
 
 

 
Prospect Meeting Questionnaire 
Ascertain a Prospect’s Needs Clearly, 
Understand Current Initiatives, and What 
Lies Ahead 

 
 
 
 
 

Need Help?  
Schedule consultation online at mastermarketingwithclass.com 

MASTER MARKETING WITH CLASS 
© Marketing with Class LLC

http://www.mastermarketingwithclass.com/


Prospect Meeting Questionnaire 

© Master Marketing with Class   
Page 2   |   www.mastermarketingwithclass.com  

 

Overview 

The business development process can be a 
difficult one to navigate. After years and years of 
trying to perfect the prospecting process, the 
prospect meeting questionnaire was born. This 
document is a guideline to use before, during, 
and/or after a prospect meeting to help you 
ascertain a prospect's needs clearly, understand 
what marketing initiatives the prospect is currently 
implementing, what past initiatives were tried, and 
what future initiatives will work best. 
 
The questionnaire is a guide to conduct a 
productive meeting, understand the prospect’s 
business environment, and help identify strategic 
initiatives. 
 
This document is not a be-all end-all, it should be 
modified based on what is known about the 
prospect’s industry, employee count, revenue size, 
geographic location, and more. It is to be used as 
guidance to ensure important questions are 
answered to identify whether a prospect will be a 
good fit for your company. 
 
The questionnaire begins with gathering data about 
the company, its services/products, the market, 
and the company contact’s experiences. 
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Background/Overview 

Company   

Contact Person’s Name  

E-mail / Phone / Company Website  

How many years has the company existed?  

 

How many years has the contact has been with the 
company? 

 

How many years has the contact person has been in the 
industry? Include the contact person’s prior industry 
experiences/other related business ventures, etc. 

 

How would you describe the company’s geographic 
marketplace? What states, countries, cities, do you serve? 
What geographic marketplaces will growth occur? 

 

What services/products does the company provide to 
clients/customers? List major services/products, and others 
where growth is anticipated. 

 

Describe the company’s performance over the past few 
years. Have revenues increased, decreased, or stayed the 
same? Are employees happy? Is the management team 
happy with growth numbers?  

 

What other members of the leadership team are involved 
in the business development/marketing process?  List 
names, titles, and roles/responsibilities. 
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Existing Clients/Customers 

Cultivating an existing client/customer base is one 
of the most profitable ways to take a business to 
another level.  

Cultivate is defined as “to promote the growth or 
development of.” Why wouldn’t every company 
look at existing clients/customers and help them 
grow and develop future revenue? 

While it is important for a business to develop 
plans to acquire new clients/customers, looking 
beyond the existing ones is not what makes a 
company most profitable. It is building and 
enhancing the relationships with existing 
clients/customers that must be a top initiative and 
evaluated annually to ensure it’s still working.  

Asking the question, “What would it take for Client 
X to be fired?” helps a company start the 
evaluation process. Once the process is created for 
determining the strength of a client/customer, a 
company can begin to look inside itself to grow.  

Evaluating clients/customers is challenging, and 
sometimes leads to difficult conversations 
amongst peers and clients/customers. But, if a 
company has the right analysis in place and 
performs annual clean-up of its client roster, the 
company will become more profitable every year. 

The section following asks questions to help assess 
how well the company knows their existing 
clients/customers, what is necessary to grow the 
business, and what initiatives are in place. 
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CURRENT Clients/Customers 

What is the approximate number of active 
clients/customers? How many clients/customers are 
inactive? Why? Has the company lost significant 
clients/customers in the recent past? Why? 

 

Are the company’s clients/customers ranked (A – best 
client, B - average, C – low end)? If so, tell us about the 
criteria used to rank them. 

 

Which CRM (customer relationship management) or 
Marketing systems/platforms is being utilizing? If multiple, 
list all. Discuss the efficiency/effectiveness of utilization. 

 

Does the company have a way to data-mine 
clients/customers?  For example, filter for clients/customers 
who have spent $500,000-$1M or more in past three years? 
If so, has the company ever utilized this information to 
perform targeted-marketing campaigns? 

 

What is the strategy for staying in touch with current 
clients/customers? Describe the client/customer touch 
program elements, ways the company currently stays in 
touch, anticipated ways, and ways to improve. 

 

Does the company conduct reviews/gather feedback from 
current clients/customers? If so, describe the process/tools 
used. In what ways does the company utilize this 
information to improve client relationships? 

 

Does the company encourage cross-selling 
services/products to existing clients/customers? Marketing 
can only do so much; employees must be willing and able to 
cross-sell services/products. How does the company identify 
cross-selling opportunities? 
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Prospective Clients/Customers 

Prospects, future clients/customers, should be 
clearly defined. As a company is introduced to a 
new opportunity, it’s imperative to vet the 
prospective client/customer before taking on 
work.  

A key element to understanding if the company 
has a clear vision to growth is to evaluate whether 
the target market/audience and geographic 
marketplace have been defined, and prospect 
research has been conducted. 

Understanding a prospect’s landscape and needs, 
full scope of an engagement, and how the 
relationship will progress is key.   

With strong referrals, a company can duplicate or 
clone a strong and powerful client/customer base. 
This is valuable to identifying any company’s 
growth strategy.  

The section following asks questions related to 
what an ideal client/customer’s characteristics 
include, how a company evaluates and determines 
the next, best client/customer, and identifies lead 
generation efforts currently in place, planned, or 
have been evaluated.  
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PROSPECTIVE Clients/Customers 

What does the ideal client/customer look like? Describe 
the criteria that would encompass the ideal 
client/customer. 

 

Where does the company currently find new 
clients/customers? Networking, referrals, RFP/RFQ, bid 
process, etc. Who in the company is responsible? 

 

Does the company enjoy prospecting/researching/seeking 
new clients/customers? Why or why not? What would 
make it easier? 

 

Does the company regularly ask your clients/customers 
for referrals? If so, what’s the process? Does the company 
keep track of the referrals? How does the company say 
thanks for the referral?  

 

Does the company attend networking events? If so, what 
type of events? How often? What successes have been 
achieved with events? Is the company attending events to 
identify the right prospective clients/customers? 

 

Does the company have a formal lead generation 
plan/process? If so, describe the process and any tools used 
for tracking (Salesforce, CRM, etc.) 

 

Does the company encourage being involved with 
volunteer/civic organizations? Name the organizations 
where the company has strong relationships and ways 
employees are encouraged to get involved 
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Strategic Marketing 
 

Understanding strategic marketing means 
performing analysis, using research to build a 
strategy, and determining the steps for successful 
implementation. 
 
Analysis begins with creating a list of products or 
services, solidifying the geographic market, 
understanding competitors, clarifying economic 
factors, identifying strengths, weaknesses, 
opportunities, and threats, and evaluating 
technology capabilities or needs. 
 
Once analysis has been performed, consider ways 
to penetrate the market. Depending on the 
research, set the overall strategy, objectives, goals, 
and action items to achieve success.  
 
Implementation is where companies fail fastest. 
Without successful implementation and a 
dedicated team to document each action item, 
assign responsibility, and evaluate measurements 
to evaluate success, momentum stops. 
 
A strong strategic direction helps build a stronger 
brand presence, compile, and manage a powerful 
pipeline, understand digital happenings that 
impact business, and focus the right marketing 
initiatives for growth. 
 
The following section focuses on the company’s 
current internal factors: the value proposition, 
vision, ROI measurement, and budget. 
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Strategic Marketing 

What does the company believe is its value proposition? 
What sets your company apart from the competition? What 
value do the clients/customers receive from doing business 
with your company? 

 

What are your company’s strengths? How does your 
company showcase these to the clients/customers or 
potential clients/customers? 

 

What are your company’s weaknesses? How are these 
being addressed? What plans are in place to improve the 
weakness areas? 

 

Where does the company see opportunities? Where/What 
industries, services, or product areas offer the most 
opportunity? 

 

Does the management team foresee any threats to the 
industry/company? Discuss what and why they are threats. 
Are processes in place to react/detract from the threats? 

 

What is your company’s vision for business growth for the 
future? What initiatives will help business grow in the next 
12 months, 18 months, 3-5 years, and > 5 years? 

 

How does the company currently measure Marketing ROI? 
In what ways does the company measuring its marketing or 
business development efforts? (Analytics, landing pages, 
custom phone numbers, opportunities / leads tracking, CRM, 
etc.) 

 

What is the company’s marketing budget? How much/how 
little will the budget change in the next year? What 
initiatives are included/excluded? What percentage is that of 
overall company revenues? 
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Marketing Methods 

Strategically planning and successful 
implementation of your marketing initiatives is 
understanding, developing, and planning what will 
lead to significant sales / revenue increases, new 
clients, or brand awareness. 
 

To define marketing methods, a company must 
fully understand the past, present, and future to 
be successful.  Ask what has worked and what 
hasn't, then build a plan to ensure successful 
implementation. Also, alignment of sales and 
marketing is imperative. 
 
Different types of initiatives work differently for 
different companies.  
 
Focus to determine the company’s objectives; 
what it wants to accomplish, how to achieve said 
objectives, goals, and measure the metrics to get 
to the finish line. 
 
Then understand the mix of marketing activities 
(traditional versus digital), determine what will 
work best, and build metrics to achieve 
the revenue / growth goals. 
 
The following section discusses a few methods to a 
successful marketing program. When the process 
is created, initiatives in place, and the sales team 
engaged, the marketing methods should not fail.  
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Marketing Methods  

What marketing initiatives has the company tried in the past? 
What worked? What didn’t and why? Are there other initiatives 
that have been considered? 

 

Does the company have an e-mail marketing strategy? If so, 
describe what has been done and how it has worked/not 
worked/what can be improved. Does the company use an e-mail 
marketing vendor (Constant Contact, MailChimp, Emma, 
GetResponse, etc.)? Is it connected to a CRM/Salesforce system? 

 

Who manages the company website for technical updates, 
hosting, and email servers? If an outside vendor, what company 
do the company use and describe the working relationship. 

 

Who is responsible for the website maintenance (updates to 
plugins, content, imagery, etc.) of your website? Does the 
company maintain it internally or externally? If externally, what 
vendor(s) does the company use to update the site?  

 

What social media platforms does the company currently utilize? 
Who is responsible for content? Does the company plan to utilize 
more/less in the future? 

 

Has the company done any advertising (digital, radio/TV, 
magazine, etc.) in the past? If so, what media/publications? 
When/How long did the company run your ad campaign? Was it 
successful? Would the company advertise again? 

 

Does the company send out personalized cards (birthday cards, 
anniversaries, month promotions, etc.) to clients/customers? 
What initiatives does the company currently execute? 

 

Does the company send clients/customers special occasion gifts, 
baskets, or other items? If so, what, and how often?  

Have the company hosted Client/Customer Appreciation Events 
(CAE)? What events have been hosted? Are they scheduled 
annually, monthly, etc.? Are clients/customers welcome to invite 
prospects/friends? 
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In Closing 

Prospect meetings aren’t conducted on speed and velocity; it is about pacing and moving forward. 

The Prospect Meeting Questionnaire helps to understand the big picture and to evaluate whether a 
company would be a good fit. It acts as a guideline to keep a meeting on track or to help bring it back 
on track. 

Sales teams will prosper from having this information on hand. This information will engage the 
marketing team to deeper understanding of a prospect’s needs to build a proposal, offer an 
engagement letter, or to gather valuable industry/service/product research. 

One question to ask as the meeting is wrapping up is,  

 

Is there additional information unique to your business or industry that we should know? 

 
 

 

 

About Master Marketing with Class 

Master Marketing with Class had developed (and is continually 
developing) tools to utilize in manageable chunks that lead to 
developing a company’s overall Strategic Marketing Plan, as well as 
implementation tools such as this one.  
 
When you understand each tool separately, compiling the full plan 
helps align your company’s strategic vision. Our tools make 
development manageable tasks that can be completed in less time. 

 
See all our products at www.mastermarketingwithclass.com.
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