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How to write introductory sales letters to get appointments with senior decision-makers
Here are samples and templates of sales introduction letters. These examples of sales letters help make a professional impression, and begin the sales cycle. Introductory letters certainly help to make appointments. In many cases they are essential prior to attempting telephone contact with senior people. Introductory letters are particularly helpful for starting the sales cycle with large organisations.
Please note that the spellings used in this guide and the letters samples are based on UK English common form, for example, 'recognise', 'organise', 'specialise', whereas US English favours the 'ize' spelling. For these and any other spellings subject to regional variation, change the spelling to suit your situation. Address 'postcode', where referred to here is the UK term; it best equates to the US zipcode, or respective 'zip'-type postal codes used in other countries.
effective introductory letters
There are certain proven rules and techniques that improve the chances of: 
a) your letter getting past (or being being forwarded by) the secretary or p.a. to your intended contact, and 
b) your intended contact being interested in seeing you. 
Think how you treat unsolicited letters that you receive. Most of these letters go in the bin, and many letters won't even be opened. A few seconds is all anyone takes to decide whether to read a letter or discard it. A secretary or p.a. will open your letter, and they too will decide in just a few seconds whether to read on, then whether to pass it to your intended contact, another person, or to file it or bin it. 
Remember that your letter will be competing with perhaps twenty, thirty or even fifty sales letters received every day, sent by sales-people people hoping to gain your target's attention. To get through, your sales letter needs to be good, different, professional and relevant.
Use the 4-8 second rule when designing direct sales letters opening statements and headlines. You must grab attention in 4-8 seconds; that's about fifteen to twenty words. This implies a headline, which is why headlines are often used. If you prefer not to use a headline, fine, but still you need to grab attention in your opening paragraph in 4-8 seconds. 
You need to be very efficient and clever in your use of language and words. Every word must be working for you; if it's not, remove it or find another. Think about the language that your intended recipient uses - (what newspaper they are likely to read, for example - this is your vocabulary guide). 
Think about the business vocabulary too; senior decision-makers and company directors are concerned mainly with making money and saving money. 
The secretary or p.a.'s responsibility is to protect the boss's time. For a letter to stand a chance of being passed on to your target by the secretary it needs to be: 
· commercially/financially/operationally very serious and significant 

· interesting and potentially beneficial 

· of a nature that only your targeted person can deal with it 
· relevant 

· credible 

· extremely professional 

· grammatically perfect 
The letter structure should follow the AIDA format: 
· Attention (I want to read on) 
· Interest (this is relevant to me and my company) 
· Desire (this is potentially beneficial and I want to pursue this opportunity) 
· Action (when I'm called I'll talk/make an appointment/delegate action) 
Obviously make sure you use the person's correct title (Mr, Mrs, Ms, Dr, etc) and properly spelled surname in the address (initials are considered by some to be more professional and polite than using first names). Include letters after their name if known, eg., OBE, or professional qualifications abbreviations; also ensure correct job title, company name, address, postcode and date. If you are laying out a letter or a mail merge for window envelope remember that this requires precise address positioning.
Keep the sentences short. 
Introductory letters must be able to be read and understood in under 30 seconds, so your letter will never require more than one side of paper. The less the better. Generally three paragraphs of 'body-copy' suffice. It's doubtful you'd achieve what you need to in just two; four or five are okay if they're brief; any more is too much. Use bullet points if you have a number of short points to make. 
Whilst you can vary and experiment, a good basic structure is: 
· salutation (Dear Mr/Mrs/Ms surname, or Dear Sir/Madam for extra caution) 
· headline (optional) 
· credibility and relevance statement (mandatory) 
· how and why statement (optional) 
· suggestion of similar opportunity/application for target organisation (optional) 
· action/follow up statement (mandatory) 
· sign-off 
	 


sales introduction letter template
Salutation 
The safest way is to telephone the secretary, say you'll be writing, and ask to confirm precise address, name and title details etc. The old convention was to use Sir or Madam if you'd not spoken to the person before, but nowadays it's reasonably safe to use Mr/Mrs/Ms (surname). 
Headline 
If you use one it must be concise, relevant, impactful, professional, unique, new. Maximum 15-20 words. Generally avoid 'clever' glib ad-type slogans, unless you come up with something utterly brilliant. Avoid upper case (capitals) lettering - word-shapes are lost when upper case is used. (People read by recognising word-shapes not individual letters, so don't use upper case anywhere, as it takes longer to read and reduces impact.) Avoid italics, coloured backgrounds and coloured text too - they all reduce readability and impact. Headline should be between two-thirds and three-quarters up the page - where the eye-line is naturally first attracted. 
Opening credibility and relevance statement
Refer to significant and beneficial activities of your company in areas/sectors/industries relevant to the target's business. Technical and complex words help, provided they are relevant and that your target recipient will understand them. Use 'director-speak' - words and phrases that directors use and relate to. Don't be afraid to put costs up front, and relate to returns expected. There can be risks in using direct references to the target's competitors, so be careful. Use references that you believe are likely to be the most unique and beneficial and relevant, (which is why doing some initial research is useful). Focus on a single theme and result - do not try to list lots of benefits. As a general rule, be specific but not detailed, and be broad but not vague. Ensure your proposition has the WIIFM factor ('What's in it for me?'). 
How and why statement 
If you need to explain how the benefits are derived then do so. Keep it general, concise, significant, serious and brief. This is a good place to imply or suggest the uniqueness of your capability(s). It is useful to suggest or state that your company is 'the only' company able to do whatever you are claiming. Uniqueness is very helpful.
Suggestion of similar opportunity/application 
Suggest that similar opportunities or possibilities might or may exist for the target organisation. Don't sell, claim or guarantee to be able to do anything. Understatement is the key. 
Action/follow up statement 
What you will do next - normally that you'll telephone soon/shortly/in due course. Avoid stating a date and time that you'll phone back - it's presumptuous - how do you know your target person will be available then? (In practice if your target is interested in pursuing the issue opportunity then he or she will normally ask the secretary to deal with the arrangements for the next action, and you may not actually need to speak to your target person on the telephone - secretaries and p.a.'s are powerful people.) 
Sign-off 
Stick to tradition to be safe: use Yours sincerely if you've started with a Dear Mr/Mrs/Ms (name), and Yours faithfully (if you've started with Dear Sir or Madam).
	 


example sales introduction letter
This sample letter is very brief and concise. It begins with a credibility statement, which infers the method and basic proposition. It then presents a financial case - invest 'x' to get 'y'. Senior decision-makers are primarily concerned with return on investment. The letter then explains briefly in bullet points what the method comprises. And then there's the action point.


Example letter
Dear Mr Smith 
Sales Development 
Companies like yours in the (industry type) sector have achieved significant business growth following the introduction of certain new specialised planning and forecasting methods, by increasing skills, accountability and productivity of sales personnel. 
Typically, for an investment of c.£50k it is possible to achieve sales growth of 20-30% in year one, and 25-50% in year two, directly attributable to this new methodology, which focuses on and integrates: 
· New advanced 'facilitative' selling skills 

· Measures and systems based on new Key Performance Indicators 

· Refining and developing your propositions and market sector targeting 

· Time management improvements, especially selling-time optimization 
If you are interested in assessing the potential and relevance of these ideas for your own business I'm happy to talk on the phone first and will call you in the next few days. 
Yours sincerely, etc. 


other tips for writing sales letters
According to a variety of advertising research these are the features of direct advertising that generate best response, in order of significance: 
· a single impressive benefit that is more prominent than anything else 
· easy to read 
· get the reader involved (where possible use 'you', 'yours' etc.) 
· something new 
· believable unique 
Worst performing headlines and banners are product descriptions, the 'curious/intriguing/oblique', and three witty words or less. 
Best performing headlines: a key 'customer' benefit (which benefits the customers of your target organisation), important news, a key product or service benefit. 
Avoid the use of 'I', 'we', 'us', 'ours', except for the obvious (eg 'I will telephone you…'). Talk about your intended customer and their market, not your own business.
Don't include leaflets or brochures to directors. 
Try to engage the help and advice of the secretary or p.a. - get her on your side. 
Always remember that you are trying to sell the appointment not the product.
Above all, JFDI (see acronyms). Write some letters, follow them up, and you will get appointments. 
	 


simple basic sales introduction letter
Here is a very simple general sales introduction letter - you can use this or adapt it for most situations as it is very general. This type of introductory letter is ideal for new sales situations when you need to generate some sales leads and enquiries before you know your products and markets in great detail, and need to get something moving. This type of letter must be followed up by a phone call - it will not generate a response on its own. Preferably research your prospects first to understand something about them, and especially to find the name and address details for the relevant decision-maker.
basic sample introduction letter 


name and address 
date 
Dear (Mr/Mrs, etc, name) 
attention grabbing heading (up to 10 words)
(the heading must grab attention - something your prospect will relate to that your proposition will produce - for example, Cost-Effective Sales Enquiry Generation, or Reduce Your Staffing Overheads, or Fast-Track Management Training) 
When you next consider your arrangements for (product/service) I would welcome the opportunity to understand your requirements and situation.
(Optional) Our customers include (two or three examples, relevant and known to the prospect), who have found (state key benefit, % savings, strategic advantage) from working with us. 
I will telephone you soon to agree a future contact time that suits you/your own review timescale. 
Yours sincerely 
(Name)


	 


It's very quick and easy to create a simple sales introduction letter like the example above. 
Many sales people fail to send anything at all because they take too long creating the letter and organizing the mail-merge, etc. If you find yourself falling into this trap remember JFDI - get on and do it. 
Then get on the phone and follow it up. 
Sending a simple professional sales introduction letter overcomes the initial obstacle that most organizations use as a defence against sales introductions. A good simple introductory letter can also establish a level of credibility and professionalism in the mind of the contact and his p.a., who is likely to be the person who reads and deals with the letter first. 
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