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A  N O T E  F R O M  L E A D S C H E E T A H

"We built this playbook after years of building outbound pipelines across

dozens of B2B companies — HR tech, logistics, cloud, fintech, manufacturing,

healthtech, and cybersecurity among them. The pattern is always the same:

the product is good, the market exists, but the pipeline is built on hope and

referrals instead of a system. This playbook is that system — the exact

frameworks, templates, and checklists we use to help BD, sales, and

marketing leaders build predictable demand for their own business. There is

nothing generic in these pages."

The LeadsCheetah Team
LEADSCHEETAH.COM



Why ICP Precision Is Everything

Most B2B companies define their ICP loosely: "mid-size companies that could use

our product." That's not an ICP — it's a continent. A real ICP is a precise description of

the company most likely to buy from you, buy quickly, get value, stay long, and refer

others.

When you target precisely, your response rates go up, your conversion rates go up,

your sales cycle shortens, and your CAC drops. Every hour your BD team spends on

the wrong prospect is an hour they're not spending closing the right one.

3×
Higher reply rates with

precise ICP vs. generic

targeting

60%
Of outbound waste is

caused by targeting the

wrong company size or

designation

40%
Shorter average sales

cycle when ICP is

correctly defined

The 6-Dimension ICP Framework

A complete ICP has six dimensions. Most companies only think about two or three.

Work through all six.

01
C H A P T E R  O N E

Defining Your Ideal Customer Profile

The single biggest reason B2B outbound fails is poor ICP definition.

When you know exactly who you're targeting — their industry, size,

designation, pain, and trigger — every other part of the system works

ten times better.



I C P  D E F I N I T I O N  F R A M E W O R K  —  6  D I M E N S I O N S

Your

Perfect ICP
6 Dimensions

DIMENSION 1

Industry

Who has the problem
your product solves

DIMENSION 2

Company Size

20–500 employees
Revenue band that fits

DIMENSION 3

Designation

HR Head · IT Head
CFO · CISO · Ops Head

DIMENSION 4

Buying Structure

Single decision-maker
vs. committee buy-in

DIMENSION 5

Pain Points

Manual process, risk,
inefficiency, cost

DIMENSION 6

Trigger Events

New funding, new hire,
compliance deadline

Dimension 1 — Industry Targeting: Match Your Product to

the Problem

Your ICP starts with the industries whose day-to-day problems your product

actually solves. The designation you target follows directly from who owns that pain

inside the company. Here's how that mapping works across seven common B2B

categories:

IF YOU SELL...
CORE PAIN YOU
REMOVE

BEST DESIGNATION
TO TARGET

PRIORITY

HRMS Software

Manual HR processes,

payroll errors, low

efficiency

CHRO, HR Head, or

CXO (smaller cos.)

⭐⭐⭐

Tier 1

Logistics

Automation

Poor vehicle tracking,

weak coordination

Supply Chain Head,

Logistics Head

⭐⭐⭐

Tier 1

Cloud Services

Legacy infrastructure,

scaling & reliability

issues

IT Head, CTO
⭐⭐⭐

Tier 1



IF YOU SELL...
CORE PAIN YOU
REMOVE

BEST DESIGNATION
TO TARGET

PRIORITY

Manufacturing /

Industrial

Automation

Downtime, manual

tracking, quality gaps

Plant Head, VP

Operations

⭐⭐ Tier

2

Fintech / NBFC

Software

Manual reconciliation,

compliance &

reporting risk

CFO, Head of

Finance

⭐⭐ Tier

2

Healthtech /

MedTech

Patient data workflow,

compliance, staff

burden

Hospital

Administrator,

Clinical Head, CMO

⭐⭐ Tier

2

Cybersecurity

Software

Breach risk,

compliance gaps, alert

fatigue

CISO, Head of IT

Security

⭐⭐⭐

Tier 1

Dimension 2 — The Sweet Spot: Company Size

Company size determines budget authority, decision-making speed, and whether

the buyer has the internal bandwidth to evaluate and adopt new software. The sweet

spot for most B2B products:

C O M P A N Y  S I Z E  V S .  O U T B O U N D  S U I T A B I L I T Y  M A T R I X

1–20
Employees

Too small /

no budget

LOW FIT

20–100
Employees

Founder-led buying

Budget exists

GOOD FIT

100–300
Employees

★ SWEET SPOT ★

Functional head exists

Has budget + pain

BEST FIT

300–500
Employees

Strong budget

Longer approvals

GOOD FIT

500+

Enterprise

LOW

Dimension 3 — Designation Targeting by Company Size

The right designation shifts as company size grows. Targeting the CEO of a 400-

person company is often the wrong call — they've delegated the decision to a



functional head. Here's who to target at each band:

20–100 Employee Companies

Primary: Founder / Co-Founder / CXO

Secondary: Whoever owns the

function (HR, IT, Ops)

The founder or a generalist CXO owns

most decisions. Go straight to them.

Don't waste time with juniors who will

block you.

100–300 Employee Companies

Primary: Functional Head — HR Head,

IT Head, CFO, Ops Head

Secondary: A manager who feels the

pain daily

The functional head owns the budget

and the outcome. The manager-level

champion often influences the final call.

300–500 Employee Companies

Primary: VP/Director-level functional

leader

Influencer: Team lead or manager who

feels the pain daily

Reach the VP-level decision-maker but

simultaneously engage the manager-

level champion who will run the day-

to-day evaluation.

Recently Funded / Scaling

Companies

Primary: Founder / CEO / Relevant

Functional Head

Trigger: Within 90 days of funding or

major hiring push

Post-funding, operational pressure is at

its highest. These companies are

among the most motivated buyers of

new software.

Dimensions 4–6 — Buying Structure, Pain & Triggers

Buying structure: Know whether your typical deal is a single-decision-maker

purchase (common in 20–100 employee companies) or a committee buy involving IT,

Finance, Legal, and the functional head (common above 300 employees). This

changes how many people your outreach needs to eventually reach.

Pain points to reference in outreach: manual, error-prone processes; lack of

visibility or real-time tracking; compliance or audit risk; rising operational cost; team

time spent on low-value admin work instead of strategic priorities.



Trigger events that signal buying readiness: the company has recently raised

funding, is hiring aggressively in the relevant function (visible on LinkedIn), has a

compliance deadline approaching, has recently appointed a new functional leader, or

has publicly discussed a digital transformation initiative.

ICP Scoring Worksheet

Score each prospect company on the following criteria (1–3 points each). Prioritize

companies scoring 12 and above for outreach. Below 8, deprioritize.

CRITERIA 1 POINT 2 POINTS 3 POINTS

Industry

match
Adjacent industry

Tier 2 target

industry
Tier 1 target industry

Company size
<20 or >500

employees

20–100 or 300–

500
100–300 (sweet spot)

Revenue range
Well below or

above target band

Adjacent to

target band
Squarely in target band

Designation

match
Manager level

Senior Manager /

GM
VP / Head / Founder

Trigger event

visible
None visible

Hiring in relevant

function

Funded / new leader /

compliance deadline

LinkedIn

activity
No activity visible

Occasionally

active

Posts / engages

regularly

🎯  P R O  T I P :  T H E  I C P  R E F I N E M E N T  M E T H O D

Look at your existing best 5–7 customers — the ones who bought quickly, got

value fast, renewed, and referred others. Map their industries, sizes,

designations, and buying structures. The overlaps tell you your real ICP. Start

your outreach there, then expand outward.



CHAPTER 1 · ICP DEFINITION — LEADSCHEETAH.COM



The True Cost of a Bad List

Most companies underestimate how much a bad list costs them. Every email to a

wrong address damages your sender reputation. Every LinkedIn message to a junior

employee is wasted. Every call to an outdated number erodes your BD team's morale.

Clean data is not an operational detail — it's a revenue issue.

22%
Of B2B contact data

becomes invalid every

year due to job changes

5×
More expensive to fix a

deliverability problem

than to prevent it

94%
Of outbound success

depends on reaching the

correct person with

authority

The 5-Step List Building Process

5 - S T E P  C O N T A C T  L I S T  B U I L D I N G  P R O C E S S

STEP 1

Source

LinkedIn / Apollo

Lusha / Clearbit

STEP 2

Filter

Apply ICP criteria

Size / Desig / Industry

STEP 3

Verify

Email validation

NeverBounce / ZB

STEP 4

Enrich

Add LinkedIn URL

Company context

STEP 5

Segment

Prioritize by ICP

score → outreach

02
C H A P T E R  T W O

Building a Verified B2B Contact List

A brilliant outreach strategy running on a bad list is like a high-

performance engine running on contaminated fuel — it breaks down

fast. This chapter covers exactly how to build clean, verified, decision-

maker contact lists for your target buyers.



Best Tools for B2B List Building

TOOL BEST FOR COVERAGE EST. COST

LinkedIn Sales

Navigator

Finding decision-makers,

company search
Excellent ~$99/mo

Apollo.io
Email + phone, bulk export,

sequencing

Very

Good

Free–

$49/mo

Lusha
Direct mobile numbers, quick

lookups
Good

$29–

$69/mo

Clearbit / Datagma
Email enrichment, website

visitor ID
Moderate $99+/mo

NeverBounce
Email verification before

sending
Universal Pay per use

ZeroBounce
Bulk verification, spam trap

removal
Universal Pay per use

Tracxn /

Crunchbase

Finding recently funded B2B

companies
Good $99+/mo

List Structure: What Each Row Should Contain

A well-structured list enables personalization at scale. Every contact record should

include:

→ First name, last name, current designation

→ Company name, industry, employee count, estimated revenue

⚠  C R I T I C A L :  N E V E R  S K I P  E M A I L  V E R I F I C A T I O N

If your email bounce rate exceeds 3%, major email providers (Google, Microsoft)

will begin routing your messages to spam — including to prospects you've never

contacted before. Always verify 100% of your list before sending. Use

NeverBounce or ZeroBounce. It costs a fraction of a cent per email and protects

your entire outbound investment.



→ Verified work email (primary) + LinkedIn profile URL

→ Phone number (for the cold calling cadence in Chapter 5)

→ ICP score (from Chapter 1 scoring worksheet)

→ Any known trigger event (funded, hiring, compliance deadline, new leader)

→ Personalization note — one specific observation about them or their company

CHAPTER 2 · LIST BUILDING — LEADSCHEETAH.COM

💡  T H E  P E R S O N A L I Z A T I O N  N O T E  C O L U M N

Adding a one-line personalization note to each record ("recently hired 3 people

into this function per LinkedIn" or "just opened a new facility") dramatically

increases reply rates. Even using it in 20–30% of emails creates a noticeable lift.

This is what separates mediocre outreach from outreach that gets responses.



Infrastructure First: Domain Setup & Warmup

Never send cold email from your primary business domain. If your domain gets

flagged, your normal business emails also land in spam. Set up a separate domain

specifically for cold outreach (e.g., if your main domain is yourcompany.com, use

tryyourcompany.com or getyourcompany.com).
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WEEK 1–3

Domain Setup & Warmup

Register separate domain. Set up SPF, DKIM, DMARC records. Use a warmup tool

(Instantly.ai, Lemwarm, or Mailwarm) to send low-volume emails for 3–4 weeks

before your first real campaign. This builds sender reputation with email providers.

WEEK 3–4

List Verification

Run your full contact list through NeverBounce or ZeroBounce. Remove all invalid,

risky, or disposable emails. Target: under 2% bounce rate. A clean list protects your

new domain's hard-earned reputation.

WEEK 4

Sequence Setup

C H A P T E R  T H R E E

Cold Email Outreach
That Gets Replies

Cold email done right is still one of the most scalable, measurable, and

cost-effective B2B outreach channels available. Done wrong, it destroys

your sender reputation and ends up in spam. This chapter covers the

complete system — from domain setup to sequencing.

1

2

3



The Anatomy of a High-Converting Cold Email

C O L D  E M A I L  A N A T O M Y  —  W H A T  G O E S  W H E R E  A N D  W H Y

Email Composition Window

SUBJECT: [Company Name] — a thought on [their process]

Keep under 50 characters · No clickbait · No "Re:" tricks · Curiosity-driven

Hi [Name],

I noticed [Company] recently [trigger/observation — e.g., "opened a

new facility" or "is hiring 3 people into your team"].

Most [industry] teams at your stage find that [core pain — e.g.,

"manual tracking eats hours every week" or "compliance reporting

is still a spreadsheet exercise"].

We helped a similar [industry] company cut that time by 40% in

6 weeks. Worth a 20-minute call to see if it fits your setup?

[Your Name] · [Your Company] · yourcompany.com

P.S. If this isn't relevant right now, no worries — just reply

"not now" and I'll stop reaching out.

① SUBJECT LINE

Curiosity + relevance

② PERSONALISATION

1 specific observation

about them or company

③ PROBLEM STATEMENT

Name their pain precisely.

Don't pitch yet.

④ PROOF + SOFT CTA

One result. One ask.

⑤ SIGNATURE + P.S.

The P.S. opt-out builds trust.

Ironically, increases replies.

Subject Lines That Work for Busy B2B Buyers

Load your verified list and 6-step email sequence into your sending tool (Instantly,

Smartlead, or Lemlist). Set sending limits: 30–50 emails/day/inbox to start. Increase

gradually.

WEEK 4 ONWARDS

Send & Monitor Daily

Check reply rates, open rates, and bounce rates daily. Pause any email in the

sequence with open rates below 30% and rewrite the subject line. Pause and

investigate if bounce rate exceeds 3%.

Handle Replies Within 2 Hours

Speed of response is directly correlated with conversion rate. When a prospect

replies positively, they are warm right now — not tomorrow. Someone needs to be

monitoring and responding within 2 hours during business hours.

4
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Your subject line determines whether your email is opened. B2B decision-makers

respond to specificity, direct relevance, and curiosity. What they don't respond to:

urgency triggers, exclamation marks, and anything that sounds like a newsletter.

SUBJECT LINE WHY IT WORKS
EST. OPEN
RATE

"[Company Name] — a thought on

[their process]"

Personal, specific, no pitch,

creates curiosity
45–55%

"How [Similar Company] cut

[metric] by 40%"

Social proof, specific numbers,

relevant result
40–52%

"Quick question, [First Name]"
Ultra-short, conversational, low

threat
42–50%

"[Category] for [their function] —

worth 15 mins?"

Direct, respectful of their time,

clear ask
35–45%

"[Mutual connection] suggested I

reach out"
Social proof — only use if true 50–65%

"Your LinkedIn post caught my

attention"
Personalisation signal, curiosity 38–46%

"RE: [Company Name] project"
❌ Deceptive. Do not use. Kills

trust.
—

CHAPTER 3 · COLD EMAIL — LEADSCHEETAH.COM

⚠  K E E P  C O L D  E M A I L S  U N D E R  1 2 0  W O R D S

This is the single most important cold email rule that B2B marketers violate. A

busy functional head is not going to read a 300-word email from a stranger.

Every extra sentence is a reason to close the tab. Write your email. Then cut it

by half. The shorter your email, the higher your reply rate — up to a point. The

sweet spot is 80–130 words.



Why LinkedIn Works So Well for B2B

B2B decision-makers — particularly functional heads like HR, IT, Finance, and

Operations leaders — are increasingly active on LinkedIn. Senior leaders use it to

build their professional presence, consume industry content, and increasingly to

make and accept business introductions. A cold email from you is unknown; a

LinkedIn message after they've seen your content is warm.

Step 1 — Profile Optimization: Your LinkedIn is a Landing

Page

Before you send a single outreach message, your LinkedIn profile must be optimized.

A poor profile kills your credibility before you even speak. Here's the framework:

❌ Weak Headline (avoid)

"BD Manager at [Company] | Sales | B2B

| SaaS"

This reads like a resume. No one cares

what your title is. They care what you

do for them.

✅ Strong Headline (use this)

"I help HR teams cut manual admin

time by 40% with [Product] | Trusted by

60+ companies"

This speaks to the outcome, the

04
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LinkedIn Outbound —
The Complete Playbook

LinkedIn is one of the highest-ROI outbound channels for B2B

companies today. Decision-makers are active, trust levels are higher

than email, and a well-run sequence can generate consistent qualified

meetings without a cent spent on ads.



audience, and the proof — swap in your

own product's result.

→ Profile

photo:

Professional headshot, plain background, direct eye contact. No logos,

no group photos.

→ Featured

section:

Pin your best case study, your free resource download link, and a

calendar booking link. Three items maximum.

→ About

section:

Write it as a short sales page — who you help, how you help them, what

results you've delivered. End with a clear call to action. No resume bullet

points.

→ Experience

section:

Frame every role in terms of outcomes delivered, not

responsibilities. Numbers and results only.

→ Recommendations: Actively request recommendations from happy customers

after every successful deployment. Aim for 10+ with named,

credible sources.

The Complete 5-Message LinkedIn Sequence

The biggest mistake in LinkedIn outreach is pitching in the first message. The

sequence below is designed to build rapport first, demonstrate value second, and

pitch gently third — with two follow-ups for those who haven't replied.

L I N K E D I N  5 - T O U C H  O U T R E A C H  S E Q U E N C E  —  T I M I N G  &  I N T E N T

TOUCH 1 · DAY 0

Connection Request

Brief, no pitch. Mention
shared context

Connected? ✓

TOUCH 2 · DAY 2–3

Opening Message

Ask a problem-aware
question. No pitch yet.

No reply? Continue →

TOUCH 3 · DAY 7

Value Add

Share insight or stat
relevant to their pain

Day 14 · Soft pitch + Day 21 · Final follow-up

They Reply ✓

Move to qualification call

They Reply ✓

Answer question → book call

No Reply After 5 touches

Move to cold email + calling

Booked → Discovery callDiscovery Call

See Chapter 8



The 5 Message Templates (Word-for-Word)

The templates below use an HRMS software example. Swap the bracketed details for

your own product and vertical — Chapter 6's industry table gives you the exact pain

language to use for logistics, cloud, manufacturing, fintech, healthtech, and

cybersecurity buyers.

TOUCH 1 — CONNECTION REQUEST NOTE (300 CHAR LIMIT) DAY 0

Hi [Name], I work with HR teams on cutting down manual admin work — noticed

[Company] is scaling and thought it'd be worth connecting.

💡 Keep this under 300 characters. Do not mention what you sell. The goal is the connection, not

the pitch.

TOUCH 2 — FIRST MESSAGE AFTER CONNECTING DAY 2–3

Thanks for connecting, [Name].

Quick question — is your team still handling attendance, leave, and payroll largely

through spreadsheets or manual processes, or have you already moved to a system?

Asking because that's exactly the problem we solve for HR teams at growing

companies. Happy to share what's been working if it's relevant.

💡 This is a question, not a pitch. You're inviting them to self-identify as having the problem.

People who reply to this are warm.

TOUCH 3 — VALUE ADD (NO REPLY TO TOUCH 2) DAY 7

Hey [Name], sharing something that might be useful regardless of where you are on

this.

Most HR teams we work with find that manual processes eat 8–10 hours a week that

could go toward actual people strategy instead of admin. The fix isn't hiring more HR

staff — it's automating the repetitive 80%.

Happy to share the exact approach if you'd find it useful — just say the word.



TOUCH 4 — SOFT PITCH WITH SOCIAL PROOF DAY 14

Hi [Name], I'll keep this short.

We recently helped a [similar company type] with a similar headcount cut HR admin

time by 40% and eliminate payroll errors entirely — in about 6 weeks. Same stage as

[Company].

Worth a 20-minute call to show you what that looked like and whether it makes sense

for your team?

💡 Use a real or highly representative case study. Specificity is credibility. "40% reduction" beats

"significantly more efficient" every time.

TOUCH 5 — FINAL FOLLOW-UP (PERMISSION-BASED CLOSE) DAY 21

Hey [Name], last message from my end on this.

If fixing this isn't a priority right now, completely understood — the timing has to be

right. If it ever becomes relevant, you know where to find me.

And if you do want to see what we've been building for HR teams, happy to share —

just reply "yes" and I'll send details.

💡 The low-pressure close respects their time and often triggers replies from people who meant

to respond earlier. "Just reply yes" is a very low-friction action.

CHAPTER 4 · LINKEDIN OUTBOUND — LEADSCHEETAH.COM



Why Cold Calling Still Works

Inboxes are crowded and LinkedIn requests pile up unread, but a well-timed, well-

researched call reaches a decision-maker in real time — no algorithm, no spam filter,

no "seen but not replied." It's also the fastest way to qualify or disqualify a prospect:

a five-minute call tells you more than three days of message back-and-forth.

18×
Higher connect rate

when calling within 5

minutes of a website or

content engagement

6–8
Average number of

attempts needed to

actually reach a

decision-maker by

phone

3×
Faster qualification

when calling follows an

email or LinkedIn touch,

vs. calling cold with no

prior context

The Triple-Channel Cadence — Where Calling Fits

Cold calling works best as reinforcement, not a standalone channel. Prospects

who've already seen your name in an email or LinkedIn message are far more likely to

take the call, or call you back if they miss it.

T R I P L E - C H A N N E L  O U T B O U N D  C A D E N C E  —  3 - W E E K  V I E W

05
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Cold Calling —
The Third Pillar of Outbound

Email and LinkedIn get most of the attention, but the phone remains the

fastest path from "prospect" to "qualified conversation." Used alongside

email and LinkedIn — not instead of them — cold calling closes the loop

that digital channels alone leave open.



Day 1

Cold Email

Touch 1

Day 2

LinkedIn Connect

Touch 1

Day 4

Cold Call #1

+ voicemail if no answer

Day 7

Email + LinkedIn

Value-add touch

Day 10

Cold Call #2

Reference the email sent

Day 14

Soft Pitch

Email or LinkedIn

Day 18

Cold Call #3

Final attempt

Rule of thumb: never call cold. Always call as a follow-up to an email or LinkedIn touch the prospect has already seen.

Pre-Call Research: 5 Minutes, Not 5 Seconds

A call that opens with "So, tell me about your company" signals zero preparation and

gets hung up on fast. Before every call, know:

Their exact title and how long they've been in it (LinkedIn)

One specific, recent fact about their company (funding, hiring, expansion, news)

Whether they've opened your emails or viewed your LinkedIn profile (if visible in

your tools)

The single sharpest pain-point question for their role (see Chapter 6's industry

table)

Your one-sentence reason for calling today, ready before they even say "hello"

The Cold Call Opening Framework

The first 10 seconds decide whether you get 2 minutes or get hung up on. Use this

structure — the same one word-for-word across industries, just swap the bracketed

pain point:

THE PATTERN-INTERRUPT OPENER FIRST 10 SECONDS

"Hi [Name], this is [Your Name] from [Your Company] — I know I'm calling out of the

blue, so I'll be quick: is now a genuinely bad time, or do you have 90 seconds?"



💡 Naming the interruption disarms it. Asking permission (not "how are you") respects their time

and gets a real answer, not a defensive one.

THE REASON-FOR-CALL, BY INDUSTRY IF THEY SAY "GO AHEAD"

HRMS example: "The reason I'm calling — we work with HR teams who are still

managing attendance, leave, and payroll manually, and we help them cut that admin

time by 40%. Is that something on your radar at [Company], or is it already handled?"

Logistics example: "The reason I'm calling — we help supply chain teams get real-time

visibility into their fleet instead of chasing drivers on WhatsApp. Is vehicle tracking and

coordination something you're actively trying to improve right now?"

Cloud example: "The reason I'm calling — we help IT teams move off legacy

infrastructure without the downtime risk. Is that on your roadmap for this year?"

💡 Notice the pattern: name the pain, name the outcome, then ask a direct yes/no question. Swap

in the pain language from Chapter 6 for any of the seven verticals.

VOICEMAIL SCRIPT (IF NO ANSWER) KEEP UNDER 20 SECONDS

"Hi [Name], [Your Name] from [Your Company]. I sent you a note on [email/LinkedIn]

about [specific pain point] — wanted to put a voice to the name. I'll follow up by email,

but if you'd rather just chat, call me back at [number]. Thanks!"

💡 Reference the other channel so it feels like one coordinated outreach, not three separate

strangers contacting them. Never leave a voicemail longer than 20 seconds.

Handling the First 10 Seconds of Resistance

WHAT THEY SAY HOW TO RESPOND

"I'm in a meeting /

driving / busy"

"Totally understand — when's a better time today or tomorrow? I'll

call back exactly then." (Get a specific time, not "later")

"How did you get

this number?"

"Public business directory / your company website — happy to

take you off my list if this isn't useful, but got 60 seconds first?"



WHAT THEY SAY HOW TO RESPOND

"We're not

interested"

"Fair enough — can I ask, is that because you've already got this

handled, or it's just not a priority right now?" (Turns a brush-off

into information)

"Send me an email"

"Will do right after this call — quick one first though: is [specific

pain] something your team deals with, or not really?" (Don't let the

ask end the call for free)

CHAPTER 5 · COLD CALLING — LEADSCHEETAH.COM

🎯  T H E  6 – 8  A T T E M P T  R U L E

Most reps give up after 1–2 unanswered calls. Data consistently shows it takes

6–8 attempts to actually reach a decision-maker. Space them across the 3-

week cadence above, vary the time of day (try early morning, just after lunch,

and end-of-day), and always leave a voicemail that references your other

channels.



How a B2B Buyer Evaluates an Outreach Message

Before a B2B decision-maker responds to your outreach, they subconsciously ask

five questions in sequence. Your message must satisfy all five:

T H E  5 - Q U E S T I O N  F I L T E R  —  H O W  B 2 B  B U Y E R S  E V A L U A T E  O U T R E A C H

Q1
Is this relevant

to me right now?

Industry + role

specificity

Q2
Do they understand

my problem?

Problem-aware

language

Q3
Can they actually

solve it?

Proof & case

studies

Q4
Is the risk

low enough?

Low commitment

ask / trial offer

Q5
Is the timing

right for me?

→ REPLY

BOOKED

The Value Proposition Formula

Your value proposition is the single sentence that should anchor all of your outreach.

It must pass the "so what?" test from the perspective of a busy functional head. Use

this formula:
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C H A P T E R  S I X

Messaging & Positioning
That Converts

Your message is the bridge between a cold prospect and a booked

meeting. Generic messages get ignored. Specific, problem-aware,

credibility-backed messages get replies. This chapter gives you the

complete messaging framework — and the exact pain language to use

across seven common B2B verticals.



Example (good): "We help HR teams at growing companies cut manual admin time

by 40% within 6 weeks — without a disruptive system migration."

Example (bad): "We provide cutting-edge HR technology solutions to streamline

your workforce management." — This says nothing. It could describe literally any HR

product.

Messaging by Industry: The Right Pain Language

The same underlying problem sounds completely different depending on who you're

talking to. Using the wrong terminology signals that you don't really understand their

world. Here's how to frame your outreach for seven common B2B verticals:

IF YOU SELL...
TARGET
PERSONA

HOW THEY DESCRIBE
THE PAIN

THE LANGUAGE TO
USE IN YOUR
MESSAGE

HRMS Software
HR Head /

CHRO / CXO

"We're still tracking

attendance and

payroll in

spreadsheets"

"Cut manual HR

admin time and

eliminate payroll

errors"

Logistics

Automation

Supply Chain

Head /

Logistics Head

"We can't see where

our vehicles are in

real time"

"Real-time fleet

visibility and tighter

delivery

coordination"

Cloud Services IT Head / CTO

"Our legacy

infrastructure can't

scale or stay reliable"

"Scale reliably

without the

migration downtime

risk"

Manufacturing /

Industrial

Automation

Plant Head /

VP Operations

"Downtime and

manual tracking are

killing output"

"Cut unplanned

downtime with real-

time production

visibility"

T H E  V A L U E  P R O P  F O R M U L A

"We help [target buyer type] get [specific result] in [timeframe] — without [the thing
they hate doing]."



IF YOU SELL...
TARGET
PERSONA

HOW THEY DESCRIBE
THE PAIN

THE LANGUAGE TO
USE IN YOUR
MESSAGE

Fintech / NBFC

Software

CFO / Head of

Finance

"Reconciliation and

compliance reporting

eat up the team's

week"

"Automate

reconciliation and

stay audit-ready

year-round"

Healthtech /

MedTech

Hospital

Admin /

Clinical Head /

CMO

"Patient data

workflows are manual

and compliance-

risky"

"Streamline patient

workflows while

staying fully

compliant"

Cybersecurity

Software

CISO / Head of

IT Security

"We have visibility

gaps and too much

alert noise"

"Close visibility

gaps and cut alert

fatigue for your

team"

Use this table directly in your Chapter 3 (Cold Email), Chapter 4 (LinkedIn), and

Chapter 5 (Cold Calling) templates — swap in the persona, pain, and language for

your specific vertical wherever you see bracketed placeholders.

CHAPTER 6 · MESSAGING & POSITIONING — LEADSCHEETAH.COM

THE LEADSCHEETAH TEAM

""The goal of your first message is not to sell your
product. The goal is to make the prospect feel that you
understand their problem better than they can
articulate it themselves."



The Outbound Pipeline Funnel

B 2 B  O U T B O U N D  P I P E L I N E  F U N N E L  —  S T A G E S  &  B E N C H M A R K  C O N V E R S I O N
R A T E S

CONTACTS SOURCED

100% · e.g. 500 contacts in your list

OUTREACH SENT

~90% reach · ~450 valid deliveries

OPENS / VIEWS

35–55% open rate · ~200 opens

POSITIVE REPLIES

3–8% of outreach · ~20–40 replies

QUALIFIED MEETINGS

60–70% of replies · ~15–25 meetings

DEALS CLOSED

500
contacts

450
delivered

~200
opened

20–40
replies

15–25
meetings

3–6
deals

The KPIs That Actually Matter

Track these seven metrics weekly. Everything else is noise.
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C H A P T E R  S E V E N

Pipeline Tracking,
Metrics & Reporting

What you don't measure, you can't improve. Most B2B companies

running outreach track the wrong metrics — vanity numbers that feel

good but don't connect to revenue. This chapter covers the complete

measurement framework from first touch to closed deal.



KPI WHAT IT MEASURES
HEALTHY
BENCHMARK

RED FLAG

Email Open

Rate

Subject line quality + sender

reputation
35–55%

Below

25%

Reply Rate

(Total)
Message relevance + ICP precision 5–12% Below 3%

Positive Reply

Rate

How many replies are interested

(not unsubscribes)
3–8%

Below

1.5%

Bounce Rate List quality + domain health Below 2%
Above

4%

Meeting

Booked Rate
Positive replies → scheduled call 60–75%

Below

40%

Meeting to

Next Step
Qualification quality of meetings 40–60%

Below

25%

Cost Per

Meeting

Overall efficiency of the outbound

system
$40–$100

Above

$200

The 90-Day Pipeline Launch Calendar

9 0 - D A Y  B 2 B  O U T B O U N D  L A U N C H  R O A D M A P

WEEKS 1–4 · MONTH 1

Foundation

ICP defined · List built

Domain warmed · Sequences live

WEEKS 5–8 · MONTH 2

First Meetings

First replies · First bookings

Sequence A/B tested · Learnings

WEEKS 9–12 · MONTH 3

Pipeline Flowing

Stable meeting volume · Refinement

Proposals sent · First deals close

Wk 1

ICP locked

Wk 2

List built

Wk 3

Domain warm

Wk 4

First sends

Wk 5–6

1st replies

Wk 7

1st meeting

Wk 8

A/B test

Wk 9–10

Stable flow

Wk 11–12

1st deals

Weekly Rhythm: Every Friday

📊 Review KPIs ✏️ Rewrite low-open subjects 📋 Refresh list (new contacts) 📞 Debrief on meetings

Open rates, replies, meetings Below 30% → rewrite 100–200 new contacts/week Refine ICP based on feedback



CHAPTER 7 · METRICS & TRACKING — LEADSCHEETAH.COM



The Discovery Call Framework

The discovery call is a conversation, not a demo pitch. The most common mistake is

to open with a product walkthrough and talk for 15 of the 20 minutes. Flip it. Your job

is to listen, understand, reflect, and then — and only then — present your product as

a direct response to what they've just told you.

D I S C O V E R Y  C A L L  S T R U C T U R E  —  3 0 - M I N U T E  F R A M E W O R K

0–3 MINS

Rapport

Warm up · Set agenda

1

3–15 MINS

Discovery

Their current process · Pain

2

15–22 MINS

Demo / Pitch

Tailored to their exact pain

3

22–27 MINS

Q & A

Objections handled here

4

27–30 MINS

Next Step

Always a clear action

5

Key Discovery Questions to Ask

→ How is this handled today — manually, another tool, or not at all?

→ What's it costing you — time, money, errors, or risk?

→ Who else needs to be involved in a decision like this?

How to Close the Next Step

→ "Should I set you up with a trial / proof-of-concept so

your team can see it against your own data?"

→ Never ask "yes/no" — always offer a specific next action

The 8 Most Common B2B Objections — and How to Handle

Each

08
C H A P T E R  E I G H T

Handling Objections &
Converting Meetings

Getting a meeting is only half the battle. What happens in that 20-30

minutes determines whether you have a qualified opportunity or a

polite dead end. This chapter covers the discovery call framework, the 8

most common B2B software-buying objections, and word-for-word

responses.



MOST COMMON

"We already have a solution for this / do it in-house."

Don't dismiss it. Get curious first. Ask: "That's great to hear — what does that setup

handle well, and where does it still fall short?" Their answer tells you exactly what to

position against. Most "we already have this" answers reveal a workaround, not a real

solution — a spreadsheet, a manual process, or a tool nobody actually uses fully.

"It's not the right time / this isn't a priority right now."

Response: "Completely understood. Can I ask — is it that budget isn't available right

now, or that the team doesn't have bandwidth to evaluate something new? I ask

because the fix is different for each." This forces specificity. "Not the right time"

usually means something concrete — find out what it is.

"I need to loop in IT / Finance / Legal before we go further."

Response: "Makes complete sense — this kind of decision usually does involve more

than one stakeholder. Would it help if I joined a call with them directly to answer

technical or security questions, so you're not stuck relaying details secondhand?"

Offer to remove friction rather than wait passively.

"Send me a brochure / pricing sheet first."

This is often a polite brush-off, not genuine interest. Response: "I'd love to —

though I want to make sure I send you something specific to your setup rather than

a generic PDF. Can I ask just 2 quick questions so I can tailor it? [Ask 2 qualification

questions.] Perfect — I'll have that to you within 24 hours." This qualifies them before

investing prep time.

"Your pricing is too high."

Never reduce price without reducing scope first. Response: "I appreciate the

directness. Can I ask — what's the cost of the current problem to your team today,

in hours or errors per month? I ask because most customers recover the cost of

this within the first quarter just from time saved." Anchor them to ROI, not sticker

price.

"We're managing fine with our current manual process."

1

2

3

4

5

6



Pre-Meeting Preparation Checklist

Research their company: size, recent news, LinkedIn presence, team structure

Review the prospect's LinkedIn profile — note their background, tenure, and any

relevant posts

Response: "That's fair — a lot of teams get by on manual processes for years. The

question isn't whether it's working today. It's whether it'll still work when you double

headcount or add another location. If your current approach stopped scaling, would

you have a fallback ready?" Plant the seed of risk without being alarmist.

"Can you guarantee results / ROI?"

Be honest — don't make promises you can't keep. Response: "I can't guarantee an

exact number because every team's starting point is different. What I can commit

to is a clear rollout plan, hands-on support, and a trial period where you measure

the impact on your own data before committing fully. Would it help to talk to a

current customer in your industry directly?"

"Let me discuss with my team / manager."

Response: "Of course — this should feel right for everyone who'll use it. Can I ask: is

there a specific concern from their side I could address now, or send material for?

And when should I follow up — would end of this week work, or is next week better?"

Always leave with a specific follow-up date, not an open-ended "I'll be in touch."

🏆  T H E  T R I A L  /  P O C  C L O S E  —  Y O U R  L O W E S T - F R I C T I O N  C O N V E R S I O N  T O O L

When a prospect is interested but hesitant, offer a scoped trial or proof-of-

concept: 2–4 weeks, limited to one team or use case, clear success criteria

agreed upfront. This removes the biggest fear — committing to a full rollout with

no certainty of fit. Structure the trial to show a measurable result within the first

1–2 weeks so the conversation about moving forward starts before the trial

period ends.
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Identify 1–2 specific observations to open the conversation with ("I noticed you

posted about X last week…")

Have a relevant case study from their industry ready to reference

Prepare 5 discovery questions specific to their situation (not generic)

Know your trial/POC offering cold — scope, duration, success criteria

Prepare for the 2–3 most likely objections from their industry

Have a clear "next step" action in mind — don't leave the call without one

CHAPTER 8 · OBJECTIONS & CONVERSION — LEADSCHEETAH.COM

Build the Pipeline. Close the Deals.

BOOK YOUR FREE CONSULTATION → LEADSCHEETAH.COM

WEBSITE

leadscheetah.com

EMAIL

hello@leadscheetah.com

LINKEDIN

linkedin.com/company/leadscheetah



The LeadsCheetah Team
YOUR B2B DEMAND GENERATION PARTNER


