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About Art Sobczak

Since 1983, Art Sobczak, President of Business By Phone 
Inc., has specialized in one area only: authoring, design-

ing and delivering content-rich training programs and resources 
that business-to-business salespeople—both inside and outside—
begin showing results from the very next time they get on the 
phone. Audiences, customers, and readers love his “down-to-
earth,” entertaining style, and low-pressure, easy-to-use, cus-
tomer oriented ideas and techniques.

He works with thousands of sales reps each year helping them 
get more business by phone. Art provides real world, how-to 
ideas and techniques that help salespeople use the phone more 
effectively to prospect, sell, and service, without morale-kill-
ing “rejection.”
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In 2012 Art received the Lifetime Achievement Award from 
the American Association of Inside Sales Professionals for his 
contribution to the profession. In 2015, once again he was 
named one of the Top 50 Sales and Marketing Influencers, by 
Top Sales World.

Using the phone in sales is only difficult for people who use 
outdated, salesy, manipulative tactics, or for those who aren’t 
quite sure what to do, or aren’t confident in their abilities. Art’s 
audiences always comment how he simplifies the sales process, 
making it easily adaptable for anyone with the right attitude.

Since 1984 Art has written and published the how-to tips news-
letter, The Smart Calling Report, and for over 16 years, his weekly 
email tips newsletter.

Art is a prolific producer of learning resources on selling by 
phone. His newest book, “Smart Calling™—How to Take the Fear, 
Failure, and Rejection Out of Cold Calling,” hit Number One in the 
Sales and Marketing category on amazon.com on its very first 
day of release, and was named Top Sales Book of 2010 by Top 
Sales Awards.  The Second Edition was released in 2013. And 
perhaps the most notable testament to the book’s effectiveness, 
it is on the list of amazon.com’s Top 20 most highly rated sales 
books of all time.

He holds the popular Smart Calling College two-day public train-
ing seminars nationwide, and now online. He also customizes the 
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program for on-site, in-house delivery. Art also delivers how-to 
programs on effective inside sales and cold calling ranging from 
one-hour to several days.

He has produced and delivered over 1500 training sessions 
over the past 33 years for companies and associations in virtu-
ally all business-to-business industries.

His speaking and training reputation has been built as someone 
who knows what works and what doesn’t in sales because he’s 
done it (corporate inside sales and management positions with 
AT&T Long Lines and American Express in the early 80’s), and 
still does it.

He also conducts extensive research to customize his programs, 
listening to recordings of actual sales calls of client reps in order 
to learn the language of the industry, company, and strengths 
and weaknesses of sales reps and strategies.

Contact Art personally at (480)699-0958, 
or SmartCalling@Gmail.com.
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It Can And IS—
STILL—Being Done 
By  Phone

When I wrote and released the first edition of this book 
in 2006, I had been in the inside sales business for 23 

years. During that time many many changes had taken place in 
business and technology.

In the 10 years since I first released this book, it is mind-bog-
gling to think how many MORE changes have happened than 
in those initial 23 years. 

However, some things have remained the same. The phone still 
is one of your most valuable sales tools.

Despite what some gurus say—who likely want to sell you the 
social media and “the phone is dead” training programs they are 
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peddling—the phone is STILL the second most effective way to 
communicate and sell. Second only to face-to-face.

Oh sure, it is harder than ever to get through to and create inte-
rest with buyers in our crazy-busy society. What that means is 
that YOU need to be more interesting with your messaging and 
approach.

Buyers are still talking to salespeople. The savvy ones. That’s 
who you want to be.

I’m assuming you aren’t buying into the garbage perpetuated by 
the “calling is dead” crowd. Good for you, because you are right.

I know as a fact that using the phone in prospecting and sales 
works. I prove it. My clients prove it. And hundreds of thou-
sands of salespeople also prove it every day.

As Jeb Blount writes in his latest book, “Fanatical Prospecting,” 

“We have stats on phone prospecting going back to the early 
1990s, and we are seeing clear trends that contact rates via 
phone have actually risen by around 5 percentage points.”

But, in order to be successful you need to do and say the right 
things, and avoid what is likely to cause resistance.
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In this book I’ll show you the components of professional pros-
pecting and sales telephone calls.

I’ll show you what to say, why to say it, what to avoid, and how 
to do it. It doesn’t matter if your end goal is to set an appoint-
ment, get someone to a webinar, or make a sale, the same pro-
cess applies.

It doesn’t matter if you are placing an initial call to a prospect you 
don’t know, a follow-up call to someone who is in a multi-step 
complicated longer-term sales cycle, or a regular account main-
tenance call to a regular customer. The same process applies. 

It’ a simple process, really.

But it IS a process. There are steps to follow with a purpose for 
each. There are things to do and say, and to avoid that cause 
resistance. 

Don’t get too worried though. It shouldn’t be, and isn’t salesy 
or gimmicky.

When you follow my process and apply it to what you do and 
sell, you’ll see how conversational and natural it is. That’s how 
buyers want to be approached and spoken to, and I’m assuming 
that’s how you’d prefer to sell and prospect.

Mostly it’s common sense.
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But, in my over 33 years of experience as a salesperson, mana ger, 
author, trainer, speaker, and “guru” (I hate that word) I can tell 
you common sense isn’t all that common, or practiced.

In fact, I see many of the same mistakes being made today as I 
did 10, 20 and 30 years ago. And I see many more new ones as 
a result of misusing and abusing “geeknology.” It’s job security 
for me, but for those making the mistakes it’s sales frustration 
and failure.

In this book I’ll give you the simple step-by-step process for the 
successful call. 

It’s the same process I cover in my Smart Calling College train-
ing workshops (SmartCallingCollege.com), and my in-house 
customized sales programs for clients, of which I’ve done over 
1700 of for companies in virtually every industry.

Will you become a wealthy superstar sales pro by simply read-
ing this book?

No.

Lots of people read things evey day. And they probably want 
things like success and more money. But they fail.  

Because they don’t DO anything with it. Don’t let that be you.
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All I can promise you is that this stuff flat out works. I know 
it because I use it myself. Have for years. I’ve made all of the 
mistakes also. And I’ve sold millions of dollars worth of my 
own services.

And clients and customers tell me how much they’ve made, 
and what they’ve saved and avoided in terms of not getting the 
resistance, “rejection’, and avoidance they were used to.

This book gives you a proven process, methods, tips, and word-
for-word messaging you will be able to use to show success on 
your very next calls.

Will you get everything you need here to be tremendously suc-
cessful? Well, let’s get real here. The top professionals in every 
field got there through hard work, sustained learning and prac-
tice, and an insatiable desire to succeed.

I am giving you a proven process along with word-for-word 
messaging and techniques for each part of the call, along with 
how to keep your attitude high when doing it. You have the 
blueprint for adapting it and implementing it. Use it and you 
will have success. Where you really want to go with your skills 
and sales is up to you.

IF you do want to reach the highest levels of success and 
income, you’ll need to continue mastering and practicing each 
step of the process we cover here. There are thousands of 



Art Sobczak

� 6 �

books, learning programs, and articles on all aspects of sales. 
The most succssful reps constantly are using them and getting 
better.

I have plenty of other resources to help you get there as well. 

For now you’ll need to supply the attitude and action.

Deal?

Master the Phone and You Will Master Sales

Again, I’m assuming you’re reading this because you have bought 
into the fact that the better you are on the phone, the better 
you are in sales. Period.

Something I have heard my entire career—and it exasperates 
me because it’s not true, especially today—is,

“You can only use the phone to set appointments. You can’t sell 
(fill in the blank)      by phone. It’s a complex, 
multiple call sales process.”

Someone correct me if I’m wrong, but if it’s being done now, 
that means it’s possible, right?

But, the fact is, if you’re not using the phone as an integral 
part of your sales process, regardless of what you sell and the 
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complexity of your sale, you’re probably not as efficient or 
effective as you could be.

The Truths of Sales Communication

Here’s my take on the issue:

1. Sales is a process where we use several methods of com-
munication in order to achieve our objective: the sale and 
continuing relationship.

2. Face-to-face selling is the most effective way to sell because 
we’re able to use all methods of communication; on the 
phone we don’t have the visual element.

3. Face-to-face selling is by far the most costly way to sell.

4. Many face-to-face visits are a waste of time, whereby 
the same result could have been achieved by phone more 
quickly and less expensively. (And I haven’t even begun to 
take into account all of the time and money spent getting 
to and from the meeting.)

5. About 5%-30% of a face-to-face call is spent on business, 
70%-95% on small talk and extraneous matters. Inverse 
those numbers when applied to phone calls.
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6. Most face-to-face sales reps could increase their sales by 
cutting their number of visits and increasing their number 
and quality of telephone calls, by moving the sales process 
closer to the end objective on the phone, so that by the 
time they meet with someone, they’ve ensured they have 
someone who is qualified, interested, has authority, has 
money, and has an immediate need.

7. Many prospects and customers would rather not see a 
salesperson; it takes too much time to get down to business.

8. Some prospects and customers DO sometimes demand 
and prefer to see salespeople, in certain buying situations 
(not as many as outside sales reps like to think, though).

9. For every sales rep or manager who says, “You can’t sell our 
product/service by phone,” there is someone already doing it. 
Typically I hear this statement from someone whose job is 
being threatened by an inside sales department, or someone 
not comfortable with their own phone skills. Conversely, 
the wealthiest and most successful reps I know are masters 
at using the phone and at face-to-face presentations.

10. Th e Internet levels the playing fi eld between inside 
and outside sales. With screen sharing, webinars, webcams, 
web demos, the ability to transfer information instantly, and 
more, almost everything that needs to take place during a 
sales transaction can be done remotely.
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11. Social Media has not, and will not replace personal 
sales. All forms of social media are tools. They are comple-
ments to actually speaking with humans. Those that believe 
otherwise grow poor and depressed as they hope and wish 
customers will contact them, ready to buy.

Handling Complex, Multiple Call Sales By Phone

Anyone who has a predetermined “leaping off point” regarding 
how far they’ll take the relationship by phone, or how far they’ll 
take the initial phone call (“We only want to introduce ourselves 
and send out information the first call.”) is living by a self-imposed 
limitation that is based on false assumptions.

Here’s my advice to anyone who believes this theory: Take 
every phone call as far as you possibly can.

Makes sense, doesn’t it?

Ending a call prematurely wastes an opportunity with a captive 
listener you’ve worked hard to get to, and is interested in what 
you’re saying. Why let him cool down considerably, meaning 
you have to work just as hard to bring his emotional tempera-
ture back to this point and beyond on the next contact?

Plus, one of the biggest complaints I hear from salespeople is 
how tough it is to reach a decisiion maker. Why in the world 
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would we want to get off the call quickly once we ultimately get 
through? Crazy.

Don’t follow a process that states, “On the first call we send out a 
brochure. On the second we collect information. On the third we make 
a presentation . . .” 

What hogwash that is! Instead, establish a model that outlines 
the steps that must be taken and criteria met in order for some-
one to buy—not the number of calls it takes.

For example, a simple example scenario would be: 

Stage One: qualify according to potential need, and deci-
sion-making authority. 

Stage Two: Question further to identify specific pro blems, 
pains, and embellish them. 

Stage Three: Present possible solutions, web demo, and 
get agreement on applicability and money. 

Stage Four: Commitment to purchase. 

Stage Five: Signed purchase agreement, credit card, or 
check in hand.
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This process, depending on the situation, could take five calls, 
or one. If you had a predetermined notion that it has to take 
five calls, you’re wasting time when you very well could have 
closed it in one or two. Plus, you could LOSE the sale with 
someone who wants to get it done earlier. Don’t make them fit 
into your schedule of calls. Go with the flow.

Sales is sales. Period. Those who enjoy the greatest success use 
their time the most efficiently—mostly by phone.

Who is This Book For?

This is for the person who picks up the phone to initiate new 
contact with prospects, to follow-up on inquiries or previous 
calls in the sales process, and to call existing customers. Regard-
less of whether your desired outcome is an appointment or an 
eventual sale, the process applies.

It is focused primarily on a business-to-business consultative 
call, as opposed to a tightly-scripted word-for-word consumer 
telemarketing call (which has pretty much been killed off, 
thankfully, by the Do Not Call List.)

With that said, if you are calling people at home, or offering a 
consumer product such as real estate, insurance, investments, 
etc., the same process still applies if you want to use—and you 
should—a consultative, conversational sales approach.
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And even if you are not really selling a product or service, but 
nevertheless attempting to persuade and get an end result, you 
will still be able to adapt the process. That includes fundraisers, 
recruiters, the person who is tasked with getting volunteers for 
the church event, and so on. In every case, the “sale” we refer to 
in the process is the end result.

The Successful Sales Telephone Call Process

So, fellow sales pro, here is the process we’ll cover for every 
professional sales or prospecting call using the phone.

Pre-Call Planning
Pre-Decision Maker Communications
Interest-Creating Opening
Questions
Recommendation
Commitment
Setting Up the Next Action

In addition, I’ll add important material on dealing with resis-
tance and objections, and how to stay motivated in the process. 
And, we’ll look at some examples of calls in order to illustrate 
my points.

As we go through these sections I suggest you don’t just read 
them. DO them. Have a pen in hand. Take notes in this book, 
and on paper. The outcome of what you’ll go through here is to 
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help you sound like a smooth, polished professional, delivering 
just the right words to help someone else take action. In order to 
reach that point, you will need to read, write, recite, and practice.

Let’s get started! 
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Pre-Call Planning: 
Steps To Take Before 
The Successful Call

Before you even consider picking up the phone, let’s look at 
the steps the most successful sales reps take.

At the Start of the Day

Set Objectives for the Day. Prepare your “To Get Done” list. 
Include not only the important calls you need to make, but the 
other duties you must perform, such as proposals and handling 

2
CALL PROCESS
Pre-Call Planning
Pre-Decision Maker Communications
Interest-Creating Opening
Questions
Recommendation
Commitment
Setting Up the Next Action
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service issues. Review your calendar for follow-up calls you’ve 
scheduled. Set aside blocks of time for your prospecting, account 
management calls, and whatever else you plan to get done. Then 
review your list, prioritize your plans and get rid of things that 
don’t really need to be done, or delegate the ones that can be 
handled by someone else.

Best Yet: do as much of this as you can the night before—
particularly your call research—or begin thinking about 
it in the shower, or during the drive or ride to the office. 
You’ll hit the ground running!

Prepare Your Area. Some reps’ work spaces look like the after-
math of a tornado. Quite distracting, to be sure. Others often 
are caught unprepared on calls, prompting them to dig wildly 
through piles on a call like a dog searching for a buried bone. 
Think they’re paying attention to what’s happening on the 
call? Fat chance. Place all the prompts and resources you’ll need 
during the day in front of you, and clear away the distractions. 
You’ll be better prepared and more focused.

Prepare Your Mind. You wouldn’t engage in strenuous physical 
activity without warming up your muscles; do the same with 
your mind. Be sure you possess the right attitude before you 
start. Clear your head of the thoughts of the jerk who cut you 
off on the drive in. Forget about the cranky kids who wouldn’t 
listen to you that morning. Think positively. Ask yourself, 
“What am I grateful for today?”
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Focus on what you want to accomplish. “How can I help more 
people today?”

As trite as it might seem, force yourself to smile before you begin.

Before Each Call

Do Your Online and Offl  ine Research. I’m giving this point 
just a little bit of space in this book, but it’s one of the most 
important tasks you’ll perform. That’s reviewing information 
you have about your prospect/customer, and gathering other 
information.

It’s simple: the more you know about someone before you call, 
the more successful you’ll be.

People don’t like to talk to salespeople whom they feel are just 
trying to sell them something.

Think of salespeople who called you, giving you the same, 
droning uninspired pitch they gave to 20 people before you, 
and 20 after you (if they aren’t hung up on first).

Contrast that with the person who says something like, “I know 
about you, and the needs and concerns you have, and the things 
you want to accomplish, and the new project you are working 
on and the challenges associated with it. I’ve worked with lots of 
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other people like you and helped them get the results they wanted, 
and I might be able to help you as well.”

THAT’S how we create interest, avoid sounding like a sales-
person, and ultimately succeed in sales.

That also is the basis for my best-selling book, Smart Calling—
Eliminate the Fear, Failure, and Rejection from Cold Calling. If your 
income and career relies on new business, and you despise “cold” 
calling, get Smart Calling. (Smart-Calling.com)

OK, so, where do you get information.

Websites: theirs for sure, and others. 

Search Engines: search on their company, industry, contact 
name . . . anything that could be of value. Google has a service 
called News Alerts where you can enter in search terms and 
they will send you an email every day about any new web post-
ings with those terms. Very nice of Google to be your own free 
sales assitants feeding you leads!

Your Own Database. Duh. This should be a no-brainer. But 
I find that in their haste to crank out calls, many reps simply 
don’t take the time to collect this information and review it. By 
the way, this also means you need to be diligent at putting in 
notes after your calls. This becomes part of your pre-call plan-
ning for your next calls.
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LinkedIn. You should be very proficient at using LinkedIn. 
This means having a customer-oriented profile, and not one 
that sounds like a resume, which is a mistake most people 
make. You should search-optimize your headline, and experi-
ence sections for the terms buyers would use to find someone 
selling what you have.

You need to constantly work on building your network, since 
you will find prospects in your Second Level connections. You 
should use LinkedIn’s Advanced Search to find ideal prospects. 
You need to know the proper, value-based ways to connect 
with and message prospects. 

You’ll want to get involved with Groups, which are a rich source 
of prospects. But you’ll want to engage the right way and not 
come across as that stalker salesperson.

Plus there are many many other nuances of LinkedIn that are 
beyond our scope here. Don’t fret though. I do have some free 
and other more advanced training and resources to help you 
with LinkedIn:

www.LinkedInSales.Training
www.LinkedInForSalesSuccess.com

Bottom line, fellow sales rep, your credibility is perceived in 
direct proportion to how much your prospect or customer 
feels your call is about them. And you control how much effort 
you put into that.
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Set Your Primary Objective. You wouldn’t get in your car 
and say, “I’m going to start my car, and then just go out on the 
road somewhere.”

No, you get in your car because you have a very specific des-
tination in mind. And when you have a destination, then you 
figure out what route you need to take in order to get there. 
Then you follow that route. And usually you arrive.

Yet, many sales reps get on the phone with no clear, specific 
destination in mind. Then they end up cruising aimlessly, and 
not surprisingly, ending their wayward journey without a 
pleasing result.

Maybe you’ve had that feeling after a call. Where you sit there 
shaking your head, thinking, “What just happened on that call? 
I was all over the place.”

I specifically define your Primary Objective as, “What do I want 
them to DO as a result of this call, and what will I be doing ?”

Be specific. Saying, “I’d like to call and introduce my company and 
see if there’s any interest there,” is weak.

Better: “At the end of this call I would like the prospect to agree that 
my proposal is the one she wants to go with, and that she will take it to 
the committee for approval.”
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Again, the emphasis must be on the DO. It must be action-
oriented. 

The ultimate Primary Objective is to get them to buy at the end 
of this call, if that is a possibility with shorter, simpler sales.

Perhaps your objective is to “Get agreement that the customer will 
take your proposal to the board meeting and recommend its approval.” 
Maybe you want to qualify, generate interest, and get the pros-
pect to agree to do a side-by-side comparison between his 
existing product and yours.

Look at these again. They all involve your prospect/customer 
DOING something.

And think big. One thing’s for sure: if you aim low, you’ll rarely 
hit above your  target. When you aim high, you’ll sometimes 
reach it, and on average, will achieve greater results than if you 
start low.

So here’s your homework:

For every call you place from here on out, simply ask, “What 
do I want this person to DO as a result of this call?” That’s your Pri-
mary Objective.

And when you have your end target in mind, it’s much easier to 
plot your map, and ultimately arrive at the target.



Art Sobczak

� 22 �

Examples of Primary Objectives

The more specific your objective, the greater your chances 
of being successful. Look at these vague objectives, and their 
more specific alternatives.

Vague Objective: “To send them out our price list.”
Stronger: “To get agreement they will compare our price list 
with that of their present vendor, fi nd out how close we need to 
be to get a shot at the business, and to get commitment they will 
allow us to bid if we’re within their requirements.”

Vague Objective: “To introduce our company and send out 
information.”
Stronger: “To generate interest, qualify according to my criteria, 
and get agreement they will read my literature, check their exist-
ing inventory, and discuss a trial order the next time we speak.”

Vague Objective: “Follow up on the literature and see if 
they’d be interested in seeing a proposal.”
Stronger: “Defi ne specifi cally what criteria they will use to select 
their vendor, present my appropriate benefi ts verbally, and ask 
if those were in a proposal if they would lean towards picking us. 
If so, writing a proposal, and asking for the prospect’s commit-
ment that he will recommend us in the selection meeting.”
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Avoiding Rejection With Secondary Objectives

One of the biggest fears of salespeople, the one that causes call 
reluctance, and for some, to quit calling altogether, is the fear 
of rejection. You’ll be happy to know that I’m going to show 
you how to never be rejected on a phone call. That’s right. We 
do that with a Secondary Objective.

Set a Secondary Objective. This is what you’ll accomplish, or 
at least attempt, at minimum on your call in case the Primary 
is not attained.

A Secondary Objective can be getting agreement that they’ll 
accept your call in six months to discuss the results from their 
new vendor, and to determine if there is a possibility to work 
together at that time. It could be as minor as leaving them with 
a good feeling of your company.

As you can see, this does not involve them doing something. It’s 
just you attempting something. Because that gives you a win.

Having a Secondary Objective is the entire key to avoiding 
“rejection” on calls.

You see, you are only rejected if you think you are. Rejection is 
not an experience; it’s how you define an experience. Therefore, if 
can you accomplish something—anything—on a call, you’ve had a 
success of sorts. Think about what that can do for your attitude.
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Rejection is not something that happens to you. Stuff will 
always happen to you. Rejection is reacting negatively to what 
happens to you—such as a “no”—and then calling that rejection.

On the other hand, if you can accomplish something—any-
thing—or even attempt to accomplish something on the call, like 
asking about a product they are not buying from you, that could 
be viewed as a win for you, and you can feel good about that.

You might say that this is about semantics. And you would be 
right. What you say to yourself dictates your attitude and your 
subsequent actions. 

If you end call after call with, “That sucks, I got rejected again. 
Here comes another one,” you will hate what you’re doing, you 
won’t do it well, and eventually you’ll avoid, or quit doing it. 

Other Pre-Call Planning Steps

There are other steps you need to take as part of your planning. 
Since they are their own part of the call they have their own 
sections in this book:

• Prepare Your Voice Mail/Screener Strategies and Messaging
• Develop Your Opening Statement.
• Preparing Your Questioning Strategy and Plan.

Let’s move on!
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(Note: In every chapter I will hold you accountable to actually 
do something as a result of what we covered. These are Action 
Steps. I suggest you take time at the end of each section, go 
back and review it, give it some more thought, then write out 
what you will do.)

YOUR ACTION STEPS

What will you commit to DO as a result of this section?
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Pre Decision-
Maker 
Communications

In this chapter we cover the communications we have with 
people—and to electronics (voice mail) prior to, and some-

times instead of speaking with your intended decision maker.

Social Engineering to Smarten Up Your Calls

We’ve already discussed the importance of pre-call research and 
collecting intelligence about your prospect, the organization, 
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and any other situational information that can help you tailor 
your call. Now it’s time to show you how to get your very best 
source of real-time intelligence: social engineering.

Social engineering is simply talking to people other than your 
decision maker. The term has been most widely used to describe 
unscrupulous behavior, such as misrepresenting oneself and 
lying to manipulate someone to provide sensitive information. 
However, we use it positively and ethically to gather intelli-
gence for our Smart Calls™.

It can be done,

• As a separate call before your first call to your prospect 
on initial prospecting calls, and,

• Every time you call your prospect or customer. 

I find this to be the most underutilized tool available to sales-
people—and the one that has the greatest possible payoff. All it 
requires is that you take the time to do it, develop a sense of curi-
osity, and cultivate some conversational questioning techniques.

Completing all of these steps may indeed grant you a revelation 
that many of us have had:

People are willing to give you amazing amounts of quality 
information if you just ask them.
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A Computer Hacker’s Story

Kevin Mitnick was one of the most notorious computer 
hackers in the world; and at the time of his arrest in 1995, 
the most wanted computer criminal in US history. After his 
release from prison, he wrote the book “The Art of Decep-
tion” in which he shares precisely how he pulled off many of 
his hacking jobs.

Mitnick claims that he compromised computers solely by 
using passwords and codes that he gained by social engi-
neering; in other words, simply talking to people. Now a 
speaker and security consultant to corporations, Mitnick 
points out that the weakest link in any security system is the 
person holding the information. You just need to ask for it.

The Social Engineering Process

Of course, we are using social engineering in the positive sense: 
asking for information from people that will help other people 
and the organization as a whole. The social engineering pro-
cess for Smart Calling™ is as follows.

Upon reaching a live voice, you:

1. Identify yourself and your company:

“Hi, I’m Jason Andrews with National Systems.”

This immediately shows that you are not hiding anything.
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2. Ask for help. Perhaps one of the most magical words in 
the language is “Help.” When you ask for help, you make 
a person feel needed, wanted, and important. Most people 
have an innate desire to serve. This appeals to that emotion.

“I hope you can help me . . .”
“I do need your help . . .”
“I need some assistance.” 
“You probably work closely with Ms. Bigg, right? Great, there’s 
some information you can probably help me with.”

Most people have an innate desire to be helpful to others in 
some way.

3. Use a Justifi cation Statement. This is the magic key to 
getting cooperation. It’s simply giving a reason why you are 
asking. It doesn’t need to be complex, and in fact, should 
not be. Some examples are:

“I want to be sure that I’m talking to the right person there . . .”
“I’m going to be speaking with your VP of Sales, and want to be 
sure that I have accurate information . . .”
“So that I’m better prepared when I talk to your CIO, I have a 
few questions you probably could answer . . .”
“I want to make sure that what I have is something he’d show inter-
est in. You can probably answer a few questions for me . ..”
“So I’m better prepared when I speak with Mr. Byer, I’d like to 
ask you a couple of questions fi rst.”
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This also works well on any subsequent call:

“Th ere are a few things I forgot to ask Ms. Dumskin the last 
time we spoke . . . ”

The theory behind the success of Justification Statements is 
discussed by Dr. Robert Cialdini—widely considered as one of 
the foremost experts on persuasion and influence—in his clas-
sic book (which I believe should be in every serious salesper-
son’s library) entitled “Influence: The Psychology of Persuasion.”

Cialdini cites an experiment conducted by Harvard social psy-
chologist Ellen Langer where students let others cut in line in 
front of them at the copy machine simply because they pro-
vided a reason for their request—”because I’m in rush.”

Direct mail copywriters also employ this technique, often refer-
ring to it as the “Why” or the “Because.”

For example, if a business is running a promotion, they know 
their response will increase if they give the reason for it. For 
example, “We need to make room for next year’s new models 
and are clearing out the warehouse, so we are dropping prices 
to move the current models.”

I recommend that you take the time to create your own Justifi-
cation Statement—your “because” reason—and use it regularly.
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4. Ask questions. Of course you want to ask about the basic, 
factual material for which you might not have information 
yet. This depends both on what you sell, and the level of 
person with whom you’re speaking. In general, the higher 
up you go, the better the quality of information.

How Much Questioning to Do Here?
That’s up to you, and the person you are speaking with. If you 
are at all hesitant about doing this because you fear that people 
don’t have time to answer questions, get that out of your head 
right now! You will be amazed what you get if you simply ask. 
People are conditioned to answer questions, particularly when 
you follow this process.

And, you will be pleased with the payoff in terms of the sales 
intel you’ll gather. The premise is a simple and logical one. The 
more you know about the buyer and his/her job, department, 
wants, needs . . . anything to do with what you sell . . . the bet-
ter-equipped you are when you get that person on the phone.

How much information you get will depend on how much this 
person knows, how busy they are, and, to a degree, whether 
they feel they should give out information. One thing is for 
sure: if you don’t ask for it, they certainly won’t volunteer it.

Go in assuming that you can get every piece of info you need 
other than the ultimate decision, and work from there. 
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By the way, avoid saying, “Can you answer some questions for 
me?” Even if they know the answers, we’ve given them a fine 
way to decline. Plus, when you think about it, isn’t that a ques-
tion anyway? Tell them you’re going to ask questions, then do it.

Smart Calling™ Exercise

1. Prepare your own script for social engineering using the 
process above. Be sure you have a justification statement 
you are comfortable with.

2. Brainstorm for the questions you will ask at all levels of 
an organization, and write them out. Use social engi-
neering and you will make your prospecting calls much 
smarter, and successful.

Quick Prospecting Tip: Ask for the NAME of the 
Person who Handles What You Sell

If you don’t know who you need to speak with, of course you want 
to get it here. HOW you ask for it does make a big difference.

If you simply said, “Yes, I need to speak with the person there 
responsible for  your printing,” what might happen? They might 
grant your request! Then what? If the buyer answered the phone 
with, “Hello,” you would look like a real dufus when you sheep-
ishly say, “Uh, hi. What’s your name?”
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Here’s the better alternative.

“I’m looking for the name of the person there who is responsible 
for the acquisition of . . .”
“I’d please like the name of the Vice President of Operations.”

I have heard back from reps who’ve used this, only to have 
harried operators transfer the call. No problem. An alternative 
that solves it:

“Before you transfer me, I’d like the name of the person there 
who handles . . .”

Connect Now, or Later?

As I mentioned earlier, if you are placing your very first call to 
an organization you might want to collect your thoughts and 
research, plan, and do a separate, later call to your target. 

Whether you ask to be transferred now or later depends on how 
quick you can compile and plug your newfound info into an 
opening statement and prepare your questioning. In any event, 
you’ll be much better prepared than if you had to ask these 
same questions of the decision maker.
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 Not Gatekeepers. Not Screeners. Assistants 

Personally, I avoid using the negative terms screeners and gate-
keepers. And methodologies like getting past the gatekeeper, and 
“. . . avoid giving them information.” These words and attitudes 
result in adversarial approaches—not a good strategy when they 
hold the key to the door. 

The salespeople who are getting through understand that assis-
tants are assistants to the buyer, and can provide assistance to 
them, the salesperson as well.

Assistants are there for a reason: to protect the decision maker’s 
time. They do indeed get rid of salespeople. In fact, they are pros 
at it. They are getting rid of the self-interested salespeople who 
play the cat and mouse game and aren’t able to communicate that 
they might have something of value for the buyer. 

I’ve got files of success stories of how assistants have helped 
salespeople get their message to the buyer, arranged meetings, 
and even influenced purchases. 

Bottom line, here’s my main rule on working with assistants:

Treat them—and everyone you speak with—like a buyer.
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That’s right. There should be no going around, over, under, 
through, or past “screeners.” Don’t be evasive or use inane 
manipulative techniques.

Don’t think you are smarter than them. They have seen every 
trick in the book, and have gotten rid of many salespeople 
more clever than you.

They don’t get rid of everyone, though. Just the ones they deem 
as “salespeople” who don’t have anything important enough for 
the boss.

Free Ebook On Getting Through

Instead of being redundant here with tips 
on dealing with assistants and getting 
through, take a moment and download 
this free 32-page ebook I have created. It’s 
full of tips, examples, strategies and scripts 
for getting to buyers. I’ve included a 
number of success stories and case studies 
from my readers who shared the secrets of what’s working 
for them to get through. 

Download it free at 
http://SmartCalling.Training/getting-through
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Assistant and Voice Mail Tips to Help You Get Through

OK, you got the ebook, right? Great. Here are some additional 
ideas to help with assistants and voice mail.

Don’t Get Lost in the Phone System Bermuda Triangle. 
When initially trying to locate a decision maker you’ve never 
spoken with, if you detect even the slightest bit of hesitation in 
an assistant’s voice when they give you a name, continue ques-
tioning. Nothing is as frustrating as being shoved from one 
unwanting soul to another like a hot potato. Find out the title 
and department before you’re sent there.

Ask for the Highest Level. Find the level higher than the one 
that typically makes the decision. This way, if you need to be 
referred, it’s better to say that you, 

“. . . were speaking with Karen at Mr. McNabb’s offi  ce, and she 
felt that Ms. Collins would be the person I should be speaking 
with.”

It’s important that you don’t imply that Mr. McNabb said that 
she should buy from you; just let them know that you’ve come 
from above and your call will implicitly carry more clout.

Go to Other Departments. This also works when an opera-
tor or assistant is not authorized to give out the names of the 
people you’re looking for. Ask for someone in sales . . . you 
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know they’re always willing to talk! Larger companies have 
purchasing departments that might be able to help. You might 
end up speaking with these people eventually, but what you 
really want to find out now is who uses and recommends your 
products. If you run into a talkative purchasing agent, you just 
might also learn who they’re buying from, what they spend, 
and other goodies that can help you. Even if you do land at 
the polar opposite of where you need to be in a company, use 
something like this:

“I hope you can help me. I’m not in the right department, and 
you can probably point me in the correct direction. I’m Dale 
Strong with Th omas Development. I’m looking for the name of 
the person who handles the site selection for your franchises.”

Listen to their Entire Voice Mail Message. If you don’t, you 
might be missing potentially useful information. I was sitting in 
with a sales rep listening to calls, and as soon as the voice mail 
answered, she hung up. I asked her to call back and listen again. 
On the recording she this time heard the person say that he wasn’t 
going to be at this location for the next several days since he was 
at his other brand new location, and gave the phone number, 
and the hours he would be there! Now this rep knew nothing 
about the other location, but called him there, congratulated him 
on his expansion, and managed to close a sale right there!
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Be prepared for voice mail. Don’t place a call without being 
ready to leave a statement on voice mail. Not just any message, 
though. Talk about ideas that you have which may potentially 
help them benefit in some way, or avoid loss. Talk about a 
problem you’ve solved for another company, and mention 
you’d like to ask them a few questions to determine if it would 
work for them as well.

Sound interesting. There’s something psychological about talk-
ing to voice mail that causes even the most eloquent speakers to 
lapse into their robot-like voice. Be yourself! Visualize the live 
person you are speaking to at the other end, not a passionless 
microchip! Practice your messages. Recite—do not read—them 
into your own recorder. Listen to yourself, being very critical 
about areas you want to improve. Focus on your inflection, 
putting variation in your voice to convey the moods of enthu-
siasm, urgency, and importance you desire to convey. Be sure 
your articulation is crisp, especially in pronouncing the ends of 
words and consonants.

Hang up if you need to. If you are not prepared, and the 
recording has the effect of erasing all signs of intelligence from 
your short-term memory, like a computer experiencing a data-
zapping power surge, hang up before you say anything. Think 
through the message you’d like to leave. Th en call back. Or, if 
their system allows it, review your message to be certain you’re 
comfortable with it. If not, do it over.
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Answer Assistants’ Questions. Never try to evade an assis-
tant’s question. That’s one sure way to get dumped. They simply 
want to determine if you have something of value. Use some-
thing like,

“Let me explain why I’m calling. We work with companies such 
as yours that do large numbers of air express shipments to help 
them cut down on their total bill each month, and in some cases 
the savings run from a few dollars to a few thousand. Whether 
or not we could do the same for you depends on several vari-
ables that I’d like to discuss with Mr. Holloway.”

Back Up Your Voice Mail Message With a Live One

If you do leave a lengthy voice mail message (one packed with 
results and benefits for the listener, of course), consider leaving 
a brief message with a secretary or assistant as well, referring to 
the voice mail message. Such as, 

“Please tell him that I left him a detailed voice mail on how he 
could lower his materials costs.”

Handling Unreturned Voice Mails

Tom Mason, New Business Development Manager with Maclean 
Computing weighed in with a few good ideas, including one on 
how he handles prospects who don’t return the voice mail mes-
sages he leaves them. Here is an email he sends them.
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Dear Ms. Prospect,

My name is Thomas Mason, and I work for a company 
called Maclean Computing Ltd. On the 5th of June, 
I spoke to Mark and he suggested that I speak to you 
regarding what we do here. I have tried to contact you 
since, on four separate occasions. The dates for contact 
are the 11th of June, 20th of July, 23rd of July, and the 
29th of July.

The reason for this e-mail is that I am concerned that I 
have done something wrong and that this is the reason 
why you are not returning my calls. Hence the title of my 
e-mail: “Advanced Apologies.” If I have done something 
wrong I would like to find out, so I can correct it. If you 
would like to talk to me, please give me a call at 09-377-
0840 or e-mail me at       .

Thank you for your time.

Thomas Mason :-)

After nine months of using this, Tom gets enjoys about a 90% 
hit rate, which is quite good when most people would normally 
give up.

It’s tough to sell if you can’t get through. Try these ideas.
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Where’s The Voice Mail Example That Gets 
Calls Returned?

If you’re looking for that one magic voice mail message that gets 
calls returned every time, well, yeah, so am I.

Other than lying, saying it’s a personal call when it’s not, claiming 
you’re with the IRS, or otherwise being deceptive, the only way 
to get calls returned is to SAY SOMETHING OF INTEREST.

No tricks. No magic.

And, the great voice mail message is really the same as your 
great opening statement. So let’s get started on that.
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YOUR ACTION STEPS

What will you commit to DO as a result of this chapter?
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Your Interest-
Creating Opening 
Statement

Your opening statement, what you say in the first 10 sec-
onds, is the key to a successful prospecting or sales call.

It’s here where the prospect/customer decides if they’ll listen to 
you and participate, or begin whisking you off the phone.

CALL PROCESS
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I’ve found that a great start in building successful openings 
is understanding and avoiding the mistakes that are sure to 
cause resistance.

Let’s first review some Do’s and Don’ts.

Openings to Avoid

“I’m calling to check in with you . . .” I jokingly refer to this as 
the “Probation Officer” approach. If you don’t have something 
of value to offer, don’t bother checking in. They’ve got enough 
people working with them and for them “checking in” in person 
all day long.

“Just wanted to touch base with you . . .” Ditto the above.

“Wanted to call to see if there was anything you needed . . .” Need is 
a matter of perception. If they perceived a need that was intense 
enough to take action on, they would have done something 
about it. It’s your job to remind them of a need, to get them 
thinking about one they didn’t even know they had, or to help 
them recognize that a mild need is actually more significant than 
they thought. Calling to “see if they have any needs” is reactive, 
and actually is a nuisance call if the customer doesn’t feel like 
he gained as a result of the call. Some might vehemently argue 
this point, but what if every vendor they’ve ever purchased from 
called regularly, just to call? It’s a waste of time.
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“Calling to see if you received the email/letter/brochure/package/
catalog/price list I sent?” Is the literature going to do the selling 
for you? If so, why are you needed?

“Wanted to introduce my company and products to you . . .” So 
what? They don’t care about your products. They can look in a 
directory and find at least 10 companies selling the same thing.

“Like to set up a time to get together . . .” The arrogance and igno-
rance of some salespeople blows me away. They think that just 
because they took the time to pick up the phone, they deserve 
20 minutes of someone’s time in person. No, we must earn the 
right to someone’s time by showing them the value they could 
receive from us. And we must keep earning it throughout our 
calls (and visits).

How to Create Interest Every Time With Your Openings

Now that we’ve covered what immediately turns otherwise nice 
upstanding citizens into fire-breathing, crazed demons, let’s dis-
cuss the much more pleasant alternative: interest creating, curi-
osity piquing utterances of brilliance that mesmerize them into 
clinging to your every word. (Well, that’s your goal, isn’t it?)

The opening is without a doubt the most critical part of your 
call. It’s like the first section of a bridge. If it is not structurally 
sound and therefore crumbles, the remainder is useless.
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First, there are two results you are looking for from your opening:

1. Put them in a positive frame of mind, and,
2. Move them to the questioning part of the call.

To accomplish this logistically, your opening needs to,

• identify you,
• let them know what’s in it for them, and,
• get them involved.

As mentioned earlier, your goal is not to sell, or ask for a deci-
sion or appointment in the opener. That’s a sure way to make 
them as elusive as a butterfly in a windstorm. 

The Interest-Creating Prospecting Opening 
Statement Process

OK, let’s tie things together and give you the blueprint for your 
successful call opening.

1. Identify yourself and company. “Hi, I’m Dan Seller with 
EduTainment Industries . . .” Pretty simple so far.

2. Mention your connection/Smart Call intelligence. 
Here’s where you set yourself apart from every other sales-
person. You connect with them because you are talking 
about them and their world.
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“In speaking with your shipping manager, I understand that 
you’re now experiencing delays on some of your time-critical 
shipments . . .” 

3. Let them know what’s in it for them. THIS IS THE MOST 
IMPORTANT PART! Take a few minutes and grab a large 
piece of paper. Answer these questions:

What do your prospects want most in life as it relates to your 
types of products and services?
What do they want to avoid?
How else can you help them personally?

There you have it! The very reasons why they buy from you, 
and why they’ll listen to you. Your answers are Possible Value 
Propositions (PVP’s). Forget all that mumble-jumble about fea-
ture-advantage-benefit-proof etc., etc., . . . people buy results.

Again, people don’t buy your thing or stuff. They buy the 
RESULT. That goes into your PVP.

For example,

“Hello Ms. Sturgeon, I’m Sandy Carp with Aqua Industries. I 
understand that fi ne-tuning your bidding process is something 
that you’ve been discussing there. I’m calling today because we 
specialize in working with building contractors, and have a 
system that helps them minimize or eliminate cost overruns, 
while ensuring they get projects done on time . . .”
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Notice, that opener didn’t talk about the fact they sell a soft-
ware program to do that—the listener doesn’t give a hoot about 
the product. He doesn’t care about the means at this point; the 
end, the result, is what really matters.

Another favorite of mine that’s easy and effective is,

“I’ve got a few ideas I’d like to run by you regarding how we 
might be able to    .”

Then you simply fill in the blank with the answer to one of the 
questions you asked yourself earlier.

4. Get them involved. I’ll repeat it again: you don’t want to 
sell in the opening; just move them to the questioning, and 
have them be in a receptive, curious frame of mind when 
they arrive. I like to say,

“ . . . and to determine if this is would be of value to you, I’d 
like to ask a few questions about how you’re now handling your 
project management.”

 Or, you can use phrases like,

“ . . . and to determine if what we have would be worth taking a 
look at, I’d like to fi nd out more about . . .”
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Another is,

“ . . . and to see if this is something you’d like to discuss further, 
I’d like to ask a couple of questions about how you’re handling . . .”

You’ll know you’ve succeeded when they say, “Sure, go ahead 
and ask,” or, “Fine, what do you want to know?”

Before you even consider delivering an opener, listen to it as 
if you were the person hearing it. Ask yourself if you would 
be truly inspired by it. If not, can it. If you don’t, your listener 
will. The magic that moves them to the positive frame of mind 
is in appealing to what they want. And that’s how you create 
interest every time.

The Follow-Up Call Opening

This is for any call that follows a previous contact. It’s an easier 
opening to craft than most of the others since it’s a continua-
tion of the previous contact. What we want to avoid is being 
purely passive and saying something like, “I’m just following up 
on our last call . . .” or “Just wanted to be sure you got my email 
and wanted to see if there are any questions.

We want to be sure the follow up opening is proactive and 
leads us into a conversation with the prospect or customer, 
instead of asking a question that they can answer with, “Nope, 
no questions.”
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Here is the simple process to follow:

1. Identify yourself and company.

2. Remind them of Your Previous Contact. On your fol-
low-up calls it’s important to remember that your prospects 
are likely not doing pre-call planning like you. Therefore, 
you can’t assume they are in the same frame of mind as you 
when your call arrives. Actually, you should assume they 
might not even remember you. Then you’ll make it a point 
to briefly review where you left the previous conversation:

“I’m calling to continue our conversation from last week . . .”
“I’d like to pick up where we left off  last Monday . . .”

3. Remind them of Th eir Interest, and/or Agreed-To Action

“. . . where we had discussed your interest in our testing pro-
gram, and you were going to review the statistics I sent you . . .”
“. . . you had felt that our coverage would be more comprehen-
sive for your facility and you were going to recommend it to 
your CFO . . .”

4. Bring Something New to the Table and Be Proactive 
With Your Intentions for Th is Call

“. . . I’d like to go through those numbers with you and I have 
some additional information I believe you’ll fi nd benefi cial.”
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Let’s look at an example with all of the components:

“Don, it’s Pat Keeler with Building Suppliers. Th e last time we 
spoke, last November, you asked me to contact you about your 
plans to expand into roofi ng supplies since you felt you could 
sell quite a bit to your existing customers. I’ve put together some 
ideas that have worked very profi tably for other wholesalers 
across the country, and if I’ve reached you at a good time, I’d 
like to discuss your plans.”

 Opening Rules, Ideas and Tips

Have Value Added Points (VAP’s) on Every Call to Exist-
ing Accounts. If you are truly calling to keep your name in front 
of them, fine. It’s necessary to build “mindshare.” But this is only 
successful if they feel they received something as a result of the 
call. Be prepared with useful news, new ideas, information about 
how some of your other customers are taking fuller advantage of 
some of the things they are buying now, and so on. 

For example,

“I was at a trade show last week and I thought of you . . .”
Or, “We’ve just introduced something here that might be able to 
work in your situation, and I’d like to run it by you . . .”
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Be Proactive. Even if you did send literature, don’t bring the 
call to a screeching halt by asking if they received it. Make it 
part of what you want to DO together on this call:

“I’d like to review with you the pricing options I detailed in 
my letter . . .”

Use words like “discuss,” “analyze,” and “go through.” And if 
they didn’t receive your stuff or don’t have it handy? No prob-
lem; the literature isn’t holding you up like a crutch. Be pre-
pared to proceed anyway.

Use Weasel Words. If you use cocky claims like “I can show 
you how you can do thus and so, guaranteed,” in your opening, 
people will furrow their brow, wince, and think to themselves, 
who IS this used car salesman?” Instead, ease in with words like

“might be able to . . .”,
“there’s a possibility,”
“depending on what you’re doing now.”

Forget about “Making/saving them money.” Look at those 
words again. Don’t use them verbatim. Even bad salespeople 
say this in attempts to generate interest. I’m not implying this 
isn’t a strong buying motivator—it’s the wording that is ineffec-
tive. Instead, get information about them first from screeners, 
and then customize your opening to appeal to them personally.
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“I understand you’re now in the process of remodeling your 
order entry department. Depending on your space limitations, 
we might have some ways to help you keep your costs down 
during the design and installation stage of your offi  ce furnish-
ings. If I caught you at a good time, I’d like to discuss your plans 
regarding . . .”

Account Management Calls: Just Introducing 
Yourself is NOT Adding Value

If you manage accounts, let’s address your types of calls and openers.

First, let me ask. have you ever attended a business networking 
mixer? You know, the happy hour events where people walk 
around introducing themselves, hoping to make contacts that 
will result in referrals or business.

Oh I know they are useful for salespeople in certain types of 
businesses.

And perhaps the couple of events that friends have dragged me 
to are not representative of most, but I was amused by the ones 
I did visit.

I observed plenty of hungry—almost desperate—salespeople 
walking around, introducing themselves, feigning interest in 
the other person, then launching into their own pitch, stuffing 
their cards in the hands of everyone they could.
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I’d watch people during these interactions—and experienced it 
myself—where after one person would leave, the other would 
roll her eyes and say to a companion, “Gawd, I’m glad he left.”

These types of events caused me to borrow the name and attach 
it to a type of call: Th e Networking Mixer Call.

It’s calling to say you “Just wanted to introduce yourself.”

Just like at the event itself, that is not adding value on a call.

I’m talking about the sales rep who starts a call with, “I’ve just 
taken over your account/I’m new here/I’m the rep in your area 
and I wanted to introduce myself to you.”

This type of call is very common with reps who are new to an 
organization, others who’ve just been handed inactive accounts, 
or accounts from a departed (and or fired) sales rep.

After introducing themselves, these callers normally continue 
with something about how they’ll be calling on a regular basis, 
and if the customer ever needs anything to just call, yadda, yadda.

The callers seem nice enough when they phone, but let’s get 
real here: what are the listeners thinking after they hear this 
introduction?

About the best that can be expected: “Oh, OK, thanks for calling.”
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And that’s the response from the customers who actually ARE 
customers . . . those who buy on a fairly regular basis. But let’s 
face it, most of the best accounts are quickly gobbled up by, or 
assigned to more experienced reps. And that leaves the mar-
ginal “accounts” that we’re talking about here.

So, when these “accounts” get this networking mixer “I wanted 
to introduce myself”-call, the confused customers are likely 
thinking, “Account? I don’t ever recall buying from you.”

Or, “I bought from you guys once, over a year ago. I don’t care 
who my rep is.”

“I have a sales rep?”

“You’re with who?”

“Oh, another new one.”

I’m sure there might be some managers reading this who have 
instructed their reps to use the Networking Mixer Introduc-
tion, and they’re feeling denial right now, trying to defend 
the approach, saying it’s service-oriented, and all that other 
touchy-feely stuff.

But anyone who has actually placed these calls for a few days 
has likely been bloodied up enough to have realized the cold 
hard truth:
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It wastes the listener’s time.

This might come as a shock to some, but unless the customer’s 
very business existence relies on your regular phone call, call-
ing them with this self-serving declaration is viewed as a call 
that simply announces a policy YOU’VE implemented, or news 
at YOUR company. It’s all “us” oriented. You might as well call 
them and say,

“I’m just calling to let you know that here at our company we’ve 
added three new people in the Accounting department, and we 
just resurfaced the parking lot.”

Bottom line, it evokes a yawn, and a great big, “So what?”

It doesn’t move you closer to your objective, which is to make 
a sale either on this call—or a subsequent one—and build a 
relationship.

So, what SHOULD you do? 

First, to set things up, we’ll focus on calls in a couple of categories:

The “Networking Mixer” calls . . . phoning accounts you haven’t 
spoken with previously because they have just been assigned to 
you, and, regular calls to existing customers—who might be at 
various levels of ordering and volume frequency.
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I’ve always said that these are some of the toughest calls to 
place. Because, it requires creative thinking and lots of sales 
pros don’t want to think that hard.

Except the best sales pros. I bet you’re in that group.

Lazy sales reps, or those or don’t know any better, are content 
calling to “just touch base,” or to “see if there’s anything on your 
desk I can bid on.”

These approaches are reactive, provide nothing of value, can be 
viewed as nuisance calls, and leave you open to being treated 
as a simple vendor who can be manipulated into a price war.

Calls to regular customers—those new to you, and to prospects 
you’re clinging onto—should always contain something of 
value . . . something that lets the customer feel you are contrib-
uting something useful by calling.

Keep in mind that your customers are someone else’s prospects. 
If they feel they are being taken for granted by a sales rep, or a 
transactional telemarketer-type who simply calls and says, “Do 
you have an order for me?”, . . . they might eventually fall for 
the wooing of a competitor who is creative enough to dangle 
something attractive in front of them.
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Also keep in mind your prospects are likely buying from some-
one else, and won’t budge unless they see some value in what 
you have.

So, what to do?

Here are just a few ideas to spice up these calls to position you 
as a value-added resource, and not just a salesperson.

Instead of the Networking Mixer Opening
Of course you are introducing yourself, but think about WHY 
they would be interested in knowing you: sorry to break it to you, 
it’s not because of the charming, witty individual that you are. 

Well, maybe that will play a part later, but initially it will be 
because they think you can add some value to their world. So 
you must get to that quickly.

“Hi Pat, I’m Dale Johnson with Synergy Solutions. First, we 
want to thank you for your business with us the past couple 
of years, and I wanted to let you know that I am your point of 
contact whenever you need product research done and quotes so 
you can get answers quickly. Plus, I’ll be letting you know when 
there are promotions that you might have interest in . . .”
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Begin with “YOU”
A good way to begin calls to customers is by saying something like,

“I was thinking of you,”
“I heard some interesting information, and you immediately 
came to mind,”
“When this news came out, I thought about you . . .”

News or Trigger Events in Their World
A quick Google and LinkedIn search could bring up valuable 
intelligence about them or their company.

Perhaps they just won a major contract, they were featured in 
the news, your contact wrote an article or had an interesting 
LinkedIn update or Twitter post.

Change is constant, and it provides opportunities for you to 
add value.

Industry News
Perhaps you have some news they might not be aware of. Or, 
maybe they are aware of it, and you have something to help 
them take advantage of it. For example,

“Ms. Prospect, you probably are familiar with the new regula-
tions regarding the reporting of waste disposal. We developed 
a way to make that less of a headache for companies in your 
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situation, and I’d like to ask you a few questions to see how 
much of a problem you anticipate this being.”

New Policies at Your Company
If you change restrictive policies that would enable you to do busi-
ness with people who didn’t qualify in the past, call them again.

For example, if your minimum order size has been dropped, 
or, you’re now carrying a line that they asked for before and 
you didn’t have it, or you’ve lessened credit requirements.

And with regular customers, calling with changes to their advan-
tage is always welcome.

Promotions
Calling with the Deal of the Week is the lazy default for many 
salespeople.

While I don’t suggest becoming known as the person who just 
calls with specials that your customers can cherry-pick, if you 
strategically call when there is a special on something you know 
your customer uses and might not be buying from you, that can 
turn into a bigger relationship.

Or, “Giving Away a Dollar Today to Get a Hundred Later” is a 
good strategy. I had an online service that I use call me and let 
me know I qualified for a better plan than the $19 or whatever 
I was paying monthly, and drop it to $14.
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Crazy for them to do that right?

Not so much, when I consider that I’ve had lots of opportuni-
ties to leave them, but always remember that gesture . . . from 
a few years ago.

New Regime at Your Company
This can be effective for those accounts you haven’t been able 
to break because of legitimate, real objections they had. If, for 
example, new management has cleaned house and improved 
quality, decreased errors, etc., call again, since you’re now sell-
ing a new company.

Also, these can be spun into reasons for calling existing accounts.

New Capability
If you have products or services that deliver results you weren’t 
able to before, that is always a good reason to call.

Just be sure you are positioning them in terms of results to the lis-
tener. Not, “Hey, we have a new product and we think it is great.”

New You
Maybe you fell to pieces and self-destructed on a previous call. 
Since then you’ve acquired more skills and confidence.

Maybe you’ve come up with new ideas, or a new strategy.
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Your Assignment

Of course my examples here are fairly general. You need to 
make them specific for your calls. And here’s the best way I 
know for you personally to come up with great value-added 
reasons for calling:

Have a brainstorming session with your colleagues. Invite 
customer service, production, advertising, marketing, opera-
tions . . . anyone who knows your products and services. 
Make it a game or competition. The goal is to fill in the blank:

“Th e reason I’m calling is                               .”
The main rule is that what goes in the blank must be 
perceived by the listener as something that they would view 
as valuable and interesting to them.

Believe me, I’ve done this many times with clients in train-
ing sessions and we come up with 20, 30 or more great ideas 
to use.

So get creative, get working, and you’ll find yourself con-
verting more of those prospects collecting dust in your 
follow-up file, and you’ll provide more value and sell more 
to existing customers.

What’s Missing in this Cold Call Opening Statement?

Let’s end this chapter on openings by studying an example to 
test your understanding. Here’s a cold calling opening state-
ment suggestion I read in an online article. (It’s no wonder so 
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many people get beat up on the phone when they try stuff like 
this on a cold call that they think is from a supposed expert.)

“Hello, this is Mark Peters with Reclamation Services. We 
specialize in commercial recycling services, and I’d like to ask 
you about your company’s recycling policy. Do you have just a 
moment for a couple of quick questions?”

What critical component is missing?

You win the prize if you answered, WHY the person should 
take a moment to answer a couple of quick questions. 

In my experience, the most common result of this type of 
opening is that most prospects, who of course are very busy 
people—AND who very well might be great prospects—see 
nothing of value in the call, perceive this as a salesperson want-
ing to pitch his service, and then quickly brush off the caller.

But what’s interesting, and this continues to leave me scratching 
my scalp in amazement is that some people will actually answer 
the questions in response to an opener like this. But when they 
do, they still are likely bracing themselves for the sales pitch. 

Sure they are still on the phone, but they’re tentative, skeptical 
and guarded as they curtly answer the questions. Like a hostile 
witness on the stand in a court trial. Which is not the desirable 
state of mind for people you’d like to persuade. 
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In this book and my training programs, I’m all about crafting 
just the right words to form the optimal message to accomplish 
your objective. We want to minimize our chance of resistance 
and maximize our chances for success. And as I’ve demonstrated 
so many times, one or two words can make the difference. 

Your opening must create the thought in their mind that you 
might be able to do something for them. This sparks their curios-
ity and interest, and earns the right to take some of their time, 
and, puts them in a more favorable frame of mind to answer your 
questions, since you’ve already hinted at the payoff for them.

Using my Smart Calling methodology we covered earlier, 
this missing component can very easily be added, making the 
example much more effective: 

“Hi, I’m Mark Peters with Reclamation Services. I understand 
that you have adopted a corporate-wide green initiative and 
have been looking at some options. As a commercial recycling 
service, we specialize in helping metal service centers reduce 
their waste hauling expenses, get paid more for their scrap, 
and also help them save money on everyday paper goods. If I’ve 
reached you at a good time, I’d like to ask you about compli-
ance guidelines you’ve been given to see if I could provide some 
information . . .”
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A few points that went into the creation of this:

• the caller used sales intelligence, some found on the com-
pany’s own site about going “green,” and also by doing “Social 
Engineering,” which is speaking to others in the prospect’s 
company. Therefore, he was able to instantly relate to a trig-
ger event relevant in the prospect’s world and made it about 
the prospect. 

• the caller hinted at three concrete benefits they have pro-
vided to similar metal service centers, which would give an 
economic benefit in addition to helping them comply with 
their internal green initiative. 

• the caller smoothly transitions into the questions, making it 
easy for the prospect to participate from a positive, recep-
tive state of mind, like a friendly witness on the stand. 

So, what type of prospect would you rather be dealing with? 
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YOUR ACTION STEPS

We have barely scratched the surface here about openings, 
but we have given you the foundation to create your own 
interest-creating opening message. Right now, take a 
prospect or customer that you will be calling, follow all of 
the steps up to this point (that means doing your research 
and social engineering call) and then plug everything in to 
an opening statement. Write it out, edit it, and practice it 
out loud.
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Effective 
Questioning

Questioning is the foundation for professional sales. People 
will buy for their reasons, not yours.

However, most conventional wisdom on questioning in sales 
deals with using open probes versus closed questions. Old-school 
literature and trainers assert, “Never ask a question someone can 
answer with a ‘no’.” That statement is bunk, intimates that you 
should be manipulative, and focuses solely on the mechanics of 

CALL PROCESS
Pre-Call Planning
Pre-Decision Maker Communications
Interest-Creating Opening
Questions
Recommendation
Commitment
Setting Up the Next Action

5
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questioning. The quantity of information isn’t nearly as impor-
tant as the quality of information.

You need to ask questions that uncover information you can 
use to help the person buy. If you simply have a collection of 
facts that aren’t working in your favor, your call screeches to a 
halt at a dead-end.

There are four categories in which you need to gather informa-
tion on professional sales and prospecting calls.

1. Facts

Just like the classic old TV cop show, Dragnet, you need the 
facts about the person’s situation. However, most salespeople 
spend all of their time here. “How large is your operation?”, 
“How many people?”, “What do you buy now?”, and so on. We 
certainly need facts, but factual questions bore the answerer, 
since they see no benefit to them in answering. With factual 
questions, eventually you reach the point where the prospect 
thinks, “When is this going to be over?” Get the facts, then 
move on. Better yet, get as much of this info as you can before 
even getting to the decision maker.
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2. Problems

As quickly as possible, you need to uncover the “pain” or prob-
lem that is troubling the person or organization.

People will only take action if they perceive there is some prob-
lem they’d like to solve, or if they could enhance their present 
situation in some way. You need to determine how they view 
their circumstances. Sometimes they readily state their prob-
lem, or better yet, they call you with it. Other times, you need 
to query them to determine if there is a perceived problem at 
all, and if not, if it’s worth your while to determine if you could 
develop a need with questions.

3. Costs of the Problem

OK, you know they have pain. Here you want to magnify it. As 
terrible as it sounds, you want to make them feel badly about 
their problem. Open their eyes to realize it’s worse than they 
thought. Most salespeople do not expound enough in this area. 
By getting the prospect to agree that not only they have a prob-
lem, but that it’s having immense negative implications, they 
will essentially justify the price of what you’re selling. Here are 
some questioning ideas:

“Can you measure in dollars what that’s costing you?”
“What eff ect is that having on your business?”
“How has that hindered you?”
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4. Benefits of Solving the Problem

Now that you’ve made them feel like topsoil, it’s time to build 
them up with questions. You’ll prompt them to tell you what 
they would gain by erasing their problem. Just as with the pre-
vious category, the more specific the better.

“What would that be worth to you in terms of increased sales?”
“Exactly how much do you think you’d save?”

 Use the Iceberg Theory of Questioning To Get The 
Best Information

When you see an iceberg glistening in the water, what do you 
really see?

Only a small portion of the iceberg. You see just the tip. The 
bulk of it is below the water level. (I’m getting to a sales point 
here, trust me).
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When you ask a question, the first answer you hear is the tip 
of the iceberg. Everything below the water level is the good 
stuff . . . the information you really can use: the reason behind 
the initial answer.

Problem is, many salespeople quit after they have the “tip” infor-
mation, when the “below the water level” information will tell 
them, why, precisely, the prospect/customer says what they do.

And that’s the information we need to help them buy.

For example, let’s say a sales rep for a human resources pro-
spective-employee testing service receives a business reply card 
or an Internet lead requesting information. The sales rep, after 
introducing himself, asks the question, 

“Why are you looking to do employee testing?”

The prospect responds, “We feel that we need to do a better job 
screening our applicants so we don’t make hiring mistakes.”

The sales rep, who has been selling this service for several 
years and feels he has ‘been there and done that’ thinks he has a 
grasp on the situation and begins a presentation on the testing 
service. The prospect says, “OK, that sounds interesting. Send 
me out whatever information you have and we’ll give it some 
consideration.”
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The sales rep complies. He schedules a follow-up for seven 
days later. Keeps getting voice mail on repeated attempts, with 
no return calls from the prospect.

The cycle continues.

Oh, by the way, this experienced sales rep has a problem with 
lots of prospects in his pipeline, but complains about prospects 
not buying, and how he can’t reach them.

The Skilled Sales Rep
Let’s look at another sales rep who knows how to “lower the 
water level” and learn more of the reason behind what people say.

Prospect: “We feel that we need to do a better job screen-
ing our applicants so we don’t make hiring mistakes.”

Sales Rep: “Tell me more.”

Prospect: “Well, we’ve hired a few people over the past year 
that just didn’t work out. They seemed good in the initial 
interviews, but apparently we were missing something.”

Sales Rep: “What do you mean?”

Prospect: “They were able to talk a good game, but when 
it came time to actually do the work, they lacked what it 
took.”
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Sales Rep: “Th at’s not uncommon. What does it take to do well?”

Prospect: “For our customer service positions, we need 
people who can handle repetitive tasks all day long with-
out becoming bored, remain calm under pressure from 
irate callers, and be able to think quickly on their feet to 
resolve problems that involve some math calculations.”

Sales Rep: “I believe we can help you with that. Tell me a bit more 
about your past experiences. About how many people have you 
hired that didn’t work out?”

Prospect: “Almost embarrassed to say . . . probably 10 out 
of 20.”

Sales Rep: “Wow. Any idea of what it costs to hire and train 
someone for that position.”

Prospect: “I hate to even think about it. After newspaper 
advertising, our interviewing, and two weeks of product 
training, and their wages, it’s got to be a few thousand 
dollars per person.”

Lower the Water Level
To lower the water level, your goal is to keep them talking 
about their needs, desires and concerns. You want the real rea-
sons behind their initial answers.
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The first important step is discipline. Resist the tendency to 
jump in and present. Instead, question more. Use instructional 
statements such as,

“Tell me more.”
“Please go on.”
“Elaborate on that for me please.”
“I’d like to know more about that.”
“Please continue.”

And when they touch on a need, embellish it. Quantify it. Have 
them discuss the implications of it. You’ll undoubtedly find 
yourself selling more as a result.

Quality Questions Get Quality Answers

Keep in mind that how you phrase a question can make a huge 
difference in the answer you get. Plus it can affect the attitude 
of the responder.

For example, I remember when my daughter was in high school, 
and I caught myself before saying this to her: “Do you want to 
have to stay home all weekend because you still haven’t cleaned your 
room?” Well, duh. What did I expect her to say?

Of course, upon examining my objective, it was to get her to clean 
her room, and not alienate her in the process. So I rephrased it 
before opening my mouth:



How to Place the Successful Sales and Prospecting Call

� 77 �

“I want to make sure you’re able to do what you want this week-
end. When will your room be totally clean so I can inspect it?”

Yes, the quality of your question dictates the quality of your 
answer. Let’s look at more examples: 

Examples
Question: “Are you a decision maker on this?”
Better Question: “Will anyone else, beside yourself, be taking 
a look at this before you decide to do it?”

Question: “It’s the final offer, take it or leave it. What do you 
want to do?”
Better Question: “I recommend you take advantage of it, 
since it’s going to be the best off er we have available. Would 
you like to move on it?”

Question: “Why?”
Better Question: “What was the reasoning behind that 
decision?”

So how do you get better at questioning?

Some people seem to just have that knack for being tactful and 
“smooth.” Other people are painfully blunt and awkward. The 
desired result comes from analyzing questions you use now, 
and the answers. Ask yourself, what could I have said to get a 
better response?
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The key to being smooth and effective with questioning is work.

It means determining what you want someone thinking as a 
result of your call, and then working backward from that result, 
thinking of the appropriate questions, and then brainstorming 
for their answers.

And then repeating the process. Almost like planning chess 
moves in advance.

And then, internalizing where you’ll go with every possible 
answer. That my friend, is work, but it’s also how you succeed.

How About Some “How?” Questions?

A while ago I saw a TV commercial for Ping, the golf club com-
pany. The theme of the commercial was how Ping built its fine 
reputation by always asking, “How?” 

HOW could they make a better putter?
HOW could they make golf more enjoyable with their 
equipment?

That’s when I dragged my rear out of the chair, grabbed a pen 
and started scribbling lots of ways that we as salespeople can 
use “how” with our prospects and customers.
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A few points on these questions:

• I’ve grouped these questions into categories, but you’ll see 
that many of them are interchangeable.

• They’re not in a particular order, although some could be used 
as good follow-up questions in response to their answers to 
a previous question.

• Also keep in mind that you wouldn’t necessarily use just “how” 
questions exclusively. Mix in the Who, What, Where, and 
Why questions.

• I have Commitment and Closing, and Objections questions 
here, even though we could have put them in those chapters.

• As you read them, think about how you can use and/or adapt 
these for your own calls. Better yet, take notes.

FACT-GATHERING AND QUALIFYING QUESTIONS

“How do you get new business?” 
“How could you get more?”
“How could we help you get more?”
“How do you plan on achieving your sales goals this year?”
“How does the purchasing process work at your business?”
“How are decisions like these typically made?”
“How is money normally budgeted?”
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“How did you make the decision last time?”
“How could you use our product/service?”
“How did you select the previous vendor?”
“How do you evaluate new vendors?”

NEED IDENTIFICATION/DEVELOPMENT AND PAIN-ENHANCING 
QUESTIONS

“How did that work last time?” 
“How often does that happen?” 
“How does that aff ect other departments?”
“How are you doing it now?”
“How is your situation unique?” 
“How could it be done better?” 
“How can we help you do it better?”
“How do you see this developing?”
“How could it be improved?” 
“How would you describe your present level of service/
satisfaction?” 
“How are you going to fi x the situation?”
“How did you handle it last time?”
“How does that problem impact other departments?” 
“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?”
“How did you/your employees/your customers react?”
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“How does that make them feel?”
“How does that make you feel?”
“How did that happen?”
“How will you prevent it from happening again?”
“How would you defi ne good service?”
“How would you describe . . .?” 
“How does poor quality aff ect the fi nal product?” 
“How much do you think you would save if that problem was 
solved?”
“How would you use it if you had it?”

CLOSING/COMMITMENT QUESTIONS

“How can we make this work?”
“How can we make this happen?” 
“How about starting out with a trial order?” 
“How can we get approval?” 
“How would you like to proceed?” 
“How soon can we get started?” 
“How about starting now?”
“How many do you want to start with?” 
“How do you see us proceeding?”
“How fast will you need this?”
“How much will you need to start off  with?”
“How can we be the ones that you’ll choose?”
“How can we be part of the bidding process?”
“How do you want to pay for this?”
“How do you want this delivered?”
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ADDRESSING RESISTANCE AND OBJECTIONS

“How much is ‘too much’?” 
“How could we solve that?” 
“How much resistance do you expect internally?”
“How can we both make this work?”
“How much of an issue is that, really?”
“How do we get around this issue?”
“How can you/we fi nd the money?”

CUSTOMER SERVICE
“How can I help?”
“How can I be of service?” 
“How could we improve?” 
“How are we doing?” 
“How can we change?”
“How can we do it better?” 
“How can I fi x it so you’re satisfi ed?”
“How have we done for you?”

QUESTIONS TO ASK YOURSELF
“How can I change?” 
“How could I increase my sales and production by 30% this 
quarter?”
“How am I going to reach my goals?”
“How should I start?”
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How Many Questions Should You Ask at a Time?

At a social function I was talking to a guy who asked five ques-
tions in a row, didn’t listen to any of the answers, and only used 
his questions as a springboard to talk about himself.

Since I didn’t take much interest in what he was pitching (he 
shoved his business card into my hand) I watched and listened 
as he did that with several other people he met.

Sure, we all know we should ask questions. But the effort is 
wasted if they’re not asked in the right way, or you don’t listen 
to the answers.

KEY SALES POINT

When a listener hears a question, their mind immediately is 
conditioned to begin searching for answers. However, when 
several questions are posed in rapid-fire sequence, you leave 
the person confused as to which one they should answer 
first. And, some questions are not answered at all if you 
don’t give them an opportunity.

For example, read this scenario without stopping to think about 
each question, as if you were the person hearing the questions:

Caller: “And what do you feel your company needs most regar-
ding boosting morale and enthusiasm? Do you think it would be 
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compensation related . . . or maybe training? And how does that 
affect performance in all of the departments?”

Did you feel like a spinning top, rotating around trying to focus 
on the questions coming from all directions? Same thing hap-
pens with prospects and customers.

Effective Questioning Guidelines

1. Ask one question at a time. If it’s not important enough 
to stand on its own, don’t ask it.

2. After you ask it, shut up. If they don’t answer immediately, 
resist the urge to answer it for them or follow up with another 
one. They’re likely thinking about what they’re going to say.

3. After they apparently have fi nished, remain quiet for 
1-2 more seconds. You might get additional information, 
and it ensures you don’t interrupt.

4. Follow-up their answer with a related question. Don’t 
ping-pong around from subject to subject. For example, if 
they answered with, “I believe the main problem we have 
right now is a lack of motivation,” a logical next query would 
be, “Oh, what are some specific situations where you’ve seen 
a lack of motivation?”
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5. Be confi dent in your questioning. One reason people ask 
multiple questions is that they aren’t comfortable asking 
questions. The only way you’re going to truly help some-
one is by finding out about them. You’re not intruding. 
You’re assisting.

Fielding multiple questions is confusing for the listener, and 
counter-productive for you. Ask one at a time, and listen!

Summary

You might be wondering how much questioning to do. Well, 
it depends on what you are looking to accomplish on your call. 
If you are simply looking to set an appointment for a face-to-
face meeting, I suggest enough questioning to gather some basic 
information and pique their curiosity. Then your recommenda-
tion will be for the meeting so you both can continue the process.

On the more complex end, your questioning can go much deeper. 
In my case where I am proposing an entire training program 
development, delivery and follow-up that can reach six figures, 
I’ve had calls run an hour long, primarily with questions.

You’ll likely be somewhere in between. What I have found, 
however, is that most salespeople don’t question enough. That 
results in recommendations that are not on-target as well as 
they could be.
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Keep this in mind—and feel free to Tweet it out (@ArtSobczak):

People buy because of their “why.” You need to find that out.

YOUR ACTION STEPS

Write out initial questions you will ask your prospect/
customer. Then anticipate possible answers, and then plan 
your next questions.



� 87 �

Your Sales 
Recommendation

A fter your questioning you are now ready to move to the 
next phase: your recommendation for the next step, which 

includes the description of the results of taking that action. It 
is here where you at last talk about your product/service. But 
again, you must include the RESULT, not just the product/ser-
vice itself.

CALL PROCESS
Pre-Call Planning
Pre-Decision Maker Communications
Interest-Creating Opening
Questions
Recommendation
Commitment
Setting Up the Next Action

6
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I could sum up this chapter with just a few words, but that would 
leave a lot of blank space. So I’ll expand on this basic concept:

Present only what people are interested in, based upon what 
they told you in your questioning.

Some sales training spends inordinate amounts of time on sales 
presentations. Not mine. In fact I don’t even like to call it “pre-
sentation” since that implies more of a one-way monologue. 
I tell people I want them to talk less about their products or 
services. It’s called “objection prevention.”

Just like the entire call is a process, so too is the Recommenda-
tion a process.

When you’ve reached that magic moment when you feel it is 
finally time, here are your steps:

1. Transition From Your Questioning. Let them know you’re 
done questioning, and spark interest—again—in having them 
listen to you:

“Luke, based on what you told me about the existing insurance 
coverage on your business, and the added liability exposure you 
have, I believe I have something here that will cover you com-
pletely, at about the same premium you’re paying now.”
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2. Paraphrase Your Understanding. Right out of Sales 
101, rephrase in your eloquently persuasive—and slightly 
embellished—way, the needs, concerns, desires, and values 
they just related to you:

“Let’s just review what we’ve discussed so far to make sure 
I understand it completely. Botom line, you feel you’ve been 
neglected by your present agent, except when it came time to 
renew your policy. And, you feel he’s charging you an outra-
geous premium for the amount of coverage you now need since 
you’re manufacturing toxic chemicals. Is that right?”

I love this phase so much. Execute it well, and they have just 
written your recommendation for you. Think about it. If you 
ask that question at the end and they concur, they have just 
agreed with what they need.

3. Present the results of what you can deliver. Only talk 
about what they told you they’re interested in. Period.

“Luke, by switching to my agency you would get the attention 
you deserve, and pay a reasonable premium for more than 
enough coverage. First, we would ( present proof of each claim 
you made) . . .”

4. Get Commitment. You’re involved in a conversation at this 
point, either answering questions, or listening to buying signals. 
If the questions are buying or possession signals such as “That 
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sounds good,” or, “Do we pay the premium to your agency or 
to the corporate headquarters?”, ask for commitment.

“Should we get started?”
“You can pay it directly to us. Should we prepare the paper-
work?”

Make your recommendations conclusive.

Leave no doubt as to what they should do.

You’re the expert here. Don’t just wish they’ll come to the con-
clusion you’d like, and hope they volunteer to take action on 
their own. I’ve heard reps leave things up in the air with a weak 
phrase like, “So keep us in mind when you feel you’d like to make a 
switch.” Most people avoid tough decisions.

State your suggestion explicitly so all they have to do is react to 
it—even if that means resisting it.

“Pat, based on everything we’ve discussed, you’d show a savings 
from day one on the program. I recommend I overnight the 
paperwork to you so you can OK it and have it back by Monday. 
Would you like to do that?”

It’s quite simple. Make a presentation before you know what 
someone wants, and you’re selling. Make it after, and you help 
them buy. What would you rather do?
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Recommendation Tips

People buy results. I can’t emphasize enough how much I like 
the word “results” in place of benefits. It’s much more descrip-
tive of what people really want. They don’t care diddly about 
the product or service itself, they get excited about the end 
result—the picture or feeling—they enjoy from owning or using 
it. Forget about your product or service, and concentrate on 
the results you deliver.

Prepare sensory descriptions of your results. Think about 
how your results are seen, felt physically and emotionally, 
tasted, and heard. Remember, you want to help them experi-
ence, in advance, the results they can enjoy.

“And just think how much easier it will be for you to prepare 
training. Instead of spending hours after work doing the 
research you said you hate, you can simply fl ip to the appro-
priate topic in your Leader’s Guide for that month, circle the 
questions you’d like to use, and listen and moderate while your 
reps learn through their own discussion.”

Preface results with a reminder. When presenting several 
results as part of your overall sales message, precede each with 
a reminder of the pain they want to avoid or eliminate, or the 
pleasure they desire. 
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For example, 

“And here’s what will help you avoid those lawsuits you were 
worried about . . .”
Or, “And here’s where you’ll save big money . . .”

Use specifi c numbers. If you present round numbers like 
50%, or $100, they tend to be questioned more, or negotiated 
against more enthusiastically than specific numbers, such as 
52%, or $104. People believe more thought and research went 
into arriving at precise numbers, whereas rounded numbers 
seem to be pulled out of the air.

Present just a few benefi ts. Instead of presenting all of your 
“benefits,” present only a few, but in several different ways. 
After identifying their hot button, use various terms to describe 
the feelings they’ll have by buying from you.

The psychology here is that you are more likely to believe 
something if it agrees with thoughts already existing in your 
consciousness. And it’s not always necessary that you’ve totally 
accepted the idea . . . just that you haven’t disagreed with it.

It’s like saying, “Yeah, I’ve heard that before. It must have 
merit.” Then the more it’s repeated, the more firmly embedded 
it becomes.
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Create Urgency in Your Sales Message

Often prospects may be interested in what you have, but they see 
no hurry in buying. The postponement stall is very common. 
Here are some ideas which may apply to your sales recommen-
dation to help hasten the decision:

“. . . the price will go up on a certain date/a limited time off er.”
“. . . there is a chance the price will go up (if dictated by unpre-
dictable conditions).”
“. . . production time will take (x) length of time.”
“. . . delivery will take (x) length of time.”
“. . . an order now ensures availability.”
“. . . every day of delay means lost savings.”
“. . . every day of delay means lost income/convenience.”

People will only take action on a need or pain or problem if they 
see it as urgent enough to do so now. Creating urgency is not 
being pushy. It is a way of helping the prospect make a quicker 
decision, which will be to their advantage.

Defi ne your experience. What does “experience” mean to you? 
It is a word that might mean nothing to your listeners. If you feel 
they are interested in your track record, give examples of results. 
Instead of, “We have experience in that area,” tell them,

“We have worked with four companies in that industry and 
helped every one beat production quotas.”
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“I have a list of satisfi ed customers who have used it.”
“For six years companies have been coming back to us, and 
referring us to others.”

Your “Benefits” Might Not Be

It’s good to listen to your recordings and examine some of the 
routine phrases you use to explain your company and capabili-
ties. Some of these might be uninspiring—or worse, resistance 
inducing—yet you’re using them consistently. Examples to 
watch out for:

“We’ve been in business for over    years.” Or, 
“We’re the largest.”
And that helps me . . . how?

“We’re the most experienced in the industry.”
According to what criteria, and how does that affect me?

“We’re a national company with 30 locations.”
What if I’m a little company doing business in my local 
hamlet?

“We have a commitment to quality.”
That’s nice. Who doesn’t? How will that help me, specifically?
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“We were the first to . . .”
So? What have you done since then, and how will it 
help me?

“We provide cost-effective solutions . . .”
Uh-huh, and that means . . . what . . . exactly, as it relates 
to what I want?

Always Have Something Meaningful to Say

Here are a couple of ideas to keep in mind in order to ensure 
your pronouncements actually mean something.

1. Use “which means,” and “what this will do for you is . . .” 
to ensure you’re describing results.

2. Get information about the prospect/customer and their 
concerns, desires, and dilemmas before spouting off about 
what you can do.

It really is that simple, IF you did your work in the questioning 
part of the call.

Again, only talk about what you can do after you have asked 
questions. Otherwise, you are talking about what you think 
they should buy, instead of what they want. And that creates 
objections.
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Be Sure Your Examples Are All About THEM

A sales rep cold-called me the other day and was reading a pitch 
for website search engine optimization. Aside from numerous 
other mistakes he made (not knowing anything about me or 
my company, reading from a script, having a horrible open-
ing, not asking questions . . .) he repeatedly said, “. . . and I feel 
that . . .”, “ . . . and I know that you will . . .”

What’s a justifiable feeling in response to that “I” language?

“Who cares what YOU think? You don’t know me, or anything 
about me.”

I can’t say this often enough: The not-so-secret, secret to sales 
success is determining and understanding what someone 
wants, and then showing them how they can get it, or giving 
it to them.

And that means gathering information before the call, and 
during the call. Then, when it’s time to make your recommen-
dation, you know it’s on target. It has to be, because if you did 
your job, they told you what they’re interested in.

And when you’re presenting, use a “YOU” language, not “I.” 
Further, use plenty of personalized and customized examples.



How to Place the Successful Sales and Prospecting Call

� 97 �

Examples sell. Anyone can make a statement, and most sales-
people do. But, when it’s backed up by proof . . . examples . . . 
then it carries credibility. Plus it adds visualization to the sales 
process by phone.

For example, it will be easy for you to see which statement has 
more impact.

“Our service will cut down on processing time.”

“Our service will cut down on the time you said it takes for 
you to enter orders, print shipping forms and labels, and get 
the order out the door faster to meet the requirements you men-
tioned. I have customers in your industry who have doubled the 
number of orders they’re able to handle in a day.”

Take every statement you use to describe the benefits/results you 
deliver. Brainstorm for the sensory terms and descriptions that 
bring those results to life. Then find several concrete examples 
of how others have already experienced those results. Commit 
them to memory so they’re always a part of your presentations.

Make Your Recommendations Come to Life

I always snicker when someone says, “The phone can’t be used 
as a serious sales tool. Buyers need to see someone face-to-face.”

They might as well say, “I’m not very good on the phone at 
describing what we can do for customers.”
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It’s also like when people say, “We sell a service. You can’t sell 
that by phone.”

Listen carefully, my friend: people don’t buy products or services. 
They buy the end result. They buy a picture of the end result—
with them in the picture. Regardless of whether you’re selling a 
product or service, you’re selling the same thing: the result.

People buy because they experience (see, feel, hear, taste, or 
touch) in advance, the results of using/owning/feeling the 
results of your products or services. Describe those results in 
sensory terms and you’ll sell more.

And the more you can get them involved over the phone, the 
better.

Ask them to write something down when you make a point.

Ask them to punch numbers into their calculator.

If you sent literature, or if you know they have your catalog, 
ask them to grab it. Then have them turn to a page with you, 
and discuss what you both see. Do the same with your website. 
This helps to bridge the visual gap.

Also, emotionally, you can use words to help them “see” what 
you’re talking about. Use graphic descriptions, with colors, 
action, taste, or smell to stimulate their senses.
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For example, if someone said, “This cleaner will really do the job 
for you,” that’s not too moving.

But, consider the difference if someone said,

“Th is cleaner will wipe away stains as easy as a wet towel erases 
a whiteboard. And it doesn’t have that sterile, hospital smell. It 
leaves a pleasant scent, kind of like a bowl of fresh fruit.”

Great salespeople have no problem using the phone to describe 
the results they deliver. That’s because they understand those 
results, and how they fit with what the prospect/customer wants.

Make that visual and sensory image easy for them. One way to 
do this is to refer to objects in the person’s environment, or to 
relate to images that are familiar to the listener.

For example,

“If you take a look at your computer keyboard, it’s about that 
same size.”
“It’s very lightweight . . . about the same as your standard offi  ce 
stapler.”
“Th e unit would easily fi t on the corner of a desktop, without 
hindering the ability to spread your work all over the top of the 
desk.”
“Th e texture is comparable to regular commercial grade offi  ce 
carpet.”
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“If you took your hands and held them about twelve inches 
apart, that’s how wide it is.”
“I’d say the color is the same as a manila fi le folder.”
“Take a look at the top of your desk. It’s about that tall from the 
fl oor.”

The more senses you can engage, the better. Get your listener 
actively involved, and you enhance your chances with them.

Don’t Present Your Way OUT Of the Sale

And finally, let’s end with some advice about knowing when to 
quit recommending.

A sales rep for a subscription publication called and said, 

“The reason I’m calling is that your subscription runs out this 
month, and I was calling to see if you wanted to keep that 
going . . . or what you wanted to do . . . (nervous pause) or if 
you just wanted to let it run out?”

Even though I had not given any thought to my plans regard-
ing the subscription, his invitation finalized my decision. He 
made it so easy to agree, “Yeah, just go ahead and let it run out.”

On the other hand, the law of inertia was in his favor if he would 
have chosen to stop talking after making his positive suggestion.
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There are several points here that are elementary, but carry so 
much impact. And they’re violated regularly.

• Don’t talk yourself out of a sale.
• Shut up.
• Don’t make negative recommendations.
• Make positive recommendations and then pause. Regard-

less of how awkward the silence might feel.

Here’s another example:

After getting the question, “What is your best price?” I heard a 
sales rep say, “Well, it’s $799.”

No reaction from the prospect.

“. . . but we could probably give you a $150 new customer discount.”

No reaction from the prospect.

“And I probably can get another $80 knocked off.”

“OK, that sounds good,” said the prospect, who probably 
would have bought had the rep simply stated the first price 
and clammed up.

Get comfortable with silence. Don’t feel a compelling urge to 
keep talking. When you’re with someone in person, keep in 
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mind what they’re doing during the silent times . . . thinking, 
stroking their chin, pondering your offer . . . they are doing the 
same on the phone.

YOUR ACTION STEPS

What will you commit to DO as a result of this chapter?
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Getting 
Commitment

When clients tell me their reps need work on “closing 
techniques,” I begin worrying, since it’s typically indica-

tive of a larger problem: not moving the call and the sales pro-
cess to the point where the “close” is appropriate.

We should minimize or eliminate the word “close” and replace 
it with “commitment.”

CALL PROCESS
Pre-Call Planning
Pre-Decision Maker Communications
Interest-Creating Opening
Questions
Recommendation
Commitment
Setting Up the Next Action

7
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“Closing” implies an end; what you really want instead is to 
open and build a relationship. And to do that, you need constant 
movement on each of your calls towards an objective. This 
movement happens when your prospects/customers commit to 
doing something between now and the next call.

The Commitment Phase Validates What Has 
Happened So Far

A football team doesn’t throw the long bomb every time it gets 
the ball at its own 20-yard line. A man doesn’t ask a woman to 
marry him after one date. Neither tactic is a high percentage 
play. And just like on sales calls, to achieve the objective, you 
need to move forward, enjoying little successes along the way. 
The momentum is then behind you, and the ultimate commit-
ment is much easier, since you’ve traveled closer to the objec-
tive. Therefore, the “close” shouldn’t be the major part of the 
call; it’s the validation of what’s been covered so far.

Attitude is More Important Than Technique

Scan the sales section in bookstores or libraries or search “Sales 
closing” on amazon and you’ll find lots of nonsense on “clos-
ing techniques.” Many contain the tired old phrases that cause 
people to bristle, like the guy from the Better Business Bureau 
the other day who, after his three-minute pitch about how I 
“qualified for membership” (by virtue of having a business, I 
guess) would like to drop by at “3:30 on Wednesday, or 9:00 on 
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Thursday. Which would be better for you?” Neither, I told him, 
since that would imply I saw some value in meeting with him, 
which he hadn’t shown me yet. He threw the long bomb too 
early, before moving the relationship forward, and tried to rely 
on a technique.

I say forget about technique, at least initially. Work on your atti-
tude. Get out of your comfort zone, ask more, ask larger, and 
you’ll sell more. It’s this simple: have an asking attitude and you’ll 
do it. Be shy about asking, and you’ll miss out. Maybe even lose 
your job. Don’t let that happen.

Commitment Questions You Can Use

Here are ideas for commitment questions you can use or adapt 
to move the relationship forward.

“What will happen between now and our next contact?”
“If you like what you see in the sample, will you buy?”
“Are you comfortable taking this to the boss with your recom-
mendation that you go with it?”
“So you will have those inventory fi gures prepared by the next 
time we speak, is that right?”
“You’re going to survey your staff  and get their input on what 
features they’d like to see, and you’ll have the information by 
our next call, correct?”
“By when will you have had a chance to go through the material 
so we can speak again?”
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“Is this the program that you’d personally like to invest in?”
“If you do decide to change vendors before my next call, will 
you call me?”
“Th e next time you need supplies, would you buy them from 
me?”
“When you send out your Request for Proposals, may I be 
included?”
“Shall we get started?”
“Would you like to buy it?”
“Why don’t I ship you one?”
“May I sign you up?”
“If the proposal contains all of these items, will you approve it 
and go with our plan?”
“Can we fi nalize the paperwork?”

Listen for “Future Tense” Statements as 
Buying Signals

Of course knowing when to ask for commitment enhances 
your chances for success. Be aware of signs that they are agree-
ing with you.

A strong buying signal to watch out for: when they speak in the 
present or future tense regarding your product or service, or the 
other details that would be affected by a purchase. This means 
that emotionally they already have bought. They see themselves 
in the picture, already using your product or service. 
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For example,

“I guess we’d make room in the back office for the unit.”
“Hmm, I’m not sure how many people I would train on that 
installation.”
“We will probably need to adjust our production schedule to 
meet the new demand.”

Think of what statements you hear that indicate emotional 
ownership and be on the lookout for them. Upon hearing 
them, move toward the solid commitment.

Closing Questions

Here are some additional commitment and closing questions. 

“Where do we stand right now?”
“What is the next step?”
“How shall we proceed?”
“Is there anything else we need to cover before moving 
forward?”
“Have we covered everything, or are we ready to get going?”
“I suggest we wrap up the details, OK?”
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It’s All About HOW You Say It

There’s a difference between simply saying the words, and 
REALLY SAYING THE WORDS! This is particularly true 
when it comes to asking for commitment and closing the sale.

In observing sales calls recently, it was astounding the difference 
that tone of voice made when asking for the business. The reps 
who used a tentative, sheepish tone didn’t inspire much confi-
dence in the listeners. Therefore their successes were minimal.

On the other hand, when sales reps projected an air of matter-
of-factness in their voices (which wasn’t pushy or arrogant), 
prospects seemed to naturally comply with the reps’ requests.

To further illustrate this point, put yourself in the position of 
buyer. How would you feel if a salesperson submissively mum-
bled, “Well, do you think you might want to do this?”

Now imagine the authoritative voice of someone who knew in 
their heart that this was the best choice for you:

“Let’s go ahead and get you started, OK?”

Listen to recordings of your calls. Pay careful attention to not 
only what you say, but the way you’re saying it. Ask yourself, 
Would I be inspired by that voice? If not, work to change your 
tone, because that’s what adds the impact.
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Get Commitments on Every Call

Never agree to place a follow-up call until you’ve gotten com-
mitment they’ll do something between now and the next con-
tact. It can be as minor as them agreeing to review your catalog 
and selecting items they would like to discuss next time. Of 
course, the ultimate commitment is agreeing to buy from you 
on this call. You can qualify a prospect by their level of commit-
ment. If they won’t do anything, they’re likely not interested. 
And why would you waste time calling someone like that back?

Focus on moving your relationship forward, get in the asking 
habit, get commitments on every call, and you’ll “close” more sales.

Wishing for the Business is Not Enough. You Need 
to ASK

I’ll end this chapter with an observation, and a number of tips 
and commitment examples. 

A struggling sales rep hadn’t hit quota in, well, ever.

The manager couldn’t figure it out. It was apparent to me after 
listening to just a few calls.
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See if you can pick out the commonality in all of these examples 
from calls:

“Keep us in mind the next time you need something.” 
“Let us know if we can help.”
“We’d love to work with you on that project.” 
“Let me know if I can answer any more questions on this price 
quote.” 

These phrases ask for no commitment. They’re not proactive. 
They don’t ask for the sale—they wish for it.

Every time you or your salespeople end a telephone call (or an 
inside visit), there should be a request for some type of com-
mitment to ensure they’re moving closer to a sale. 

Granted, a sale might not take place on every call, but we can 
likely get some type of commitment each time.

Here are plenty of brief tips you can use to ask for and get more 
commitments and sales.

• Don’t always judge success by the “yes” answers you get. 
Measure your attempts. Set a goal for the number of times 
you’ll ask for the business today. Celebrate when you reach 
that goal. The sales naturally follow.
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• Closing Question: “Gene, we seem to be in agreement 
that these motors are what you’re looking for. What 
do you suggest we do?”

• Closing Question: “Kelly, what can we do together to 
speed up the process and make this happen?”

• Closing Question: “Are you thinking about getting three 
of them?” Use whatever amount would be just a tad higher 
than what they likely would do. This prompts a decision, or 
more conversation.

• Ask for commitment with conviction. Your tone of voice 
does matter.

• Those who expect more, get more. Don’t sell yourself short 
when asking for the sale. Ask big.

• A question to help them determine what should happen next: 
“What is the next step?”

• Closing Question: “We could have these delivered by 
Tuesday. What would you like me to do?”

• To upsell, don’t mention the next price break, as in “You can 
get a better deal if you buy 50.” Instead, simply mention how 
many more they need to get the price. “You’ll save $1.50 
per unit by getting only fi ve more.”
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• Help them visualize themselves owning and using your 
product/service. “If you had this, how do you feel you’d 
utilize it?”

• State the agreement you’ve reached, then ask for the major 
commitment: “Jan, since we’re in agreement that this is 
what you’re looking for, and it’s within your budget, 
let’s go ahead and get the paperwork started, OK?”

• Closing question: “Sounds to me like you’ve already deci-
ded to go with these tools. Am I right?”

• Closing question: “Do you have further questions, or are 
we ready to proceed?”

• Closing question: “Is there anything else you need to know 
to move ahead with this order?”

• Listen for “possession signals,” signs that they’ve already visu-
alized themselves using your product/service. “What we’d 
likely do is get enough for each of our locations.”

• A major reason customers don’t buy more from their ven-
dors: they aren’t asked to by the vendor. Be sure you’re sat-
isfying every need you possibly can.

• When you’re writing up an order, don’t say, “Anything else?” 
We’re all conditioned to say “No.” Instead, make a tangible 
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recommendation based on what they’re already getting, 
then ask for the sale. For example, “Many customers who 
get    also fi nd    to be of great value 
because (fi ll in with the results they realize).”

• “Pushiness” only occurs when you try to sell someone some-
thing they don’t want or need. Asking for the sale is not 
being pushy, assuming you’ve questioned effectively and 
made the appropriate recommendation.

• Don’t just wish for the sale: “I just wanted to let you know 
these do come in several colors, and we could even custom 
order one for you.” Be sure there is no question that you are 
ASKING for it.

• Tie the timing of the next call into their commitment to 
take some action. “What day do you feel we should speak 
again, so that you’ll have had enough time to collect those 
specifications?”

Ask for decisions. Don’t let people put you off. It wastes your 
time and money. Equate getting a decision—yes or no—with 
success. Get in the habit of asking for commitments and sales 
and you will instantly show increased results.
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YOUR ACTION STEPS

 Speaking of commitment, what will you commit to DO as 
a result of this section?
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Wrap Up and 
Set Up the 
Next Action

Do you ever have problems with follow-up calls, even after 
you felt the previous call went OK?

Or, how about that gut-knotting feeling of staring at your 
prospect notes from a previous call as you prepare for the next 
one, searching for—but not finding—what you’ll say on this call 
that’s more inspiring than, “Well, ahh, I’m just calling you back to 
see if you got my brochure, and what you think?”

CALL PROCESS
Pre-Call Planning
Pre-Decision Maker Communications
Interest-Creating Opening
Questions
Recommendation
Commitment
Setting Up the Next Action

8
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If you’ve ever been there—and most of us have—chances are 
that your previous call didn’t end strongly, with a clear sum-
marization of that call, and of what was to happen next, both 
before the next call, and during it.

Ending a call with, “OK, I’ll just send you out some literature, and 
give you a call back in a couple of weeks,” virtually ensures your 
demise on the next contact.

And rightfully so; there’s nothing specific here, no connection 
between this call and the next, no summarization of the prob-
lem, need or interest (if there was any at all), and no confirma-
tion of who’s to do what next.

Here’s what you should do at the end of your calls to ensure a 
fluid transition from this contact to the next. (By the way, all 
of this presumes you didn’t get a sale—we’re all pretty good at 
wrapping up those calls.)

How to Wrap Up a Call to Plan the Next

Before ending the call you need to do an overview with your 
prospect/customer. Summarize,

Th e Need/Problem, and Th eir Interest. Revisit what they 
are interested in, and why.



How to Place the Successful Sales and Prospecting Call

� 117 �

What Th ey Will Do. At the very minimum you should get 
commitment they will read your material and prepare ques-
tions, test out your sample and evaluate it according to criteria 
you’ve both discussed, take your proposal to the committee 
with their recommendation, and so on. THIS IS CRITICAL! If 
you don’t get a commitment for action, this person might not 
ever become a customer. Asking for, and getting some type of 
action commitment is my way of tightly qualifying people. If 
they’re not taking action, why are you calling back?

What You’ll Do. Review what you’ll do, what you’ll send, who 
you’ll speak with, or whatever you promised.

When You’ll Talk Next. Don’t say, “How ‘bout I call you in 
a couple of weeks?” Let them give you a date, and tie it to their 
commitment:

“Carol, by when do you think you will have collected all of the 
inventory fi gures we’ll need for our next conversation?”

Not only do you have a date and time, but you have their com-
mitment, again, they’ll perform their duties.

Th e Next-Call Agenda. Go over what’s to happen next. It 
plants a seed as to what they should expect on the following call.

“Let me go through what we’ve covered today. You feel that 
Advantage Inc. will provide you with better availability, and 
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you like our customer service policies, and you do want to get 
going with that new inventory program we off er, but you need 
to wait to get funding in the next budget, which you’re going 
to suggest, and we’ll plan on talking around the fi rst of next 
month, when I call you again.”

Get a Graduate Degree in Sales

It’s said that we don’t learn nearly as much performing an activ-
ity as we do after it, by reviewing and analyzing our experience. 
You can earn a “graduate degree” by simply assessing your calls, 
committing to take action where improvement is needed, and 
then beginning preparation for the next contact to the same 
person. Here’s how.

Analyze the Call

Ask, “What did I like about this call?” Reinforce a deed well 
done. What gets rewarded, gets repeated.

Ask, “What would I have done diff erently?” Keep it posi-
tive. Don’t ask the destructive question, “What didn’t I like?” And 
don’t darken your attitude with negative self-talk like, “I really 
blew that call.” Instead, be positive and action-oriented. By pon-
dering what you could have done differently, you’re replaying 
the call, doing a mental role play, searching for phrases you’ll 
use next time. And that’s how you improve.
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Prepare Notes, and Plan The Next Call

Review and record what they’re doing and what you’ll do as a 
result of this call. Also put in your notes:

Info You Need on the Next Call. Remind yourself what to 
ask next time.

Possible Next-Call Objectives. What better time to partially 
plan your next contact, while this one is still fresh in mind.

Opening Statement Ideas. Ditto the previous reason.

What’s that you say? Can’t take the time after a call to do all this 
stuff? Think again. These steps actually save you time in prepar-
ing your next call, and ensures your calls are as solid as possible.
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YOUR ACTION STEPS

What will you commit to DO as a result of this section?
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The Professional And 
Successful Way To 
Deal With Objections

We’ve completed the call process as I teach it and use it. 
You might have noticed that I don’t have a section in 

the process itself on objections.

That’s because if you follow the process perfectly, we avoid 
objections.

Ok, I know, they still sometimes occur. That’s why we’ll cover them 
now. But I treat objections differently than many sales experts.

9
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How to Deal With Objections

When’s the last time someone thanked you for telling them 
they were flat out wrong? It doesn’t happen.

Even though everyone resents being told they’re wrong—often 
getting defensive—most sales training suggests sales reps do 
exactly that: counter objections and resistance with slick, canned 
phrases, with insidious names like the “Boomerang Technique,” 
which inherently tells people they’re wrong and makes them feel 
just slightly lower than topsoil.

You’ll never change anyone’s mind by preaching at them.

For example, think about beliefs you feel strongly about: some-
thing political, moral, or even a favorite sports team. If someone 
simply started refuting everything you believed in, you would 
likely strengthen your stance, and think of why the other person 
is wrong.

You can, however, help someone to first doubt their beliefs, 
which is the initial hurdle in opening them up to your ideas.

Get them to question their position regarding your offer or ideas.

People believe their ideas more than they do yours.
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You can’t tell them they’re wrong and expect success, but you 
can help them to doubt their perceptions, which causes them to 
lower their guard and at least be open to what you have to say. 
You do this with doubt-creating questions.

Here’s how, using some of the principles of the Objection Autopsy 
explained in a few moments.

1. Understand the objections you commonly hear. Write 
them out. Then list reasons people voice that objection. 
For example, when they say “Your price is too high,” does 
that mean they can get it cheaper down the street? Or, did 
they have a predetermined price figure in mind? Or, do 
they not have enough money in the budget? You’ll need 
to know their rationale (their problem) before you can 
address the symptom: the objection.

2. For each of the objection reasons, write out questions 
that uncover their rationale, and plants seeds of doubt. 
For example, for the “price is too high,” questions could be,

“Are we talking about just the price itself, or the long-term value?”
“What are we being compared to?”
“What price fi gure did you feel would be appropriate for what 
you’re looking to receive?”
“Take price out of the picture for a moment; do you like this 
unit better than any other you’ve seen?”
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Or, take the situation of a wholesale supplier trying to persuade 
a retailer to carry his product. The retailer says, “We don’t need 
to stock any more lines.” The wholesaler could use a canned 
“objection rebuttal,” trotting out market share facts and figures 
that would prove the retailer wrong—but not change his mind. 
A doubt-creating approach would use questions:

“How often in the past month have people called and asked 
for this type of product and you’re not able to provide it?”, or, 
“Have you ever had a situation where someone called and asked 
about a product like this, but they didn’t come in because they 
found out you didn’t have it?”

Approach objections in a non-adversarial way, and ask ques-
tions to root out the reasons. Go through this process, and 
you’ll be better prepared to ask the right questions to plant the 
seeds of doubt in their mind, opening them up to considering 
your ideas, therefore softening their resistance.

Preparing for Objections With the Objections Autopsy

When dealing with objections, what we’re really doing is back-
ing up and revisiting the questioning part of the call. Because, 
if the person is resisting your recommendation, it’s typically 
because you either didn’t collect enough information to make 
the best recommendation for what they want, or, they misun-
derstood what you presented.
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Here’s the best way I know of to prepare to address objections. 
It’s called the Objection Autopsy, and it helps you think of all 
possible reasons for the objections you hear, the questions 
you’ll ask upon hearing them, the possible responses . . . and it 
continues until you have enough information to again make a 
recommendation that helps the prospect/customer understand 
why what you have will help them.

1. Select a common, real objection. For example, “Your mini-
mum order is too high for me.”

2. Brainstorm all the possible reasons why the objection 
could be stated. For any objection, you might have mul-
tiple reasons.

3. Develop opening questions to address the objection 
(after isolating it). Isolation question: “If it weren’t for the 
minimum, would you buy from us?” If so, “Let’s talk about the 
minimum then. How much would you say all your orders over a 
month total, even with your other vendors?”

4. Th ink of their possible answers, and your next responses.

5. Continue the process. This looks like a computer pro-
grammer’s flow chart. Ultimately you can reach an under-
standing and agreement together, or you’ll determine there’s 
not a fit. And a very important point about objections is that 
you will not, and can not, answer every one.
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Quick Tips For Dealing With Objections

To get them talking after they state an objection, say, “Tell me 
more about that.”

Th e old myth says that “The selling doesn’t start until an objec-
tion has been expressed.” That’s garbage. If the sales process had 
been perfectly executed, an objection wouldn’t even occur.

Resistance early in a call is easier to deal with than a major 
objection later on. Plus it helps you change course when neces-
sary. So, ask for the resistance if it’s there. “What are your 
thoughts so far?”

Use the “Just suppose” technique. “Just suppose the money 
was in the budget. Would you go with it then?”

Never tell someone they’re wrong (even if they are!). Instead, 
take the responsibility. “I don’t think I explained myself 
clearly. Here is what I meant when I said . . .”

Handling The “Not Now” Objection

Here’s a step-by-step way to address the objection, “The time 
just isn’t right, right now.”

As with any objection, you need to break it down gradually with 
a series of questions. What you don’t want to say at this point 
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is, “Oh, OK, when can I call you back.” A date is of little use if 
they’re not interested. Because they’ve then just given you the 
next date when they’ll brush you off again.

Your first move needs to be, 

“I see. Let’s talk about that. First, do you agree that the system/
product/service is something that you would see yourself using?”

This is critical. It confirms that they’re not just blowing you off. 
No use wasting a series of frustrating follow-up calls to hear 
the same—or a more creative—objection again. Hey, if you’re 
going to get a definite “I’m not a prospect,” get it now.

Now, learning a time frame would be more useful.

“When would you see yourself using/getting involved/joining/
buying?”

Notice the wording here. Speak in terms of their action, what 
they will do—buy from you. If you just said, “When can I call you 
back?” you’re simply asking them for permission to call again, 
and that’s not as desirable as the alternative.

After confirmation of interest, then find out about the delay.

“What changes do you anticipate that would make another 
time right for you?”
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Or, “What will make (date) a better time for you?”
Or, “What’s going to happen between now and then that will 
make it a better time?”

This not only helps to further qualify their intentions (a fuzzy 
answer here might mean they aren’t that hot of a prospect), but 
it gives you ammo to work with in case they’re mistaken about 
what you’ve presented, they don’t have all the facts yet, or if they 
aren’t convinced about the value and urgency of acting now.

Then, listen very carefully to the answers. Here are possible 
responses from them, and routes you could take.

They say, “We’ll have more money available then.”

You could revisit the reasons they’re interested. Ask questions 
to help them tell you what the missed opportunity would be by 
waiting. Get them to quantify it. For example,

“What would you say that is costing you now?”

Or, if the situation isn’t fixed,

“How much extra expense will you incur?”

Let’s say you’ve concluded that they do have a valid reason for 
waiting, and they agree that they want to work with you. Firm 
it up at this point. Get commitments.
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“OK, if anything changes between now and our next scheduled 
conversation, will you please call me?”
Or, “Great, so I’m assuming that the next time we speak we can 
discuss details of implementing the program?”

Notice how you’re pre-closing the sale.

After finishing the call, confirm your understanding with a letter 
or email detailing the points.

Then and there, schedule reminders to keep your name in 
front of them: postcards, hand-written notes, even after-hours 
voice mail messages with tidbits of interest to them.

Help Them See Savings

Let’s say you’ve reached the point where you’ve pointed out the 
savings you could show for the customer, but they don’t see the 
amount as significant enough to take action over. Your tendency 
is likely to beat your head against the desk and say, “Dummy, 
open your eyes.” Don’t. Instead, analyze the real problem: he 
simply isn’t associating the dollar amount he’s overpaying now as 
a big enough problem, or viewing the savings as a large enough 
solution to a problem. Therefore, your job is to present it in a 
way that helps him to think differently.

As with any objection, the first action is to determine if that 
truly is the only factor keeping them from buying. 
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Ask, 

“Is it that your feelings about the savings not being signifi cant 
enough the only thing keeping you from moving forward?” 

After getting confirmation, then move to the next step. 

Consider,

• Putting the savings in terms of profits. 

“Th at’s money that drops directly to your bottom line.”

• Profits, in terms of additional sales they would need to get. 

“Let’s look at this in terms of what you’d need to sell to realize 
this much profi t. Based on your 10% margin, you’d have to sell 
another $10,000 worth of your products just to show the $1000 
profi t I’m basically giving you.”

• Relating it to common expenses. 

“With these savings you could make the monthly payments 
on three of your delivery vans. It would be like we’re actually 
buying your trucks!”
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Responses to the “Happy With Present 
Supplier,” Objection

In my Smart Calling Tips email newsletter we dealt with the 
objection/stall, “I’m happy with my present supplier.” Here are 
a few suggestions.

Ask if You Can Quote Anyway
When met with the present supplier satisfaction objection I will 
often ask if I can quote our comparative product just to make 
sure they are getting the most value for their money. Very rarely 
will they refuse a quote. If I have listened well to their application 
I can highlight how our products meet with their current needs. 
I will follow up on the quote in a day or two and again highlight 
the benefits to them. More often than not I have received their 
next order. Rick Kendall, Branom Instrument Co

Ask if You Can Stay in Touch
“That’s fine Mr. Client. As you know, there are new products 
and services that come along every day that are bigger, better, 
faster and cheaper etc. which is what often separates the suc-
cussful companies from the unsuccessful ones. In the event that 
something changes with your current service/supplier would it 
be alright if I stay in touch? Terrific . . . by the way . . . is there any 
particular product or service that you might have an interest in?”
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Ask About a Specific Product
In my industry, there tends to be a lot of shortages, especially 
in the newest of the products. I like to find something that the 
prospect uses, that I know is hard to find, say a hot new video 
card, for example, and then ask if he ever has problems getting 
that item. When he says yes, I mention that if nothing else I 
would love to be his second source. After all who wants to rely 
on one source for their products during an allocations period. I 
like to always start off with the Second Source method because 
it sounds like you aren’t trying to break-up their current rela-
tionships with other vendors. Michael Bechtel, D&H Distributing

Find the Unhappiness
When someone tells me they are “happy with their present set-
up” I respect that answer and simply follow up with, “How often 
or when will you next evaluate the present set-up?” Depending 
on that answer I will follow up with, “Under what circumstances 
would they consider switching their present set-up?” (Which I 
believe was in your books.) If they open up, and questioning can 
continue, I do so. However, I can usually at least get those two 
questions answered which helps in knowing when I should call 
back again. I deal primarily with CFO’s so I want to be respectful 
of their answer of being “happy with their present set-up”. I have 
found that my time is better spent finding the CFO’s that are 
unhappy with their present set-up and waiting to be approached, 
rather than trying to make a sincerely happy person switch to 
my company. I find that there are just as many prospects that are 
“unhappy” with their set-up as there are that are “happy” with 
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their present set-up. I’ll get the “happy” ones down the road when 
they become “unhappy”. Eventually it seems, almost everyone 
becomes “unhappy” because they are taken for granted by their 
vendor who becomes too comfortable and lets service slide. 
Taking the customer for granted will always open the door to 
competition. I keep in touch so I know when that door begins to 
open. Jared Olson, General Service Bureau Inc.

“Keep Us in Mind” Is Worthless, and What to 
Do Instead

Let’s look at the situations where you don’t get the sale or 
accomplish your objective. There is a right way to handle these 
that can keep your chances alive for the future.

For example, a sales rep travels nowhere on a prospecting phone 
call. Because he thinks he’s doing something productive, or he’s 
in a rush to minimize the pain and get off the phone, he utters 
one of these laughable phrases,

“Well, keep us in mind, OK?”
“Here’s my number, write it down just in case.”
“How about I give you a call in six months or so?”

When I’m the prospect, I really do feel quite guilty—OK, maybe 
only slightly . . . all right, not the least bit of remorse—when I 
respond with an “OK, I will keep you in mind.” Or when I’m 
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feigning interest and scribbling down their phone number 
while I’m actually doodling abstract farm animals.

These phrases make liars out of prospects.

Face it. They have no intention of “keeping us in mind,” let 
alone writing down our number. These phrases don’t accom-
plish anything positive, and give no reason for the listener to 
ever want to consider “keeping you in mind” or calling you.

But you can and should salvage something from these calls. 
Here’s what you should do and say instead.

1. Determine if There Ever Would Be Potential
A money- and time-wasting mistake is hanging on to prospects 
when there’s no shred of evidence that the person is a prospect.

Maybe you’ve experienced it: these “prospects” are recycled 
through your CRM system. You peruse the notes, get that aching 
pang in your stomach recalling your last dead-end call. And since 
there’s nothing leading you to believe they’re any better of a 
prospect today . . . you page through to the next prospect, post-
poning the inevitable. Or you call and experience either rejection 
or another put-off.

Another error is letting them go when, indeed, there might be 
some potential.
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What to do instead? Find out for sure. Ask,

“Ben, under what circumstances would you ever see yourself 
considering another vendor?”

Notice the wording here. It’s a question that not only asks if 
they ever would use someone else, but it also asks for the cir-
cumstances that would surround it. For example, I’ve heard 
prospects respond, “Well, I suppose if I ever got into an emergency 
situation where they weren’t able to deliver, I’d have to look elsewhere.”

Then you have an opportunity to pick up on that remark and 
continue questioning.

On the other hand, if they say, “Look, you’re wasting your time 
buddy. Quit calling me,” write them off and move on.

And feel good about it, since you obtained a decision. When you 
contine to recycle contacts who will never buy from you, that’s 
“rescheduling the next brushoff.” Your irreplaceable commodity 
is time. Protect it with all you have, since you’ll never get it back.

2. Proactively Give Them Something to Think About
To reiterate, “Keep us is mind,” is a worthless phrase. If you 
truly want someone to keep you in mind, give them a reason. 
And tie it into a problem they might experience—a problem 
you could solve. That might prompt them to not only think of 
you, but better yet, to call you.
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Let’s say a sales rep knows she can help a company lower their 
property taxes, but they either don’t see the need at this point, 
or don’t believe her. She might end the call with,

“I still feel we can help you. Here’s something to consider: when 
you review your property tax itemization, take a look at the 
specifi c valuation and charges for your out-of-state properties. 
If you feel those taxes are high and question them, keep in mind 
we are specialists on the tax laws in every state, and know the 
best way to challenge, and eventually lower the bill. I’ll send you 
an email with my contact info in it, so keep it in your tax fi le, 
and give me a call then if you feel it would help.”

Don’t make liars out of people. The process is simple. Deter-
mine if there ever will be potential. If not, move them out of 
your system and look at that as a victory.

If there is, give them examples of situations to look for, and 
associate them with the problem you can solve. When they do 
experience these problems, you’ll have a greater chance of them 
thinking of you.
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YOUR ACTION STEPS

What will you commit to DO as a result of this section?
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Don’t Confuse 
“Reflex Resistance” 
With Real Objections

Humans are born with only two fears: the fear of falling, 
and the fear of loud noises. Babies react with a startled 

reflex to both.

I truly believe there’s another one—the fear of being sold. 
Because, most people react instinctively with a reflex response 
if they feel a sales pitch coming on.

These are instinctive brush off’s:

“We don’t need any.”
“I’m happy with my present service.”
“I’m not interested.”
“I’m busy right now.”

10
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And you know what? Brush off’s usually work!

However, since brush off’s are instinctive reflex responses, 
they are very shallow. There is no real reason behind them, 
other than the natural human need to protect ourselves from 
being sold. Here is a very important point I’m going to make 
regarding brush off’s that will help you not fall victim to them:

You can stand up to the brush off  by getting the other 
person to talk.

If you can simply get the other person talking, their mind is off 
their reflex response, and it’s on your question. Let’s look at one:

Prospect: “Hello, this is Joan Stevens.”

Caller: “Hi Ms. Stevens, I’m Mike Hamilton with Heart-
land Supply. We specialize in providing low-cost mail-
room and packaging supplies. I’d like to discuss your 
mailroom, and what you use, to determine if what we 
have would be of any benefit to you.

Prospect: “I’m happy with my present supplier.”

Caller: “I see. Who are you using now?

Prospect: “We buy from Packing Plus.”
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Caller: “Oh sure. What do you get from them.”

Prospect: “Well, we buy the standard boxes, padded enve-
lopes, tape, plus a few specialty items.”

Caller:“Oh, tell me about those . . . the specialty items.”

Prospect: “In our operation, we often send out large orders 
that require . . .”

Did you notice that there was resistance at the beginning of the 
call? The person put forth a reflex response that stated, we’re 
happy with our present supplier. Some sales reps would have 
said, “Oh, OK. Keep us in mind if we can ever help. Bye.”

Instead, this caller was curious. He acknowledged the response, 
and asked more questions, therefore melting the resistance by 
getting the other person to talk.

Asking a question is effective because it takes the prospect’s focus 
off of the stall, and gets them involved in answering a specific 
question. Any time you can change the subject from the brush 
off to a substantive topic, you have essentially ignored the brush 
off, while gathering useful information in the process.
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Other Examples
Here are some other ways to avoid brush off’s:

Brush Off : “We’re not interested.”
Caller: “I don’t blame you. Most of my best customers 
also first said that when I first called them. Tell me, what 
types of situations do you run into when . . .?”

Brush Off : “We’re not in the market for any advertising.”
Caller: “I see. I noticed your ads in Business News. What 
else are you doing to promote your new location?”

It’s very difficult to deal with a vague general statement like a 
reflex response. That’s why they work so well for prospects. 
But, when you get someone talking, you have more informa-
tion to deal with, which helps you ask more relevant questions, 
and make points of interest.

After hearing these, you might be asking yourself, “Should we 
just ignore their reflex responses?”

Yes.

Remember, most people don’t even think about what they say 
when they give the response. It’s as natural to them as squinting 
their eyes when walking into the bright light after coming out 
of the dark movie theatre. It’s a reaction to protect themselves. 
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By getting them talking, you have taken their mind off of the 
response.

OK, here is your assignment on dealing with reflex response 
resistance. Think of the one or two reflex responses that you 
most commonly hear. Again, these can be “I’m not interested,” 
“I’m happy with my present supplier,” “We have all we need,” 
and so on.

Then, think of responses you can use to get the person talking.

Write these out. Practice them. The key word here is practice.

You need to be comfortable with your response so that the 
instant you get resistance, you’re able to quickly react.

You won’t win them all, but at least you give yourself a chance.
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YOUR ACTION STEPS

What will you commit to DO as a result of this section?
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Case Study 
Of A Call

L et’s tie everything together and look at a case study of a call 
submitted by a reader of my newsletter.

The Details

Art,

I am selling advertising space on the Internet and the 
name we are using is LocalTraders. The initial objection 
I quite often hear is “I am not interested.” The replies we 
have used are,

“Not interested in what?”
“That’s not an unusual reaction, however what we are offering . . .”

11
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“Many of our current clients have had that initial reaction 
however after realizing what we have to offer changed their 
minds . . .”
“You’re obviously very busy so I’ ll call back later at a more 
convenient time, which would suit you better, Monday or 
Tuesday?”

Have you any ideas to overcome “Not interested?”

I have included the script so that you can have an idea 
where I am coming from.

I look forward to your comments

Kindest Regards,
Doug Aird

Here is what Doug had sent.

The Script/Call Guide

With the Assistant
First: “I hope you could help me so I’m better prepared to speak 
to Mr. Big, there’s probably some information you could pro-
vide me with.”

“How long have you been in business?”
“Do you deal with the general public?”
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“What exactly are the services you offer?”
“Would Mr. Big be interested in getting more business?”
“When would be the best time to contact Mr. Big?”

Voice Mail Message
“This is      from LocalTraders I 
might have something which may increase your business. 
Please contact me . . .”

Opening Statement
“Hi   , my name is     
 and I’m from LocalTraders. Depending on your current situa-
tion I might have something that could possibly increase your 
business. I don’t want to waste your time so do you mind if I 
just ask you a few simple questions to see if you may benefit?”

Questioning
“Do you deal with the general public?”
“What exactly are the services you offer?”
“Would you be interested in getting more business?”
“Are you currently advertising? How much does that cost you?”
“What are you doing online to get new business?”
 “Are you aware of how others in your business are showing 
success online?”
“Would you be interested in being part of that growth on the 
internet?”
“Do you support your local community?”
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“Do you have your own web page or are you using a common 
web site?”
“If you could promote your business online for less than a bottle 
of Coke a week would you be interested?”

Presentation
“Well, from what you have said we may be able to help you . . .”
“We’re currently finalizing the Local Traders’ site for (name of 
area) and we are looking for a (whatever business he is in). The 
site highlights and promotes local business in (area) as well as 
featuring local and community news and events . . .”

Art’s Analysis and Recommendation

This script went on, but I had way more than enough to respond. 
Here’s what I said:

Doug,

The best way to deal with objections is to prevent them. 
In your case, I’d strengthen the opening to make it more 
specific than “increase your business.” That could signal 
to them that they are going to get hit with a sales pitch. 
To do this, you need to get better info before speaking 
with the boss.
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I like the fact you are asking questions of the screener, 
but you also might want to include,

“How are you promoting now?”
“How do people fi nd you?”
“How do you get new business?”
“What type of business are you looking for more of?”

Perhaps even change your prefacing remark to,

“I want to make sure that what I have would be of some interest 
to Mr. Bigg . . .” before asking questions.

Based on these answers, you could customize more of a 
“grabber” for each prospect.

For example,

“Ms. Prospect, I understand that you do some promotions now 
to generate store traffi  c, and advertise some ‘loss leader’ items 
to get people in the store. I have an option that might be worth 
considering to help you reach prospective buyers you might not 
be getting now, therefore getting you even more traffi  c.”

As for some of those objections, it’s typically too late to 
try to turn them around when you hear them, since the 
damage has been done. They’re in a negative, nonre-
ceptive frame of mind. And all of those rebuttals you 
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mentioned typically serve to just harden their defenses. 
I believe the least-damaging course of action is to simply 
ask a question to take their mind off their resistance:

“I see. How do you advertise now?”

Granted, you’re ignoring the resistance, and if you can 
get them talking, now you’re at the point of the call 
where you want to be anyway. If they still say they’re not 
interested, move on.

Art

 (NOTE: Here is the message received back from Doug just a 
few days after sending him these recommendations.)

Art,

Thank you for the time you took to give some sugges-
tions re my script, it certainly has worked!!

And all in a few short days. I have only been using the 
script for two days and have not had rejection. The closest 
I came to that was when one prospect told me he didn’t 
want to advertise because he might be taking business 
away from his existing clients. I then asked who they were 
and he told me, one I already had the second I didn’t. I called 
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the second one and signed him up over the telephone. I’m 
having much more success while making fewer calls.

Kindest Regards,
Doug Aird
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How To Get And 
Stay Motivated 
When Calling

You’ve experienced it. I have too. A slump, a rut . . . one of 
those “Everything/everyone is dumping on me,” attitudes.

The key to success when placing sales and prospecting calls is 
how you deal with it, and not staying IN it. How you get and 
keep yourself motivated. That’s right, I said how you motivate 
yourself.

No one can motivate you. Just like no one can stress you out, 
or reject you, you alone can allow yourself to be affected by 
outside influences. Therefore it’s critical—especially in this 
profession—that you have a never-ending plan that keeps your 
outlook—and correspondingly, your performance—at sky-high 
levels. And there’s one proven way to do that consistently.

12
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Goals.

Everything of significance that you’ve ever achieved was likely 
first visualized by you as a goal. Great stuff just doesn’t auto-
matically happen.

To get more motivated, and stay that way, you need targets to 
shoot for. Here are tips for setting and reaching your goals, and 
staying motivated.

Pick goals that you desire passionately. If you just mildly 
wish for something, you won’t muster the drive to pursue it, 
and weather the storms you’ll encounter along the way. For 
example, if you just wouldn’t mind dropping a few pounds, that’s 
not strong enough. If you feel you must lose 15 pounds because 
you absolutely refuse to go up another clothes size, and you’ve 
had it with feeling sluggish all the time, you’ll do what it will 
take to shed the excess baggage.

Pick goals you can see yourself attaining. Before you begin, 
you must be able to visualize the end result. Otherwise your 
subconscious will never buy into the notion you can accom-
plish it. People never rise above their own self-perception. If 
you can’t see yourself earning $20,000 more than you do today, 
you’ll never get there. Conversely, if you visualize yourself 
already there, you’ll think of what you’ll need to do to actually 
reach your destination.
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Pick goals you’re willing to work hard to achieve. Every-
one would like to make more money. A small percentage are 
willing to do what it takes to make it a reality. That’s part of 
the reason lotteries are so popular. Whatever you select as a 
goal has trade-offs attached. Only if you’re willing to toil and 
sacrifice will you reach that goal.

When setting your goals, remove your doubts. Most of us 
fly way too close to the ground. Doubts are not the result of 
rational thinking, but habitual thinking. Write out some of the 
self-limiting beliefs that are like lead weights strapped to your 
feet, and rewrite them in a positive, possibility-thinking way. 
For example, “I’ve never been able to close the large accounts where 
the big commissions are,” could become, “What I need to do is ana-
lyze what other people do who consistently close the large accounts, 
and work up my own strategy.”

Take risks. Sure it’s a bit spooky treading into territory you’ve 
never traveled, but it’s also motivating! Plus, the only risks that 
aren’t a bit scary are the ones you’ve outgrown.

Don’t let details get in your way. Fussing about the details 
burdens your thinking and fuels the fires of doubt. After setting 
your goal, immediately fire your machine in motion. It’s easier 
to view the possibilities when you’re moving, plus it eliminates 
worry. Don’t worry about what happens in the middle of a 
jump—focus on the end.
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 More Motivational Tips

Recall your most motivated moments. When were you 
last fired up, storming toward something you desired with the 
intensity of an out-of-control freight train thundering down a 
mountain? What were you pursuing? This gives you a clue to 
what you really want. Can you—and are you willing—to repeat 
the desire and the tactics again?

Expect to excel. Ask winners and they’ll tell you, matter of 
factly, that there was never a doubt that they’d achieve their 
lofty levels. Sure, they ran into road blocks along the way, but 
progress has a way of masquerading as problems, and they 
prodded along.

Act as if you’ve already achieved your goal. I asked a super-
star rep to what he attributed his success, and he told me his 
life changed when he started acting like a top performer, even 
before he got there. He studied the people who pulled down the 
big numbers (and dollars), and copied their behavior . . . coming 
in early, not squandering phone time, asking for commitment 
more often . . . expecting to do well. The results followed.

Walk 25% faster. Don’t laugh. Psychologists have proven body 
posture and movement affects attitudes. Ever see a slovenly 
loser walk with a spring in his step, like he actually had some-
thing important to do? No, they shuffle along. Conversely, 
watch the gait of achievers you admire. Their confident stride 
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says, “I’m coming from something I just achieved, marching over 
to conquer another challenge.”

Th ink “Action, Now.” Rid from your vocabulary the words, 
“tomorrow,” “later,” “one of these days,” “someday,” and other wish-
oriented vague terminology that typically results in “never”-type 
of behavior. Any time you’re tempted to lazily shove an achieve-
ment-oriented task out to the ambiguous horizon, stop yourself 
and take action, immediately.

Ideas to Get You Going Now

Keep in mind that the large prospect you’re waiting to call 
is buying from someone, but will eventually change. It might 
as well be from you!

To beat call reluctance, think of all the successes you’ve had 
when you dug in your heels and took action. Nothing but guilt 
and regret results from wasting time, avoiding the phone. Pick 
it up now, and equate action with accomplishment!

Set short-term activity goals, such as number of prospect-
ing calls in a two-hour period. It keeps you focused, active, and 
invigorated.

Rejection is not an experience. It’s how some people define 
an experience. You’ll never be rejected again if you can pin-
point something positive that comes from every call.
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Don’t settle for “good enough.” That’s defined as just enough 
to get by and survive. Always put in that little extra.

Use Sports Psychology to Bust Out of a Slump

Ever get in one of those funks where nothing seems to be fall-
ing your way? You have deals collapse, buyers not returning 
calls or emails, and suddenly you’re struggling to put up results.

And then, your confidence takes a hit. We question why we’re 
not having success. Self-doubt creeps in. Maybe even to the 
point of not going after key accounts or avoiding calls altogether.

A Wall Street Journal article discussed how that happened to 
Dan DiCio, a high-tech equipment account exec. He was expect-
ing to have a big year, but his results were just not there. So he 
began grinding . . . working longer hours, nights and weekends. 
To no avail.

He was grasping for a solution. What could he do to get out of 
this slump? Well, Dan is a big baseball fan, and he recalled how 
John Smoltz, a pitcher for the Atlanta Braves, in 1991, worked 
with a sports psychologist to pull himself out of slump. So Dan 
did the same thing, with tremendous results.

First, Smoltz’s story: the pitcher—one of the top stars in the 
game at the time—started the season with a horrible record of 
just 2 wins and 11 losses. He said he lost his confidence. As many 
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people do, in sales and sports, he tried working harder to get 
out of the slump. Instead, he made it worse, rushing himself on 
the mound and overanalyzing every bad pitch.

The psychologist worked with him to recover quickly from 
bad pitches, instead of dwelling on them. The doctor made 
a video of perfect pitches Smoltz had thrown and had him 
watch the video over and over. Then, if Smoltz threw a bad 
pitch in a game, he said, “I literally would not step back on the 
mound until I had pulled up that positive file in my mind.” This 
reminded him of what it felt like to throw well, instilling confi-
dence, resulting in more positive performance.

Dan’s psychologist suggested the same thing: Stop overwork-
ing and relax. Recall past positive performances. The result? 
His 2010 sales were double the previous year’s.

You Can Use the Same Techniques
You likely won’t need to see a sports psychologist if you get in 
one of these ruts. But you can apply the same principles they 
teach to show similar success.

Tim Stowell, a 25-year commercial real estate broker began 
losing his self-confidence during the recession because of all 
the no’s he was getting. So he implemented a technique that 
golfer Jack Nicklaus used to fend off anxiety. He began visual-
izing himself performing well. If he performs poorly during 
a presentation, instead of dwelling on it, he laughs it off, and 
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refocuses on his goal of helping clients save money. Focusing 
on the positive helped him land more new clients.

Here are other techniques sports psychologists use with ath-
letes, and their business clients:

• maintain an archive of recordings of good calls, or parts 
of calls. Listen to them on a regular basis, especially when 
doubt surfaces.

• list your strengths on a card and post it in front of you. 
For example, “Great at building rapport. Excellent product 
knowledge. Pleasing phone voice. Fine negotiator.” Many 
baseball players do this with laminated cards and review 
them between innings.

• use relaxation techniques. You’ll often see a golfer or football 
kicker take a deep breath before a shot, or a field goal attempt.

• after a blown call, immediately focus on a past success, and/
or something good you could take out of that call. Don’t 
dwell on the negative. Former football quarterback, Troy 
Aikman, said that quarterbacks need to have poor memories 
because they can’t let a dropped pass or a missed block affect 
their performance on the next play. Move on. I personally 
teach the use of the Secondary Objective of the call, which 
is defined as, “What can I attempt, at minimum, on every 
call?” This ensures you get a win of sorts on every call.
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• simplify things. In today’s constantly-connected, multi-
tasking environment, most people are busier than ever, but 
accomplishing less. When you are calling, do nothing but 
that for blocks of time. Focus, relax, and let it flow.

There are many similarities between athletes and sales profes-
sionals executing our performances confidently and consistently. 
It’s human nature that with the inevitable undesired outcomes 
we often experience that our self esteem can be rattled. There-
fore it is essential that we be proactive to battle these negative 
feelings and prevent them from becoming fatal. Use these tech-
niques and you’ll see your attitude and sales results at the high 
level you desire.
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Top Calling Tips

For the past 33+ years of publishing my  monthly sales tips 
newsletter, readers have consistently told me that the fea-

ture they like to read first is the back page. It’s there where we 
share about six brief tips. Here are a selection of these profit-
able tips for you.

Ask the Tough Question

You’re not going to sell them all. (No kidding, right?) There-
fore it’s in your best interest to know when to move on and cut 
your losses. With someone who is asking for more than you 
can give, you need to find out if they really want to do business 
with you, or are just a “vendor hopper,” someone who buys 
from whomever offers the lowest price this month. 

13
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Ask them a tough question, 

“Pat, it appears we have exactly what you want. Except my best 
price is $4.58 a unit and you’re asking for $3.99. Is there a way 
to work this out, or should we end the conversation?”

Sure it sounds tough, but if they’re serious, they’ll let you know.

Question the Lower Competitive Price

When some reps hear a prospect or customer mention a lower 
competitive price, they tense up and believe they have to match 
it to get or retain the business. A smart approach is to remain 
calm and question the competitive offer in order to blow holes 
in it. For example,

“Oh, that sounds like a really low price. What accessories do 
you receive with that? How long is the warranty?”

Especially question in the areas where you know you are strong 
and offer more.

Get Off of Price and On to Value

To get a prospect/customer off a price issue and on to a value 
one, ask them,

“Let’s jump ahead here. One year from now, how will you 
know if you made the right choice?”
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“What results do you expect from the system you choose?”
“What will change as a result of the decision you make?”

Assume They Have the Problem and Ask About It

Here’s the assumptive problem questioning technique:

“Many of my clients are experiencing a lack of quality appli-
cants responding to their recruitment ads. What is your 
experience?”

It’s easier for someone to react to a scenario you’ve created than 
to have to think of an answer themselves. For example, “What 
are your recruitment needs?”

Don’t Cave in To Get the Deal

Seems like the 80/20 rule applies to most everything. Including 
negotiating. Negotiation experts say that 80% of the conces-
sions occur in the final 20% of discussions. What’s important 
for us is that we don’t appear too eager—or desperate—to get a 
sale, therefore caving in to concessions toward the end.

Check Press Releases to Find Contact Names

Sometimes you run into the tough, secretive switchboard opera-
tor who acts as if she works for the CIA, not allowed to provide 
any names or information. One alternative provided by Heather 
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Beck with Acterna, is looking at the press releases on a com-
pany’s website. Granted, you might be fishing in a fairly empty 
pond, but you just might land a key name that could help you. 
She said that more than once she was unable to get a contact 
name from an operator or anywhere else on a website, but found 
someone quoted in a press release that she was able to call and 
ask for. This person normally isn’t the buyer, but at least it’s a 
start in the investigation and navigation process.

Handling the Budget Objection

When you hear the objection, “We don’t have the budget,” you 
need to first determine if that’s real or a blow off.

“If budget weren’t an issue, are we the ones you’d want?”
“OK, but this is what you still want to do, right?”
“If you did have the money, you’d move forward?”

If they answer positively, then it’s a matter of getting them to 
think creatively.

“How can we get the money?”
“What’s the best way to fi nd the money?”
“How have you handled it in the past when you needed to fi nd 
funds for something you needed?”
“What are some possible ways to solve this?”
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Listen to Their On-Hold Message

When you’re placed on hold, pay attention to their on-hold 
announcements. You might hear some useful information 
about the company, products, or promotions.

Get Them Talking

Upon hearing an objection a tendency for some sales reps is 
to tense up and turn on the verbal waterfall to overcome the 
objection. Take the opposite approach. Get them talking.

“What do you suggest?”
“What is the alternative?”
“What will happen if you do nothing?”
“What are the implications of not taking action?”

Granted, as with most suggestions, this might not be appropri-
ate in all situations. Pick and choose your spots.

“What’s This in Reference To?”

Here’s a common question from assistants: “What’s this in ref-
erence to?” To give the best answer you might want to ask a 
question or two of your own first.

“Well, let me fi rst ask you, does Mr. Ryan get involved in the 
credit card processing for your stores? Good. Well, depending 
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on how satisfi ed he is with his online transactions and the fees 
he’s paying, we might have a few options to speed up transac-
tion time and cut down on extra charges. I’d like to ask him a 
few questions . . .”

Mute Tips

If you use the mute button for more than a few seconds, be sure 
to give some feedback such as “uh-hmm” the instant you get 
back on the phone. This way they know you’re still there. By the 
way, use the mute sparingly, coughs, clearing of the throat . . . 
not so you can hold a conversation with your neighbor.

React, But Don’t Reply

When you hear something that you detect is a brush off, use a 
vague or non-committal word or phrase.

“Th at’s interesting.”
“OK.”
“Th at’s a thought.”
“Uh-huh.”

If it is a real concern and you ignore it, you can be assured they’ll 
bring it up again.
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If You’re Going to Get a No, Get it Today

Far too many sales reps clog up their follow-up files like a Los 
Angeles freeway during rush hour, with prospects who can’t or 
won’t make a decision. It’s better to get some decision, rather 
than let them rust. John Fuhrman of Universal Underwriters 
is quoted in “SELLING” about what he did as a sales manager 
at a car dealership: he made an offbeat proposal, offering $50 
to the salesperson who got a firm no from the greatest number 
of pending prospects. The result was exactly as he suspected. 
The sales force ended up making 12 appointments and selling 
eight cars. All from people who were pending, and were asked 
to make a decision.

Don’t Manufacture Objections

Many objections aren’t even present until the salesperson brings 
them up. This happens when the rep talks too much about fea-
tures that are of no interest to the listener. When a salesperson 
drones on about what he thinks is a selling point, it  may very 
well distract the listener from what he’s really interested in—if 
anything—and draw attention to what he might interpret as a 
liability. Don’t talk too much, and only present what they’re 
interested in. A benefit is only a benefit if the person hearing it 
perceives it to be a benefit at that very instant.
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I Want to Talk it Over

When someone tells you they are going to talk it over with 
another person or committee, respond with,

“Can I interpret that as a defi nite sign of interest on your part?”

Or try a stronger question such as,

“Are you going to be recommending it to them when you do talk 
it over?”

Don’t get off the phone until you know the answers to these 
questions. They could be stalling, which means you’re wasting 
your valuable time by calling back. If they truly are interested, 
you can find that out and help them sell it to the other person.

Ways to Begin Questions

The way you word your questions has a huge impact on the 
quality and quantity of information you get in return. Here are 
some good ways to begin questions.

“Please describe . . .”
“Please explain . . .”
“Compare for me how you . . .”
“To what extent . . . ?”
“In what way do you . . . ?”



How to Place the Successful Sales and Prospecting Call

� 171 �

“Give me an idea of how . . .”
“What is the process for . . . ?”
“Go through the . . .”

The Truth About Scripting

Let me be clear on this: You DO need to, and will sound better 
when you prepare what you will say, before you say it live.

Any time I hear or read a sales trainer, manager, or a rep demean 
the use of sales scripts, they lose credibility with me. Some-
times the problem is in their definition and perception of a 
sales script, which usually has more to do with the delivery, 
such as reading something in a monotone voice.

In that case, I agree. Kids like to be read to, adults don’t.

I suggest you look at a script like an actor, and deliver it the same 
way. Otherwise, “winging it” and generally being unprepared 
usually yields horrible results.

It’s actually kind of a contradiction. Many people who don’t like 
scripts feel that way because they say scripts cause a person to 
sound like a doofus. 

Well, what happens when someone gets on a call, unprepared, 
rambles, stutters and stammers. Yup, doofus. 
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Really. If you are able to prepare for what you’ll say, and then 
edit, practice, and fine-tune it, why wouldn’t you?

You wouldn’t turn in a rough draft if you were going to write 
a very high-profile article in your industry publication would 
you? But a rough draft is precisely what you deliver when you 
aren’t totally prepared on calls.

Every day, salespeople insist on diving blindly into calls, and puking 
all over themselves with the first words that come to mind.

Would a surgeon walk into an operating room, slap on the gloves 
and say, “OK, give me the knife. By the way, what are we doing 
with this guy?”

Would a lawyer dash into a trial, pop open a briefcase, begin an 
opening argument, then turn and whisper to the client, “What 
are we working on here again?”

In either case, I hope not.

In my inside sales training and cold call training programs, we 
work on how to craft the persuasive, natural-sounding script 
that is easy to deliver, and gets results. Then reps must be pre-
pared to deliver it at the right moment.

Let’s grade your level of preparedness as of right now in each 
of these areas.
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Screeners and Assistants
Can you instantly provide a response to the question, “What is this 
in reference to?” And I mean a good, results-oriented answer, 
not one that gets you screened out.

Opening Statements and Voice Mail
These most certainly need to be prepared, word-for-word.

Early Resistance
We covered this a few chapters ago . . . hearing “I’m not inter-
ested” at the beginning of a call. When you are prepared, you 
can engage them in conversation and move them to a state of 
interest and curiosity.

Unexpected Answers to Questions
We’re all able to build sales momentum when they follow the 
script we’d like . . . answering questions with the positive, 
interest-filled responses that lead to our objective. But what 
about the ones we DON’T want? The ones that resemble a 
hard-drive crash, wiping away all of your memory.

Real Objections 
Here we must be prepared with questions you created in that 
chapter.

In each of these areas, I recommend the same prescription for 
excellence: work and preparation.
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There’s no easy way to sound smooth.

A sales rep told me at a recent training seminar, “You make it 
look so easy, coming up with quick answers. How do you do it?”

Oh, it was easy, I told him. After over 33 years, over 1700 sales 
training presentations, thousands of sales calls, and thousands of 
hours of writing, reading, and practicing, it just comes naturally.

C’mon, no one is naturally smooth. Although almost everyone 
can sound that way. But we must be un-smooth and uncom-
fortable first. Before you can golf in the 80’s, you go through 
the 90’s.

If you want to raise yourself to the next level, go back to the 
basics and beyond.
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ACTION STEPS

Lock yourself in a room with a pad of paper. Begin by 
writing out the headings above, and any other difficult 
situations you encounter. Review our chapters in each of 
these areas.

Then, stretch, knead, and rack your mind until you create 
word-for-word statements, responses and questions you’re 
comfortable with.

Then, go to the next level. Like a military strategist 
preparing for all possible scenarios, brainstorm for their 
possible responses. Keep repeating the process. Then 
practice it out loud. Role play with a partner.

Recite—don’t read—into a recorder.

What’s great about this is that the more you practice, the 
better you become, which means better results. Which 
means you have more fun on calls.

Which also means you’re more confident.

And people will be saying about you, “You sound so 
smooth! You’re a natural.” Thanks to your scripts.
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Final Words . . .

In my over 33 years of helping professionals say and do the 
right thngs to get more business by phone, I’ve unfortunately 

heard my share of words like these.

“I’ve been through training before.”
“I’ve seen that stuff before.”
“I’ve been in sales quite a while.”
“I do pretty good.”

Let me put it in another light. What if you heard the following?

From a Cardiac Surgeon: “I had a class on heart surgery once 
back in medical school. That’s good enough.”

From a Professional Baseball Player: “I don’t need to go to 
Spring Training, or take batting practice or infield before games. 
I’ve been playing for a number of years.”



Art Sobczak

� 178 �

From an Olympic Figure Skater: “I practiced a routine once, 
a few years ago. I don’t need to go through it again before 
competition.”

Fat Guy at the Pizza Buffet: “I am in shape. I own a treadmill 
and even used it once.”

Of course, those are all absurd statements. As are the ones from 
sales reps and managers who think they, or their people are 
good enough.

The fact is, “good enough” does not win championships, or make 
people excellent or wealthy. (And by the way, sales managers 
who think that experience alone makes for a good salesperson, 
think again. Experience measures attendance. Accomplishment 
and results measures success, and continued learning ensures it.)

So, what’s my point?

You likely have not come close to reaching your potential as a 
sales professional.

Few people have.

I know I haven’t.
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In order to accomplish more of what you’re capable of, I chal-
lenge you to look at your own “good enough” barrier and break 
through it, regardless of how high that bar is for you.

This invisible obstacle is what holds many people back. Just 
when people begin approaching an opportunity to put in a 
little extra, to invest in themselves, to seize a potential new 
achievement, many hit this mental boundary and say to them-
selves, ”That’s good enough.”

Good enough is when talented people don’t fully develop their 
abilities.

Good enough is when service slips and customers complain.

Good enough is when sales professionals do what it takes to get 
by, but miss growth and income opportunities in the process.

People who are satisfied with Good Enough cheat themselves, 
their family, their company, and their customers.

Action Step: If you’re serious about sales as a career—not just 
something you do to pay the bills—take a serious look at what 
you’re doing to improve your “sales health.”

Like I always say, sales is an art, a science, and a skill. It takes 
continual digestion and implementation of new information, 
and practicing in order to reach new levels.
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Just when you’re about to say, “This is good enough,” push that 
barrier away.

Go that extra inch.

Health experts suggest exercising 20-30 minutes at a time, 3-5 
times per week.

If you invested an equal amount of time on your sales health . . . 
reading, listening to audios, watching videos, and even writ-
ing, you can accomplish things other people—with low Good 
Enough barometers—will never come close to reaching.

I encourage and challenge you to be the best salesperson you 
can be, and use the phone to its fullest potential.

Certainly use the ideas we went through together in this book.

If you haven’t already, be sure you get my free weekly Smart 
Calling Tips and YouTube training videos. 
BusinessByPhone.com/free-stuff 

Visit my blog for tons of other tips and best practices: 
SmartCalling.com

Shop for the training resource that is just right for you, whether 
it be audio, video, books, or complete training programs. 
BusinessByPhone.com/shop
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If you are really serious about your sales success and want to go 
to the next level, enroll in my Smart Calling College training. 
SmartCallingCollege.com

Best yet: have a customized training program developed for 
your company or association, delivered at your location or 
venue of your choice. BusinessByPhone.com/hire-art, or 
call me at 800-326-7721.

I look forward to helping you reach your sales and income goals 
and dreams.




