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“In comparing the number of new business meetings for the period of 
January through June 2007, to that of the same period in 2008, the 
results are quite remarkable. Our Junior Brokers achieved an increase 
of 51% in new business meetings with prospective clients, resulting in 
a projected increase in total revenue of $1.1 million.”

Peter Hennessy, President
The Staubach Company

“Working with you over the past two years has had an enormous 
impact both on our sales team and on our sales revenue. Our total 
sales increased by 32%.... We couldn’t have done it without you…”

Marlene Vogele, Vice President Sales
Gateway EDI

“My new sales were up 23% this past year, and I am extremely 
happy with the outcome. You have made me feel more confident 
about myself and my ability to sell.”

Kathleen Henry  
Mitchell Printing & Mailing

“Now, more than ever, Wendy’s no nonsense, methodical results-
oriented approach will yield consistent results for all sales 
organizations."

Andrew Mullen
VP Sales, Americas, Expand Networks

“Real actionable advice I would recommend for today’s sales 
professional.”

Sanford Brown, Chief Sales Officer 
Heartland Payment Systems

“Members of our sales team have repeatedly found your insights to 
be highly impactful, no-nonsense and immediately applicable to their 
daily prospecting strategies. It’s easy to tell which of our reps leverage 
your tools most often ... they tend to be the ones who book the most 
business!”

Mary Bittel, Marketing Director 
American Slide Chart/Perrygraf
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“In the four years I have been the CEO of ParishPay, we rarely have 
had someone impact our organization and improve our results as 
you have.  Last year we had three inside sales staff members and this 
year we have two.  Our results this year were 128 appointments set 
by phone in 3 months, as opposed to 45 last year. If anyone can do 
math, they can see the value of your input in a phone-based sales 
operation.”  

Andrew Goldberger, CEO
ParishPay / InTuition

“[Wendy] …totally revolutionized the way I speak with prospects. 
…I needed a new elevator speech and the information from the call 
helped me to create it. Last evening, I went to a networking event 
where I used my new elevator speech for the first time. What usually 
happens for me at an event like this is that I see people’s eyes glaze 
over and I end up going home frustrated with no leads. Last night, 
…people actually listened to what I had to say and I went home with 
four strong leads, one of which has already turned into a request for 
a proposal.”

Ed Navis
SPHR

“I recently called six companies and was able to get four solid 
introductory appointments on my calendar with minimal effort! If I 
can keep up this pace I can make more money in less time.” 

Tracy M. Brodd , Account Executive 
American Identity 

“I was able to reduce the amount of objections and increase the 
appointment closing ratio…. Yesterday I was able to secure three 
appointments in one hour by practicing your methods.” 

Ken Galanaugh 
DSI Solutions Inc. 

“…since your workshop, my team is consistently scheduling more 
and more new business appointments. By applying your techniques, 
I, personally, am nailing two to three appointments an hour!” 

Chris Whiteside , Business Sales Manager 
Sprint 
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 “If it wasn’t for Wendy Weiss I wouldn’t have half the leads I do.  
I’m definitely seeing results.”

Brett Maslin, Adams & Company Real Estate

“After having completed a mere three coaching sessions with you, all 
of the members of this canvassing pool are setting record numbers of 
highly-qualified appointments with high-level decision-makers.”

Marti Hendrickson, Executive Managing Director/
National Sales Manager
Newmark & Company Real Estate, Inc.

“We have reached new heights this year. We have been able to get 
into so many new accounts and it is no coincidence that we are 
closing more accounts this year.”

Steve Stolfi, National Sales Manager
CT Corsearch

“Wendy’s cold calling tactics are well thought out and they work—
something she was able to validate early on. And they are easily 
duplicable… She is a very quick read and was able to learn all about 
our business early on—allowing her to ask the right questions, 
determine our needs and actually show us the solution that would 
meet our needs.”

Sheril Hirsch, Director, US Sales Leadership
Avon Products, Inc.
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“No one can arrive from being 
talented alone, work transforms

talent into genius.”

Anna Pavlova
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Introduction

All sales people use scripts.

Many sales professionals claim that they never use scripts and 
never would. Many take issue with the entire idea of scripting, 
saying that scripts are “phony,” “don’t work,” “make you 
sound like a telemarketer,” or that “every call is different so it’s 
impossible to use a script.”

The reality is that all sales people use scripts. Here is why:

You probably hear certain questions from your prospects over 
and over and over and over. If you’ve been in sales for even 
a very short time, you probably have fairly standard answers 
to those questions. If you are more or less repeating the same 
answers every time you hear particular questions, those 
answers are your scripts.

You probably also hear the same objections from prospects over 
and over again, and have developed fairly standard responses 
to those objections. If you are responding to a particular 
objection over and over again with more or less the same 
counter-argument, those responses are also scripts.

You also probably have a fairly standard way you introduce 
yourself to new prospects. Sometimes this is called an ‘elevator 
speech’ - a brief introduction you could make to a prospect in 
an elevator that would be finished and understood by the time 
the elevator reaches your floor. If you have been in sales even 
just a little while, you are most likely repeating, more or less, 
the same ‘elevator speech’ over and over again to prospects: by 
another name, this is a script.

You see, it doesn’t matter that your consistent responses are not 
written down or that there are slight variations in the way you 
deliver them each time. If you are repeating the same language 
with different prospects or customers over time, then you are 
using scripts.
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The question is not: should you use a script?

The real question is: does your script work?

Does your script work to get you the results that you want?

And if it does not, shouldn’t you be saying something else?

If you are calling prospects to make appointments, does what 
you say get you the appointment? If it doesn’t, your script 
doesn’t work.

If your entire sales process happens over the telephone, does 
what you say get you the sale? If it doesn’t, your script doesn’t 
work.

If you are making prospecting calls to schedule appointments 
and you are in fact making many appointments, why would 
you ever want to say anything other 
than what works?

And if your entire sale happens over 
the telephone and you are in fact 
closing many sales, why would you 
ever want to say anything else?

Sales professionals who are 
extremely successful have scripts 
that they use regularly and that they 
have honed over the years. They 
know what to say and know when 
and how to say it. Many of these 
successful professionals do not think of what they are saying 
as a script, but if you pay attention you will hear them use the 
same introductions, talking points and responses over and over 
again. The really successful sales people are not winging it.

Bottom line: all sales professionals use scripts; not all sales 
professionals use good scripts.

...all sales 
professionals 
use scripts; 
not all sales 
professionals 
use good 
scripts.
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This is why I have written The Sales Winner’s Handbook: Essential 
Scripts and Strategies to Skyrocket Sales Performance - to give you 
access to effective, proven scripts that work.

Part I of The Sales Winner’s Handbook is on Cold Calling in the 21st 
Century - The New Rules.

When I started my business 20 years ago it was fairly easy to 
get prospects on the telephone. Not so many sales professionals 
were cold calling. There were not as many ways people could 
be contacted, and prospects were less irritable and much more 
receptive. Today things are very different. Cold calling still 
works:  however, you need to know the rules for Cold Calling in 
the 21st Century.

Part II is on Gatekeepers, Voice Mail and Email.

20 years ago the only challenge to reaching your prospect was 
the occasional gatekeeper. Today calls are screened by caller 
ID, voice mail and human gatekeepers. Your emails can be 
trapped in spam filters. Prospects are busier, more stressed and 
less accessible than ever before. In this section you will find 
scripts for dealing with human gatekeepers; a formula to create 
effective voice mail scripts, along with some sample voice mail 
scripts; and tips for successful cold emailing to prospects.

Part III covers The Introductory Appointment-Setting Script.

If your calls are made to schedule face-to-face meetings, this 
part is for you. I walk you through the formula to craft an 
appointment-setting script, and there are sample scripts that 
you can adapt and personalize. This section includes sample 
answers to objections you are sure to hear from prospects, 
along with scripts to help you qualify prospects, leverage 
appointments and follow-up with prospects until they finally do 
schedule that meeting.

If Your Entire Sale Takes Place Over the Telephone, Part IV will be 
especially valuable to you.
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The Performance
Model is the 
framework
for ensuring
these scripts
are effective for 
you if you’re 
skeptical
about the value 
of scripting, I
suggest you skip
ahead to Part V.

First, if you are lucky enough to have prospects calling you, 
this section will show you how to handle those incoming leads 
to turn prospects into customers. If you are cold calling, Part 
IV will show you how to gain your prospect’s agreement to 
have a selling conversation; help you prepare to have that 
conversation; and equip you to respond to prospect objections, 
including an entire chapter on this subject. This part contains 
sample scripts that you can adapt, along with suggestions 
about questions you can employ to gather information, to 
gain agreement, and to help close the sale. Because not every 
sale closes in only one phone call, I have included scripts for 
following up with prospects 
until they buy. Last, but 
certainly not least, Part IV 
covers scripts to close the sale.

Part V explains The 
Performance Model that is 
the framework for ensuring 
these scripts are as effective 
as possible for you.  In fact, 
if you’re skeptical about the 
value of scripting, or not sure 
that these approaches will 
work for you, I suggest you 
skip ahead to Part V to see 
why I’m so sure they will.

Although many things have 
changed in telephone sales 
one thing has remained 
constant: when you reach 
a prospect directly you have very little time, perhaps 10-30 
seconds, to grab and hold your prospect’s attention. This is not 
the time to be winging it. This is the time to be prepared with 
the most compelling sales script you can find or create.

And any misstep, the wrong word or inflection while you’re 
on the phone with a prospect, can easily lead to that prospect 
disengaging. To be successful, you want to be prepared to 
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deliver that persuasive sales script with ease and confidence.

These Essential Scripts and Strategies to Skyrocket Sales Performance 
have all been tried, they’ve all been tested, and they all work.  
It is up to you to take the scripts, adapt them to your needs, 
and internalize them so that they become a part of your 
process. Reading this book is Step One. If you really want to be 
successful in sales, take one script at a time and practice it out 
loud so that it rolls off of your tongue without effort. Then take 
the next script and do the same thing. 

Role-play these scripts with your manager, a colleague, a friend 
or a coach. Sales trainers are so fond of role-playing because 
it helps you become automatic in your responses. You want 
to ensure that when faced with any sales scenario you know 
exactly what you will say and how you will say it. That only 
comes with practice. 

In addition, think about scripts you are currently using that are 
working for you—and keep them. I recommend that you write 
everything down. Don’t rely on memory—you’ll forget. Create 
a folder in which you keep all your scripts, and whenever you 
discover a new script that works for you – another compelling 
answer to a prospect’s question, another great way to introduce 
yourself and your business – add it to your Script Folder.

If in the future you are stumped by a prospect objection, 
that’s ok—the first time. Find an answer for that objection by 
speaking with colleagues or your manager, reading books, 
taking seminars or working with a coach. Once you’ve found a 
good response – or several – memorize it. Add the new script to 
your Script Folder and you will never again be stumped by that 
objection. There is no dishonor in being stumped by a prospect 
objection once: there is no good reason to be stumped by the 
same objection twice.

My intent in writing this Sales Leader’s Handbook is to give 
you a jumping-off point: scripts that work.  If you have never 
consciously thought about scripting, this book will be the 
starting point for your conscious success in sales. If you are 
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already using scripts, use this 
book to critique your technique, 
add to your arsenal of sales tools, 
and bolster your success.

Work with these scripts and adapt 
them. Do so, and these scripts 
can make the difference between 
frustration and failure, or success 
beyond your wildest dreams. I 
leave it to you to choose.

To your success!

Wendy Weiss
The Queen of Cold Calling 

There is no 
dishonor in 
being stumped 
by a prospect 
objection once: 
there is no 
good reason 
to be stumped 
by the same 
objection 
twice.



The Sales Winner’s Handbook • Essential Scripts   Page 17

Part I.  Cold Calling in the 21st 
Century— The New Rules
Is Cold Calling dead? That’s what you hear. No one likes 
making cold calls. No one likes receiving cold calls. The Internet 
and email have replaced the telephone. Cold calling is old-
fashioned. It’s not cool. It doesn’t work.

Or does it?

In terms of direct marketing, cold calling is actually one of the 
most targeted, efficient and effective ways to reach potential 
customers. Nothing beats having a real conversation with a 
prospect. 

Studies back this up. 
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“Cold calling is second only to referrals as the 
number one lead generation tactic,” is the conclusion 
of the research report 6 Lead Generation Insights for 2007, by 
Mike Schultz and Andrea Meachan Rosal (Publisher and 
Chief Content Officer, respectively, of RainToday.com) with 
John Doerr (Principal of the Wellesley Hills Group).   

And Stefan Tornquist, Research Director of MarketingSherpa.com, 
summarized the state of the industry similarly:  

“So, yes, that’s absolutely an endorsement of good 
old-fashioned cold calling, especially when it’s 
targeted and appropriate.”   
- MarketingSherpa Business Technology Marketing Presentation 
2007

Cold calling does work, when done right. The issue is that most 
people do it poorly, which is why it doesn’t work for them.  This 
handbook and the scripts it contains will make the difference 
and be extremely valuable in your efforts to improve lead 
generation and sales performance.

Stefan Tornquist notes the important point that cold calling 
must be “targeted and appropriate.”  Here are some prevalent 
misconceptions about cold calling: 

	Cold calling is a numbers game: Make 100 dials/day and 
someone will eventually say, “yes.”

	Cold calling is a numbers game: Go through the “no’s” 
and hang ups until you finally get a “yes.”

	Anyone is a prospect: Open the phone book and start 
making calls.

	Practice rebuttals to ensure that you can corner the 
prospect.

	Manipulate the prospect into agreeing.
	ABC: Always Be Closing.

I doubt these tactics were ever truly effective. Ten years ago, 
maybe – or even five years ago - when it was easier to get 
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people on the telephone, it might have worked to simply keep 
making calls until someone said “yes.” Today one can dial for 
long periods of time without ever reaching a prospect directly. 

That is why the “numbers 
game” idea is a myth. 

So is the idea that “anyone 
is a prospect.” Cold calling 
today is direct, targeted and 
above all, a communication 
skill. Those who disparage 
cold calling are totally 
missing the point. The bottom 
line is that no matter where 
you find a lead, whether from 
networking or a referral or 
even if someone contacts you, 
at some point you will need 
to speak with that prospect on 
the telephone, and if you are 
not able to communicate the 
value of the product or service 
that you represent, you won’t 
get the customer. 

In today’s business environment, however, it is imperative to 
understand what has changed, what works today and what will 
simply waste your time - the rules for success with one of the 
top tactics for generating leads and sales.

Here are the Cold Calling Rules for the 21st 
Century:

1.	 Have a targeted list.

Before starting a cold calling campaign, create a profile of the 
ideal prospects you are trying to reach.  Out of everyone in the 
entire world who might buy what you sell, who is most likely 
to? And who is most likely to buy a lot of what you sell, and 

No matter where 
you find a lead, 
at some point 
you will need to 
speak with that 
prospect on the
telephone, and if
you are not able
to communicate
the value you 
won’t get the
customer.
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keep returning to buy more?

Describe this Ideal Customer in specific detail. Consider criteria 
like:  

	What industry or market? 
	Where are they located? 
	What is the title of the decision-maker? 
	Does this market have challenges or issues that your 

product or service can solve? 
	If you are calling in the consumer market, what are the 

demographics of your ideal prospects? Where do they 
live? Work? Go to school? 

These are your Qualifying Parameters, the criteria that describe 
the ideal prospect who is likely to buy, buy a lot, and come back 
regularly to buy more. 

Then only call the leads that fit your Ideal Customer profile. If 
prospects do not meet your parameters, they are not qualified 
prospects. You will spin your wheels and waste your time trying 
to reach them, and they will not buy very much or at all.

In business-to-business calls make sure to only call the highest-
level person you believe is the decision-maker. If that person is 
not the decision-maker, they’ll be able to tell you who is. Far too 
many sales professionals and business owners waste their time 
calling too low. They do this with the idea that somehow the 
calls will be easier. They won’t. This simply wastes your time 
and extends your sales cycle. If you are not speaking with a 
decision-maker, you are not speaking with a qualified prospect. 
If you are not speaking with a qualified prospect, they will not 
buy from you.

2.	 Look for the prospects who are looking for you.

Rule 1 was to create your Qualifying Parameters so that you 
could create a targeted list. Keep these ideal characteristics in 
mind as you speak with prospects. Remember: you are looking 
for the best prospects, the ones who are most likely to buy, buy 
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again and keep coming back to buy more. The myth is that 
cold calling is about manipulating prospects into buying things 
they neither want nor need. The reality is that you are looking 
for the prospects that are looking for you. So look to qualify 
your prospects out as well as in. If during your conversation you 
realize that a prospect no longer fits your Qualifying Parameters 
then they are no longer a prospect for you. Let them go.

3.	 Answer your prospect’s question: why should they be 
interested?

In addition to having a targeted list, your approach must be 
targeted to the market and the individual that you are calling. 
It must be relevant. There is no generic approach that will 
work. Preparation counts, big time. 

Ask yourself these questions:

	What are your prospect’s challenges?
	What is their history?
	What’s happening now?
	What problems do you solve for your customers?
	What problems can you potentially solve for your 

prospects?
	How do you help your customers?
	What are the outcomes you/your company/product/

service deliver to customers?

In order to create an approach that will resonate with prospects 
you must dig deeply to understand them. Do your homework 
and do the research. They will not tell you; they’ll expect you 
to know. Prospects today are busy; they are bombarded from 
all sides. If you want to get their attention on a prospecting 
call you need to have something compelling to say. It must 
be relevant. Truly understanding your prospects and their 
situations will help you craft an approach that will enable you 
to have a productive conversation.
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4.	 Understand the goal of your call.

Many people confuse cold calling with closing a sale. Every 
sale goes through a cycle, from the introduction to information 
gathering to offering a solution to closing. Cold calling is not 
closing a sale. That comes later. Many sales professionals and/
or business owners are making calls to set face-to-face meetings. 
Others are making calls to schedule web-based demos. Even 
those whose entire sales process takes place over the telephone 
must still have some type of introductory conversation with the 
prospect. The cold call is not the sale – it is the introduction.

This goal frames your entire approach. On your initial contact 
with a prospect, you are not asking them to buy from you 
or to agree to let you replace their current vendor. You are 
only asking to have a productive conversation. This has two 
advantages. Your prospect feels far less pressure – and you 
never want a prospect to feel pressure because they will run; 
and you also feel less pressure, since you don’t have to close 
immediately on the telephone.

One you have that initial comprehensive conversation on the 
phone or face-to-face, you will know whether or not you are 
speaking with a truly qualified prospect with a legitimate need 
that you can satisfy. If you are, you will still need to do all of 
the relationship building, discovery and offering a solution in 
order to close the sale.

5.	 Craft your approach.

While many, many people resist the idea of creating a script, 
this is simply following through on Rules 3 and 4 above. 
Bottom line: cold calling is a communication skill. You want 
your prospects to understand the value that you represent and 
how it will positively impact them. You want the prospect to 
be interested and excited by what you have to offer. To achieve 
that result, you must craft your language. 

One thing that has not changed in the 21st century is that you 
don’t have a lot of time to grab and hold a prospect’s attention. 
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It is imperative to be prepared. When you get that prospect on 
the telephone you must have something compelling to say: 
this is not the moment to be winging it.  If you don’t sound 
interesting or relevant to your prospect they will not want to 
speak with you. If a prospect says, “I’m not interested” and 
hangs up, you will not get another chance.

Lead with the value that your provide and use concrete 
examples to illustrate that value. Make sure to ask for what 
you want:  a meeting, an extended telephone conversation, or 
scheduling a time for the prospect to see a web-based demo. 
Over time you will memorize your approach. If you are just 
starting out, write it down so that you won’t have to think 
about it or worry that you’ll forget anything important, and 
you can simply concentrate on your prospect.

Create Telephone Theater. It’s not only what you say - it’s how 
you say it. Your voice conveys as much if not more than the 
words you speak, so take the time to practice your approach 
out loud. Call your voice mail and record your introductory 
speech, then listen to how you sound. You want to sound 
warm, friendly and confident, happy to be speaking with your 
prospect, and conveying the sense that you have something 
important to say.

6.	 Use all the tools that are available.

While it is more difficult to get prospects on the telephone than 
in the past, the good news is that there are more tools available 
to you to reach your prospects directly. At one time the only 
way you could contact a prospect was via their office phone, or 
perhaps a letter, but today you can also call the prospect’s cell 
phone and/or send an email.

Always try to reach your prospect directly first. It is always 
better if you can have a conversation. If this is a prospect that 
you truly want to reach, after several attempts you can leave a 
voice mail message or send an email. (But see Part II first!)

Remember: As with your telephone script, the rule for a voice 
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mail and/or email is to lead with the value that you provide. 
That is what will gain your prospect’s attention.

7.	 Have a system.

This is probably the hardest rule for most people to follow. I am 
constantly surprised by the number of sales professionals and 
business owners who do not have a good system to track their 
prospects — or even their customers. In the 21st century, there 
simply is no excuse for not using some type of contact tracking 
software.

In addition, set up your “Best Practices” for prospecting. Ask 
yourself these questions:

	What are your systems for contacting prospects? 
	How often do you try a prospect before letting them go? 
	What scripts are you using? 
	What scripts are you using for voice mails? 
	What email templates are you using? 
	What is your system to follow up with prospects? 
	What other tools are you using to support your 

prospecting efforts? 

While the answers to these questions are outside the scope of 
this book, they are very important and will 
have a great impact on the success of any 
prospecting campaign.

The environment for cold calling has 
changed in certain ways, but the bottom 
line is that cold calling is still one of the 
top tactics for effective lead generation 
and sales. It must be targeted, and you 
must have a compelling, market-focused, 
value-centered message that will resonate 
with prospects. Rather than manipulation, 
cold calling is high-level sorting — you are 
looking for those prospects who are looking 
for you. And for cold calling to work best, 

...you are 
looking 
for those 
prospects 
who are 
looking 
for you. 
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you must have a system for sorting your prospects. Cold calling 
is about conversations that lead to conversions.

The days of the “numbers game” and “open the phone book 
and call” approaches are history. Cold calling is dead: long live 
cold calling!
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Part II.
Gatekeepers and Voice Mail
Every telephone prospecting scenario begins with the attempt to 
identify the decision- maker and then get that decision-maker 
on the phone to have a selling conversation. Before reaching 
your prospect, however, you will usually encounter either 
human gatekeepers or voice mail, or both. 

So how do you successfully get past these barriers to identify the 
decision-maker and get your prospect on the phone?  With the 
right scripts, of course.

In this chapter you will find scripts for naming the decision-
maker and then bypassing gatekeepers to reach your prospect 
directly. And in the event that despite your best efforts you are 
unable to reach your prospect directly, I also outline The Voice 
Mail Formula and provide some sample voice mails that you can 
use and adapt.

You may be calling large companies, or you may be calling 
smaller companies. The kind of gatekeepers you encounter 
and your approach to them will differ depending on the size of 
the company you are calling. Gatekeepers in both small and 
large companies will ask “What is this in reference to?” – but 
they actually mean different things by that question.  You must 
know with whom you are speaking, and what they are actually 
asking you. 

There are therefore three kinds of scripts for getting past 
gatekeepers to decision-makers:

	Naming the Decision-Maker
	Calling Large Companies: Secretaries & Assistants
	Calling Small Companies

We will begin with Naming the Decision-Maker. You will 
use this script for large or small companies when you do not 
have the name of your prospect. 
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Chapter 1. 
Naming the Decision-Maker 

The easiest way to name your prospect is to simply ask the 
receptionist - or the frontline person who answers the phone.

When you are calling a large company you will probably first 
encounter a receptionist or switchboard operator. Receptionists 
in large companies DO NOT screen calls. Their job is to connect 
calls.  They may very well ask you, “What is this in reference 
to?” 

What they really mean by asking that question is that they’re 
not sure with whom they should connect you. You will need 
to help them out by using what I call the Broken Record 
Technique — you repeat what you just said in different 
ways, giving more titles as options, until that receptionist or 
switchboard operator recognizes a title.
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On the other hand, if you are calling a small company you 
will most likely reach someone who actually does screen calls. 
That’s ok. Either way, if you do not know the name of your 
prospect you’ll start out the process in exactly the same way.

To find the person who actually makes the decision, you must 
ask for a title. You want to find the highest level person that 
you believe is the decision-maker. If that person is not the 
decision-maker, they will know who is and can refer you down. 
And, counter-intuitively, it is much easier to work from the top 
down than from the bottom up.

One of the biggest mistakes you can make in Naming the 
Decision-Maker is to ask for an activity rather than a title. 
It’s a common mistake:  in training and coaching sessions I 
frequently find that someone will show me their script, and 
they have been asking for “the person who makes the decision 
to purchase (fill in product/service)”or “the person who purchases 
(fill in product/service).”

This question may get you someone who is involved, most 
likely as an end user of the product/service, rather than the 
person who actually makes the decision to buy the product/
service. Although it can be very useful to speak with end users 
to gather qualifying information, ultimately you must reach 
the person who makes the decision.

Even worse, when calling small companies the request for “the 
person who makes the decision to purchase (fill in product/
service)”or “the person who purchases (fill in product/service)” will 
frequently elicit responses such as “We’re all covered” or “We’re 
not interested,” or “Send an email and if we’re interested we’ll 
call you back.” This question can be the kiss of death for your 
call, so don’t ask it!
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Script for Naming the Decision-Maker

You:
 “Before you connect me (P A U S E), I need to reach…” 
(Give title) “Who is that please?” 
 

The key word here is: “before.” You say, 
“Before you connect me” and then you 
pause because you want the receptionist 
to hear the word “before” and give you a 
name before she puts you through. 

Receptionist: 

 “What is this in reference to?” 

This “What is this in reference to?” is different than later on 
when the decision-maker’s secretary or assistant says it. At this 
point the receptionist really means “I do not understand what 
you want, I don’t know who to connect you with.”

You: 	
Use the Broken Record Technique - repeat what you just 
said but elaborate a little. 
 

“I need to reach whoever is over all in charge of 
(department where decision is made). I don’t know if that 
would be your Director of (title) or your Vice President of 
(title) or your Manager of (title). Who would handle that 
and what is the correct title?   
 

If you keep using the Broken Record Technique and 
throwing out titles, eventually the receptionist will latch onto 
one and give you a name. 

If a company has a policy that the switchboard will not give 
out names, you can ask to be connected with the department 
where the decision is likely to be made. When you reach the 
receptionist or the frontline person who answers the phone in 
that area, start over with the script: “Before you connect me     
(P A U S E)…”

The key 
word 
here is: 
“before.”
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If you are calling a small company it is more than likely that 
the decision-maker you want to reach is the Owner, President, 
CEO or some similar title. You probably will want to speak with 
the person who runs the company. In a small company there 
may be many people involved in the decision, but most of the 
time the ultimate decision-maker is going to be the person who 
runs the company. If you start there you will eliminate the “I 
have to ask my boss” syndrome that stalls so many sales. 

This is the script for Naming the Decision-Maker when you 
call small companies:

You:
“Before you connect me (P A U S E), I need to reach the 
company owner. Who is that please? 

Gatekeeper: 

 “What is this in reference to?” 

 Treat this “What is this in reference to?” as a receptionist 
question. You are being asked for information: help out.

You: 

Use the Broken Record Technique - repeat what you just 
said but elaborate a little. 
 

“I need to reach whoever is over all in charge of the 
company. I don’t know if that would be your President or 
your CEO or the owner of the company. Who would that 
be and what is the correct title?  

 

If you keep using the Broken Record Technique and 
throwing out titles, eventually the gatekeeper will latch onto 
one and give you a name. 

Gatekeeper: 

That’s (Prospect’s Name).
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When you are calling small companies, it’s at this point that 
the Gatekeeper might start asking additional questions. These 
will be Screening Questions, which we will cover in Chapter 2.

Six More Ways to Name Your Prospect

If you are having a difficult time putting a name on the correct 
prospect, here are some additional easy ways to discover with 
whom you should be speaking. The key script that you need to 
know is:

“I’m wondering if you can help me.”

These are magical words. People love to help, and if you ask, 
most people will be very responsive to your request. Employ 
these magic words as often as you can in 
your hunt for your prospect.

1.	 Check the prospect company’s web 
site. This is the easiest way to find 
your prospect’s name. Thanks to the 
Internet, many companies today list 
executive and/or senior management 
on their web sites, sometimes with 
organizational charts.

2.	 Call the Chief Executive Officer. The theory here is that 
Executive Assistants know everything. Call the CEO’s office 
and ask the Executive Assistant for some help, with “I’m 
wondering if you can help me.” Tell the Executive Assistant 
exactly what you need and more than likely you will be 
pointed in the right direction. 

3.	 Randomly change the general switchboard number 
extensions. If the switchboard number is 5000, call 5001, 
5002… until you reach a human being. It won’t be the 
right human being, but that’s ok. Once you reach a human 
being, ask that person to help you:  “I’m wondering if you 
can help me.” Ask, “Do you have a company directory? 

“I’m 
wondering 
if you can 
help me.”
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Could you look that up for me, please?” When asked this 
way, most people are very happy to help. Be sure to thank 
this person profusely.

4.	 The made-up name. Sometimes companies will not give 
out information unless you have a name. In this case, make 
up a name and then ask for that person. The switchboard 
operator will tell you there is no one there by that name. 
You then say, “Oh, (Made up Name) used to be the (Title). 
Who has taken over there?” Many times this will work to get 
you the right name.

5.	 Ask a sales person. Call the sales department and speak 
with a sales person. Say, “I’m wondering if you can help 
me.” Sales people will understand your situation and if they 
can, they will help you. Tell the sales person exactly who 
you are trying to reach, and don’t forget the Broken Record 
Technique: use variations on titles to help them help you. If 
they do not know the correct name of the Decision-Maker, 
ask, “Do you have a directory handy? Could you look that 
up for me, please?” Be sure to thank this person profusely 
for their help.

6.	 Ask Customer Service. Customer Service is there to help. 
Call them and ask: “I’m wondering if you can help me.” 
Many times Customer Service can give you the information 
you require. Again, if the Customer Service representative 
does not know the correct name ask, “Do you have a 
directory handy? Could you look that up for me, please?” Be 
sure to thank this person profusely for their help.
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Chapter 2. Gatekeepers: Secretaries 
and Assistants

Gatekeepers in Large Companies: 
Secretaries and Assistants

Once you have named the decision-maker, the next human 
being you might encounter on your path to speaking directly 
with your prospect is that person’s secretary or assistant. 
Secretaries and/or assistants do screen calls. That is part of their 
job. 

Another part of their job is to put important calls through—
including your call. Your job is to either get the decision-maker 
on the phone, or find out when you can reach the decision-
maker directly and call back then.
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Your posture needs to be that of a peer of the decision-maker. 
Your tone should be confident and firm and always polite. You 
control the conversation by asking questions or giving direction 
as you will see in the following script:

Script for Secretaries and Assistants 

You:
Ask for your Prospect by first and last name.

“(Prospect’s Name), please.”

Secretary/Assistant: 

“Who’s calling?”

You:
“This is (your name). Is she available?”

Secretary/Assistant: 

“Where are you calling from?”

You:
“(Company Name).  Is she available?” 

Note: If your company name says exactly what you do – for 
example, ABC Printing Company – then shorten the name to 
simply ABC.

Secretary/Assistant: 

“What is this in reference to?”

You:
“Please tell (Prospect’s name) that (your name) from (your 
company) is on the line.”

If the Secretary/Assistant says your prospect is 
unavailable… 
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“He’s on the phone.”

“She’s away from her desk.”

“He’s in a meeting.”

“She’s out of the office.”

“He’s not available.”

…You must ask targeted questions: 

 “When will he be finished with that call?”

“When will she return?”

“What time do you expect him to be back?”

 “How late will she be in this afternoon?”

“When is the best time to reach him?”

Additional responses to “What is this in 
reference to?”

Secretary/Assistant: 

“What is this in reference to?” 

You:
 

 “It’s rather complex and it’s something I need to discuss 
with (Prospect’s Name). Is she available?” 

Your next response depends on the secretary. If the secretary/
assistant tells you the decision-maker is not available, use 
targeted questions such as those above to find out when you 
can call back. On the other hand, the secretary/assistant may 
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say: 

Secretary/Assistant: 

“I need more information. (I need to tell him what this 
call is about.)”

You:
 

 “Please tell (Prospect’s Name) that (your name) from (your 
company) is on the line. That should be fine.” 

OR:
Secretary/Assistant: 

“Will she know what this is in reference to?” 

You:
 

 “She may not. Please tell (Prospect’s Name) that (your 
name) from (your company) is on the line.”

If you’ve sent information, an email or a letter 
in advance:

Secretary/Assistant: 

“What is this in reference to?”

You:
 

“We’ve had correspondence. Please tell (Prospect’s Name) 
that (your name) from (your company) is on the line.”

These scripts will enable you to quickly reach prospects that are 
available, and if your prospects are not available, quickly find 
out when you might be able to reach them directly.

Remember, however: these scripts are not magic. Not everyone 
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will be available when you call, 
so if you are not able to reach 
any particular prospect, gather 
as much information as you 
can from any Gatekeepers to 
ascertain when you might be 
able to reach your prospect; mark 
that prospect for another phone 
call on a day and time that they 
might be available; then move 
on and call the next prospect.

If the Secretary/
Assistant Wants to Take 
a Message

Never leave a message with a human being. If you are going to 
leave a message, leave it on voice mail. If you leave a message 
on voice mail, you know that your prospect will hear your 
message exactly as you want it to be heard. If you leave your 
message with a human being you have no control of how the 
message actually comes out.  

Sometimes a secretary/assistant may be very insistent about 
taking a message. If that happens use this script:

You:
“I’m heading into a meeting and she won’t be able to 
reach me. I’ll give her a buzz later. When is the best time 
to check back?”

Secretary/Assistant: 

“When you call back you’ll still have to tell me what it’s 
in reference to…”

You:
“I’ll be happy to give you whatever information you need 
when I check back. I’m not going to leave a message 

...if you are not 
able to reach 
any particular 
prospect, 
gather as much 
information 
as you can 
from any 
Gatekeepers
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right now. Thank you.”

Then when you call back, start all over with:

You:	
“(Prospect’s name), please.”

Calling Small Companies Where One 
Person May Be Both The Receptionist 
And The Secretary/Assistant

When calling small companies you will often only encounter 
one level of screening:  there will only be one front line person, 
who plays both roles of Receptionist and Secretary.

If you already know your prospect’s name, simply proceed with 
the Script for Secretaries and Assistants on the previous pages. 

If you need to first Name The Decision-Maker, however, you will 
use a combination of the Script for Naming the Decision-Maker 
and the Script for Secretaries and Assistants.

You:
“Before you connect me (P A U S E), I need to reach the 
company owner. Who is that please?”

Gatekeeper: 

 “What is this in reference to?” 

 Treat this “What is this in reference to?” as a receptionist 
question. You are being asked for information: help out.

You: 
Use the Broken Record Technique - repeat what you just 
said but elaborate a 
 little. 
 

“I need to reach whoever is over all in charge of the 
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company. I don’t know if that would be your President or 
your CEO or the owner of the company. Who would that 
be and what is the correct title?  

If you keep using the Broken Record Technique and 
throwing out titles, eventually the gatekeeper will latch onto 
one and give you a name. 

Gatekeeper: 

That’s (Prospect’s Name), but what is this in reference to? 

At this point, you know that this is one person who doubles 
as Receptionist and Secretary. Receptionists who are only 
receptionists do not screen. If the receptionist gives you a 
name and then asks, “What is this in reference to?” you must 
now use your Secretary/Assistant screening techniques. 

You:
“Please tell (Prospect’s name) that (your name) from (your 
company) is on the line.”
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Chapter 3. Voice Mail

Once you have named your prospect, the next issue is to 
actually get that prospect on the telephone. Today many, many 
calls go to voice mail without ever reaching a human being. 

While many prospectors leave messages with the hope that the 
prospect will call back very few prospects do actually return 
phone calls. Coupled with that is the reality that you are 
always better off being able to have a conversation with your 
prospect.

A conversation makes that human being to human being 
connection. You are able to hear your prospect, what they are 
saying and how they are saying it. You can respond to your 
prospect’s questions. You can accomplish so much more if you 
can only speak with your prospect directly.  So how do you 
align these two realities—that you need to actually speak with 
your prospect and that so many calls go directly to voice mail? 
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The answer is to bypass voice mail by being a detective and 
actively seeking out your prospect. Here are:

12 Strategies to Bypass Voice Mail

1. Ask the gatekeeper: “When is the best time to reach
(Prospect’s Name)?” Call back then.

2. Vary your calling times. If you are only reaching voice
mail you have no way of ascertaining when your prospect
will be available. If you always make your calls at the
same time of day, vary your routine. Call at different times
throughout the day and throughout the week.

3. Ask for alternate phone numbers for your
prospect. Ten years ago prospects generally only had
one office line. Today there are a myriad of ways to reach
prospects: cell phones, home office phones. Your prospect
might have another office location and of course, there is
always email. Make sure that you get all of your prospect’s
contact information.

4. Call prospects outside of business hours. High level
decision-makers are frequently in their offices at times
that their secretaries or assistants are not and often during
those times they answer their own phones. Calling before
9:00 a.m. and after 5:00 p.m. can often help your bypass
voice mail and reach your prospect directly. Always ask
gatekeepers for your prospects’ direct line. This way you
will be able to reach your prospect early or after business
hours.

5. Call prospects during lunch. When you are calling
high-level decision-makers lunchtime is the second
best time to call. If your prospect does not have a lunch
meeting scheduled, they could very well be at their desk
having a working lunch. During these times gatekeepers
are frequently not there and the prospect might
actually be answering their own phone.
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6. If possible, block your phone number. Depending
on the state in which you live and of course, your work
situation, you may be able to block your phone number
from showing up on a prospect’s caller ID. If you can block
your number this will allow you to call a prospect more
frequently as your prospect will not know it is you calling.

7. If you cannot block your line, dial *67 before you dial
your prospect’s number. This strategy will allow you to
block the line for that call. This will enable you to call a
prospect more frequently as your prospect will not know it
is you calling.

8. Call the extension with one number up or down
from your prospect’s number. The idea here is that
you might reach someone who sits near or has an office
near your prospect. Ask: “When is the best time to reach
(Prospect’s Name)?” “What time does (Prospect’s Name)
come in?”  “What time does (Prospect’s Name) take lunch?”
“How late is (Prospect’s Name) usually in?” Be a detective,
gather information and call back when you think you
might be able to reach that prospect directly.

9. Dial 0 for help.  Usually at the end of an outgoing
message is a statement like, “If you need additional or
immediate help dial…” or “To reach someone else in the
company dial…” Take advantage of this. You might have
to leave a message so that the system will let you move
onto the next step. If you don’t want to leave an actual
message you can simply say, “OK” which will be recorded
and then allow you to move on. As in #5,
ask the person that you reach for help.

10. Send your prospect an e-mail and attach a “read
receipt.” Keep your e-mail open. When you receive the
read receipt back, try calling your prospect. That prospect
could very well be at their desk or holding their Blackberry
in their hand.

11. Call the wrong number. Yes, deliberately call a wrong
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number within your target company. That’s right, any 		
wrong number  so long as it’s within the company. You 		
will of course, reach the wrong person. That’s ok. When 		
you reach the wrong person, ask them to transfer you 		
to the number you wish to reach. Your call will now look 
like it’s coming from someone internally. If the prospect 		
is screening their calls and not picking up calls 			
that come from outside lines, they may very well answer 
the phone thinking it’s someone within the company.

12. As a last resort, if you absolutely must reach a particular
prospect, ask if that prospect can be paged.
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Leaving Messages

There are certain circumstances where you may decide to leave 
a voice mail message. You’ve hunted for your prospect and 
have simply not been able to reach that person directly. If this 
is a particularly important prospect or if there is a specific time 
frame in which you have to reach your prospect, you may feel 
that you’d be better off leaving a voice mail message.

If that is the case, be strategic and set up the best possible 
situation to increase the likelihood that your prospect will call 
you back. You will want to use The Voice Mail Formula.  Here’s an 
outline of that, after which you will find some sample Voice Mail 
Scripts that you can adapt to your own use.  

The Voice Mail Formula

 Say your name and telephone number at least
twice, slowly, once at the beginning of the message,

once at the end. Your prospect will not 
call you back if they do not have your 
phone number. Say your name and phone 
number at the speed you would if dictating 
to someone who is going to write it down. 
Your prospect will interpret this slow 
dictation as a prompt to write, and will 
pick up a pen and begin to write. Make 
sure to say your number again slowly at 
the end of the message. This way if your 
prospect missed the number the first time, 

they won’t have to go back to the beginning of the 
message. Make it easy for your prospect to call you back.

 Spell your name. If your name is at all difficult, spell
it. Spell it slowly the same way you did with your phone
number. You want your prospect to be able to write your
name down correctly.

 Speak slowly and distinctly. If your prospect does not
understand you, they will not call you back, so make sure

Make 
it easy 
for your 
prospect 
to call 
you back.
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that you speak clearly.  

 Focus your message on the value, benefits and
outcomes that you, your products/services or company
can deliver to customers. This is the heart of your
message. The tips above ensure that your prospect will be
able to call you back. Focusing on the value will ensure
that your prospect will want to call you back.

 Tell a Success Story. Tell your prospect about similar
companies with whom you have worked and how you
were able to help them. Keep this short: 3-4 sentences
should be enough. (For more on Success Stories see Part III,
Chapter 23.)

 The likelihood is minimal that a prospect will call you
back after only one message. You must therefore, create
a series (3-8) of differing voice mail messages.
You will want to tell different Success Stories or focus on
a different value or outcome in each message, so that
you are saying something new each time that you call.
Leave one message every 3-5 business days. This
repetition increases the likelihood that your prospect may
call you back. If one message does not resonate, perhaps
the next will. The number of messages that you leave
is contingent on the importance of the prospect you are
trying to reach. As a standard best practice you might
leave 4 voice mails before moving on. If, on the other
hand, you feel that it is vitally important to reach this
particular prospect, then leave more messages.

 If you have left your series of messages and have not
received a return call, in your last voice mail message
you must be sure to tell your prospect that you will not
be calling again. Make sure that you keep an even,
pleasant tone and use neutral words - nothing that could
be interpreted as angry or annoyed. Let your prospect
know that you know that they are busy. Tell them you’re
assuming that it is not a good time for them to have the
discussion, and so you will not be calling again for a
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while. Specify a time frame:  this quarter, in six months, 
this year… Sometimes the statement that you won’t be 
calling can make an interested (but extremely busy) 
prospect pick up the telephone and call you back.

 Make sure that you keep track of the voice mail messages
you leave. Many sales representatives simply write, “left
message” in their notes. You want to be able to remember
which message you left so that you know which message
to leave next and also so that you know which messages

get good responses. If your 
CRM or prospecting software 
does this automatically, that’s 
great. Most do not, however, 
so write it down in your notes. 
(See the Sales Resource Guide 
for recommendations for 
prospecting software and CRM.)

Sample Voice Mail 
Messages

Please note: These are samples 
– templates - only. You must use
your own company credentials,
statistics, customers and Success
Stories.

Generic scripts do not work. The more specific that you are 
about your credentials, history and outcomes for customers, the 
more success you will have.

Please also read Parts II and III on Scripting to help you craft 
your voice mail messages.

Generic scripts 
do not work. 
The more 
specific that you 
are about your 
credentials, 
history and 
outcomes for 
customers, the 
more success 
you will have.
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Sample Voice Mail Sequence for a Point 
of Sale System

Voice Mail #1

Hello (Prospect Name).

This is (Your Name).  I’m with XYZ Associates. (Your phone 
number)

We’re experts in retail point of sale systems that increase 
(niche) stores’ sales and profitability.

The bottom line is: In this recession we’re helping clients cut 
their overhead, cut unnecessary sales and discounts, and 
turn nonselling merchandise into revenue. 

For example, ABC Store saw an increase of almost 30% 
using our system.

I’d like to introduce myself and XYZ Associates personally, 
learn about your store and see if we might be able to help. 
Please call me.

Again this is (Your Name) from XYZ Associates. Our phone 
number is (Your phone number.)

Voice Mail #2

Hello (Prospect Name).

This is (Your Name).  I’m with XYZ Associates. (Your phone 
number)

We’re experts in retail point of sale systems that increase 
(niche) stores’ sales and profitability.

We’ve been supporting retailers for (number of) years and we 
work with over (number of) clients in nearly (number of) retail 
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locations throughout the United States

For example: DEF Stores saw an increase in sales of 
(percentage) after using our system.

I’d like to introduce myself and XYZ Associates personally, 
learn about your store and see if we might be able to help. 
Please call me.  

Again this is (Your Name) from XYZ Associates. Our phone 
number is (Your phone number).

Voice Mail #3

Hello (Prospect Name).

This is (Your Name).  I’m with XYZ Associates. (Your phone 
number)

We’re experts in retail point of sale systems that help store 
owners track and maintain inventory and increase customer 
loyalty.

For example HIJ Store was losing customers to the 
competition because they were having a hard time tracking 
inventory. They simply didn’t always know what they had 
in the store or when they needed to reorder. Customers 
would come in and if HIJ didn’t have what they needed, the 
customer would go elsewhere.

Once they installed our system that never happened again. 
They never lost another customer due to not having the 
inventory.

I’d like to introduce myself and XYZ Associates personally, 
learn about your store and see if we might be able to help. 
Please call me.

Again this is (Your Name) from XYZ Associates. Our phone 
number is (Your phone number).
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Voice Mail #4

Hello (Prospect Name).

This is (Your Name).  I’m with XYZ Associates. (Your phone 
number)

We’re experts in retail point of sale systems that help store 
owners increase sales and profitability.

I’ve called you a few times wanting to introduce myself and 
XYZ Associates personally. I know that you are very busy, 
and because I haven’t heard back from you I’m assuming 
this is not a good time for us to have a conversation. I don’t 
want to make a pest of myself and so I will not be calling 
again. I’ll touch base in six months or so.

If you’ve been meaning to call back and simply haven’t had 
the chance, I would love to share with you how we’ve helped 
other store owners in the area. Please call me.

Again this is (Your Name) from XYZ Associates. Our phone 
number is (Your phone number).

Sample Voice Mail Sequence for a Credit 
Card Processing Company

Voice Mail #1

Hello (Prospect Name).

My name is (Your Name). My phone number is (Your phone 
number).

I’m a Consultant with XYZ Company. The security of 
customer information is a huge issue today and we are 
known for helping local restaurants control and maintain 
the security of their operations. 
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We’ve been in business since (date) and work with Restaurant 
A, Restaurant B, Restaurant C right in the neighborhood.

I’d like to share with you how we’ve been able to help other 
restaurant owners in the area sleep easier at night knowing 
that their customer data will not be compromised. Please 
call me.

Again this is (Your Name) from XYZ Company. Our phone 
number is (Your phone number).

Voice Mail #2

Hello (Prospect Name).

My name is (Your Name). My phone number is (Your phone 
number).

I’m a Consultant with XYZ Company. Given our current 
economy every restaurant owner that I know is really 
watching their bottom line and we are known for helping 
local restaurant owners manage and control their expenses.

We’ve been in business since (date) and work with Restaurant 
A, Restaurant B, Restaurant C right in the neighborhood.

I’d like to share with you how we’ve been able to help 
other restaurant owners in the area control their operating 
expenses. Please call me.

Again this is (Your Name) from XYZ Company. Our phone 
number is (Your phone number).

Voice Mail #3

Hello (Prospect Name).

My name is (Your Name). My phone number is (Your phone 
number).
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I’m a Consultant with XYZ Company and we stand up for 
the little guy. We are known for helping local restaurant 
owners have the same clout and competitive edge in the 
marketplace as the TV chefs with big restaurants.

We’ve been in business since (date) and work with Restaurant 
A, Restaurant B, Restaurant C right in the neighborhood.

I’d like to share with you how we’ve been able to help other 
restaurant owners in the area gain the competitive edge in 
the market. Please call me.

Again this is (Your Name) from XYZ Company. Our phone 
number is (Your phone number).

Voice Mail #4

Hello (Prospect Name).

My name is (Your Name). My phone number is (Your phone 
number).

I’m a Consultant with XYZ Company and we work with 
local restaurant owners to help them control and manage 
their operating expenses and ensure their customer data is 
secure.

I’ve called you a few times wanting to introduce myself and 
XYZ Company personally. I know that you are very busy 
and because I have not heard back from you I’m assuming 
this is not a good time for us to have a conversation. I don’t 
want to make a pest of myself and so I will not be calling 
again. I’ll touch base in six months or so.

If you’ve been meaning to call back and simply haven’t had 
the chance, I would love to share with you how we’ve helped 
other restaurant owners in the area. Please call me.

Again this is (Your Name) from XYZ Company. Our phone 
number is (Your phone number).
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Chapter 4. Email Strategies

Ten Email Strategies to Reach Decision-
Makers

In the maze of Corporate America it can be very difficult to get 
a decision-maker on the telephone. While the title of this book 
refers to “Essentiae Scripts,” the reality is that sometimes the best 
way to reach a prospect is via email. If a gatekeeper (especially 
a secretary or assistant) tells you that the best way to reach a 
particular prospect is by email, by all means send one. Here are 
some strategies to maximize your email response:

 Create an attention-grabbing subject line.  If your
prospect does not open your email - or worse still, deletes
your email - you are nowhere. Be sure that you have
an attention-grabbing subject line. Go to the nearest
newsstand and look at magazine headlines: use these
headlines as a model. Your topic is, of course, different.

 Subject lines that use the prospect’s name and/
or subject lines that ask questions frequently work
well. If you have a referral, put that referral’s name in
the subject line: for example, “Jane Jones recommended
that I contact you.” If your prospect does not read your
e-mail, your sales process stops.

 Your subject line should be no more than 50
characters. That’s all that will show in your prospect’s
preview pane. To test what your prospect will see,
send the email to yourself. While everyone’s inbox is
configured differently, doing this will give you an idea of
what your prospect will see.

 Subject lines that are in all capital letters or that have
exclamation marks will almost certainly get caught in
spam filters: use upper and lower case letters and
avoid exclamation marks.
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	Keep your email short and to the point, no more 
than one screen in length. Remember that your prospect 
may be reading on their desktop or they may be reading 
on a Blackberry or another small-screen, handheld 
device. 

	Just like a voice mail message, your email must focus 
on a benefit or result that you/your company/your 
product or service can achieve for customers.

	Lead with the most important information and/
or biggest benefit. Why? Because you only have one 
opportunity to make a first impression. That lead-in is 
what will keep your prospect reading. Make sure that 
your lead-in is something that your prospect cares about.

	Be sure that your message includes a call to action. 
What action do you want your prospect to take? If you 
want a phone call, you must say, “Please call me.” Don’t 
expect that your prospect will guess. It’s your job to ask.

	No attachments. Remember that your prospect may 
be reading on their desktop or they may be reading on 
their Blackberry or another handheld devics. Attachments 
also frequently get caught in spam filters, which mean 
that your email may not be delivered at all. In addition, 
attachments sometimes contain computer viruses, so a 
cautious email recipient will not open an email from a 
stranger that has an attachment.

	No HTML or fancy graphics. Remember that your 
prospect may be reading on their desktop or they may be 
reading on their Blackberry or other handheld device.  In 
addition, some graphics can get caught in spam filters, 
which mean that your email may not be delivered at all.

Use these strategies to script your e-mails so as to increase the 
chances of beginning a conversation with your prospect.
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Part III. The Introductory 
Appointment-Setting Script
Many sales professionals and business owners make calls to 
set up face-to-face appointments with prospects. When calling 
to schedule appointments, it is imperative to be prepared in 
advance. These days it is far more difficult to get prospects on 
the telephone than ever before. When you do get your prospect 
on the line you really need something compelling to say. 

Your Appointment-Setting Script is different from the script that 
you would use if your entire sales process takes place over the 
telephone. This is one of the most common mistakes I have 
observed in training and coaching sessions over the years, 
and it’s one of the biggest, too:  sales representatives trying to 
convince prospects that their product/service is better than the 
competition’s – in their first, introductory call. They use this as 
the reason a prospect should meet.
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This approach usually backfires, however, because you are 
essentially asking your prospect to make an immediate buying 
decision. If you are selling a high ticket product/service that 
has a long sales cycle, that buying decision is not going to 
happen in one phone call. To be effective, you must respect 
the process. Your cold call is the introduction that gets you the 
appointment, and the appointment is your opportunity to 
introduce yourself personally, and your company and product/
service in more detail.  That is it.

If your prospect feels from your approach or your questions 
that you are asking them to make a buying decision in this 
first introductory call, they will push back. Your approach 
can actually create prospect resistance, so be sure to focus on 
the idea that you simply want to introduce yourself. If you do 
so, the entire prospecting process changes: you will feel less 
pressure because you don’t have to close in one call, and your 
prospect won’t feel pushed into a corner and forced to make a 
decision (which at this stage is likely to work against you).  

This approach actually pre-empts many objections that you 
might hear, such as the very common response:

“I already have a vendor.”

If you approach your prospect with the idea that you simply 
want to introduce yourself, the fact that the prospect “already 
has a vendor” is actually totally irrelevant. Although it is 
certainly true that your long term goal is to turn the prospect 
into a customer, the goal of your first phone call is to set up an 
introductory meeting. Your truthful response can easily be:

“I understand that you have a vendor. Right now I’d 
simply like to introduce myself…

You side-step the issue entirely. Remember:  if you get the 
appointment, you will have time to answer this objection in 
detail.  (You’ll find more on answering objections later, in 
Chapter 4 and in Part IV, Chapter 5.)
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So how do you successfully set up face-to-face appointments 
when you get a prospect on the phone?  By using The 
Appointment-Setting Script Formula. This contains all of 
the elements that you need in an appointment-setting script in 
order to grab and hold your prospect’s attention and gain their 
commitment to meeting with you.  

First, I will outline The Script Formula and describe its logic, and 
then you’ll find some sample Appointment-Setting Scripts that 
you can adapt to your own use.  

You also will find some important tips about Pre-empting 
Prospect Objections, using Success Stories to make your point and 
the formula for Responding to Prospect Objections. 

Finally, you’ll get some crucial guidance on further Qualifying 
Your Prospects, on Following Up on appointment-setting, and 
Leveraging Your Appointments.

Let’s start with Appointment-Setting.  This Script Formula has 
four key features: 

	The Personal & Company Introduction
	Your/Your Company’s Credentials
	The Success Story (or Stories)
	The Appointment-Setting Mantra
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Chapter 1. The Appointment-Setting 
Script Formula

	Introduce yourself. 

Hello, (Prospect name). My name is (your name). I’m with 
(company name).

	One sentence sound bite describing your company 
and the product/services you offer.

We are known for (fill in with the outcome/benefit/results/
value that you/your company/product/service bring to 
customers).

	Position yourself as the expert - mention 
Credentials.
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We’ve been in business for/since (number of years/date) 
and work with (name 2-3 customers).

	Articulate benefits - tell a Success Story. 

(A Success Story is a true story about a customer, their issue/
challenge and how you/your company/product/service were 
able to help. This should be a maximum of 2-4 sentences.)

	Ask for the Appointment. 

I’d like to introduce myself and (company name).  I need 
10-15 minutes, whenever is good for you. Can we carve 
out a few minutes next week or is the week after better?”

When asking for the appointment, always use The 
Appointment-Setting Mantra: 
 

I’d like to introduce myself and (company name). I need 
10-15 minutes, whenever is good for you. Can we carve 
out a few minutes next week or is the week after better?”

This is a ‘mantra’ because you will keep repeating it.

You’ll notice that The Appointment-Setting Mantra uses the 
Alternate Choice or Assuming the Sale Close: “Can we carve out 
a few minutes next week or is the week after better?”  You are 
offering (limited) alternatives and allowing your prospect to 
choose. Because the prospect is choosing, they feel in control. 
Because you are the one proposing the set of alternatives, you 
are really the one in control.

The Appointment-Setting Mantra changes the conversation from 
if a prospect will meet with you to when the prospect will meet 
with you. The conversation then becomes a negotiation.  

Note: In this script for the Appointment-Setting Mantra we 
asked for 10 minutes. You can ask for more time. What is 
important is that you: 1) ask for the meeting, and 2) put 
boundaries on the time frame so that your prospects know that 
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you are respectful of 
their time.

The most important 
part of the Script Formula 
is The Appointment-
Setting Mantra. One 
of the biggest reasons 
that prospectors are 
unable to schedule 
appointments with 
prospects is that they 
do not ask – or do not 
ask more than once. Be 
sure that you ask the 
prospect to meet with 
you. If you hear an objection, respond to it and ask again for 
the meeting. You will find scripts and formulas for responding 
to appointment-setting objections, in detail, in Chapter 4.

One of the biggest 
reasons that 
prospectors are 
unable to schedule 
appointments with 
prospects is that 
they do not ask – 
or do not ask more 
than once
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Chapter 2. Success Stories

A Success Story is an edited-down case study. It’s a true story 
about a customer, their issue/challenge, and how you/your 
company/product/service were able to help. This should be brief 
and to the point, no more than 2-4 sentences long.

Human beings are story tellers. We like to hear stories: we like 
to tell stories. Using a Success Story in your scripts can be very, 
very powerful. You can use Success Stories in your appointment-
setting script, in the script you use if your entire sale takes place 
over the telephone, and in your face-to-face meetings with 
prospects.

Success Stories allow you to illustrate benefits without having to 
say, “And the benefit to you, Ms. Prospect, is…”  When you tell 
a story about how you/your company/ product/ service were 
able to help overcome another customer’s challenges, your new 
prospect will instinctively understand that you’ll be able to help 
them in a similar way.

Success Stories in a telephone prospecting script act as third 
party endorsements – a recommendation of your company/
product/service by a neutral third party. An example: If a 
restaurant puts a big sign in their window say, “We’re the 
best restaurant in town,” everyone knows that the restaurant 
bought and paid for the sign and put it up in their window. 
This is advertising.

A restaurant review in your local paper that says “It’s the best 
restaurant in town” would be a third party endorsement. The 
reviewer would be acting as a neutral party endorsing the 
restaurant. Another example would be if a friend encourages 
you make a reservation because “It’s the best restaurant in 
town.” This is also a third party endorsement, an endorsement 
from someone who has nothing at stake.

People perceive third party endorsements as being far 
more credible than advertising, especially if they think the 
recommendation comes from a neutral and knowledgeable 
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source. When you tell a Success Story it acts as a third party 
endorsement. Even though you are the one telling the story, the 
Success Story is actually about someone else—your customer, the 
neutral third party. You are simply stating the facts.

A note here: Success Stories must be true. Although I am 
using the word “story,” these examples cannot be fiction. You 
must always be honest with prospects. If you are not, it will 
come back to hurt you.

Here is the formula for a Success Story:

	The Customer’s Problem
	What You/Your Company/Product/Service Did
	How the Customer was Helped

Let’s say that you’re a printer. A  Success Story might be 
something like:

“XYZ Company sent us the file for the job that needed to be 
printed. They were in a panic because there was a problem 
with the file and they were on a tight deadline. Because of 
our experience we were able to quickly solve the problem 
and open the file. We got the job printed before their 
deadline.”

Or let’s say you’re a commercial real estate broker. A  Success 
Story might be along these lines:

“We recently worked with ABC Law Firm. They needed 
more space and less expensive space and thought they were 
going to have to move their offices. Instead we helped them 
find additional space in their building and helped them 
renegotiate their lease so that they actually saved money 
and avoided any business disruption.”

Success Stories are always focused on the customer, their 
challenges and how you were able to help. Occasionally in 
training and coaching sessions someone will show me their 
script and I’ll find that the Success Story is something like this:
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“ABC Company bought 100 units 
of our new Ultra-Widget. They 
were so happy that they came 
back to us and bought 500 more.”

This is not a Success Story. While 
it might be an illustration of a 
personal success (you sold more 
units), it is not a Success Story that 
will resonate with a prospect. 
What’s the difference? The first 
two examples are all about the 
customer. The last example is 
about the sales representative. 
Don’t make this mistake.

Success Stories 
are always 
focused on the 
customer, their 
challenges and 
how you were 
able to help.
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Chapter 3. Sample Introductory 
Appointment-Setting Scripts

Please note: These are samples – templates - only. You must 
use your own company credentials, statistics, customers and 
Success Stories. 

Generic scripts do not work. The more specific that you are 
about your credentials, history and outcomes for customers, 
the more success you will have.

Appointment-Setting Script for Technology 
Company

Hello, (Prospect name).

My name is (your name) and I’m with (company name).  Our 
expertise is keeping systems running and secure from data 
theft, attacks, systems failure….

We’ve been in business for 20 years, and we work with 
(Company A, Company B and Company C)…

The bottom line is… businesses are losing millions of dollars 
rebuilding damaged resources. They think they’re protected, 
and then it turns out that they’re not. Quite a number of our 
customers have come to us, unfortunately, after they’ve lost 
dollars, employee productivity and sometimes they’ve lost 
customers.

For example: XYZ Company came to use recently concerned 
that their data might not be as secure as it needed to 
be. Luckily they came to us before they had any major 
problems. We worked with them to minimize any problems 
that had occurred and to ensure that their data would be 
secure from here on.

We’d like to introduce ourselves personally. We need 15-20 
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minutes, whenever is good for you. Can we carve out a few 
minutes next week or is the week after better?

Appointment-Setting Script for Commercial 
Real Estate

Hello, (Prospect’s name). My name is (your name) I’m with 
(company name).

I’m a commercial real estate consultant and my expertise is 
helping law practices save money on office space.

We’ve been in business since (year) and we work with (Law 
Firm A, Law Firm B and Law Firm C)…

We recently worked with ABC Law Firm. They needed more 
space and less expensive space and so thought they were 
going to have to move their offices. Instead we helped them 
find additional space in their building and helped them 
renegotiate their lease so that they actually saved money on 
their new lease.

I’d like to introduce myself and (company name) personally. I 
need 10-15 minutes, whenever is good for you. Can we carve 
out a few minutes next week or is the week after better?
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Chapter 4. Answering Objections

Pre-empting Prospect Objections

Far too many sales professionals hear prospect objects as 
personal rejection. Because of this, many sales professionals are 
terrified of prospect objections. Rather than being something 
scary, however, the truth is that an objection from your prospect 
is important information. You are learning about your prospect, 
how that prospect thinks and feels and what is important to 
them. Listen carefully.

That said, however, you do not necessarily have to hear every 
prospect objection. There are some that you can and should 
eliminate at the very start of your sales process. This is called 
“preempting objections.”

Many prospect objections occur because the prospector has 
not done their homework. Before you ever call or meet with a 
prospect you want to make sure that your prospect is indeed a 
viable prospect—that the prospect matches your ‘ideal customer 
profile.’

The ‘ideal customer profile’ is the profile of the type of customer 
that is most likely to buy what you’re selling, buy a lot of 
it and then come back and buy more. Far too many sales 
professionals spend their time calling on prospects who do not 
match their ‘ideal customer profile.’ This creates objections.

Last week I received an email from someone who had just had 
a very difficult conversation with a prospect. She felt that her 
prospect was extremely rude to her and she was quite upset 
about the conversation. She finished her email to me saying, 
“And he wasn’t even a very good prospect. He probably 
wouldn’t even buy very much!”

I emailed back, “Why were you calling him in the first place?” 
When you call on a prospect that is not a good match for your 
offering you are making things harder for yourself. That type 
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of prospect does not need or want what you have to offer—of 
course there are objections!

Sales professionals can first begin to eliminate objections by 
making sure they are spending their time only speaking with 
highly qualified prospects.

Once you begin your conversation with your prospect, the 
best way to handle prospect objections is to pre-empt them: to 
address them before the prospect ever brings them up.

If there are common objections that you frequently hear you 
are much better off addressing those up front in your initial 
script. This is an incredibly powerful way to minimize the 
number of objections your prospect might raise.

A very frequent objection prospectors hear is: “It’s too 
expensive” - as in “I’ve heard about your company and you’re 
too expensive.” If you hear this frequently, you can eliminate 
the power of this objection by addressing it first. If indeed your 
product/service is more expensive than the competition’s, 
there is probably a reason for that additional cost.  What is the 
reason? Is it that your company uses superior quality products 
in manufacturing? Does your company offer a special level of 
service above and beyond what the competition offers? 

Identify the reason that your product/service is more expensive 
than your competitors. Then bring it up yourself as a value, 
not a cost, for your prospect. An example:

“Our product/service is certainly not the cheapest. That’s 
because we use superior quality materials and offer 24/7 
service. None of our competitors can say that.”

Another example: Let’s say that your company has been 
having service issues and that these problems are widely 
known.  You’re certain that your prospect knows about the 
issues and will see them as a negative. If the issues have been 
corrected or are in the process of being corrected you should 
bring this up first:
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“While we were having some challenges with (fill in the 
blank) that caused the company to (fill in the blank with the 
actions taken by the company) and institute new procedures to 
(fill in the blank with new procedures) which will actually cause 
(fill in the blank with a benefit that the prospect will reap from 
these changes).”

If you have heard an objection from many different prospects 
in the past, bring the issue up first and address it in your 
Introductory Appointment-Setting Script. When you bring up 
an objection first and address it, you not only eliminate the 
objection, you are able to position the objection the way that 
you want it to be perceived. This usually enables you to turn 
that objection from a negative into a positive.

Responding to Prospect Objections

No matter how articulate and persuasive you may be; no 
matter how carefully crafted your script; and even if you have 
tried to pre-empt every objection you can think of -- you still 
more than likely will run into a few prospect objections.

These objections do not necessarily mean that your prospect 
does not want to meet with you. What they do mean is that the 
status quo is very powerful. In addition, people today are busier 
than they’ve ever been, and so an objection is frequently a 
‘knee jerk’ way of saying they’re busy. As you will discover later 
in this section, “I’m busy” is not a “no.” It’s a negotiation.

When you hear an objection your goal is to respond in such a 
way that you are able to keep your conversation on track and 
schedule the meeting. To begin, we have:

The Formula for Responding to 
Objections:

	Agree with your prospect.
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Find a way to agree with your prospect, even if it’s only 
to say, “I understand…” You will get nowhere arguing 
with your prospect. By agreeing, you put yourself on the 
prospect’s side.

	Reframe the objection.
 
To “reframe” means to help redefine the way the prospect 
thinks about the objection. If you can get the prospect 
to look at their objections in a different way you have 
a much better chance of being able to schedule your 
appointment.

	Ask for the meeting (The Appointment-Setting 
Mantra).
 
After agreeing with your prospect and reframing the 
objection you must ask for the appointment again. Use 
The Appointment-Setting Mantra.

Sample Scripts for Responding to 
Prospect Objections

Here are sample scripts for dealing with some of the prospect 
objections that sales professionals hear most frequently:

We have a vendor / We’re already working with 
someone. 

You:

“I understand that you already have a vendor/are working 
with someone. You never know what may happen in the 
future, and right now I’d simply like to introduce myself and 
(Company Name).  That way, if your situation changes you’ll 
know me, you’ll know (Company Name)…” 

Then use The Appointment-Setting Mantra to ask for the 
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appointment again.

OR

“I understand that you already have a vendor/are working 
with someone. You never know what might happen in the 
future - it certainly never hurts to have another resource 
- and right now I’d simply like to introduce myself and 
(Company Name).”

Then use The Appointment-Setting Mantra to ask for the 
appointment again.

OR

“I understand that you already have a vendor/are working 
with someone. You never know what might happen in the 
future: perhaps you may need a resource to supplement 
what you are currently doing, and right now I’d simply like 
to introduce myself and (Company Name).”

Then use The Appointment-Setting Mantra to ask for the 
appointment again.

OR
 
Any combination of the above answers…

Then use The Appointment-Setting Mantra to ask for the 
appointment again.

We’re not making any purchases/doing 
anything right now.

You:

“I understand that you aren’t making any purchases/doing 
anything right now. That’s great because right now I’d 
simply like to introduce myself and (Company Name).  That 
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way, in the future, when you’re ready you’ll know me and 
you’ll know (Company Name)…” 

Then use The Appointment-Setting Mantra to ask for the 
appointment again.

Send me information / Send me an e-mail.

This is an objection that prospects use when they mean 
something else. This objection hardly ever means that your 
prospect is going to sit down and read your materials when 
they arrive. Generally it means: 

(a)	 You haven’t convinced me, 
 

or… 

(b) I’m too busy. 

Here, you want to get your prospect to reveal their true 
objection, which you can then address. 

You:

“I have some information that I could put in the mail/e-
mail to you. It’s going to take you 10 minutes to read it and 
I only need 10 minutes whenever is good for you.” 

Then use The Appointment-Setting Mantra to ask for the 
appointment again.

OR

“I have some information that I could put in the mail/e-
mail to you. However, I’m a walking, talking brochure/e-
mail/web site and I only need 10 minutes whenever is good 
for you.”

Then use The Appointment-Setting Mantra to ask for the 
appointment again.
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OR

Use a combination of the above two responses: 

“I have some information that I could put in the mail/e-
mail to you.  However, it will take you 10 minutes to look 
through it and I only need 10 minutes whenever is good for 
you. I’m a walking, talking brochure/e-mail/web site.”

Then use The Appointment-Setting Mantra to ask for the 
appointment again.

  
When you use one of these responses your prospect will usually 
reveal their true objection, which you can then address. 

“Send information” most usually masks the next objection:

I’m too busy.

This is also an objection that means something else. “I’m too 
busy” is not a “no.” Instead, think of this as a “yes”—you 
simply have to find the right time. 

You:

“I understand that you’re very busy. I only need 10 minutes 
of your time, whenever is good for you.” (Be sure to emphasize 
the word “whenever.”)

Then use The Appointment-Setting Mantra to ask for the 
appointment again. Make sure to offer different choices 
from the first time you asked for the meeting. Your prospect 
has already indicated that those times would not work.

OR

“I understand that you’re very busy. When do you expect 
your time to free up—just a bit?  (Offer a couple of choices.) 
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You tell me what looks good for you.”

Then use The Appointment-Setting Mantra to ask for the 
appointment again. Make sure to offer different choices 
from the first time you asked for the meeting. Your prospect 
has already indicated that those times would not work.

OR

“I understand that you’re very busy. Many of my prospects/
customers have said exactly the same thing and we were 
able to show them how they could save (specify amount of 
time) with (fill in with your product/service). We only need 10-
15 minutes of your time whenever is good for you and we 
could potentially save you (specify amount of time ) so that 
you’d be able to focus on (fill in with what else they could be 
doing.)

Then use The Appointment-Setting Mantra to ask for the 
appointment again.

I’m too busy this week (or the next several 
weeks).

Your prospect has now given you an idea of when they 
might not be too busy. Use this information to schedule your 
appointment.

You:

“I understand that you’re very busy. Let’s pencil something 
in for (the time frame mentioned by the prospect). It’s not 
chiseled in stone: I’ll call you to confirm and if it doesn’t 
work out, we can always reschedule.”

Then use The Appointment-Setting Mantra to ask for the 
appointment again.  (And see Chapter 6 for tips on Following-
up with Prospects.)
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Call me back in two weeks (three weeks, four 
weeks, etc.).

You:

“I’d be happy to - or you know what (say this as if you just 
thought of it), let’s do this: let’s pencil something in for 
(timeframe mentioned by prospect) weeks from now. It’s not 
chiseled in stone. I’ll call you to confirm, and if it doesn’t 
work out, we can always reschedule.” 

Then use The Appointment-Setting Mantra to ask for the 
appointment again. (And see Chapter 6 for tips on Following-
up with Prospects.)

I’m not interested.

“I’m not interested” is not an objection. If you are repeatedly 
hearing “I’m not interested,” the problem is either in your script 
or in your delivery, or both: prospects are telling you that you 
are not saying anything interesting. 

The other possibility is that you are not speaking with a 
qualified prospect. If you are speaking with a qualified 
prospect, a good script with a stellar delivery will eliminate this 
issue.

If, however, every once in a while you hear this from a prospect, 
try these tactics:

You:

 “I understand that you’re not interested. May I ask you 
why?”

If you can get the prospect to talk with you they may give 
you valuable information that will help you engage their 
interest in you and your offer.
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OR

 “Not interested? (Said very softly and gently, and as if you are 
confused.) 

When you repeat a statement back to a prospect as a 
question it will frequently make the prospect explain 
their statement. That explanation may give you valuable 
information that will help you engage with the prospect.

Then, once you have engaged them, use The Appointment-
Setting Mantra to ask for the appointment again.

So many sales people are calling.

Just like “I’m not interested,” if you are hearing this, the 
problem is in your script or your delivery, or both: the prospect 
is telling you that you are not saying anything interesting. 

The other possibility is that you are not speaking with a 
qualified prospect. If you are speaking with a qualified 
prospect, a good script with a stellar delivery will preempt this 
challenge.

If, however, every once in a while you hear this from a prospect, 
try this tactics:

You: 

I understand that you’re very busy, and hear from a lot 
of companies. But it  never hurts to have more choices 
- and right now I’d simply like to introduce myself and 
(Company Name). I only need 10 minutes of your time, 
whenever is good for you.” (Be sure to emphasize the word 
“whenever.”) 

Then use The Appointment-Setting Mantra to ask for the 
appointment again. 
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I’ll call you.
 
Sometimes a prospect will agree that a meeting is a good idea, 
but say that they are too busy to make an appointment now, 
and will call you (sometimes within a specified time frame). 
They will never call you—it is your job to call them. 

You:

 “Great. And I know you’re very busy, so I’ll plan on 
touching base in (the time frame the prospect has mentioned) 
in case I haven’t heard from you.”
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Chapter 5. Qualifying Your Prospect

You may be surprised to find the section on Qualifying Your 
Prospect at the end of the section on scripting. You may think 
you should put that in the first part of your script – but that 
would be a mistake that could cause your prospect to push 
back.

There are actually three steps to qualifying a prospect. Two of 
them take place before you ever speak with the prospect. Here is 
the formula for Qualifying Your Prospect: 

	Do your homework first.
	Identify the decision-maker.
	Ask for more information. 
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First you must do your homework and make sure that your 
prospect meets the basic criteria that you have established for 
ideal prospects (see Part I on the importance of doing this). This 
is something that must happen before you get a prospect on 
the line. With so much information available online today, it’s 
easier than ever to “prequalify” your prospects before you even 
pick up the telephone – and perhaps even more important is 
that your prospect will expect you to know these things about 
them.

Second, identify the highest-level person that you believe is the 
decision-maker. That person will either be the decision-maker 
or they will be able to point you in the right direction.  You 
want to totally eliminate the need to ask the question, “Are you 
the person who makes the decision to purchase (fill in product/
service)?”  If you are speaking with the head of a department 
or the owner of a company, you know you are speaking with 
someone who makes decisions.

The third step happens once you have your prospect on the 
phone: you may have some additional questions that you 
need to ask your prospect in order to determine that you are 
speaking with a qualified prospect.

Generally, a sales person’s agenda on a prospecting call is to 
ask a lot of questions and then, given the correct answers, to 
schedule a meeting with the prospect.

The prospect, on the other hand, 
simply wants to know who you are 
and what you want.

These two desires clash – in fact, 
they are in total opposition to each 
other. In a conflict of interests like 
this, the prospect will always win 
by saying “I’m not interested” or by 
hanging up.

The answer to avoiding this clash 

The prospect, 
on the other 
hand, simply 
wants to know 
who you are 
and what you 
want.
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of goals is to use the Appointment-Setting Script Formula 
to introduce yourself. Within that process, a conversation may 
develop that will allow you to ask questions and get some of the 
additional information that you need. Focus totally, however, 
on scheduling the appointment.

Once you actually have an appointment scheduled, the 
prospect is invested in the process, and is much more likely to 
answer your questions. 

Once you have scheduled your appointment, continue 
Qualifying Your Prospect and ask your questions by using this 
simple script:

You:

 “So that I can prepare for our meeting, let me ask you a 
few questions.”

Ask away – but be sure to only ask questions that you need 
answered in order to be certain you are speaking with a 
qualified prospect or that you really need to know to prepare 
for the meeting. Save everything else for your meeting (see Part 
IV, Chapter 4 for the kinds of information-gathering questions 
you can use at a later stage in the sales process). 
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Chapter 6. Following-up with 
Prospects: The Instant Recap / Guilt 
Technique

Sometimes no matter how good your script is, how persuasive 
your delivery, or how well you are prepared to respond to 
objections, a prospect will insist that you call them back at 
a later date to schedule. This could be a couple of days to a 
couple of weeks to a couple of months – or beyond. 

First make sure that you try “penciling in” a meeting for the 
future time mentioned by your prospect (see Chapter 4 for this 
script.) Approximately 50% About half of your prospects will 
agree to “pencil in” a meeting, eliminating the need for a call 
back.

If however you are unable to convince your prospect to “pencil 
in” a meeting,  i, it is important when calling your prospect 
back to be able to quickly and clearly remind them of your 
previous conversation and that they did indeed say they would 
meet you.  If you are not able to accomplish that quickly, it is 
like completely starting over. 

When you are able to quickly remind your prospect and re-
establish your connection it is much easier to close on that 
appointment. That is why if your prospect asks you to call back 
another time to schedule the appointment, when you do call 
back you will want to use The Instant Recap/Guilt Technique:

You:

 “Hello, (Prospect’s name). This is (your name) with (your 
company). We spoke on (date) and you were (repeat back the 
reason the prospect asked you to call back) and you asked me 
to call you back and that you’d be able to carve out a few 
minutes for us to meet. So here I am. I’m calling you back. 
What does your calendar look like? Can we carve out a few 
minutes this week or is next week better?”
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The “Instant Recap” part is: 

“We spoke on (date) and you were (repeat back the reason the 
prospect asked you to call back) and you asked me to call you 
back…” 

By the way, if your prospect does not give you a reason they’re 
asking you to call back later, such as “I’m going on vacation,” 
“…in the middle of a project” etc.,  you can simply say, “...you 
were in the middle of a million things” - which is sure to be true of 
anyone with whom you speak.

The “Guilt Technique” part is: 

“…you asked me to call you back and that you’d be able to 
carve out a few minutes for us to meet.”

In combination, these tactics are very powerful. The Instant 
Recap brings the prospect back to the last conversation. Even if 
they don’t remember your prior call, when you are mention a 
date and the reason they asked you to call back, it is very clear 
that you have indeed, spoken with them before. 

The Guilt Technique is the clincher. You are calling because 
they asked you to (and now they’ve put you to extra time and 
trouble).

Months can sometimes pass between the first contact with 
your prospect and the time they actually agree to meet with 
you. If this is your situation with a prospect (especially an 
important one) you might want to stay in touch with that 
prospect in between phone calls.  See the Sales Resource Guide for 
recommendations on systems to automatically follow-up with 
prospects.
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Chapter 7. Leveraging Appointments

There is a strategy that you can use to leverage the 
appointments you have already scheduled. The leverage can 
be within a particular prospect company; with competitor 
companies in an industry or in a region; or a combination of 
these.

Leveraging within a Prospect Company:  If there is more 
than one prospect that you need to meet in a target company 
you can use the different prospects to leverage appointments.   

Let’s say for example that you want to meet with Jane Jones, 
Fred Smith and Rita White at XYZ Company. You start off by 
calling Rita:

You: 

 “I’m planning on meeting with Jane Jones and Fred Smith 
at your office and I would like to also stop by and introduce 
myself and (company name/product/service).”

Then go on with your script and use the Appointment-Setting 
Mantra to ask for the meeting.

You then call Jane and Fred, switch the names around, tell Jane 
that you’re “planning on meeting with Fred and Rita” and tell 
Fred you’re “planning on meeting with Jane and Rita.”

Once you have an anchor appointment, that is, you 
successfully schedule a meeting with Fred, Rita or Jane, you will 
tweak your script slightly:

You: 

“I will be meeting with Jane Jones at your office on (date and 
time) and I would like to also stop by and introduce myself 
and (company name/product/service).”

Then go on with your script and use the Appointment-Setting 
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Mantra to ask for the meeting.

Leveraging with competitor companies:  This strategy 
also works within industries and in specific locations or regions. 
Let’s say for example, you are going to be in Dallas and there 
are several restaurant chains that you would like to get into. 

Call the first one and say:

You: 

“I’m going to be in Dallas on (date) and I’m planning on 
meeting with Jane Jones of XYZ Restaurants. I would like 
to also stop by and introduce myself and (company name/
product/service) to you as well.”

Then go on with your script and use the Appointment-Setting 
Mantra to ask for the meeting.

Once you have that first anchor appointment in Dallas with 
a prospect from a restaurant chain, you will tweak your script 
slightly:

You: 

“I’m going to be in Dallas on (date) and I will be meeting 
with Jane Jones of XYZ Restaurants. I would like to also stop 
by and introduce myself and (company name/product/service) 
to you as well.”

Then go on with your script and use the Appointment-Setting 
Mantra to ask for the meeting.

The idea that you are meeting with the competition or with 
others in their company gives you instant credibility, and 
creates those “I don’t want to be left out” feelings within the 
prospect that will increase their desire to hear you out. You can 
use your appointments to help you get more appointments.
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Part IV. When Your Entire 
Sale Takes Place Over the 

Telephone
In Part III, I emphasized that an 
Appointment-Setting Script is different from 

a script for when your entire sales process 
takes place over the phone. In 

this section, I will take you 
through scripts and tips 
for those who handle their 
entire sales process over 
the telephone. 

Here is the  sequence for that 
process:

	Incoming Leads
	Gaining Agreement to Have a                      	
	         Selling Conversation
	Sample Scripts
	Questioning
	Answering Objections
	Answering Pricing Objections
	Multiple Decision-Makers and Influencers
	 Following Up with Prospects
	 Closing Scripts
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Chapter 1. Incoming Leads

Some sales professionals are in the lucky position of having 
leads come to them through the company web site, social 
media or other types of marketing activities. When these leads 
come in, however, it is just as important to be prepared as when 
you are making an initial prospecting call.

Too many sales professionals seem to think that if a lead is 
‘warm’ they don’t have to be as prepared or think in advance 
about what they are going to say. That is absolutely false. 
Although that lead may have contacted you, one misstep could 
mean losing the opportunity altogether. That is not a chance 
you want to take. It is imperative to be prepared with your 
script for when a prospect calls you. 

The best way to proceed with incoming leads is to ask a lot of 
questions to gather information, qualify your prospect and 
move forward to the next step.
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Script for Incoming Leads

You:
“Thank you so much for taking the time to contact us. 
What made you decide to pick up the phone and calls 
us?”

OR

“Thank you so much for taking the time to contact us. 
What was it about our website/webinar/teleconference/
promotion that made you decide to contact us?”

Additional Questions to Ask Incoming 
Leads

	“What else/other solutions/programs/products/
services are you looking at?”

You do not want to be blindsided. Just because a prospect 
called does not mean that they haven’t also called your 
competitors.

	“What have you seen so far that you like?”

This is an important question. It will help you determine 
what the prospect needs and wants and where you are in 
relation to the competition.

	“How long have you been considering this?”

Another important question. If your prospect has been 
‘considering’ for years they may not be a good prospect 
for you and/or you’ll have to figure out how to get them 
to finally take action. That is why this next question is 
important, too:

	“What has kept you from taking action so far?”

This question will give you vital information to help you 
close. It will tell you why the prospect has not yet made 
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a purchase. If you can eliminate the reason that they’re 
not buying you should be able to get yourself a new 
customer.

	“What is your time line to decide?”

If your prospect’s timeline is indefinite you’ll have to give 
them a really good reason to make a decision to go with 
you now.

For more questions to add to your Incoming Leads Script see 
Chapter 4.

Chapter 2. Gaining Agreement to 
Have a Selling Conversation

When your entire sales process takes place over the telephone 
it follows a model that is very similar to beginning with a face-
to-face appointment. When your goal is to set an appointment, 
you need agreement from your prospect to sit down together to 
have a conversation. When your entire sales process happens 
over the telephone, you still need agreement from your prospect 
to have that conversation.

In your face-to-face meeting you can ask your prospect all the 
questions you need to ask and give your prospect all of the 
information they need to make a buying decision. Likewise if 
your sale happens totally over the phone, once you have your 
prospect’s agreement to have a selling conversation you are 
then in a position to ask your questions and give your prospect 
information.

The entire process hinges on getting the prospect’s permission to 
proceed. The big difference is that when you are selling totally 
over the phone you can gain permission and then immediately 
have the selling conversation. The Script Formula for Gaining 
Agreement to Have a Selling Conversation is thus very similar to 
The Script Formula for Appointment-Setting.
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The Script Formula for Gaining 
Agreement to Have a Selling 
Conversation

	Introduce yourself.

“Hello (Prospect name).  My name is (your name). I’m with 
(company name).”

	One sentence sound bite that describes your 
company and the product/ services you offer. 

“We are known for (mention the outcome/benefit/results/
value that you/your company/product/service can bring to 
customers).”

	Position yourself as the expert /Mention 
Credentials.

“We’ve been in business for/since (number of years/date) 
and work with (name 2-3 customers).”

	Articulate benefits/Tell a Success Story. 

A Success Story is a true story about a customer, their issue/
challenge and how you/your company/product/service were 
able to help. This should be 2-4 sentences maximum.

	Ask for what you want.

“I’d like to speak with you for a few minutes about how 
we’ve been able to help our customers (fill in the blank 
with the benefit or value.) Do you have a few minutes right 
now?”

Then be quiet. Allow your prospect to respond. If the answer 
is “yes,” go on with your questions and presentation. If the 
answer is ‘no’ use The Appointment-Setting Mantra 
to schedule a phone date to continue the conversation:
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You:
“I understand that you don’t have time right now. I need 
10-15 minutes whenever is good for you. Can we carve 
out a few minutes later this morning or is this afternoon 
better?”

Offer a choice of times. Try to schedule this phone 
date as close to the time of the original phone call as 
possible. It is more difficult to get prospects to keep phone 
appointments then it is to get them to keep face-to-face 
appointments. Scheduling it soon after the original call 
increases the chances of actually connecting again with 
that decision-maker.

Chapter 3. Sample Scripts 
Please note: These are samples – templates - only. You must use 
your own company credentials, statistics, customers and Success 
Stories. 

Generic scripts do not work. The more specific that you are 
about your credentials, history and outcomes for customers, the 
more success you will have.

Script for Web Design Company

“Hello (Prospect name).”

“My name is (your name) and I’m with (company name). 
We’re a web design and hosting company and we 
specialize in helping small business owners grow their 
business, make money and keep their customers happy.”

“We’ve been in business for five years, we have more 
than 10,000 customers nationwide, and we work with 
small business owners all over the country.”

“The bottom line is we make web technology accessible, 
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stress-free and revenue generating.”

“For example: One of our customers, (customer name) 
wanted to increase revenue for his business. We 
developed a web site that gained him as many as 50 new 
customers a month and he’s very happy.”

“I’d like to speak with you for a few minutes about how 
we’ve been able to help our customers build additional 
revenue streams. Do you have a few minutes right now?”

Script for Printer/Graphic Arts Company

“Hello (prospect’s name) my name is (your name) I’m with 
(company name).”

“We are a New York-based, full-service graphic arts 
company and our expertise is helping our customers save 
time and alleviate stress.”

“We’ve been in business since (year) and we work with 
Company A, Company B and Company C…”

“The bottom line is: We deliver our work on time and on 
budget.”

“We got a call a few weeks ago from a customer that 
needed a job done super fast.  It was Thursday evening 
and he needed the job by Monday morning. So we stayed 
open on the weekend and got it to him by 8:00 a.m. that 
Monday. He was very relieved.”

“I’d like to speak with you for a few minutes about your 
print needs and how we might be able to help. Do you 
have a few minutes right now?”

Once you have your prospect’s agreement to have a 
conversation then you can proceed to ask relevant questions 
and offer relevant solutions.
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Chapter 4. Questioning

Most sales people talk too much. The most important thing you 
can do is listen to your prospect. That’s why I’ve included this 
chapter. Use the following questions to: 

	qualify your prospect; 
	gather important information; 
	know how and when to follow up; 
	differentiate yourself from the competition; 
	help your prospect justify the purchase; 
	gain agreement (especially on pricing in today’s market), 

and…
	close the sale.

Qualifying Questions

It is crucially important to know how 
your prospect will make the decision. If 
you do not have this information, you 
may well miss a vital step that would 
make the difference between gaining a 
new account and losing it.

In addition, far too many sales 
professionals spend far too much time 
courting the wrong people. If you are 
not speaking with the Decision-Maker, 
you are not speaking with a qualified 

prospect. When you are not speaking with the Decision-Maker 
it lengthens your sales cycle and you risk losing the sale 
altogether. Too many sales professionals spend weeks, months, 
sometimes years chasing after prospects who finally come back 
to them and say, “My boss decided to go with someone else.”

Don’t let that happen to you. If you’ve started at the top as I 
previously recommended, the odds are excellent that you’re 
speaking with a qualified prospect. Then ask the following 
questions to make sure that you are speaking with the decision-

The most 
important 
thing you 
can do 
is listen 
to your 
prospect.
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maker and you know how the decision will be made:

	“How will you be making this decision?”
	“What is your decision-making process?”
	“How have you made these decisions in the past?”
	“What are your criteria for evaluating this?” 

In addition to how, it is crucially important to know who is 
going to be making the decision and to ensure that you know 
everyone who is involved in the decision.

	“Who other than yourself is involved in this decision?”
	“Who has the final say on this?”
	“Who is involved in this process?”
	“Who else is involved in this decision?”

It’s always good to know how long the whole process will take 
and what the steps are in the process:

	“After we submit the proposal/the quote/the estimate/the 
information what happens next?”

	“What is your timeline for making this decision?”
	“How long is your decision-making process?”
	“When would you like to see a decision made on this?”
	“In the past, how long have 

these decisions taken?”

And of course, knowing what 
might stop the sale in its tracks:

	“What might stand in the 
way of that happening?”

Be sure to always ask these 
questions. Bottom line: If you are 
not speaking with the Decision-
Maker you’re not speaking with a 
qualified prospect. If you are not 
speaking with a qualified prospect 
the chances of closing your sale 
are slim to none.

Bottom line: 
If you are not 
speaking with 
the Decision-
Maker 
you’re not 
speaking with 
a qualified 
prospect.
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Information-Gathering Questions

To close your sale you need to have a lot of information about 
your prospect, their challenges, their history, their expectations 
and desires. These questions are formulated to help you 
through the sales jungle:

	“What can you tell me about your organization… 
and yourself?”

This is an excellent place to start.

	“What can you tell me about the people involved 
in the process?”

Personalities can make a huge difference so the more 
you know about the people involved the stronger your 
position will be. 

	 “Who is your current/last vendor?”

It’s important to know what’s going on with your 
prospect. The past impacts the present.

	“Are you also asking them for pricing/a quote?”

Having this information will make sure there are no 
surprises.

	“Why are you considering using a different 
vendor/solution?”

This question will help you understand challenges 
and issues that affect your prospect.  It’s important 
information that will also help you understand their 
expectations and what is important to them.

	“What else/other companies/products/services 
are you considering?”

If you know your competition, you are better able to 
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position yourself to succeed.

	“What are you looking to accomplish?”

This question will help you understand your prospect’s 
expectations. It will also help you know what will 
resonate with your prospect and whether or not you can 
help them.

	“What is most important to you when making a 
decision to work with a vendor/ company?”

This is a key question. You need to know the criteria the 
prospect is using to make their decision. If you don’t fit 
the criteria, you won’t get the sale. 

	“What would the perfect solution/product/
service look like?”

Another key question. You need to know the criteria the 
prospect is using to make their decision. If you don’t fit 
the criteria, you won’t get the sale. 

	“Why did you choose your current/last vendor/
product/service?”

Knowing your prospect’s decision-making process will 
help you understand where to go and what to do next. 

	“What has been your past experience?”

If you can exploit a bad experience with a competitor, 
that’s terrific. If the bad experience was with your 
company, you need to know about it and if possible, fix 
the problem.

	“How do you know?”

It’s a good idea to know where your prospect is getting 
information and whether or not it’s from a reliable 
source. (Be very careful when you say this because you never 
want to make your prospect feel stupid.)
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	“What else you would like to see?”

This question can reveal other sales options for the 
prospect. This question could expand your sales.

	“What do you like about what you’re currently 
doing?”

This question can be tricky. If you allow your prospect 
to linger here too long they may resell themselves on 
their current situation. You can, however, gather some 
important information to help you move your process 
forward. 

	“What don’t you like about your current 
situation?”

This question will give you vital information to help you 
assess your opportunity. 

	“What would you like to be enhanced or 
improved?”

This is an important question to determine where 
opportunity exists. 

	“What can you tell me about your priorities?”

This question will show you where your product or 
service fits in the queue of projects your prospecting 
currently focuses on. 

	“What prompted you to start this project now?”

Timing is everything. Understand your prospect’s 
situation and you’ll learn what you need to help them 
and close the sale. 

	“What would need to happen for you to choose us 
as your vendor/ provider/ solution?”
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This question will help you know realistically if this sale 
is something that you can accomplish.

Differentiating Questions

It is always bad form to bad mouth the competition. There 
is nothing the matter, however, with pointing out the 
competition’s weaknesses. If you know of certain weaknesses of 
the prospect’s current vendor you can ask:

	“When (fill in the blank) happens, how do you 
handle it?”

Fill in the blank with the situation/problem that the 
current vendor is either unable to handle or handles 
poorly. This will get the prospect talking about their 
current situation and the problems they are having, and 
give you a chance to talk about how you/your company/
product/service do things differently and potentially how 
you can help them.

	“What are you doing about (fill in the blank)?”

Again, fill in the blank with the situation/problem that 
the current vendor is either unable to handle or handles 
poorly.  This will get the prospect talking about their 
current situation and the problems they are having, and 
give you a chance to talk about how you/your company/
product/service do things differently and potentially how 
you can help them.

In a similar way, if you know that your prospect is considering 
the competition, ask:

	“What will you do when (fill in the blank) 
happens?”

You fill in the blank, of course, with a situation/
problem that your competitor is either unable to handle 
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or handles poorly.  This will get the prospect talking 
about their current situation and the problems they are 
having, and give you a chance to talk about how you/
your company/product/service do things differently and 
potentially how you can help them.

Clarifying The Next Steps

It is imperative to understand your prospect’s process. When 
having a conversation with a prospect, whether on the 
telephone or face-to-face, always conclude your conversation by 
asking a Next Step question:

	“After our conversation (discussion/you see our 
presentation…) if you see that our product/service 
is a perfect fit for you, what would happen next?” 

Any answer other than the prospect would be ready to 
move forward means that you have more work to do to 
close the sale. 

	“What happens next?”

To be ahead of the game, you always need to know the 
next step in your prospect’s buying process.

	“What is the next step?”

To be ahead of the game, you always need to know the 
next step for your prospect’s buying process.

	“How should we proceed?”
A variation of the question above.

Justifying The Purchase

Prospects need a reason to buy. You want to help them find that 
reason and justify the decision by asking key questions, many 
of which create increasing motivation and justification for the 
decision to change their current situation.  
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Here are some questions to accomplish that:

	“How often does that happen?”

This question helps prospect see the larger picture. It 
helps create justification for change.

	“Then what do you have to do?”

Ask this after getting the answer to the question 
above. This creates more motivation and justification 
for change.  Then ask the following questions, which 
reinforce that motivation and justification:

	“How long has it been going on?”

	“How much does it cost you?”

	“How much time does it take now?”

	 “How is it being handled now?”

	 “How will you handle it?”

The idea here is to get the prospect talking about 
how difficult the whole situation is. This creates more 
motivation and justification for change.

	“What other problems does that cause?”

Ask these questions after the ones above, to continue the 
sequence for motivation and justification for change.

	“What else happens?”

	“How did you/your employees/your customers 
react?”  OR…

	 “How does that make them feel?”

	 “How does that make you feel?”

	 “How will you prevent it from happening 
again?”
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Now continue with the following sequence for motivation 
and justification for the purchase.

	“How do you feel you would use this product/
service?”

	 “What do you feel that would do for you?”

	 “Would you see this as something that would 
help you avoid those problems in the future?”

If your prospect answers “yes” to this, it will help 
them justify the purchase even more. Not only will the 
product/service help now, it will help in the future.

	“How much do you think this would help you 
make?”

This question justifies expense. Use this question, or 
depending on the circumstances, the following question:

	“How much do you think this would help you 
save?”

This question also helps justify expense.

	“What would motivate you to change?”

This question creates the rationale a prospect will use to 
justify their purchase.

Finally, always ask the following two questions so that you’ll 
have the full range of the prospect’s budget and motivation. 
(See Gathering Information on Budget, in this chapter, for more 
on this critical subject.)  

Some people are motivated by a positive outcome while others 
are motivated by avoiding a negative consequence. These two 
questions together cover both:

	“How much would it be worth to you to solve this 
problem?”



The Sales Winner’s Handbook • Essential Scripts   Page 99

This question reveals a prospect’s motivation. If it’s not 
worth much to them to solve the problem, you probably 
won’t get the sale.

	“What would it cost, ultimately, if things 
remained the same?”

This question helps the prospect justify the purchase. 
The two questions together will help you determine a 
prospect’s budget.  

Gaining Agreement

When speaking with a prospect it is always important to ‘take 
their pulse’ to find out what they are thinking and feeling. As 
with the preceding steps in the sales process, the best way to do 
this is to ask questions. 

These are different questions, however, from the information-
gathering ones. Most of these questions are ‘yes’ or ‘no’ 
questions. If your presentation is going well you’ll be getting a 
‘yes’ each time, and that will move your prospect toward their 
final agreement to buy. If you get a ‘no’, ask more questions. 
You’re going in the wrong direction!

	“Are you with me on this?”

	“Does that make sense?”

	“Is this what you’re looking for?”

	“Can you see the benefit of this?”

	“Will this fit your situation?”

	“What do you think so far?”

	“How does that sound?”
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These are ‘check-in’ questions: they let you know where you are 
with your prospect. Check in periodically, because if you’re off 
track you want to know so you can make adjustments.  

One more important ‘check-in’ question:

	“Do you have a preference?”
 

If your prospect has a preference, you need to know what 
it is and how they arrived at that preference. Having 
a preference also moves the prospect one step closer to 
saying “yes.”

Gathering Budget Information

Of course, it’s especially important for you to determine 
whether a prospect has the budget to make the purchase.  A 
prospect without a budget is probably not a great prospect -– at 
least at that moment in time. The simplest approach is to ask:

	“What is your budget for this?”

This is a totally reasonable question that many sales 
professionals neglect to ask either because they forget or 
because they are uncomfortable asking. 

Sometimes prospects will balk if you ask, “What is your budget 
for this?” – so an alternative is to ask:

	“Ballpark, what is your budget for this?”

This phrasing is important. By adding the word, 
‘ballpark,” you can help the prospect feel they are not 
giving you highly specific information and that they 
won’t be held to a number. This phrasing makes it easier 
for your prospect to answer the question.

	What does that include?
This is an important question because you need to be 
able to understand the budget figure that your prospect 
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provides. If it’s a budget, but not for the type of thing 
you’re selling, you’ll have a problem. Clarify this early 
on.

	“What was your budget last time?”

If your prospect does not have a budget, but has had one 
for such purposes in the past, this can give you an idea 
of how important they feel this type of purchase is. It can 
also act as a guideline to help them set their new budget. 
In fact, if you get into the prospect’s process early enough 
you might be in a position to help them set their budget. 
That’s a great place to be!

The next stage is to move from the potential budget to the 
actual price points that will make this sale possible.  

	“How do you handle budget considerations?”

This is a variation of the questions above. You must ask 
enough of these questions until you have a handle on 
your prospect’s budget. 

	“How will the funding for the project be 
justified?”

Sometimes straightforward is the best approach. If you 
need more information, ask more questions. 

	“How much support does this have at the 
executive level?”

This is a very important question if you are dealing with 
someone who is farther down the chain of command. 
You do not want to invest time and resources only to 
hear, “My boss said ‘no.’”
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Gaining Agreement on Pricing 

	“Does this work for your budget?”

An important checking-in question. If the answer is ‘no’ 
you’ll have to do more digging and/or more selling on 
value.

	“Is this what you’re looking to spend?”

Another checking-in variation. Again, if the answer is 
‘no’ you’ll have to do more digging and/or more selling 
on value.

	“If you were comfortable that this solution/
product/service is the answer, would (price) work 
for you?”

This is a fabulous question: you’re getting agreement 
on pricing, a frequent sticking point, before you get 
agreement on the actual solution/product/service. In 
other words, you’re getting the hard part out of the way 
first.

	“Which of these price points would work for 
you?”

Multiple choices. Let the prospect choose. Start with the 
highest price, then the middle price, than the lowest. 
Bear in mind that most of the time your prospect will 
pick the one in the middle. Price accordingly.

Pre-Closing Questions

I call these ‘pre-closing’ questions because while the answer to 
any one of these questions is not the final close, when you get 
the right answers to these questions you’re pretty darn close:

	“How can we make this work?”

	“How can we make this happen?”
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	“How can we get approval?”

	“How would you like to proceed?”

	“How do you see us proceeding?”

	“How can we be the ones that you’ll choose?”

	“How can we be part of the bidding process?”

Closing Questions

Finally, there are many ways in which to clinch the deal.  Ask 
any of these Closing Questions, and if you get a ‘yes,’ you have 
closed. Stop selling!

	“Are you ready to get started?”

	“Shall I draw up a contract?”

	“Shall we finalize the details?”

	“When would you like to get started?”

	“Should we go ahead and finalize the details?”

	“Which plan do you want to go with?”

	“Do you want plan A or plan B?”

	“How about starting out with a trial order?” 

	“How soon can we get started?” 

	“How about starting now?”

	“How many do you want to start with?” 

	“How fast will you need this?”
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	“How much will you need to start off with?”

	“How do you want to pay for this?”

	“How do you want this delivered?”
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Chapter 5. Answering Objections

Of course, before that glorious moment of closing the sale, it’s 
possible that your prospect will voice objections.  

As I said in Part III, the very best way to deal with prospect 
objections is to pre-empt them: to address them before the 
prospect ever brings them up. If there are common objections 
that you frequently hear you are much better off addressing 
those up front in your script. This is an incredibly powerful 
way to minimize the number of objections your prospect might 
raise.

By now, of course, I hope you’ve learned those (Appointment-
setting) Scripts for Responding to Prospect Objections by heart, 
but when your entire sale takes place over the telephone, 
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it’s especially important to be well-prepared to answer any 
objections that you might hear later in the sales process, too.  

Be prepared, and follow these Four Steps for Handling 
Objections:

1.	 Be sure that you understand what your prospect’s 
objection really means.

For example:	 Objection: “It’s too expensive.”

Could mean: 
	 “I’m not the decision-maker.”
	“I do not have the budget right now.”
	“I do not see the value.”

In order to ensure that you understand the objection, ask:

You:
“Could you clarify that please?”

OR

“Can you help me understand what (prospect’s 
objection) means?”

You can also repeat back the prospect’s objection gently, 
and sounding a little confused. This will generally make 
your prospect explain what they mean. Be careful with this. 
You do not want to sound angry or defensive, or as though 
you are criticizing your prospect.

2.	 Isolate the objection.

You:
“Aside from (prospect’s objection), what else might 
keep you from saying yes?”

3.	 Make sure it is the only objection – or that you know 
them all.
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You:
“Aside from (prospect’s first objection and prospect’s 
second objection) what else might keep you from 
saying ‘yes’ today?”

Keep asking:

You:
“Anything else?” 

Keep asking until you are sure that you have heard all of 
your prospect’s objections, and then:

4.	 Eliminate the objection(s).

Once you are sure of the objection(s), and that you know 
all the barriers to agreement, then, and only then, address 
them.

Common Objections

I don’t have the money.

You:

“I understand that you do not have the money right now. 
Leaving money aside for a moment, if you had the money, 
what would you want to move forward?”

OR

“I understand that you do not have the money right now. 
Aside from this issue, what else might stand in the way of 
you moving forward?

If the responses you are getting are that the prospect would buy 
if money was not the issue, you now have options—and they 
are options other than lowering your price. You could work out 
a payment plan; help the prospect obtain financing; or help the 
prospect figure out where they could find the money.
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I have to speak with my husband/wife/
significant other/business partner.

You:

 “I understand that you have to speak with your husband/ 
wife/ significant other/ business partner. If this was up to 
you alone, would you want to move forward?”

OR

“I understand that you have to speak with your husband/ 
wife/ significant other/ business partner. Let’s go ahead 
and fill out the paper work and when your husband/ wife/ 
significant other/ business partner says ‘ok,’ we’ll be ready to 
go. If not I’ll tear it up.”

I’m not interested.

As I said in Part III, “I’m not interested” is not an objection. If 
you are repeatedly hearing “I’m not interested,” the problem is 
either in your script or in your delivery, or both: prospects are 
telling you that you are not saying anything interesting. 

The other possibility is that you are not speaking with a 
qualified prospect. If you are speaking with a qualified 
prospect, a good script with a stellar delivery will eliminate this 
issue.

If, however, you are hearing this only occasionally, try the 
following:

You:

 “I understand that you’re not interested in (name of 
product/service). I wouldn’t expect you to be as you are just 
hearing of it. I do know that you are interested in (fill in the 
benefit).”  (Continue with your script.)
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OR

“I understand. Many of my customers have said the 
same thing and then once they found out about how 
(name of product/service) is able to help (fill in the benefit) 
they were glad they took time.”  (Continue with your 
script.)

OR

“Not interested?”  (Be sure to sound gently confused 
and make sure that your tone is not at all threatening or 
disbelieving. You instead want to sound as though you are 
confused but very, very interested.)  
 
Frequently when you repeat a prospect’s words back to them 
in this manner they will start explaining what they mean. 
You may get some vital information that will enable you to 
continue the conversation and help you make a sale.

Send Me Information/ An Email.

You:

“I’d be happy to, and first let’s make sure that you are 
ready to act when you receive the information.”   (Ask 
your qualifying questions.)

OR

“I’d be happy to. What do you need to see in order to be 
able to make a decision?” 

OR

“I’d be happy to. Once you receive the information/email 
and assuming that you like what you see/read, when will 
you make the decision?” 

OR

“I’d be happy to. By the way, what other solutions/ 
companies/ products/ information are you looking at?”
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“What do you like so far?”

“What has stopped you from taking action on that?”

THEN

“I’ll get this out to you today. Let’s set up a time to speak 
further about this. Do you have time on (fill in the date) or 
is (fill in the date) better?”

Always try to schedule a time to continue the conversation. Use 
the Appointment-Setting Mantra. If, however, you are not able to 
schedule a phone date:

You:
“When should I check back with you?”  (Offer choices of 
times.) 

THEN

When you call back, if your prospect says: 

I looked at it and I’m not interested.

You:

“I understand. Many of our customers don’t get the full 
picture from the brochure/ the web site/ email. Let’s do 
this, I’ll take a few minutes to explain how we’re helping 
our customers and how it might help you and after 
our conversation if you still think it’s not a fit then I’ll 
understand.”

I want to think about it.

You:

 “I understand that you need to think about this. From 
what we’ve already discussed, you do understand how 



The Sales Winner’s Handbook • Essential Scripts   Page 111

this product/service works, right?”

“And this does fit within your budget, correct?”

“And you do understand the value of getting/achieving 
(a benefit that you know the prospect wants) today/soon, 
right?”

“OK, great. So I’m not clear, what have I missed? What 
do you need to think about?”

OR

“(Prospect’s Name), when I tell someone ‘I want to think 
about it,’ for me that usually means either ‘I don’t 
understand’ or ‘I’m not sold yet.’ Which is it for you?”

OR

“Certainly, I understand that you need to think about 
this. To clarify my thinking, are you concerned about the 
quality? Are you concerned that it’s not the right fit? Are 
you concerned…” (Keep asking questions until you are able 
to figure out the exact area of concern and can respond to 
that. Then ask for the sale again.)

I’m already working a vendor/supplier.

You:

 “I understand that you’re already working with someone 
and we’d like to start out as a backup. In order for you 
to feel perfectly comfortable that we can handle your 
needs I’m going to suggest that you give us a small order 
in order for us to prove our worth to you. I’m not asking 
you to switch to us, simply give us a chance to show you 
what we can do with a small order and this will give 
you a chance to do the comparison. After a few months, 
you’ll be the judge. I can get this out to you right away: 
you’ll have it by the beginning of the week or is midweek 
better?”
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Chapter 6. Answering Pricing 
Objections

Most sales professionals treat pricing objections as something 
that happens at the end of the sales process. They look for 
responses that will take the pricing objection away.

Eliminating pricing objections, however, is a process that starts 
from the very beginning of your first conversation with a 
prospect. If you wait till the end of the process, more than likely 
you will lose the sale. 

From the very beginning of your sales process, in every 
interaction that you have with a prospect you want to ensure 
that:

1.	 You are speaking with a qualified prospect.
2.	 Your prospect understands the value that your product/

service represents.
3.	 Your prospect is in agreement with your assessment of 

that value.

If you are not speaking with a qualified prospect, that prospect 
will not buy from you. If your prospect does not have the 
budget (and will never have the budget), that prospect will not 
buy from you. That is why it is so imperative to ask the right 
questions. Study Part IV, Chapter 4 and use all of the qualifying 
and information-gathering questions you find there.

Don’t be afraid to ask the tough 
questions. Many sales people fear 
rejection, and that is why they put 
off asking the bottom-line questions 
that can cross a prospect off their list. 
You are in a much better position, 
however, if you find out early on that 

a given prospect is not a good one for you. Spending weeks or 
months (or years) chasing someone who is not a viable prospect 
will simply make you frustrated and angry – and waste time 

Don’t be 
afraid to ask 
the tough 
questions.
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and effort that could be invested in cultivating real prospects.

Make sure that your prospect understands the value that 
your product/service represents. You will do this best if you 
deeply understand your prospect’s issues and concerns, and 
that means listening carefully, asking information-gathering 
questions, and then finding ways to tie your offering to solving 
their challenges.

In Part III, The Introductory Appointment-Setting Script, I talked 
about pre-empting objections. You must set the stage early, so 
that the prospect sees your offering more clearly.  

If, for example, your product/service is more expensive than 
some others, you want them to know why that is. Perhaps your 
company uses superior quality products in manufacturing, 
or offers a special level of service above and beyond what the 
competition offers. You will want to bring that up yourself, as 
an added value:

“Our product/service is certainly not the cheapest. That’s 
because we use superior quality materials and offer 24/7 
service. None of our competitors can say that.”

By addressing the objection before it is even voiced, you turn a 
negative into a positive.

Another example: Let’s say that your company has been 
having service issues and that these problems are widely 
known.  You’re certain that your prospect knows about the 
issues and will see them as a significant negative. If the issues 
have been corrected or are in the process of being corrected you 
should bring those issues up early in your script:

“While we were having some challenges with (fill in the 
blank), that caused the company to (fill in the blank with the 
actions taken by the company) and institute new procedures to 
(fill in the blank with new procedures) which will actually cause 
(fill in the blank with a benefit that the prospect will reap from 
these changes).”
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As in the previous example, here you can turn a negative into 
a positive.

When you bring up an objection first and address it this way, 
you are in a far more powerful position.  You not only eliminate 
the objection, you are able to frame the way that you want it to 
be perceived. Pre-empting objections will enable you to turn the 
prospect’s view of these issues from a negative into a positive 
one.

Make sure that your prospect agrees that your offering will help 
and/or solve their challenges. Check in frequently with your 
prospect and get that prospect ‘on board’ with what you are 
discussing. Use the questions in Part IV, Chapter 4, for gaining 
agreement. Don’t mistake a prospect’s silence for agreement. 
You must ask.

In addition, prospects need a reason to buy. You want to 
help them find that reason and justify the decision by asking 
questions that create the increasing motivation to change their 
current situation, and justification for the decision to buy.  

In Part IV, I have given you a long, long list of these types of 
questions. Here are a few examples: for a complete list, with 
explanations of their use, see Part IV, Chapter 4:

	“How often does that happen?”

	“Then what do you have to do?”

	 “How long has it been going on?”

	 “How much does it cost you?”

	“How much time does it take now?”

	 “What other problems does that cause?”

	 “Would you see this as something that would 
help you avoid those problems in the future?”
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	 “How much do you think this would help you 
make?”

	 “How much do you think this would help you 
save?”

Always ask the following two questions to define the full range 
of the prospect’s budget and motivation.

	“How much would it be worth to you to solve this 
problem?”

This question reveals a prospect’s motivation. If it’s not 
worth much to them to solve the problem, you probably 
won’t get the sale.

	“What would it cost, 
ultimately, if things 
remained the same?”

This question helps 
the prospect justify 
the purchase. The two 
questions together will 
help you determine a 
prospect’s budget.

Bottom line: If your prospect 
does not see the value, and/or 
it’s not that much of an issue, you will not get the sale.

Once you have helped your prospect justify the purchase, you 
want to help that prospect agree on the pricing of your offer. 
Use these questions:  

Gaining Agreement on Pricing 

	“Does this work for your budget?”

An important checking-in question. If the answer is ‘no’ 

Bottom line: If 
your prospect 
does not see the 
value, and/or it’s 
not that much of 
an issue, you will 
not get the sale.
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you’ll have to do more digging and/or more selling on 
value.

	“Is this what you’re looking to spend?”

Another checking-in variation. Again, if the answer is 
‘no’ you’ll have to do more digging and/or more selling 
on value.

	“If you were comfortable that this solution/
product/service is the answer, would (price) work 
for you?”

This is a fabulous question: You’re getting agreement 
on pricing, a frequent sticking point, before you get 
agreement on the actual solution/product/service. In 
other words, you’re getting the hard part out of the way 
first.

	“Which of these price points would work for 
you?”

Multiple choices. Let the prospect choose. Start with the 
highest price, then the middle price, than the lowest. 
Bear in mind that most of the time your prospect will 
pick the one in the middle. Price accordingly.

Sometimes in spite of your best efforts, you will encounter 
a pricing objection, such as “It’s too expensive” or “I don’t 
have the budget” or “We’re not making any purchases/doing 
anything right now.”

If that does happen, remember to first make sure that you 
understand what the prospect means by that objection. Ask:

“Would you clarify that for me, please?”

Once you are sure that you understand your prospect, then 
you must Isolate the Objection, as discussed in Part IV, Chapter 5, 
Answering Objections.
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I don’t have the budget.

You:
 “I understand that you don’t have the budget right now. 
Leaving that aside for a moment, if you had the budget, 
what would you want to move forward?”

OR

“I understand that you do not have the budget right now. 
Aside from this issue, what else might stand in the way of 
you moving forward?”

If the responses you are getting are that the prospect would buy 
if budget was not the issue, you now have options—and they 
are options other than lowering your price. You could work out 
a payment plan; help the prospect obtain financing; or help the 
prospect figure out where they could find the budget.

We’re not making any purchases/doing 
anything right now.

You:
 

“I understand that you’re not making any purchases/
doing anything right now. If the timing/your situation 
were different would you see this product/service as the 
solution?”

You want to be sure that nothing else stands in the way, that 
if the timing or situation were different, your product/service 
would be what your prospect wants. Once you have isolated the 
objection and are sure there are no other objections, then ask 
some questions:

	What other budget line could cover this?

	What happens when you have to make 
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emergency purchases?

	Who else might be interested in this that also has 
a budget?

	Who else has the authority to purchase this?

Help your prospect strategize a way to make the purchase.

The Dollars and Sense

Another way to overcome pricing objections is to help your 
prospect calculate the value and/or the savings. As I mentioned 
earlier in this chapter, asking questions is the key. If your 
product or service helps a prospect ultimately save money, help 
them calculate the exact amount of money they would save 
and how long it might take them to save it. Be specific.

A good basic example of this might be a ‘pay as you go’ 
phone. Someone might have a phone like this because they 
do not want to pay the monthly charges associated with a cell 
phone. Making calls, however, might cost them between $.25-
$.50/minute. If they make enough calls, they may actually 
be spending more than the monthly cell phone fee. Do these 
calculations with your prospect. 

Ask:

	How much are you currently spending on (fill in 
product/service)? 

	How often do you use (fill in product/service)?

Then say, 

You:
 “Let’s figure this out together. Do you have a pen and 
paper?” 
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OR

“Do you have a calculator?”

Then walk your prospect through the math.

Make sure to include the prospect’s (or their team’s) time 
in your calculations. Many prospects will not take this into 
consideration—so it’s your job to ensure that they do. 

Ask your prospect:

You:
 “You’re probably making (dollar amount)/hour (make sure 
to overestimate what you think the person might be making), 
what does that come out to monthly?”

“How much time are you spending on (fill in with the 
activity)?”

Then do the math with your prospect: (dollar amount)/hour X 
time spent = Value of Prospect’s Time.

Doing these types of calculations with your prospects will go a 
long way toward overcoming pricing objections.

Lowering the Price (a last resort).

The problem with this script is that far too many sales 
professionals are too willing to drop the price too quickly. Only 
do this if there is no other option - and never, ever give the full 
amount of the product/service for a lower price. You always 
need to eliminate something if you are going to drop the price.

You:
“I understand that you don’t have it in your budget right 
now. You’ve said that if you had the budget you would 
want to move on this, correct?”  (Wait for the answer. The 
prospect must say ‘yes’ before you proceed.)

OR
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“We might be able to do it without (name two or three 
features that you can take out)…”

OR

“We might be able to start with a smaller order of 
(smaller order than previously discussed)…”

OR

“I’ll have to check it with my manager. If I can get the 
ok on this are you ready to proceed?” (Again, wait for the 
answer. The prospect must say ‘yes’ before you proceed.)

“That’s great. Let me put you on hold for a moment 
while I go ask my manager.” (Put the prospect on hold for 
30 seconds or so then come back on the line and close your 
sale.)

Adding Value (one more last resort).

Use this only as a last resort when other attempts have failed:

You:
“You really know how to drive a hard bargain - so we can 
give you (fill in an extra) if you give me the go ahead right 
now. How is that?”

OR

“You really know how to drive a hard bargain—I like 
that. Just to show you how much I’m willing to give and 
how much I want your business, I’m going to give you 
my personal, direct line so that you don’t ever have to 
worry about dealing with a switchboard or secretary or 
not getting through. Only my best clients have my direct 
dial. How do you want to pay for this? Credit card or 
company check?”
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Chapter 7. Multiple Decision-Makers 
and Influencers

I want to repeat my earlier statement: “if you’re not speaking 
with the decision-maker, you’re not speaking with a qualified 
prospect.” Sometimes, however, you reach the decision-maker 
only to be told to speak with someone else first, or you learn 
that there are many people involved in the decision.

If you have a good script that is written specifically for the level 
of the decision-maker and that focuses on appropriate issues 
for that level, you will almost never be pushed down the chain 
of command. If this does happen, however, before you call that 
second in command be sure to ask:

“If I can show (Name of second in command) the value of 
our program/ product/ solution and she is convinced of 
that value and wants to move forward with us—will you 
sign off on that decision?”

By asking this question you are getting the decision-maker’s 
agreement before you speak with the second in command, 
putting you in a much more favorable and much stronger 
position.

Sometimes, there are multiple decision-makers, people who 
might make the decision on their piece of the puzzle but who 
do not ultimately sign off on the entirety of the project. These 
people are called “Influencers.”

Sometimes a prospect will tell you they are the decision-maker, 
yet they also need to have ‘buy-in’ from other executives. 
Even a CEO may need buy-in from top executives who will be 
implementing a particular program, so it is imperative to know 
early on everyone who will be involved.

The way to ensure you have all the information about this that 
you need at the start of your sales process is to ask questions. As 
in Chapter 4 ask:  
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	“Who other than yourself is involved in this 
decision?”

	“Who has the final say on this?”

	“Who is involved in this process?”

	“Who else is involved in this decision?”

	“How have you made these decisions in the 
past?”

	“How are these decisions usually made?”

Once you know all the people involved in the process and 
their part in the process, the next step is to try to schedule a 
conference call with all of them. Say to your main contact:

“Let’s put together a brief conference call with you and 
(names of the other people involved) so that they can get an 
overview of what’s happening and we can decide next 
steps.”

If your main contact is unwilling to do this, it could be a sign 
that he/she is simply not that interested.

When your main contact agrees to the conference call, ask that 
contact to set it up. 

“Since they already know you, would you be good 
enough to coordinate a time for all of us to connect on a 
teleconference?”

Then spend time with your contact to shape the agenda. After 
your conference call you may have the opportunity to speak 
with the other decision-makers/influencers individually. If you 
do, make sure to ask each and every one:

“If it were up to you alone, would you move forward on 
this?”
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If the answer from that prospect is, “no,” you have more work 
to do with that prospect. When there are multiple people 
involved in a decision, sometimes one negative can tank the 
entire deal, so watch out for this.

If you are not able to have the conversation with each of the 
decision-makers/influencers, set up a time to speak again with 
your main contact and ask:

“How are the others feeling about (your offering)? What 
do you see as our next steps?”

This will tell you how things stand and how to proceed.

Sometimes, no matter how hard you have tried, you are unable 
to reach the decision-maker directly.  There are some selling 
situations where for whatever reason you are speaking with 
someone lower down the chain of command, someone who 
cannot make a decision, but who has access to the decision-
maker and influence on their decision.

In this situation, you will want to coach the Influencer to help 
them sell you/your product/service. Ideally what you want is 
for that person to facilitate your conversation with the decision-
maker. 

When dealing with an Influencer, as I’ve emphasized 
throughout this handbook, asking questions is vital. Here are 
some important ones to start out:

	“How much support does this have at the 
executive level?”

	“What issues/challenges are facing your boss 
(Manager/Vice President, etc.)?”

	“How do you think your boss (Manager/Vice 
President, etc.) will respond to this product/
service/program?”
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	“What do you think your boss (Manager/Vice 
President, etc.) will like about this product/
service/program?”

	“What do you think your boss (Manager/Vice 
President, etc.) will dislike about this product/
service/program?”

Gather as much information as you can about the decision-
maker, the process and anything else that you can find out. Ask 
that Influencer to help you:

“I’m wondering if you can help me. Would you be good 
enough to facilitate a brief conversation with your boss 
(Manager/Vice President, etc.) to discuss how we might 
help (fill in with the benefit)?”

Depending on the situation at your prospect company, your 
Influencer may be more or less willing to help you. This is also 

the problem with starting too low 
in the chain of command:  it can be 
difficult to move up to having the 
conversation with the person who 
will actually sign off on the deal. 
That is why you always want to start 
with the highest-level person who 
you believe is the decision-maker.

That said, if you are not able 
to convince your Influencer to 
move you further up the chain of 
command, try this last resort: tell 
your contact that your boss is giving 
you a hard time. Tell the Influencer 
that although you value your 

relationship with him/her and do understand that he/she is the 
best person to talk to, your boss is demanding that you speak 
with their boss. 

That is why 
you always 
want to start 
with the 
highest-level 
person who 
you believe is 
the decision-
maker.
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You:
 “(Influencer’s name), I’m hoping that you can help me. 
I’m in a really tough spot--I just had a conversation with 
my manager. She/He found out that I’d never had a 
conversation with (Real Decision-Maker’s name) and he/
she’s insisting that I call (Real Decision-Maker’s name) 
immediately. I tried to explain that you really are the 
person we need to be speaking with, but my boss was just 
so angry with me that she/he wouldn’t let me explain.

“I really value our relationship and don’t want to do 
anything to jeopardize it… that’s why I’ve come to 
you first, before doing anything. I’m hoping that you 
can help facilitate a brief conversation with your boss 
(Manager/Vice President, etc.) Can you help me?”

Sometimes this will work to move you up the chain. If it does 
not - if your Influencer will not help - then say:

You:
“Well, ok. I’ll hold off as long as I can. I’m in a really 
tough spot – I really do not want to jeopardize our 
relationship in any way, but if my manager keeps 
insisting that I contact (Real Decision-Maker’s name) I’m 
going to have to do it. I won’t have any choice, but I 
wanted to let you know what’s going on first.”

At that point you can make the decision whether or not to 
call the real decision-maker directly. And, unfortunately, this 
approach will not work if you do not have a boss on whom to 
lay the blame.
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Chapter 8. Following-up with 
Prospects

If your sale has not yet closed and you need to have another 
conversation with your prospect, be sure that you have both 
agreed on next steps and then be sure to say: 

You:
“Let’s set up a time to continue our conversation. (Pick a 
date based on the conversation you’ve had and the time line 
discussed.) Would (date) work for you or would (date) be 
better?”

You are always better off scheduling a date and time for your 
next conversation. If your prospect is unable or unwilling to 
schedule a phone date, then ask:

You:
“When should I check back with you?”

Your prospect will give you some time frame (say, “two weeks”), 
and you should be sure to do exactly what your prospect 
requests - simply doing it a little earlier. That is, if your prospect 
asks you to call back in two weeks, call in a week and a half. 
If your prospect asks you to call back in two months, call back 
in a month and a half. It is always better to be too early for an 
opportunity than to be too late.

When you call back, once you get the prospect on the 
line use The Instant Recap/Guilt Technique, as outlined in 
Part III, Chapter 65 under Following Up With Prospects:

You:
“Hello (Prospect Name). This is (your name) with (your 
company). We spoke on (date) and discussed (fill in what 
you discussed). Our next step was to (fill in the next step) 
and you asked me to call you back to (fill in the reason for 
the phone call).”

It is important when calling your prospect back to be able to 
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quickly and clearly remind them of your previous conversation 
and that they did indeed ask you to call again.  When you are 
able to quickly re-establish your connection it is much easier to 
close.

As I said before, the Guilt Technique is the clincher. You are 
calling because they asked you to (and now they’ve put you to 
extra time and trouble). And by reminding them of that you 
were on the verge of the next step, you may get them to move 
forward.

Following up on information/email sent
During the course of your conversation with a prospect, that 
prospect might have asked you to forward information either 
via email or through the postal service before they will actually 
order. Here is a script that you can use to follow-up with 
prospects after you have sent them information:

You:
“I’m sure you’ve reviewed the information/email/web 
site/brochure and liked what you saw—as most people 
do. Did you want to start with (size of order) or (bigger 
order)?”

Provide value when you call

Far too many sales professionals follow-up with prospects with 
lame phrases like these: “I’m just calling to touch base,” or “I’m 
just calling to check in,” or, “I’m just calling to stay in touch to 
see if you need anything.”

Customers will frequently view these no-substance calls as 
annoying or a nuisance. Make it your policy that every time 
you call you have a value-related reason for doing so. Industry 
or product-related news, upcoming promotions or ideas that 
you believe they could use – all these are good reasons to call 
your prospects and/or customers. 
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Ask yourself the question: “What 
information could I give my 
prospect or customer that would 
make them glad that I called?” 
Proceed accordingly.

A big part of being effective in 
sales is being sure you always 
know what’s going on with your 
top prospects and customers. 
When you know about the 

significant events that are affecting them and their businesses, 
you will have excellent reasons to stay in touch.

There is now a very handy tool that you can use to know what 
is going on with your top customers and prospects. It will give 
you the inside scoop and notify you of the right times to get 
in contact. It will give you ideas of topics you should mention. 
This nifty tool is Google Alerts.

Google Alerts allows you to enter the names of your prospects 
or customers as search terms.  Google will then search for those 
prospect and customer names and send you emails whenever 
one is mentioned anywhere on the Web. Anytime there is news 
about your top customers or prospects, you will know.

You can choose how often you would like to receive the alerts: 
as they happen, once a day, once a week. The Google emails 
will contain links to the actual articles so that you can read 
what is said about your customers and prospects. This will give 
you ample clues as to what to say when you contact them.

To set up Google Alerts, go to: 
http://www.google.com/alerts?hl=en&gl=us.

To manage your alerts, you will need to set up an account with 
Google.  There is no charge for this service and you can use 
your existing e-mail address.

Make it your 
policy that 
every time you 
call you have 
a value-related 
reason for 
doing so.
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Ask your customers why they buy
This is a really simply idea but it’s something that most sales 
professionals never do. Knowing the reason that your customers 
buy from you is very powerful. This knowledge will help in two 
ways:

• 	you will be able to continue providing appropriate 		
	 value to that customer.

• 	this information will help you when you speak with 		
	 new prospects.

The truth is that you may be taken with certain features or 
benefits of your product/ service, but that does not mean that 
your customer is equally interested in those same features or 
benefits. The only way that you can know what is truly helpful 
to your customers is to ask:

“(Customer Name), I want to make sure that we continue 
providing what you need and want. What is it you like 
best about doing business with us? What else would you 
like to see?” 

Another important question that almost no sales professionals 
use is to ask what you (your company, product or service) are 
doing wrong. If there is a problem, most customers will not tell 
you—they will simply leave and you will lose the customer. 
Head this off by periodically asking:

“(Customer Name), I want to make sure that we continue 
providing what you need and want. What, if anything, is 
not working for you? What could we be doing better?”

Your customer may say that everything is wonderful in which 
case continue as you have been doing. Or your customer may 
tell you about some issues they’ve been having, and you will be 
able to solve the problems before they become so bad that your 
customer leaves.

Staying in touch with prospects and/or customers over time
Sometimes a prospect is indeed a qualified prospect, but there 
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is a reason they must wait until a certain time has passed or a 
particular event has occurred in order to move forward, such 
as the beginning of a new budget year. If you have asked all 
the necessary questions and determined that the waiting time 
is indeed inevitable, you will want to stay in touch with that 
prospect until it is the right time for them to buy.

You may also have prospects you are very interested in turning 
into customers, but who are very loyal to their current vendor:  
despite your best efforts, you simply have not been able to get 
their agreement to try your product or service. If you continue 
to stay in touch over time, however, you may be able to build 
a relationship – or their vendor might make a mistake – that 
would enable you to really get in the door.

Perhaps you have customers who buy from you regularly. You 
want to maintain the relationship with these customers in such 
a way that you are not always calling them to say, “Are you 
ready to buy again?”

The solution to these scenarios is to send cards.  

You might assume that I mean e-cards, which have become 
so popular and easy to generate, but prospects today are 
inundated with messages, and corporate spam filters may trap 
your email reminders, especially if they contain graphics. And 
unfortunately there are also now cases of computer viruses 
being circulated in the disguise of innocent e-card links, so 
spam filters are likely to become even tougher. When you send 
an e-card to a prospect there is no guarantee that they will 
actually see it.  

The postal service, however, is a different story. If you send a 
card by first-class mail, your prospect will get it. In addition, 
cards make you stand out. Almost no one is sending cards these 
days—most are relying on email. 

Sending a handwritten card to a prospect is a way of building a 
relationship that will grow over time. You can send thank you 
cards after a meeting or a phone call; a note of congratulations 
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on specific events, such as if you have read or heard about your 
prospect —in a good way – in the news; holiday cards (for any 
holiday—even Halloween), birthday cards, and on and on. 

I have consistently recommended to my clients that they stay 
in touch by cards. And I practice what I preach, too.  For years I 
kept blank cards and stamps in my desk. Whenever I wanted to 
send a card they were there at hand. The only problem was that 
sometimes I’d run out of cards or stamps and then have to wait 
until I had a chance (in my busy schedule) to replace them.

Recently I’ve discovered a fully automated way to send cards to 
customers and prospects. The cards go out with a stamp on the 
envelope and in your own handwriting, once you file a simple 
‘Handwriting & Signature Form’. You can send postcards, 
greeting cards, and/or customized cards, and send them to one 
recipient at a time or to your entire address list, all for less than 
it would cost you to go to the store and buy cards. 

I invite you to try this convenient networking and follow-up 
system by sending a complimentary card, courtesy of The 
Queen. Just go to www.thequeenscards.com, and click through 
to my free gift account for you!

Endless Follow-up

Sometimes sales representatives find themselves in the position 
of following-up and following-up and following-up… and never 
closing. 

The way to eliminate this endless cycle is to always make sure 
that you are speaking only with qualified prospects. If you find 
yourself on the receiving end of endless call back requests use 
these scripts:

You:
“(Prospect’s name), I understand and am happy to call 
you back. Let me ask you a question though: What will 
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have changed between now and (whenever they said to call 
back) that will enable us to move forward?”

OR

 “(Prospect’s name), we’ve been talking for awhile now, 
and you have indicated that we’d be able to help you (fill 
in the benefit.) I know that you’re very busy and I don’t 
want to waste your time or mine. I need to ask you, what 
is the probability we’ll be able to work together in the 
next month?”

As I said in Part I, you are looking for the prospects who are 
looking for you, who are likely to buy (and preferably, come 
back regularly to buy more). At some point in the follow-up 
process, you may realize that a prospect no longer fits your 
“Qualifying Parameters ”– they are no longer a prospect for you. 
Let them go.
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Chapter 9. Closing Scripts

Before moving on to closing scripts I feel compelled to point 
out that it is imperative to listen carefully to your prospect and 
be constantly on the look-out for buying signals. Sometimes 
prospects are simply ready to buy. Prospects will say things 
like, “Wow, this is exactly what we need,” or “This will solve 
so many problems,” or “This is 
perfect.” When that happens, 
stop talking. Your prospect doesn’t 
need complicated scripts or more 
questions answered. They’re ready. 
If you keep talking, you may 
muddy the waters and lose the 
sale. 

Unfortunately too many sales 
professionals miss these signals 
and miss orders that should have 
closed easily. If your prospect says 
to you, “Wow, this is exactly what 
we need,” you have already closed.  
Stop selling. Now is the time to…

Ask for the order.

There is no substitute for coming right out and asking for the 
order. 

You:

 “Let’s get started, ok?”

OR

 “Let’s schedule your delivery for this week.”

Alternative Choices - or: Assuming the Sale.

The alternation of options gives your prospect a choice and 

...it is 
imperative to 
listen carefully 
to your 
prospect and 
be constantly 
on the look-
out for buying 
signals.
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assumes the answer is ‘yes.’ This helps to eliminate the 
possibility of a ‘no.’ (The Appointment-Setting Mantra in Part III, 
Chapter 1 uses the alternative close.)

You:
 “Do you want the blue, or is green better?”

OR

 “Would you prefer delivery tomorrow or the day after?”

Everyone’s Buying It.

You:
 “(On bigger orders) Generally my customers want the 
(fill in the number) discount that comes with ordering 
(quantity). I assume you’d like that discount as well?”

Answer a Question with a Question.

If your prospect asks a ‘buying question’ - for example, “does it 
come in blue?” – always answer the question with a question of 
your own:

You:
 “Let me check for you. Shall I go ahead and schedule 
delivery if we have it?”

Another variation: If your prospect has asked for a discount: 

You:
“If I could get you a 10% discount would you place your 
order now?”

Let the Prospect Choose.

You:
“Many of my customers start with the minimum order/
number/package of (dollar amount) and then realize they 
should have taken more… 
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“And some of my customers realize with an offer like this 
they really want to take the order/number/package up to 
the (a higher dollar amount) level…  
 

“And some of my other customers start right at the top 
with the premium order/ number/ package of (dollar 
amount) because it’s such a great offer. 
 

“Where are you with this?”

Take the Offer Away.  

You:
“Well, you may be very right that this is not the right 
offer/solution/package for you. That’s ok. Right now we 
have people/companies lining up around the block. 
 

“The thing is that if you change your mind, I cannot 
guarantee that this particular offer/ solution/ package 
will still be available, and especially not at this price.”

Sell Yourself.

If a prospect says to you that they believe they can get a better 
deal elsewhere:

You:
“If there was a better deal out there I’d be working for 
that company.”

OR

“If you’re looking for the best quality/service/guarantee/
results you won’t find anything better than this, and I 
know that you will be happy with your decision here 
today.”

Lowering the Price (a last resort).

The problem with this script is that far too many sales 
professionals are too willing to drop the price too quickly. Only 
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do this if there is no other option - and never, ever give the full 
amount of the product/service for a lower price. You always 
need to eliminate something if you are going to drop the price.

You:
“I understand that you don’t have it in your budget right 
now. You’ve said that if you had the budget you would 
want to move on this, correct?”  (Wait for the answer. The 
prospect must say ‘yes’ before you proceed.)

OR

“We might be able to do it without (name two or three 
features that you can take out)…”

OR

“We might be able to start with a smaller order of, 
(smaller order than previously discussed)…”

OR

“I’ll have to check it with my manager. If I can get the 
ok on this are you ready to proceed?” (Again, wait for the 
answer. The prospect must say ‘yes’ before you proceed.)

“That’s great. Let me put you on hold for a moment 
while I go ask my manager.” (Put the prospect on hold for 
30 seconds or so then come back on the line and close your 
sale.)

Making A List…

You:
“You know what? Let’s do this: Let’s list all of the reason 

for going ahead now.”

(Be sure to help your prospect out here. The idea is to get 
the focus off the negative objection and help them to start 
thinking positively. After you have helped listed a dozen or so 
advantages and they only have a few negatives:)
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“You know, it was almost silly to make that list, and now 
that we have it’s so obvious. This way you’ve got it in 
black and white—all the advantages that you will gain 
from owning this product/using this service. I know that 
you’ll be happy with this decision. We can get this out 
to you on the 15th - or is the first of the month better?  
[OR:  We can start on the 15th, or is the first of the month 
better?]”

Adding Value (one more last resort).

Use this only as a last resort when other attempts have failed:

You:
“You really know how to drive a hard bargain - so we can 
give you (fill in an extra) if you give me the go ahead right 
now. How is that?”

OR

“You really know how to drive a hard bargain—I like 
that. Just to show you how much I’m willing to give and 
how much I want your business, I’m going to give you 
my personal, direct line so that you don’t ever have to 
worry about dealing with a switchboard or secretary or 
not getting through. Only my best clients have my direct 
dial. How do you want to pay for this? Credit card or 
company check?”

The Inept Sales Person

Use this only after you have received many ‘no’s.’ Be as sincere 
as you can be with this script.

You:
“(Prospect’s name), before you go could you help me out 
for a moment? You see I truly believe in the value of 
this product/service. We help our customers in so many 
ways and yet I wasn’t able to help you feel about it the 
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way that I feel about it - and now I feel really badly 
that you’ll have to keep using what you’ve been using/
doing what you’ve been doing and won’t have all of the 
advantages of (your product’s/service’s benefits). 

“And this is how I earn my living and I’m worried that 
I’ll make this same mistake again. Please tell me, what 
did I do wrong?”

(Listen to your prospect’s answer. Then say:)

“That’s it? You thought (fill in what the prospect says)? How 
dumb of me. No wonder you were concerned.” 

(Now go back and resell that particular point building value 
for all the features and benefits. Then say:)

“I’m glad we cleared that up. I’d hate to think that you 
were going to make a wrong decision simply because I 
hadn’t fully explained the value of (whatever point you 
were making). Do you want it in blue, or is green better?”

Tell a Story.

In this close you tell a story about someone who didn’t let 
you help them and the dire consequences of that decision, for 
example:

You:
“Several months ago I was speaking with a business 
owner who at that time made the decision to go with 
another web design company instead of ours. Last week 
he called us in a panic. The web site had become a 
never-ending money pit and it still was not finished. So 
knowing our reputation for getting things done on time, 
he called to beg us to take over the project.

“We’re happy to help him: however, by this point he’s 
lost thousands of dollars that he should never have had 
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to spend in the first place. So I’ve decided never to let that 
happen to another business owner that I speak with ever 
again. When would you like to get started? Next week or 
is the week after better?”

Sell Peace of Mind.

You:
“Wouldn’t it be worth peace of mind knowing that you’ll 
always have (fill in w/ the benefits your prospect will gain)?”

OR

“Wouldn’t it be worth the peace of mind knowing that 
you’re always secure with (fill in w/ the benefits your 
prospect will gain)?”
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Chapter 10: 
Words to Use and 
Words to Avoid

What do the words that you use say about you? Do your words 
support the impression that you wish to make?  Do your words 
support your sales message?

As a sales professional, you want to convey confidence and 
authority. You always want your prospect or your customer to 
see you as an expert in your field, as someone who is credible 
and someone who is knowledgeable. Sometimes, the words you 
use or the way you use them get in the way.
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Have you ever started a conversation with a prospect or 
customer with the phrase “I’m just calling…”?

That little word “just” is an apology. It says that your call is 
not important and that what you have to say is not important. 
Delete it from your vocabulary immediately. Simply tell your 
prospects and customers why you are calling. That is enough.

“I believe that….”

“I think that….”

“I know….”

Who would you rather listen to —? sSomeone who believes or 
thinks she knows something—or someone who simply knows 
it? The phrases “I believe” and “I think” detract from your 
message. They make you sound hesitant and unsure. Prospects 
are usually hesitant and unsure about buying from people who 
are hesitant and unsure.

“Once we have completed… we will hopefully achieve…”

Hopefully?

No one pays you to “hopefully” do something. They pay you 
to do actually do it. Tell your prospects or customers what they 
will achieve or should expect to achieve.

Once you’re ready to close the sale, mention your ‘letter of 
‘agreement’ or simply your ‘agreement.’ Avoid the word 
‘contract.’ That word conjures up pictures of long, complicated, 
difficult paperwork, haggling attorneys and more expense. An 
‘agreement’ is so much easier.

And speaking of ‘easy:’ aAlways use ‘easy.’ Never, ever say that 
your product or service is ‘difficult,’ even if it is. In that case you 
can say, ‘We’ll make it easy for you.’

The same thing goes for the word ‘simple.’ Use it. Always avoid 
the words ‘difficult’ or ‘hard.’ Nobody wants to buy products or 
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services that are difficult or hard.

Don’t ever tell a prospect that you will ‘try’ to do something 
for them. Tell them that you ‘will.’ Who would you rather buy 
from: Some one who ‘tries’ or someone who comes through?

When asking your open-ended questions, simply ask: who, how, 
what and why. Do not say: ‘May I ask you a question?’ This 
question gives up your control of the conversation. With this 
question you are asking permission. You don’t need permission 
to ask questions.

If you feel that you must ask, say, “Let me ask you a question.” 
This phrasing assumes that asking the question is fine.

If a prospect asks you a question and you are unclear as to the 
answer, it is perfectly acceptable to say, “‘I’ll find out.”’ It’s bad 
form to say, “‘I really am not sure.”’

If you hear a complaint from a prospect or customer (even if 
the complaint has nothing to do with you) say, “‘I’m sorry to 
hear that’” or “‘I’m sorry that you had that experience.’” Do 
not say, “‘I can’t believe that!”’

Talk to your prospect about ‘owning’ your product. The word 
‘own’ will help your prospect visualize herself with your product 
and using your product. ‘Own’ can be an emotional word, as 
in ‘the pride of ownership.’ You want your prospect to tap into 
that feeling. Conversely, avoid the word ‘buy.’

You can also use the word ‘invest’ in place of the word ‘buy.’ For 
example: ‘”When you invest in __________(the product/service).’” 
Use the word ‘investment’ instead of ‘price.’ Another example:  
rather than saying, “‘The price is ___,’” say, “‘Your investment 
will be _____.”’  This phrasing helps prospects see the value of 
your offering.

While there may certainly be individual cases where the above 
rules do not apply, paying attention to and being conscious of 
your choice of words will only strengthen your sales process. 
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It may take some time and practice before you are fully 
comfortable with these changes, but it will be time well spent 
when you see the difference in the way your customers and 
prospects respond. Your words are the building blocks that you 
use to motivate and persuade. Make sure they are the very best 
words that you have at your disposal.
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Part V. In 
Conclusion: The 
Performance Model

I was never supposed to be an 
author, speaker and sales trainer. I 
was supposed to be a ballerina. 

I grew up in Pittsburgh, PA. My 
mother has told me that when 
I was a small child I would 
constantly turn on the radio and 
dance. She said I had no sense 
of rhythm and so she enrolled 
me in ballet class. That was the 
beginning of a first career and a 
great passion.

As a child I danced with Pittsburgh 
Ballet Theater, always one of 
the child guests in Act I of The 
Nutcracker. As I grew older, it was 
the corps de ballet, Snowflake and 
Waltz of the Flowers. I was even 
the Sugar Plum Fairy a few times!

At 17 I moved to New York City 
to dance, and like every artist in 
the city, needed a day job. At first 
I waited on tables. Then I found 
something more lucrative and 
more fun—telemarketing.

An ad in “Backstage,” the trade publication we would read 
to look for auditions, caught my attention. It was for a 
telemarketing company. They would hire actors because actors 
can read scripts. (Hiring tip: If you are looking for a part time 
telemarketer—hire an actor.) The job was calling high-level 
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executives and setting new business appointments. I got the job 
and was really good at it. Who knew? Ballet dancers don’t even 
talk.

Eventually the telemarketing company started to give me all 
the “hard leads,” the Presidents, the CEOs, the people who 
“didn’t take cold calls.”  I’d call them up, get them on the line, 
have a great conversation and set up the meeting. It was fun 
and it was easy.

Years later when I started my training and coaching business 
I thought that all that was necessary would be to show clients 
a system and help them write a good script and we would be 
done. Imagine my surprise upon discovering all of the human 
and psychological barriers people face when prospecting by 
telephone.

That sent me back to the basics, to think about not only the 
system and scripts but about thought processes and mindsets 
as well. I realized something fascinating:  that everything that I 
know about telephone sales I learned in ballet class. 

I want to share that knowledge with you via The 
Performance Model.

When you are speaking with a prospect on the telephone, you 
have about 10 seconds to grab and hold your prospect’s attention. 
After that you probably will not have a second chance. You have 
a brief amount of time to tap into your prospect’s psyche, feelings 
and desires, and all you really have to do this with is your voice 
and your words. In a fleeting moment you want to convey an 
idea, an impression, an emotion. 

This is a performance. This does not mean that you must be an 
actor or that this is somehow phony:  it simply means that if 
you think about your call in this manner then the preparatory 
steps are simple and easy to follow.

If you want your prospect to respond in a certain and favorable 
way you must be totally focused, at ease, comfortable, and 



The Sales Winner’s Handbook • Essential Scripts   Page 146

one with your message. Part of being comfortable with and 
increasing your success is warming up for it. If you practice 
before you actually get on the telephone you will be in a much 
stronger position than if you simply “wing it.” You must be 
prepared, know what you want to accomplish, and know how 
you plan to present yourself, your company and your product 
or service.

The Warm-Up

When you are a ballet dancer, the very first thing that you must 
do before any class, rehearsal or performance is warm up. You 
must stretch out and loosen up and get yourself ready and set up 
so that you can do what you need to do and so that you do not 
hurt yourself. In the same manner, your warm up for making sales 
calls is your preparation— everything that you need to do before 
you ever get on the telephone—so that you do not hurt yourself!

The warm-up for making sales calls includes understanding 
your market and crafting your script. It includes creating your 
introduction, outlining the questions you need to ask along with 
having an answer to every possible objection you may hear. 
You want to be so well prepared that your prospect never asks a 
question for which you do not have an answer. Then and only 
then is it time to get on the telephone.

Note: if a prospect does offer an objection that you have never 
heard before, do the best that you can at that moment. Then 
immediately after you hang up, write down the objection, and 
follow the recommendations in the Introduction about how to 
make sure you never are stumped by that objection again.  In 
the same way, if a prospect asks a question for which you do 
not have an answer, say, “I do not know the answer to that 
but I can find out.” Get the information you need and call the 
prospect back. If you do not understand the prospect’s question 
or objection, ask for clarification. “Could you clarify that for 
me?” or “Would you be good enough to explain that further?” 
will work nicely. 
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The Rehearsal

Ballet dancers “take class,” at least an hour-and-a-half ballet 
technique class every day, five or six days a week. A ballet class 
has a set structure with specific steps done in a specific order and 
with a built-in progression of difficulty of movement.

Everyone, whether a beginner or a professional dancer, follows 
the same class structure and does the same type of steps, with 
the advanced dancer doing variations of the steps that are more 
complicated than those of the beginner. Every day ballet dancers 
start barre (the warm-up) with pliés, followed by tendus, followed 
by dégagés. Everyone does this, every day. The teacher is there to 
watch and explain and give corrections. If a step does not work, if 
your balance is off or your “line” is wrong, or if you are falling out 
of a turn, the teacher is there to make corrections and help you 
improve. 

When you get a correction, however, it is your job to implement 
it. Sometimes you might also ask a colleague for help, and 
you always, always watch yourself in the big mirror that is at 
the front of any dance studio. You critique yourself and work 
until you get it right. Dancing is a process: it does not happen 
overnight, but instead takes years of work and concentration.

Over the years of taking class every day, day after day, and 
repeating the same steps in the same order every day, day after 
day, a ballet dancer builds technique. Technique is habit. You 
practice the same steps over and over again until you no longer 
have to think about them. It is just second nature, a part of 
you. The technique is simply there.

Your rehearsal process for making sales calls will work in the 
same manner. When you rehearse your script over and over 
you are building your technique—the habits that will get 
you successfully through your calls. If you are prepared, and 
you work with the material and rehearse it, your telephone 
approach and telephone manner will simply become second 
nature. You will not have to stop and think when a prospect 
offers an objection. You will know the answer—it will just come 
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out. By the time you start calling you will almost be on auto-
pilot. You will know what you want to say and how you are 
going to say it. That is why we sales trainers are so fond of role-
playing. It is rehearsal.

Building a solid calling technique has another great advantage. 
When you are having a good day, it is very easy to be “on.” 
Technique will give you a way to get yourself “on” when you 
are having a bad day. Building technique gives you a process 
to pull yourself together and get to where you need to be to do 
your work. That “auto-pilot” process will kick in, allowing you 
to leave your bad day behind.

I think about a sales call the same way I think about a dance 
performance. Any series of steps or sequence of movement has 
its own phrasing and timing. As a dancer I have to decide which 
steps are held, which are emphasized, which are moved through 
quickly, what it is that I want my audience to see and to feel. This 
discovery is part of the rehearsal process. 

In your telephone work you need to decide what it is that you 
want your prospect to hear and also to feel. How will you get 
them to hear and feel what you want them to hear and feel? 
Which words will you emphasize? Which words will you move 
through quickly? This is why working with a tape recorder and 
also practicing with friends or colleagues is so valuable. 

Your goal is to draw your listener into your performance, to be 
so one with the material, focused and committed, that your 
prospect hears and responds favorably to what you are saying.

The supreme test for a ballerina is 32 fouettés. A fouetté is a 
360-degree turn on one leg, performed without putting the
other leg down, “on your toes,” without traveling from the spot
on the floor where you start. In the last act of the great classical
ballets such as Swan Lake or Giselle, there is always a duet for
the two principal dancers. This is called the Grand Pas de Deux.
This dance is a formula dance, and as part of that formula the
ballerina must perform 32 fouettés. Your audience counts along,
so if you only perform 31 fouettés they know. Some of them will
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sneer at you later.

It is the common wisdom that in order to “nail” 32 fouettés on 
stage you have to be able to do 64 fouettés in class. That is: do 
64 turns in a row, on one leg, “on your toes,” without putting 
the other leg down and without traveling from the spot on the 
floor where you start.

This is how you learn how to do 64 fouettés:  everyone spreads 
out in the dance studio facing the big mirror in the front, and 
the accompanist starts to play. The music is always a kind of 
circus-like music with a very driving rhythm. You begin to do 
fouettés and you perform one or two and then you fall down. 
You get up, you perform another one or two fouettés, and then 
you fall down. You get back up, you perform another one or 
two fouettés, and then you fall down. Pretty soon, before you 
know it, you are performing three or four fouettés—and then 
you fall down. That is how it works. 

But what is really marvelous and exciting about this entire 
process is that if you keep practicing, keep working on your 
fouettés and perfecting your technique—you get better, it gets 
easier and one day you can do it: 32 – or 64 – fouettés. 

It works exactly the same way with selling by phone. If you 
keep working on your calls and your scripts and delivery, you 
get better, it gets easier and you can do it. 

Whether it is performing fouettés or making sales calls, no one 
is simply born knowing how to do it perfectly. Ballet dancers 
must be tenacious, dedicated, disciplined and hard-working. 
Training a ballet dancer takes many, many years. Fortunately, 
learning to sell by phone is a much shorter process than either 
learning to perform 32 fouettés or becoming a professional 
ballet dancer. It does, however, require knowledge, patience and 
persistence.

This program is only a jumping off point. If you are doing 
something that works for you—keep doing it. If, after you have 
worked in a certain way for a while, an approach that you 
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are using does not bring the success you want—try something 
new. Give it some thought, ask a colleague, read books, take 
seminars…. The point is that you do not quit.  You fall down; 
you get up and perform the steps again.

The Performance

When you are dancing your focus must always be “in the 
moment”— you are only thinking about what you are doing right 
then. You are not looking at the past; you are not looking into the 
future. You are only in the present. 

If you are performing and you make a misstep, you deal with 
it at that moment, and then you go on. This is called focus. 
Your audience doesn’t care that you’ve made a misstep – they 
probably don’t even notice. Once that step is finished you are 
on to the next without looking back. The important part is that 
you stay in the moment, deal with what is happening in the 
moment, and continue to move forward. If you allow yourself 
to hold onto the mistake or to feelings about the mistake, you 
will probably simply make more mistakes.

Sometimes certain steps or certain parts of the choreography 
can be extremely difficult. If you are anxious about a difficult 
step that comes later in the choreography, you cannot allow 
your anxiety about that difficult step to make you lose focus 
and misstep on the parts that are not as difficult. 

This works exactly the same way in sports and in many areas 
of life, including making telephone sales.

When making sales calls, you must be there, in that moment, 
with the person with whom you are speaking. If you have had 
a problem with an earlier call, you must let go of that problem 
and the feelings you may have about it. If you are anxious 
about being able to schedule a meeting or about the meeting 
itself, you need to do the work to reduce your anxiety. 

The best way to do that is to be aware of your negative internal 
dialogue. You do have control of your thoughts and it is your 
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choice to move forward or to hang onto the bad feelings created 
by your thoughts. Stay in the moment. Don’t worry about the 
future. Don’t hold on to the past. Focus on what is happening 
right now and only on what is happening right now. If you 
move from moment to moment in this manner, your calls will 
be much easier and far less stressful.

You may find that you are nervous, afraid or anxious when 
you first start making introductory calls, and that is perfectly 
normal—it is called stage fright. In the world of ballet, you take 
class every day, day after day, week after week, year after year, 
polishing and perfecting your technique. And it is technique 
that gets you through stage fright. 

The more you perform the easier it gets. If you build a solid 
calling technique it will get you through your calling anxiety. 
And as you continue to make calls your anxiety and stage 
fright will diminish—I promise.
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The Queen’s Rolodex 
Welcome to The Queen’s Rolodex. Here you will find all of The Queen’s 
recommended tools and resources. Everything in The Queen’s Rolodex has 
been personally vetted by The Queen herself.  

The idea behind this rolodex is to provide information, tools and resources to 
sales professionals that will enable them to leverage their time and increase their 
productivity.  

This is certainly not a complete list of all the resources that are available in the 
world today, but it is a list of resources that in most cases, The Queen herself 
uses, and she is comfortable recommending the resources listed below because 
of their high quality.  

In the spirit of full disclosure: Weiss Communications receives referral fees for 
some (not all) of the resources listed below. If that bothers you, stop here. Weiss 
Communications is in business to make a profit. Part of what we do is to provide 
information on resources to our clients. We would never recommend a product or 
service that we believed was not of high quality.  

*** 
Recommended CRM System 

VanillaSoft: The Perfect Software for the Perfect Cold Call. VanillaSoft is a 
superior sales engagement platform that is perfect for lead routing, cold calling 
and selling by phone, email, or sms. VanillaSoft has amazing call scripting 
abilities allowing you to deploy Wendy’s best scripts creating the perfect call. Try 
VanillaSoft and take advantage of their free trial. 

D & B Data in Salesforce:  The gold standard for account data is right inside 
Salesforce. Sales and marketing can efficiently plan territories, segment markets, 
and target high-potential accounts using millions of D&B company profiles that 
include address, phone, D-U-N-S® number, employee count, revenue, industry, 
SIC/NAICS identifiers, and more. Click here to find out more. 

Recommended Data Resources 

D & B Hoovers:  Has compiled the most comprehensive and accurate repository 
of business data on the planet – and are putting it to work to help identify and 
connect your most valuable business relationships. With more than 30,000 global 
data sources, they turn the data into insights that will help you succeed. Call 

http://www.vanillasoft.com/wendyweiss?source=WendyWeiss
http://www.vanillasoft.com/wendyweiss?source=WendyWeiss
http://www.data.com/data-sources/
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Dave Williams at 513-830-9705 or email him at williamsd@dnb.com. Visit their 
website: http://www.dnb.com. 

ExchangeLeads: ExchangeLeads is a list service provider that offers a free 
membership – no strings attached – that provides its users with 50 new free 
leads every month. Finding leads is half the battle in sales. Building your own list 
can be time consuming and cumbersome. ExchangeLeads vigorously validates 
their leads on a recurring basis, which means your calls will not go to 
disconnected lines or wrong numbers. Sign up for a free membership. 

Reference USA is a totally free database of 14 million US businesses available 
through many public libraries. In addition, with your library card you can access 
many other databases that could be useful.  

Recommended Prospecting Software 
Appointment setting is a business process which is defined by a Best Practice for 
the ideal pursuit of a target.  You are more successful - connecting with more 
targets faster and easier - when you make every dial count according to your 
ideal Best Practice. With Contact Science, you can design your ideal Best 
Practice and stay organized to easily pursue every name on your list perfectly. 
Go to www.contactscience.com for more details. Enter the code: thequeen for a 
discount. 

Recommended Sales Automation 
Dolphin Pro Power Seller: Tired of dialing by hand? Tired of having to leave 
voicemail messages? You can double, triple, or quadruple your calls per hour 
with Dolphin, which includes a power dialer, click dialer, CRM, scripting, 
recording, automated messaging, power E-mailer, and more. Visit their web site 
where you can watch a Video and request a Free Trial of this powerful, yet 
inexpensive, time saver and money maker. Just one sale could more than pay for 
the Dolphin for a whole year. 

Recommended Communications Services 
Kall8.com:  A fully integrated toll-free service that offers traditional 800 service 
with a complete set of online tools to manage and track your toll free numbers in 
real time. With Kall8, you can instantly activate and forward your 800 numbers, 
view calls, and analyze the results of your ad campaigns online.  Find out more 
here. 

mailto:williamsd@dnb.com
http://www.dnb.com/
https://app.exchangeleads.io/referral/2f618124
http://www.contactscience.com/
http://www.coldcallingdialer.com/
http://www.toll-free800.com/15806.htm
http://www.toll-free800.com/15806.htm
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Recommended Email Marketing Tools 
Constant Contact let’s you put email marketing to work. It’s fast, easy and 
affordable. Find out more here.  

AWeber creates lasting customer relationships with email newsletters, 
autoresponders, RSS to email and other email marketing tools. Find out more 
here.  

Recommended Presentation Tools 
Gotomeeting: Easy web conferencing and online meeting tools. Work with 
anyone, anywhere.  Click here to register. 

Gotowebinar: Lets you conduct do-it-yourself webinars with up to 1,000 people 
– all for one flat rate. Reduce travel while reaching larger audiences around the
world. Click here to register.

Recommended Merchant Accounts 
DirectPay:  Delivers personalized, convenient and affordable eCommerce 
systems to professionals who want to create a powerful online presence. With 
DirectPay, you can accept credit cards for your products and services, market to 
potential and current clients over the internet, set up an educational membership 
site and receive full, reliable support at every step. Click here for more 
information. 

Recommended Resources For Virtual Assistants 
www.upwork.com. Post your job on Elance.com and get bids from multiple 
providers. It’s as simple as Post the job, review the proposals, hire a provider.  

www.guru.com. Post your job on Guru.com and get bids from multiple 
providers. It’s as simple as Post the job, review the proposals, hire a provider.  

http://cjaffiliate.constantcontact.com/start?s_tnt=59616:10:0
http://thequeen.aweber.com/
http://thequeen.aweber.com/
http://learn.gotomeeting.com/forms/GoToMeeting-NA-Referral-Partner?c_name=ir&c_cell=wei_ww&c_prod=GTM
http://learn.gotowebinar.com/forms/GoToWebinar-NA-Referral-Partner?c_name=ir&c_cell=wei_ww&c_prod=GTW
https://www.directpayinc.com/?afid=a730fb6239
https://www.directpayinc.com/?afid=a730fb6239
http://www.guru.com/
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Recommended Resources For Email Tracking 

www.mailtrack.com. Know who reads your emails and when by having a double 
check mark on your message to know if the person has read your message. Free 
& Unlimited with Gmail (the only app with double check marks for Gmail). 

www.contactmonkey.com. Track emails and get more insights on your 
recipients’ reading behaviors. Make Email and Salesforce more powerful. Create 
a lead, log a call, create a task or event, update an opportunity and log a case - 
without leaving Outlook or Gmail. Save an hour per day. Know who is opening up 
your emails and clicking on your links. Get notifications on who is ready to buy to 
close more deals faster. Start updating your Salesforce and track emails from 
Outlook and Gmail in under 2 minutes. It doesn’t get any better. 

www.Bananatag.com. Email tracking for Outlook, Gmail and Mac options. 
Bananatag will automatically let you know when the email was read or if any links 
in the email were clicked. You can get notified right in your inbox and get in depth 
details online including location, device type and operating system. Add-ins work 
with Microsoft Outlook 2007, 2010 and 2013. 

www.yesware.com. Yesware will notify you on who opens and clicks on your 
emails, be able to see whether they opened it on desktop or mobile and quickly 
check the status of each tracked message. Yesware works in the background of 
the email client you already use, so you can get started quickly and stay focused 
on selling — not learning new software. 

www.sidekick.com. A precise and detailed oriented application, which focuses 
on email tracking and scheduling, as well as contact details. It is integrated with 
most email accounts and will provide information on the way people interact with 
your communication materials. Be in control! Know who opens your emails, 
when, how many times and from where. Always be in the know and 
communicate the smart way, by having data at your side. 

www.streak.com. Make it simple to manage your everyday processes so you 
can close more deals, resolve more support tickets, and Get Things Done. 

Recommended On-Demand Audio and Video 
AudioAcrobat:  Create and broadcast on-demand audio and video! Showcase 
your message on a global forum via Emails, Blogs, Social Media and Websites! 
Record, Stream, Upload, Download, Podcast, Syndicate, Share and much more!  
Find out more here. 

https://mailtrack.io/en/
http://www.contactmonkey.com/
http://www.bananatag.com/
http://www.yesware.com/
http://www.sidekick.pro/
http://www.streak.com/
http://wendyweiss.audioacrobat.com/
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Recommended Resources For Sales Intelligence 
 

Owler: Want to get a foot in the door, land more appointments, and net more 
sales? Then you need to be able to craft compelling introductions. With Owler 
you can stay up-to-date on the latest news and alerts (such as funding, 
acquisitions, and CEO changes) for all your prospects. Sign up for free. 
 

 
Recommended Tax Resources 

 
Track and store your business deductions from your smartphone or on the web 
with Taxbot! No more shoeboxes of receipts! No more mileage clipboards! Lower 
your taxes by $1,000’s every year with the push of a button!  

http://sales.owler.com/wendyweiss.html
http://www.wendy.taxbot.com/
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Wendy Weiss, The Queen of Cold Calling, 
is an author, speaker, sales trainer, and sales 
coach. She is recognized as one of the leading 
authorities on lead generation, cold calling 
and new business development and she helps 
clients speed up their sales cycle, reach more 
prospects directly and generate more sales 
revenue. Her clients include Avon Products, 
ADP, Sprint and thousands of entrepreneurs 
throughout the country.

Ms. Weiss has been featured in the New York Times, 
BusinessWeek, Entrepreneur Magazine, Selling Power, Sales & 
Marketing Management and various other business and sales 
publications. She is the author of the book, Cold Calling for 
Women and the recently released, 101 Cold Calling Tips for 
Building New Customers in a Down Economy. She is also a 
featured author in two recently released books, Masters of Sales 
and Top Dog Sales Secrets.

Wendy is also a former ballet dancer who believes that 
everything she knows in life she learned in ballet class.




