JOE VAGNONE, BUSINESS BROKER AND ADVISOR

TIP #19: YOU NEED A BROKER WHO KNOWS HOW TO BE PERSISTENT
(WITHOUT GOING OVER THE TOP)

TIPS & STRATEGIES FOR SELLERS TO MAXIMIZE
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Joe Vagnone is an award winning,
Designated Industry Expert.

Adapted From an ar cle by: Rebecca Zucker
“How to Follow Up with Someone Who’s Not Ge ng Back to You”

HOW TO FOLLOW
UP WITH SOMEONE
WHO’S NOT
GETTING BACK TO
YOU.
But just because someone hasn’t responded to your ini al request, it doesn’t mean
their answer is “no.” Here are six ps to help you get the response you need.

W

e’ve all been there. You email someone asking for a conversa on, informa on, input,
or an introduc on, and you get no response. Not everyone will get back to you on
your meline — if at all.
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As frustra ng and disappoin ng as it may be, a lack of response doesn’t mean they’re ghos ng
you. It’s important to maintain perspec ve. People are o en juggling a series of important work
and personal responsibili es. Your email probably doesn’t make the top 10 on their priority list.
Remembering this can help de-personalize their silence,
Here are some key things to keep in mind when you reach out to someone for the second (or
third, or fourth) me:
• There is no set me to fallow up in my book, but we have a clear formula that we
follow and we do not allow an inquiry or client to Ghost us longer that 7 to 10 days
(depending on what side of the deal there on). A er ten days we will start to push
back with emails, texts and phone calls.
• My big brother is one of the top sales managers in the Southeast, and he has a mo o
I love: “You cannot allow a prospect or client to not get back with you.” They should
learn: just return the email or call or he will keep following up un l you do!

HAVE A
COMPELLING
SUBJECT LINE.
Forty-seven percent of emails are opened or discarded based on their subject line
alone. Research shows that shorter subject lines with only four words have the highest open
rates, which makes sense, since two-thirds of emails are read on mobile devices.
Though not every email will be urgent, (like Joe’s 😀 ), you s ll need to be though ul about
your subject line. Avoid generic phrases like “Following up” or “Checking in.” Those are not
only vague — they may also make the reader feel bad for being slow to respond (even further
delaying a prompt reply). Instead, use the subject line to give the recipient a short preview of
your request. You might say, “Next steps on X project” or “Ques on on job applica on.”
• This is a topic Julie and I talk about o en. There is not a be er way to inform and
manage a lead or client than the subject line. Very few people do this well, and in
some cases miss the whole point of the subject line en rely, and forward an old or
misleading subject line that’s been around for a week or more….uuuggg! It says,
“I’m lazy,” or “This is not worthy of your me and trust!”
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BE MINDFUL OF
YOUR TONE.
Tone can easily be misinterpreted via email, so take care to cra a message that sounds friendly
and polite. Research shows emails that are slightly to moderately posi ve in tone have a
10-15% higher response rates than more neutral messages.
Think of your message as a gentle nudge. Imagine receiving an email that says, “Please send
your feedback on my project by Thursday,” versus, “Given your experience with these types of
projects, I’d love to get your feedback on the work I’ve done so far. This would be a big win for
my team and I, so we appreciate you sending any thoughts you have by EOD Thursday.” The
former is neutral and could poten ally be construed as demanding, whereas the la er is
slightly more upbeat and apprecia ve while also being complimentary to the recipient. Subtle
a ery — without going overboard — helps.
• This one is tricky, and I like to call this the “SPIRIT OF THE E-MAIL.” I will o en,
because I’m such a crappie writer, say in the email, “I hope you will accept this
communica on in the spirit it is intended, with respect and trust.”
• In any event, in my world of business brokerage, this is always a tac cal considera on
because we do push and pull ( some mes yell), always we should be respec ul as we
move towards a transac on both sides want.

KEEP IT SHORT
AND USE SIMPLE
LANGUAGE.
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No one likes to receive a long or dense email. The most e ec ve messages are short and easily
scan-able. Research shows that between 75 and 100 words is ideal, yielding the highest
response rate at 51%. This means that if you’re forwarding your ini al email, your follow-up
message should be even shorter.
• For the love of Tuesday….We are all busy - get to the point and use Bullet Points !

MAKE A CLEAR
ASK.
An unambiguous, direct ques on will make your request evident to the reader. The clearer you
are, the easier it is for them to respond. In fact, you are 50% more likely to get a response if you
ask up to three ques ons than no ques ons at all. Your ques ons might sound something like:
“Is there a me in the next week or two that works for you?”
“Would you be willing to make an introduc on to William Burns?”
“Do you have some me to talk in the weeks ahead about my development priori es?”
“Are you able to par cipate in our conference panel on Women in AI next quarter?”

•

Don’t make me have to reply four mes to schedule a meet-up or phone call !

GIVE THEM AN OUT.
One reason someone might not reply to an email is that they aren’t able to help, or don’t feel
comfortable following through on your request. Giving your email recipient an out will ease
their discomfort and demonstrate humility, making the other person more likely to reply.
Try using one of the following phrases:

•

“If you don’t know William well enough to make the introduc on, I completely
understand.”
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•
•

“If you’ve gone in another direc on in hiring for this posi on, please let me know.”
“If there’s someone else I should reach out to for this informa on instead, please
let me know.”
“Please let us know if you’re too busy to provide feedback on my project or need
more me.”
“If you’re unable to par cipate in our panel, we welcome sugges ons of other
Women in AI that you’d recommend.”

•
•

You can also give the recipient a chance to save face by acknowledging that you know they’re
busy and have a lot on their plate. The last thing you want is for them to associate nega ve
emo ons with receiving emails from you. In this case, a simple statement like, “If you’re too
busy or it’s not a good me right now, no problem,” works well.

BE JUDICIOUSLY
PERSISTENT.
Research shows that asking for what we need reduces anxiety and improves your self-esteem,
sense of agency, and the quality of your rela onships – not to men on, it may help you to get
your request ful lled. In short, following up is worth the e ort.
But there’s a ne line between being persistent and being annoying. You need to demonstrate
both asser veness and good judgment about when to follow up and when it’s me to cut your
losses and move on. As a general rule, a week a er your ini al email is a good me to reach out
again as a rst follow-up. However, depending on the nature of your request, prior
conversa ons, and/or relevant deadlines, it may be appropriate to follow up sooner.
Unless it’s me sensi ve, each successive follow-up should be spaced a bit further apart,
adding another week’s me in between, un l you’ve followed up three mes. There could be
an addi onal fourth “hail Mary” a empt, depending on the situa on. One client of mine had
interviewed for a senior role and the recruiter said she was impressed and wanted him to meet
with the CEO. A er three follow-up emails, my client had s ll heard nothing. It had been six
weeks from his last follow-up email. He had nothing to lose, so he decided to email the
recruiter one last me and got a response within minutes.
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Following up with others who aren’t ge ng back to you is an inevitable and necessary part of
business and accomplishing your goals. Use the strategies above to increase the e ec veness
of your follow up and help you get the response you need.

•

My go to is: a er 10 days with no reply or communica on I will send out a
communica on termina ng the rela onship and informing the lead or inquiry we
are moving on. This is a sure qualifying way to get a reply if they are s ll interestedif not, WELL you have heard me say it many mes
“A fast NO is be er than a slow MAYBE”

Please visit JVagnone.com for more strategies to
maximize the value of your business.
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