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Description automatically generated]A sale training on how to sell a sailboat   - 

Simply money making opportunities:

Thumbtack - opportunities tab
Bark.com – Reading descriptions even out of state – Mike Stindinsky
· All about responsiveness
Alignab – New
Upwork – New
Production Hub – New
Freelancer.com - New
Wedding Wire – Old

Bark and thumbtack
· The goal is to get a reply and build from there. Keep first message short and then end with a probing question. “How, What, Why”
· How soon are you wanting to film?
· How many hours of coverage do you need?
· Are you looking for photo and video or just video?
· What are they looking for exactly?
· What type of budget do they have in mind for this project?





Lead Generation – The gigs you want:

LinkedIn
· All about Sourcing – doing research on a person/homework
· Peter Coyle example
· Marketing
· Appreciate their work or what they do
· Build a relationship (comment on a post) 
· Finding commonality (college, Houston, sneakers, etc.) 
· Just get them talking
· Ask “How” and “What” questions
· Try not to sound like a canned message
· Use names (yourself and receiver) and where you’re from
· Validate yourself
· Link to works, introduction, etc.



Social Media:
Instagram
Facebook
· Content is king
· Short question to get them talking
· Build a relationship (comment on a post) 
· Finding commonality (college, houston, etc.) 
· Just get them talking
· Ask “How” and “What” questions
· Try not to sound like a canned message
· Use names (yourself and receiver)  








Brick & Mortar:

Geographical location
· Dental offices – zip codes
· Barbershops 
· Marketing firms
· More sourcing
· Looking at websites
· Social media
· Are they in need of media?

· Build a relationship (comment on a post) 
· Finding commonality (college, houston, etc.) 
· Just get them talking
· Ask “How” and “What” questions
· Try not to sound like a canned message
· Use names (yourself and receiver)  
· Make a spreadsheet




Targets:
· Marketing firms 
· Marketing directors 








On the phone/In a meeting:
· Keep them talking
· Ask questions
· Pain Points
· Research and questions
· Basically, what can we help them solve
· Don’t mention pricing unless they do
· If you don’t know, delay them
· “I have to go talk to my boss”
· If you don’t know a price, give a range. Make the low number what you want and the high number something outrageous 
· Don’t know what to charge, charge high












Closing the deal:
Follow up:
· Warm leads
· Next day after no reply
· 2 – 3 days after reply
· Then every week
· Cold leads
· Every week
· Monday sent folder
· Remember: 7-8 contacts before someone answers you 
· Safe haven and ages
· Thanked for following up
· “Hope you had a great weekend”
· “How’s your search for a vendor going”
· “How’s wedding planning”
· “What step of the process are you currently in”
· “Have you postponed or ended this project”
· Give you details about a vacation or activity





Final thoughts:
· All pricing sheets
· Wedding list – 10% = 3 sells
· Example links
· Amaweddings
· Amacorporate
· aumeevents
· Build proposals through dubsado 
· Check emails, DMs, etc. all day every day
· Cop term “In the hole” sale
· Tenacity 
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