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old Calling. These two words send cold chills 
down the spines of many salespeople. Cold 
calling by definition is calling someone that you 

identified through research who has probably never 
heard of you and may not be actively looking to 
purchase your product or service. Cold calling means 
you do not know them and they do not know you.  
 
Salespeople avoid making cold calls and are reluctant to follow the 
advice and urging of their sales managers who want them to increase 
their telephone time. Call reluctance is demonstrated daily by the 
unwillingness to pick up the telephone and call someone who according 
to the criteria should be a prospect, if not a client. In fact, many people 
avoid sales solely because of their desire to avoid cold calling. 
 
Those who stay out of sales strictly due to their dislike or fear of cold 
calling may be missing a great career option—they are probably the ones 
who should enter the sales profession. If you are adamantly opposed to 
cold calling, then you will be forced to find a way to prosper in sales 
without it. Pure cold calling is a high-energy, high-activity, low-return 
process that is nearly as difficult as the perceptions that surround it 
make it out to be. 
 
If you don’t like cold calling, you have three options: 
 

1. Get out of sales completely. 
2. Get better at cold calling so it is productive. 
3. Get so good at networking that you do not need to make  

cold calls, only warm calls. 
 
The objective of a Sales Leader is to redefine cold calling from its 
original definition to one that is easier and more productive. I will 
discuss cold calling here as a necessary topic, and later investigate ways 
to virtually eliminate cold calling from our daily sales activities. 
 
Getting comfortable with the telephone for very cold, slightly cold, or 
even warm calling is a function of training and reinforcement. Most 
adults have spent hours on the telephone with friends and associates. 
These are people who know you and want to talk with you. You have no 
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problem picking up the phone and calling this group of welcoming voices, 
and often look forward to making those calls.  
 
So why do people so fear traditional, hard-core cold calling? The reason 
goes back to early childhood, when protective parents taught us how to 
be safe and secure. The sayings and repeated lectures we received as 
children become affirmations brought into adulthood. The three most 
common childhood teachings are Don’t talk to strangers, Don’t go where 
you are not invited, and Don’t speak unless spoken to. . . . Can you think of 
anything worse for someone in sales than those three negative 
affirmations? Is it any wonder we have call reluctance? Childhood 
affirmations are the worst brain junk—we’ve been trained since age 2 
not to cold call. All three of these sayings are validated with every 
unsuccessful cold call we make. These affirmations imprinted on us fears 
of cold calling that we must work diligently to change. 
 
There are some personality and communication types that will have less 
inherent fear or dislike of cold calling. The high-D in the DISC model—
the high dominance person—will not see the challenge of cold calling as 
a challenge. For the high-D, there is no such thing as a challenge. When 
confronted with an obstacle, the high-D either ignores it or puts his or 
her head down and blasts through it. In cold calling, a high-D will dial 
and dial and dial until the goal is met. If it takes 30 calls to get one 
appointment, the high-D will dial 30 times relentlessly, knowing that by 
call number 30, the goal will be met. 
 
The negative side to the high-D in cold calling is the risk of gatekeeper 
irritation. An extremely high-D (over 80) may try to blast right through 
a gatekeeper, especially if the high-D trait is not offset by some high-I 
trait (the use of emotion in influencing and connecting with others). 
Gatekeepers who do not allow a high-D to get through to the desired 
contact may find the high-D becomes agitated and forceful, almost 
demanding the opportunity to talk with the target. This is where the 
high-D must be trained to connect with those in the protective path of 
the target and must learn to become a friend of the gatekeeper. 
 
The high-I—the person who knows no strangers—may see cold calling as 
an opportunity to gain more contacts and start more relationships. The 
high-I will be intuitive to the style of the person on the other end of the 
telephone, and will create quicker connections and bonds—bonds that 
will help the high-I work with the gatekeeper to reach the desired target.  
It is rare to find people who truly thrive on cold calling, on average bout 
1 out of 100 people I train really love cold calling. When I do find that 
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person, they are typically a high-I. Cold calling is a way to increase your 
contact sphere, and it can lead to accounts that you will never meet 
networking. When viewed in that manner, it becomes a part of the sales 
process for those who want to be at the top of their field. 
 
In this book, we will cover techniques for both cold calling 
as defined above, and warm calling—calling someone who 
you have met in some fashion, but have not yet met face-to-
face, one-on-one, for the express purpose of exploring a 
business relationship. Technically, this is not cold calling, 
but it is as close as a Sales Leader will ever need if they 
follow the prospecting, networking, and referral guidelines 
discussed throughout this book. All the skills and 
techniques that apply to cold calling apply to warm calling, 
which you need to do on a regular basis. 
 
Even within those parameters, cold calling and its role in prospecting 
are vital. In reality, the true future value of sales lies in prospecting.  

 
When you are able to identify more prospects than your capacity 
for delivery can support, it is time to raise your prices and 
prepare for considerably higher income.  

 
 

    Telecommunications In This DecadeTelecommunications In This DecadeTelecommunications In This DecadeTelecommunications In This Decade    
 
The advent of email has not minimized the importance 
of the telephone in selling. Rather, it separates the 
truly committed Sales Leader from the fearful sales 
representative. Too many people in sales ignore the 
value of the telephone by using email as a prospecting 
tool. They try to find great prospects and set 

appointments with those prospects while at the same time starting 
product pitches in their first email contact. After some time, these sales 
representatives find out that appointment ratios through email are 
considerably lower than through telephone contacts, and closed deals 
through email are virtually nonexistent. Email is best reserved for three 
sales purposes: 
 

1. Exchanging brief notes after meeting a new 
contact at a networking event. 

2. Confirming time and location of appointments. 
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3. Sending very brief summaries of meetings while preparing scopes 
of work that will be hand delivered.  

 
Notice that there is nothing there about requesting appointments or 
closing deals. Occasionally a voice mail will lead to an email exchange to 
nail down a specific appointment time, and that is a reasonable use of 
email. But the first request should be voice-to-voice by telephone, which 
is the only professional way to request someone’s time and attention.  
Many salespeople avoid telephone prospecting because it is scary and, 
done incorrectly, inefficient. Both characteristics can be changed quickly 
and easily. Before we look at how to change our attitude and 
effectiveness in using the telephone, answer the following questions from 
Sales Planning and Sales Forecasting: 
 
 
In the past 30 days, how many cold prospecting telephone calls have you 
made to request a sales appointment? 
 
_______________________________________________________ 
 
 
How many of these calls resulted in appointments?  
 
_______________________________________________________ 
 
 
In the past 30 days, how many telephone calls have you made to contacts 
from networking to request a sales appointment? 
 
_______________________________________________________ 
 
 
How many of these calls resulted in appointments?  
 
_______________________________________________________ 
 
 
In the past 30 days, how many telephone calls have you made to inactive 
or former clients to request a sales appointment? 
 
_______________________________________________________ 
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How many of these calls resulted in appointments?  
 
_______________________________________________________ 
 
 
In the past 30 days, how many emails have you sent to contacts asking 
for an appointment?  
 
_______________________________________________________ 
 
 
How many of these emails resulted in appointments? 
 
_______________________________________________________ 
 
 
I bet your numbers show that phone calls resulted in substantially more 
appointments than emails. Knowing these numbers and how to use them 
to track activity and results is a key skill of a Sales Leader. 

 
If you don’t track your ratios, you can’t spot and correct bad 
trends. 
 

 

Doing Your HomeworkDoing Your HomeworkDoing Your HomeworkDoing Your Homework    
 
 
  The goal of cold calling is a sales appointment.    
 

 
Regardless of personality, behavior, or communication type, the goal of 
cold calling and prospecting is a sales appointment. Nothing happens 
until a sale is made, and absolutely nothing happens until the sales 
appointment is set. There are entire books written on the topic of what 
to say to generate an appointment with a target. Some are good, some 
are great, and some make excellent reading for insomniacs. As a tactical 
introduction to cold calling, let’s highlight several key components of an 
effective cold calling strategy and process. 
 
My preference is to contact as high in the organization as 
you it will take to get a decision for your offering. 
Therefore, your first goal is to determine who is the 
proper decision-maker. This might be a C-level person, or 
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for your product or service it might be an office manager. Go as high as it 
makes sense to go considering the use of your product or service and the 
real impact on the target company. If your offering will truly add 5% to 
the company’s gross margin, call the president or CEO. If your offering 
will reduce scrap by 3%, call the plant manager. 
 
You will find gatekeepers and lower-level staff members trying to protect 
the top people. It’s ok because that is their job and frankly, I expect some 
of that in my organization, as well. While most receptionists and 
administrative assistants are trained to protect executives and to keep 
salespeople from gaining access to their voice mail, email, and 
appointment schedule, other departments are less likely to be prepared 
for such an inquiry. If the president is not the right person to make a 
decision on your offering, any contact can and will tell you. If you are 
looking for information about a company or a person, call the sales 
department, customer service, or even IT/MIS departments. The first 
two departments are programmed to give out company information, and 
with moderate prompting, you may be able to find out the names and 
titles of management as well as key initiatives of the company for the 
next year.  
 
If your offering will result in a cost savings, sales will be interested in 
how it might ultimately result in a lower price for them to sell, and they 
might be especially helpful in guiding you to the right person. There is 
also an affinity among salespeople, and the one on the other end of the 
phone may appreciate what you are up against and give you the hidden 
extension of the president, as long as you promise not to violate the 
confidentiality of where you got it. When probed for the name of the 
operations manager in charge of buying chemicals and hazard waste 
disposal services, you will probably get it. 
 
IT/MIS departments are staffed by task-focused individuals who 
typically provide very factual answers to direct questions but are also 
typically high-C individuals who do not bend the rules. If they feel they 
should protect the other person, then you will most likely not get his or 
her name. But, you could ask for the title of the person, and then call the 
receptionist and say, 
 

“Hello, I was just speaking with Matt in the IT department and he 
asked that I call your plant manager. Can you connect me please?” 
 

There are no lies in this request. The IT guy did ask you to call the plant 
manager instead of calling him again since he would not be able to help 
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you, and you did not write down the name because you were not given it. 
However, that is not a lie, it is giving out the facts without embellishing 
on how they came about.  
 
It is also helpful to gain other supporters inside your target 
organization. If you know someone other than the CEO will use your 
offering, call the end users of your product and introduce yourself. Ask 
for some background on their current use, any challenges in using your 
competitors’ product, and ask about any key initiatives that might 
impact or be impacted by your type of offering. Your goal is to gain some 
internal advocates for your offering by laying groundwork that a better 
solution exists and you are the person to deliver it. Your approach is 
straightforward.  
 

“Terry, this is Carole with Imaging Specialists. I was hoping you 
could help me with some background information. Is this a bad 
time?”  

 
Note the consistency of this question. Even lower-ranking people in the 
organization are busy, and they will appreciate and respond the same 
way—helpful if possible. If you get a suggestion that you should call 
higher up the ladder, use this response:. 
 

Contact: “I don’t make those decisions—you will have to talk with 
Mr. Big about new machines.”  
You (in a very sincere tone): “I understand completely, and I 
certainly can call him, as well. But, I was hoping you could tell me, 
from your perspective and daily interaction with the machine, how 
do you feel they are performing?” 

 
This contact could be a user or influencer, and both types of contacts are 
helpful to have as you surround the decision-maker with a team of 
internal advocates. As you wind down your quick conversation, ask this 
exact question: 
 

“Carol, I really appreciate you giving me your insights into how the 
imager really works. Who else, besides yourself, impacts or is 
impacted by the performance of the imagers?” 

 
You are looking for peers or managers to Carol who can give you 
additional perspective, as well as additional support for acquiring an 
improved product or process when the decision-maker starts reviewing 
your offering. Remember to be polite, courteous, and professional. The 
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vast majority of people do want to help others when asked politely. 
Ideally you will have three to five internal advocates supporting your 
goals before you contact Mr. Big or your primary buyer, and you will 
understand the strategic issues and objectives of the organization and 
the features of the current product that the users would like to change. 
If your offering is a big-ticket item, the CEO may even ask other 
department heads and users for input. A strong leader will ask for input 
    from others, bringing them into the decision  
    process to both tap their expertise and  
    to increase buy-in to any new product or 
    process. If you already have credibility with 
    these contacts, you are way ahead of your 
       competition. You want 
       multiple people pointing 
       you towards and giving 
       the best input about you 
       to your buyer. 
 
 
 
 
 
 
 
Who besides the decision-maker is typically impacted by your offering? 
 
_______________________________________________________ 
 
_______________________________________________________ 
 
 
When looking for the correct title for a name you already know, just ask 
the receptionist, administrative assistant, or the users you have been 
engaging. If you have not other contacts, a good approach (and my 
personal favorite) is something along the lines of:  
 

"I need to send a follow through letter to Jim, but I did not get his 
correct title. So I don't offend him or his boss, can you help me with 
that, please?"  

 
Why “follow through” over “follow up”? “Follow through” implies a 
continuation of action that is already happening, while “follow up” 
implies a break in the action. Subtle, but effective.  

Buyer Referrals Peers 
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Note first that I did not lie. I am following through because it is 
important to me that I do so. I made a commitment to follow through on 
this contact and I will do so. My commitments to myself are some of the 
strongest commitments I can make. I did make a phone call, and I 
probably got his or her voice mail that did not include a title. I need this 
information because I am going to call Jim again so that I can get some 
time on his calendar. I did not say to the receptionist that I actually 
spoke with Jim. A receptionist or administrative assistant with any 
sense of humor will laugh at the “offend” comment. And if there is no 
laugh, I know for future reference the gatekeeper is a stick-in-the-mud.   
 
Second, note what I am not doing in my discussion with the receptionist 
above. I am not trying to schmooze her into telling me what I need. She 
is a professional in her position and I am a professional in my position. I 
am being friendly and professionally persistent in asking for the right 
person. Courtesy and manners go a long way with someone answering 
the phone who gets barked at all day long by callers either frustrated 
with voice mail or who feel voice mail was not created to handle his or 
her specific call. I am not burying my head in the sand thinking that the 
person answering the phone has not heard the latest trick or slick 
approach. I don’t want a trick. I have a straightforward request for a 
name or title, and I will use polite professionalism to ask for it. Sales 
Leadership involves integrity, and you must exhibit it at all times. 
 
Many salespeople feel the need to send out materials prior to making 
prospecting calls. This may or may not be helpful to you. A bigger 
concern with sending out materials is that if you have not met your 
contact, what are you sending and why? Is your pre-approach material 
designed to sell a product, introduce your company, or create awareness 
of a specific need? Is there a call to action, or is it to warm the way for 
your telephone call? Most material is too broad and generic to be of 
specific use in making a prospect pick up their phone and call you.  
 
I am a big fan of sending stuff before you call if you can conclusively 
show numbers that doing so helps you generate more appointments. The 
only way you will know is to identify two groups of similar prospects and 
then to test one group with and one group without the material mailed 
prior to the call. If the group that got mailed has a significantly higher 
appointment ratio, keep sending out material. If not, save the postage 
and time and dial the phone as soon as you identify the contact. 
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Preparing for the Main EventPreparing for the Main EventPreparing for the Main EventPreparing for the Main Event    
 
The core of your voice mail will be your framing statement. If that is 
what you would say if you met this person in an elevator or at the first 
tee, then that is how you will lead off this telephone call. This is not the 
time to be everything to everybody; this is the time to be a very narrowly 
focused organization that specializes in exactly what is on the desk of 
this busy prospect. Every single word in your call must be carefully 
crafted, intentionally selected for a specific purpose, crafted around your 
framing statement.61 
 
As important as the opening is, the rest of the call will also identify you 
as either a rookie or a professional. If you are a rookie, or uncomfortable 
in this aspect of your sales role, do not let that get in your way or make 
you nervous. Anyone can become an expert at cold calling, and it will 
have an immediate positive impact on your sales results.  
 
To sound like a professional, develop good voice skills as discussed 
earlier. Your voice must be clear, confident, fluid, and smooth. Your 
opening must be powerful and compelling to the point that it shuts down 
all other thoughts and activities on your prospect’s desk—you want their 
absolute and undivided attention. Your voice must be strong so that you 
sound professional and worthy of an investment of time. You must sound 
credible, knowledgeable, practiced, experienced, and weathered. At this 
moment you are a peer, one professional solving a problem of another 
professional. If you do not sound credible, then you are edible—and will 
get eaten alive by your prospects on the telephone.  
 
It is also important to be focused on what you are doing. Telephone 
prospecting requires complete concentration. You cannot do it if you 
have lots going on. Close all the files and books on your desk, shut off the 
instant messengers, close your web browser, clear some work space in 
front of you, and give your absolute undivided attention to this call. If 
you have ever dialed a number and forgotten whom you are calling, you 
know exactly the risk here—you will go brain dead and your first 
impression will be worse than starting from the basement. It is good 
manners to use your prospect’s name during your conversation, so you 
must be prepared and ready to do so. As mentioned above, always ask 
permission to use an informal or shortened name before you use it.   

                                              
61 For framing statement help, go to the chapter, Captivate Attention in One 
Sentence or send an email to info@ActumGroup.com with “Help My Framing 
Statement!” as the subject. 
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Telephone work is challenging and scary for many people. Both emotions 
are based on the unknown, the fear of uncertainty. You are calling 
someone you do not know, and you are not sure what he or she will say 
back to you. But you must begin a structured conversation based on the 
burning issue answered by your offering. The key is to be organized in 
your telephone prospecting. You need to adhere to a system that tells 
you what to say and how to say it—systematic and structured, but not 
completely scripted, as your prospect has not rehearsed his or her lines 
 
 

Addressing a StrangerAddressing a StrangerAddressing a StrangerAddressing a Stranger————What to SayWhat to SayWhat to SayWhat to Say    
 
The examples above use either the prospect’s first name or his or her 
last name with the appropriate title, e.g. Mr. Jones. There are several 
opinions on how to greet someone, and it really comes 
down to comfort, style, position, and upbringing. Your 
desire is to convey, immediately, that you are a high-
level professional, equal in stature in your field to them 
in their field, and that you are going to have a peer-to-
peer relationship. You can have a strong ego without 
being arrogant—and it should come across that you are 
confident. If you consider yourself beneath the person you are calling by 
using a title of respect, you will reinforce your subordinate psychological 
position and it will be heard in your voice. This does not mean you 
should be arrogant, but in today’s culture, right or wrong, we have gone 
away from titles and surnames. If you are calling a true peer, and you 
are a first-name person, it would sound fake to say, “Good morning, Mr. 
Jay.” 
 
There are a few noteworthy exceptions. If the person’s voice mail uses a 
surname, e.g. “This is Mr. Highty and I am out of my office,” then you 
know this person prefers to be called by his last name. Absolutely, when 
you hear that on a voice mail, use both title and surname on both the 
voice mail and in voice-to-voice conversation until told to do otherwise. 
 
If a person has a specific or unique title by education or 
position, use it—e.g. doctor, dean, judge, pastor, 
reverend, father, rabbi, or other ordained title, or 
industry-specific position such as professor, captain, or 
chief. Earned titles are exactly that—earned. 
Disrespect what they earned and your earnings will 
suffer. 



308 | GET INFOCUS™ GET CASH 
 

 

 
If a name can be shortened, find out if he prefers the full or shortened 
version before you use either one. Calling informal Jim by formal James 
identifies you as someone who does not know him; this is a trigger some 
gatekeepers use to protect the boss. A mistake will classify you as 
artificially friendly and therefore a fake if you call formal James by 
informal Jim. If in doubt, the best way to find out is to call his or her 
voice mail after hours. Most people will introduce themselves on their 
voice mail with the name they prefer to be called.  
 
If you cannot get to his or her voice mail, you will need to ask the 
receptionist or your contact’s assistant. A great way to form the question 
for a receptionist or assistant is 
 

“I was hoping you could help me. I was given Mr. Head’s name by 
another contact in the industry, but I was not told if he prefers Jim 
or James, and I never want to offend someone. Can you tell me 
which he prefers?”  

 
I am not suggesting you lie here—interject into this exchange how you 
came to call on Mr. Head, and ask the person with the relationship to 
“help” you, because as you know, we all like to help someone. If you 
found his name reading a trade journal, you were doing research. If you 
heard her name while at a seminar, you got her name from the seminar.  
Too many people in sales try to avoid gatekeepers and administrative 
assistants. Sooner or later you will need to work with these other people 
on your prospect’s team, so the sooner you start a positive relationship 
by asking them professionally and courteously for help, the sooner you 
will be granted full access. Separate yourself from those salespeople who 
try to sneak around a gatekeeper, and instead build a positive 
relationship with this valuable internal resource. 
 
When you reach your contact, but do not know his or her name 
preference, my personal strategy is to use my contact’s full name and my 
full name. It goes like this: 
 

Prospect Answers: “Good morning, how can I help you?” 
Me: “James Offloader, Terry Tabel with Lifts Inc. Is this a bad 
time?” 

 
Here I have given recognition of knowing his full name and then offering 
it back to him. A person loves the sound of his or her own name, so use it 
appropriately. 
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To Leave or Not to Leave: Using Voice Mail to To Leave or Not to Leave: Using Voice Mail to To Leave or Not to Leave: Using Voice Mail to To Leave or Not to Leave: Using Voice Mail to 
Create Your Unfair AdvantageCreate Your Unfair AdvantageCreate Your Unfair AdvantageCreate Your Unfair Advantage    
 
Voice mail has become a de facto standard today. I love it. Therefore, I 
must not be in sales, right? Wrong. I am in sales, so I have found a way 
to use voice mail as a tremendous opportunity to effectively determine 
who needs some of my valuable time. With a few small changes in your 
approach and your attitude, you can feel the same way and have the 
same positive results. 
 
Ever try to get a receptionist to copy down your 13-word framing 
statement verbatim? Very unlikely. However, voice mail gives you the 
perfect opportunity to deliver your verbal presentation so that the 
recipient hears exactly what you have to say. Your message must be 
clear, concise, and captivating. A well-crafted voice mail is much more 
effective than leaving a message with a receptionist. If you do not believe 
this, think of the messages you have received over your life, personally 
and professionally. How many really captured the detail of the call? 
With voice mail you can tailor exactly what you want to say, with the 
proper emphasis and courtesy and engage your prospect’s interest with 
your energy and conciseness. 
 
The sample phone tree shows many things. At the very top is the first 
critical decision— that of whether or not to leave a voice mail. The busy 
professional today is pummeled with voice mails. This does not at all 
mean you should not use voice mail to leave messages. It does mean you 
have to be smart about it and not leave voice mails when they will 
receive less than favored attention.  
 
Some people are nice enough to leave vacation and out-of-office messages 
on their outgoing voice mail. These are great for a Sales Leader because 
they know that someone returning from out of town will deal with 
urgent issues first. And, unless you are selling those fire trucks in the 
middle of a fire, a sales voice mail will not be a priority after returning 
from a multiple-day trip. 
 
If your contact’s outgoing voice mail does not indicate his or her 
whereabouts, you need to find out if your prospect is down the hall, in a 
meeting, or out of the office. Most voice mail systems have the option of 
hitting 0 (zero), which will connect you to an assistant or receptionist, as 
long as you hit it before the recording starts to take your message. When 
someone answers, be very honest.  
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“Hello, Jane, this is Fred Stone of Flint Company. I was hoping you 
could help me. I was supposed to call Roger Wheel and got his voice 
mail, but it does not tell me if he is in a meeting or gone for the day. 
Do you happen to know?” 

 
Never lie to a receptionist. This statement is carefully crafted to avoid 
lying. It indicates that you are supposed to call Roger, which is true 
because he is on your call list for today. You do not need any other 
reason to call Roger, and you do not need to share the details of the 
“supposed to” with Jane. This exchange does not indicate that Roger 
asked you to call him because if he did not do so, you should not lie about 
it and set yourself up to get caught and lose all credibility. Jane may call 
Roger’s office and find out if Roger did in fact ask you to call. If she does 
and you lied, you are sunk.  
 
You are also not asking Jane to connect you, which she may be 
instructed not to do. You are asking Jane to help you, and since Jane 
does not know if you are a client, friend, potential vendor, or fellow 
country club member, she is likely to fulfill her duties and help with the 
information you need. If Jane responds that Roger is in fact in his office 
or coming down the hall, then you can politely ask if she can connect 
you. 
 
Your final interaction with the receptionist or assistant is critical. If you 
find out that Roger has been gone for more than 24 hours, you do not 
want to leave a voice mail message. If your prospect is not going to be 
back within a few hours, you do not want to leave a voice mail message. 
The receptionist will probably say,  
  

“Mr. Wheel is out of town but will be back tomorrow morning. 
Would you like his voice mail?” 

 
What you should really hear is: 
 

“Mr. Wheel has been out of town for several days, and I have been 
dutifully sending ten calls per hour to his voice mail since he left. 
When he returns tomorrow morning he will pick up 128 voice mails 
and 392 emails, while having his hands full dealing with urgent 
issues. He will not return your call promptly, if at all. Would you 
like his voice mail so you can leave another message in the long 
string of irritating voice mail messages that await his return?” 
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No, thank you. When you find that your contact will have a string of 
voice mails, again be extremely honest, and with a definite smile and 
very light (emphasis on “very”) chuckle, say:  
 

“Thank you, Jane but I don’t want to plug up Mr. Wheel’s voice 
mail. Do you expect him in also on Thursday?” 

 
The longer Mr. Wheel has been gone, the further out you go in your 
request for a better day. As soon as you find a day he will be in, ask Jane 
if he will be there the following day as well, thank Jane again, and note 
in your file to call Mr. Wheel on the second day.  
 
You never want to be in the middle of a long string of voice mails and 
you never want to call on his or her first day back after a multiple-day 
trip. Never intentionally be one out of ten voice mails, let alone one out 
of one hundred. 
 
Finally, it is important to ask for a return call when you leave a voice 
mail even if it is unlikely to be returned.  What is your opinion when you 
receive a voice mail with no call to action? If you are like most people, it 
is something along the lines of, “Well that was nice. Why did he call?” 
You are a professional calling another professional. Be assertive, 
confident, and positive, asking for action just like you would if they had 
answered the telephone. Just leave arrogant and abrasive outside your 
office door before you start making calls. 
 
To create a compelling voice mail, limit it to five sentences covering five 
issues: 
 

• Introduce yourself by name and company. 
• Recite your framing statement just like you would if you met in 

an elevator or at a trade show. 
• Ask if they are the person most interested in the burning issue 

addressed by your offering.  
• Ask for a return call to discuss how you might be able to work 

with them on the same issue.  
• Confirm your identity and leave your telephone number twice. 

 
That’s it. No more and no less. Keep your message short, urgent, concise, 
and to the point.  For example,  
 

“Harry, this is Karen Core with Virtual Disaster Planning. We’re 
specialists in providing immediate recovery to mission-critical MIS 
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systems for multi-location retailers. I was calling to confirm that 
you are the person most interested in making sure your stores are 
always open for business, and if so, to set a time to meet to discuss 
how we might be able to help guarantee that. Please call me at 866-
XXX-XXXX to set that time. Again, it’s Karen with Virtual Disaster 
Planning at 866-XXX-XXXX. Thank you.” 

  
Confident, focused, and about 25 seconds long, and the final “thank you” 
does not count as a sixth sentence. 
 
The next opportunity is in using voice mail to specifically practice new 
messages. Writing out voice mail outlines and leaving hundreds of 
messages will refine what you say and will provide feedback on which 
message is most effective. Again, you do not want to write out word for 
word your voice mail script because the tendency will be to read it 
without proper intonation—and it will come across as canned and 
boring. You have received those types of calls—they sound dull and 
boring and often result in phone numbers that are left so fast that you 
are forced to play the message three times to get the number down.  
 
To make your phone number intelligible to someone else, write it down 
as you say it while you practice your phone message. If you cannot write 
it as fast as you say it, slow down—you already know the numbers and if 
you cannot do it a stranger has no chance of getting it. You will find a 
speed at which you can say it while someone can write it. 
 
To get really good at your message, find a voice mail system that allows 
you to cancel and re-record your message. Most systems allow a caller to 
cancel a message—try hitting the “#” key after your message and listen 
for the option to erase your message and start over. When you find 
systems with this option, call your prospects after hours and practice 
your message repeatedly. Once you get a message smooth, concise, and 
clear, leave it, dial your next prospect, and repeat the process. If you 
leave messages at 8 PM, great! The recipient will be impressed at your 
tenacity and you may get a callback early the next day. 
 
 

Making the CallMaking the CallMaking the CallMaking the Call    
 
Your goal when calling the decision-maker is to make an appointment. 
Getting an appointment is your first sale. Prospects have limited time, 
and you are asking them to allocate some of it to you. They have as little 
time to meet their goals and objectives as you do to meet yours, so you 
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must be prepared to ask for this first sale. You position that first sale by 
starting out acknowledging a basic fact: 
 
 You ARE an interruption. 
 
It does not matter if you are selling fire trucks to the fire chief while he 
is in the middle of a three-alarm blaze, or if you are selling retirement 
plans to small start-up companies. You called while they were doing 
something else62 and they were not expecting you on the other end of the 
telephone. Their first thought will be, “Great—another salesperson.” 
 
Just as important in acknowledging the first basic fact about your call is 
this second fact:  
  

You are an EXPERT and your time is WORTH it.  
 
If they are a prospect, by definition they have a need that you can fill 
and they need to meet with you. You are the person that can make their 
life easier, better, and more profitable. 
 
This morning your prospect got up, maybe ate breakfast, hopefully took 
a shower, and probably drove him- or herself to work—just like your 
morning routine. You background has earned you the right to be here on 
this call, so relax, be courteous, and let your nervous anxiety and energy 
be refocused into positive energy and confidence that will be heard in 
your voice as you make the call.  
 
 
How many years of education and how many years of experience have 
you had in your area of expertise? 
 
_______________________________________________________ 
 
 
To be successful in cold calling, you must have great self-discipline to 
stay on task. You have a specific purpose for your call, and the company 
you represent has a track record of success. However, at this point, you 
are on the outside looking in. Your interest is in gaining the opportunity 
to meet this prospect face-to-face to determine if you and your company 

                                              
62 You always assume that your prospect is a busy professional like you. If you enter 
a relationship assuming anything other than a peer-to-peer professional exchange, 
you will have numerous other issues to overcome. Remember that you are both busy 
professionals. 
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can help his company with a specific burning issue. You will most likely 
be pumped up, nervous, anxious, and maybe even a bit overwhelmed by 
your prospect’s reputation. That’s all understandable, but get over it.  
 
You will get better by making more calls and talking to more people than 
you will by drafting and writing numerous scripts for calls that might or 
might not actually ever play out. Writing and editing and writing and 
editing and writing and editing scripts is procrastination—you are 
avoiding making an actual call.  
 
You can develop a pleasant yet powerful message in only a few days if 
you spend time taping, listening, and practicing. . . . Prepare your key 
phrases, practice them, and commit them to memory. Having bullet 
point notes on your desk will provide a psychological boost to you, and 
you will find that you do not have to look at crib notes or cheat sheets on 
every call. Make some calls and you will get feedback from the person on 
the other end of the phone based on whether or not they will set an 
appointment. If your approach does not work after several calls, then 
you need to adjust it. 
 
Confidence in telephone prospecting is critical. A strong and clear 
speaking voice comes from confidence, and confidence comes from 
repetition. Too little confidence and you will not get appointments. You 
will seem unimportant, tentative, inexperienced, and lacking value. 
Prospects will perceive you as non-professional and opt to work with 
someone else. Too much confidence has the same effect. The overly 
confident sales person who demands time and tries to sell during the 
prospect call reinforces all the negative stereotypes of salespeople. He or 
she will not get appointments because no one wants to put up with an 
arrogant abrasive person—another vendor or supplier will be sought. 
 
Speaking of your talking, how does your voice come across? Does your 
voice sound confident and relaxed or shy and reserved? What image 
must you portray for the industry you represent? If your voice needs 
help, that’s OK. Voice training can be done professionally or it can be 
done through self-study. To examine your voice quality, get a tape 
recorder and place it on your desk while you make calls. Make several 
calls for an hour or more before you listen to the tape. Objectively, but 
not over critically, listen to both what you said and how you sounded. 
Forget that your voice sounds like it is not you. It is you, good, bad, or 
ugly. Listen instead to your speech, voice, inflection, and grammar.  
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"Start by doing 
what is necessary, 
then do what is 
possible, and 
suddenly you are 
doing the 
impossible...." 

—St. Francis of 
Assisi 

Do you have any bad speech habits—such as “um,” “you know,” or a silly 
laugh? Were you clear, concise, fluid, and powerful? If not, regroup, 
make some bullet points on your script outline, and make your next set 
of calls. Repeat this process several times. If you really feel weak in this 
area, practice by calling your own voice mail and leaving your normal 
message. Listen to your message, modify it, adjust your voice, and call it 
again. Repeat this process until you are comfortable and confident.   
 
For additional help with verbal presentation skills, join a Toastmasters 
club.63 While Toastmasters focuses on extemporaneous public and 
platform speaking skills, the confidence and voice skills will transfer 
over to your cold calling and telephone time.  
 
As discussed in the chapter Rejection Is (Almost) Never Personal, the 
ability to shrug off rejection is critical in cold calling. You will not get 
every appointment you ask for, nor will you get even most of the 
appointments. If you internalize rejection from the telephone time, you 
will fail at sales. The proper frame of mind is that you are a professional 
in your field with an offering that addresses a burning issue, a 
compelling want or need of your contact based on 
your marketing, and you are trying to determine if 
there is enough mutual interest to warrant both of 
you investing some of your valuable, limited time 
in exploring the match between their needs and 
your offering. As you refine and improve your 
framing statement and phone skills, your ratios 
will improve and your phone time will go from 
stressful to profitable. Don’t ever forget this basic 
fact—you are an expert and you are worth it.  
 
 

9 Words to NEVER Say During a Cold Call9 Words to NEVER Say During a Cold Call9 Words to NEVER Say During a Cold Call9 Words to NEVER Say During a Cold Call    
 
How do you start a telephone call now? Write out what you say up to 
your first pause.  
 
_______________________________________________________ 
 
_______________________________________________________ 
 
_______________________________________________________ 

                                              
63 For more information on Toastmasters, visit www.toastmasters.org.  
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Did you have to add more lines? Were you able to fit your opening on just 
the first two lines with space left over? Your initial opening should be 
comprised of only two sentences.  
 
 
What exactly do you think when you pick up the phone and hear a 
strange voice ask without taking a breath, “Good morning, Ruth, Archie 
Ceiling from Interior Designs Unlimited, how are you today?” 
 
_______________________________________________________ 
 
_______________________________________________________ 
 
 
What exactly do you think when you pick up the phone and hear a 
strange voice ask without taking a breath, “Good morning. Ruth, Big 
John from Toilets and Plumbing Unlimited, is this a good time?” 
 
_______________________________________________________ 
 
_______________________________________________________ 
 
 
If your opening included either: 
 

How are you today? 
Is this a good time?  

 
then prepare to rewrite your opening.  
 
Truth number one: Archie does not care how they are; he is just thrilled 
that someone finally answered one of his dials. About 99.9% of the 
salespeople in the world start with this opening, so it smacks of exactly 
that—a sales call. Your response to this allegedly required salutation at 
the beginning of a call is same as your prospect—“I’m fine,” followed by 
an unspoken “like you really care.” Do you want to be like everyone else 
or do you want to be unique, different, and valuable? Again, there is 
nothing wrong with being in sales, but you are better off being a 
problem-solving peer if you want time on this prospect’s calendar. Do not 
ask, “How are you?” during your cold calls. Never. 
 
Truth number two: It is NEVER a good time. Even as a valuable 
professional, you must accept that now is not a “good” time to talk. It is 
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possible that the prospect was sitting at his or her desk, with nothing 
else to do, about to dial your number while perusing your website and 
trying to determine how much money to spend with your company. It is 
possible to hit the lottery by purchasing one ticket in 20 years. It is also 
possible to have lightning on a clear day. These latter two scenarios 
probably have a higher likelihood of occurring than the first scenario. It 
is highly unlikely that this specific prospect was sitting with his feet up 
on his desk, phone in hand, relaxing, and thinking about how you could 
solve their most pressing problem right when the phone rang with you 
on the other end.  
 
Since you interrupted their busy day, it is probably not a good time, as 
he or she was probably focused on some other pressing matter. He had 
already allocated this span of time to some other issue. If you ask, “Is 
this a good time to talk?” he is most likely going to respond with one of 
the following negative responses to this “good time” question: 
 
Response #1: “No it isn’t a good time. Can you call back later?”  You can 
call back later, and your next question must be for a specific time to 
make the call but the prospect is now in charge and your selling cycle is 
getting longer by days or weeks. Unfortunately, even with a set time, 
you may not connect. If you do connect, you will remind the person of 
your earlier interruption, setting the stage again for a negative 
interaction. 
 
Response #2: “No, it isn’t a good time. But go ahead.” You have just been 
told that you are interrupting, that they don’t really want to talk to you, 
but you are given tacit permission to continue. This sounds like a win, 
but it is not. They will probably continue to work on their current task 
while only half-focusing on you and your message. If you can’t hear it, 
the person is probably grumbling inside their head about all the 
interruptions and how their current project or task is not getting 
finished.  
 
Response #3: “No, not really. What are you selling?” Now pigeonholed, 
you have to scramble out of the sales stereotype and regain a peer-to-
peer connection while the prospect is already reaching back to protect 
his wallet. Besides, you can’t sell because you have not yet determined 
their wants, needs, values, objections, and purchasing process to see if 
there is a match to your offering. 
 
Your contact may not say any of the preceding thoughts out loud, but it 
really does not matter whether the thought is verbalized or kept inside 
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their heads. Do you really want to start a relationship where your 
potential buyer is already lying to you? If they think it, it is impacting 
their focus on your conversation and the likelihood of your getting an 
appointment. 
 
Relax. The fact that it is not a good time is not the end of the story. If 
you have done your homework and are calling prospects that marketing 
has identified as HF-HV prospects, then most likely at some level they 
are interested in your offering because it answers some want or need for 
which they are responsible.64  To create a better opening, we turn to 
psychology, the study of human behavior, and a principle called 
“mismatching.”  
 
On a larger scale, we have a human need to have a value and meaning 
for our existence. When we enter a conversation, our natural tendency is 
to look for areas of disagreement so we can interject difference rather 
than similarity. People need to be seen as valuable, and you gain value 
in a conversation by adding new information into the conversation. 
Confirming existing information does not increase your stature in a 
conversation. Your psyche looks for ways to confirm your importance, to 
feed your ego, and you do this by using your knowledge to put forth 
additional information—by mismatching what was said and saying 
something different.  
 

If you want to see mismatching at work, tell someone 
it is a gorgeous day out. Most likely, he will respond 
about the oppressive heat, risk of sunburn, need to cut 
the grass, the rain predicted for the weekend, or some 
other issue that attaches not to the gorgeousness of the 
day but rather to the negative ramifications of the 
current weather.  

 
When you ask if this is a “good time” in your opening, you are prompting 
them to do the same thing—give the opposite answer that, “No, it’s not a 
good time.”  
 
In telephone prospecting, a much better approach is to ask someone if 
this is a “bad time” so that he or she will disagree and respond, “No, it’s 
not a bad time. How can I help you?” Again, if you did your marketing 
correctly, this person is a legitimate prospect and is at some level 
interested in the burning issue that you address. If your company name 

                                              
64 We will deal with “being responsible” later in the chapter. 
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indicates the nature of your offering, the connection may be immediate. 
If you are calling the head of an IT department and you are from 
Accelerated Computer Solutions, then the person will interpret your 
name as someone who has offerings of interest to his or her department.  
 
Your new opening sounds like this,  
 

“Jim, this is Jane Fast from Accelerated Computer Solutions. Is 
this a bad time?” 

 
This question is very simple, and it asks for a different interpretation of 
time. The first caller wanted to know if this was a “good” time. As noted, 
most likely the prospect was engaged in some other valuable activity 
from which you disturbed them, desk piled high, inbox overflowing, and 
they had previously allocated this time to solving some other problem. 
Your prospect corrected you and told you it was in fact not a “good” time, 
and you had to fight your way out of a corner. 
 
What you must find out is if this is a “bad time” to speak. The difference 
between a good time and a bad time is critical. You are playing the odds 
here. There is a chance that it truly is a bad time, that your prospect is 
ten minutes from the deadline on a key project, and that you and your 
issue are just not on his or her radar at this moment. If that is the case, 
you will be told it is a bad time, and then you go back to, “When would be 
the best time to reach you?” Again, don’t ask for a “good” time, as it may 
not exist at any foreseeable time in the near future. Ask for the “best” 
time to actually “reach” the other person, agree to call at that time, 
thank them for speaking with you, and then quickly get off the telephone 
and let the person return to his or her pressing task.  
 
In addition, there is, within the vast majority of people, a natural desire 
to help others. Even those jaded purchasing managers have a human 
side and want to be helpful. The purchasing manager may be helpful by 
redirecting you to another point of contact, and if that is an appropriate 
first step, you have made progress. You are combining two psychological 
states here, both of which relate to the innate desire to be helpful and to 
add value through our existence. 
 
In summary, your opening should be short and sweet, and designed to 
push them to prompt you to continue. “Good morning, Mr. Jones, I am 
Harry Hopper with Bunny and Hare Accountants, is this a bad time?” 
Getting permission to continue a telephone call after introducing 
yourself is not only basic manners but also the first sales step during 
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telephone prospecting. Personal experience, anecdotal evidence, and 
client feedback have shown that the vast majority of “bad time” inquiries 
are met with a “No, go ahead” response. A person giving this response is 
more likely to stop what he or she was doing and focus on the nature of 
your call because they used the word, “No”. You are asking for your first 
sale; your initial opening is a request for permission to continue. This 
request and approval begins to cement a relationship in which you ask 
questions and they supply information. You are initiating a peer-to-peer 
relationship based on trust and mutual value. Trust is a function of first 
impression. 
 
 
What is your new and revised opening for a telephone prospecting call? 
 
_________________________________________________________ 
 
_________________________________________________________ 
 
 

Creating Your Phone TreeCreating Your Phone TreeCreating Your Phone TreeCreating Your Phone Tree    
 
There are three phases to a cold call—introduction, qualification, and 
scheduling the appointment. The first phrases out of your mouth will 
introduce who you are and ask permission to continue the call, as we 
discussed above. The next set of phrases will identify the purpose of your 
call by laying out your framing statement followed immediately by a 
qualifying question regarding a burning issue. The third set of phrases 

will ask for an appointment if there are no objections 
put forth by your prospect. It’s that fast, and that 
simple.  
 
Remember your goal is to get an appointment. You 
must be able to convey urgency, and you must be able 
to state your case powerfully and concisely. When you 
outline your issues in short, hot, burning descriptions, 
you will generate attention. You have one shot to gain 
an appointment with this prospect, and you do not 

have non-verbal cues to help judge his or her interest. It is your voice 
and their voice, with minimal other feedback. 
 
You will need to cover three key points in your opening sentences: 
 

• Who you are  
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• Who you represent 
• What’s in it for the prospect personally and organizationally to 

meet with you 
 
The exchange will go like this: 
 

You: “Jim Baker, this is Al Vator from High Space Lifts. Is this a 
bad time?” 
Prospect: “No, it’s not a bad time. How can I help you?” 
You: “We’re experts at getting materials from the ground to 
machine operating height without creating expensive and 
unpredictable back injuries. Are you the person at Heavy Box 
Manufacturing most concerned with keeping your team at work 
and reducing the exploding costs of work comp claims?” 

 
There are two important parts to this exchange. First, introduce yourself 
and get permission to continue. Second, lead with your framing 
statement because it qualifies your contact and forms the basis of why 
you should meet if the person on the other end of the telephone is a 
prospect.  
 
The question, “Are you the person at <their company> most concerned 
with <the burning issue>?” is specifically designed to get an affirmative 
answer that yes, the person you are connected with is “the person most 
interested in” your burning issue. You want to immediately qualify 
whether or not this is the person with whom you should be speaking. Be 
sure to use their company name because it reinforces their position and 
role in that company. You want to talk to the person who is most 
concerned about this issue, not someone who is slightly concerned or also 
interested along with a committee of ten.  
 
Recently a skyscraper in Indianapolis was damaged by high winds, 
rendering the building uninhabitable for many days. Many businesses 
were shut down, others were scrambling, and a few were back in 
business the next day thanks to their disaster recovery plan and off-site 
computer backups. Was this an entrée for computer firms specializing in 
disaster recovery who target all the businesses housed in skyscrapers in 
Indianapolis? It sure should have been, and it is virtually guaranteed 
that someone in the companies in those other buildings suddenly became 
“the person most concerned with the impact of being shut down without 
notice just like those in the One Indiana building.” Every IT and disaster 
recovery company in the area should have been peppering those people 
with requests to discuss this urgent issue. Aim for the top banana when 
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connecting with prospects. No matter who you reach, the “most 
interested in” phrasing is less insulting and abrasive if you happen to 
get the wrong person on the line.   
 
If you want a more subtle approach, change your introduction to 
 

“I am not sure if you are the person at XXX most concerned with 
YYY, but we work in the area of ZZZ, and depending on what you 
are currently doing, we might be able to complement your current 
efforts. Are you the right person to help me?”  

 
Here you are asking for help, appealing to the person on the other end of 
the phone to reach out and help you. If the contact you called is not the 
correct person, they will often forward your message to the person who is 
most interested in your burning issue. I have a significant percentage of 
calls returned by the person who is “most concerned with” my issue after 
they get a forwarded voice mail from the boss—and these are near 
certain appointments. 
 
Complete your key qualifying question: 
 
“Are you the person at ZZZ Company most interested in:  
 
_______________________________________________________ 
 
_______________________________________________________ 
 
 
After you have been given permission to talk using the “bad time” 
approach discussed above, and you have confirmed that this person is 
the one person in that company most concerned with the issues solved by 
your offering, ask for the appointment. You have developed a momentum 
of acceptance, getting them involved without giving away too much 
information. You are not on the telephone to give away advice or to 
provide technical support. You are on the telephone to set up a face-to-
face meeting. 
 
Finalize your call by providing alternative times to meet, but never “any 
time, any place,” because people like to deal with other successful people. 
You are not desperate for an appointment, and you are not pleading for 
the chance to meet. Successful people have commitments, and they know 
that other successful people have commitments. You are asking for a 



The Dreaded Cold Calling Game | 323 
 

                      

time to discuss a burning issue on their plate and how you can help put 
out that fire. 
 
If you present an “I can be there whenever you need me to” position, be 
prepared to be there whenever they want you, even if that means 
canceling another client or a family outing. Only salespeople with no 
clients and no experience can meet a prospect at the complete discretion 
of the prospect. Any prospect who does not realize and respect that you 
have other commitments, is not a prospect for you.  
 
To take control of setting the appointment, just 
ask,  
 “Do you have your calendar handy?” 
 
Most professionals keep their calendar within 
arm’s reach all day long, so this is an easy request. Once they 
acknowledge the presence of their calendar, pick two times that are good 
for you. Set your appointments in geographic order so that consecutive 
appointments are efficient. You make no money driving down the 
highway crisscrossing your territory, so help yourself out here. Most 
prospects will be scouring their calendar looking for the perfect time to 
meet you. Suggest that they look at specific times so that they can 
narrow their focus to just those two times. Be proactive and confident 
and remember that you are a peer, a busy professional with substantial 
credibility just like them. 
 
For example, 
 

“I can meet either Thursday afternoon, or the following Tuesday. 
Which of those is better for you?” 

 
 
I don’t care how empty your schedule or how desperate you are 
to fill an appointment quota. You are always busy, but you can 
work to fit your prospect’s needs.  

 
 
While asking for the appointment, avoid the temptation to give out too 
much information. The goal of the telephone call is to get a face-to-face 
or scheduled telephone appointment. For most people in local or regional 
sales, the telephone should be the path to a meeting to have a full 
discussion, not the place for a full discussion. Be short and concise on the 
telephone, respecting again the fact that you are an interruption to your 
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prospect’s day as you ask for the opportunity to be a scheduled part of a 
future day. If you get the “How much is this going to cost?” objection to 
an appointment request, then give a range that is 50% of your minimum 
to 300% of your maximum, with the following explanation: 
 

“Jim, that’s a great question. Our typical invoices range from $300 
to $25,000. I assume yours would be somewhere in between, but I 
have no way of knowing right now. The purpose of our meeting 
would be to narrow that range by collecting some information from 
you on how our machine might help you with the quality control we 
just discussed, and see if it has the right ROI for you. When can we 
invest some time in that discussion?” 

 
The appointment is an investment and if your offering is purchased, the 
appointment is the first of many investments. If there is not a fit, the 
appointment was still an investment in determining that the ROI did 
not fit your prospect’s criteria. Don’t be afraid to give such a wide price 
range. Unless you sell only one product with only one price and 
absolutely no options, or unless you are omniscient, you cannot predict 
what your offering will cost for a company that you have not yet met. 
 
At the same time, gathering too little information from your telephone 
call may result in your being in front of wrong person at wrong time. Ask 
one or two qualifying questions to make sure that this is the right 
person. Plan to control the course of the conversation. Answer questions 
with questions so that you guide the process. He or she who asks the 
questions controls the conversation, and he or she who controls the 
conversation controls the sale. 
 
Let’s say the response you get is that there is no money in the budget for 
your offering. Is this a dead end? Absolutely not. But it means that you 
are not talking to the right person. There is always someone who 
determines what is in or out of the budget, and there is always someone 
who can override that decision. Take this opportunity to find out who 
that person is, what would have to happen to have the budget changed, 
and how it would impact the person you are speaking with, and then 
make that person your next call.  
 
Many people create elaborate scripts for telephone work. A script by 
definition is “1) the text of a play, broadcast, or movie or 2) a copy of a 
text used by a director or performer.”65  This is a lot of work but the 

                                              
65 Per www.dictionary.com 
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bigger problem is when you think of using a script, you quickly realize 
that for a script to be effective, all players must have a copy of it, must 
have read it, and must agree to abide by it. Your prospect does not know 
his lines so a detailed script won’t work. Most of us have watched 
television or movie bloopers that occur when one actor forgets or muffs 
his or her lines, and the result is a funny exchange and a do-over. In 
telephone prospecting, it isn’t funny, and there is seldom a chance for a 
do-over.  
 
Another problem is that unless you are a professional actor, you will be 
unable to read your script in a natural fashion.66  Have you ever called 
technical support and felt like the person was reading from a tree to help 
you diagnose your problem? You were probably right—most call centers 
use scripts to avoid having to train their support team on the technology 
behind their product. What happens when you feel your problem is not 
being diagnosed to your satisfaction? You get very frustrated. The same 
will happen in your cold call. When someone responds other than by 
saying what is written on your script, your tendency will be to hesitate 
and search for what to say next, and he or she will get frustrated at your 
lack of professionalism. Your status as a rookie will be evident.  
 
After you deliver your framing statement, you will ask a key qualifying 
question designed to get one of two to four responses. Remember that 
your framing statement is built around your burning issue, your value 
proposition, that one key reason that you exist in the market. The 
qualifying question can lead to a narrow range of responses, and this is 
what allows you to be confident in your calling. You will no longer be 
afraid that the prospect will take over and put you someplace you do not 
want to be because your questions will guide the conversation. 
 
To start this process, create a list of prepared questions you expect to 
hear based on the burning issues answered by your offering. Do your 
homework. You are an expert in your field and you know what will be 
brought up by your prospect. Don’t get spooked by objections. Rejoice in 
objections because objections show a person is evaluating the value of 
your offering. An objection is different from and better than a flat “no”—
an objection gives us buying triggers because it tells us why they do not 
see a value in meeting with us at this time. Use the objection on a cold 
call just like you would face to face, and ask about the base of the 
objection by using some short, concise fact-finding questions. 
 
                                              
66 We will ignore skeptics who think all salespeople are great actors because they 
view all salespeople as fakes. 
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In a pretty short period of time, you will have a good idea of what types 
of responses you will get back based on your offering and your target 
market. The key to this research is to keep track of all the responses you 
get while calling, and within a reasonable number of calls, look for 
trends around common themes. Statistically, five to ten responses 
around a common theme are significant, and you can expect such a trend 
to continue. Before you get that experience, start by thinking of every 
possible response to your framing statement. Then group these 
responses into two to four categories. Finally, think of how you would 
respond to each category. Brainstorm different responses to each of these 
statements and questions. Continue this process until you are about four 
exchanges deep, at which point you should be either asking for an 
appointment or asking to be transferred to the appropriate person. The 
best script is a key question followed by a few bullet point possible 
responses, with a few focused responses to further qualify the prospect. 
 
 

Objections to a Request for an AppointmentObjections to a Request for an AppointmentObjections to a Request for an AppointmentObjections to a Request for an Appointment    
 
A vast majority of salespeople are working for market share. By that, I 
mean most offerings are taken to market with the goal of building 
volume by stealing market share. There is nothing wrong with this 
approach. In fact, this promotes product development as companies look 
to gain a competitive edge.  
 
When you hear the objection, “We already have a supplier of…,” do not 
despair. The good news is that the prospect agrees that there is a need, 
or they would not be currently using it from any supplier. Your contact is 
now a qualified prospect. Your next job is to get them to increase their 
favorable impression of you, recognize a need to increase their results 
and satisfaction beyond what they are experiencing from using their 
current product, and grant you the time to discuss your alternative 
solution. 
 
There are several ways to deal with the “we have a current supplier” 
objection. The best way focuses on the fact that you are different from 
their current supplier. Regardless of how similar you are, you must be 
able to immediately demonstrate points of difference during the call. 
Your exact response depends on whether your offering must completely 
replace their current solution, or whether your offering and the current 
solution can coexist in any fashion.  
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Ask who their current supplier is—most of the time they will tell you—
and then acknowledge their current supplier as a good player in the 
market. This will catch many buyers off guard who are used to 
salespeople launching anti-competitor monologues. To do this on the fly, 
you do need to know your competitive advantage to each player in your 
market so that you can create these points of difference without pause.  
 
If your offering could potentially co-exist with your competitor’s, focus on 
that potential to get the appointment. Your prospect made a prior 
decision to form a relationship with his current supplier, and he will not 
appreciate or react favorably to your telling him that he made a mistake. 
Instead, tell him that his choice was sound, and that many of your 
clients also used the same competitive solution and then chose to add 
you to the mix because you were able to “complement” the strengths and 
weaknesses of the other product.  
 
The total response goes like this: 
 

“Accurate Tile and Castings is a great company, and they’ve been 
around a long time—almost as long as castings have been around—
and I can see why you might use them. We’ve been able to 
complement their commodity products, and our customers tell us 
that our engineering department provides creative solutions to the 
more difficult drainage issues. If you are interested in providing 
alternatives to your developers, would it make sense to meet so you 
can tell me about some of your projects and get to know how we 
might be able to add to your resources for those unusual 
development projects?” 

 
This is a fairly long response, but you do not get stuck on any one point. 
You flow from acknowledgement to building a case for action to asking 
for an appointment. Each issue gets one sentence and only one sentence. 
When you know how you are different, and you can fluently and easily 
create a gap between you and your competitor, you will find it easier to 
gain appointments. 
 
Realistically, over 90% of your prospects are probably already using your 
competition. Embrace that and use it to your advantage. You are unique 
and you can add value regardless of their current situation. 
 
Even if your offering must completely replace their current solution, this 
does not mean it is time to go into a full-blown competitor-bashing 
discourse—the typical response of a salesperson. Just the opposite. 
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While your offering might eventually replace what they currently use, 
now is not the time for that discussion. This prospect made a decision to 
form a relationship with their current supplier, and they will not 
appreciate your telling them that they made a mistake.  
 
Will you get other objections to your request for an appointment? Sure. 
Can you prepare for those with ready answers to the objections? You 
better, unless you have a very long prospect list. As you make calls, keep 
track of the common theme for objections, and keep track of which of 
your responses result in appointments. Keep in mind your burning issue, 
that compelling reason you are in business. You should have at least two 
responses for each objection, one primary and one secondary. Use your 
primary response first, the one which typically results in a turnaround.  
 
If you are struggling to get appointments, look at your points of 
difference, and create one-sentence answers around your unique 
differences in the market. Do you have them? Can you name them when 
I call you at 3:00 in the morning? If you cannot name your competitive 
differences in your sleep, before you make any more calls, figure out why 
you are in business. If you think it is only price, then pick up the Yellow 
Pages. If price were the only issue, the yellow pages would be about 98% 
thinner, as there would be only one supplier in each category. There is 
some unique reason that you are successful in the market. Identify it, 
name it, own it, and repeat it every chance you get.  
 
This concept of having alternative directions for a prospecting phone call 
creates a phone tree, as shown on the next page. Just like a mature tree, 
the deeper you go, the broader the root system, with some main roots 
coming off the trunk that feed all of the smaller roots. The tree roots 
broaden as more alternatives are presented from our prospects. 
However, to shrink the tree, look at the list of responses formed and 
discussed above, and categorize the responses into two to four categories 
for each of your questions. Look to narrow your options instead of 
broadening them.  
 
When you get right down to it, 95% of your prospects probably give you 
just three or four responses. Think of all the ways someone can say they 
are too busy, and then create one “too busy” response. And, while you are 
at it, is there any difference between being too busy and too slow? Both 
are issues of time and task management, and indicate that you have not 
built enough value or urgency for an appointment in the immediate 
future. All “time objections” should result in the same response from you. 
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Dial Phone—Contact In 

Hello, <prospect name>. I’m <intro> <framing statement> 
<qualification> <request for appointment>. Thanks, <prospect 
name>.

Hello, <person>. I’m <introduction>. Is this a bad time?  
Qualification: <Lay out framing statement> followed by “Are you the person in <their 
company> most concerned with <your burning issue>.” 
Commitment Question: “Do you have your calendar handy?” 
(This box will take two or three steps but no more than four.) 

Get date, 
update 
file, move 
on. 

Yes & 
Answers 

I don’t think I know 
what you mean. 

<What is the 
reasoning behind 
your unique 
selling 
proposition?> 

You need to talk to… 

I don’t think we are 
interested. 

Yes—Go To VOICE MAIL No 

I appreciate your time. I’d like to <add 
you to our newsletter> 
<call you in 6 months> 
<ask for a referral if you are really 
brazen> 

Perhaps. How long an 
appt? 

<Figure out how valuable 
you are before answering 
this question> 

Not a good time— 
we are slow/busy. 

Can you send 
me something? 

<Figure out if 
you want to 
support your 
local printer 
before you 
answer.>                
  

Due back within 24 
hours 

You still need to go to… 

“That’s possible. I 
would like your 
insight as well.” 
   

OK, Can you give 
me their name 
and transfer me to 
that person right 
now? 

SCORE 
APPT!! 

“I can 
appreciate 
that. Our 
clients have 
found…” 
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As your call progresses, if there are objections to an appointment or if 
you are trying to qualify the prospect for a meeting, you may need to get 
several questions deep to see if there is a match. Like a tree, roots 
sometimes head towards one another, and a prospect may jump root to 
root during your call. Having thought out—but not scripted—a response 
to each objection or question will help you maintain control of the 
conversation and guide the prospect to a meeting. In general, he who 
asks the questions controls the conversation. This is as much at play 
during a prospecting call as it is during a sales call. If you start 
answering instead of asking, you are out of control and your chance of an 
appointment is significantly lower. 
 
 
What are the most common objections to a request for an appointment? 
 
1. _____________________________________________________ 
 
2. _____________________________________________________ 
 
3. _____________________________________________________ 
 
 
What are your responses or inquiries to these most common objections? 
 
1. _____________________________________________________ 
 
2. _____________________________________________________ 
 
3. _____________________________________________________ 
 
 
You should note what is not in the sample telephone script. As noted 
above, it is never “a good time” for your interruptions, so do not ask if it 
is. It is also not the time to “learn about your business.”  If you have to 
learn about their business, hit Google or Hoovers or SearchUSA before 
you waste their time. There is more than enough information available 
on the Internet today that you can find out more than you need to know 
before your first telephone call, especially if you place calls to users and 
influencers before calling the Decision Maker. It is also not the time to 
tout your client list made up of their competitors. Be consistent and use 
the opening line that intrigued their competitors enough to gain an 
appointment, and then use their competitors as references during your 
presentation.  
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If marketing has identified this contact as a prospect and you want to 
explore the opportunity to present your offering in the immediate future, 
then ask for the opportunity “to learn how you currently handle… (the 
burning issue you solve).” 
 
If you are networking and your purpose is a one-on-one meeting to 
explore how you might be able to help each other, then “learn about your 
business” is an appropriate phrase. You need to know when your 
primary purpose for a meeting is networking, which is more likely to 
result in a referral than a direct sale, and when you are actively looking 
for a direct sale. If you are networking with an eye towards a potential 
opportunity, the best request is to: 
  

“get together to learn about our respective businesses and see how 
we can help each other some time down the road.” 

 
How we might help each other includes me helping you by selling you 
my services and you helping me pay my mortgage by paying my invoice. 
Down the road could be one block, which would be just after our first 
meeting, or it could be 100 miles, which would be sometime next year. 
This phrase leaves the door open. 
 
Just like a Boy Scout, a Sales Leader must Be Prepared. You should be 
able to send out anything that might be reasonably requested within two 
minutes of your telephone conversation. If you are calling on someone in 
your target market, the anticipated responses within that group will be 
consistent and you can plan on their needs and interests. You must have 
the ability to instantly send out an email, fax, literature, references, or 
white papers on your company. Emails should be prepared before you 
need them to serve as introduction, references, and direct links to 
specific pages of interest on your web site. If your contact has mild 
interest and wants some information during the call, 
don’t wait for the slow post office. Send an email while 
you are on the phone (this also gets their email for your 
records) and link them to the page(s) of compelling 
interest on your web site. If you have great and highly 
relevant product literature, consider a PDF version of it 
that can be delivered while you are talking, again so that 
you can point out just the most interesting pages. 
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What are the most common responses to your introduction and framing 
statement on the telephone today? 
 
_______________________________________________________ 
 
_______________________________________________________ 
 
_______________________________________________________ 
 
 
Once you start calling, keep this phone tree close at hand. After every 
call—every single call—look at your sheet and add any new specific 
response to it. If it fits an existing category, add it there. If it really does 
not fit an existing category, start a new root. Within 50-100 calls, you 
will have virtually all of the roots you will ever have. Respond to last-
minute objections by going back to alternative closing questions.  When 
you hear, “I am not sure this is worth my time,” you can respond with, 
“Let me go back to what you said, that you were the one most interested 
in…?” 
 
 

Transferred from the BossTransferred from the BossTransferred from the BossTransferred from the Boss    
 
The last box on the bottom left of the phone tree is also important. If it 
appears that your contact is not the person most interested in your 
offering, find out who is most interested. Most likely it will be someone 
below the person you are calling if you are calling in to the highest level 
possible. If so, then ask the higher-level person to transfer you to the 
lower-level person. The person you are being transferred to will see on 
his or her telephone display the extension of the higher person and will 
reach to pick it up right away. The higher-ranking person will introduce 
you and you can immediately start up the conversation. If your initial 
contact has his or her assistant transfer you, the same thing will 
happen.67 When the second contact picks up the phone, you say: 

                                              
67 This works internally just as well. I used to have trouble getting a purchasing 
manager on the phone when I was general manager for a large company. He just 
never picked up the phone. I received a great tip one day from a fellow general 
manager on how to get to the head of purchasing. He told me to call the president’s 
assistant, ask her how her day was, some other small talk, or anything about a 
recent memo, and then ask her to transfer you to the difficult-to-reach purchasing 
manager. This lower-level purchasing manager would jump to answer the phone, 
thinking it was the president. Did it work? You better believe it. My time on his 
voice mail was cut by nearly 90%. 
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“Good morning, Rocky Rubble, Fred Stone of Flint Company. I was 
just speaking with Mr. Wheel, who transferred me to you, and he 
suggested that we meet. Do you have your calendar handy?” 

 
It is important in this scenario to go right to scheduling the 
appointment. You just spent time on the line with the boss, and the boss 
said Mr. Rubble was the person to meet. Do not spend time back in 
framing statement and qualifications mode. The boss qualified the need 
for an appointment, so just ask for the appointment. If the new person 
asks the nature of the meeting, respond, 
 

“We work in the area of reclaiming lost minerals from mining sites 
to allow your company to take pollution credits against excessive 
dust and safety fines, and Mr. Big thought you and I should meet to 
discuss the recent fines to RockCo Corporation. How far out are you 
scheduling appointments?” 

 
Go for the appointment. Mr. Big told you to. 
 
    

Transferred to a PeerTransferred to a PeerTransferred to a PeerTransferred to a Peer    
 
If you are transferred to a peer of your initial contact, you should back 
up one step and recite your framing statement introduction. Instead of 
Mr. Wheel, you reached Roger Granite and he told you that Jim Shale 
was most concerned with this issue. It is not uncommon for peers to 
know what one another are concerned with, so peer transfers are pretty 
common. When Jim Shale picks up the phone, be concise and confirm 
that he is the correct person most interested in this area of concern and 
then ask for the appointment. For example, 
 

“Jim Shale, this is Fred Stone of the Flint Company. Roger Granite 
suggested that we speak because we work in the area of reclaiming 
lost minerals from mining sites to allow your company to take 
pollution credits against excessive dust and safety fines, and he 
thought you would be the person at RockCo Corporation most 
interested in those credits. Did he suggest the right person?” 

  
As soon as Jim Shale confirms that he is the one most interested in the 
credits, ask if he has his calendar handy. 
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Numbers are Your FriendNumbers are Your FriendNumbers are Your FriendNumbers are Your Friend    
 
By this time, you are probably wondering how many calls to make and 
how to know if what you are saying is working. Sales Leaders know how 
well they are doing because they track their performance daily and 
weekly to monitor both activity and results. There are several key 
numbers to know in your prospecting process, and this section continues 
the discussion from the chapter, “Sales Planning and Sales Forecasting.”  
The numbers to track are: 
 

• New Prospects identified  
• Overall level of telephone activity 
• Prospecting phone calls completed 
• Number of new appointments set 
• Number of and total completed sales 

 
To find and track these numbers, you collect some basic data and 
calculate some simple ratios. For the next section, assume the following 
activity for one day: 
 

• Dials to unique prospects: 20 
• Messages left: 11 
• Returned calls from previous prospecting calls: 2 
• Calls answered:  3 
• Appointments set: 1 

 
Before I define terms and jump into ratios, I should emphasize that 
ratios will vary widely across different markets and different industries. 
You cannot compare ratios from medical sales to financial planners, just 
like you cannot compare ratios from bankers to laboratory suppliers. 
Ratios are as wide as are the types of products and services. What is 
important is to benchmark the top performers in your industry and then 
strive to be above them in personal performance. 
 
Unique Dials. Each time you attempt to contact a unique prospect, you 
increase your odds of a sale. To keep score, each attempt to reach a 
unique prospect counts until you have your first appointment with the 
new prospect. While sales is not all about numbers, it is largely about 
activity. A Sales Leader is active. He or she knows which activities pay 
off and which activities are ineffective. If an ineffective activity needs to 
become effective, a Sales Leader figures out how to make it so. Those in 
sales who are not effective, who sit and wait for prospects to come to 
them, are sales representatives who will soon be wondering their 
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teammates are vacationing in the Caribbean and driving new cars while 
they are paying off last year’s Christmas presents and hoping the tires 
last another season.  
 
There is no science as to how many unique prospects you must contact 
per day, week, or year. What is scientific is that the more people you 
contact, the more you will sell. I recommend a four-business-day rotation 
for prospects. If you call on Monday, call again in four business days, 
which is Friday. If you call on Wednesday, call again next Tuesday. This 
rotation ensures that you do not always call during a preset meeting or 
event that occurs at the same time each week for your prospect. It will 
seem to your prospect as if you are calling once a week and you are. 
However, you are shortening the cycle by moving the calls closer 
together.  
 
 
In the past six months, how many new unique prospects did you meet? 
 
_______________________________________________________ 
 
 
In the last 30 days, how many dials to new prospects did you make? 
 
_______________________________________________________ 
 
 
Connect Ratio. The connect ratio is how many people you talk from your 
dials. A connection is when you personally talk with your intended 
target. Speaking with an assistant or with voice mail is not a connect. A 
connect is strictly defined as a person-to-person connection in real time. 
If you dial twenty unique prospects and connect with three (three 
conversations with specific targets), then you have a connect ratio of 
3:20, or 15%.  
 
Connect ratios are virtually impossible to predict and are strictly a 
function of the people you target and your creativity at when to place 
your calls. The only skill that can drive or impact a Connect Ratio is 
knowing when your target market is likely to be at his or her desk, and 
controlling your schedule so that you make your calls at that time.  
If your target market is a group who spends a majority of time at their 
respective desks, you can call anytime are likely to have a higher connect 
ratio. However, if your target market is plant managers who spend their 
time on a factory floor, you will need to find out when they are more 
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likely to be in their offices (early morning, during lunch, after 5:00PM) 
and your ratio will be much lower. Your connect ratio is most helpful in 
setting overall activity level and is not reflective of any skill except 
persistence.  
 
The low connect ratio you are likely to have may shock you, but it should 
also energize you. Have I lost my mind? Not at all. If you know it takes 
nine dials to reach one person, it follows that it could take nine dials to 
reach one specific person. Your average will not vary much across people 
when it comes to dialing. Since you track each time you dial a given 
prospect (was that a bad assumption?), you will know when you are 
approaching that magical ninth dial. Are you stopping at four or five 
dials? You’re shortchanging yourself, just like most average salespeople. 
You are only halfway there and you will need to generate significantly 
more prospects since you are not giving each prospect the full 
opportunity to connect.  
 
Notice I did not say you left nine messages, just that you dialed the 
contact nine times. If your prospects are not at their desks most of the 
time, they will get lots of voice mails and you are back to being one out of 
ten. You are better off leaving a few highly targeted voice mails and 
alternating dials without messages to catch your contact in those times 
when he or she is in the office. 
 
In the past 30 days, how many unique prospects have you connected 
with? 
 
_______________________________________________________ 
 
 
Return Call Ratio. The Return Call Ratio is one of the most insightful 
ratios because it measures the effectiveness of your voice mail message. 
The better your voice mail message, the more that it captivates the 
attention of your prospect and delivers the value you bring to the 
market, the more people will take the time to return your call. This ratio 
is calculated by the number of return calls or call backs you receive from 
voice mail and receptionist messages you left divided by the total 
number of voice mails and receptionist messages you left (e.g., two 
returned calls from eleven messages is 2:11, or 18%.)  
 
This is a long-term ratio, and it is not important to know which day you 
left the message that was returned—do not add work to your day by 
trying to figure out which messages got returned on what day. If you are 
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consistent in telephone prospecting every day, and you correctly use the 
same message on all of your initial voice mails, then over time this ratio 
will level out. Since you will be aiming for a certain number of dials and 
connects per day, you will most likely leave a similar number of 
messages each day, as well.  
 
You will need to play with this somewhat, but there is no reason to leave 
nine exact messages to the same person. Your framing statement is 
based on the number-one burning issue that you solve. To increase the 
likelihood of getting a return call, other messages left should use 
messages that involve any second or third burning issue solved by your 
offering. The first two messages should be the same—then you can mix it 
up a bit when you leave multiple messages for the same contact. Just 
because your contact is in your target market, his or her exact reason for 
being interested could be slightly different, and a variation on your 
message will increase the likelihood of a return call. If after four or five 
messages in a thirty-day period you have not received a return call, set 
aside the file for two months and dial someone new.   
 
 
In the last 30 days, how many return calls did you generate? 
 
_______________________________________________________ 
 
 
What is your Return Call ratio? If you do not know, make an educated 
guess. 
 
_______________________________________________________ 
 
To improve any skill, you must have a baseline. If your baseline is one 
returned call out of 100 voice mails, don’t worry about it. Now that you 
are focusing on what you say and how you say it, your numbers will 
improve. If you do not know your Return Call ratio, that is your next 
assignment. 
 
Appointment Ratio. The Appointment Ratio is the most important ratio 
in the telephone prospecting game. To calculate, take the number of first 
appointments set with new unique prospects divided by the total number 
of connects—one first time appointment for every three new contact 
connects is 1:3, or 33%. If it takes four connects with prospects to get a 
first appointment, then your ratio is 1:4, or 25%. The Appointment Ratio 
tells how good you are at creating interest and urgency using your 
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introduction, framing statement, and telephone skills with a live person. 
Again, you cannot compare ratios across industries, but you should see 
this number rise over time.  
 
 
How many unique new prospect appointments have you had in the past 
30 days? 
 
_______________________________________________________ 
 
 
What was your 30 day appointment ratio, using the total number of 
connects with unique prospects from above? 
 
_______________________________________________________ 
 
 
How many unique prospect appointments in the past 60 days? 
    
_______________________________________________________ 
 
 
What was your 60 day appointment ratio? 
 
_______________________________________________________ 
 
 
How many unique prospect appointments in the past 90 days? 
 
_______________________________________________________ 
 
What was your 90 day appointment ratio? 
 
_______________________________________________________ 
 
 
The following is a simple grid you can use to track calls day by day for a 
week to help calculate the ratios discussed above. Tick mark in each 
column each dial you make, message you leave, etc., and at the end of 
each week, calculate the ratios discussed above. Track these ratios over 
time and change your message and approach to improve your ratios.  
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“There are no secrets to success. It is the result of 
preparation, hard work, and learning from failure.”  
   —Gen. Colin Powell 

Date Dials Messages Returned Calls Appointments 

  Made Left Calls Answered Set 

            

            

            

            

            

            
 
Copy or reproduce the above to help you every week or for a more 
comprehensive Excel spreadsheet to track activity using these ratios and 
several more, email info@actumgroup.com with “Send me the 
Worksheet” in the subject line. 
 
 

Becoming a Master Cold CallerBecoming a Master Cold CallerBecoming a Master Cold CallerBecoming a Master Cold Caller    
 
One of the most important factors of success in telephone prospecting is 
consistent, focused attention. While you are telephone prospecting, be 
100% focused and give it your absolute full attention. This is your only 
task for right now. Do not read reports on your desk, do not cruise the 
Internet, do not sign purchase orders or approve warranty returns. How 
many times have you been talking with someone and you knew they 
were multitasking? How did it make you feel? If you were receiving a 
prospecting call from that person, how receptive would you be to a 
request for an appointment? 
 
If you do your homework up front and prepare a list of who to call, it will 
not take that long to complete 20-30 dials. It is much more effective and 
productive to dedicate thirty minutes per day, every day, to telephone 
prospecting than to attempt a marathon three-hour session one day a 
week. Three hours of cold calling is a tedious exercise for anyone. If you 
dedicate one hour per day to telephone work, I guarantee your results 
will improve.  
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It is more important to go for results than activity, but dials are the 
activity that will lead you to results. Assume that at least half of your 
dials will end up in voice mail. If the average ring time plus their 
message is one minute, and you leave a twenty-five-second voice mail, 
you will be complete one dial to message cycle every three minutes. In 
one hour, you can leave nearly twenty voice mail messages without 
breaking a sweat.  
 
For sixty days, track how many dials you make, how many return calls 
you generate, and how many people you connect with. My experience is 
that it will take sixty days for this ratio to become consistent. Combining 
a voice mail outline with return call tracking will lead to an increase in 
your Appointment Ratio. If your Connect Ratio is 7% (one in fifteen), 
don’t despair. You are almost average. Once you get to 11% (one in nine), 
set a goal to become a superstar and increase your connect ratio to 20% 
by developing better targeting. 
 
Once you know your numbers, set up breaks and rewards along the way 
to mark your progress. If you need three appointments, then when you 
reach the third one, give yourself a treat. If you have a low appointment 
ratio, and it takes twenty calls to get one appointment, set your first 
reward at twenty calls. Not a large reward, but something like a walk to 
the water cooler or a two-minute review of breaking news on the 
Internet. It is very important to stay fresh and energized while 
telephone prospecting. You may get your second appointment on your 
twenty-third call today, and tomorrow it may take fifty-seven calls. You 
are playing with statistics and averages, so some days will be better and 
others will be worse.  
 

Like any experimental process, stay consistent to 
find out if what you are doing works. Sales 
representatives who use four different voice mails 
and three calling patterns have no way of knowing 
what is and is not working. Be consistent and get a 
baseline, however good or bad that baseline 
appears. Once you find your baseline, continue to 
track activity and results. As you try slightly new 
approaches or messages, one at a time, compare 

your results to your baseline and you can you will immediately see if the 
change is positive or negative.  
 
The other part of when to call is time of day. There are four primary 
time blocks during the day: early morning, late morning, early 
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afternoon, and late afternoon. During your week, you want to be sure 
that you are calling during each of these time blocks. First, your 
statistical odds of catching people are better when you vary your time of 
day. Some people are always busy at a certain time every day or on 
specific days of every week. Varying your time will miss those 3:00 PM 
production meetings that happen every day.  
 
If your numbers are five connects to make one appointment, and your 
connect ratio is one out of three, you need to make fifteen dials to get five 
connects and one appointment. If each connect is three minutes long, it 
will take just over one hour to dial fifteen prospects, talk to five, and set 
one appointment. Somewhere between these two numbers is your 
average. When you break it down this way, it is very manageable and 
very measurable.  
 
Second, combine the varying time of day with the four-day rotation 
schedule outlined above to maximize your exposure to each prospect 
since some people always have the same fully scheduled day every week. 
There will be one time block per week with double coverage, and that’s 
fine. You have covered all the major time blocks each week so that you 
maximize the chance of hitting your prospects around their meetings. 
Plan your schedule taking into account any regular activities on your 
schedule, and you will end up with something like this: 
 
   MON      TUES        WED         THUR            FRI 
 
 
 
 
 
 
 
 
 
Once you have set up this calling schedule, put it in your calendar as an 
unalterable appointment with yourself. You owe it to yourself to be 
effective in sales, so give yourself the opportunity by keeping this 
important appointment every day. 
 
If you are calling executives or owners with gatekeepers, you may have 
your best luck reaching them before 7:30AM and after 5:30PM. These 
timeframes give you two advantages. First, the person is likely to be at 
his or her desk without a screener and is likely to pick up a ringing 

8-10AM        Sales Mt     XXX            Staff Mtg 
 
10-12AM         XXX 
 
1-3PM   XXX      XXX 

3-5PM  



342 | GET INFOCUS™ GET CASH 
 

 

telephone. Second, he or she will be impressed that you are a hard 
working salesperson putting in the same hours as they are, and this 
credibility will help you secure an appointment. Be concise, professional, 
and to the point, and ask for the appointment.  
 
There will be a lot of “no’s” in telephone prospecting. Even someone with 
a 1:4 appointment ratio hears three “no’s” before one “yes.” However, 
each “no” is one more closer to the “yes” that you will get. As you see that 
“yes” answer approach, you will get more energetic, because you know 
that within one or two more calls, you will get an appointment. When 
you know your numbers, set your mileposts and rewards accordingly. 
 
I met one company with a 250:1 connect to appointment ratio. Ouch! I 
find it hard to believe they have good targeting, since 250 connects 
should result in at least twenty-five appointments, and any sales trainer 
would cringe at a 1 in 250 Appointment Ratio. If your numbers are in 
that range, look immediately at whom you are dialing. Then work on 
what you are saying. It will be more effective to improve the quality of 
your prospect, rather than leaving perfect messages to someone who is 
legitimately not interested because he or she is not a prospect. 
 
 
    Past Six Months  Next Six Months 
 
New Prospects:   ______________  ______________ 
 
Total Dials:       ______________  ______________ 
 
Connects:   ______________  ______________ 
 
Messages/Voice Mails: ______________  ______________ 
 
Return Calls:    ______________  ______________ 
 
Return Call Ratio:  ______________  ______________ 
 
Appointments Set:  ______________  ______________ 
 
Total Sales:   ______________  ______________ 
 
Average Sales Per Order:  ______________  ______________ 
 
How big is my database: ______________  ______________ 
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"Continuous effort — not strength or 
intelligence — is the key to unlocking our 
potential." 
 —Sir Winston Churchill 

 
Taking all of these numbers from the previous pages and chapters into 
account, calculate your ratios for the past 6 months and set new goals 
and numbers for the immediate future. 
 
 

SummarySummarySummarySummary    
 
Telephone prospecting and cold calling is hard work. I will never say 
otherwise. However, there will be times that you cannot find a way into 
a target company without proactively picking up the phone and making 
a cold call. To help with your telephone work, constantly work on your 
attitude toward telephone prospecting. Review your goals and rewards 
and how this activity impacts your ultimate sales results. Success will 
always be a function of directed activity. When you track your daily 
activity and measure it against your goals, you will see the sales growth 
you dream about. Manage your telephone prospecting time and set a 
goal for contacts per hour, not just dials.  
 
You can reward activities, but manage around objectives. Some days will 
just include bad streaks of no contacts. Stay the course and keep up your 
activity level. Every day your numbers are low will be offset by a day 
above average.  Always find ways to have fun, because telephone 
prospecting is rough, grueling work.  For me, the only time I eat large 
quantities of peanut M&M’s are when I write—not that I dislike writing 
at all. Rather, it is the real time connection of activity and reward. Why 
do some restaurants have a bell at the door? For interesting and instant 
feedback to the employees doing all the hard work! Find a similar 
reward for sticking to your telephone task. 
 
When you view prospecting as part of your core activity, and you learn 
how to have fun with it, your personal database will grow by hundreds 
and thousands rather than singles and tens. It is possible to meet so 
many new people that you can select who you want to focus on to turn 
from prospect to client. When your database is too large for you to 
handle, you are ready to move from sales representative to Sales Leader. 
The rewards are significantly improved income and significantly 
improved family life. 
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