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Why another  business book

Marketing has changed dramatically over the last couple of years. 
The landscape in the online world has shifted. The reason for this 
is that our world, in general, has changed so much. Trust is at 
an all-time low. Consumer trust in companies, and the market-
ing & advertising they spew forth, is at an all-time low. Facebook, 
Google, you name it. These companies are not trusted. And I ha-
ven’t even gotten to our politicians yet!

Trust in our society is at an all-time low. It’s never been as bad as 
it is today.

People have their guard up. And that means your prospects, the 
people you’re trying to do business with, are less trusting of you 
than at any time in the past.

Think of it this way. Consider the prospects getting your email 
newsletter that you’re sending to them. Have you thought to 
yourself, “Man, this stuff doesn’t really work the way it used to or 
the way it’s supposed to!” If so, you’re right. And that’s because 
people don’t trust those things anymore and they see through it. 
It’s impersonal, cold, and no longer effective.

The small business owners, marketers, and salespeople I speak 
with are realizing that what used to work is no longer effective. 
We must do things differently if we will stand out in this environ-
ment. Would you agree? Answer to yourself. Are you seeing the 
same thing out there in the world, and are you also realizing that 
we have to do things differently to stand out in this marketplace 
and environment we find ourselves in?

The reason I knew this book had to be written is that, for all of my 
clients, the answer is a resounding YES.

Small businesses, people like you and me are the ones that will 
make this world better. We are the drivers of economies and the 
innovators. But the sad thing is that 80% of small businesses end 
up on what I call the “cash flow roller coaster” and eventually fail. 
If you look at the statistics on the percentage of small businesses 
that eventually fail, it’s staggering. It’s not fair. And it’s not right.
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I want to do something about it because people like you and me 
deserve better. That’s why this book exists. Because there is a bet-
ter way. A way to build relationships and trust with your prospects, 
yet still realize the efficiencies that technology can bring. 

Janine Bolin received the same information that you’re now get-
ting in this book. And by her second day of implementing what 
she learned, she had 23 prospects asking to speak with her.

I will share many more examples of people like her, who have 
seen very similar results.

This is possible for you too. Heck, if you just follow the easy steps 
that I’ll lay out, it’s not just possible, it’s pretty well certain. 

What this system can do for you is so many things. It’s going to 
help you:

• Get more leads. 

• Get more clients. 

• Automate your marketing. Put in place an automated sales 
follow-up process. 

• Automate your long-term drip marketing . 

And there are all sorts of other use cases that we will be sharing 
with you. 

Besides lead generation and client acquisition, we have strate-
gies and templates for the following:

• How to get more JV partners. 

• How to use Connect 365 for influencer marketing, which is 
basically about getting people who are big names in your 
industry to talk about you. 

• How to get guest posts. 

• How to get on podcasts. 
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• For career-minded professionals, how to stay in touch 
with your network in a personal way, so you can effectively 
leverage these contacts when the time comes.

• How to get more upsells from your existing customers.

• How to use Connect 365 for accounts receivables, billing and 
collections. So if somebody owes you money, you don’t have 
to think about following up with them. You can just automate 
it and have a sequence of emails go out over the next couple 
of weeks, couple of months, or however you want to do it. 
You don’t have to worry about when to send them, you just 
drop them into the sequence. And the emails come across 
as personal like you are one-on-one writing them. So, people 
respond and take action on them.

• How to get more people to show up for your webinars.

• How to book more speaking gigs.

And there’s a whole lot more. 

| p
age

09



The Trust Equation

We need a new 
paradigm.



We need a new paradigm

The reason it works so well is because finally, technology has ad-
vanced to the point of making it possible. 

Anybody who has been in business for long knows that old school, 
relationship-building strategies work so effectively. Marketing 
your business one-on-one, personal marketing, just reaching out 
to people. Getting on the phone with people, going out into the 
real world. We all know that’s the most effective tactic. Tried and 
true. 

But at a certain point, doing things the old fashioned way hits the 
ceiling. You only have so much time in the day. We also need to 
take advantage of automation and technology to try and scale 
beyond the hours in the day.

And look, maybe you’re like me. At heart, I’m really an introverted 
finance guy. And often I’d rather do the online stuff if I can have 
it work right. Going out and doing a bunch of one-on-one stuff 
doesn’t excite me. 

Yet to this point, for so many of us, technology has failed us.

Now, trust is at an all-time low. Just turn on your TV, if you can 
bear it. Politicians aren’t trusted, corporations aren’t trusted, and 
institutions are seemingly crumbling. This has seeped into the 
small business community as well. And many studies show that 
consumer trust in brands has fallen to a new low. 

People have their guard up. To a level never before seen. You 
surely have seen it in your business. Most are finding that their 
prospects are harder to reach than ever before. Your prospects 
have their guard up, and what used to work is no longer working. 
It’s really not your fault, though. 

As technology took off over the last 20+ years, businesses like 
ours were promised these new online tools would make our lives 
easier and help us grow. But in reality, so many of these online 
marketing gadgets have been designed for big corporations. 
Small business? Not so much. They’re ridiculously complicated, 
and even if you set it up, too often, the results aren’t what you 
expected. Just look at the way most businesses use email market-

| p
age

11



The Trust Equation

ing. That newsletter you send out? Your prospects are ignoring it 
mostly, and it’s not moving the needle. 

Well, for so many people I know and work with, technology has 
failed us. And the complicated, difficult to set up, really advanced 
and powerful. But gosh, really built for bigger companies at the 
end of the day. Those marketing automation technologies failed 
so many of us and they’re just not working for most small business 
owners. And even if you do get it working, the impact of it often 
isn’t what you thought it would be. Why? Because people are ig-
noring email marketing these days, and the emails are going into 
the promotions tab. And they’re just ignoring the content and 
they don’t trust it. Right?

But at the same time, according to a number of studies, including 
this research by RAIN Group a sales and coaching organization, 
email is the number one way prospects want to be contacted by 
businesses.

“ Email is the number one way 
prospects would like to be contacted 
by businesses.” - RAIN Group

p
ag

e 
| 

12
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image copyright RAIN Group

Email marketing is not working the way it used to, yet prospects 
say that’s how they want to be communicated with. The key is that 
they DON’T want the played out email newsletter type of market-
ing. What they’re referring to are personal emails. You might hear 
this and say, “Yeah! That’s why we have to get back to our roots of 
personalized relationship building. One-on-one marketing. That’s 
how you build real trust.” And there’s a lot of truth to that. 

But if that’s the only solution, we’re all in trouble. Because it limits 
your capability to grow your business. Yes, that’s how people did 
it in the old days. And that’s how many people are still doing it 
today. Small businesses who are reliant on word of mouth and 
referrals. And don’t have systems in place to reliably bring in new 
leads.
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How to read and apply this book

The Trust Equation is something that, if you take it seriously and 
do the work, will provide you some tangible results in a matter 
of just a few days. It is my goal that within just a few days of you 
finishing this book, you will have some amazing results. The book 
is designed so you take action along the way. It’s organized into 
4 Pillars. You could implement all 4 in one day if you’d like, but I 
recommend doing one pillar per day, for 4 days. By then, you’ll 
already be seeing results. On the other hand, if you put this in the 

“just another book you read” pile with all the others, you are mak-
ing a big mistake. The people who have implemented this system 
have taken their business to new heights. You can too.

In this book, I will set the stage and give you the high-level un-
derstanding you need to embrace the philosophy this system is 
built on. However, this book will be the complete opposite of so 
many fluff-filled business books out there. It’s very hands-on, very 
tactical, and you will get a lot out of it. We’re going to dive deep 
and give you the exact playbook you need. But the only way you 
will get these results is if you’re really committed. And if you’re 
thinking about how this applies to your business and implement-
ing it along with me.

If that sounds good to you, then you will get a lot accomplished 
and see amazing results in your business and life.

Yes, I will be showing you the high level of why this stuff works 
because there are a number of psychological and social triggers 
key to why this process works so well. As such, I must show you 
the foundation if you will, and the high level so you understand 
the principles underlying the system. 

But I will also be showing you how to actually implement it. In just 
a few days, you can have the whole system up and running. And 
you will actually be getting results from the system that quickly. 

I will also show you some examples of people who have imple-
mented the Trust Equation and the amazing results that they’ve 
quickly achieved. You’re going to love it.
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What separates thriving businesses from the rest

My company conducted a study of over 3,000 businesses. Each 
completed a very extensive set of surveys and questionnaires. 
Among many enlightening findings, one stood out. We found 
that 88% of business owners reported that they sometimes or 
consistently struggle with cash flow. So we said, “Okay, what are 
they doing wrong that the other 12% are doing right? What’s the 
difference between them and the 12% who don’t have cash flow 
problems, whose businesses are flourishing, who are growing?”

The difference is that 12%, almost across the board, reported that 
they have systems in place to consistently bring in new prospects, 
appointments, and clients. Whereas the 88% who are struggling, 
said they don’t have those systems. (How does your business 
stack up? Be honest with yourself, because this will determine 
your success.)

It’s very clear that systems (to generate leads and clients) are 
important. And what that means is utilizing some of the power 
of marketing technology. But it’s imperative you combine these 
technologies with the time-tested principles of relationship build-
ing and one-on-one personal marketing. 

But how do you do it? Is it even possible? It didn’t use to be. But 
now it is. 

A lot of these sophisticated marketing automation platforms and 
software, and all this technology that’s out there that brought so 
much promise. And so many of us thought this is going to be the 
big game-changer in business. 

Obviously, the solution then, for those not thriving, growing, and 
prospering, is to implement such a system. Without it, you’re 
stuck on the roller coaster. And when you’re stuck on the roller 
coaster, you’re limited in business and life. It can affect everything, 
including your health, family...everything. Systems are the key.

But what’s the best way to do it? What’s the best way to actually 
implement that kind of system? Because we’ve all been down a 
road before where we have tried some new technology or imple-
mented one of the big popular email marketing software, and not 
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achieved the results promised. Let me tell you right now, you’re 
not alone. So many in the small business community have been 
burned. And the reason is these technologies are designed for 
bigger companies. 

There are many of our clients and friends in the business com-
munity up in arms and fed up with this advanced technology. It 
was supposed to make our lives easier. For so many years now, it 
has promised us it would help us grow our business. But for so 
many of the small business owners I work with, and those that 
are friends, the cards are just stacked against us. Only a small 
percentage of them successfully implement some of these cra-
zy complex marketing software out there and get them off the 
ground. But even those people who are lucky enough to get it 

“working” are often completely underwhelmed and disappointed 
with the results it brings.

My company and I have seen too many people fail and said, 
enough is enough! We decided there has to be a better way to 
do this. And over the last couple of years, we have been solving 
this problem so it allows you to take advantage of the benefits of 
automation and the leverage and the efficiencies it can create. Yet 
at the same time, not lose the personal touch and the principles 
that build trust, not break it. 

If you think about it, the choices we have been given up to this 
point are one of two paths. 

You either...

1. You get on board with the marketing automation stuff and the 
newfangled online marketing stuff and try to take advantage of 
this mass marketing type approach. And then as a result, give up 
on personalization and relationship building and trust-building. 
You go for numbers.

Or...

2. You do things the old fashioned way. One-on-one, manual, per-
sonal marketing. Picking up the phone and talking to people and 
sending out emails one-on-one (because those are the only ones 
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people actually read and reply to!). With this comes trying to re-
member when to follow up with people and having things slip 
through the cracks. 

The sad truth is that neither of these two options is good.

That’s why I said ENOUGH IS ENOUGH! It’s time we bring these 
two things together, so you can have the power of automation, 
the power of reach, leverage and efficiency, without sacrificing 
personal touches and one-on-one style marketing. To have the 
best of both worlds. To do it so it is automated and creates lever-
age while building trust and relationships. Over the last two years, 
we’ve been perfecting this system we now call The Trust Equation. 
In this book, for the first time publicly, I am sharing it with the 
world. 
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The Connect 365 Revolution

I don’t want to mince words about it. This system is revolution-
ary. Finally, you can combine personal marketing with the effi-
ciencies of technology. You can communicate with your prospects 
so it feels totally 1-on-1 to them, but little do they know that you 
can automate it. To communicate with hundreds or thousands of 
your prospects in this way, without you having to spend hardly any 
time at all.

One tool allows you to automate this system. It has been custom 
developed just for this system, and there is no other tool like it. 

It’s called Connect 365. And again, to say that it’s revolutionary 
would be 100% accurate.

Now, before I get too far along, I just want to be upfront that 
there’s nothing you must buy to see if this system is right for you. 
The only thing I will recommend is signing up for a free trial of 
Connect 365. Because it is the one tool that allows you to auto-
mate The Trust Equation and allows you to do one-on-one mar-
keting in an automated way. So your marketing is working for you, 
doing it the right way. In a way that builds trust with your pros-
pects. But you don’t have to do hardly anything except set it up. 
And it’s really simple to do.

I will share a link with you later to get your free trial started. I don’t 
want you to worry about signing up for it right now, though. But 
I just wanted to give you a heads up. And also mention that with 
the free trial, you can implement the system and get results be-
fore you even have to decide if it’s right for you or pay a dime. (Oh, 
and also, if you do decide to stick around, I am going to grandfa-
ther you in at a huge discount from our normal price.) 

However, even if you decide not to do that (which I’m not sure 
why you wouldn’t want to try it), you will still find immense value 
in this book. I will be sharing a number of strategies with you that 
you’ll be able to implement right away. Research shows that only 
a small percent of people who read books actually implement 
what they have learned. So if you’re just here to learn (and not 
implement and see results), I’ve got you covered too.
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How I learned it the  hard way, and how  you can skip all the  trial and error

Today, I’m the founder and CEO of a company called Linked Sell-
ing. We’re based in St. Louis, Missouri. We’ve generated over a 
billion in sales for our clients. We’ve been on the Inc. 5000 list 
four years in a row, and two of those years on the Inc. 500. Which 
means we have been one of the fastest-growing companies in the 
United States. I’ve written a Wall Street Journal best-selling book 
called Connect, and another bestseller called Booked.

We’ve been featured in many amazing publications that have 
showcased our work. And we’ve been blessed to have had our 
work and systems recognized by many leading organizations. 
Many people consider us to be the best in the world at what we 
do.

We have a team of over 130. Here’s some at a retreat we had in 
Florida not that long ago. Enjoying some time up on the rooftop, 
taking one of those funny pictures where they tell everybody to 
make a silly face.

These are the people that are behind the scenes and are the ones 
responsible for so much of what I will show you today. So much of 
this system and the results that our clients have achieved are be-
cause of the tireless work of our team. It’s a dedicated crew, and 
they deserve a lot of recognition. 
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If you know me already, then you know that small business is near 
and dear to my heart for many reasons. Chief among them, my 
dad was a small business owner. I learned at a very young age that 
if you don’t have the right systems in place, a business can fail.

My dad and I have always had a great relationship. Ever since I 
was a little baby and he was taking me on fishing trips as you see 
here. 

As I was going through high school and college, Dad had a base-
ment finishing company I worked in. After school, and between 
semesters, I would hang doors and baseboards, help with esti-
mates, work in the office, tag along on sales calls, and even run 
projects. I learned the ropes and had planned on being a part of 
the business after I got out of college. It was what I had thought 
my future would be.

One summer day, when I was 21, I went into the office, and my 
Dad asked me to add up a stack of invoices. These were the days 
when people had those big calculators on their desks. I had to to-
tal up these invoices and it was over $60,000. These were the days 
when software like Quickbooks was just coming onto the scene. 
Dad didn’t have a great handle on his finances. I told my dad the 
number, and he quickly replied, “That’s it. We’re finished.” 
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How I learned it the  hard way, and how  you can skip all the  trial and error

He had gotten to a point in his business where he didn’t have 
enough new clients coming in to continue to pay his bills. Work 
slowed down. He had to shut the doors, and that was his last day 
in business. 

Years later, he got back on his feet and started a second business. 
He’s doing great now, but I learned that lesson the hard way when 
I was 21. If you don’t have enough new leads and clients coming 
in the door, your business is on life support and will eventually fail.

I took that lesson with me when I started LinkedSelling, and as our 
company has taken off, I have been able to do a lot of really cool 
things that the business has afforded me.

But none as cool as welcoming my son Eddie into the world in 
2017. Having Eddie in our lives has shifted our priorities. Not just 
at home, but also as it relates to business and what matters in the 
world. It’s caused me to focus on making sure the work my com-
pany is doing is the RIGHT work. 

We all spend so much time working on our businesses. I believe 
that we must spend our time doing the work we love and doing 
the work that will make a difference.

Our company is such a passion of mine, that I want to make sure 
the work we’re doing is impactful. A huge part of our mission here 
at Linked Selling is helping our clients sell more of their products 
and services. It’s the reason for the work we do every day. The 
Trust Equation and Connect 365 is the most effective system we 
have ever developed for small businesses. It’s a revolutionary ap-
proach for small business owners, marketers, and salespeople be-
cause it allows you to solve the biggest problems in your business.

It allows you to create trust, instead of destroying it with your best 
prospects, using sales and marketing campaigns done the right 
way. 
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The small business unfair advantage

Think about it this way. Maybe you have used Mailchimp or In-
fusionsoft or one of those kinds of software, either in the past or 
currently. If so, you’ve probably realized that this kind of email 
marketing is ignored by most people. At best you might hope for 
15% of your list to even open those emails. That means 85% of 
your prospects are ignoring, deleting, and not paying attention. 
People don’t trust the emails you’re sending to them. 

Now, I’m not saying there isn’t a place for these kinds of mass 
marketing software. Big companies must use them because they 
have such large prospect lists they have no choice but to use the 
mass marketing route. This leaves a HUGE opportunity for you.

Small businesses, people like you and me with smaller lists, have 
got an opportunity to do something different. 

To create trust with your prospects, so they are actually paying 
attention to what you’re saying and they believe it. To build a real 
relationship with them. That’s what The Trust Equation allows you 
to do. It allows you to generate new leads and sales opportunities 
even if you have no list or a small list. If you have no list at all or a 
small list, you’re in the right place. (And if you already have a big 
list in the thousands, you will get even greater results when you 
implement this system.)

And as powerful as that might be, it is just the start. Because with 
this system there are many things you can now implement with 
ease. It allows you to effortlessly create months of marketing cam-
paigns that run without you lifting a finger. 

Imagine if you could spend just an hour setting up months and 
months of marketing communications and messages. All of which 
would then run on autopilot without you having to do anything. 
Imagine having a sales follow-up campaign so anybody you meet 
at a networking event or any prospect you have a phone call with 
(anybody that you bring into your world from anywhere), never 
slips through the cracks again. Imagine having a long-term fol-
low-up campaign so you can continue to keep your name in front 
of them in a personal way, repeatedly for months, without letting 
these leads slip through the cracks.

| p
age

27



The Trust Equation

Which is what happens most of the time right? Your lead bucket 
has a huge hole in it, and lots of great clients are pouring out. 
The people in your network, potential referral partners, prospects, 
and clients that you’re meeting and being introduced to. How 
good of a job are you doing at staying in front of them for the 
long haul? So that when they’re ready to pull the trigger, you’re 
the only one they think of. Most people are terrible at maintaining 
top-of-mind awareness. And it’s killing your business. There is so 
much growth to be had just by properly handling the relation-
ships and leads you already have!

Imagine all of the people that you’ve met in the last few years. All 
of the people you’ve come in contact with. What would happen 
if you were able to stay in touch with those people in a meaning-
ful, personal way? What kind of impact do you think that would 
have on your business? It would be massive. But people don’t do 
it because it takes too much work to organize and manage the 
follow-ups and send all the emails. Plus, coming up with reasons 
you’re checking in with them and staying in touch with them. And 
if you just throw people into your email marketing software, peo-
ple don’t like that, right? They’re like, “Hey, I didn’t sign up to be 
on your Mailchimp list or get your newsletter!” And even those 
who don’t unsubscribe, most don’t care about the content and 
quickly stop opening your emails. 

The Trust Equation, and Connect 365, allows you to solve this 
problem. To do it efficiently, with no advanced degree, without 
needing to be a tech genius, and without needing to hire a new 
employee to manage it. Without having to bring on a consultant 
or an outsourced freelancer to help you set it up or anything like 
that. It’s a system that gives you everything you need to grow 
your business, everything to get new leads and set up long-term 
marketing campaigns. So you can have it all running behind the 
scenes without you having to do anything, but a little bit of setup 
which takes little time and is easy to do. And most importantly, for 
all of it to be done so it comes across personal and builds trust.

That’s what The Trust Equation is.
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It’s so important to me because I believe that the small business 
community deserves something better. I believe so many of the 
tools out there have been designed to be powerful but are diffi-
cult to use and are geared more toward bigger companies. We 
need something for people like us, simple to use that’s also per-
sonal and will build trust with prospects and isn’t just going to 
send out emails that people are ignoring. 

The promise of automation hasn’t panned out. Like I said earlier, 
enough is enough. It’s time to make a change and to give you 
something that allows you to automate your marketing without 
hiring a bunch of people or being a tech genius and still get 
amazing results. And to do business the right way. That’s what 
this system is. 

Let’s dive in.
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THE 4 PILLARS

There are 4 pillars (or steps) you must take to implement The Trust 
Equation. Within each, there are a variety of use cases that you 
might implement. During the next few chapters, I will walk you 
through each of these 4 pillars.

Pillar 1: Creating Your First List. Three strategies you can use 
to find new prospects and quickly turn them into warm sales 
opportunities. 

Pillar 2: Automated Lead Gen Messaging and Outreach 
Strategies. To get even more leads and clients, even if you 
have no list or a tiny list. 

Pillar 3: Automated Long Term Messaging, Nurture, and 
Follow Up. How to put long-term nurture messaging and 
sales follow-up on autopilot and earn top of mind awareness 
with your ideal audience.

Think about the power you’ll have in your business when you 
have months of marketing all set up for you. I’ll be sharing 
templates that you will be able to use to do it all, and you 
just have to plug in a few things about your business. It’s a 
game-changer, and it’s going to solve a huge problem for 
you. To have your marketing working for you, for months and 
months, without you having to do hardly anything. You’re go-
ing to get so much benefit from this, for such a long time to 
come.

Pillar 4: Consistently Replenish Your Pipeline. How to con-
tinually add new prospects into the top of your pipeline and 
position yourself to create trust and take advantage of all 
these new leads you will be generating.

Within each, I’ll also be giving you some bite-size “homework” so 
you can implement everything quickly and easily.

Plus, I’ll also be breaking down a variety of playbooks that you 
can use for many purposes. One that you’ll love is a new system 
that allows you to automate LinkedIn the right way without put-
ting your LinkedIn account in danger or using any blackhat tools 
(which can cause your LinkedIn account to be shut down). 
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If you’re thinking to yourself, “LinkedIn, I don’t know if that’s for 
me?” just keep an open mind. I will be showing you how it abso-
lutely is for you no matter what business you’re in and how you 
can use this strategy to bring new prospects into your business 
constantly. It’s brilliant and you’re going to love it. 

Besides this LinkedIn strategy, in the pages following the 4 Pillars, 
you’ll find playbooks for a number of additional strategies that 
utilize The Trust Equation methodology, powered by the Connect 
365 technology.

Pillar 1 - Creating Your First List
If you’re like me a few years back, or my clients, you might be 
wearing a lot of different hats in your business and role(s). What 
I discovered quickly when I started my business about a decade 
ago was that being your own boss means you had to wear a lot 
of different hats. And that it can sometimes feel like there is a big 
learning curve. 

When I was starting my business, I quickly found myself in that ex-
act same boat, as so many other business owners can attest to. I 
had to make sales. I had to take care of marketing. I had to get on 
the phone and call people. Besides all the other tasks that come 
along with running a business. I knew from the experience I had of 
seeing my dad’s company fail, that without consistently bringing 
in new leads and clients, my business would be on life support. I 
was determined to avoid that fate.

Naturally, I’m really a very introverted person. I’m a finance guy 
by trade. I was the CFO of a construction & manufacturing com-
pany before going out on my own, and then eventually starting 
Linked Selling. I can assure you, in my case, the stereotype of the 
introverted finance guy is true. I thought I had to turn myself into a 
different type of person to be a successful salesperson and to get 
my business off the ground. And I didn’t have much of a process 
back then. 
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Fortunately, I tried so many things that a few stuck. And I was able 
to eventually cobble together a process that worked for me. In 
time, I found myself running a growing business and making more 
money than I ever had before. 

Yet, I know now that I got lucky. And if I would have had a process 
like The Trust Equation (and the technology behind it), it would 
have made my life so much easier. You can shortcut so much of 
the learning curve that I had to figure out the hard way, by having 
access to this book. I knew that to be part of the 12% that weren’t 
struggling, I needed something that would work consistently. I 
needed to figure out a system. And when I was just starting, it was 
like I was throwing spaghetti at the wall to see what would stick. 

But that’s not always a bad thing, because all businesses are 
unique. You must test different strategies and figure out what 
works for you. But you must base it on something concrete and 
proven. Not just randomly hopping from one thing to the next, 
which is a recipe for disaster. And it must fit within your budget. 
And I really discovered that sales is all about relationships. It’s all 
about building trust. The most effective sales and marketing sys-
tem builds trust and relationships.

I found that the “spray and pray” strategies that people teach, 
just don’t work in the short term. It’s a long-term game. If I just 
start blogging and commenting on a social media post, that’s not 
going to move the needle in the short term. Those things take a 
long time to pay off. I knew that I had to have a process to get in 
the door with bonafide prospects and build relationships, so it is 
personal and builds trust.

Initially, I went to a lot of networking events and chamber of com-
merce meetings. Then I would also use online tools like LinkedIn 
to connect with people. Then, I would make sure I was following 
up with them in a personal way. I would use spreadsheets to track 
basic information like names, industry, information about their 
business, etc. I’d have notes about different things that were hap-
pening, the date that I was supposed to call or email them next, 
the date I was supposed to follow up with them. 

| p
age

33



The Trust Equation

I was tracking all of these people I was making touches with 
through these spreadsheets. And then trying to monitor when I 
needed to follow back up with people. At first, it was managea-
ble, but by the time I had around 25 people on the spreadsheet, 
it became chaotic and fell by the wayside. It just wasn’t getting 
done. Because it just really wasn’t manageable. But , when I did 
the work, it worked. 

Each time I would send out a little personal campaign to my con-
tacts, I would get a few calls here and there. Sometimes, I would 
bring on a new client. It was working! Quickly I knew that this per-
sonal followup and continuing to stay in front of people worked. 
Using these different strategies to connect with new prospects 
and bring them into my world, I was getting results. But eventually, 
the time to set it all up and maintain it was way too much. Fast 
forward a few years, and after also having implemented this same 
process for many clients, eventually, I thought to myself, “What if 
I could make a software that did this whole thing for me. Could I 
make software that would just get me clients?”

What if I just had to pick and choose the contacts that were right 
and input the messages I had already perfected. And then let the 
software do all the following up and making sure the messages 
went out. But using my actual personal email to do it! Not some 
newsletter. That was a light bulb, ah-ha moment for me. And that 
led my team and me to develop Connect 365 in 2017.

Connect 365 works with your personal email, to send emails that 
look like you wrote them 1-on-1. Like you wrote an email to a 
friend. No newsletter formatting. No unsubscribe link. A REAL 
email! But automated and done in bulk. Because they come from 
your personal email, the open rates and reply rates are through 
the roof. 

It works directly with the Gmail/G Suite and Outlook API’s, so 
it’s totally above-board, approved and compliant with Google 
and Microsoft. (Every year, Google requires us to spend thou-
sands to have a 3rd party security company audit Connect 365!) 
These emails don’t hit the promotions or spam folders. They get 
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opened and people take action on them. It’s been a complete 
game-changer for so many of our clients.

“We’re just getting started but after trying other methods, 
Connect 365 has produced the fastest and most scalable 
results so far! I’ve tried several programs to generate leads 

and nothing comes close to Connect 365. The ease and 
simplicity is amazing! 79.5% open rate and 4 proposal 

submissions sent out from my last campaign.”

- Michael Hunt, IT

(You might be wondering, is this compliant with spam laws? It ab-
solutely is. The bottom line is that you can email anybody, as long 
as you identify yourself properly and give them a way to stop re-
ceiving emails, which is as easy as adding a line below your signa-
ture that says “P.S. if you prefer to not hear from me again about 
this, just hit reply and let me know.” For customers of ours who 
still prefer to use an unsubscribe link, we offer that functionality 
as well.) 

Connect 365 is revolutionizing small businesses across the world. 
And it all starts with the first step, which is finding the right pros-
pects. 

That’s the starting point. How do you find the right prospects? 
There are a few specific strategies I want to share with you here 
in this book. But even before we dive into the tactics, you first 
must get clear on who your ideal prospect is. Who are the types 
of people that you want to talk to? Who would be good for you to 
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do business with? What types of people or companies have you 
worked with in the past? Who are good referral partners for you? 

You can look through your past client list and write down common 
denominators. Think also about who you’ve typically had good 
success with? Who are the people you enjoyed working with? 
Who are the people you got the best results for? Who really ap-
preciated you the most? Often, answering these questions can 
allow you to zero in on your ideal prospect or client. 

Another way to think about it is who made the buying decision? 
So if you’re working with companies, who really made the buying 
decision? What was their title or what types of skills might they 
have on their LinkedIn profile? Or what types of groups or organ-
izations are they part of? It could be a LinkedIn group, could be 
Facebook groups. And this answers the question, where can we 
find these people? It could be in person or local groups. Or cer-
tain conferences or national organizations?

Once you have clarity on those questions, I suggest you create 
a one-page cheat sheet with all of the info that describes your 
ideal prospect. Here at LinkedSelling, we call that your “Prospect 
Profile.” 

Now that you have this clarity, you’re ready to get your first group 
of prospects to work through the system. This is very important 
because this is the first thing you need to do. And if you want to 
have an automated lead and client attraction system, then you’ve 
got to have prospects to bring into the top of that funnel, that will 
eventually turn into leads and clients.

I will share these three strategies with you, and some may require 
a little bit more upfront work than others. One or two of them 
require almost no work. You can decide where you want to start, 
but I will give you a few different strategies you can consider. And 
even if you are thinking, “Well, I have no list, I’m starting at square 
one,” one of these will work for you and give you that starting 
point you need to get great results. And then you can continue 
doing it on an ongoing basis and just continue bringing new pros-
pects into the system. 
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Some of our clients are using all 3 of these strategies in tandem 
and getting epic results. It’s best to pick one to start, but you may 
quickly decide to utilize all three.

Initially, I want you to start with 50 to 100 contacts. That’s actually 
going to be part of your homework for day one. That, plus start-
ing your free trial of Connect 365. 

Homework for Today / Day 1: All you need to do is get your ac-
count set up by visiting Connect365.io and you’ll see we have a 
free trial opportunity to celebrate the release of The Trust Equa-
tion. Then once you’ve started your account, then find your first 
50 to 100 prospects to load into the system, which is very easy to 
do.

Creating Your First List - OPTION 1: LinkedIn Contacts

Let’s explore option 1. Here’s the gist of how it works. If you are 
looking for new prospects, you can go on LinkedIn and search 
for people that fit the exact criteria of who you want to be doing 
business with based on geography, titles, company size, industry, 
you name it. LinkedIn has over 600 million people on it. A massive 
% of them are on the site every day. They have the most affluent 
demographic of any social network or news site. Best of all, it’s 
easy to connect with people on LinkedIn even if you don’t know 
them. Then once you’re connected with them, you can easily get 
their email address to plug into Connect 365. We’ll get to the 
Connect 365 part soon, but for now, let’s stay focused on creating 
your first list. 

You can either connect with brand new prospects, or if you al-
ready have a lot of LinkedIn connections, go in LinkedIn and re-
view some of your connections who look like they might be great 
prospects.

The beauty of LinkedIn is that when connected to somebody, you 
can get their email usually. Here’s how:

1. First, click on their profile. 

2. Then when you get to their profile, you’ll see a button called 
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“Contact Info.” Click on it.

3. Then a contact info box pops up, and within that, you will 
see their email as one of the contact options provided. 

4. Just copy and paste the email into Connect 365 and you’re 
all set!

But here’s the thing. You don’t want to just take somebody from 
LinkedIn and then throw them into your Infunsionsoft or Constant 
Contact list and start blasting them with your email newsletter 
they didn’t ask for. People don’t like that. You must do it the right 
way. And that’s what I will be sharing with you in the next chapter, 
on the second pillar, messaging and outreach. The right way to 
implement these message strategies that are personal and one-
on-one, but at the same time (shhh...don’t tell anyone else!), still 
automated.

LinkedIn is a great place to connect with prospects. For most peo-
ple, it’s the best place to start and costs nothing. Once you’re 
really cookin’ you might want to upgrade to a premium LinkedIn 
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account (we typically recommend Sales Navigator, one of Linke-
dIn’s premium account types). For now though, you can get start-
ed with a free account. 

Creating Your First List - OPTION 2: Prospecting Sites

The second option to consider, are the numerous online pros-
pecting sites and databases that allow you to download contact 
info, including emails. Back in the day, this industry was dominat-
ed by the likes of Hoovers and Dunn & Bradstreet. Today there 
are many more specialized, accurate, and cost-effective services. 
There are a few we recommend.

One that many of our clients use is called Get Prospect. As a 
member of Connect 365, you can get 100 free contacts from Get 
Prospect. We get no commission from them. It’s just a special 
deal we worked out. 

Get Prospect is a great tool to find verified emails for contacts 
that fit your prospect profile. Their database works very similar to 
LinkedIn, in that you can search by a variety of criteria to find your 
ideal prospects. They aggregate data from a variety of sources to 
create their database, which is massive. 

We have found the data to be as accurate as any other source. 
Remember, though, it’s never 100% with any data source like this. 
There will always be emails that “bounce” for whatever reason. 
The good news is that Connect 365 is designed so that if you 
send to an email that bounces, it won’t send to that email again. 
This is important because it keeps your email clean and healthy. 
Emailing repeatedly to “bounces” will hurt your overall email de-
liverability and open rate, so we keep an eye on this for you and 
keep you in good standing.

Another amazing feature they offer is that you can also use Get 
Prospect to upload all of your LinkedIn connections and it will 
return a batch of emails to you at once rather than having to look 
up each one individually. That can be a big time saver. If you were 
just thinking about Option 1 and thinking it might take more time 
than you care for, to copy and paste emails, this might be a good 
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option for you.

Once you have a list from Get Prospect, you can either export 
that list of verified email addresses to an excel sheet, or you can 
use a tool called Zapier to zap them automatically into Connect 
365. Using Zapier, they can go directly from Get Prospect into our 
system, which creates a very efficient and automated lead gen-
eration system. But if you prefer, you can download the list and 
upload it with just two clicks. Either way, using Get Prospect is a 
great way not only to get your first list created but also to consist-
ently find new prospects.

Besides Get Prospect, you might also check out Hunter.io and 
Seamless.ai. Both are reputable databases that might be a fit for 
you.
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Finally, let me reiterate these 3 options I’m mapping out are not 
exclusive. You can use all 3 and really accelerate your results!

Creating Your First List - OPTION 3:  
Your Untapped Database

The third option is the untapped database that you’re already sit-
ting on right now. If you’re saying, “Josh, I’m pretty sure I’d know 
if I already had a database!” then I want to challenge you to think 
about all of the people that you’ve emailed over the years. The 
contacts that are in your email database already, and I’m not talk-
ing about your email marketing software. I’m talking about your 
work email, your personal email, your Gmail, or your outlook, in 
your yahoo account or Hotmail, or whatever you are using.

Think about all the contacts in there, the people that you’ve had 
contact with about business or maybe just personal contacts. 
They could be friends, depending on your business. Think about 
all of those people that you’ve already had contact with! If you’re 
like most people, maybe you haven’t done a great job of keeping 
in touch or following up with them over the years. Maybe it’s time 
you re-engage with a lot of those people. And there could be 
hundreds or thousands of them!

Would it be worth keeping in touch with these people? That’s a 
great place to start with this system. And any of the major email 
providers make it easy to export all of your contacts. Plus, if you 
use Gmail or G Suite, Connect 365 can actually automatically link 
to your account and import contacts for you.

This is a great place to start if you have a lot of contacts that you’ve 
talked to, and that you haven’t done a great job staying in touch 
with. Or, even if you have done a good job of keeping in touch, 
maybe you want to find a new way to reach out to them to re-en-
gage them. And drive some into turning into referral partners or 
direct customers themselves.

| p
age

41



The Trust Equation

HOMEWORK PART 1 / DAY 1

Using any of the above 3 options, you can easily create your first 
list of 50 to 100 prospects. You can use the LinkedIn route, or you 
can use a tool like Get Prospect, or you can tap into the contacts 
you have in your personal or work email. 

And that’s the homework I want you to focus on today. Start your 
free trial at Connect365.io and then create your first list of 50-100. 
Bookmark this page, and then come back once you’ve got that 
done.

If you’re somebody that prefers to absorb the entire system be-
fore implementing, no problem. Feel free to continue reading on! 
My goal with this book is to give you bite-sized homework you 
can easily implement so that by the time you’ve finished the book 
in the next few days, you’ve got the system up and running and 
you’re getting results!

GETTING READY FOR PART 2

Some small percentage of people (some might call them trolls, 
but I won’t go that far) will read this book and complain that the 
book’s main purpose is to get people to use Connect 365. You can 
read this book and implement many of the strategies manually 
without using our software. But I don’t know why you would want 
to do that. It doesn’t make sense to me. I decided to be trans-
parent and recommend that the best way to automate this strat-
egy is by using the automation technology Connect 365. There is 
nothing else out there like it. It’s what’s going to get you the best 
results and allow you to finally get your marketing working for you 
(as opposed to the other way around!). So let the haters hate. You 
and I have bigger fish to fry! 

The people who just read this book and don’t actually implement 
it, will not see the results and growth they otherwise would. My 
mission is to change small business forever and Connect 365 is 
doing just that. 
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But here’s the thing. Once you have your 50 to 100 contacts, you’ll 
quickly be wondering, “What’s next? How do we convert them 
into actual leads?” Let’s talk about that.

SIMPLICITY IS THE KEY!

Warren Buffet once said that “The business schools reward dif-
ficult, complex behavior more than simple behavior, but simple 
behavior is actually more effective.

Da Vinci once said that “Simplicity is the ultimate sophistication.” 

Having a powerful email list is only worth it if you have a plan to 
get those people to some next step with you and your business. 
And to have a way to treat those people that’s personal. To build 
a relationship and to build trust. So that when you get them to 
that next step, when you end up on the phone with them, when 
they end up on a webinar with you, they feel like they know and 
trust you.

Too many solutions out there, miss that step. People often think, 
“let’s just get a bunch of people from LinkedIn and throw them 
into my Mailchimp or Constant Contact or Infusionsoft!” Unfortu-
nately, that’s exactly what won’t work. Dumping these high-value 
prospects and leads into a CRM and sending them your newslet-
ter will only upset people. 

Think about when you connect with somebody on LinkedIn. And 
then, suddenly, you get that person’s email newsletter with all 
their promotions. Maybe it looks like this:
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It’s clearly a canned marketing message, and it’s not personal at 
all. Sure, it’s got your first name in it, but it’s very clear that it’s just 
a marketing email that’s of no value to you. Or, even emails like 
this, where it actually, maybe, looks a little bit more personal:

It’s a little bit cleaner, maybe it gets a little bit closer to what an 
email from a real friend looks like. Although it’s still got design 
elements that clearly tell you this is just some marketing email. 
And then you can see up there where that arrow is pointing that 
it’s clearly sent from HubSpot, so it’s coming from a CRM. It’s not 

p
ag

e 
| 

44



THE 4 PILLARS

sent from somebody’s personal email. This isn’t fooling anybody.

We know this will not get great results. This isn’t the way to go. 

We must be thinking about the best way to create a relationship 
with people because this old played-out email marketing stuff is 
just not working anymore. There has to be a better way, right? A 
way to have a personal delivery that doesn’t look like it’s coming 
from one of those big email senders. That looks like a person-
al message, a personal note, that you’re just writing to a friend. 
Like you would sit down and write an email to a real person. Not 
some canned marketing message. That’s exactly what Connect 
365 does.

With Connect 365, your emails come across looking like this:

It works with your personal email, to automate campaigns like 
this…
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...but in a way where the messages look like you just sent them 
one-on-one to a friend. Informal, no unsubscribe link, doesn’t hit 
the promotions tab, doesn’t go to the spam folder, it hits the pri-
ority inbox. Just like it would if you wrote an email to somebody. 
And that’s why this system works so well and enables The Trust 
Equation to be automated without losing the personal touch. 

When you have messages sent out to lots of people all simul-
taneously (each looking like you wrote it 1-on-1) and then have 
follow-up messages automatically happening after that, it gets 
amazing results. Because the open rate on these messages is 
huge, and the response rate is through the roof. And the results, 
well, nothing matches it.

The emails come across looking just like a regular email you write. 
And if that’s all Connect 365 did, it would be plenty amazing. 
Yet there is a lot more that you can do. For example, after the 
first message, you can have additional emails sent automatically. 
Each will look like you wrote it 1-on-1, just like you’re following 
up personally. There are more advanced actions you can imple-
ment, such as, if somebody responds to an email, you can have 
Connect 365 automatically remove them from receiving any more 
follow-ups. This is done so it builds trust with your prospects and 
network, and because of that, it gets a huge response rate.

In the next chapter, we will be diving into a lot of the scripts and 
different approaches you can use for all sorts of purposes. We’re 
going to be walking through the exact scripts and templates. You 
can quickly implement this, in a short amount of time, because 
these templates are plug and play. Based on your business, you 
can input specific things and then have many months of market-
ing messages ready to go. Imagine having months or years of 
marketing all in place and working for you!

You don’t have to manage spreadsheets to take care of it. You 
don’t have to remember to follow up with people. You don’t have 
to worry about things falling through the cracks. You can auto-
mate it, and still get great results. Actually, much better results 
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because we’ve perfected these processes. And it’s worth repeat-
ing, with the templates available, you can set this whole system 
up in little time.

Connect 365 works with your personal email or your work email. 
G Suite, Gmail, Outlook, you name it. It directly integrates with 
both G Suite/Gmail and Outlook. If you use something else, not 
to worry. Because we have an easy process so it can work for any 
other email provider as well. And it sends automated messages 
in bulk that look like you wrote them one-on-one. Your prospects, 
the people you are reaching out to, they don’t know that you 
didn’t have to do a thing. Very few people know that this kind of 
technology exists. And the great thing is this isn’t some black hat 
shady technology. You know, the things you see here today but 
gone tomorrow. This is the exact opposite of that. Connect 365 
actually complies with Google. It works directly with the Google 
and Outlook API’s. And in fact, my company has to go through a 
security compliance process once a year where our entire system 
is reviewed by Google’s independent security analysts and they 
put a stamp on what we’re doing.

It’s all very above-board, approved, professional and classy. It will 
make you look like a million bucks. It’s got advanced outreach, 
nurture, and follow-up campaigns with lots of templates that 
you can borrow from and just plug and play so that you can have 
marketing going out to hundreds or thousands of prospects and 
contacts all on auto-pilot. But unlike so many of those big-box 
marketing software and marketing automation tools that people 
are just ignoring these days, this system actually gets responded 
to. Because it’s personal emails! 

It gets a huge open rate, huge reply rate, and massive results. 
You can get new leads, but that’s just the start. You’ve got an easy 
outreach and messaging process so that you can automate long-
term marketing and long-term nurture and sales follow-up cam-
paigns. All of the people that you will be following up with and 
making these touches with, you’re not letting that slip through 
the cracks anymore. And because of that, you will get more cli-
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ents, more sales, and more income. You’re going to have a lot 
more consistency in your business and you’re going to grow to 
the next level.

What kind of results can you expect? Long term, you will see 
some amazing, massive results in your business. But let’s just talk 
about what’s going to happen in the next few days.

Jeanine Bowlin said that she had 23 requests for a phone call with-
in a day of implementing Connect 365. She said she had people 
reaching out to her, rather than the other way around. And she 
also saw more traction with her books that she’s written. 

“This really helped me with my first ever email automation 
within days of using the training I had 23 requests for a 
phone call with prospects. I have people reaching out to 

me rather than the other way around. This is a nice change 
of pace. Folks are also more aware of the books I’ve written 

and the work I do."

- Janine Bolon, Owner, The 8 Gates

Cecil Cunningham said that he had three to four appointments 
scheduled right away. And out of 107 messages he sent last night, 
less than 24 hours after he set his first campaign up, he had over 
50% open that message. Within less than 24 hours, he had al-
ready booked three to four appointments. Cecil has gotten even 
more incredible results. This is what’s happening just within the 
first couple of days!
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“System Rocks - Sent out 107 messages last night got 58 
opens already. 3-4 appointments already scheduled for 

next week.”

- Cecil Cunningham, Marketing Consultant

Diego, who followed this same instruction you now have in front 
of you, got four prospects contacting him about his services. In 
the first week alone. He’s a real estate agent and investor, with 
apartments and houses. These deals are huge for him. 

“I followed the advice you gave during the training, I sent 
an email to my contacts that were “dormant” from the past 

couple years and the results were 4 prospects contacting 
me again just this week. 

I’ve now got some checking our apartments and houses, 
both are very interested in buying!”

- Diego Cruz, Real Estate Investments
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This is what can happen in a short amount of time, and I want to 
see you getting results like Jeanine, Cecil, and Diego in these 
next few days. The biggest key is that you must do the home-
work. Just go step by step though, don’t worry about right now 
implementing the entire system. Even though it is very simple and 
there’s actually little work to be done. Just take it one step at a 
time and for the first day, focus on starting your free trial and add-
ing 50 to 100 contacts.

Once you have this system set up, big things will happen for you. 
Think for a second about what’s going to happen not just in the 
next couple of weeks or even the next couple of months. Think 
about what happens in your business, long term, if you have a 
system. If you have this kind of personal relationship building 
marketing with hundreds or thousands of prospects, think what’s 
going to happen over the next year or two in your business. Think 
of the impact over the next five years. When you’re finally able to 
solve this problem and get your marketing working for you. It’s 
huge.

We will touch on this more in the next chapter, but here is an im-
portant point, studies have shown that it takes six to eight touches 
just to gain awareness with your prospects. There are studies that 
show it takes even more touches. The number varies from study 
to study, but we all know that it doesn’t take just one touch point. 

You must have a system to stay in front of people over the long 
haul. Microsoft studied over 13,000 salespeople and they found 
some remarkable things. Look at the image below. The one I want 
to point you to is number one. 50% of people give up after the 
first contact. Wow. Now, go down to contact number nine. What 
Microsoft found in this study is that out of 13,000 salespeople, 
that by the ninth contact, you have a 90% chance of getting the 
business. Because nobody else is still making contact.
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Yet almost nobody does it, because it takes too much time and 
effort. Connect 365 solves this problem. So that you can just drop 
prospects into the system and Connect 365 runs it for you. It 
doesn’t take much time at all to set it up and it gets you short-
term wins, like Jeanine and Cecil and Diego saw. But even more 
important, it automates the long-term wins too. It allows you to 
be the one that’s making 12 or 24 or 48 touch points. Whatever 
it takes. You’re in the game for the long term when you use a 
system like this.

In the past, it has been tough to figure out what to say, and what 
each message should include, and how to convert these leads. 
No longer. With Connect 365, we give you all the templates, best 
practices, and resources you need. So you have all the messaging 
sequences. You can pick and choose what makes sense for your 
business. We also have a lot of niche-specific templates, so you 
can pick from templates just for your type of business that have 
already been proven to work. You can take these templates, cus-
tomize them to make sense for your unique situation (or you can 
just use them right out of the box), and get results. We also pro-
vide you with other resources so you can be as successful as possi-
ble. For example, our sales training curriculum that every Connect 
365 member is enrolled in for free. We know that the more suc-
cessful you are, the more friends you’ll tell about Connect 365. A 
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lot of our clients tell us that being a member of Connect 365 gives 
them everything they need to grow their business.

But I don’t want you to dive into all of that right away. Stick with 
the plan. Implement the homework as prescribed here in the 
book, then move on to the next step tomorrow.

“ Inaction breeds doubt and fear, actions breeds 
confidence and courage, if you want to conquer fear 
do not sit home and think about it, go out and get 
busy.”  
 

- Dale Carnegie

Speaking of the next step, let’s move on to the next chapter and 
the homework that you’ll be working on for day 2.

Pillar 2 - Automated Lead Gen 
Messaging and Outreach Strategies.
Think about what your business (and life) will be like when you 
know that you have months and months and months (12+ months 
forward) of marketing, all set up and in place, and running for you. 
And what if you had to spend just a little bit of time setting it up. 
That’s what you’re about to do. And it’s efficient, so you need not 
be some tech genius or hire a consultant or an employee to get 
it all set up for you. 

It’s very simple. And it’s everything that you need to grow your 
business. 

Look at it this way. If you have a system to get new leads, and you 
have a system to run long-term marketing campaigns, and you 
also have a system that allows you to do it so it builds trust and 
comes across as personal. Well, what else would you need? Not 
much. 

This is what The Trust Equation is. And it’s what Connect 365 al-
lows you to automate.
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Hopefully, you’re moving on to this chapter because you com-
pleted the homework for day 1. If not, that’s ok. You can either go 
back and do it now or continue to read ahead. Your call.

But I will assume that you’ve completed day 1. That you’ve got 
Connect 365 setup and you loaded in your first 50 to 100 contacts. 
Now we’re going to set up your first messaging and outreach 
strategies. We’re going to load in your first messaging scripts, 
and we’re going to message those 50-100 prospects. 

I will also review a number of different messages you can use for 
different purposes. You’ll be able to pick and choose the ones 
that are most applicable to you. 

In the next chapter, we’ll be putting your long-term nurture mes-
saging and sales follow-up on autopilot. So you can never let any 
more leads slip through the cracks, and continually stay top-of-
mind with your best prospects. 

Here’s the overview of the basic process. 

 – Day one, we load in our first set of contacts. 

 – Day two (today), we will start our messaging and outreach 
to generate leads. Whatever you want to achieve, even if 
it’s not “leads.” I will share a lot of examples of what you 
can do with it here on day two.

 – Day three focuses on what’s beyond the initial outreach, 
the long-term marketing so you continue to stay in front 
of these prospects. (And I will talk about why that’s so 
important, why so many people fail at it, and why this 
system solves that problem.) 

 – Day four, we will focus on the best processes to continually 
add new prospects into your pipeline. Because this isn’t 
just about the 50 to 100 we did on day one. This is about 
continually having a system that’s going to keep bringing 
new prospects into your business and working them 
through processes that drive them into some next step 
with you and your business. (And we will also cover how to 
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position yourself to take advantage of all these new leads. 
Plus, a new system to automate LinkedIn the right way, 
which you will love.)

As we dive into the content here on day 2 (long-term nurture and 
follow-up), an important thing to remember is that the old school 
way of doing mass marketing communications doesn’t work an-
ymore for small business. It’s no longer effective. Maybe if you’re 
Macy’s or Tesla or Apple, you have no choice but to do the old-
school impersonal email mass marketing. Because how can they 
really personalize it to every single person? Businesses with mil-
lions of subscribers can’t do this stuff. 

The problem is, so many of us in the small business world have 
been exposed to so much of that type of marketing. And then 
when people go to create their marketing, they think that’s what 
works! Soon they discover that it does not. At least nowhere near 
the results you need. But the good news is that if you’re like so 
many of my clients and customers with small email lists, you’ve 
got an opportunity to market to those people in a way that’s ac-
tually personal. To build relationships with them in a way that big 
companies can’t, because you have a smaller list. And now there’s 
a solution to automate that.

Now, when a prospect gets your email, it actually looks like you 
wrote it one-on-one to them. That’s what this technology allows 
you to do. But you can do it in bulk. And on top of that, you can 
then have follow-up emails and long-term messaging sequences 
that happen on autopilot. But to the person on the other end, to 
your prospects, it looks like you actually wrote a one on one per-
sonal letter to them.

That’s why it works so well. That’s why the open rate on these 
types of messages is massive. That’s why the reply rate is huge as 
compared to the old school way of doing things. It’s a complete 
game-changer, and it allows you to build relationships, to build 
trust, to reach out to people who maybe had never heard of you 
before, but do it in a warm and inviting way that gets them to 
open up. And to get them into the next step with your business. 
Because business is based on relationships and trust.
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But what about if you have a large list? For example, in my busi-
ness, we have an email list of over 100,000 active subscribers. We 
take segments of that list and then work them in the Connect 365 
system when we want to actually reach out for something that we 
really want them to take action on. Such as inviting them to a call 
with our sales team. Or some of the other strategies I’m sharing 
with you in this book.

What’s the ROI?

One of the most important things to consider when implement-
ing this system is exactly what kind of ROI you can expect to get 
from it. You must have a goal and understand how much activity is 
necessary to reach your goals. This is the basic premise of metrics 
and KPI’s (key performance indicators). If you add 100 prospects 
a month into Connect 365, which takes almost no time at all, and 
then each of them gets a three to four message campaign, then 
that’s 300-400 messages a month that come across looking like 
you personally wrote every one of them one-on-one. 300-400 
messages a month and it only takes a few clicks of your mouse 
to set up.

Let’s say conservatively 5-10% percent of them end up turning 
into bona fide sales leads. That’s 5-10 appointments a month. But 
really, when doing it monthly, and the long-term nurture (which 
we will cover in Pillar 3) is kicking in, the number ends up more 
like 10-20. What percentage of them would turn into customers 
of yours? 

What’s a client worth to you over the course of the next 12 months, 
or even the lifetime value of a client? No, if you got 10 appoint-
ments a month from implementing this system, what percentage 
of them would become a client of yours and then how much in-
come would that generate for you? Do the math right now! If 
you’re like most of my clients, this is a meaningful amount of in-
come from this system and this source of new business. But this 
is just the starting point. What if you added a few hundred pros-
pects into the system each month? Or a couple thousand?! 
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This system is a godsend for any business at any size. The ROI you 
can create is unparalleled, and even more important, the impact 
that can have on your life.

Let’s dive into three of the most popular campaigns that you’ll 
want to use to make it happen. 

(The homework for today, day 2, is to get your first three messag-
es together for your initial outreach to the 50-100 contacts you 
identified yesterday.)

The three types of campaigns are:

1. Information

2. Community

3. Solution

The “Information” Campaign 

Everybody wants to be educated these days before making 
a decision. Now, that doesn’t mean you should just email cold 
prospects a fact sheet about your product or service. But when 
you provide them either content you’ve created or content that 
you’ve curated, which helps them solve a problem that they’re 
facing (or giving them a different way to think about the problem 
you help solve), they will find it valuable and appreciate it. To put 
it simply, you’re just sharing valuable content, no matter what the 
format. It could be a pdf, a video, a blog post, you name it.

Here’s an example of what the first message might look like:

SUBJ: Curious about {company}’s experience

Hi {firstname},

I came across your info (on LinkedIn/online), and thought it 
was worth reaching out…

We’ve recently put together a report for business owners just 
like you…and I was hoping to get some quick feedback be-
fore we go live with it.
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We surveyed 1300 business owners about their business 
struggles, their secrets for growth, and yes, how they get cli-
ents.

If you want to know how the fastest growing B2B businesses 
acquire their clients these days, read the free “Client Acquisi-
tion Report” now to learn their secrets by clicking here.

And drop me a line here if you have any questions or feed-
back on the information.

Josh

We call this the “expert content” message. With it, you’re just 
sharing a piece of content that you’ve created. It works really well 
as a way to get in the door and start a relationship by sharing val-
ue first. But if you don’t have your own content, then you can use 
our “Expert Curator” message. 

Here’s what that message looks like:

SUBJ: Curious about {company}’s experience

Hi {firstname},

I came across your info (on LinkedIn/online), and thought it 
was worth reaching out…

Looking at your info, thought you might be interested in this 
great article from Digital Marketer that breaks down how 
the leaders in the Facebook advertising space improve their 
quality of leads for B2B clients.

It’s a fairly quick read with lots of examples – 

<LINK>

Anyways, thought you might find it helpful with your line of 
work.
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Feel free to drop me a line here if you have any questions or 
feedback on the article.

Josh

As you can see, this one is more about sharing something that 
somebody else created. And it allows you to then follow up with 
them in a more specific manner. 

After the first message, you’ll want to send additional messag-
es, that would follow up from either of those two examples I 
just showed you. So then a series of personal messages come 
through looking like an email you would just write to a friend. And 
this works with your personal email. So if you’re using G suite or 
Gmail, it works with that. If you’re using Outlook, it works with that. 
If you’re using the other email service providers for your personal 
email, it works with that too.

And you can create a second/separate new email to have these 
messages sent from. Some of our clients say, “Hey, this makes a 
lot of sense. I want to do this. But I’m going to set up a second 
email that I’m going to use for Connect 365.” Some people prefer 
to do it that way. It doesn’t really matter as far as results are con-
cerned. Although with a brand new email, it is important that you 
warm it up properly, and we have instructions on how to do that. 
And you can just plug-and-play with our templates, input some 
specifics on your business, and have these campaigns created in 
a small amount of time, that you can use repeatedly.

The “Community” Campaign

This campaign is great for all sorts of businesses. Whether you’re 
in network marketing / MLM, or you’re a B2B business or a con-
sultant, or maybe you’re in real estate or a financial advisor. What-
ever business you’re in, your prospects to see what other people 
like them are doing. Birds of a feather flock together. And they 
like to see how others like them have solved the problem they 
might be facing.

p
ag

e 
| 

58



THE 4 PILLARS

With the Community campaign, we use the need for community, 
the need for people to be a part of something with their peers and 
other people like them. We leverage that in your initial outreach 
to make an introduction, and to have a reason to reach out. Often 
this means sharing an invite to join a group that you’re a part of 
or an online community such as a Facebook group or LinkedIn 
group. (If you’re the owner/manager of that group, even better!) 

SUBJ: Invite to INSERT GROUP NAME 

Hey {firstname},

I came across your info on LinkedIn, and thought you’d be 
interested in joining an exclusive community I just started 
there called GROUP NAME. 

The group is professionally curated and we only invite the 
top business and executive consultants to join. It’s quickly 
becoming a top resource for the industry and I think your 
experience will add a lot of value. 

In the near future, we’re also looking to do some feature pro-
files on our top members. Is that something you would be 
interested in? 

I hope all is well and I look forward to seeing you in the group.

Here’s the link to join: LINK

And feel free to connect with me on LinkedIn as well, here’s a 
link to my profile: <<LINK>>

Have a great day, 
Josh

You could also use this message to invite a prospect to an offline 
networking group or a meetup group. Either way, it works well 
because you’re just inviting them to be a part of a community 
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with other like-minded people in their industry. Or if it’s not indus-
try-specific, just other like-minded people. 

Here’s another example. How about a business looking to get in 
front of moms in Denver. Maybe you decide to create a Face-
book group called “Denver Moms.” Then you can reach out to 
people and just say, “Hey, I came across your info here. Thought 
you might want to be a part of my group. It’s an awesome group. 
Here’s what it’s all about. Here’s the link to join. I would love it if 
you would join us.” Really, really, super simple, but super effective.

Because people want to be a part of things like this. They want to 
say, “Hey, well, I’m a mom and I live in Denver. And maybe I could 
get value out of this by connecting with other moms in Denver.” 
Or in the case of the previous script, “Well, I’m an executive lead-
er. So maybe the executive leadership discussion forum is some-
thing that I might want to consider being a part of!” 

If you don’t want to start your own group, you can use this “group 
curator” message. Using this, you can leverage a group that al-
ready exists. Let’s say your business is in the construction space. 
You could send a message like the following, where you don’t 
have to be the owner or manager of that group, but you’re just 
inviting them to be a part of it. 

Subject: Invite to Commercial Construction Professionals on 
LinkedIn

Hey {firstname},

I’m part of a new networking group on LinkedIn called Com-
mercial Construction Professionals. The group is full of some 
of the best-curated content I’ve found online to date and is 
full of other professionals in the industry sharing their experi-
ence, insight and extensive networks.

I thought with your experience, you might find the group to 
be as great a resource as I have.

Here’s the link to join: https://www.linkedin.com/
groups/13628296/
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And feel free to connect with me on LinkedIn as well, here’s a 
link to my profile: <<LINK>>

Have a great day, 
Joe

You’re getting your foot in the door with them, just by sending an 
invite. It’s similar to inviting a friend to come along with you to an 
event. People like that sort of thing, and they appreciate it. Then 
you get your foot in the door, and then you can take the conver-
sation to the next level.

The “Solution” Campaign

With this type of campaign, you have to be much more careful in 
your approach. This is more of a direct lead generation outreach 
message. Where you’re reaching out to somebody and saying, 

“Hey, this is what I do and I’d love to have a conversation with 
you about it!” You’re essentially pitching them on having a con-
versation about your solution. And you want to be careful with 
this because it’s much more direct. Which if you have a colder list, 
sometimes that’s not going to get you the best results right away. 
Often, you’re better providing value first. Yet some businesses 
can get away with a more direct first message.

Subj: {firstname}, your profile had me thinking…

Hey {firstname},

I was looking at your profile on LinkedIn and read up on 
some things {company} is up to. Anyways, it got me think-
ing and I wanted to introduce myself as we’ve worked with a 
lot of [INSERT TARGET INDUSTRY] companies helping them 
[INSERT COMPELLING OUTCOME/ACHIEVEMENT]

I’d love to line up a quick phone call to learn more about the 
work you’re doing and seeing if we might help you like we 
have [INSERT SIMILAR COMPANY YOU’VE HELPED].
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How does next week look for you? I’m generally available 
Tuesday and Thursday mornings. Let me know what times 
work for you and the best contact number, and we’ll get 
something on the calendar.

I look forward to meeting you!

Thanks, 
Josh

Many people misuse this approach, which is often referred to in 
the sales community as “cold email.” Often, people try to go this 
route immediately and they run into a couple of problems. Ei-
ther their business is just not the kind of business that lends itself 
to this kind of direct approach, or their message copy isn’t very 
good. And then they get low results. In many cases, I recommend 
people not use this approach right out of the gate. The reason 
being, because it’s so direct that you really must get your mes-
sage dialed in for this to work. 

Especially if it’s with a cold audience, people who don’t neces-
sarily know you quite yet. Naturally, this will get you a much lower 
percentage response. But you can get some really great leads 
when you do it for the right types of businesses. If you’re unsure 
of where to start, then I would say this one’s probably not the right 
fit for you. Unless you think you’ve got your messaging dialed in, 
and you just get it, and this is not your first time trying something 
like this. Either way, we have a number of scripts and templates 
that build onto this and other variations of it, inside Connect 365 
and in the workbook that you’ll have access to. 

p
ag

e 
| 

62



THE 4 PILLARS

Don’t think any of these 3 approaches are right for your 
situation? No worries, because there are many more ways 
to use this system. This is just the start. There are all sorts 
of use cases and playbooks for how to use this system to 
not just get leads, not just for reaching out to new pros-
pects or to nurture existing prospects. But also how to do 
sales follow-up. How to use it to get new JV partners, and 
strategic partners, and referral partners. How to do in-
fluencer marketing. How to get guest posts and podcast 
opportunities. How to get more speaking gigs. How to 
get more people to show up to your events.

And so much more. 

Keep reading, in the coming chapters, I’ll share each 
of these different tactics with you, and I’m certain you’ll 
find at least one that will be a fit for you. You can see 
everything on the screen there. 

The bottom line with all 3 of these types of campaigns is that 
the objective is to get your foot in the door. You aren’t trying to 
convince them to buy. That’s like asking for marriage on the first 
date. You’re just trying to open the door so you can start the re-
lationship and begin the conversation. And from there, in a sub-
sequent second or third step, make a more direct approach. In 
business, it’s best to wait until the second or third date before you 
get serious about things. 

One big exception to this is if you already know the prospect! If 
you have a prior relationship, then you can almost always be more 
direct in the first message. You’ve already put in the leg work of 
warming them up.

Again though, this isn’t a “one and done” approach. This isn’t the 
kind of thing where you just reach out to new prospects and you 
send them one message, and then that’s it. That doesn’t work. 
What works is having a multi-message approach, where you’re 
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making multiple touch points. Not just one. At least three, four 
in this initial approach. And then from there, a long-term nurture 
sequence where you will be staying in front of them for months. 

When you start your trial at Connect365.io you will also 
get an in-depth workbook that includes many more tem-
plates for each of these 3 types of campaigns. You’ll have 
plenty of ideas to choose from, even if one of the above 
didn’t feel exactly right for you. Plus, templated messag-
es for your long-term nurture campaigns. So that you’ll 
have months and months of marketing on autopilot. 

Besides these initial messages, it’s very important that you follow 
up! Clearly, just sending one email is a poor plan and won’t be 
very effective. There are several messages we recommend you 
send as part of this campaign. The follow-up templates are in-
cluded in the workbook that you’ll receive when you start your 
free trial. 

Here’s one example of a 3 message campaign, for a direct lead 
gen approach. This campaign is best utilized for audiences that 
are warmer. For a list of prospects you have built a relationship 
with prior or who have engaged with your content previously.

MESSAGE 1 Subj: {firstname}, your profile had me thinking…

Hey {firstname},

I was looking at your profile on LinkedIn and read up on 
some things {companyname} is up to.

Anyways, it got me thinking and I wanted to introduce my-
self as we’ve worked with a lot of [INSERT TARGET INDUS-
TRY] companies helping them [INSERT COMPELLING OUT-
COME/ACHIEVEMENT]
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I’d love to line up a quick phone call to learn more about the 
work you’re doing and seeing if we might help you like we 
have [INSERT SIMILAR COMPANY YOU’VE HELPED].

How does next week look for you? I’m generally available 
Tuesday and Thursday mornings. Let me know what times 
work for you and the best contact number, and we’ll get 
something on the calendar.

I look forward to meeting you!

Thanks,

Ben

(If you don’t want to hear from me again, just hit reply and 
let me know)

MESSAGE 2 Subj: Re: {firstname}, your profile had me think-
ing…

Hey {firstname},

Just following up on the message I sent last week. 

Do you have any openings this week or next for a 15-min-
ute call? I’m interested in hearing a bit more about what you 
do and just sharing a couple of stories of the clients we’ve 
helped that are similar. No pressure at all.

Let me know and we’ll get something on the calendar.

Best, 
Ben

P.s. As I mentioned...I don’t want to be a pest so if you don’t 
want to hear from me again, just hit reply and let me know.
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MESSAGE 3 Subj: Haven’t heard back - thought you might 
enjoy this

Note: this will need to be edited based on the material/con-
tent you are sharing. This could be a downloadable piece of 
content or even just a link to a strong blog post.

Hey {firstname},

I haven’t heard back on my previous message - no worries, I 
know how life gets in the way.

But I wanted to share with you a recent report/video/work-
shop/ebook we put together on (TOPIC).

It shares the exact ways companies like CLIENT NAME 1 and 
CLIENT NAME 2 have (outcome/solution based on what you 
provide).

You can check out the report right here: <<LINK>>

And drop me a line here if you have any questions or feed-
back on the information.

Thanks, 
Ben

You can see how these are very informal, personal feeling mes-
sages. And because of that, it works very well. That’s why it’s so 
important these are the messages that you send as follow-ups. 
Which makes it simple. And the greatest thing about it is this 
actually gets better results than big, long sales pitches! It works 
better this way!
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Pro-Tip: Connect 365 has more advanced features you 
may decide to use. For example, you can use replace-
ment text, which allows you to merge in custom informa-
tion like first name, company name, or any other info you 
want to have custom fields for. These custom fields can 
then merge into each of your messages wherever indi-
cated. 

Also, you can set auto-replies or remove contacts based 
on certain actions. For example, we often recommend 
that you set your campaigns up so that whenever some-
body replies to an email, then that contact’s “tag” is re-
moved. When a reply is received to a message, then the 
tag is removed, and they get no more messages in that 
sequence. Because you don’t want somebody to contin-
ue receiving follow-ups if they already responded and 
you’re in talks with them! 

For your next step, and the homework for day 2, it’s time to set 
up your initial outreach campaign. This shouldn’t take you more 
than a half-hour or so. Go through the workbook, decide which 
approach and which type of campaign makes sense for you to 
start with. And then take some of our templates and create your 
first three to five message campaign in Connect 365. You can just 
copy and paste the templates in, and then fill out a couple of 
details about your business. It’s very plug and play like that. And 
then, you just tag the contacts you uploaded yesterday into the 
campaign, and then you can launch it. Super simple.

Very simple to do. You don’t have to start from scratch. Use our 
templates, find one that speaks to you and your business, and 
go from there. Then hit the send button to send the campaign 
to your first batch of contacts you loaded in. Screenshots with 
instructions are included in the workbook if you need them!
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Now, do you just give up after 3 messages? Absolutely not! Re-
member, it can take many touches before a prospect opens up to 
you. After this initial outreach campaign, you want to then move 
these prospects into a long-term nurture sequence. That brings 
us to the next pillar of the system.

PILLAR #3 - Long-Term Nurture 
Messaging
As previously mentioned, a couple of years back Microsoft con-
ducted a study of over 13,000 sales professionals. They wanted to 
better understand how many contacts it takes before a sale can 
be made. Here’s what they found:

Look at contact number one; 50% of people have given up after 
the first contact. By contact number nine, at the point when your 
prospect’s ready to buy, you have a 90% chance of being called. 
Why? Because by then, there’s almost nobody else still showing 
up. Nobody does it, because in the past, to do this many touches 
and continue following up with prospects and staying in front of 
them, it took too much work. It took too much time. So, it doesn’t 
happen.

Then some people will put those contacts into their Mailchimp or 
Constant Contact or whatever traditional email marketing soft-
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ware they use. And they’ll send their e-newsletter (call it whatever 
you want) and wonder why it just gets no results. It becomes obvi-
ous quickly that people are not paying attention to this marketing.

Another thing you must think about is your sales cycle. How long 
does it take from the time you meet somebody to the time they 
turn into a customer? Look at the data below. It’s clear that it can 
take months. 

If you agree that you must have a plan to stay in front of your pros-
pects for the long haul, then what’s the best way to do it? What 
are you going to do to stay in front of those people in a personal, 
relevant way that’s going to build trust and build the relationship?

When I started my business, I would take all my contacts and 
put them in spreadsheets. I would track these spreadsheets and 
have dates set up to manage when I was supposed to follow up 
with them. That’s when I would send them their next follow-up. It 
worked great to send personal emails, but it was a mess to man-
age. Inevitably I never stuck with it. Because it’s just too much work 
trying to manage all those follow-ups, and things slip through the 
cracks. Fortunately, now there’s a better way.

If you have a system that allows you to implement a long-term 
nurture and follow-up campaign, for everybody in your network 
and every prospect you speak with, you will win the game of busi-
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ness. Naturally, everybody that I talk to about this says, “Yep, to-
tally. Makes sense.” And then what do they do? Nothing. Nothing 
different. I can’t blame them. I’d do the same, too if I didn’t under-
stand The Trust Equation.

Why? Because it takes too much time to follow up, and to re-
member that you need to follow up. I used to try and do it with 
spreadsheets. Everyone I met at networking events, coffee, and 
lunches would end up in a huge stack of business cards. I’d try 
and manage following up with each of them and keeping in touch. 
Because there’s little point in building these contacts and rela-
tionships if you’re not following up with people, so they remem-
ber you when the time is right or when they’re ready to move 
forward. There’s almost no point in doing it if you’re not going to 
stay in touch with people and follow up. But unfortunately, most 
of us don’t have the time to do it. 

For the first time ever, you can solve this problem. What I am 
referring to is that, by using Connect 365, you can implement 
a long-term nurture & follow-up sequence for any contacts you 
have. They can be people you met at networking events, confer-
ences, contacts from LinkedIn, prospects in your sales pipeline, 
you name it. They can be friends you went to high school with, 
college connections, old colleagues. Anybody who you want to 
stay in touch with. So you can maintain relationships with thou-
sands of contacts, that will eventually reap huge benefits for you. 

One thing people love most is that with this system, it’s all tem-
plated. You just must input a few things about your business. And 
in a short amount of time, you’ll have 12 months of follow-ups 
and touchpoints ready to go. Then you just drop people into the 
sequence, and they get the messages on autopilot. You never 
have to think about making sure you’re following up with people 
ever again. 

This marketing comes through to all of your prospects on the re-
ceiving endso it feels like it was personally sent. Like it was done 
one-on-one like you were just reaching out to them and staying 
in touch with them. Which is so much more effective than trying 
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to do the kind of marketing that big companies are doing, which 
most people ignore anyway.

It’s a complete game-changer for people like you and me. And 
it’s really what big businesses can’t do. They can’t do it because 
they have too many prospects. It just doesn’t work when you have 
a massive list with hundreds of thousands of contacts. This is a 
system designed for small businesses, people like you and me.

Before we dive into the “how to” I want to speak to the home-
work that you’ve hopefully completed so far. If you’ve been 
following along and doing the work as we go, I want to take a 
second to congratulate you on what you’ve achieved so far. It’s 
an exciting feeling to see the progress as you put this system in 
place. For many of my clients, they see immediate results after 
the day 2 homework. If you’re already seeing great results, con-
grats! If you’re not quite there yet, not to worry. This isn’t about 
instant gratification. Sometimes it happens, but business is about 
the long game. Remember the Microsoft study from a couple of 
pages back. 

It’s not just about automating your short-term wins. The greatest 
opportunity is to automate the long term. The companies able to 
do this, and apply it to their marketing and sales outreach, are the 
ones having the biggest results year in and year out. 

It’s imperative now to do something different. Maybe you’ve 
heard the saying, “You need to zig when other people are zag-
ging.” With the state of things today in the world, people’s trust 
is at an all-time low, and if you continue to use the same old mar-
keting playbook that’s been used by everybody for the last 10-20 
years, it will not work the way it used to. You’re going to continue 
seeing diminishing returns.

Many people are experiencing just that. Their emails are getting 
tuned out. They’re seeing that prospects are not as open as they 
used to be. That they have their guard up, and they’re ignoring 
your messaging. That your emails are hitting the spam folder 
more often. That your overall marketing strategy just isn’t working 
the way it used to. Across the spectrum, trust is at an all-time low. 
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It is imperative that you break through and market your business 
in a different way. 

You can’t just do what everybody else is doing. Your prospects see 
through it and it’s not working like it used to. You must get back 
to what works. 

What works is building trust and relationships.

Many of my clients who have come to us, finding their growth at 
a plateau, say things like, “What really works for us is lots of word 
of mouth and referrals.” One-on-one marketing, personal mar-
keting, picking up the phone, going to meetings. Old-fashioned 
business marketing and sales. But there are three big issues with 
this approach. 

Number one, how much of that can you do? You can only do so 
much, and then you hit the ceiling. You only have so much time 
in the day to do it. 

Number two, many people just don’t want to be doing this kind 
of work, because it’s just not what excites or interests them. They 
don’t want to be out there doing sales all day.

Number three, it’s not consistently reliable. People who rely pri-
marily on referrals are constantly on the cash flow rollercoaster. 
Some days things seem like they are great, and the next day it’s 
like the hose has been completely shut off.

Obviously, the old way is not perfect. Yet when it works, this kind 
of marketing actually produces some of our best leads. People 
always rank referrals as their greatest quality leads. We need mar-
keting that builds trust and relationships. You can’t just rely on old 
school one-on-one referrals. You need a system that can create 
more leverage for you, to help you get to the next level because 
the old school stuff can only take you so far.

Remember the study I shared with you earlier. The one that sur-
veyed 3,000 business owners, finding conclusively what the big-
gest difference is between successful and struggling companies. 
Successful companies have systems in place to consistently bring 
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in new prospects, appointments, and clients. Whereas those 
who report struggles with cash flow (88% of respondents) almost 
across the board, said that they did not have these kinds of sys-
tems in place. 

Here’s the thing though. And this is where most people get it 
wrong. Yes, the businesses that are prospering, they have systems 
in place. But it’s not like those in the 88% are just oblivious of 
this. Far from it. Many of the 88% are trying to do it but doing it 
in a way that is no longer effective. And that’s because the most 
common marketing automation and technology that has become 
prevalent over the last 15 years is just not working the way that it 
used to!  

Given that, what can you do? These big box, mass messaging, 
marketing automation tools are just not built for small business. 
And we’ve seen that a lot of these tools and technology that were 
supposed to make business easier and allow us to grow, they hav-
en’t worked. They’ve really failed the majority of small businesses. 
That’s because everybody’s using this stuff now, and your pros-
pects are largely ignoring it. 

The time is now just right for The Trust Equation. It’s a break-
through for the small business community because it leverages 
the technology and automation piece to automate the process of 
personal one-on-one relationship building and trust-based mar-
keting. Such a system has never before existed.

The reason Connect 365 exists is that we knew that if we could 
crack the code, it would be a total game-changer. And it abso-
lutely has become just that. A truly revolutionary approach for 
small businesses and there are a few reasons why.

For one, it allows you to create trust with your prospects in your 
sales and marketing campaigns, rather than what most of the big 
box mass automation tools out there are doing. Most, unfortu-
nately, often destroy trust. Because people see through it.

The Trust Equation actually does the opposite. It creates trust and 
helps you build relationships. It gets you new leads, and it gives 
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you new sales opportunities. And it works for people who even 
have no list or a small list. It’s for small businesses.

Now, if you already have a good size list, that’s great. This will just 
help you get even greater results. But we built it because we’re 
here to serve the small business community.

Our focus here in the 3rd Pillar is on the long-term nurture com-
ponent. This allows you to create months of marketing campaigns 
that you spend just a little bit of time setting up. Which will then 
run for you for months and months. Delivering personal messag-
es. So your prospects, your customers, your contacts, everybody 
that’s in your database, your LinkedIn connections, your friends, 
and anybody you want to include, will get an ongoing stream of 
personal one-on-one messages from you that, to them, look per-
sonal and one-on-one, like you just wrote it to a friend.

But they don’t know that you’ve got a revolutionary software 
platform behind it. One that allows you to automate the entire 
process and do it in bulk, so you have these messages going out 
without you actually doing anything but setting it up on the front 
end. 

Plus, it’s very efficient and you need not have an advanced degree 
or be an IT genius to set it up. And unlike a lot of other stuff out 
there in the world of marketing technology, you don’t have to hire 
a consultant to help you set it up. It’s very simple, and it really is 
everything that you need to grow your business. Because, if you 
think about it this way, it’s a system that will get you new leads 
and then put your longterm marketing on autopilot and do it so it 
comes across personal and builds trust.

You’ll have your short-term lead generation taken care of, and 
long-term marketing campaigns all on autopilot. In your market-
ing and sales processes, there’s not much else you need. That’s 
what The Trust Equation is all about. And that’s what Connect 365 
allows you to automate.

Now, it’s time to dive into the 3rd Pillar and put your long-term 
nurture messaging playbook and sales follow-up process on au-
topilot. 
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For starters, I usually recommend most people set it to once a 
month. This would be for every contact you have, including every 
person that you’re meeting at events, every LinkedIn connection 
you have, you name it. This way they get some sort of a “just 
checking in” kind of message from you once a month.

When you can do that with hundreds or thousands of connections 
you have, and new ones that you will develop with this system, it 
has a massive impact. Think about what that would do for you! It 
is a complete game-changer and it is absolutely a revolutionary 
system.

You might hear that and think, “Josh, it sounds like I’m going to 
need to create a lot of content, and I’m not sure I have time for 
that.” Not to worry. The great thing with this system is that you 
need not do that. We have these processes templated for you, so 
you can just plug in some information about your business, tweak 
here and there if you want to customize them, and that’s it. We’ve 
got the content already created for you.

Before we get to these templates and scripts, let’s talk about the 
overall playbook. The key is that when you keep it simpler, you 
actually get even greater results. 

I can’t tell you how often I’ve seen people with complicated fun-
nels that look like this…
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...that are getting zero results. 

When you keep it simple, stay in front of your prospects in a per-
sonal manner, and provide some value, that’s how you get great 
results.

This is what a typical 12-month sequence might look like:

p
ag

e 
| 

76



THE 4 PILLARS

Each of the boxes above would represent a month. One simple 
message sent, once a month. It’s an easy way to keep in touch 
that isn’t pushy and allows you to stay top-of-mind for the long 
haul. And you can spend just a few minutes setting it all up!

You’ll see in the workbook (again, you should have a copy of the 
workbook after starting your free trial at Connect365.io) that the 
12-month long-term nurture sequence that we’ve templated for 
you follows this process. You have 12 emails mapped out that will 
be sent through Connect 365, thus sent via your personal email 
and 100% approved and compliant with Google and Microsoft. It 
also works with all the other email providers.

Imagine having this many touchpoints to all of your contacts, all 
set up in advance and taking you almost no time to set up. And 
the recipients don’t know that you’ve figured out a way to auto-
mate it. 

If you’ve got prospects that you’ve spoken with, or just people on 
your list, or connections on LinkedIn, and you send them one of 
these messages once a month, it’s like a “just checking in” type 
of message. And people are always happy to get these kinds of 
emails. Plus, we have lots of additional templates and messages 
you can consider plugging in (or replacing with) as well. 

The other area where your long-term nurture sequence comes 
into play is reflecting the length of your sales cycle. For many peo-
ple, it takes time before somebody pulls the trigger. You’ve got 
to find a way to stay in front of people in a relevant way. But for so 
many, it becomes too daunting to keep up with. 

Consider this, from a great book called The Ultimate Sales Ma-
chine:
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They call it the demand generation pyramid, and what you find 
here is that you’ve got 3% of your target market ready to pur-
chase. You have 7% open to buying, but not actively looking. And 
then the rest of them are not thinking about it, or think they’re not 
interested, or know they’re not interested.

You have a small percentage of your market actually ready. For 
the rest, you must stay in front of them until their situation chang-
es. It’s critical that you have these kinds of follow-up processes in 
place to continue making the touch points, and that’s what these 
long-term nurture sequences are all about.

We have 7 types of sales follow-up email campaigns, all including 
templated sequences. These include:

1. Books a Second Call.

2. Downsell Prospect.

3. Agreement/Proposal being sent.

4. People Who Didn’t Know It Was a Sales Call.

5. People Who are a Good Fit, but said No.

6. People Who are NOT a Good Fit.

7. Closed.
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You can use whichever of these you face most often, or potentially 
all of them. We recommend that every time you converse with a 
prospect, you simply drop them into a campaign already built out. 
You only must create it once, and then every time you talk with a 
new prospect, after the call, you drop them into the sequence in 
Connect 365.

You can decide how often these messages go out. It could be 
every couple of weeks, once a week, once a month, or whatever 
you’re comfortable with. You can set it up to go out once a week 
or every other day if you want. However, for sales follow-up, you 
might have more messages that go out in the first few weeks. And 
then you slow it down after that if they haven’t responded yet. But 
you’ve got to make these touch points. Otherwise, why have the 
conversation in the first place?

Typically for other types of long-term nurture, for people who 
didn’t necessarily come through a sales conversation, you proba-
bly want to have some sort of a “keeping in touch” message that 
goes out once a month. That way, you have a massive network of 
people that you’re constantly keeping in touch with. The snowball 
effect of this is enormous.

Another message that works well in sales follow-up is this “closing 
the file” message:

Subject: Should we close your file?

Hi {firstname},

I’ve been reviewing some recent opportunities and wanted 
to send over a quick courtesy message as I don’t want to be 
a pest in your inbox. ;-)

If you aren’t interested, should I close the file?

If you are still interested, what do you recommend as a next 
step?

Thanks for your help, 
Lucy
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You’re just telling them, “Hey, let me know if you’re not interested 
in, and we can just close the file on this.”

And often, people will respond and say, “Oh no, I am interested. 
Let’s talk again.”

Naturally, when this happens, you want to ask them, “Why didn’t 
you respond to my first four emails?” Unfortunately, that’s just the 
way people are. And sometimes we think, “Oh, they must hate 
me or not be interested at all,” but in reality, they’re just busy and 
doing other things. 

When you’re persistent and you stay in front of people, it has a 
huge impact. You’re going to be the one they remember. You’re 
the one that’s going to get the business, and when you have 
thousands of contacts and prospects that you’re working through 
these kinds of systems, it has such an amazing snowball effect and 
creates so much momentum for you.

It’s important to make sure you understand exactly why this is so 
effective. So it bears repeating. It’s because it works with your per-
sonal email, to send automated messages in bulk that look like 
you wrote them one-on-one to a friend. But your prospects don’t 
know that you didn’t have to do a thing. That a system does it 
all for you. That does advanced outreach, nurture and follow-up 
campaigns to thousands of prospects. 

This will result in you getting more clients, more sales, more in-
come, and having more consistency and predictability in your 
business. Most business owners out there don’t know that an op-
portunity like this exists, and it is a game-changer.  

Homework for Day 3

Your homework for today is to jump into the workbook and look 
at the examples of templates you can use for your long-term nur-
ture campaign. What I want you to do is take those, tweak them 
for your situation, upload them into Connect 365, and schedule 
them out. It’s going to take you no more than an hour to take 
these templates and customize them for your business and up-
load them into Connect 365. Once you’ve done that, you will have 
months of long-term marketing in place. 
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Then anytime you meet somebody new or connect with some-
body on LinkedIn, you can add them to Connect 365 and tag 
them into your long-term nurture sequence. Any time you return 
from a chamber of commerce meeting with a stack of business 
cards. Any time you go to a conference. Any time you have a cof-
fee with somebody new. Any time you go to a BNI meeting and 
meet a bunch of new people. These are opportunities to build 
lasting relationships! But only if you keep in touch.

When you use all of the strategies I’m sharing in this book on 
prospecting and getting new contacts & prospects into Connect 
365, you will have lots of new contacts exposed to these mes-
sages. Then when they’re getting these follow-ups from you, it 
creates a ton of momentum in your business and a lot of growth.

To reiterate, the homework for day 3 is to edit and upload your 
long-term nurture campaign. It’s all in the workbook which you’ll 
get when you start your free trial at Connect365.io. You need only 
choose the template and edit it to fit your business. Then, inside 
Connect 365, create what we call a sequential campaign. It’s very 
simple and in the workbook, there’s even more instruction on this. 

This is a real, real opportunity to do something different in your 
business, to stand out in a different way, and to do marketing how 
it was meant to be done. And also take advantage of technology 
to help you automate it, but in the right way, in a way that’s 
go-ing to build trust and relationships with your prospects, with 
your community, and your list. 

Getting Ready for the Next Step

In the next chapter, Pillar 4, we will be working on systems to 
keep adding new prospects into your pipeline. This is a critical 
step because without it, you’ll become stagnant quickly. To win in 
business, you must be consistently prospecting and bringing new 
leads in the door. The Trust Equation won’t do you much good 
in the long term if you aren’t adding new contacts every so often. 

Also, it’s very important that you position yourself to create trust 
and take advantage of all the new leads you’ll be generating. Be-
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cause it’s important that you’ve got your online presence proper-
ly positioned. If you’re reaching out to new prospects, and they 
check out your social profiles and they’re not very good, it’s not a 
good first impression. 

I will also walk you through, step-by-step, a new LinkedIn system 
to automate LinkedIn the right (and ethical, professional). You’ll 
love this system because it’s such an easy (and fun) way to contin-
ually add new prospects to LinkedIn and Connect 365, using the 
principles of The Trust Equation.

Finally, if you haven’t yet completed the homework for days 1-3, 
now would be a good time to implement. If you prefer to contin-
ue reading, that’s fine too. Again, my goal is for you to actually 
implement these concepts so you quickly see the results! 

Pillar 4 - Filling the Top of Your 
Funnel
This is a system that can work for you for a long time. For years 
into the future, to be the one thing you rely on to predictably and 
consistently bring new opportunities into your business. When 
you have that kind of a system, it allows you to get from where 
you’re at now, to a much higher level in your business or career. 
That’s the ultimate goal of The Trust Equation system, and what’s 
possible for you to achieve. 

That doesn’t happen just from saying nice, fluffy things. Which I 
believe is what most business books are, nice and fluffy. It takes 
real strategies and tactics. And that’s why this book is so packed 
with actionable content. It’s very hands on because that’s what will 
move the needle for you. 

If you’re going to get the most out of this book and get the results 
that come from implementing the system, it can happen very fast. 
You can get these results, and if you’re following along with the 
homework, then I bet this will be one of the most meaningful and 
impactful books you’ve ever read.
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The 4th Pillar is really the final component of getting this system 
up and running in your business. What we will focus on is how to 
add more prospects on an ongoing basis, into the top of your fun-
nel (call it a pipeline if you prefer). So far, you’ve got your first list 
loaded in Connect 365. A great first step. But this is about more 
than just one small list. This is about continually adding new peo-
ple into the process. We’re going to look at one specific process 
you can rely on for years to come, to do just that.

We’re also going to be talking about how to position yourself 
properly. When you’re reaching out to a lot of people, making a 
lot of touch points, and bringing a lot of new prospects into your 
world, it’s important that you’re positioned well. Because if your 
profiles online are not positioned the right way, it will turn people 
off and your results will suffer.

Enough is Enough

As most will agree, trust is at an all-time low. If you think about all 
the controversy with the big tech companies and our politicians, 
not to mention countless other scandals popping up seemingly 
every day, it’s a crazy world right now. The fact is people are much 
less trusting than they used to be. They have their guard up big 
time.

With business, your prospects are in the same mindset. The peo-
ple you want to do business with and bring into your world and 
turn into clients, they’ve got their guard up. The traditional ways 
of marketing online are no longer trusted. Many people are look-
ing for ways to get back to the basics, which is building relation-
ships and building trust. People do business with people they 
know, like and trust. 

Two years ago, after seeing this market of distrust hurting so many 
businesses, I said, “You know what? Enough is enough! We need 
to find a better solution. Something for small businesses, some-
thing that will allow them to continue to market in a one-on-one 
personal way to build relationships and build trust, but to lever-
age automation to do it.”
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We looked for such a solution and found that nothing existed. 
I decided that something had to be done about this. I remem-
ber my leadership team saying, “This is crazy, we’ve got to create 
something. We’ve got to build this thing. Let’s do it.” At that mo-
ment, we committed to building what has become Connect 365. 

It completely solves this problem and brings the best of both 
worlds together. Where you have a personal marketing approach, 
building relationships and building trust. One that doesn’t hit 
people’s spam folder and doesn’t end up in the promotions tab, 
and actually looks like you’re just communicating with a friend. 
Like you wrote an email to a friend, but still leverages the power 
of technology. Using Google and Microsoft’s technology to bring 
these two things together so it creates a revolutionary sales and 
marketing platform specifically built for small businesses. 

You have a unique opportunity because you have no massive 
email list. Google actually limits the system to 2,000 emails a day! 
Big companies can only use it for smaller segments of their list. 
(which is still very effective, and we have a chapter devoted to 
how to do this if you have a very big list) But if you have a small-
er list, you can actually use a solution like this to market to your 
prospects in a very personal way. It creates trust, builds trust, and 
builds relationships. Instead of destroying it, which is what many 
people unfortunately are doing.

Even if you have no list right now, this is perfect for you. When 
you fast forward a couple of months, and you’re going to be say-
ing, “I can’t believe that I have this many amazing prospects that 
I’m building relationships with and communicating with! Who are 
reaching out to me, asking me for help and wanting to talk more 
about what I do!” Plus, it’s easy. Because the system allows you 
to easily create many, many months of marketing campaigns that 
run without you lifting a finger. We focused on that in the 3rd Pillar.

And so, if you have completed your homework for day 3, you’re 
ready to add new prospects on an ongoing basis. 
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Why LinkedIn?

LinkedIn is an extremely valuable resource I believe should be 
a major foundational component of every business’s marketing 
plan. It has a unique capability compared to the other big online 
sites, especially compared to Facebook. It has a huge database 
of people, over 600 million. It has the most affluent demographic 
of any of the social media sites. 

LinkedIn is on fire these days. You may have seen people like Gary 
Vaynerchuk talking about how LinkedIn is probably the hottest 
social media site out there and professing how they are putting 
more resources into LinkedIn than anywhere else. 

Here’s a video with Gary breaking down why LinkedIn today is 
such an amazing opportunity: 

https://www.youtube.com/watch?v=U39r1wLe9LU

Maybe you’ve noticed that many more people are becoming very 
active on LinkedIn. All signs that LinkedIn is exploding. 

Yet for me, although those are all great indicators, they aren’t the 
reasons I am so bullish. What it comes down to is that nowhere 
else online, can you hand select the exact people you want to tar-
get. There’s just nowhere else online that you can go out, search 
for people, and then connect with them. And then move the rela-
tionship into a real-world business conversation, or whatever your 
goals are. It’s an amazing prospecting platform and community 
(or database) to connect with potential clients. 

My company LinkedSelling and I, have been considered for many 
years one of the best in the world for helping businesses leverage 
LinkedIn to get leads and clients. We’ve worked with a lot of the 
biggest names in the business world. People like Ryan Levesque, 
the founder of The Ask Method, and Kevin Harrington, an original 
shark on Shark Tank. 
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“Working with Josh’s team is a joy. Our customers 
have been raving about working with Josh and his 
team, and now in fact WE are working with Josh to 
help us with our strategy. His stuff is effective and it 
works, and that’s why we’re working with him.”

- Ryan Levesque, founder of The Ask Method

“Josh Turner assessed how I was using my LinkedIn 
account and — WOW! I was leaving a lot on the 
table! With the few tweaks he suggested, it went 
through the roof and was instantly measurably 
improved.”

- Kevin Harrington, original shark on Shark Tank

Companies like Digital Marketer, who asked us to be part of their 
faculty program as their go-to resource for LinkedIn. And Todd 
Herman, author of The Alter Ego Effect. And publications like the 
Huffington Post.

“LinkedIn is a mystery to most people — but Josh 
Turner has it figured out. Whenever I have a 
question about anything regarding LinkedIn I turn 
to Josh.“

- Russ Henneberry, Digital Marketer
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“Josh, is what my dad would call a ‘salt-of-the-earth’ 
guy. He’s really good at what he does and he treats 
people right. His agency is helping me build out our 
system of client-getting from LinkedIn”

- Todd Herman, author of The Alter Ego Effect

“One man has had a laser focus on LinkedIn for the 
past few years; he created a whole business out of 
it. His name is Josh Turner. He calls himself a “B2B 
Marketing Expert Specializing In LinkedIn,” and as 
the founder of LinkedSelling, which has done work 
with LinkedIn marketing campaigns since 2010, it’s 
a well-deserved title.”

- Huffington Post

The list goes on and on. I share this with you so you know, for a 
long time we’ve been specializing in LinkedIn strategies like the 
one I will share with you today. It’s based on years of real-world 
experience and thousands of clients we have worked with. We’ve 
had nearly a decade of implementing these strategies and refin-
ing them. 

What we will focus on first, is our approach to position yourself to 
attract your best prospects by doing the opposite of what most 
people on LinkedIn are doing. Then, I will show you how most 
people are misusing the search functionality on LinkedIn and are 
missing out on their best prospects. I will show you the right way 
to do it. And then finally, I will show you a rinse-and-repeat strat-
egy to connect with your best prospects and the playbook to au-
tomate your outreach messaging and convert perfect prospects 
into leads and clients. 

Plus, it’s all above board and it’s compliant with LinkedIn’s terms 
of service. It’s the right way to be utilizing LinkedIn and still auto-
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mating the messaging. It makes you look like a million bucks, and 
you don’t risk looking like one of these shady, spammy people we 
all see on LinkedIn. Those people really just giving LinkedIn a bad 
name because they’re doing things the wrong way.

Most people I talk to know that their prospects are on LinkedIn. 
When I ask them, “What has really held you up from using Linke-
dIn in your sales efforts? If you know there’s a ton of people on 
LinkedIn who look like they could be a great fit for your business, 
why aren’t you taking advantage of it?” There’s three common 
things that I’ve heard over and over again. 

1. Number one is that they’re not sure how to find the right 
people. 

2. Second is that they don’t have the time. I hear that one a 
LOT. 

3. Finally, the third thing I hear is that they’re not sure where to 
start or what to say. 

I will touch on each of these things here. I’m sure at least one of 
those applies to you. So let’s start with “where do you start?” 

The first place to start is getting clear on who your best prospects 
are. Who do you want to talk to? Who would be a good prospect 
for your business? Ask yourself questions like these: 

 – What types of companies or people have you worked with 
in the past?

 – Who have you had great success with? 

 – Who made the buying decision? 

 – What types of skills might they have on their LinkedIn 
profile? 

 – What types of groups or organizations might they be a part 
of? 

(If you’re thinking about this right now and saying, “My business 
is new, so I’m not sure about those answers.” We’ve got you 
covered. Because one bonus that you will get for joining Connect 
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365 will help you determine exactly how to answer these ques-
tions, even if you have no track record.)

Why are we asking these questions though? Because LinkedIn 
has a powerful search capability and you can search for people 
based on any criteria that will help you define your best prospects. 
It might be based on where they live, or it could be based on their 
job title. It could be based on the specific industry they work in, or 
their company size, or years of experience they have. There are 
so many criteria you can plug in, the power of LinkedIn’s people 
search cannot be overstated. 

Once you get precise with the criteria that define your best pros-
pect, you end up with thousands of amazing prospects. There’s 
nothing else like this online. And it’s free! For example, let’s say 
you’re looking to work with senior decision-makers in human re-
sources positions. Here’s an example of a search with 6,000 results. 

Maybe you’re trying to get in front of high-level people in market-
ing and advertising, at pretty good-sized companies headcount 
200 to 1,000). 10,000 results for this. 
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No matter your targeting criteria, the vast majority of the people 
you’re trying to reach will all be on LinkedIn. This is one of the 
best strategies to easily get connected with lots of new people 
and consistently grow your prospect list. From there, I will show 
you how to bridge the gap to Connect 365, to automate the on-
going outreach and messaging. 

Because just finding people isn’t enough. That’s just the first step. 
From there, you must have a way to position yourself as an au-
thority or leader. It’s tough to get your piece of the pie when you 
look just like everybody else out there. There’s a lot of noise and 
your prospects have their guard up. To break through, you must 
instantly build trust. You must do things right. Otherwise, they’ll 
ignore you.

It’s imperative you stand out, and the way you do it is by position-
ing yourself the right way. The first step is having your online pro-
files properly positioned. I will focus on LinkedIn specifically, but 
you’ll see how this translates to Facebook or Twitter, or anywhere 
else. Even your website. 

You must have a first interaction with somebody be positive so 
you stand out, and so you can start to build the relationship. Let’s 
talk about your LinkedIn profile. In the headline section, what 
most people do is they list their job and the name of their com-
pany like this:
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This doesn’t help them stand out in any way. One template that 
we often recommend is very simple, but much more effective. 

With this, you include your title and your company name, but then 
add:

“we help {avatar / ideal client description} to achieve {benefit} by 
{how}” 

For example, it could be “we help manufacturing companies 
improve efficiency by 50% using our proprietary XYZ methodolo-
gy.” Now you’re saying something that’s a little more unique and 
people think, “Huh, that’s really interesting. I’d like to learn more 
about that. I’m intrigued.” 

| p
age

91



The Trust Equation

Here are a few examples of some of our clients who have done 
similar things:
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As you look at some of these profiles, you’ll see these are peo-
ple giving their prospects a reason to connect with them. Patrick 
Emmons is “the founder of the Chicago Innovation Round Table.” 
Which is a LinkedIn group we helped him create. You might recall 
how this ties in to one of our messaging strategies for Pillar 2, 
inviting people to be part of a community you create. If you have 
a Facebook group or a LinkedIn group, this allows you to stand 
out in a unique way. 

This is the first step to positioning yourself in a more prominent 
way, so people you’re reaching out to will be more open to con-
necting with you. That’s the name of the game here.

Now that we know both who you’re targeting, and we’ve got your 
profile positioned properly so that you’re able to better connect 
with prospects, now it’s time to reach out to people. And there 
are two routes to consider taking. 

Number one is the manual LinkedIn route and number two is the 
automated route. Let me explain it this way. You could do all of 
your marketing within LinkedIn, and a lot of our clients hire us to 
do that because it is extremely effective. My company has many 
clients that are in a program of ours called Rocket Launch, where 
we help you set up an entire presence and lead generation sys-
tem on LinkedIn. We help connect you with lots of prospects, we 
set it all up for you, and then give you the tools to continue run-
ning it on an ongoing basis.
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Many of those clients, once they have that up and running, then 
they bolt on the automated messaging approach that I will be 
sharing with you. Both can be combined with great impact. The 
reason I’m being transparent with you that there are two routes 
is because of course, you can message people on LinkedIn and 
that’s very effective. Messaging people and prospects on Linke-
dIn is a very effective strategy. It’s a big part of our agency and a 
lot of companies hire us for our outsourced sales development 
program & lead generation program. These are bigger contracts, 
and it’s usually bigger companies that hire us at this level. One of 
the main reasons they hire us is because it’s very labor-intensive to 
do this entire process on LinkedIn alone. We have a lot of clients 
and customers not at that stage yet, who want to automate some 
of those things. That’s what I’m going to focus on here.

An important thing to first understand is that the market for 
“LinkedIn automation” tools is one to be very cautious of. There 
are a lot of sketchy things out there that people are trying to do 
to try to automate different social media networks. Several years 
ago, Facebook put the hammer down on them all. Playing a bit 
of catch up, LinkedIn has now been cracking down as well. They 
have been closing people’s accounts caught using these tools. 
Anything that claims to automate messaging on LinkedIn, auto-
mate connection requests on LinkedIn, automate profile views of 
LinkedIn, or anything related to that, is probably something to 
stay away from. If you’re like my clients, then your LinkedIn profile 
is too valuable to risk completely losing it. Our system is 100% 
compliant and above board. 

We’re not doing any of that black hat, shady stuff. I will show you 
the right way to leverage LinkedIn and then to automate it (the 
right way) and to get great results with it. It’s the only way to “au-
tomate” LinkedIn that won’t get you into hot water. If you shut off 
one of the primary sources of leads for your business, which Linke-
dIn can be for you, it’s just not worth it. We don’t recommend any 
of those tools. We recommend a unique, different strategy that I 
will be sharing with you today. 
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Let me also add that if you’re in a situation right now where you’re 
thinking, “I’m not sure if this LinkedIn part is really going to be 
for me.” Give me a chance to prove you wrong on that because 
I guarantee you that everybody you want to do business with is 
probably on LinkedIn, at least a huge percentage of them are. 
And this will work for you.

It starts with understanding the right way to connect. You want to 
do it right because leads are the lifeblood of your business. I will 
ask you to commit to spending a little bit of time each week send-
ing these connection requests on LinkedIn. Some people, upon 
hearing this are immediately thinking, “I don’t know if I’ll have 
time for that.” Let’s look at it differently.

Consider this. The average time spent per day on social media 
in 2019 according to one report, was two hours, 23 minutes per 
person per day. That’s significant. Maybe you’re seeing that and 
thinking, “Not me, I don’t spend that much time on there.” May-
be not, but no matter what, how much time do you spending 
poking around on Facebook and LinkedIn, and Twitter, etc.? 

What if I told you you could take just five to 10 minutes of the time 
you’re already spending, reallocate it, and get great results with 
it. Instead of what most people are doing, which is spending a 
lot of time messing around on social media, and they get almost 
nothing out of it. That’s what this process can allow you to do. 
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The first step is to connect with some of these prospects that we 
have already identified. Go on LinkedIn, and click on the three 
little buttons you see on the top-right of this image: 

(Yours might look slightly different, LinkedIn’s always changing 
things.)

You can see when a new prospect comes up in the search results, 
there’s an option to connect with them. So then, this little box 
will pop up and you have an option to send them a connection 
request:

We always recommend that you put in a personal message. Why? 
Because you will stand out. I get around 20 connection requests 
a day. Maybe one out of 20 has a personal note. The others, I just 
ignore them because they’re people I don’t know and if I don’t 
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know somebody, and they haven’t given me any explanations of 
why they think we should connect, then I usually just ignore it. 
Your prospects are thinking this when you reach out. We recom-
mend most of our clients use a simple, personalized note like this:

It’s very simple and you can easily copy and paste it. This allows 
you to send connection requests like with a personalized mes-
sage quickly. You can fire off 10 or 20 of these in a short amount 
of time. And then you get connected to tons of new prospects, 
and you’ve had to spend only a few minutes to send out 10 or 20 
connection requests. It takes almost no time at all. 

Now that you’ve got connection requests going out, what hap-
pens next? From there, go to the “My Network” button on the 
top navigation, and then go to contacts or connections. 
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You’re going to see a list of connections and you can sort by the 
recently added connections.

Then visit the profile for anybody who’s new, click on “Contact 
Info” and then for the vast majority of people, their email is pro-
vided. From there, you’re able to then collect the emails very 
quickly from everybody that you connect with.
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If you spend only five to 10 minutes a day doing this, think about 
what happens and how this will snowball for you! If every day you 
spend five minutes sending out connection requests and then 
collecting the emails that come in, you quickly build a very sig-
nificant list of prospects. This will keep your funnel full with new 
prospects you’re connecting to and you’re doing this spending 
no money on advertising. You’re not setting up all sorts of com-
plex, crazy funnels that require a bunch of challenging technology 
to implement. It’s a simple process. 

Now, we’re not done yet, so stick with me here. The point is, it’s 
simple. Like Warren Buffet says, “Simple behavior is more effec-
tive.” 

And like Da Vinci said, “Simplicity is the ultimate sophistication.”

From there, some people make a mistake. You don’t want to take 
these prospects and just throw them into Mailchimp or Constant 
Contact or Infusionsoft or one of these big-box email marketing 
software. That’s not what you want to do, because these people 
didn’t sign up to get your marketing newsletter, your email news-
letter. They didn’t sign up to get information about your latest 
sale. This kind of old school marketing as you see here...
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….is totally ineffective for trying to reach new prospects. It’s played 
out and people have tuned it out. We know this will not work. 
Let’s think about this relationship so far. They met you on social 
media. A networking site which is essentially what LinkedIn is, and 
if you jump immediately into a pitch, you will turn them off. 

If you just met somebody at a networking event, and then you 
walked up to him and shook his hand and pitched him about your 
products and services, they would probably find the first opportu-
nity to run from you. And hope they never have to see you again. 
You don’t want to be that person. Nobody likes that person. Don’t 
be that person. 

The best next step is to take the new emails from LinkedIn and 
add those contacts into Connect 365. Then you want to imple-
ment one of the messaging processes. It could be any of the ap-
proaches we covered in Pillar 2. The messaging processes are in 
the workbook, and you will see plenty of templates to consider 
inside Connect 365. With this, you’ve got an automated messag-
ing sequence so you make the initial connection and then all of 
these high-value prospects will then get an automatic, three to 
five message sequence designed to quickly develop trust, build 
the relationship, and get them to the next step with you.

That could be agreeing to set up a time to talk. It could be meet-
ing for coffee, attending a webinar, or sending them a copy of 
your book. It could be them joining your LinkedIn group or Face-
book group. Maybe it’s connecting with you on Facebook and 
becoming buddies there. It could be anything. The key is that all 
of these messages come across, and they look like you just wrote 
them one-on-one to a friend. And that’s why this is so freaking 
effective.

They’ll get your first personal email. And then maybe a few days 
later or a week later, a follow-up to that if they didn’t reply to the 
first message. Then a couple more emails scheduled on top of 
that, which you might space out every couple of weeks. At that 
point, you’ve got a six to eight-week campaign here for any new 
prospect you connect with on LinkedIn. You could use the same 
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campaign for any new prospect you meet at a networking event 
that you connect with on Facebook, that joins one of your groups 
or any place where you’re gathering contact information from 
people or meeting new people.

I have known for a long time that personal communications are 
the most effective, far and away. In the past, when implementing 
this kind of strategy, I had to manage all this on a spreadsheet. 
Because I knew that just adding these people to my Mailchimp 
account would not work. But there wasn’t a solution to send per-
sonal emails but have them automated! Eventually, what hap-
pened is it became too much to manage and it fell through the 
cracks.

Maybe you’ve been there too. Where you’ve had a marketing 
campaign plan and you’ve had a spreadsheet, and you had a 
bunch of line items, and you had dates on when things were go-
ing to happen. You had a great plan set up and then as you got 
busy, a lot of those things fell by the wayside. We’ve all been 
there. This system allows you to do this kind of personal follow-up, 
personal marketing, relationship building, trust marketing, and to 
do it all on autopilot. You have only to take your new contacts 
and add them into the system. Everything else is already set up 
because your initial campaign’s already been created. 

It works with your personal email to send automated messages 
in bulk that look like you wrote them one-on-one. But the peo-
ple that you’re reaching out to, they don’t know that you didn’t 
have to do a thing along the way. And it also allows you to have 
similar nurture and follow-up campaigns in place, as we covered 
in Pillar 3. Because what happens after your first three to five 
message campaign, which lasts six to eight weeks? Do you just 
give up? Heck no! You’ve got to continue staying in touch with 
people, continue checking in, touching base, sending them some 
info about your business every once in a while, and seeing how 
you can help them. Once they are ready, you’ll be the one they 
go with. We have all of that mapped out for you and we have 
templates you can use to have a 12-month nurture and follow-up 
campaign completely automated so that you will have automated 
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marketing going out to them on a constant ongoing basis. All of 
it feels 100% personal! That’s how you build trust, build relation-
ships, and win more business.

All of it on autopilot. Because it comes from your personal email 
and it doesn’t have an unsubscribe link, it doesn’t hit the spam 
folder. It looks like a personal email you wrote. It gets a huge 
open rate. People reply to it at a crazy percentage, and it gets 
massive results. You’ll have an easy system that allows you to au-
tomate all these things, which equates to more clients, more sales, 
more income and more consistency. 

This system crushes it, but it only crushes it for people who actual-
ly implement it. Do the small amount of work that it takes to set it 
up and have it run for you. It’s built for small businesses that need 
no complicated system that was really designed and meant for 
bigger companies. Which is what so much of that other stuff out 
there is. Connect 365 is built for you. It’s easy to set up. It’s simple 
and it’s very effective. Above all else, it allows you to get your 
marketing out there and do lead generation so it builds trust and 
relationships with prospects instead of feeling like you’re blasting 
people with your brochure all the time. 

Day 4 Homework

For the final homework, I want you to do a couple of small things. 
I want you to update your LinkedIn headline according to the 
framework I walked you through earlier (as well as the instruction 
in the workbook with some of our tips and best practices). Then 
I want you to send out 10-20 connection requests to people who 
look like a good fit, that you would want to connect with and bring 
into your world. People who could be good clients for you. When 
you do that, you will see how easy it is to continually keep this 
system running and to keep adding new prospects and building 
your list massively. Because it’s not about just doing this the first 4 
days and adding prospects and sending out a few messages, and 
then this week getting some short-term results and that’s it.

This is about having a system to consistently add new prospects 
on an ongoing basis, and get new leads into your business con-
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sistently because that separates the businesses that are thriving 
from the 88% that are struggling. It doesn’t matter what kind of 
business you’re in, this will work for you, but you must give it a 
shot.

We could easily sell this system for thousands of dollars. But this 
is about much more than money to my company. This is about fi-
nally giving small businesses the system they must accelerate the 
impact they are making in the world. That’s why I’m even allowing 
you to try it for free. Our mission is to get this system in the hands 
of every small business that needs it and wants it. Because it will 
absolutely transform the small business landscape. 

But the opportunity to try it free and get locked in to our low-
est price ever (a huge discount from the public price, for a very 
limited time, to celebrate the release of this book) will only be 
available for the next couple of weeks. Now is the time to take 
action on this. Now’s the time to say, “You know what, I’m going 
to do things differently. I’m ready to realize that the way things 
have been going might not get me to where I want to be, unless 
I start doing something a little bit different.” There’s an opportu-
nity here to do just that and you’re going to see some amazing 
results, very quickly.
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More Ways to  Use This System

For career-minded professionals
If you’re a career-minded professional, you might be thinking, 

“Josh, I’m not a business owner and I’m not trying to get leads or 
clients, how does this apply to me?” I’d like to answer that ques-
tion here because this system absolutely applies to you. 

Too many people wait until they’re ready to look for a new gig 
before they tap into their personal and professional network of 
contacts, friends, past colleagues, etc. This is a very short-sighted 
approach that leaves you with less than great results once you 
need to tap into your network. 

If you haven’t been in touch with somebody in years, what are the 
chances that they’ll help you in your search? More importantly, 
even if you aren’t looking, what are the chances that they’ll think 
of you for a great opportunity that’s come up at their company? 
These kinds of connections often lead to the best opportunities. 
But if you aren’t keeping in touch with your network, the chance 
they will remember you for certain roles is very low.

If you’re reading this and feeling guilty, don’t feel bad! Most peo-
ple are terrible at this. It’s really not your fault. It’s very difficult to 
keep in touch in a meaningful way with your hundreds of contacts. 
That is, it used to be. Now, when you use The Trust Equation in 
conjunction with our software Connect 365, you can completely 
solve this problem. Let’s talk about how.

Have you ever received an email from an old colleague, friend, 
or family member, where they give you a short update on what 
they’ve been up to? The email might include some info about a 
recent vacation, a family picture, and update on a major project at 
work that they’re proud of, a story about something their kid did, 
etc. Just a few paragraphs, not a life story or anything. 

I have only received this kind of email a few times in my life. It 
doesn’t happen often, because most people don’t take the time 
to do it. Yet, for the people that have sent me an email like that, 
it creates a much more personal bond. I remember them, and I 
find myself rooting for them. We have a connection. One I don’t 
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have with so many other old friends and colleagues who I never 
hear from. Just because they sent me an update on what they’ve 
been up to!

Even still, most people who email like this don’t stick with it. That’s 
because, in the past, it took too much time. Now with our system, 
you can keep in touch with hundreds or thousands of people in 
your network, in this kind of personal, 1-on-1 way, with very little 
time on your part.

When you use the software that makes it all possible, Connect 
365, you can easily do this. Imagine keeping in touch with your 
entire network, in a meaningful and personal way, for years to 
come. When the time comes in which you need to tap into some 
of these relationships or ask for a favor, these people will fall over 
themselves trying to help you. Because of the connection you will 
have built. 

This is how you capitalize on your relationships, advance your ca-
reer and expose yourself to the best opportunities. And it is a 
simple process. You need only to draft a short “keeping in touch” 
type of email every so often. Some people like to send an update 
once a month, others every other month. You can decide what 
makes sense for you.

With Connect 365, you can import all of your contacts. Then, once 
your message is drafted, it will send the email to each contact 
from your personal email. Each email will look like you wrote it to 
each of them 1-on-1. But you took almost no time at all. You will 
be stunned at how many replies you get!

Here’s what your first email might look like:

Subject: Keeping in touch

Hi FirstName,

Realizing that most people don’t do a great job of keep-
ing in touch with their network, I’ve started sending an 
update once a month. Just a short email to keep in touch 
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and let you know what’s new in my world. And I’d love to 
hear from you too.

Last month, I took an amazing vacation with my husband 
and our kids to San Diego. We did a bunch of tourist stuff. 
:) 

Here’s us at the zoo:

{insert image}

On the professional front, things are going great at Cen-
tene. About a year ago I was promoted to my current role 
(Senior VP Analytics). We just finished a huge project im-
plementing a new BI dashboard for the customer service 
team. Everybody is loving it. 

Hope all is well with you. Let me know what’s new in your 
world?

Talk to you soon!

YourFirstName

Then, from there, each month (or whatever timing makes sense 
for you) you’d send something like this:

Subject: Update from YourFirstName

Hey FirstName!

Got another one of my monthly updates for you. :)

January was good on the homefront, even though pretty 
much everybody but me was sick! Seems like everybody I 
talked to was dealing with the same thing. Ech. However...
we still managed to make it to our favorite Mexican place 
TWICE. I call that a win.

Here’s me and my crew at El Maguey, a cheap restaurant 
here in STL:
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{insert image}

At work, I know I mentioned to you that big BI dashboard 
project last month. We are working on a lot of integration 
with that. So far, almost all expected metrics are where 
we want them to be. The division heads are raving about 
it. No wonder, it’s really allowing us to have far greater 
visibility into performance.

That’s the big news! 

What’s new with you?

Your Name

You can see how these emails build a personal connection while 
maintaining a professional touch to keep your work in their mind. 
Think about the long-term impact, when you have hundreds of 
these messages going out each month! 

Most people who do this see a huge uptick in the number of offers 
coming their way, simply because of all the exposure it creates for 
you. And you’re doing it so it is not self-serving or spammy. It’s 
all about keeping in touch with your network(s) so it treats them 
like friends. It’s powerful, and one of the most effective ways for 
career-minded professionals to proactively manage your network 
so it allows you to quickly move up the ladder.

Once you start your free trial at Connect365.io you’ll have access 
to even more templates and ideas for how to use the system. 
Email me and let me know what results you get from it. If you’re 
like so many using Connect 365, I’m certain this will be a critical 
tool in your arsenal for years to come!

For people with big lists
Well, the reason for that is because we have over 100,000 active 
subscribers on our email list. And so, what we do is, first off, we 
don’t send newsletters looking like this father’s day sale here, this 
kind of stuff. People are so sick of seeing this kind of stuff that it’s 
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just crazy. We send emails that still look like they’re kind of per-
sonal in nature, but clearly, people can still tell that it’s been sent 
from a mass email service.

And if you’re a company that has a big email list already, and 
you’re trying to figure out how to use a solution like this for per-
sonal trust-building, relationship building, one-on-one marketing, 
but automated, you want to look at smaller segments of your list 
and then work them through the Connect 365 process. That’s 
what we do, and that’s what gets us great results for our sales 
team and a lot of other things, too.

Now, as I said, there are uses for these tools out there, and we 
still incorporate, in our sales process, Connect 365 for many of 
our clients internally, and these are even some bigger companies. 
But when you’re doing specific types of outreach like we’re talk-
ing about here and sales follow-up, you want to have a tool that 
comes across looking personal, and you also need a tool that will 
not take you a lot of time to implement, and that’s what Connect 
365 is.

Using C365 for all of your email 
marketing.
And if you have a small email list, if you’re on this call right now 
and you have less than a thousand people on your email list, you 
actually have a unique opportunity to do things much, much dif-
ferently, because you can not only use this for your outbound lead 
generation, sales follow-up processes, and some of the longterm 
nurture, you can actually use Connect 365 for your entire email 
marketing needs.

If you’ve got a list of less than a thousand people, would you rath-
er use Mailchimp and send out email newsletters that get ignored 
by most people on your list? Or, would you prefer to maybe take 
the opportunity you have, because you have a smaller list, and 
use a system like Connect 365, so the emails that go out to your 
prospects come through looking like you wrote them one on one?
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And when you do that, you’re able to build a really, strong rela-
tionship with your list, because you’ve got this personal marketing 
system in place, and it’s super, super powerful. And so, there are 
so many customers of ours who I really, really implore them that if 
you’ve got a small list, stuff like Constant Contact or Mailchimp, et 
cetera, great for certain things, but if you’ve got a small list, let’s 
treat those people like they’re special.

Big companies with massive lists, they can’t do it, because they 
got too many prospects on their list. But if you’ve got a few hun-
dred people on your email list, use Connect 365 to market to 
them in a much more meaningful personal way, and you’ll get 
such greater results with it, such greater results, because when 
they see your messages come through, it feels like you just wrote 
it one-on-one to them, and they pay attention to your emails. Your 
open rate will be double what it is in any of these other platforms. 
The reply rate, way, way higher than any of the other platforms out 
there, because it feels like a personal email like you just wrote it to 
a friend. And that’s the kind of thing that really moves the needle.

So, if you need something that you will be able to implement 
more quickly to get results and to be able to move fast, Connect 
365 is built for that. It’s built for companies with smaller lists. It’s 
built for companies and business owners who really, really need a 
better way to get in front of their very best prospects.
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The Trust Equation + Social Media

When you’re contacting lots of people, they will check you out. 
That means you must have an active presence on social media. If 
a prospect is considering working with you, and they see that your 
LinkedIn and Facebook presence look like a ghost town, they’ll 
wonder. 

These days, your social media presence is even more important 
than your website. People want to see that you’re active. They 
look to these places (Facebook, Twitter, and LinkedIn) as a ba-
rometer for what your business is all about. It’s important that you 
maintain an active presence.

Research shows that sales teams that regularly tap into social me-
dia are 40% more likely to hit their revenue goals than those that 
don’t! That’s huge!

Now, this doesn’t mean you need to become the next Gary 
Vaynerchuk. Most of us don’t have time to create amazing content 
every day, for every platform out there. Yet you can’t just let your 
social profiles sit there empty. 

Typically, I recommend most of our busy clients, who don’t want 
to spend time implementing their own social media content strat-
egy, use a service we offer called Emphatic. (You can get a free 
trial at Emphatic.co.)

With Emphatic, you get daily posts that are custom created for 
your business. Our team of US-based writers develops each post 
for you specifically based on your strategy. It takes all the work off 
your plate.

And because it’s just $99 a month for 30 posts, you really can’t find 
a better deal out there. Think about the value of your time, and 
you’ll see this is a no-brainer. But try it for free first, and make sure 
it’s right for you.

Whether you use a service like this, or you do it yourself, it’s an im-
portant component of The Trust Equation. Without an active so-
cial media presence, you risk wasting leads and opportunities. On 
the other hand, when you have regular posts going out on Face-
book and LinkedIn (and Twitter if you’d like), it’s one less thing 
to worry about and allows the overall strategy to be extremely 
effective. 
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In Conclusion

By implementing The Trust Equation, you can do things different-
ly and to get off the cash flow roller coaster. Very few people know 
about this system, and there is nothing else like it.

Connect 365 works with your personal email to send automat-
ed messages in bulk that look like you wrote them one-on-one. 
But your prospects don’t know that you didn’t have to do a thing. 
That’s why this works so well. And that’s why it’s a system that 
you’ll be using for years, and years, and years to come. 

This isn’t some sort of bot, or “here today, gone tomorrow” kind 
of solution. This actually works directly with the Gmail or G-suite 
API as well as the Outlook API and it works with every other email 
platform. This means that it’s approved by both Google and 
Microsoft for use with their systems. It’s very above-board, very 
compliant. Our company spends roughly $20,000 every single 
year having a third party security company analyze the software. 
Google requires us to do that to make sure that it’s all compliant.

So you know this is a solution and a system you can rely on, and 
that you can count on. One you can count on if you care about 
doing things the right way and you’re in business for the long haul. 
If you’re thinking not just about the next year, but the next 5 or 10 
years, or longer. 

It’s going to help you with outreach and lead gen. It’s going to 
help you with nurture and follow-up campaigns to hundreds or 
thousands of prospects and contacts. And to have it all happen 
on autopilot. 

When you send a personal email, people open it and they re-
spond to it. Now, imagine doing that in bulk and doing that with 
lots of prospects on an ongoing basis. And having it be very 
efficient so you don’t really have to do much of anything. It’s a 
game-changer.

You’re going to get new leads, you’re going to have an easy out-
reach and messaging system. It’s going to allow you to automate 
your long-term marketing as well. Your long-term nurture, your 
long-term sales followup campaigns. You’re going to have more 
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clients, you’re going to have more sales, more income, more con-
sistency, more predictability in your business. If that’s what you 
need, then this is for you, and Connect 365 will help you achieve it. 

But the only way to get results like the clients of mine who I’ve 
told you about is to take the next step and give it a shot. Take me 
up on the offer to try it for free, do the homework, and see what 
kind of results you get.

Don’t let this be just another book where you read it and say, 
“Well, I got some interesting information, maybe someday I’ll do 
that.” You can see by now, this book was designed to be very tac-
tical. To give you the exact playbook and tools to achieve these 
results. So take time right now and commit to do the work. 

Some people look at this and think, “Josh, what’s the catch? 
Why’s it so affordable? And why give me so much for free just for 
trying it out?” It’s simple. We do this because our mission is to 
help people like you grow. That’s why my company exists. And for 
us to make sure we can do that, there are two things we must do. 

One, I need to give you the resources you can use alongside Con-
nect 365 to really amplify your results so this turns into a big home 
run for you. And the second thing is that I want to make this a total 
no brainer so you have no reason to not just say, “Yeah, I’m going 
to give this a shot. Why would I not?” And I’m confident enough 
that when you do that, then you’re actually not going to want to 
leave. Because you will get in there and you’ll see how powerful 
this is. When you do just a little bit of the homework that we’re 
asking you to do to set it up, you will get some amazing results.

Connect 365 is a revolutionary system and it’s helped so many 
people. It’s become a huge part of my mission to get Connect 365 
in the hands of as many business owners, marketers, and sales-
people as we can. Because it’s a game-changer, and we know it 
will get you some amazing results. You’re going to be getting 
results very quickly. 

And you will have a bad-ass system on your hands that you will be 
able to use to get some really amazing results for a long time to 
come. It all starts with your free trial at Connect365.io. 
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Most of us get into our businesses to make a difference, to do the 
work we love doing. To make an impact in our market, in our in-
dustry, in our community. It’s the same for me and for my business. 
And that’s why Connect 365 is so important. Because it allows you 
to finally put your marketing on autopilot. And do it the right way. 
So it actually build trust and relationships with your very best pros-
pects. And then, when you do that, you can focus on spending 
your time on what you love doing. 

For some people, working on your marketing is that thing. But 
maybe for others, working on your marketing is really not your 
favorite thing to do. You want to work with clients, you want to do 
the work you love doing.

When you implement this system, it will allow you to spend more 
time doing that. And you’ll have a great marketing system that’s 
working for you. 

The reason this is such a game-changer is because of this: 
There has never been the ability to do personal one-on-one 
marketing that builds relationships and that builds trust the 
right way, combined with the power of technology to auto-
mate it. 

When you bring the best of those worlds together, you’ve got 
an unbeatable system that allows you to create efficiencies and 
leverage in your business the right way. To actually get results and 
to stand out from the garbage that most people are pushing out 
to their prospects. 

When you implement The Trust Equation using Connect 365, you 
will get much greater results in your business. You’re going to 
have more leads coming in, you’re going to be reaching more 
prospects, you’re going to be building a much bigger list. You (or 
your sales team) will be much, much busier when you’re imple-
menting these strategies. And it will have a snowball effect that’s 
going to create a lot of growth in your business.
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Appendix - Templates 
for Various Use Cases

 – How to get more people to show up for your webinars,

 – How to use Connect 365 for accounts receivables, billing 
and collections.



Appendix - Templates for Various Use Cases

How to land guest posting gigs.
Message 1 
SUBJ: Reaching Out…

{firstname} - I wanted to reach out to see if there is an opportunity 
for me to contribute to PUBLICATION_NAME.

I’ve recently co-written two guides (on building your blog au-
dience and your personal brand) with Neil Patel, and have also 
contributed to Entrepreneur Mag, Hubspot and Search Engine 
Journal.

Some of my content can be found here:

<POST with MOST ENGAGEMENT>

<BEST WRITTEN POST>

I believe my knowledge, experience and content would be of val-
ue to your audience, {firstname}. If you are open to me contribut-
ing, please let me know and I can send some content ideas across.

Cheers, 
Aaron

Message 2

SUBJ: Re: Reaching Out…

Hey {firstname},

Just wanted to follow up on my message a while back to talk more 
about providing some original content for your publication.

I have written extensively on the topics of search, social and con-
tent marketing and I believe my knowledge and content would 
be of value to {company}.

I would love to discuss this further if at all possible?

Cheers, 
Aaron
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Message 3

Subj: Thought this would be relevant to your audience, {firstname}

Hey {firstname},

Just wanted to reach back out and share a link to an article I re-
cently published on INSERT AREA OF EXPERTISE.

Looking at your site, I think there is a big opportunity for more 
coverage of MAIN FOCUS.

I have a few ideas on topics that I’d be happy to shoot over.

Would you be interested in me sending over a couple of short 
proposals?

Talk soon, 
Aaron

P.s. If you’re not the right person for this discussion, please let me 
know who I should reach out to. :-)

Message 4

Subj: Following back up

Hey {firstname},

Just sending a short follow-up to see if you’d still be open to me 
sending over a few short pitches for articles on INSERT AREA OF 
FOCUS.

Looking forward to your response, 
Aaron

P.s. If you’re not the right person for this discussion, please let me 
know who I should reach out to. :-)
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How to get more joint venture and 
referral partnerships.
Version 1:

Message 1

Subject: Intro

Hi {firstname},

I found your info on Facebook and thought it wouldn’t hurt to 
reach out. 

Quick intro...I’m the JV Manager for LinkedSelling and Josh Turn-
er, and we’re looking for more cross-promotion opportunities. It 
looks like our companies are pretty well aligned. 

Our audience is over 300k business owners and entrepreneurs 
who come to us for lead generation and growth strategies. I really 
think there could be some great synergy to do some JV’s together, 
etc. 

Would you be open to a call to explore?

Have a great day, 
Ariel

Ariel Myers 
Linkedselling 
2603 Cherokee Street, St. Louis, MO 63118

PS - If you don’t want to hear from me again, just hit reply and 
let me know.
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Message 2

Subject: Re: Intro

Hey {firstname},

Just wanted to follow up on my email below. Is there a good 
time to talk later this week or next?

Thanks! 
Ariel 
Linkedselling 
2603 Cherokee Street, St. Louis, MO 63118

PS - If you don’t want to hear from me again, just hit reply and let 
me know.

ALTERNATE STRATEGY

M1 - SUBJ: Intro

Hi {firstname},

I found your info on Facebook and thought it wouldn’t hurt to 
reach out. 

Quick intro...I’m YOUR NAME and my company is YOUR COMPA-
NY NAME and we’re looking for more cross-promotion opportu-
nities. It looks like our companies are pretty well aligned. 

We work with a lot of YOUR TARGET and help them YOUR BENE-
FIT STATEMENT. I really think there could be some great synergy 
to do some JV’s together, etc. 

Would you be open to a call to explore?

Have a great day, 
Ariel

Ariel Myers 
Linkedselling 
2603 Cherokee Street, St. Louis, MO 63118

PS - If you don’t want to hear from me again, just hit reply and 
let me know.
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M2 - Subject: Re: Intro

Hey {firstname},

Just wanted to follow up on my email below. Is there a good 
time to talk later this week or next?

Thanks! 
Ariel

M3 - SUBJ: We’d like to feature you

Hi {firstname},

I currently produce an interview series and was wondering if you 
would be interested in participating. The series features top 
marketing leaders in Australia, and is featured in the Marketing 
Leaders of Australia group on LinkedIn. 

Would you be interested in participating? With your background, 
I’m sure that we’d have plenty to talk about that other marketing 
professionals would love to hear. 

The format is really simple. It would be a written interview. I’d 
send you the questions, and your written response would be 
used for the series. 

Here’s an example of a previous interview:

LINK

Let me know if you have any questions or would like to partici-
pate! 

Cheers,  
Aaron

COMPANY NAME 
ADDRESS

PS - If you don’t want to hear from me again, just hit reply and 
let me know.
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M4 - SUBJ: Re: We’d like to feature you

Hi {firstname},

I wanted to make sure you saw this and it didn’t slip through the 
cracks like many email do these days. 
 
Anyways, just interested in hearing if you’d be open to us featur-
ing you and your business in our upcoming article? 
 
Hope to hear from you soon! 
Aaron 
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How to get more upsells from your 
existing customers.
Message 1 the ask 
Subject: A quick favor

{name}, I’m so glad to know that your continued support means 
you’ve been happy with {product/service}. We really enjoy hav-
ing you as a customer.

Since you’re pleased with the results, I’m curious to know if you 
have any colleagues or industry peers who may benefit from 
working with us. Please pass along my information so we can 
connect.

Thanks so much for your time, 
{name}

Message 2 reaching out to referral 
Subject: Happy to connect!

{referral name},

As you may already know, I’ve been working with {referral 
source} to help {referral source company name} see results from 
using {product service}. I’m glad you reached out to see how we 
can help you too.

[Here are some great {case studies or testimonials}] that will bet-
ter show you what you can expect from working with {company 
name}. After you’ve had a minute to check them out, I’d love to 
finish this conversation with a quick call.

Kind regards,  
{name}
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Message 3 thank you

Subject: We appreciate the connection

Dear {referral source},

Thank you for referring {referral} to me and letting them know 
about the advantages of using {product/service}; I so appreciate 
your trust and confidence. We’ll be working with {referral source 
company} to help them see the same results that lead to the 
growth of {referral company}.

To show our gratitude, we want to extend this {incentive}. Thank 
you again for making the connection.

Kind regards, 
{name}
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Templates for getting  
more speaking gigs
Message 1 
Subject: Great idea for a post re: {subject of conference}

Hey {contact name}. I was so excited to find out about {name 
of conference}. Opportunities to grow my skills in {subject} are 
always welcome, as I’ve been writing about it for quite some time 
now.

• {link to writing}

• {link to writing}

• {link to writing}

Let me know if there’s any content or copy I can add to your con-
ference resources. Even better, I would love to be considered as 
a potential speaker — I noticed you were still looking for industry 
pros to share some of the insight I’ve also shared in my past writ-
ing projects.

My social media account links are below and I appreciate the 
time to learn more about what I can offer to {name of conference}. 
Don’t hesitate to get in touch so we can speak more.

Thanks again, 
YOUR NAME 
{links to social media}

Message 2 
Subject: {name of conference}: Let’s dive right in

{first name}, it’s no secret that you’re busy planning the confer-
ence so I won’t take up much of your time.

I’m emailing because I’d love to contribute to {name of confer-
ence} by being a speaker. I’ve been working in this industry for 
quite some time and have some unique insight. There’s nothing 
I love more than sharing that insight with my colleagues, and 
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speaking would be an amazing opportunity for me to do that. 

Below you’ll find links to my social media profiles, website, and 
other resources that will better show you what I do and how I can 
help optimize the attendee experience. 

Let’s talk more when you have just a few minutes.

Thank you so much for your time.

YOUR NAME

{links mentioned above}

Message 3 
Subject: Can you tell me more about {conference name}?

Hi {first name}, I noticed you were involved in planning {confer-
ence name}, which looks like an amazing industry event. I’m just 
reaching out again to share some information about my back-
ground.

On my journey of professional development, I regularly push my-
self to participate in new ways to share my insight into {industry/
topic}. While writing about it is one way to do that, there’s no 
substitution for the in-person connection that conferences can 
provide.

To that end, I would love to know if you’re still looking for speak-
ers. This is another way I like to hone my skills and would be hon-
ored to be a part of {conference name}. I’ve included a few links 
to resources that can help you decide if I’m a good fit — take a 
look and get back to me when you have a minute.

I’m looking forward to hearing more about this great opportunity, 
and I appreciate the time you’re taking to read this email and 
consider me as a speaker.

Thank you again, 
YOUR NAME

{links mentioned above} 
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Start your free 14-day trial of Connect 365 today by visiting:

Connect365.io

https://connect365.io/
https://connect365.io


TRUST IS THE REAL ENGINE 
OF BUSINESS
Marketing has changed dramatically over the last couple of years. The land-
scape in the online world has shifted. The reason for this is that our world, in 
general, has changed so much. Trust is at an all-time low. Consumer trust in 
companies, and the marketing & advertising they spew forth, is at an all-time 
low. Facebook, Google, you name it. These companies are not trusted. And 
I haven’t even gotten to our politicians yet!

This is because advances in technology & marketing automation have taken 
the personal touch out of business growth. Businesses and consumers are 
just another number in a funnel and are designed to build sincere relation-
ships and trust with prospects and potential customers.

In other words, automation has made marketing cold and impersonal. The 
Trust Equation system will do just that. It’s a revolutionary (& automated!) 
playbook to build lasting relationships, and get more leads and clients by 
combining trust and automation the RIGHT way.

Josh Turner is a Wall Street Journal best-selling au-
thor as well as Founder and CEO of LinkedSelling 
and Connect 365. Considered the leading expert 
in the world when it comes to growing your busi-
ness using LinkedIn, Josh developed & refined 
the relationship-focused lead generation system 
LinkedSelling now implements for their clients.

When not busting some major marketing moves, 
or being featured in nearly every major media 
publication, Josh spends the rest of his time with 
his partner Jess, his son Eddie, and their dog Os-
car. He also loves a good crossfit workout, enjoys 
good wine, and collecting Pearl Jam bootlegs.

LinkedSelling.com Connect365.io

http://LinkedSelling.com
https://connect365.io/
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