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Mike Riccio

Sales Perspective
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Sales Perspective

Marketing perspective + Sales perspective. In one room.



We have more data than ever. We're still running the old 
sales process.

The industry has invested more in technology in the last 5 years than any prior period. Yet reps still pull out an old list, send an email, and wait for the phone to ring.



The New Data Landscape
The front end of the funnel has changed dramatically.

Intent Data Signal-Based Outbound AI Account Enrichment Clay-Style Stacks

HubSpot-Connected Workflows



The Breakdown: Leads from Intent Data ≠ Realized Business

Old Sales Process

• Lead Generation (by Sales & Marketing)

• Pre-Call Research (by Sales)

• Making the Call (by Sales)

• Probing Questions (by Sales)

• Qualify or Disqualify the lead

New Sales Process

• Lead Generation & Lead Qualification via intent data (by Marketing)

• Making the Targeted Call (by Sales)

• Establishing Rapport Quickly (by Sales)

• Intentional Probing Questions (by Sales)

• Get the Discovery Meeting (by Sales)

Do both groups agree on the ICP?

Marketing and Sales perceptions are out of alignment. 

Define the Ideal Client Profile together to clearly define and recognize a qualified lead.

A lead from intent data is not a buyer ready to close. The sales process still exists.



When a marketing-qualified lead lands in your sales team's 
hands, what actually happens?

What are the primary drivers/reasons/factors for the breakdown between Marketing & Sales?



Tactic 1: Cadence
28 touches in 90 days.

You haven't worked the lead until you've worked it 28 times.

Speed Follow Up

Sales Process Behaviors

Marketing creates a hand-raise. That hand goes down within 24 hours. Most brokers respond in 3–5 days.



Tactic 2: Mindset

"You don't get to decide what's annoying 
for the prospect."

Kill the self-limiting belief: 

"That's annoying"

No is the second-best answer 

you can get

Stopping at touch 3 is a 

confidence problem, not a 

strategy problem

Intent data is a signal, not a shortcut Success requires reps to work the process and 

overcome the fear of being annoying



Why Persistence Wins
Where Sales Reps Stop

48%

Never follow up with a prospect

25%

Make a second contact and stop

12%

Make three contacts and stop

10%

Make more than three contacts

Where Sales Actually Happen

2%

Sales on the 1st contact

3%

Sales on the 2nd contact

5%

Sales on the 3rd contact

10%

Sales on the 4th contact

80%

Sales on the 5th–12th contact

Source: National Sales Executive Association



Tactic 3: Approach
Connect, don't sell.

Everyone in this industry claims the same on-time delivery, the same integrity, the same culture deck. What sets you apart 

is your people.

Develop a primary purpose for the call based on intent 

data

Construct a loose structure for probing questions and 

rapport

Frame thoughtful questions based on intent data (e.g., 

ask about a global challenge tied to their intent signal)

Ask how the prospect typically sources and qualifies 

new providers

Use your Personal Brand to build rapport — people buy 

from people they like

Your prospects don't want to be sold by you. They want 

to buy from you.



Recap & The 30-Day Question
Problem 1: The data is there. The 

process hasn't caught up.

Problem 2: Cadence is broken. 28 

touches in 90 days.

Problem 3: Mindset and 

approach are holding reps back.

What's one thing you'll 
change in the next 30 days? 

How will you measure it?



Thank You
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More Than Miles
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More Than Miles


