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Warm Introduction 
Messages That Don't 
Feel Awkward
Practical language for using relationships to open doors 
without sounding transactional.

Use the relationship. Keep the relevance.

Suncoast Spark · Free Resource for B2B Account Executives



A warm path is valuable because of trust — 
not because it lets you skip relevance.
A relationship gets you in the door. It does not tell the buyer why the conversation is worth their time. Both 
things need to be true.

There is a legitimate 
relationship
The person making the 
introduction genuinely 
knows the buyer. Weak ties 
asked to act as strong ones 
create awkwardness, not 
access.

The request is easy to 
understand
The referrer can explain — 
in one sentence — why you 
want to connect and what 
the conversation is about. If 
they cannot, your ask is not 
clear enough.

The connection is 
credible
There is a plausible reason 
the buyer might care. Not 
because you need the 
meeting — because the 
topic is relevant to 
something they are actually 
dealing with.

The referrer does not 
feel used
A good introduction 
request makes it easy to say 
no. The person vouching 
for you should never feel 
like they are being pulled 
into a sales process.

The buyer is given 
room to decide
The goal of the introduction 
is to open a conversation, 
not to close one. Frame it 
that way and the buyer is 
far more likely to engage.

DON'T ASK SOMEONE TO "SELL YOU." ASK THEM TO HELP OPEN A RELEVANT 
CONVERSATION.



Asking for an Introduction
Three situations where a mutual relationship exists — and how to ask for access without making the referrer 
uncomfortable.

1 · MUTUAL CONTACT

Situation

You know someone who 
knows the buyer. The 
relationship between them 
may be stronger than the 
relationship between you 
and either party.

Message

"Hi [Name] — I noticed 
you know [Buyer]. I'm 
looking at [Company] 
because [brief credible 
reason]. I don't know yet 
whether this is relevant 
for them, but I'd value a 
conversation with 
[Buyer] to understand 
how they're approaching 
[issue]. If you know them 
well enough to make an 
introduction, would you 
be comfortable doing 
that?"

Why it works
It gives context without 
asking the mutual contact to 
endorse something they 
cannot verify. It also signals 
that you've done your 
homework and are not 
fishing blindly.

2 · FORMER COLLEAGUE

Situation

You worked with someone in 
a previous role who is now 
connected to someone at a 
target account.

Message

"Hey [Name] — quick 
question. I saw you're 
connected with [Buyer] 
at [Company]. I'm doing 
some work around 
[relevant issue] and think 
their perspective would 
be useful. Do you know 
them well enough that an 
introduction would feel 
natural?"

Why it works
It makes it easy for the 
person to say no if the 
relationship is weak. The 
phrase "feel natural" does 
real work here — it signals 
you're not asking them to 
stretch.

3 · CUSTOMER OR PARTNER

Situation

A current customer or 
partner has mentioned 
another company dealing 
with similar challenges.

Message

"[Name], you mentioned 
that [Buyer/Company] 
may be dealing with 
some of the same issues 
we've discussed around 
[topic]. Would you be 
comfortable introducing 
us? I'd keep the 
conversation exploratory 
and won't put you in the 
middle of the sales 
process."

Why it works

It protects the referrer's 
relationship. Explicitly 
saying you won't put them in 
the middle of the sales 
process removes the most 
common reason people 
hesitate.



Reconnecting With Your Own Network
People you already know — but haven't spoken to in a while. The goal is to reopen a genuine connection, not simulate 
one.

Avoid: "I hope this email finds you well." · "Can I pick your brain?" · "Can you give me 15 minutes?" · Generic fake familiarity of any kind.

Who When to 
use

Example message What not to do

Former 
Customer

They moved 
to a new role 
or the 
original 
problem is 
resurfacing.

"[Name] — I've been thinking about 
the work we did around [topic] at 
[Company]. I'd value your 
perspective on how you're thinking 
about that now. Worth a quick 
conversation?"

Don't lead with your product 
update. Lead with the work you 
did together.

Former 
Colleague

You share 
professional 
context and 
a reason to 
reconnect.

"[Name] — saw your recent post on 
[topic]. That matches something 
I've been working through with a 
few accounts. Would you be open to 
a short catch-up? I'd be curious to 
hear how you're seeing it from your 
side."

Don't pitch in the same message 
where you're re-establishing 
contact.

Old Prospect The timing 
or situation 
has 
genuinely 
changed.

"[Name] — we spoke about [topic] 
back in [rough timeframe]. Things 
have changed on our end in ways 
that may be more relevant to what 
you described then. Worth 
reconnecting to see if the timing is 
different now?"

Don't pretend the previous 
conversation ended differently 
than it did.

Past Partner You have 
shared 
customers 
or 
overlapping 
markets.

"[Name] — I think we're running 
into the same accounts from 
different directions. Worth 
comparing notes on how we're each 
approaching [market or issue]?"

Don't make it transactional in 
the first message. Make it 
collegial.

Someone You 
Haven't 
Spoken to in 
a While

A genuine 
trigger exists 
— their 
company 
news, a role 
change, a 
shared 
professional 
moment.

"[Name] — I've been following what 
[Company] has been doing around 
[topic] and thought of you. No 
agenda — just seemed like a good 
reason to reconnect if you have a 
few minutes."

Don't invent a reason. If there's 
no real trigger, wait until there 
is one.



Job Change + New Role Outreach
A job change creates a legitimate reason to reconnect. Use it — but do not make the congratulations the only 
reason for your message.

"Congratulations on the move" should not be the entire reason for reaching out. 
Acknowledge the change. Then give them a real reason to respond.

SOMEONE YOU KNOW JOINED A TARGET 
ACCOUNT

"[Name] — I saw you joined [Company]. 
Congrats on the move. I've been doing 
some work with [similar companies] 
around [relevant issue] and wondered how 
you're thinking about that as you get 
settled in. Happy to share what I've been 
hearing if it's useful — no pressure."

Give them something before you ask for anything. 
"Happy to share what I've been hearing" is low-stakes and 
credible.

SOMEONE YOU PREVIOUSLY SOLD TO MOVED 
COMPANIES

"[Name] — I saw you moved to [New 
Company]. The work we did together at 
[Previous Company] on [topic] is 
something I still use as a reference point. 
I'd be curious to hear how you're 
approaching the same challenge in a new 
environment — and to reconnect 
properly."

Reference the shared experience. It gives the 
conversation a foundation that doesn't feel manufactured.

A FORMER COLLEAGUE BECAME AN EXECUTIVE

"[Name] — I've been watching your 
trajectory and the new role at [Company] 
makes a lot of sense. I won't jump straight 
to business — but I'd genuinely like to 
reconnect. If you're open to it, even a short 
conversation would be good."

Don't pitch immediately. Reopen the relationship first. 
The executive role gives you a reason; it doesn't give you 
permission to skip steps.

SOMEONE MOVED INTO A ROLE RELEVANT TO 
YOUR SOLUTION

"[Name] — I noticed you're now leading 
[function] at [Company]. That's exactly the 
area I work with most closely. I'd value the 
chance to understand how you're thinking 
about [relevant challenge] as you settle in. 
Would a short conversation make sense?"

The role relevance is the reason. Say it directly and 
without overselling what the conversation will be.



Customer Referrals
Ask for the introduction when value is visible. The best moment to ask is when the customer has just 
experienced something worth talking about — not before.

AFTER A 
SUCCESSFUL 
IMPLEMENTATIO
N

"[Name] — I'm 
really glad the 
[specific 
outcome] 
landed the way 
it did. I want to 
be direct: this 
is the kind of 
result I'd love 
to be able to 
replicate 
elsewhere. Is 
there anyone in 
your network 
dealing with a 
similar 
challenge who 
might benefit 
from a 
conversation?"

AFTER A POSITIVE 
CUSTOMER 
CONVERSATION

"[Name] — I 
really 
appreciated 
how you 
framed [topic] 
today. It made 
me think of a 
few other 
people who are 
working 
through the 
same thing. If 
anyone comes 
to mind on 
your side, I'd 
be grateful for 
an introduction 
— and I'd make 
sure it was low-
key."

AFTER THE CUSTOMER MENTIONS ANOTHER 
COMPANY

"You mentioned that [Company] is 
running into something similar. Would 
you be comfortable making an 
introduction? I'll keep it exploratory — 
just want to understand their situation 
before assuming anything."

Good referral requests are:

Specific

Name the company or describe the profile. 
"Anyone who might benefit" is too vague to 
act on.

Low pressure

Make it easy to say no. "If anyone comes to 
mind" is better than "I need three 
referrals."

Relevant

The ask follows logically from the 
conversation you just had. Timing matters 
more than phrasing.

Easy to decline

If the customer hesitates, don't push. A 
reluctant referral creates more problems 
than none.



Before You Send
Run through this before you ask for an introduction or send a reconnection message. If you cannot check 
most of these, the message is not ready.

Do I genuinely know this person — or am I 
treating a weak tie like a strong one?

Is my reason for wanting the introduction clear 
enough that the referrer can explain it in one 
sentence?

Is there a plausible reason the buyer may care 
— based on what they do, not what I need?

Am I asking for access to a conversation, rather 
than asking someone to endorse my solution?

Can the referrer comfortably say no without it 
being awkward?

Is my message short enough that it could be 
forwarded without editing?

Have I avoided language that makes the 
relationship feel like a tactic?

If you cannot explain why the buyer 
might reasonably want the conversation, 
the introduction is premature.

The problem is not your message. The 
problem is that you have not yet 
identified a credible reason to reach out. 
Fix that first.

A note on forwarding

The practical test: would you be comfortable if the 
referrer forwarded your message word-for-word to 
the buyer? If the answer is no — because it reveals 
too much, sounds too salesy, or misrepresents the 
ask — rewrite it until the answer is yes.



AE ON DEMAND

The introduction opens 
the door. What happens 
next still matters.
AE on Demand helps account executives turn relationships, 
account context, and buyer signals into outreach strategy, 
meeting preparation, discovery, account planning, 
stakeholder thinking, and next-step decisions — inside 
ChatGPT or Claude.

Explore AE on Demand at aeondemand.com
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