campaigns, the ones with the greatest sticking power. I once landed a deal for The Wall Street Journal that resulted in thousands of new subscriptions, all from a five-dollar cartoon print sent to the CEO of American Express. A carrier pigeon delivered to the office of one of the most famous CEOs in the world once resulted in a lunch appointment and a $250,000 contract. The cost of employing the pigeon for a half-day’s work? Chicken feed, quite literally. The $10,000 per contact technique used to reach Siebel Systems CEO Tom Siebel resulted in the acquisition of a company for millions of dollars. Another of the techniques cost $1,000 per contact, but produced a 100 percent contact rate with targeted CEOs and a string of assignments, each worth as much as a million dollars. Every one of these Contact Campaigns exhibited audacity in great abundance. It makes life fun, makes business fun, and can make its users wealthy.

Contact Marketing is something every salesperson, sales manager, vice president of sales, C-level executive, and business owner can afford. In fact, if you truly value your success and care about how quickly you reach your goals, you know what I’m about to say: You can’t afford not to do this.

Why Reach Out to a CEO?

I want to be clear that when I talk about reaching CEOs, I mean it as a descriptor for anyone who has final decision authority—as The Sales Blog author Anthony Iannarino terms it, “the CEO of the problem you want to solve.” It may be the actual CEO you’ll need to reach, but it is also easy to waste time and expense when shooting too high. The “CEO” you need to reach is always the “Center of Enterprise Opportunity.”

There are a number of authors who have become quite successful advising salespeople to call only on CEOs. I’m not in complete alignment with their thinking, but I’m not too far off, either. Contact Marketing can certainly get you in touch with them, but if you’re selling something nonstrategic, like window washing services, the CEO should not spend time with you.

Selling to VITO author Anthony Parinello says selling to CEOs is the only way you’ll rocket to the top of the sales profession. He’s right, as long as you can present your offering in a way that makes it strategic. SNAP Selling, Agile Selling, and Selling to Big Companies author Jill Konrath espouses a similar message, in that she sees selling to large companies as the quickest way to change your fortunes. After all, the big companies are the ones with the big budgets.

Either way, you need an enormous competitive advantage to break through. It’s certainly not easy connecting with top
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