STEP-BY-STEP GUIDETO
REENGAGING DORMANT
PROSPECTS
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Staying Top-of-Mind with Ghosting/Dormant Prospects

Here's a step-by-step 30-day plan to re-engage dormant prospects. This PDF will
equip you and your team with a practical, step-by-step 30-day plan to re-engage
dormant prospects, designed as a flexible menu of touchpoints, with Top Strategies
& Tips for four channels: Physical Outreach, E-mail Outreach, Phone Outreach, and
Creative Outreach.

Cadence disclaimer: This is a 30-day menu, not daily outreach. Choose 1-3 of these
touchpoints per week (6—10 total over 30 days), rotate channels, and pause/slow if
they engage.

Guardrails: 1-3 touches/week; never more than 1 touch/day; always include easy
“no/opt-out.”

30 Day Win Back Challenge

A Step-by-Step Guide to Re Engaging Dormant Prospects
What Counts as a Dormant Prospect

For this guide, a dormant prospect is someone who:

+ Was engaged at some point, for example they took a meeting, replied to an
email, or reviewed a proposal

+ Has not clearly said no or opted out

+ Has now gone quiet and stopped responding

A simple rule of thumb:

Use this 30-day process when it has been about two weeks since your last
meaningful touch where you expected a reply, for example a recap email, a request for
feedback, or a suggested next step.

You can adjust that timing based on your sales cycle, but the key idea is this: This is
for warm, stalled opportunities that still matter enough to try and bring back.

This is a 30-day menu, not daily outreach.
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30 Day Win Back Challenge

A Step-by-Step Guide to Re Engaging Dormant Prospects
How to Use This Guide

Goal: 6 to 10 respectful touchpoints over 30 days

+ Cadence:
o 1 to 2 touches per week
= Never more than 1 touch per day
= Rotate channels, email, phone, physical, creative

+ Ground rules:
= Aim to add value, versus “checking in" repeatedly
o Always include an easy “no" or opt out

= Example: “If now is not the right time, just let me know"
o |f they engage, slow or stop the cadence and move to a real
conversation

= If you get a clear “no", respect it and move on

Think of this as a flexible menu you can choose from based on the prospect and
relationship history.

Why Prospects Go Silent
Most ghosting is not personal.

+ Status quo bias and loss aversion: “No decision” feels safer than a “wrong
decision”

Ambiguity: The next step was unclear, so they avoided it

Avoidance: They missed a reply and now feel awkward responding
Internal blockers: Procurement, legal, IT, or finance quietly stalled things
They are slammed: You are not the only thing on their plate

* 6 o o

This guide is about making it easy and valuable for them to re-engage.
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Staying Top-of-Mind with Ghosting/Dormant Prospects

30 Day Overview

Week 1: Light Touch Reminders (Awareness)

Gently remind them who you are, what you discussed, and that the door is still open,
with no pressure.

Week 2: Personalized Nudges (Context and Credibility)

Bring the conversation back to their world, their goals, and what you can specifically
help with.

Week 3: Creative Outreach (Pattern Breakers)

Cut through the noise with thoughtful, creative touches that do not feel like just
another email.

Week 4: Stronger Call To Action (Momentum and Clarity)

Offer a clear, low risk next step, or a graceful way to say “not now."

Week 1: Light Touch Reminders

Theme: Awareness

Goal:

Remind them of the conversation without making them feel guilty for going quiet.
Suggested Touch Menu

Pick 1 to 2 from this list across channels.
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Week 1: Light Touch Reminders

Email Outreach

1. Friendly “just reconnecting” email
a. Subject: “Still interested in [X goal]?”
b. Focus:
i. Remind them of your last discussion in 1 to 2 lines
il. Acknowledge they are busy
iii. Offer to pause or reset timing

2. "Thought of you when | saw this" email
a. Share one article, stat, or mini case study tied to their challenge
b. Include one short takeaway and one question
i. Example: "Does this still line up with what you are seeing?”

Phone Outreach

3. Soft check voicemail
a. Short, warm, under 30 seconds
b. Acknowledge that time has passed
c. Invite them to reply by email if that is easier

Creative Outreach

4. Light LinkedIn touch (if connected)
a. Like or comment on a relevant post before you message them
b. Then send a short LinkedIn message:
I. “Saw your post on X, hope things are going well. Do you want me to
put our conversation on pause for now, or is it still on your radar?”

Physical Outreach
5. Handwritten note for high value prospects
a. Brief thank you for the prior conversation

b. Example: “If the timing is off, just drop me a quick note and | will circle
back later this year.”
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Week 2: Personalized Nudges

Theme: Context and credibility

Goal:

Recenter the conversation on their goals and pressures and show that you were
listening.

Suggested Touch Menu
Pick 2 to 3 across channels.
Email Outreach

1. “Here is what we heard from you" email
a. Bullet 2 to 3 things they told you, goals, obstacles, timing
b. Re-frame with 1 to 2 ways you can help them move forward

2. Mini case study email
a. 3to 4 sentences about a similar client and problem
b. End with the result and what changed in their process

Phone Outreach

3. Context rich voicemail
a. “Last time we spoke, you mentioned [X initiative]. Has anything changed
on your side?”
b. Offer two simple options
i. "“Ifitis off the table, just let me know. If it is still in play, | would love
to schedule 15 minutes."”

Creative Outreach

4. Short video message
a. 60 to 90 seconds
b. Recap their priorities and share 1 to 2 ideas specific to them
c. End with a simple reply ask
i. "“Reply yes if you would like me to send 2 or 3 concrete options, or

no if it is not a fit right now."”
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Week 2: Personalized Nudges

Physical Outreach

5. One pager mailer
a. Simple printed one pager
i. Their problem
ii. Your approach
iii. Short case study
b. Add a handwritten P.S. referencing your previous conversation

Week 3: Creative Outreach
Theme: Pattern breakers

Goal:

Stand out in a respectful way. Show creativity and persistence, not desperation.
Suggested Touch Menu

Pick 1 to 2 across channels.

Creative Outreach

1. “Choose your own adventure” email or page
a. “"Which sounds more like you right now?"
i. “We are interested, but timing is tough.”
ii. “We are still evaluating partners.”
iii. “This is not a focus for us.”
b. Each option leads to a simple path
i. Quick call, send more detail, or close the loop

2. Visual concept or light mockup

a. Simple sketch, framework, or sample idea tied to their brand or problem
b. Emphasize that it is a rough starting point to show how you are thinking
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Week 3: Creative Outreach

Email Outreach

3. “Sanity check” email
a. "Based on what you shared, here are three ways | see this going."”
b. Outline three paths
i. Pause
ii. Scale back
iii. Move forward
c. Ask which is closest to their reality

Physical Outreach
4. Simple, memorable leave behind
a. For local, high value targets
b. Small, practical item that ties back to their challenge
c. Example: A notebook labeled “Ideas we are not acting on yet" with your
card inside
Phone Outreach
5. Refer directly to 1-4 above
A simple, short VM referring to your email, or physical outreach and the reason

for reaching out again.

Week 4: Stronger Call To Action

Theme: Momentum and clarity

Goal:
Give them a clear, low risk next step and a clean exit if it really is a “no."
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Week 4: Stronger Call To Action

Suggested Touch Menu
Pick 2 to 3 across channels.
Email Outreach

1. “Should I close the loop” email
a. Short and direct
b. “I do not want to keep bothering you. Should I:
i. Close this out for now
ii. Check back next quarter
iii. Put 20 minutes on the calendar to see if it is still worth
discussing?”

2. "90 day look ahead" email
a. "If we talked three months from now, what would need to be in place to
make this worth revisiting?”
b. Invitea 1 or 2 line reply

Phone Outreach

3. Final voicemail with options
a. Reference your “close the loop" email
b. “lwill send a quick note with a couple of simple options.

Creative Outreach

4. Short video recap
a. Around 40-60 seconds
b. What you talked about
c. What has changed in the market since
d. One clear proposed next step
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Week 4: Stronger Call To Action

Physical Outreach

5. Last handwritten note
a. "If the timing is not right, | completely understand. | will close the loop
unless | hear otherwise, and you are always welcome to reach out if
things change.”

Top Strategies & Tips by Channel

Use this section as a quick reference on best practices, no matter which week you are
in.

Physical Outreach

+ Make it personal and relevant, not generic swag
+ Reference your previous conversation and last digital touch
+ Always include a clear call to action and your contact info

Fast ideas:

+ Handwritten note plus your card
+ One page summary of your approach and a simple case study
+ A small, practical item that ties back to their challenge

Email Outreach
Your backbone channel

Keep it short, scannable, and specific to them
One main idea per email, 2 to 3 short paragraphs
Use clear subject lines tied to their goals

End with low friction calls to action

* 6 o o
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Top Strategies & Tips by Channel

Fast ideas:

+ "Here is what we heard from you" recap
+ Mini case study, similar client and problem, clear result
+ "“Sanity check” style email asking which path fits best

Phone Outreach
Humanize the relationship

Assume they are busy
Voicemails under 30 seconds
Reference your last email or touch
Be clear and kind
s Give them an easy out and a simple next step

* 6 o o

Fast ideas:

+ "“If now is not the right time, just let me know and | will close the file."
+ "If someone else owns this now, | am happy to reach out to them instead.”

Creative Outreach
Pattern breakers, not stunts

+ The goal is to stand out and add value
+ Always connect the creative piece back to their business and your prior
conversation

Fast ideas:

+ 60 to 90 second video tailored to their situation
+ A rough concept or framework for how you might tackle their challenge
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Top Strategies & Tips by Channel

Final Reminder

+ Adapt it to your tone and culture
+ Keep it respectful, helpful, and human

You cannot eliminate ghosting.

But with a thoughtful, structured 30-day plan, you can significantly improve your
chances of bringing the right prospects back to life.
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