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with all of the right tools for turning prospects into 
meetings, and meetings into big sales.

This easy-to-follow guide helps you beat today’s 
cold calling obstacles, such as voice mail, cell 
phones, and e-mail. Schiffman’s professional experi-
ence and corporate wisdom guarantee your future 
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Praise for Cold Calling Techniques (That Really Work!)

“If you want to master cold calling, read this book.”
—Anthony Parinello,  

Wall Street Journal bestselling author of Selling to VITO

“Steve has an uncanny ability to simplify each step of the sales pro-
cess and make it sales-rep friendly. Using his proven techniques will 
get you to the top of the sales leader board . . . guaranteed.”

—Stephen C. Mueller, Managing Director, OneBeacon

“I HATE cold calling but I LOVE this book! Steve Schiffman pres-
ents numerous techniques and attitude adjustments to get you to 
embrace cold calling and excel at it. It’s easy to read and very practi-
cal to implement.”

—Dr. Tony Alessandra, author of Non-Manipulative Selling  
and The Platinum Rule

“This book is just one of many by Steve Schiffman that good sales-
people and sales managers should keep handy as a constant refresher 
of the fundamentals of our profession.”

—Bob Fischman, Vice President of Stratus Corporation

“Every top sales producer uses strategies from this book—Schiff-
man relates timeless building blocks of sales success. You get a road-
map for fast and enduring sales productivity.”

—Scott Channell, author of Setting Sales Appointments

“Using D.E.I. [Schiffman’s company] changed the way we sell and 
do business.”

—John Weeks, Chairman of Mintel International

“Still the best book to make cold calling easy.”
—J. Peter Benet, CFP®, CLU



Praise for Cold Calling Techniques (That Really Work!)

“Steve Schiffman does not merely understand the selling process, 
he provides everyone who sells for a living with the confidence and 
motivation to succeed. All you need to do is follow his revolutionary 
techniques. I have built a multimillion-dollar business by employing 
the wisdom he taught me.”

—David A. Mersky, Founder & Managing Director,  
Mersky, Jaffe & Associates

“I read Cold Calling Techniques eighteen years ago at the beginning 
of my career in real estate. The book had a major impact on my 
career and, over time, I became a very effective telemarketer. I call 
upon the lessons I learned from this book practically every day as I 
work in commercial real estate. Many thanks for all of the insights 
and energy you gave me.”

—Ruth Colp-Haber, Wharton Property Advisors, Inc.

“D.E.I.’s techniques have played a significant part in our success as a 
company. I have not found a better cold calling methodology.”

—Peter Haigh, Managing Director, Mintel International

“I have used Steve Schiffman’s Cold Calling Techniques with sales 
teams at three different companies ranging from manufacturing to 
high tech. In every application, both the field sales force and tele-
phone sales teams increased their sales by an average of 15 percent 
in less than six weeks. No other process is as rational and easy to 
implement as Steve Schiffman’s.”

—Rex Caswell, Vice President, LexisNexis

“Schiffman’s book Cold Calling Techniques leverages the unique 
aspect of the outside sales channel, the ability to go where it has not 
been invited. This proactive capacity utilized in an ethical fashion is 
the hallmark of this book.”

—John Monoky, Ph.D., Professor of Business,  
Michigan University
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Preface to the 20th Anniversary Edition

I sometimes wonder how salespeople dealt with innovation 100 
years ago. Did they see the telegraph and telephone as signifi-
cant advances that would change the nature of sales? Did they 
jump on the new technology or were they afraid of it?

In many respects the introduction of the telephone and 
telegraph more than a century ago aren’t really very much dif-
ferent than the introduction of e-mail and faxes in our time.

Both the telegraph and telephone changed the way and the 
speed with which people communicated, they didn’t change 
what was communicated. The fact is that while the tools of the 
sales process often changed over the years, the process itself 
has not. You still have to find and validate prospects. You still 
have to gather information to figure out what it will take to get 
your prospects to get up off their, uh, desk chair, and change 
the way they do business. And then you have to present your 
findings in a way that convinces them and their colleagues to 
sign on to whatever product or service you’re selling.

Certainly, every once in a while there is some quantum 
leap in the technology that makes a salesperson’s life easier. 
The laptop computer is a good example. Sales force automation 
software can be a significant help in keeping track of things. 
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But more often than not, these so-called great leaps forward 
are more small steps in nature.

Do you remember the excitement about teleconferencing? 
It was considered Star Wars technology. It would eliminate the 
burden and expense of travel. Road warriors would be able to 
spend more time with their families.

Did that happen? Or did this revolutionary Star Wars tech-
nology just lead to the Return of the Redeye?

So if nothing has changed, if sales is sales is sales the same 
way it was twenty years ago, why a new edition?

The most obvious reason is on the back of the old edition. 
Have you seen my picture? I’ve gone through high school and 
college and had a successful career since that was taken.

But also since the last edition we’ve seen more quantum 
leaps—i.e. voice mail, e-mail, and the ubiquitous cell phones. 
One of the things I’ve noticed is that too many salespeople are 
making these new devices part of the process instead of using 
them as tools to speed the process along. You cannot make a 
cold call on a cell or via e-mail.

So that is why I decided to go with a new and updated edi-
tion of this work. As with all the other books in this series, I 
hope you find it helpful. And if I may paraphrase the late Roy 
Rogers:

Happy sales to you!
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Introduction

A number of years ago, I decided to take some golf lessons 
from a pro. (At that point, I should mention, I’d been golfing 
for quite a while, without ever having taken a lesson.)

During my first lesson, the pro showed me the proper grip 
for the club. It felt a little awkward, and I told him so. But my 
teacher assured me that the reason the new grip felt awkward 
was simple: I had been holding the club incorrectly for many 
years. Once I got used to the right way of doing things, he 
assured me, the right way of holding the club would feel just as 

“natural” as the way I had been holding it. And with that, he 
demonstrated not only the right grip, but also the right swing 
and follow-through. It was beautiful.

Well, what he had said sounded logical enough, and it was 
certainly hard to argue with when he showed off that swing. If 
only I could get my swing to look as fluid, as graceful, and as 
powerful as my instructor’s!

And yet I had a similar feeling of awkwardness when the 
golf pro showed me how to stand, where to put my feet, and 
how to swing. It all felt very uncomfortable. But during my les-
son, I swung, as instructed, from that awkward position, and 
I hit the ball many, many times while the golf pro watched me 
and offered suggestions.
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At the end of the lesson, the pro told me to keep practicing 
exactly as he’d instructed me. If I did, he promised, the new 
ways of holding the club, standing, and swinging would soon 
become second nature.

Well, once I got back on my own, I tried to hold the club, 
and stand, and swing, as the instructor had told me to. But it 
still felt strange. I found that when I moved my grip to a “more 
comfortable” position, it just felt better. And when I stood the 
way I was used to standing, it just felt better. And when I swung 
the way I was used to swinging, it just felt better.

So I dropped the lessons and went back to playing golf 
“my way.”

I hit that ball with all my might. I hit it “my way.” I hit it so 
I was “comfortable.”

And my average score was 150. (By the way, if you’re not 
a golfer, let me just offer a little bit of background informa-
tion: the higher the score, the worse the golfer. And 150 is an 
extremely high—that is, bad—score.)

I couldn’t understand why nobody wanted to play with me, 
or why I wasn’t getting any better. In fact, I wasted a whole year 
wondering why my scores were so high.

After a year, I went back to the golf pro. This time, I fol-
lowed his directions, stuck it out, and practiced the right grip, 
swing, and follow-through over and over and over again, until 
they became second nature to me. As the golf pro had prom-
ised, the correct way of doing things eventually—and the key 
word here is “eventually”—became “comfortable.” And my 
score dropped!

The thing is, I had to drill the right way of swinging until 
it became comfortable.

Why do I tell you a story about golf in a book about cold 
calling? Because we all have our “comfortable” ways of doing 
things: swinging a golf club—following through on the swing—
and connecting with people over the telephone.



If we take the time to do what’s right—what really works—
over and over again, until it becomes second nature, it really 
will feel comfortable. And it really will deliver the results.

If what you’re interested in improving is your golf swing, 
you should talk to a golf pro. If what you’re interested in 
improving is your phone-prospecting technique, you should 
read this book.

I say that because we’ve presented the techniques within 
these two covers to hundreds of thousands of salespeople in 
virtually every industry, all over the world, and to just about 
every kind of sales force. If the aim is to get a face-to-face 
meeting with someone you haven’t talked to before, so you 
can discuss your product or service and how it might fit into 
that person’s operations, this book shows you how to “hold the 
club,” how to “swing,” and how to “follow through.”

Even if what I suggest that you do in the following pages 
feels a little awkward at first, I promise you—it works. The 
only reason it feels awkward now is that you’re not used to it 
yet! Once you practice it enough, it won’t feel awkward at all.

Twenty years ago, when I first came up with the idea for this 
book, I bought a book that was written by someone who had 
sold a whole lot of book proposals to publishers. It outlined 
a system for selling your book idea to a publisher. It broke 
the system down into simple steps. I followed the steps, even 
though some of them felt a little awkward at first. The system 
worked!

Cold Calling Techniques is now entering its sixth edition. 
It’s been translated into over a dozen languages. It’s shown 
up on bestseller lists. It’s sold many hundreds of thousands of 
copies. It’s been cited repeatedly as one of the most important 
sales-related books ever written.

Now, the reason you’re reading this book is, I assume, that 
you want to set more sales appointments. Well, if that’s the 
case, you’re in luck. You are holding in your hands a system 
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written by someone who has set a whole lot of sales appoint-
ments. This book outlines a system for getting face to face 
with people to discuss your products and services. It breaks 
the system down into simple steps. If you follow the steps—the 
system will work!

Once you begin the book, do yourself a favor. Make a com-
mitment to drill the techniques repeatedly until they become sec-
ond nature. Don’t waste a year—or more!—of your precious 
time doing the “same old thing” just because it feels more com-
fortable than trying something new! Do what works . . . and 
stick with it. And you will certainly see dramatic improvements 
in your sales prospecting and your overall income level.

I would love to hear your reactions and results once you 
have implemented the strategies in this book. Please e-mail me 
at contactus@dei-sales.com, or call 1-800-224-2140.

Good luck!

Stephan Schiffman
New York City



Chapter 1

Cold Calling Is Essential

A famous professor at Harvard Business School once asked his 
students to name the number one reason that businesses do 
not succeed. He got all kinds of answers, ranging from bad 
management and bad programs to bad products, poor con-
cepts, and lack of capital. After reading all their answers he 
stood before his class and told them that the number one rea-
son businesses fail is . . . “lack of sales.”

That’s it. It’s lack of real sales—the work you and I do on 
the front lines. And if I can’t get in the door to see people, I’m 
not going to sell.

In most selling environments, nothing can happen unless 
you’re able to get that first appointment. No matter how well 
you sell, if you can’t get in the door, if you cannot get an appoint-
ment to see somebody, you’re not going to sell.

To become a successful salesperson, you have to develop 
a solid base of prospects. This base will only remain solid if 
you continue to prospect successfully—and the cold call plays 
a large part in successful prospecting. Cold calling is the best 
and most economical way for you to develop prospects on an 
ongoing basis. This book is devoted to helping you get in front 
of your prospects in the most efficient, profitable way—and to 
overcome your number one competitor.
	 	 �
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Your Biggest Competitor
Who is your number one competitor? Interestingly enough, 
you can name every company in your business—and you’ll 
be wrong. No matter what company you mention, I’ll tell you 
you’re wrong. You could tell me that you are your own com-
petitor. You’d be wrong again. You could say to me that your 
energy level is your competition. Wrong.

Your number one competitor today is the status quo. The 
status quo is what people are doing right now. If you understand 
that, you’re going to be successful. It’s rare that we’re up against 
a competitor—we’re usually up against the incumbent, the sta-
tus quo. Remember, most of your potential customers are happy 
with what they’ve got—otherwise, they would be calling you!

Once when I was doing a training session I stated that your 
number one competitor is the status quo. A sales rep raised 
his hand and said, “Steve, I’ve never heard of that company. 
Who’s Status Quo?” Don’t get sidetracked. Remember: you’re 
up against the way your prospects are doing business now!

Where Sales Come From
First, I want to discuss something that upsets many salespeople. 
The fact of the matter is you’re going to get one-third of all your 
sales no matter what you do. Let me repeat that: You’ll get one-
third of all your sales no matter what you do.

In the United States nearly 1,000 copiers are sold every 
single hour of every single day. It’s estimated that nearly 2,000 
cellular numbers are installed in the United States every hour.

What do numbers like that tell you about sales? They should 
tell you that there are people who need your product . . . just 
like you need to go to the supermarket to buy milk. That’s a 
consumer-driven sale.

In fact, you and I have seen people who shouldn’t be allowed 
to walk the streets without a leash who still make sales. The rea-
son people like that are able to make a living is that their sales 
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are based on needs for those consumer-driven products. Even-
tually something breaks; eventually you’re going to need a new 
car; eventually you’re going to need more lettuce; eventually 
you’re going to buy a television. Successful salespeople under-
stand that they’ll get one-third of their sales no matter what, 
because they knock on enough doors. But is that enough?

The Sales You’ll Never Get
Then there’s one-third of your sales that you’re not going to 
get. For whatever reason, no matter what you do, you’re just 
not going to get the last one-third of your sales. Sometimes 
it’s because the other guy, the other salesperson, gets it. Some-
times there are internal changes at the target company that you 
can’t control. Either way, you’re not getting the business.

The Sales That Are Up for Grabs
The last one-third is up for grabs. That’s what we’re going to 
discuss here. We’ll show you how to develop your competitive 
edge, get more appointments, and get more of that last one-
third, which is where the good salespeople separate themselves 
from the mediocre salespeople.

The interesting thing is that plenty of salespeople make 
their living by simply accepting the first one-third. That’s really 
more of an order-taking situation.

In fact, there’s a guy in Times Square who sells a little wallet- 
like card case. He simply stands there and says, “Wanna buy, 
wanna buy, wanna buy, wanna buy, wanna buy, wanna buy, 
wanna buy?” You get the idea. That’s all he does!

That tells you something about the entire sales process. If 
you see enough people, you will eventually make a sale. In fact, 
as we mentioned earlier, you’re going to make a certain number 
of sales no matter what you do. If you knock on enough doors, 
it doesn’t make any difference what you do, eventually you’re 
going to get a sale.
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Suppose I went to the busiest street corner nearest my 
office (it happens to be Times Square), and I simply put out my 
hand. Do you think anybody would put money in my hand? 
Of course, eventually someone’s going to do that. That’s my 
first third. Now if I held out a cup, do you think I might make 
more money? Of course. If I add a cup and a bell, bing-bing-
bing-bing, would more people give me money? Of course. Add 
a cup, a bell, bing-bing-bing-bing, and a sign, “Please help me.” 
Would more people give me money then? Absolutely.

The point, again, is that you’ll eventually make a sale if you 
see enough people. But this story illustrates that it’s equally 
important to make the most of the opportunity. It’s not enough 
to just see people or talk to people on the phone. You have to 
use the right tools.

The other day I was walking in Manhattan near our office 
and I noticed a bank with a table right outside displaying a sign 
that read, SIGN UP FOR PC BANKING. Three bank employ-
ees simply approached every person who walked past them.  
I went up to one of them and asked, “How did you do?” They 
said, “It was incredible today.” In the last two hours they had 
signed up 200 people for their PC banking program—people 
who had simply walked past the building.

One of the telecommunications giants in the country started 
years ago by setting up tables outside of major office buildings 
with a sign that said, SAVE MONEY ON LONG DISTANCE. 
And people would sign up. You and I could make sales that way. 
Simply going after the first third, and doing nothing else, how-
ever, is not the way to build a successful sales career. I doubt 
even that telecom giant could survive today if all they had were 
a couple of tables and a few homemade signs!

Timing Is Everything
When we begin to look closely at the prospecting process, we 
can see why the concept of time is so important. I know that it 
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takes me about eight weeks from the time I first sit down and 
talk to a prospective client to the time I make a sale. So let’s 
play this out and see how it works. If I sat down with you on 
January 1st, I’d know that, if we decide to do business together, 
I’m going to see a sale not in February, but in March—say, on 
March 1st. January 1st to March 1st. If my sales cycle is 18 
weeks, it’s going to take me that much longer. The sale will be 
closer to May.

If, on January 1st, I’m busy because it’s a holiday and I don’t 
call anybody, and on January 2nd I don’t call anybody because 
I’m doing something else, I’ve pushed out the date when I can 
expect to see a sale. Say I don’t prospect on January 3rd, 4th, 
5th, 6th, 7th, 8th, 9th, or 10th. Now instead of March 1st, it’s 
going to be March 2nd, 3rd, 4th, 5th, 6th, etc. I think you get 
the point.

Think about it like this: When you get paid for a sale, when 
did you really earn that money? Depending on your sales cycle, 
it could have been as long as three months or even a year ago. 
If you didn’t do some kind of prospecting a year ago, the odds 
are that you would not see any income now. If you look at it this 
way, what you suddenly realize is that the appointments that you 
generate today are what create the prospects you meet, which 
ultimately give you your sale at the end of your sales cycle.

Now that you’ve read about how important time is, you’re 
probably jumping out of your chair saying to yourself “I’ve 
got to get started!” Please remember to finish the whole book 
before you try to implement the program.

Reducing the Sales Cycle
A couple of weeks ago I went on a sales call. It was a good 
sales call. How do I know it was good? Because while I was 
there, I set up an appointment to come back. By setting the next 
appointment on my first appointment, rather than waiting until 
later, I accelerated my sales cycle by three to five weeks.
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Let me explain. Typically, on an appointment, a salesper-
son will tend to say to the prospect, “I’ll call you in a week.” 
Now we’ve added at least a week to the sales cycle. Then what 
happens? We might not get the person on the phone that next 
week. Now we have to wait. Finally, we get the person on the 
phone, setting an appointment for perhaps two to three weeks 
later.

By setting the next appointment during the first one, we 
can save all this wasted time. We really can reduce the sales 
cycle by three to five weeks!

Gerbil Selling
Let me share another story. Recently a sales call of mine went 
very well. The presentation was great! Since the presentation 
had gone so well, I asked for the sale:

Steve: It makes sense to me. What do you think?
Prospect: We can’t do it now.
Steve: Why not?
Prospect: I gotta talk to my boss.
Steve: (Because time is so important) Okay. Let’s go see him 

now.
Prospect: Well, we can’t do that. I need a week.
Steve: I’ll come back in a week.
Prospect: Nope, no good. I’ll call you.
Steve: No, I’ll call you.
Prospect: I’ll call you.
Steve: I’ll call you.
Prospect: Steve, trust me. I will get back to you. Honestly, I’ll 

get back to you.
Steve: Okay.

There was nothing else I could do. One week went by, then 
two. I didn’t hear from him. Three, 4, 5, 6, 7, 8, 9, 10, 11, 12, 13, 
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14, 15, 16, 17, 18, . . . It’s now, I don’t know, maybe 98 weeks 
later and I still haven’t heard from him. What do you think my 
chances are of making the sale? Virtually zero. The point is 
that time is of the essence. The longer the sale goes out of the 
normal cycle, the less likely it is to happen.

Does this next example sound like a normal sales cycle? A 
woman in Rockville, Maryland, once told me she went on 37 
appointments to the same contact at one company. The same 
person, 37 times, and she still hadn’t made the sale! Would you 
do that? Of course not! What could the two of you possibly 
talk about on the 37th visit that hadn’t already been covered 
on the first 36? Isn’t that a waste of time?

Years ago I went on a sales call, and the person I was deal-
ing with knew that I usually only go back three times. I typi-
cally either close on my third call or conclude that the sale isn’t 
going to happen right now. On the third call my contact at this 
company said: “I know you usually only come back three times. 
Would you come back one more time? It’s going to be worth a 
half million dollars to you.” I said I’d come back.

When I went on that fourth meeting, the prospect said to 
me again: “This is really great. Would you come back one more 
time?” I came back one more time. At the end of the next meet-
ing, he said to me: “This is really great. Would you come back 
one more time?” I came back one more time. And, of course, 
when the same thing happened at the end of that meeting I 
got suspicious. So I asked: “What am I coming back for?” He 
replied, “Well, I want you to meet Mr. Big. He’s going to give 
you a million dollar deal, not five hundred thousand.” One mil-
lion dollars!

Of course, I came back again. He asked again: “Would 
you come back one more time? I want you to meet some more 
people.” I went back again.

In fact, I went back 11 different times for this company. 
What do you think happened the eleventh time? At the end of 
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the eleventh meeting, they said to me: “Steve, we’re not going 
to buy.”

What did they do to me? What they did was convince me, 
against my usual practice, to run around in circles and waste 
a lot of time.

I call that gerbil salesmanship. At home, my kids have two 
gerbils. One runs around continuously in the miniature Ferris 
wheel in the little cage. He’s a very busy gerbil. In fact, he’s 
absolutely exhausted at the end of the day. Gerbil salespeople 
run around in circles all day but get nowhere.

The Open Door
At my company we have an open door policy. Anyone who 
wants an appointment with me can get one. In fact, I try not 
to screen phone calls. I think it’s important to meet each and 
every salesperson who wants to talk to me. I’m eager to meet 
them and understand what they have to sell. To me it’s fool-
ish for executives not to see salespeople from time to time. 
Why not keep up-to-date with what’s going on in their fields? 
Granted, not everyone thinks that way. (Wouldn’t our jobs be 
easier if everyone did?)

Whether your prospects have an open door policy or not—
your goal has to be to get the appointment. To learn why that 
goal is so important, read on.
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Chapter 2

By the Numbers

When I started my company in 1979, I did not know how to get 
appointments. I sat in the office waiting for the phone to ring 
because I was convinced that people would call me. I hired 
a secretary and an associate to help me field the calls. We sat 
there saying to ourselves, “We have an ideal situation.”

We knew exactly what it was we were going to sell. We 
knew that people needed it (there’s the word “need” again) and 
we thought that all we had to do was send out announcements 
about our business, and people would start calling us.

How naive was that? I would be glad to send you some of 
the 10,000 brochures and 10,000 pens with my name and tele-
phone number on it that I still have. Circulating them didn’t 
get people to call us!

I learned very quickly that if I was not able to get appoint-
ments, I was not going to be successful. The key to successful 
selling has to be getting appointments, but most salespeople 
don’t realize that. Sixty-five percent of success, I’ve learned, is 
finding people and telling them what you do.

The A=P=S Formula
There’s a formula that’s more important to successful salespeo-
ple than any other: A=P=S. In other words, Appointments give 
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you Prospects give you Sales. If you have no new appointments 
today, what’s your chance of getting a new prospect? It’s non-
existent. If you have no new prospects, what’s your chance of 
making a sale? That, too, is nonexistent.

The real question is, how many appointments do you need 
to generate one real prospect? (A prospect is someone who 
consciously agrees to move through the sales process with you. 
We’ll look at this definition more closely in Chapter 3.) Your 
appointment base is always going to be larger than your pros-
pect base, which is going to be larger than your sales base. 
It’s like a pyramid, with your appointments forming the base, 
your prospects forming the middle, and your final sales at  
the top.

For example, suppose that you don’t make any new appoint-
ments today. You’re not going to generate a new prospect. That 
means that, approximately eight weeks from now, you’ll see no 
new sales. Now, you can argue with me and say, “People will 
call me.” But that’s not what we’re talking about. We’ve already 
established that’s going to happen; those are consumer-driven 
sales. We’re talking now about how to get at that last third of 
all possible sales.

A=P=S. Or, if you prefer, zero A=zero P=zero S. No 
appointments, no prospects, no sales.

Know Your Numbers
How many appointments do you need to get your prospects? 
How many dials on the phone does it take to get those appoint-
ments? If you don’t know those numbers, how can you know 
whether your sales approach is working?

In my case, I know I need one appointment a day, or five 
new appointments a week. In order to do that, I have to call 15 
people each day. Fifteen times five gives me 75. Over five days, 
I dial 75 people, I generate five new appointments, which ulti-
mately gives me my one sale every single week. And that’s the 



objective. That ties into the question I asked you before. If you 
don’t know the numbers you need to reach your goal, you’re 
probably not going to get there.

How many cold calls do you make each day? Do you know? 
If so, why do you make that number of calls? Are they true 
cold calls, or are they calls you’ve been repeating by calling the 
same people over and over again?

Every single day that I’m not in front of a group, I still pick 
up the phone 15 times; that is, I still make 15 calls. That’s 15 
new people I haven’t spoken to before.

Even on busy days I still try to find a way to make those 15 
calls. On those days when I cannot reach anybody during nor-
mal business hours, I call 15 new people starting at 7:00 a.m. I 
know the odds are that I will not reach people that early. But 
I also know that I will have 15 messages out there, and at least 
one of those people will call me back.

Typically, though, I call 15 people a day, and I actually 
speak to seven of those people. For every seven people I speak 
to, I set up one new appointment. As a rule, I do that five days 
a week, so at the end of the week, I have five new appointments. 
That’s five people that I have not met with before.

Now here’s a trick question. If I make five new appoint-
ments this week, as I always do, how many total appointments 
will I have next week?

Do you know the number? It’s eight. Why is it eight? 
Because I know for every five new appointments, I’m going 
back to three more for follow-through appointments.

If you say to me that you have five appointments for this 
week, but you have no follow-through appointments, then the 
odds are you did not have five appointments last week. My total 
number of appointments (eight) is very important. My closing 
ratio is for every eight appointments, I make one sale. This 
means that I will bring in something in the neighborhood of 
50 new accounts a year.

	 By the Numbers	 11
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Why is that important? Well, suppose I didn’t make those 
15 calls a day. What would happen? I’d be out of business! The 
15 calls that I make every day give me the 50 new accounts a 
year. In other words, the 15 calls drive the 50 sales. Cold call-
ing is a numbers game (or, to be more precise, a ratios game). 
And this particular game drives your sales.

Now, I’ll go back to my initial question. How many calls 
do you make each day? Is it giving you the number of appoint-
ments that you require in order to be successful? I know that I 
must get one new appointment a day, and that I have to make 
15 calls, and speak to seven people, to set up that one new 
appointment. I do that five days a week. Those are my num-
bers. How many appointments do you require to be success-
ful? If you must make five new appointments a week, are you 
getting them? If you require 10 new appointments a week, are 
you getting them? More important, how did you settle on the 
numbers you’re working with?

Here’s a simple question. Do you know the mileage of your 
car? Most people can tell me automatically that their car has X 
amount of miles on it. They know how many miles per gallon 
they get in that car. Yet if I ask the same person, “Do you know 
how many appointments you went on last week?” they often 
don’t know. Which figure matters more to your yearly income?

You need to know your numbers and understand your 
ratios. I’m going to show you how increasing your sales can 
be as simple as getting one or two more appointments a week. 
You are not going to get 20 more appointments a day. That’s 
unrealistic. But if you get one more appointment a day, consis-
tently your sales are going to increase.

A lot of salespeople don’t know where their numbers came 
from. What they do just evolved; it just kind of happened. That’s 
not the way to take control of your career. Only use numbers 
that give you the actual number of sales and/or appointments 
you must generate each and every day, week, month, and year.



Numbers from the Real World
Let me give you a series of numbers that I think are important: 
293 > 149 > 49 > 83 > 10.

Now these are actual sales numbers. Let me tell you what 
they represent. In this particular case, this salesperson picked 
up the phone 293 times during a 10-week period. During that 
time, he spoke to 149 people and actually set up 49 first appoint-
ments. The 83 represents the total number of sales visits. Of 
course, that’s higher than the number of first appointments 
because it includes repeat or follow-through visits. Ten repre-
sents the number of sales. When you analyze these numbers, 
what you start to understand is that the salesperson made one 
sale and went on an average of 8.3 appointments each week for 
10 weeks.

This person actually set up about five appointments every 
week for 10 weeks and made about 30 dials a week, or six dials 
a day every day, for 10 weeks. Not exactly a major blowout in 
terms of numbers, but successful nonetheless. Why? Because 
this person understood his numbers. His goal was a new sale a 
week; he monitored his numbers and hit the goal.

I have somebody working for me who made $68,000 (in 
1987 dollars) his first year with me; he picked up the phone 
2,448 times. Now that may seem like a lot to you, but when 
you really think about it, it’s only 10 calls a day (assuming a 
250-day working year). In other words, if I promised you that 
if you picked up the phone 10 times a day you would definitely 
make $68,000, would you do it? Of course you would. The fact 
is, every single time you pick up the phone you’re getting closer 
to a yes. If you understand that concept, you’ll be successful in 
sales.

Avoiding Peaks and Valleys
Another reason prospecting and getting appointments is 
so important has to do with the peaks and valleys, the ups 
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and downs that so many salespeople experience. What most 
of them don’t realize is that there’s no need to have peaks and 
valleys!

Let’s look at why these peaks and valleys occur. Think 
about the ratios we just discussed. Think about the number 
of no’s that you get in relation to each sale. You’ll realize that, 
when you make a sale, you actually lose prospects!

Let’s say, for argument’s sake, that you’re working on 20 
prospects. These are 20 people whom you’ve met, and you’re 
going back to meet them. They’re working with you. Let’s say 
your closing ratio is one out of five. When you make a sale 
within that group of 20, what actually happens is that you’ve 
made one sale and four people have said no—or are likely to. 
That’s one sale out of five prospects, which means you now 
have only 15 prospects (even though 19 still seem to be active). 
Now, if you make another sale from these 15 prospects, you’ll 
only have 10 prospects left. If you make another sale, you’ll 
have five prospects left. Soon you’ll have nothing left.

Salespeople often repeat the process I just described. And 
in doing that they create peaks and valleys. They don’t replen-
ish prospects soon enough. They have highs and lows because 
they work their way through their prospects. They make their 
four or five sales out of the 20 prospects that they had, without 
replenishing that base of prospects.

In order to avoid these peaks and valleys, we have to 
replenish or re-establish that base constantly. How long does 
that take? Depending on your sales cycle it could be 8, 10, or 
12 weeks, 90 days, or it could be a year. Whatever time frame 
your process demands, when you get a big sale (or even a little 
one), you have to check for peaks and valleys and replenish 
your prospect base.

Salespeople talk about the “big sale” all the time. They say, 
“Steve, I had the greatest month I ever had last month.” I ask, 
“What did you do the month before?” “Well, it wasn’t so good.” 



“What are you doing the month after?” “It doesn’t look so good.” 
To really understand how well their sales are going, they need 
to average their sales over that three-month period. When they 
do, their sales numbers are probably going to look suspiciously 
like the one-third that they would have gotten anyway—unless 
they’ve continuously worked on developing new prospects.

Prospecting and the Sales Cycle
The need for “perpetual” sales prospecting becomes even more 
obvious if you consider how far your sales efforts take place in 
advance of your sales revenues. For example, if it takes 60 days 
to generate a sale, 30 days to implement the program, 30 days 
to use the service, 30 days to bill, and 30 days to get paid, that 
means six months pass between the start of the process and 
when you actually see the first dollar. You may think you’re 
making sales today, but the sale you made today came from 
the work you did yesterday. Again, Appointments = Prospects 
= Sales.

Recently I was working with a software company that had 
had a tremendous year. I talked to the president of the com-
pany about what had happened that year. The conversation 
went like this:

Steve: What happened last year?
Company President: Well, from January to June we had a 

tremendous year. We had 15 people call us and we got 15 
major accounts. It was just a great year.

Steve: And what happened after that?
Company President: Well, people stopped calling!
Steve: So what did you do?
Company President: Well, we uh . . . (Silence.)
Steve: So what did you do?
Company President: Well, you know, we, uh, we started 

thinking about what to do.
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Because their sales cycle takes nearly a year, their sales have 
now plummeted, and they are in real danger of going under. 
And the fact is that downturn didn’t have to happen.

Keep on Prospecting!
Even if you have a successful week, a successful month, or a suc-
cessful year, that doesn’t mean you should ever stop prospect-
ing. One of the biggest mistakes that we make is we convince 
ourselves that we don’t have to prospect on a regular basis. We 
get happy and complacent with our existing business and we 
think we don’t have to seek new business.

Prospect constantly, every single day.
I learned the importance of prospecting some years ago 

when my business got very busy. We got an assignment in 
August that sidetracked everyone in the organization.

We stopped prospecting for about two months. It was 
incredible the amount of work that we had to do on that assign-
ment, and every trainer and every staff person was involved. You 
know the rest of the story, don’t you? You guessed it: in Octo-
ber our sales plummeted. It was December before it started 
to build up again, but, of course, December is a light month, 
and it wasn’t until January that we saw the light at the end of 
the tunnel. That was a harrowing few months; I’ve promised 
myself that we’ll never go through that again.

A number of years ago my number one salesperson, some-
one who’s been with me for years, got very sick. I was extremely 
worried about her, as we all were. Although she passed the cri-
sis safely, she had to stay in the hospital for a number of weeks. 
When I was sure the worst was over, I became concerned about 
her appointments—because there weren’t any! So there I was 
in the hospital saying, “Sit up, sit up.” She said, “Well, I can’t—
I’ve got this thing in my nose and . . .” I said, “You’re fine. You 
can talk on the phone. Make the calls; you have to make calls 
now.”



Maybe that sounds harsh. Why did I do that? Because I 
knew that her sales would drop in eight weeks if she didn’t 
make those calls. It’s a terrible story, but it’s true. Without her 
calls, her business was going to suffer a crisis, too, and I knew 
she didn’t need that.

The key, then, is to keep prospecting on a regular basis. 
Making the sale is important, but it’s not as important as man-
aging your prospects. And the key to that is to replenish your 
base of prospects with new appointments. It’s worth repeating. 
If you don’t have enough appointments, you’re not going to get 
enough prospects. If you don’t get enough prospects, you’re 
not going to get enough sales, and you’re not going to be in 
business. A=P=S!

If you keep this concept in mind, and act on it, you should 
be able to avoid the peaks and valleys.

The Value of a “No”
Earlier in this chapter I asked you, “How many appointments do 
you need each week?” Then I asked, “How many calls do you 
need to make each day to get that number of appointments?” If 
you don’t know these numbers, you’re not going to be successful.

It can be frustrating—but you’re going to get plenty of “no” 
answers when you make these calls. Ready for a surprise? You 
really shouldn’t be too concerned about the number of “no” 
answers you’re getting. Because if you’re not hearing “no,” 
you’re not making sales. This addresses a basic criticism—that 
my cold calling approach doesn’t work 100 percent of the time. 
It doesn’t! It’s not designed to work 100 percent of the time. It’s 
designed to give you a competitive edge. Everything I’m sharing 
with you is designed to help you improve your numbers over 
where you are today. That’s what this book is all about.

So realize that there is a ratio of “no” answers to “yes” 
answers. A typical ratio would look like this: You’re going to 
make 20 calls, speak to five people, and set up one appointment. 
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Or you’re going to see 20 people, make five presentations, and 
make one sale. What’s important to understand about that 20, 
five, and one ratio is that in the process of doing that, you’re 
going to hear “no” 19 times. In other words, for every appoint-
ment or sale you get, you have to collect 19 “no” answers.

My company does a lot of work with life insurance com-
panies and HMOs around the United States. In fact, we train 
life insurance agents around the world. When we work with 
a brand-new life insurance agent, somebody who’s just been 
hired, we will give that person a chart with 250 boxes on it.

Every single time that person talks to someone about life 
insurance and hears, “No, I don’t want to buy,” or “No, I’m 
not interested,” the salesperson puts an X in the box. When 
the chart is full, that is, when 250 people have said no, we give 
the person $1,000. Why can we do that? Well, if you stop to 
figure it out, you’ll realize that in the process of getting 250 

“no” answers, that salesperson will probably generate $10,000 
in sales. In other words, we can afford to pay out $4 for every 

“no,” because we know we’re going to make it back.
It’s important to understand that every time someone says 

no, you’re getting closer to a yes.

Did You Hit Your “No” Quota Last Week?
Did you get enough “no” answers last week? Did you hear “no” 
enough times to generate a sale? If you don’t know the answer, 
my guess is you don’t know your ratios yet. If you’re not getting 
enough “no” answers, you’re not getting out there enough.

I meet with many different sales forces throughout the 
United States. Sometimes sales managers say to me, “Steve, we 
had a great week last week. Nobody turned us down!” I know 
they were either on vacation or they weren’t selling at all. Learn 
to count the “no” answers!

There’s a great insurance brokerage firm I know of, where 
the owner of the company literally walks around and says, 



“How many ‘no’ answers did you get?” And if a salesperson 
ever says, “Man, I had a rough day, everyone was turning me 
down,” the owner says, “That’s great! We’re going to make a 
sale.”

Interestingly enough, if you understand this concept, and 
know the ratios, you can predict how long it will take you to 
reach a certain level of sales. You can make a chart that shows 
that it’s going to take you, let’s say, three months to generate the 

“no” answers you need to reach the level you’ve identified.
We had a new representative in Chicago a while back who 

was not doing well his first few months on the job. As a manager, 
I knew that he had to get a certain number of “no” responses in 
order to be successful. One day, he called me and told me that 
he was discouraged because he hadn’t yet closed a sale, and he 
was thinking of leaving the company. I asked what his calling 
numbers were; then I said, “Based upon what you’re telling me, 
right now you need two more ‘no’ answers.” He asked what I 
meant. I said, “If you make enough calls to get two more “no” 
answers, you’re going to have enough, and you’re going to make 
a sale.” And that is exactly what happened—he stuck with it 
and closed his first sale on his 101st day with our company.

Five Ways to Double Your Income
Let me give you some more examples of numbers and ratios so 
you can have a feeling of what to expect.

One sales force I worked with in New York picked up 
the phone 606 times, spoke to 315 people, and set up 152 
appointments.

Here’s another example. This person was selling advertis-
ing in the Chicago area: 736 dials, spoke to 358 people, and set 
up 138 appointments.

Here’s another from a company in Los Angeles: made 
203 dials, spoke to 99 people, and set up 66 brand-new 
appointments.
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Here’s another from a company in Florida: made 589 dials, 
spoke to 213 people, and set up 102 appointments.

These numbers are from across the country, so don’t say, 
“Well, this program won’t work here in (fill in the blank),” 
because it will! Let me explain why these numbers are so 
important. There are five ways in which you and I can double 
our income, based on what we do with these numbers.

1. Double the Number of Calls
The first way to double your income is to simply double the 

number of calls you make. In all the seminars that I conduct, 
and I do about 150 to 200 seminars a year, I ask people if they 
can double the number of calls they make. Every once in a 
while I get somebody who says, “Yes, I think I could double the 
number of calls.” “Well, if that’s the case,” I immediately say, 

“then the seminar is over! There’s no need for you to continue.”
If in fact you can double the number of calls you make 

every day, then just do it. You don’t need me to tell you what to 
do. Double your number, and you’ll get more sales. For most 
people, unfortunately, that’s probably not a realistic option.

2. Get Through More Often
A second way to double your income is simply to get through 

to more people. For example, on a typical day, I call 15 people 
and speak to seven of them. Now, getting through to 14 peo-
ple might be tough. But if I got through to eight people a day, 
would it change anything? Well, one more person a day means 
over 200 more people a year. That’s a big number. Think about 
how a similar change would affect your numbers.

3. Get More Appointments
A third way to double your income is simply to get more 

appointments. In other words, instead of speaking to seven 
people and getting one appointment every day, I could get 



two appointments, or even 1.2 appointments. As long as I 
increase that ratio over time, I’m going to be more success-
ful. If I got one more appointment a day, the amount of addi-
tional income I could generate would be incredible! But even a 
smaller increase could make a dramatic difference. This book 
will show you how to get more appointments from the people 
you’re speaking to on the phone.

4. Close More Sales
A fourth way to increase my income is to get more sales from 

my appointments. My closing ratio is one out of eight. For every 
eight appointments, I’m going to make a sale. What if I could 
improve that ratio? What if I could go to 6-to-1 or even 4-to-1? 
Again, a dramatic improvement. Of course, I’d have to see the 
same number of people while I was improving that ratio.

5. Generate More Dollars Per Sale
Finally, I could go down to my last number, my 50 new 

accounts, and simply raise the stakes. If I could just get twice 
as many dollars out of each sale, I could (theoretically at least) 
double my income.

That idea isn’t quite as outlandish as it may sound. A woman 
from a major oil company called my office at 10:00 on a Friday 
night to buy 10 copies of an earlier edition of this book. I said 
to myself, “Here’s a woman calling me at 10:00 on a Friday 
night. She probably doesn’t have a life.” Of course, it wasn’t 
long before I thought, “Here I am at 10:00 on Friday night 
answering the phone. I must not have a life either!” In any 
event, I asked her, “Why are you calling this late on a Friday 
night?” She said, “Steve, I’m calling you because we have 10 
distributors down here in the Virginia area and we want them 
to make more appointments. We thought your book would 
help.” I said, “You know something, I’ve got a great idea. Why 
don’t we get together in person?” I turned an $80 book sale 
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into a $250,000 program simply by asking the question, “What 
is it you’re trying to accomplish?”

The point is that if I can increase the average dollar amount 
per sale, I’m going to be more successful and sometimes there 
are opportunities to do just that.

So there they are—five ways I can increase my income: 
double the number of calls, do a better job of getting through, 
do a better job of getting the appointment in the first place, do 
a better job of closing, and finally, make higher-dollar sales.

Just One More Call a Day
If you watch sports, you know the difference between winning 
and losing is often one stroke, one run, or even one fraction 
of a second. You don’t have to win by a mile. You just have to 
win. To be number one, to be the best, or even to just make 
a dramatically better living doesn’t require that you get 1,000 
more points. Just one more point is often the margin of victory. 
You don’t need 1,000 more appointments a day. You may just 
need one.

Years ago I did a program for a pharmaceutical company. 
Their top representative was a young man who had beat out 
650 other reps for the top spot in the organization. The senior 
managers had asked me as part of my speech to ask this par-
ticular salesperson what he did that made him so special. He 
was not briefed on this ahead of time, and he didn’t know the 
question was coming. I’ll never forget this, because he was a 
big guy—about 6’4”—and I walked over and asked him to 
stand. Then I looked up at him and said, “Jim, just out of curi-
osity, how did you become number one?” He said, “I made 
one more call at the end of the day.” And I said, “What do you 
mean?” I was just flabbergasted. I thought he would give me 
an elaborate story about what he did. What he said was simple. 
He said he decided he wanted to be number one in the country. 



He normally made all of his prospecting calls in the morning. 
Every day, just when he was ready to leave the office, no matter 
what time it was, whether it was five o’clock, six o’clock, seven 
o’clock, or eight o’clock, he sat down at his desk with his coat 
on and he called and spoke to one more person.

That’s success. That’s what it takes. You don’t need to get a 
thousand more people on the phone. You may just need to get 
one more person on the phone every day.

Let’s look at this more closely. Take a look at the set of num-
bers that I gave you before: 149 conversations with new people, 
49 first appointments, 83 total appointments, and 10 sales. If 
that salesperson had merely spoken to one more person a day, 
gotten one more appointment a day, made one more sale a day 
or a week, or had increased any one of those numbers by one, 
he would have increased his income substantially.

If you want to be successful in sales, you have to under-
stand that a seemingly minor change can have a major impact 
on your career!

The 60,000-Mile Man
Here’s another real-life example. Not long ago, I was in Dal-
las, Texas, doing a program. I was about a quarter of the way 
into the discussion when a man by the name of Ed stood up 
and said, “Steve, I’m leaving,” and walked out the door. Now, 
I hadn’t had this happen in a very long time. During the break 
I went up to him and I said, “Ed, why did you walk out?” He 
said, “Look, Steve, I’m 62 years old. I’ve been selling for eight 
years for this company. Every single year I get in my car, drive 
from Dallas to Oklahoma, down through Arkansas and back 
to Dallas again. I drive 60,000 miles a year every single year. I 
don’t need you or anybody else to tell me how to sell.” I said, 

“Ed, let me take a wild guess at this. My guess is you’re making 
about the same amount of money every single year.” He said, 

“How did you know?”

	 By the Numbers	 23
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I said, “Ed, you’re driving 60,000 miles a year and you’ve been 
doing it every year for eight years. You have the same amount 
of appointments every year. You’re seeing the same number of 
people every year. You’re doing exactly the same thing every day. 
If you don’t change something, you’re not going to change the 
income.” He kind of shrugged and walked away. (I eventually 
found out how much money he was making every year. It wasn’t 
a lot.)

Are you a 60,000-mile salesperson? Are you doing the same 
things over and over again—and getting the same unsatisfac-
tory result? If so, start thinking about what you’re going to 
change.

Salespeople not only have to know what their ratios are, 
they must know how to work their ratios. You’re going to make 
sales no matter what you do, but if you don’t keep analyzing 
and keep making adjustments, you’re not going to improve 
over time.

The way I’ve changed is by growing my company by bring-
ing in new people, by adding more offices, by writing more 
books. I realized I needed to change something to keep myself 
sharp. You and I both need to change something if we’re going 
to be successful, or else we’ll plateau!

Winning the Numbers Game
I talk to many salespeople who actually do know how many 
people they saw over the past week, but then I say, “What are 
you going to do differently now?” And they don’t know.

If you don’t know what you’re going to do differently, then 
you’re in trouble. Remember—the best salespeople know how 
to work their numbers.
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Chapter 3

Where to Look for Leads

What exactly is a prospect? What’s the difference between a 
prospect and a lead?

Many salespeople have difficulty defining the word “pros-
pect.” Let’s take a careful look at the beginning of the sales 
process—to see where leads and prospects come from.

Let’s say, for example, that I identify a company I want to do 
business with. Typically, I find it, maybe do a little research on 
it, and put it in my database. At this point, what do I have? Do 
I have a prospect? If I really thought about it, I could call it a 
candidate. I could call it a lead. I could call it a suspect. I could 
call it any number of things. To me, those are simply opportu-
nities. They’re not prospects. There is, however, no question 
that there is a better chance of making a sale once you’ve identi-
fied a target company than before you’ve identified it!

Now, suppose I get to the next step—and get an appoint-
ment. Two weeks from today I’m going to sit down with a per-
son for the first time to explain my product and try to learn a 
little bit about what he does and how he does it. Now do I have 
a prospect?

Well, there is a realistic chance that the person will cancel, 
postpone, or change that initial date. It won’t happen all the 
time, but it will probably happen often enough for us to factor 
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it in. Therefore, even setting the first appointment does not 
really mean we’re dealing with a prospect. It still is simply an 
opportunity, a candidate, or a lead.

A prospect is someone who’s progressing with you through 
the steps of the sales process. I’ll discuss these steps in more 
detail in Chapter 13 of this book, but for right now, you should 
know that those four steps are: the Opening, the Information 
Stage, the Presentation Stage, and the Closing Stage.

As a practical matter, a prospect is someone who is in steps 
one, two, or three—someone who is allowing you to open up, 
get information, and make the proper presentation prior to 
closing the sale. Another way of thinking about a prospect is 
that this is somebody who is going to “play ball” with you.

So there are three types of potential customers in the world 
of sales:

	1.	 A customer, an account, or a client—someone with 
whom you have closed a sale;

	2.	 A lead, suspect, candidate, opportunity—someone you 
want to talk with;

	3.	 A prospect—someone you are working with and who’s 
already past the opening step.

Another way to think about it is to use the A=P=S model 
you’ve already seen.

Appointments = Prospects = Sales. A prospect, then, is 
someone who’s past the appointment stage, but has not yet for-
malized the sale.

(Note: As a practical matter, this understanding of “pros-
pect” is most useful in prospect management work. Although 
this is the literal definition I use in our training, for the pur-
poses of this book, the word “prospect” has also been used to 
describe someone with whom a salesperson wishes to schedule 
an appointment. I’ve adopted this term because it’s clearer and 



less cumbersome than its alternatives. It also reflects common 
usage among salespeople who make cold calls.)

Generating Leads
How do you get to those steps? How do you find your candi-
dates? Let’s spend a little bit of time exploring lead generation.

There are a number of ways in which we can generate leads. 
The most important tool you have for lead generation is prob-
ably word of mouth—that every single person you know prob-
ably knows an average of 250 people. Therefore, it’s important 
that you understand the value of telling people what you do. 
The problem is that most of us fail to let people know what we 
do when we meet them.

I was at a dinner party the other night; someone came up 
to me and asked me what I did. I answered him: “Well, I’m 
the president of D.E.I. Franchise Systems, Inc., a sales train-
ing firm here in New York City. I’m doing a lot of work with 
(I named a major company) in the areas of cold calling and 
prospect management.”

My wife thinks I am obnoxious because I’m always using 
words like these to tell people what I do. I prefer to think of it 
as being consistent. The reason I’m consistent is that I’m con-
cerned that you—or someone you know—might want to know 
about my services. Therefore, I want to be consistent in my 
message to all the people I talk to. If possible, I want to give 
you a mini-commercial for my business.

When asked what they do, most salespeople reply, “I’m in 
sales.” Of course, that says nothing. You must develop a clear, 
consistent message that you can use to promote your business.

Everyone who’s ever sold anything has thought, at one 
point or another, about selling to FRAs: friends, relatives, and 
acquaintances. That is a big mistake. It’s not productive. It’s not 
effective. It doesn’t really work. What’s more, it often creates 
enemies.
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Try this instead: use your friends, relatives, and acquain-
tances as a way to generate leads. For example, when was the 
last time you told your life insurance agent what you do for a 
living? In order for that life insurance agent to be successful, 
he or she has to sell to at least 1,200 people. Did you know 
that? How many of those 1,200 people do you think could use 
your product or services?

Did you know that your accountant probably does about 
300 tax returns a year? Does he or she ever call on you for your 
services? Do you know why? Because you’ve probably never told 
your accountant what you do beyond filling in your occupation 
as “sales” on your tax form. You’ve probably never told your 
accountant what kind of sales you do. Your accountant almost 
certainly has clients who could benefit from what you have to 
offer. Have you ever thought about using your accountant to 
reach them?

When was the last time you told your physician or your 
dentist what you do? You never know who’s going to be in the 
dentist’s chair or who’ll be visiting the doctor’s office. Your 
barber, for that matter, is another source of people you can 
meet.

Too many salespeople don’t take advantage of these oppor-
tunities. We overestimate how many people know who we are 
and underestimate how many people our acquaintances know. 
A barber or hairdresser might have as many as 20 customers a 
day, and yet few salespeople think about using them to gener-
ate leads. I give copies of my books to my barber! Every time 
I write a new book, I give several copies to my physician! (He 
tells me the books never stay in his office. They are constantly 
being taken out by salespeople.)

I got a lead at a major computer company through my life 
insurance agent. He called me shortly after I had sent him a 
dozen books, and said, “I gave your book to one of my clients, 
and he happens to work for such-and-such a company. Why 



don’t you give him a call?” Reaching out to such people is a 
simple but extremely effective way to generate leads.

Civic Organizations
Another way to generate leads is by becoming involved in 

civic organizations: Rotary, Lions, Kiwanis, Chamber of Com-
merce, and so on. They’re all important. I know most people 
don’t want to bother. But even your church or synagogue gives 
you a platform to meet people. Why not use every resource 
available to get more leads?

I’ve learned over the years that every time I give a speech, 
one out of 10 people in the audience will come up to me after-
ward and prequalify themselves. That is, the person will say to 
me, “You know, you could help my company. You could help 
me. Here’s how. This is what I’m looking for. This is what I 
want to do.” Talk about an effective way to generate leads!

Conferences
On average, you’ll get one lead from every 10 people you 

meet at a conference. A couple of months ago, I went to a con-
ference sponsored by a major entrepreneurial magazine, with 
750 business owners in attendance. I walked away with 83 busi-
ness cards—none of which I actually asked for. People walked 
up and gave me the cards!

The T Call
A T call is what happens when you’re on an appointment 

and, after that appointment you go to the right, to the left, and 
behind you—and come back to the office with three more 
contacts.

A sales associate once told me that after she got done pros-
pecting at an appointment, she always “did the right thing.” 
What she meant was, whenever she walked out of the appoint-
ment, she walked out of the contact’s office, turned to the right 
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and saw somebody else. Then she went to the right again and 
saw somebody else. Of course, I wondered what happened to 
all the people on the left, but I never asked her. The point is 
she was using her intuition to gather new contacts, and that 
helped her build her sales. (Whatever works!)

Newspapers
Newspapers are another good source of leads. You prob-

ably already knew that, but consider that most people look at 
the obvious sections: the business section, and maybe the front 
page. You should really be looking at the obituaries (not so 
you can call the person who died, but so you can identify the 
company he or she worked for), the classifieds, the display ads, 
and the wedding sections—in addition to the more obvious 
sections. All of these parts of the papers can give you good 
information about companies.

I worked with a major computer company about two years 
ago. We took a copy of the Sunday Los Angeles Times, went 
through the paper, and came up with 198 potential customers 
that company had never thought about calling before.

Newspapers are an incredible source of leads—especially 
old newspapers. (New ones can actually be trickier, since lots 
of people call newsmakers the day a story breaks.) Hold on to 
those newspapers and wait about six to eight weeks; then call, 
using the techniques you’ll learn about later in this book.

Existing Business
Another way to generate leads is through existing business. 

You have a one in two chance of getting more business from 
an existing account. You even have a one in four chance of 
getting business from an inactive account. At the same time, 
every single business you work with will inevitably suffer from 
a downturn. They’ll change—or their business will change. 
(Think about IBM. IBM once was famous for its typewriters. 



Have you seen a Selectric lately?) Learn to rethink your exist-
ing accounts—while you find new ones.

The Usual Suspects
And don’t forget the standard approaches for new leads: 

directories, Yellow Pages, White Pages, and lists from list bro-
kers. You should also think about joining clubs where people 
trade leads and create alliances with other companies.

Some people, because of the nature of their job (e.g., pay-
roll, security, real estate), will know about new companies that 
are planning to come into your territory. These people can be a 
tremendous resource for you. Create alliances with them!

Now that you know how to identify the people you’ll be 
calling—what should you say? That’s the subject of the next 
chapter.
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Chapter 4

Cold Call Mechanics

There are five basic elements to the initial cold call:

	1.	 Get the person’s attention
	2.	 Identify yourself and your company
	3.	 Give the reason for your call
	4.	 Make a qualifying/questioning statement
	5.	 Set the appointment

I’m going to cover these in order. As we work our way 
through this outline, take notes so that you can develop your 
own cold calling script.

“But I Don’t Want to Use a Script!”
Have you recently seen a movie or a television show that you 
really enjoyed? Sure you have. Did the actors in that drama 
or comedy sound like they were reading from a script? No. It 
doesn’t sound like a script because the actor has internalized 
what has to be said. That’s what you must do. You have to inter-
nalize what you’re going to say so it sounds natural.

For example, I’ve been teaching the Cold Calling Tech-
niques program for years. I’ve learned it, I’ve memorized it, I’ve 
internalized it. I can, therefore, take that program and change 



it and adjust it as the circumstances require. It always sounds 
natural.

Do you remember the first time you drove a car by yourself? 
You were probably so nervous about driving that you actually 
forgot how to start the car. Or maybe you went through stop 
signs or you got lost. Now, though, as you drive you don’t even 
think about the various elements of the process.

The objective here is not to “handcuff” you with a script. 
The objective is to help you develop a script that will help you 
say what you need to say, while freeing you to pay attention to 
the prospect’s response-which is what’s really important.

What is the response? What is the person saying? Are we 
creating an atmosphere that will make it easy to make positive 
responses? Or are people responding negatively because we’ve 
asked the wrong questions, or asked the right questions in the 
wrong way? Using a script makes it easier for you to listen for 
crucial information, since you know exactly what you’re going 
to say.

Here then are the five elements.

1. Get the Person’s Attention
I begin a cold call by making a statement that will get attention 
and open up the conversation.

Let’s assume I’m calling you. Depending upon what I say, 
you’re going to respond. No matter what I say, you’re going to 
respond somehow. And the better I get at my opening, the more 
likely I am to get a good response from you!

People Respond in Kind
When you try to get the person’s attention, remember that 

people respond in kind. Salespeople tend to forget this, so 
they try a nifty opening such as, “If I could save you eight zil-
lion dollars, would you be interested?” How do you feel when 
someone asks you a question like that?
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Gimmicky openings don’t work because they produce 
a gimmicky response. Ask a stupid question, and you’ll get 
a stupid answer. If you ask a reasonable question or make a 
reasonable statement, on the other hand, you’re going to get  
a reasonable answer. People respond in kind.

I got a call recently from a stockbroker. He said, “Mr. 
Schiffman, are you interested in investing in stocks?” I said, 

“No,” because I wasn’t. He hung up. End of call. I responded 
to the question in kind. Now, had he asked me, “Are you pres-
ently with a broker?” I would have said, “Yes,” because I was 
with a broker, even though at that point I wasn’t interested in 
investing. But we would have had a conversation, and perhaps 
the beginning of a new relationship.

Here’s another kind of call I get: “Good morning, Mr. 
Schiffman, Jack Smith calling from ABC Life Insurance Com-
pany. Do you have life insurance?” I say, “Yes.” I always say 
yes because I’m responding in kind to that question. I have 
no reason to say “No.” I say, “Yes.” He says, “Well, would you 
be interested in changing?” I say, “No, I’m not.” Awkward 
silence. End of conversation. The person hangs up. I am sim-
ply responding in kind to the questions! Now, had he said to 
me, “Gee, I’m just curious, why did you buy the life insurance 
you did? I would have said to him, “Well, I’ve been with my 
life insurance agent for the last 17 years. He’s a good friend of 
mine.” The salesperson could have used that information to 
move the sales call along. (Later, I’ll show you how to get all 
the information you need to get to turn a call like this around.) 
But I never hear that question.

Another call I got recently went like this: “Good morn-
ing, Mr. Schiffman, this is XYZ Stock Brokerage House. We’d 
like to come over to your office and review your 401(k) plan 
for your company.” I said, “Well, I’m really happy with what 
we’ve got.” He said, “Okay,” and hung up. That happens all 
the time! Ninety percent of all salespeople make that kind of 



telephone call. Later on, I’m going to show you how to move 
beyond that kind of initial obstacle in the conversation. For 
now, just remember that people really do respond in kind.

I notice that a lot of the stockbrokers who call me try to 
keep me on the phone by saying, “Well, Mr. Schiffman, if I 
send you information, would it be okay if I call you back?” You 
don’t need permission to call somebody back. That’s foolish-
ness. Just call the person back. If people don’t want to take 
the call, they’re not going to take the call. In fact, what most 
people who sell on the phone don’t realize is that the first call is 
incidental. It doesn’t really matter. It’s the second call that will 
matter, and it’s a waste of time to try to win a promise that the 
contact will be interested in taking that call.

Don’t talk fast or lie or mislead people to get appointments. 
Some people call and say they’ve found somebody’s wallet, or 
that a raffle has been won, or they’re calling from a doctor’s 
office. Or they say, “Oh, I’m sorry I called this number by mis-
take.” All these gimmicks are terrible. They don’t work. They 
can get you in big trouble. Stay away from them.

I remember doing a program years ago for a company 
where the salespeople were taught to ask for the wrong name 
when making the cold call. If they were calling Bill Smith, they 
would say, “Can I speak to John Smith?”

Inevitably, the secretary or assistant would say, “There’s no 
one here by that name. There’s a Bill Smith.” They say, “No, I 
want John Smith.”

“There’s a Bill Smith.”
“Oh, then it must be his brother. Can I speak to him, please?”
So, Bill Smith gets on the phone because he can’t figure out 

who would be calling him with the wrong first name. It doesn’t 
make sense, especially if the name’s a little bit odd. So he takes 
the call and immediately the salesperson says, “Oh, hi John,” 
using the wrong name. Bill says, “No, this is Bill.” “Oh, I’m 
sorry; you know something, I was looking at the wrong name. 
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Anyway, let me tell you why I was calling.” And then they get 
into their little script to see if Bill is interested in whatever they’re 
selling. Such an approach is so irritating (and so ineffective) 
that you shouldn’t even think about using it. Believe me, there 
are far, far more effective strategies for getting appointments!

The Best Way to Get a Person’s Attention
Most salespeople think they have to say something unique 

or provocative to grab a prospect’s attention. Such as, “If I 
could show you a way in which you could . . . .” Actually, that 
approach builds mistrust and makes your job harder. The 
easiest, simplest way of opening up and getting the prospect’s 
attention is by saying his or her name. Call up and say, “Good 
morning, Mr. Jones.”

It’s that simple. It’s so simple it’s almost scary.
Think about it. When you were growing up, your parents 

called you by your name. You responded to that. If you hear 
your name yelled out in the middle of a crowded room, you 
respond. So the first way we get someone’s attention is by say-
ing, “Good morning, Mr. Jones.”

When you analyze a call, you realize that the key points to 
focus on are the response and the turnaround. How well can 
you handle a response? How well can you turn that response 
around? Given this basic premise, we have to develop an open-
ing that’s going to lead to a response we want. And “Good 
morning, Mr. Jones,” or “Good morning, Bob,” does that.

The opening of your call is going to lead to a response. You 
can anticipate that response. You are then going to produce 
an appropriate turnaround, which should get the appointment. 
The key to the call is actually not the opening—although most 
salespeople spend an inordinate amount of time worrying about 
what they’re going to say in their opening piece. The reality is 
no matter what you say in the opening, people are going to 
respond to you, and you can prepare for those responses.



Most people will respond positively to a positive-sounding 
call. Usually, if you speak politely and intelligently to people, 
they’ll speak politely and intelligently to you. There will be a 
response in kind.

Even a hang up is a response. If you’re getting hung up on an 
awful lot, then the odds are you’re probably being too aggres-
sive. Ask yourself: what’s turning people off? (Fortunately, if 
you follow the script we’re developing and deliver it confidently 
and professionally, you won’t run into many hangups.)

2. Identify Yourself and Your Company
If I called you up and simply said, “Good morning, Mr. Jones, 
this is Steve Schiffman from D.E.I. Franchise Systems, Inc.,” 
you probably would not know who I was—or what D.E.I. Fran-
chise Systems, Inc. was—and you probably wouldn’t give me 
the kind of response I wanted. Therefore, I have to go further. 
I have to build a brief introduction, or commercial, into the call. 
For example, I could say, “Good morning, Mr. Jones, this is 
Steve Schiffman from D.E.I. here in New York City. We’re a 
major sales training company that’s worked with over 500,000 
salespeople.”

3. Give the Reason for Your Call
Now, the third step, the reason for the call, becomes important. 
Let’s go back to the concept of the man in Times Square who 
holds his hand out. When he holds his hand out, he does even-
tually get a response. But when he holds his hand out and adds 
a cup, and adds a bell, and uses a sign, and walks after people, 
what he’s really doing is increasing the chances that he’ll get a 
better response. When calling for an appointment, I suggest 
you say the following: “The reason I’m calling you today spe-
cifically is to set an appointment.”

Now, if that were all I said, if that were my entire program, 
what do you think would happen? I would get appointments.
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Not sure? Well, think about it. If you called a million peo-
ple, and you said that a million times, would one person give 
you an appointment? If all you said was “The reason I’m call-
ing you today specifically is to set an appointment,” would one 
person give you an appointment? Absolutely; probably a lot 
more than one! On the other hand, if you don’t give the person 
any idea whatsoever of what you’re calling for, what’s going to 
happen? Not much! You have to send a message. You have to 
let the other person know what you want.

We have a relatively new assistant in our office. She was 
in Rome, Italy, a number of years ago when she was a student. 
She was a junior in high school and had been away from home 
for a while; one day, because she was very hot and tired, she 
happened to sit down on some church steps. She was wearing 
a baseball cap, and she took the cap off and put it down in 
front of her. Lo and behold, people started dropping money 
in the hat! She was in shock. She couldn’t believe it actually 
happened. Her mother later asked her, “What on earth did you 
look like, if people started to do that?” But that’s not the point. 
The point is that by putting her hat down, she conveyed that 
she was interested in receiving money. Even though she didn’t 
mean to send that message, that’s the message she sent. She got 
a response. People dropped lira into her hat. But notice: she 
had to put the hat out in order for that to happen.

If you don’t say, “The reason I’m calling is to set an appoint-
ment,” then no one can say “yes” to the idea of getting together 
for an appointment. Remember the cup, the bell, and the 
sign. If I simply say, “The reason I’m calling today is to set an 
appointment,” someone will see me. In fact, my experience is 
that something like one person out of 12 will see you simply 
because that person is not sure what you’re calling about and 
will agree to meet with you because you asked. Now do you see 
why it begins to make sense just to ask for an appointment in a 
straightforward way?



I can enhance that third element of the script. Instead of 
simply saying, “The reason I’m calling is to set an appoint-
ment,” I can turn it into something more compelling by saying, 
for instance, “The reason I’m calling you today specifically is 
to set an appointment so I can stop by and tell you about our 
new sales training programs and how they can increase the 
productivity of your sales force.”

Notice that what I’ve just said paints a picture for Mr. Jones. 
I’ve really given him a reason for my call. I’ve talked about 
increasing productivity. I’ve actually given him some reasons we 
should get together. The call is now very directed. I’m not call-
ing to introduce myself. I’m not calling to send a business card. 
I’m not calling to ask permission to call again. I’m not calling 
to ask Mr. Jones any questions. And I’m certainly not calling to 
close the sale! I’m calling to set an appointment. That’s it.

This point is very important to any salesperson who hopes 
to be more effective at cold calling. You’re calling to set the 
appointment . . . not to do anything else.

4. Make a Questioning or Qualifying Statement
Now, I’m going to add a questioning statement that’s going to 
allow the prospect an opportunity to respond to me in kind—
favorably. The question that I’m going to ask has to be based 
on my reason for calling Mr. Jones.

My qualifying or questioning statement has to follow easily 
and logically from that statement. It has to be a reasonable and 
nonmanipulative extension of what’s gone before.

So what am I going to say? I could say, “Mr. Jones, are you 
interested in having qualified salespeople?” The problem is, 
that kind of question can produce a negative response. Because 
there are actually people who will say “no” in response to that 
question: “No, I’m not interested in increasing my sales.” (Any-
one who’s ever tried to sell using such a question knows this is 
a fairly common kind of response.)
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A better way to start out is, “Mr. Jones, I’m sure that you, 
like a lot of the other companies that I work with . . .” and here I 
insert some real names. I might mention a computer company, an 
HMO, or a life insurance company. It could sound like this: “I’m 
sure that you, like ABC Company, are interested in having a more 
effective sales staff.” We now have a name inserted as a reference. 
Mr. Jones is much more likely to say, “Yes, I’m interested.”

5. Set the Appointment
Suppose Mr. Jones does say that. Now I’m ready to set the 
appointment. Here’s how:

Steve: That’s great, Mr. Jones, then we should get together. 
How about Tuesday at 3:00?

That’s it. Look at it again! You are simply going to say some-
thing like the following: “That’s great, Mr. Jones, then we should 
get together. How’s Tuesday at 3:00?” Be specific. The request 
must be this direct, this brief, and this specific. Don’t change it!

Most salespeople don’t want to take this approach. They 
want to say, “Well, that’s great! Then we should get together. 
What’s better for you—this week or next week?” “What’s bet-
ter for you—Monday or Tuesday?” “What’s better for you—
morning or afternoon?” “What’s better for you—2:00 a.m. or 
3:00 a.m.?”

What I’ve just shown you is very different. I’ve said, “How 
about getting together Tuesday at 3:00?” Now the discussion 
focuses on when we’re going to get together, not whether we’re 
going to get together. Now I have a better chance of getting the 
appointment.

The biggest mistake salespeople make is that they fail to 
ask directly and specifically for the appointment. If you wish 
to benefit from this program, you must pose the request for an 
appointment exactly as I have outlined it here. When I say, “Let’s 



get together Tuesday at 3:00,” I’m being specific, and I’m going 
to get a response in kind—that is, a specific answer about the 
appointment on Tuesday at 3:00—because people respond in 
kind.

All Together Now
So here’s what one script might sound like:

Steve: Good morning, Mr. Jones, this is Steve Schiffman 
from D.E.I. here in New York City. We’re a major sales 
training company; we’ve worked with more than 500,000 
salespeople. The reason I’m calling you today specifi-
cally is so I can stop by and tell you about our new sales 
training program and how it can increase the productiv-
ity of your sales force. I’m sure that you, like ABC, are 
interested in having a more effective sales staff—(Positive 
response.) That’s great, Mr. Jones. I think we should get 
together. How’s Tuesday at 3:00?

How Not to Set an Appointment
A good friend I’ll call Louie makes one of the classic ineffec-
tive cold calls. Louie calls and says:

Louie: Good morning, Mr. Jones, this is Louie Blank from 
the Blank Company here in Boston. The reason I’m call-
ing you today is to see if you might be interested in learn-
ing a little bit more about our company.

Inevitably, people say:

Prospect: Sure, would you send me a brochure?” or “Sure, 
send me some literature.” Or, “Do you have anything 
you can mail me?” Or, “Thank you for calling. Send me 
something.”
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Louie then gets into a whole conversation about what he’ll 
send you. He never asks for the appointment until it’s too late. 
People are simply responding in kind to his question: “Would 
you like to learn more about us?”

You must emphasize that you’re calling to set an appointment. 
You can’t state any other goal for the call. If you do, you’re in 
trouble. Here is an example of what I mean. I got a call from a 
stockbroker that went something like this:

Stockbroker: The reason I’m calling you today is to introduce 
myself and my company.

Steve: Hey, nice to meet you.

(He didn’t know what to say to that. But that’s why he’s 
calling me, right?)

Stockbroker: Well, we’re XYZ Company.
Steve: That’s fine.
Stockbroker: Anyway, would you be interested in getting 

some material about us?
Steve: Absolutely.
Stockbroker: By the way, I’m just curious, what kind of 

stocks do you have?

The problem is that, at this point, he’s lost momentum. 
And let’s face it, people don’t want to reveal the type of stocks 
they have to a complete stranger! When a salesperson (in this 
case, a man) calls me up, he should ask for an appointment. 
That’s what he wants. He’s calling for my business. That usually 
means he wants to meet me. Why not say that?

When Do You Call?
One of the most common questions I encounter is, “When 
should I call?” I call between 7:35 and 8:30 a.m. I have my first 



appointment scheduled somewhere between 7:45 and 8:30 a.m. 
By 9:00 a.m. I’m usually done with my cold calls.

You should find the best time for you, but just as important, 
you should avoid calling when everybody else is calling!

I remember doing a training program for a production 
company in New York City. One discussion went like this:

Steve: What time do you call?
Salesperson: I call at 11:00 a.m.
Steve: Why do you do that?
Salesperson: Well, I get in about 10:00 so that’s the best time 

for me to call—11:00.
Steve: Do you get through?
Salesperson: Well, no, they’re always in meetings, but I leave 

messages.
Steve: Why don’t you call at 8:00?
Salesperson: I never thought to do that.
Steve: Why don’t you do that?
Salesperson: I’d have to get in early.
Steve: Okay. Get in early.

You have to find the best time for your situation. I’ve had 
salespeople call me as late as 10:00 p.m. on a Friday, and I’ve 
called people as late as 7:00 p.m. on a Friday. I’ve even made 
calls on Saturday. If you haven’t thought about that, you might 
be interested to learn that, in many industries (like mine), Sat-
urday happens to be a pretty good day to call and reach heads 
of companies.

Getting Past the Gatekeeper
Perhaps you’re running into the same problem I once did— 
getting past the gatekeeper. Consider the following story.

A number of years ago, when this book was first published, 
I got a call from my editor, who told me that a major company 
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in Chicago had bought 400 copies of my book. He suggested 
I call them.

I thought to myself, “This is definitely a lead.” If that’s not 
a lead, what is a lead? I called the contact at this major Chicago 
corporation. I got him on the phone and he told me the organi-
zation was using my material. They trained with it. He said my 
program was a fantastic program.

I asked for an appointment: “I’ve got an idea. Let’s you and 
I get together so we can talk about it. Let me show you how I 
work. Let me show you some of the things I do.”

He told me he was the wrong person to meet with and that 
there was someone in New York City to talk with who set up 
training. I called that person in New York City the next day. The 
secretary answered the phone. The conversation went like this:

Secretary: What’s it about? What are you calling in reference 
to?

Steve: Well, I was speaking to Mr. John Jones in Chicago 
and he suggested I give Mr. Peters a call.

Secretary: Well, what is it the nature of the call?
Steve: It’s about sales training.
Secretary: I’m sorry, we’re not interested.
Steve: Wait a minute. I know you’re using 400 copies of my 

book. I know that your managers are training with my 
program. Can I speak to your boss?

Secretary: No, we’re not interested.

And around and around we went. I’m not insulting secre-
taries now; I’m just telling you the kind of problem you’re likely 
to run into with gatekeepers.

What do you think I did? What would you do? Salespeople 
I tell this story to say that they would have called back the 
person in Chicago, or mailed a letter complaining about the 
secretary, or even called the president of the company.



The only approach I can recommend is what I actually did. 
I called at 6:30 p.m. I got through directly to the person I was 
trying to reach in the first place. And I got the appointment. I 
realized that I was not going to get through the gatekeeper, but 
I also realized that there was no real need to “get through” that 
barrier.

What I did instead was simply call late at night. You might 
call early in the morning. The point is, there was no reason for 
me to keep talking to the gatekeeper. In fact, you’re going to 
get through 50 percent of the time no matter what you do, so 
why get hung up with gatekeepers?

Don’t Make Repeat Calls
Not long ago, a participant in a program I did in Chicago said 
to me, “Every single time I call this company, the receptionist 
gives me a hard time.”

What’s wrong with her statement? I’ll tell you what’s wrong 
with it. The phrase “every single time” told me right away that 
she was calling this company too many times!

I asked her how many other people she could call. She 
responded, “Well, gosh, there’s a zillion.”

I told her to call those people instead! “Don’t call that com-
pany. If somebody gives you a hard time, say, ‘Thank you very 
much, have a good day,’ and hang up. Then call someone else.” 
Don’t take abuse on the phone. You don’t need it. There are 
always other people to call.

A “Bad” Day to Call?
A number of years ago one of our trainers was conducting a 
program on the Friday afternoon before Labor Day weekend, 
which is perhaps your biggest nightmare in terms of selling 
times. After all, who’s in the office on the Friday before Labor 
Day? Who’s going to be in to take your call, or, for that matter, 
anybody else’s call?
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The program was drawing to a close late in the afternoon. 
The trainer finished and said, “Thank you very much for com-
ing. Have a wonderful Labor Day.” All the representatives got 
ready to walk out the door, ready to go home. After all, it was 
4:00 on the Friday before Labor Day weekend.

The senior vice president stood up and asked where every-
one was going. The representatives replied, “It’s Labor Day. 
We’re going to go to the beach.”

The VP replied, “Well, look, you have an extra hour. Why 
don’t you get on the phone?”

So now they’re facing every salesperson’s worst nightmare—
it’s Friday, 4:00, on Labor Day weekend—and they’re supposed 
to set up appointments. (It’s also every sales trainer’s worst 
nightmare—it’s not the way most of us would like to test how 
effective our training is.) The trainer called me up and asked 
what he should do. I told him to let them make the calls.

An hour later they finished with these numbers: 244, 112, 
44. Translation: They dialed 244 people in that hour. They 
spoke to 112 people and they set up an incredible 44 brand-
new appointments!

The program you’re learning, the script you’re developing 
right now, works. If that story doesn’t prove it, nothing does!

Six Specific Telephone Tips for Cold Calling
Here are six specific tips that are going to help you be more 
effective on the phone. You should be doing these six things in 
order to implement the program successfully. It’s crucial that 
you do all six, even though each one on its own will help you 
become more successful in making appointments.

1. Use a Mirror
This is a great $1.99 investment. Go out to a drugstore or 

specialty store and buy a small hand mirror. Take the mirror 
and put it where you can see it and look at yourself while you’re 



making calls. You’re going to smile while you make calls. Why? 
When you smile, those “smile” muscles affect your larynx. The 
result is, you sound better. In fact, you’re going to sound better 
than your competition—the person who’s not using the mirror. 
This gives you an edge.

One of my favorite stories is the one about the sales repre-
sentative I worked with who sold a tree-pruning service. When 
I called his customers, they always said, “He made the tree 
sing.” In other words, people could envision the benefits of 
what he was selling, simply by listening to him. He used his 
voice very effectively.

Sometimes your voice becomes squeaky because your back 
neck muscles are pulling on your vocal cords. This makes for 
a squeaky sound. The smiling relieves this pulling. That’s why 
the mirror is so important—it makes you smile!

2. Use a Timer
Know how much time it takes you to make a good call.
This is important because you don’t want your calls to be 

any longer than they need to be. If it typically takes you two 
or three minutes to set the appointment, don’t go further than 
those two to three minutes.

Here’s another important rule: Block out your calling time.
I told you earlier in this book that I make fifteen cold calls, 

speak to seven people, and usually set up one new appointment 
every day. It takes me approximately forty minutes each and 
every day to do that. Accordingly, each and every day I’m not 
training I schedule forty minutes for cold calling.

About three years ago I was in Indianapolis doing a pro-
gram for a major oil company. There was a man in the back 
of the room who had said nothing for two whole days. I tried 
to get him to participate. He took notes, he was observant, he 
listened, but he never once volunteered to participate in the 
program.
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Finally, at the end of the cold calling training, he raised his 
hand, stood, and asked, “How long does it take you to make 
those calls?” I said, “Well, it takes me about forty minutes a 
day to make my fifteen calls.” He asked, “How do you do that?” 
I answered, “I block out the time. In other words, I make an 
appointment every single day with myself to make those calls.”

He said to me, “Steve, the appointment you make with 
yourself, that forty-minute appointment you make with your-
self each and every day, is really what gives you your entire 
year’s worth of business.”

This was the most insightful thing that anyone had said to 
me in years. The forty-minute prospecting appointment that 
I make and keep with myself does in fact guarantee me my 
income. His observation had been worth the wait!

3. Practice!
Once you finish this book, it’s going to take you a mini-

mum of three hours of practicing the principles you learn here 
for you to be successful.

When I first started my business I was not a good cold 
caller. I simply could not get appointments. (In fact, the rea-
son I learned how to make appointments was that I needed 
to make the appointments.) Once I realized that there were 
certain things that I had to say and that I had to learn how to 
say them, I practiced. My wife Anne and I sat at the kitchen 
table going back and forth with role plays until I learned the 
responses and developed the right phone approach. It was the 
best time investment I ever made.

So do what I did. Practice. It will take you three hours or 
so, but if you practice properly, those three hours will be the 
most productive hours of your entire sales career.

When I say this to salespeople, they often say, “Well, I 
don’t need to practice. I make cold calls every day.” That’s not 
really practicing. Practicing means drilling. Get someone to 



help you: your spouse, your friend, whoever. Make that person 
work with you until you get your cold calling responses down 
perfectly.

It just doesn’t make sense to practice on a prospect! You’re 
thinking about too many things; your mind is focused on con-
necting with that person, not on learning the fundamentals.

4. Keep a Record of Your Calls
In other words, learn to manage your numbers. Successful 

salespeople don’t merely know their numbers; they know how 
to use their numbers, how to analyze the ratios and set appro-
priate goals based on them. Get in the habit of tracking three 
things: the number of dials, the number of completed calls, 
and the number of appointments you get.

A number of years ago a salesperson told me that it took 
him 400 dials to set up an appointment. I asked him, “Well, 
how many people did you actually connect with?” He didn’t 
know that number. Therefore, there’s really no way to deter-
mine whether his number was good or bad. Okay, it wasn’t 
great. But consider this: for all we know, he could have spoken 
to 400 people to get only one appointment—which is, admit-
tedly, terrible. On the other hand, suppose he only spoke to 
two out of the 400 people he dialed—and still got one appoint-
ment. Then, from a certain point of view, he’s doing great! The 
question then becomes—what’s keeping him from getting 
through 398 of 400 times?

What are your numbers? How do they fit into your revenue 
goals? What do you expect the numbers to be? What’s your 
desired end result?

Usually when I’m doing a program I ask salespeople how 
many cold calls they’ve made in a year. They often don’t know 
their numbers. Worse than that, they don’t know the number 
of sales they need to complete at the end of the year. Therefore, 
even if they knew their numbers, they wouldn’t have known 
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whether or not that number was sufficient to deliver on the 
goal!

Determine for yourself what numbers you need. Find out 
how many appointments you must make each and every day in 
order to make the total number of sales you need at the end of 
the year.

5. Tape-Record Your Calls
In many places it’s legal for you to tape-record your calls 

and then listen to them if you do so for your own use. (You 
should, however, check whether your state’s laws require you 
to notify the person you’re talking to.) I recommend that, for 
a solid week, you listen to 100 percent of your calls. Pay atten-
tion to both sides of the conversations. How does what you 
say sound? What responses do you get? Listen to 75 percent 
of your calls the second week, 50 percent the third week, and 
10 percent thereafter, and I guarantee you will get a one-third 
increase in first appointments.

I have received many letters over the years from people 
who’ve told me how much listening to their own calls has 
helped them improve their results. The reason this works is 
obvious—you get to listen to the mistakes you’re making. Once 
you hear and truly acknowledge a mistake, you’re probably 
never going to make that mistake again.

6. Stand Up
Stand up when you make your calls! For many years, I 

worked at a stand-up desk. My chair was a stool, the telephone 
was raised. I was one-third more productive than I had been 
when I was sitting down.

Most of us sit down and start to make our cold calls at the 
end of the day. There we are dialing away, tired, exhausted, 
bent over our desks and (let’s face it) not sounding very good. 
When you stand up and make cold calls, you’re going to sound 



more animated (especially if you make your calls while you still 
have some energy). You’re going to feel better about yourself. 
You’re going to sound better, and, once again, it’s going to give 
you the edge that you need to be more successful.

Implement!
All of these techniques are tried and true. They’ve been proven 
to be effective time after time. But these ideas, like all of the 
things you’re learning about in this book, will not help you if 
you don’t implement them. (And by the way, the same ideas 
will help those whose job it is to close sales on the phone, rather 
than set appointments. For more on making sales calls on the 
phone, see my book Stephan Schiffman’s Telesales.)

Having said all this, let me be very clear on one point. I 
think it’s a fallacy for people who write sales books to claim 
their system (or any system) is going to work all the time. My 
approach isn’t going to work on every call, but I can promise 
you this: If you follow this program, it will get you one out of 
ten more appointments.

If this program will increase your appointments by 10 per-
cent, is it worth trying? Of course it is. Look at it this way: 
If you simply speak to one more person on the phone a day, 
it’s worth it. That’s over 200 more contacts a year. If you get 
just one more appointment every single week, that’s fifty more 
appointments than you’ve got right now. And if you imple-
ment the program as it’s laid out in this book, that’s what you 
can do.
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Chapter 5

Using Cell Phones

I cannot tell you how often people have come to me and joy-
ously exclaimed how technology has improved their lives on 
the road. Many feel they can now be as effective on the road 
as they are in their offices. And that’s true—to a certain extent. 
Laptops and improved connectivity with corporate headquar-
ters have made a significant difference in terms of the ability 
to take orders, to check inventory and provide assured delivery 
dates, and of course to communicate via e-mail.

Cell phones have their uses, too—and more on that later. 
But I draw the line when it comes to using them to make cold 
calls. It is so far-fetched an idea that I hesitated to even bring 
it up in this book. But just recently, one salesman told me he 
actually takes a prospect list along with him when he travels 
and uses every free moment to cull prospects. And he’s not the 
only one who mentioned it to me. So better safe than sorry.

This particular salesman claims never to waste a minute. 
He makes cold calls on his cell while he’s in reception areas 
before appointments. He calls while he’s at airports waiting 
for planes and luggage. And he even calls prospects while he’s 
driving to and from appointments. He bragged about his abil-
ity to multitask. When I asked him how it worked, he explained 
that more often than not, he’s shunted to voice mail and just 



leaves messages as he would if he was calling from his office on 
a landline. Then he proudly described what happens when he 
actually gets through to the person while driving. “I just pull 
over to the side of the road so I can take notes.”

I asked him how many cell cold calls he converts to appoint-
ments. He couldn’t tell me. But I’d bet the ranch the percent-
age is extremely low. (That was confirmed to me by his sales 
manager, who’d insisted the salesman attend one of my classes 
in the hopes of improving his performance. Apparently, the 
salesman wasn’t much more successful using land lines.)

Logic alone should dictate that cold calling on a cell doesn’t 
work. Too much can go wrong.

Does the expression “dropped call” ring a bell? Despite 
advances in the technology and an increased number of cell 
sites, you’re going to lose some calls. You will also lose parts of 
the conversation to ambient noise. It’s extremely difficult to have 
a coherent conversation with someone (or even leave an intel-
ligent voice mail message) with the sound of flight announce-
ments or street traffic in the background. It’s difficult—heck it’s 
impossible—to concentrate on both driving and pitching. I’ve 
been doing this a long time and my experience is that you have 
to concentrate whenever you’re on the phone with a client—but 
even more so on a cold call. Not only do you need to be aware 
of the text of the conversation, but you need to be aware of the 
subtext. If the prospect tells you she’s not interested, you have 
to figure out a way to change her mind.

And you can’t do that if you sound as though you’re calling 
from a tunnel. I’m sure you’ve been at the other end of a cell 
call where the caller used a head set or blue tooth technology? 
It sounds horrible.

And there are some psychological considerations as well. 
You can almost always tell when someone is using a cell phone. 
And when it comes to cold calling, it bespeaks a lack of inter-
est, almost as though you’re trying to fit me in on the run rather 

	 Using Cell Phones	 53



54	 Cold Calling Techniques

than making the call from your office. It cheapens it; it seems 
like a lack of respect. I don’t know you. You don’t know me. 
Am I really going to stay on the line while you pull over in 
traffic? Am I going to stay on the line and attempt to decipher 
what you’re trying to tell me while a public address system is 
going off in the background? Do you keep a radio on while 
you’re making calls in your office?

Which brings up another point. When you are at an 
appointment, shut the cell phone off. The last thing you want is 
to have another client call you at a bad time. It is disrespectful 
of the person who you are pitching—and worse for the client 
who is calling. Do you want to tell a big customer, “I’m sorry I 
can’t talk to you now. I’m in a big meeting”?

Better to leave the phone off and let him go directly to 
voice mail. When returning the call, it’s important to acknowl-
edge that you are on a cell, and make arrangements to call on 
a land line if that’s more convenient.

You can use your cell if you’re late for an appointment. I try to 
avoid calling a customer or prospect just before an appointment, 
because it gives her an opportunity to change plans. “That’s 
okay. I’m running behind too. Why don’t we reschedule.” It’s a 
lot more difficult to reschedule face to face—so be on time.

I was lost once in Phoenix and called my contact to get 
directions. He said I was just ten minutes away and even 
though I was early he told me to come in right away. Again, 
there’s always that danger, which brings up another use for cell 
phones—many of the new ones have global positioning sys-
tems, so you’ll never get lost.

Obviously, too, it’s great to stay in touch with your office, to 
get any necessary updates. As mentioned elsewhere, it’s espe-
cially great to call your boss with news of a successful meeting. 
It’s a great morale booster.

Finally, when it comes to cold calling, the absolute best use 
of a cell phone: to order pizza.
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Chapter 6

Turning Around Common Responses

Of course, not everyone says “yes” when you ask for an appoint-
ment. It’s important to remember, though, that when someone 
says, “No, I don’t want to see you,” it’s because that person is 
responding to you in kind. He or she is responding to the ques-
tion you posed. Don’t think of this as an “objection.” Think of 
it as what it is—a response to what you’ve just said.

The Four Most Common Responses
You’re soon going to realize that virtually every initial “no” 
response falls into one of these four categories:

	1.	 “No thanks, I’m happy with what I have.”
	2.	 “I’m not interested.”
	3.	 “I’m too busy.”
	4.	 “Send me some literature.”

The trick is to learn how to anticipate and handle these 
responses properly.

“No Thanks, I’m Happy with What I Have”
Earlier I told you that our number one competitor is the sta-
tus quo. For the most part, people really are happy with what 
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they already have. The vast majority of the people you’ll speak 
to will be happy, relatively “set.” Otherwise, they would have 
called you. And guess what? They’re not calling you!

You don’t operate a business that’s like a pizza parlor. Peo-
ple don’t walk in and talk to you because they want to order 
something from you. You’re reversing the process. You’re out 
on the street, as it were, dragging people in for pizza!

And initially, yes, that person says he or she is happy with 
what’s happening now. In fact, at the moment you call that 
person, he or she is already doing something. In other words, 
you’re interrupting that person when you call.

When a Prospect Gives You Lemons, Make Lemonade
I deal with a lot of banks. In fact, my company works with 

just about every major financial institution in the United States 
today. A number of years ago I called a bank at 7:00 a.m. and 
talked to a senior manager—the type who probably shows up 
at 4:00 a.m. The conversation went like this:

Steve: Mr. Jones, this is Steve Schiffman from D.E.I. Fran-
chise Systems, Inc. We’re a major sales training company 
here in New York City, and we’ve worked with . . .

Mr. Jones: Steve, let me stop you right there.

(It’s almost as if he held up his hand.)

Mr. Jones: Let me stop you right there. Steve, we’re already 
doing sales training. In fact, today’s the first day of the 
program.

At this point, he held up the telephone so I could hear the 
noise of the people getting ready for the meeting. There I am at 
7:00 a.m., listening to the sound of someone else starting a sales 
training session. Noise. How do you think I felt?



Mr. Jones: Can you hear? Phil’s coming in right now!

I didn’t know who Phil was. (I didn’t even care who Phil 
was.) I listened to the noise, as I’d been instructed. Suddenly, 
it dawned on me. I shouldn’t feel bad. I should feel great! This 
person has just told me he’s a potential customer—he does 
sales training.

So without missing a beat, I said:

Steve: You know something, Mr. Jones, that’s great that you’re 
using sales training. A lot of the other banks (and I named 
several banks that we had worked with) have said the same 
thing before they had a chance to see how our program, 
especially the cold calling program, would complement 
what they were doing in-house. You know something, we 
should get together. How about next Tuesday at 3:00?

(By the way, every word I’d said to Mr. Jones was absolutely 
true.)

Mr. Jones: (After a pause.) Okay.

I got the appointment.
Think for a moment about how I did that. What I said 

was, in essence, “Other people told me exactly the same thing 
you did. They had the same reaction you did before they had a 
chance to see how what we do complements (fits into, matches, 
supports) what they’re already doing. We should get together. 
How about next Tuesday at 3:00?”

In other words, I reinforced what Mr. Jones was already 
doing. I simply said that we could complement what he does, 
that we fit into that plan, that we could match that plan. I told 
him that he should look at our programs because of what he’s 
already doing. I didn’t tell him how to feel about the situation, 
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or pretend I knew how he felt. I simply told him how I felt 
(“That’s great!”) and then told him the facts.

Don’t say, “I sure can understand that,” which is the way 
most people have been taught to turn around responses. It 
sounds stupid. It’s completely unbelievable. What is there for 
you to understand at this point in the conversation? Remem-
ber: If you speak intelligently with a prospect, the prospect 
will speak intelligently back to you. People respond in kind. 
So don’t say things like “I know how you feel” or “I can under-
stand that” at this early point in the relationship.

Much of the training salespeople get in cold calling encour-
ages empathy. The problem is you don’t have the vaguest idea 
how the prospect feels—and it’s condescending to say you do. 
Let’s say you’re talking to a guy who’s 55 years old, and you’re 
just starting in sales. Can you honestly call him and tell him 
you understand how he feels? No!

Once you understand that your objective is to get in the 
door, not to empathize, you’ll start to see how the sales process 
really works.

Tell the Truth!
Think again about what I did in the call I just told you about. 

The bank manager was happy with his current service and I still 
managed to get in the door. Why? Because instead of playing 
word games, I told him the truth: I’d heard similar reactions 
from other companies in his industry before they saw how what 
we offered complemented what they were already doing.

If that’s true for you, too (and I’m betting it is), then you 
have a strategy for dealing with the “I’m happy” response.

“I’m Not Interested”
Let’s take a look at the next most common response. Let’s say 
I call someone up and he says to me, “Steve, look, we’re really 
not interested.” Has that ever happened to you? Sure. Now 



here’s the big question: Have you ever sold to someone who 
initially wasn’t interested? Your answer has to be yes, because 
that’s what sales is. Sales is selling to somebody who wasn’t inter-
ested prior to your call. Again, if they were “interested,” they 
would have called you.

So here’s what I say:

Steve: Well, Mr. Jones, a lot of people had the same reaction 
you did when I first called—before they had a chance to 
see how what we do will benefit them.

Isn’t that the truth? Well, then say that. While you’re at 
it, why not tell the person the names of the relevant compa-
nies you’ve worked with? If you have appropriate referrals, you 
should certainly use them, and this is the perfect time. Tell 
your contact that the XYZ Company, the ABC Company, and 
the National Widget Company all had the same reaction he did 
before they had a chance to see how what you do could benefit 
them. It’s the truth.

“I’m Too Busy”
The third most frequent response is “I’m too busy.” In other 
words, you call somebody and they say, “Steve, I’m too busy. I 
can’t talk now.” Typically, salespeople react to that by asking, 

“Well, what’s a better time to call?”
In my seminars, I have plenty of discussions like this:

Salesperson: Steve, I have to leave the program to make a call, 
because Mr. Jones said to call him at 11:00.

Steve: Really? Tell you what, we’ll take a break and we’ll just 
sit here and wait for you.

Salesperson: Oh, no, I’ll be on the phone.
Steve: Trust me. We’ll take a break, you’ll be back in a min-

ute or two.
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Of course, that’s exactly what happens. Think about it. 
Nine times out of ten, Mr. Jones has no reason to sit there and 
wait until the stroke of 11:00 for a salesperson to call him.

For Mr. Jones, specifying 11:00 was a way to get rid of you. 
That’s all it was.

But how do you deal with the prospect who says, “I’m too 
busy?” There is an effective strategy you can use.

Let’s say I call Mr. Jones, and he says that he’s too busy to 
talk. Instead of asking, “What’s a better time to call?” I say: 

“Mr. Jones, the only reason I was calling was to set an appoint-
ment. Would next Tuesday at 3:00 be okay?”

Look at what I just did. I took that first response, “Look, 
I’m too busy to talk,” and responded with, “Oh—well, the only 
reason I was calling was to set up an appointment.” After all, 
you don’t really want to have a conversation now! You want 
to get the appointment. The truth is, the other person doesn’t 
want to have a conversation now, either.

Now the prospect generally will not agree to this sugges-
tion. Instead, the prospect will probably raise another of the 
standard responses we’re discussing. For example:

Mr. Jones: Well, I’ll tell you the truth. I’m really happy with 
what I’ve got.

Now I can go back to the response I’ve prepared for that 
kind of statement:

Steve: Oh, that’s great! A lot of people tell me the same thing 
before they have a chance to see what we do complements 
what they’re doing.

Understand: The person hasn’t yet said he won’t see you. 
Now you’ve got another response, and you can deal with that. 
Note: Don’t try to turn around more than three answers at this 



point. Instead, you can simply say: “Okay, I’ll call you back 
later.” (And mean it!)

“Send Me Some Literature”
This next response is probably the most difficult to handle. 
This is the person who says to you, “Look, do me a favor. Mail 
me something.” That response is difficult because the premise 
behind mailing something is that the prospect will look at it, 
will think about it, will respond to it intelligently, and then 
when you call, you’ll have an intelligent conversation about it. 
That’s a real problem! Too often, salespeople translate “send 
literature” this way:

“Well, Mr. Salesperson, I might be interested in what you have 
to sell. Why don’t you send me something. Let me look at it, 
really study it; then call me. We’ll have an intelligent conver-
sation and I, who by that point will have read it all, will let 
you tell me more about what you offer.”

The problem is that 90 percent of all salespeople we sur-
veyed said that their mail somehow never gets through to the 
person they mailed it to. Obviously that’s not correct. Think 
about it. Your credit card bills, your telephone bill, and your 
bank statement all get to you. And yet sales material never gets 
through?

It got through. Your prospects just don’t remember it. They 
don’t care about it. They didn’t read it. The secretary threw it 
out. It doesn’t really matter what happened to your material, 
does it? The point is that this approach doesn’t move the sales 
process forward. It doesn’t get you closer to an appointment.

Here’s how to turn that response around. When the pros-
pect says to you, “Look, why don’t you mail me something?” 
Just say, “Can’t we just get together? How about next Tuesday 
at 3:00?”
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It’s as simple as that! “Can’t we just get together? How 
about next Tuesday at 3:00?” Don’t get any fancier than that. If 
you don’t get the appointment, nine times out of 10, the person 
will say, “Well, I’ll tell you the truth. I’m pretty happy with 
what we’re doing.” And you know how to respond to that!

Don’t Forget to Listen!
Listen to what the other person says. Suppose you hear: “Look, 
I’m really happy with what I’m doing because I’m using the 
ABC Widget Company to come in here and work on this.”

Now you can say, “We really should get together because 
of what you’re doing. My experience is that we can definitely 
complement ABC.”

The First Response Isn’t Worth Fighting Over
Typically, when you listen carefully, you’ll find that the first 
response isn’t really the obstacle it sounds like.

A number of years ago, I called a major bank. This is how 
the conversation went when I asked a decision-maker at the 
bank for an appointment.

The person said, “Well, I’ll tell you the truth. We’re really 
happy with what we’ve got and everything’s okay.

I responded to that by suggesting that what we did could 
complement what he was already doing.

He said, “Oh, well, the real problem is that we have no 
budget.”

I said, “Well, that’s okay, let’s get together anyway.”
And we got together!
This was the first major sale that I ever made—$75,000.
I was so excited on the drive home that I got a speeding 

ticket! I learned a very important lesson from that call. What I 
learned was that the first response had very little validity.

Once I handled the first response properly, the second response 
emerged.



In other words, responses roll into each other. They’re not 
isolated. Very rarely does anybody simply say “no.” People usu-
ally say “no,” and add a story of some kind: “No, I’m not inter-
ested because this is what we’re doing now.”

My experience is that it’s the second response that really 
matters. Once you understand that, you can start to see how 
well what you’re suggesting is going to work. The key is the 
second response, not the first.

Once you understand this premise, you’ll be much more 
effective in getting appointments. The approach I’m suggest-
ing can be applied to a whole range of potential responses.

My company has a salesperson in London who gets so 
many appointments it would make your head spin. No matter 
what a prospect says to her on the phone, she says: “Oh, well, 
that’s okay. Why don’t we get together anyway?” Of course, 
that strategy only makes sense if you use it intelligently and 
judiciously.

Consider the following:

Prospect: Well, you know, really we’re not interested.
You: Oh, that’s okay. Why don’t we get together anyway?
Prospect: Well, we just signed a contract with a major 

competitor.
You: Well, that’s okay. Why don’t we get together anyway?
Prospect: Uh, well, we hate your company.
You: Well, that’s okay. Why don’t we get together anyway?
Prospect: Because I hate you.

The point is, though, that fighting with a prospect over 
the first response (or any response, for that matter) is foolish. 
Often, I ask salespeople, “What do you say when the person on 
the phone says he’s happy with what he has now?” You know 
how they respond? “Well, Mr. Prospect, I sure could make you 
happier!” That’s a challenge, and a pointless one.
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If the potential client says, “No, we’re not interested,” many 
salespeople offer a different equally pointless challenge: “Well, 
I don’t know what exactly it is that you’re not interested in; I 
haven’t told you what I’m calling about yet.” Not the best strat-
egy. If a potential client says, “I’m too busy to talk,” many sales-
people, as we’ve seen, will say, “Well, what’s a good time to 
call you back?” That approach isn’t going to work, either. And 
when people say, “Send literature,” some salespeople respond, 

“It will only take five minutes. Please, sir, let me come in. I’ll get 
on my hands and knees and I’ll do a very quick presentation. 
If you don’t like it, I’ll be out in five minutes.” I’ve had sales-
people tell me they actually put a watch down in front of the 
person. “Here’s my five minutes,” they say, “You let me know 
when it’s up.” What foolishness.

You and I are professionals. We should be treated as such. 
What’s more, we need to behave like professionals if we expect 
to be treated like professionals. The person who’s subservient 
or submissive to the prospective client is not going to be per-
ceived as professional.

Many years ago, I said to a prospective client, “This will 
only take me five minutes.” I’ll never forget what happened 
next. That person said, “Okay, you have five minutes.” I went 
in to the appointment and I started speaking. After five min-
utes, he stood up and walked out. Foolishness. I created that 
for myself. But I never will again.

You’re a professional. Never forget that as you deal with the 
responses you hear on the phone.
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Chapter 7

The Ledge

The concept of the Ledge in a cold call is unique to my company. 
As the name suggests, the Ledge is something you can step 
on—something you can use to regain your footing. A Ledge 
allows you to handle an extended conversation during your 
call. It doesn’t limit your conversation. You use the Ledge to 
support your conversation as you’re uncovering what it is that 
they do, how they do it, when they do it, where they do it, who 
they do it with, and why they do it that way. Then the Ledge 
lets you take that information and you turn it around to say, 

“You know something? That’s why we should get together.”

Welcome to the Ledge
A Ledge uses the first question or negative response as a foothold 
to turn an extended phone-prospecting conversation around.

Probably every salesperson in the United States has had an 
occasion to over-talk, to get so involved in a conversation that 
he or she forgets the reason for the call. Remember: The num-
ber one reason you’re calling is to set the appointment. But it’s 
easy to get involved in everything but an appointment discus-
sion. Let me give you an example of how that happens.

When I make a cold call, I sometimes hear the prospect say, 
“Really? I might be interested in that. Tell me about it now.”
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These are truly terrible words, because you don’t know 
enough to make any meaningful recommendation, and you 
can’t simply refuse the prospect’s request. You can’t say, “No, 
it’s a secret. I won’t tell you about what we do.” (I guess you 
could, but it probably wouldn’t help you move the sales process 
forward.) So you can’t really say no. And yet your aim is not to 
sell, but to set an appointment. So you have to prepare.

Ask yourself: What are you going to say when somebody 
you’ve never sat down with says to you, “Tell me about it right 
now. Tell me everything about your widgets. Go.”

What are you going to do? Well, first, you’re going to answer 
the prospect. That’s your instinct, and that’s fine. But that can’t 
be all you do. Why? Consider the following exchange.

Prospect: How long has your company been in business?
You: We’ve been in business for the last 17 years.
Prospect: No kidding! Well, tell me how you did that.

(So you elaborate on that. You pass along a couple of suc-
cess stories. Then your contact says:)

Prospect: That’s an impressive story. Tell me how you did that.

(Now you elaborate. You offer all the specifics about that 
success story. And all of a sudden the person says:)

Prospect: Oh, well, that may have worked then, but we don’t 
really need that.

And the conversation is over, because the person you’re talk-
ing to is right. You started talking before you knew anything of 
consequence about the other person. The result? What you’ve 
just described doesn’t match up with this prospect. How do 
you avoid this outcome?



Here’s an example of a prospecting call I made recently 
that will prepare you to use and understand the Ledge.

Steve: Good morning, Mr. Jones, this is Steve Schiffman 
from D.E.I. Franchise Systems, Inc. We’re a major sales 
training firm here in New York City . . .

Mr. Jones: No kidding! You know, we’re thinking about 
doing training. So tell me—what do you guys do?

(Again—I can’t say to him, “I can’t tell you what we do.”)

Steve: Well, we’ve been in business for 17 years. We’ve trained 
over 500,000 salespeople. I’ve written a bunch of books.

Mr. Jones: What kind of programs do you do?
Steve: Well, I do cold calling, prospect management, and . . .
Mr. Jones: Really! How do you train cold calling?

I give a brief answer. The call is going well. Then, some-
where in the conversation he says to me, “Well, what’s your 
price?” And I have to deal with that. We’ve had a friendly con-
versation, so I can’t say, “Our pricing is classified.” Instead, I say, 

“The range is between X and Y.” I answer the question. And Mr. 
Jones responds by saying, “Wait a second, that’s too expensive.”

Instead of defending myself, instead of fighting him on 
that, I simply say, “Mr. Jones, a lot of our customers initially 
had the same reaction until they actually got a chance to see 
the benefits. You know, we really should get together.”

In other words, I use his response, his negative response in 
this case, as a reason we should get together. Look at it again:

Mr. Jones: Gee, I’m not sure that fits what we’re doing here.
Steve: You know, that’s what other people said who decided 

to work with us. We really should get together. How’s 
Tuesday at 2:00?
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Or:

Mr. Jones: Gee, I’m not sure that’s right for us.
Steve: Some other people we work with now had the same 

reaction at first. That’s why we should get together. How’s 
Tuesday at 2:00?

No matter what he says, that’s why Mr. Jones and I should 
get together. Once you understand that principle and imple-
ment it, your appointment total will improve.

Using the Ledge to Get an Appointment
The salespeople we train use the Ledge to regain control of a 
conversation by asking a question. This is an extremely effec-
tive tool; take a look at how it works.

I called a potential customer recently; the person told me 
that his organization didn’t use sales training.

Prospect: Steve, we’re not interested in sales training. We 
don’t believe in it here.

Steve: I’m just curious . . . if you don’t use sales training, 
what is it that you do? What do you do with your new 
salespeople? Just how do you work with them?

Prospect: Well, we don’t really train them. We simply have 
them work with the managers and when they’re ready, 
they go out on their own.

Steve: That’s great, Mr. Jones! Then we should get together, 
because we work with a lot of other companies that have 
done the exact same thing. How about next Tuesday at 
3:00?

And I got the appointment. That “I’m just curious” ques-
tion allowed me to gain a foothold, to resume control of the 
conversation. That’s the Ledge in action.



I used the information he gave me about what he does as a 
reason to get together. People who are successful at scheduling 
appointments understand the power of this simple concept.

Here’s another example of how to use the Ledge:

Prospect: Headquarters makes that kind of decision.
Steve: Okay. I’m just curious, what do you do? What’s your 

role there?

When he answers, I respond, “That’s interesting. Based on 
what you’ve told me, I think we should get together.”

Recently, I called up the New York City office of a major 
company located in Ohio. The person who answered the phone 
happened to be the branch manager. The conversation went 
like this:

Branch manager: Steve, I’d love to meet with you but we don’t  
make any decisions here. All the decisions are made in Ohio.

Steve: Oh, well, I’m just curious. What kind of training do 
you do?

He responded by telling me about three different types of 
training he does. Then I said, “You know something, we should 
get together, because we really complement those programs.”

We ended up scheduling a meeting. When we got together, 
he said to me, “Steve, I can’t make these decisions myself, but 
I can get them made.” That meeting turned into a half-million-
dollar sale, and it was generated by my use of the Ledge.

Here’s another example. When I called the prospect, the 
conversation went something like this:

Prospect: Steve, we’re really not working with any other out-
side trainers. We just signed a contract with someone.

Steve: That’s interesting. I’m just curious, who’d you sign with?
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Prospect: Well, we signed with XYZ Company.
Steve: You know what? We should get together, because we 

complement their program.

As you get more experience, you’ll start to learn more 
sophisticated approaches. For example, I called another com-
pany and got an appointment like this:

Prospect: Look, we just signed a contract with another train-
ing company.

Steve: Well, are you using the Brand X Selling Solution?
Prospect: No, we’re not using Brand X. We’re using Brand Y.
Steve: Oh, then we really should get together, because what 

we do complements Brand Y.

I can throw out any company, any kind of training program. 
He will respond to me in kind by correcting me and telling me 
who his company uses. (Prospects love to correct salespeople.) 
I always say, “Then we should really get together.”

You’ve got the basic principle now. No matter what the 
person says to you, you’re going to say, “We really should get 
together.”

Talking to the Wrong Person
Another mistake salespeople make involves the way they 
respond when somebody says, “I’m the wrong person to talk 
to.” Most salespeople then ask, “Who’s the right person?” 
Never ask that. Instead, when the other person says, “I’m the 
wrong person,” you should say, “Gee, I’m just curious. What is 
it you do?” And no matter what they say to that, unless you’re 
absolutely sure this is the wrong person, you’re going to say, 

“Oh, then you know what? We should get together.”
If they’re really not the right person, they’re going to let 

you know. They might say, “I’m in charge of bricklaying here at 



the foundry.” If you’re selling video postproduction, then that’s 
really not the right person. Then you should ask, “Oh, then 
who should I talk to?” And then you can take that name and 
use it as part of a referral call, which I’ll explain later.

A Real Conversation
Once you start using the Ledge, you’ll soon realize that you’re 
really having a conversation with your prospect. At this point 
it’s not a sales call, it’s a conversation. Initially, my conversa-
tion happens to revolve around my desire to get an appoint-
ment, while the prospect’s conversation is about what they’re 
doing, how happy they are doing it, and why they see no need 
to change. Often, the Ledge is where the two conversations 
become one.

So first, most people would be “happy” if I never called in 
the first place. Think about that. If I didn’t call Tuesday, but 
called Wednesday, would it matter to these people? They’re 
still doing business. The world is still spinning. They don’t 

“need” that call.
If you understand these basic ideas, and use the informa-

tion you get from your conversations with prospects to create 
a Ledge in your cold call, I promise you that you will become 
more effective.

More Examples of the Ledge in Action
A while back, a sales representative who was in one of my pro-
grams said, “Steve, we have a problem. This cold calling stuff 
won’t really work for me. You’re good at it, but that’s because 
you train it for a living.” What he meant, I believe, was that the 
program is second nature for me, and that, for people who are 
unfamiliar with it, it isn’t second nature. And he was right.

At this point in my career (I’ve been doing this for dozens 
of years), cold calling is relatively simple to me. It does come 
very naturally. For you it may be more difficult. The reason 
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I told you the golf story at the beginning of the book was to 
make the points that certain aspects of cold calling are not 
going to be comfortable, and that, initially, you’re not always 
going to like some parts of the process.

Whether you’re comfortable with the program at first or 
not, you can honestly say, “I can improve my odds. I can get 
one more appointment a day if I simply employ these tech-
niques.” And if you give it an honest try, you’re going to do 
that. When you hear resistance on the phone, you’re going 
to ask a question, and then you’re going to say, “That’s great. 
You know something, we should get together.” That’s how the 
Ledge works.

Let’s look at some more examples of the Ledge in action.

Example 1
Prospect: I’m really not interested.
You: A lot of the people we work with said the same thing 

before they had a chance to see the way in which we com-
plement what they’re presently doing.

Prospect: Yeah, but you know, we’ve had a difficult time with 
your company before.

You: Can I just ask you a question? Who presently supplies 
your light bulbs?

Prospect: Well, we use the XYZ Company. We went to them 
instead.

You: Oh, no kidding. Then we really should get together.
Prospect: No, I really don’t think so. Why don’t you send me 

information. I’ll take a look at it.
You: Can we just get together? How about next Friday at 

3:00?
Prospect: No, I’ll tell you the truth. I’m really not interested.
You: Okay. Thank you.

(Hang up! You gave it your best shot. Call someone else.)



Example 2
Prospect: You know, we really don’t have any kind of budget 

for that.
You: No kidding. Well, just out of curiosity, are you working 

with anybody right now?
Prospect: Sure we are. We have the 123 Manufacturing Com-

pany right here.
You: Are you using their ABC product?
Prospect: No, we’re actually using their BC2 product.
You: Really? Then we should get together. How about next 

Friday at 5:00?

Example 3
Prospect: Why don’t you tell me something about your 

product?

(Note: Remember that you must give a brief, direct answer 
to a prospect’s question.)

You: Well, you know something, Mr. Jones, we’ve been in 
business for the last 42 years and we’ve developed a num-
ber of ways in which we can substantially reduce wear 
and tear in the manufacturing process. I’m just curious 
though, what does your company do?

(Instead of rambling on, you pose a question of your own.)

Prospect: Well, we manufacture customized widgets. We use 
the ABC product line here.

You: Really? Has that been working for you?
Prospect: Sure it has.
You: Oh, that’s great then. We really should get together so I 

can show you the ways we can complement ABC.
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Example 4
Prospect: You know, why don’t you put something in the 

mail. Let me take a look at it and I’ll give you a call back. 
I’m really kind of busy right now.

You: Actually, the only reason I called is to set up an 
appointment. Would next Tuesday be okay?

Prospect: Well, not really. You know, I’ll tell you the truth. 
This is my busiest time of the year.

You: I have an idea. What are you doing four weeks from today?
Prospect: Let me check—nothing.
You: Well, why don’t we get together Friday the 11th at 2:00?
Prospect: Okay.

You’ve now succeeded in scheduling the appointment. 
Confirm the address and politely conclude the conversation! 
Don’t try to sell, and don’t get involved in a long, drawn-out 
discussion.

Be Prepared!
Remember, in each case you’re creating a Ledge. You’re finding 
a foothold you can use to turn the conversation around. Some-
times, though, you won’t even need the Ledge:

Steve: Good morning, Mr. Jones, this is Steve Schiffman 
from Widget Management here in New York. I don’t 
know if you know who we are, but we’re the major sup-
plier of widgets in the area. We’ve worked with ABC 
Corporation and 123 Company. Anyway, the reason I’m 
calling you today specifically is to set up an appointment 
so I can tell you the way in which we’ve been successful 
with other companies. How’s Tuesday at 2:00?

Mr. Jones: You know, that sounds great. Come on over.

There are calls that sound like that. Be ready for them!
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Chapter 8

Mastering Third-Party and Referral Calls

Third-party and referral calls are variations on the standard 
script. Study them. You’ll need them!

The Third-Party Call
First, let’s look at the third-party endorsement approach to 
cold calling. It’s very easy, and it may even complement the 
way you’re now selling. This is the variation I use, and most of 
the salespeople we train say this is a very easy model to adapt. 
I think you’re going to enjoy it.

The Basic Steps
The first thing to remember about this approach is that it 

uses the same basic steps we’ve already discussed:

•	 Get the person’s attention.
•	 Identify yourself and your company.
•	 Give the reason for your call.
•	 Ask for the appointment.

These are key points that will increase the effectiveness of 
your calls—no matter what kind of call you’re making. Let’s 
examine how they apply to the third-party call.
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Get the Person’s Attention
I’ve already told you that the way you get the person’s atten-

tion is not by saying something gimmicky (like, “Are you inter-
ested in making a million dollars?”) but by saying the person’s 
name. You can decide on your own approach here. Do you 
like to say, “Hi, Bob,” “Hi, Joe,” or “Hi, Jill”? Do you like to 
say, “Good morning, Mr. Jones”? Whatever you’re most com-
fortable with, that’s what you can use. I happen to like to say, 

“Good morning, Mr. Jones,” or “Good afternoon, Mr. Jones.” 
That’s going to be my attention statement. I don’t need any-
thing more than that.

Identify Yourself and Your Company
I’ve already indicated that if I said to you, “This is Steve 

Schiffman from D.E.I. Franchise Systems, Inc.,” the odds are 
you would not know who that is. So that statement, on its own, 
is not going to be entirely appropriate in getting an appoint-
ment or letting you understand who I am. I need to give you a 
chance to understand exactly what I’m talking about.

Why? Because when we telephone somebody, that person 
is not prepared for the call. We’re the last thing on that per-
son’s mind.

What we’re doing, by its nature, requires you to get people 
to think about something that they weren’t thinking about 
before we called them. In other words, the call doesn’t fol-
low the natural course of the person’s day. Your prospects 
are doing what they’re doing, and you telephone them and 
say, “Stop, I need you to do something else.” Well, why should 
they?

We have to give them an opportunity to understand what 
we’re talking about, and then paint a picture for them so they 
can visualize the process. Here’s how to do that.

So far I have “Good morning, Mr. Jones”; that’s my open-
ing. Here’s my second step:



“This is Steve Schiffman, I’m the president of D.E.I. Franchise 
Systems, Inc. I don’t know if you’ve ever heard of us, but we’re 
an international sales training company here in New York 
City. I also have offices in Chicago and Los Angeles. I do a lot 
of work with . . .”

And now I mention the XYZ, the ABC and the 123 com-
panies in the context of cold calling and prospect management. 
This is painting the picture. I said key words. I’ve said sales 
training, cold calling, prospect management. I’ve mentioned the 
XYZ, the ABC, and the 123 companies, which are major play-
ers, not necessarily in Mr. Jones’s area, but still major players in 
the United States. They’re going to be familiar to him.

So I’ve painted a picture for my prospect. I’ve allowed him 
to imagine what it is that this call is about. My prospect can 
think, “Oh, this is in reference to sales training.” Why should 
I make him wonder, “Huh? What? What’s this about?” With 
this approach, I don’t need a gimmicky opening.

Now you focus on a specific success story. You can choose 
your own references to call just about anyone you want to talk 
to.

A number of years ago I was working with a major bank. 
I had trained about 500 of their sales managers to be more 
effective on the phone. (I got the account because I gave a free 
speech at a Chamber of Commerce meeting, and a woman 
came up to me afterward and said she thought I could help the 
bank she worked for. It happened to be the number three bank 
in the United States at that time.)

About six or seven weeks after completing the program, 
I decided that I’d call another bank. It occurred to me that, 
since one bank was doing something about sales, another bank 
would probably be trying to do the same thing. If I could help 
one bank do that better, I could help another. It really had 
nothing to do with the fact that the organizations were com-
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petitors. Once this approach crystallized in my mind, I real-
ized I had a means of entry into virtually any bank or financial 
services organization I wanted to call.

The next day I took a directory, found the name of a senior 
vice president of another bank, called him up, and said:

“Hello, Mr. Smith. This is Steve Schiffman. I’m the president 
of D.E.I. Franchise Systems, Inc., an international training 
company here in New York City with other offices in Los 
Angeles and Chicago. I’ve done a lot of work with ABC Bank 
in the areas of cold calling and prospect management.”

He listened—and he agreed to meet with me!
Take a look now at the third and fourth steps.
Give a Reason for Your Call and Ask for the Appointment. 

Continue by saying, “The reason that I’m calling you today spe-
cifically is that I just completed a very successful sales training 
with the ABC Bank here in New York City. In fact, it increased 
their appointments by one-third. I’d like to stop by next Tues-
day at three and just tell you about the success I had with the 
ABC Bank.”

(Note: In seminars, I tell salespeople that they can and 
should adapt the wording of their scripts to their own situa-
tion, but that they should leave certain elements intact verba-
tim. “The reason I’m calling you today specifically” is one of 
those elements. Don’t alter it; it works just as written. Similarly, 
you should ask directly for the appointment by specifying a 
date and time: “How’s Tuesday at 2:00?”)

The beauty of this call is you never say, “What we did for 
ABC Bank will work for you. You’re simply saying that you’ve 
worked with another company in this person’s industry, and 
you were successful with that company. That’s the heart of the 
third-party endorsement approach.



This approach can work very well across industry lines, too. 
Look at it again:

“Good morning, Mr. Blank, this is Steve Schiffman from 
D.E.I. Franchise Systems, Inc., an international training com-
pany here in New York City. We’re also in Chicago and Los 
Angeles. We’ve worked with the XYZ, ABC, and 123 com-
panies in the areas of cold calling and prospect management. 
The reason that I’m calling you today specifically is I just 
completed working with U.S. Delivery, a major courier in the 
Louisville area. I was very successful in showing them ways in 
which they could increase their sales by actually getting more 
appointments, which they did. They got thirty percent more 
appointments. Anyway, what I’d like to do is stop by and tell 
you about the success I had with U.S. Delivery. How’s Tues-
day at 3:00?”

The key to this call, once again, is that I’m not telling pros-
pects I can do the same for them. I’m mentioning my success 
with other companies and asking for an appointment. I’m not 
making empty promises.

Here’s another way I can make this call:

“Good morning, Mr. Jones, this is Steve Schiffman from D.E.I. 
Franchise Systems, Inc. I’m doing a lot of work with the XYZ, 
ABC, and 123 companies in the area of cold calling. The rea-
son I’m calling you today specifically is that I just completed 
working with the Blankety Lumber Company here in the area. 
I was very successful in showing them ways in which they 
could increase their lumber sales by getting more appoint-
ments. What I’d like to do is stop by next Tuesday at 3:00 and 
just tell you about the success that I had with the Blankety 
Lumber Company.”
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I can also make this approach generic. I can say:

“Good morning, Mr. Jones, Steve Schiffman, from D.E.I. Fran-
chise Systems, Inc. I’m doing a lot of work with the XYZ, ABC, 
and 123 companies in the area of cold calling. The reason I’m 
calling you today specifically is we’ve been having great success 
in the Philadelphia area. I’d like to stop by next Tuesday at 3:00 
and just tell you about some of the things we’ve done locally.

This allows you to tailor your call to the city in which the 
prospect resides. Whatever works—whatever you need!

You can also apply this approach to specific kinds of 
businesses:

“Good morning, Mr. Jones, Steve Schiffman from D.E.I. Fran-
chise Systems, Inc. We’re a sales training firm that does work 
with firms like Acme Widget and Widget Co. The reason I’m 
calling you today specifically is that I’ve been very successful 
in showing them ways they can increase their widget sales. 
What I’d like to do is stop by next Tuesday at 3:00 and tell 
you about the success we’ve had with those companies.”

Once again—I’m not saying that I can do for them what 
I’ve done before. I’m simply saying that I’ve done it for some-
body else, and therefore it makes sense for us to get together. 
This method is different from the approach most salespeople 
take. Typically, a salesperson calls up and says, “Good morn-
ing, Mr. Jones, Jack Smith here from ABC Widgets. The reason 
I’m calling today is that we have ways we can save you money.”

Well, you’re not sure of that yet. You don’t know anything 
about this person’s business!

“We have ways that can make you more efficient.”
You’re not sure of that yet, either!
“We have something that could help you.”



You’re not sure of anything yet!
When you pretend you’re sure about how you can help the 

person, all you do is create a response in kind that allows the 
other person to say, “Well, I don’t know whether you can really 
do that. That’s not right for us.”

That means you now have to defend yourself. What a waste 
of everyone’s time and energy!

Still, suppose you take a completely wrong approach for 
some reason. Suppose you do get sidetracked because the per-
son responds: “Well, you’ve just said you do X, and here are 12 
great, detailed reasons X will never work for us.”

You know what to say, don’t you? Of course you do.
“Oh, no kidding! Mr. Jones, I’m just curious, what is it that 

you do?”
Regardless of the way you opened the conversation, his or 

her answer will give you the Ledge that will enable you to turn 
the conversation around.

Or suppose you don’t get a detailed objection or a direct 
question (two situations where the Ledge is extremely effec-
tive). Suppose you hear:

Mr. Jones: Well, you know, we’re really happy with our long 
distance company. We have no interest in changing.

You can then say:

You: Gee, I’ve got to tell you, a lot of people we work with 
have said the same thing before they had a chance to see 
how what we do complements what they’re presently doing.

Or if you hear:

Mr. Jones: Well, I don’t know, why don’t you send me some 
literature.
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You can say:

You: Oh, Mr. Jones, can’t we just get together? How about 
next Tuesday at 3:00?

Don’t defend yourself. Anticipate the responses, use the 
techniques I’ve taught you, and ask for the appointment.

There are variations on the third-party approach. I know 
someone who is a very successful life insurance agent. He calls 
people and says, “Good morning, Mr. Smith, this is Mike Jones 
from the XYZ Life Insurance Agency. Have you heard of us?”

Inevitably people say “no.” Then he says:

“Oh, well, let me tell you why I’m calling you specifically. I am 
an agent with the XYZ Life Insurance Agency. We’ve been 
very successful working with small business owners in Bos-
ton, and what I’d like to do is stop by next Tuesday at 3:00 
and just tell you about the success we’ve had with other small 
business owners.”

Often, the people will say they have life insurance. Then 
he says, “Oh. Just out of curiosity, are you with ABC Insur-
ance?” The prospect corrects him. (Good salespeople love get-
ting corrected.)

Mike: No, we’re not with them, we’re with Brand X Insurance.
Mr. Smith: Oh, then we really should get together, because 

I can show you some ways we can complement that 
program. By the way, have you done any kind of estate 
planning?

And then, no matter what the answer is, he says, “Oh, that’s 
great. Then we should get together. What about next Friday at 
3:00?”



I’m not going to tell you that he gets an appointment every 
time. But the fact is he has become one of the most successful 
agents in the entire country by using the third-party approach 
and the Ledge.

Referral Calls
You can use the referral call when you have called someone in 
the organization, and that person has referred you to someone 
else. This approach helps you make the most of that opportu-
nity to get an appointment.

Now you already know that when you telephone some-
body and that person says, “I’m the wrong person to speak 
with,” you’re not going to ask, “Okay, who’s the right person?” 
Instead, you’re going to say, “Oh, what do you do?”

This is where you have to be ready to think on your feet. 
Sometimes, you’ll realize you really are speaking to the wrong 
person. Sometimes, you’ll ask the person you’re talking to for 
an appointment.

Assume you’re able to confirm that you really are dealing 
with someone who is the wrong person. Assume too, that you 
ask your contact for the name of the right person to meet with. 
Usually the contact will say something like “Why don’t you get 
in touch with Pete Smith.”

(Note: I prefer to ask, “Who should I be meeting with?” 
rather than “Who handles so-and-so?” At this point in the call 
you’ve shared some information about your company with the 
person and—this is important—asked what he or she does. If 
you keep the discussion on a personal, one-on-one level, you 
may get better information.)

How should you use that information? Most salespeople 
call and say the following.

“Good morning, Mr. Smith, this is Joe Johnson from XYZ 
Company here in New York. The reason I’m calling you is 
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that I just spoke to John Jones, and he suggested that I call 
you and tell you about the work that we’re doing. He thought 
you’d be interested in knowing more about my company.”

Don’t do it!
Instead, use what you’ve already figured out. You call Mr. 

Jones; he tells you he’s the wrong person. You get the name of 
the right person, then you call him. Call the right person and 
say:

“Hello, Mr. Smith. This is Jane Smith from XYZ Company 
here in New York. We’re one of the top three widget compa-
nies in America. The reason I’m calling you today specifically 
is that I just spoke to John Jones. He suggested that I give 
you a call to set up an appointment. I wanted to know if next 
Tuesday at 3:00 would be okay.”

You don’t need to go through a full explanation. All you 
need to say is that your referrer suggested you give a call to set 
up an appointment. If you follow the system I’ve set up, your 
statement will be completely aboveboard. You will have asked 
for the name of the person you’d be meeting with.

At some point in my conversation with Pete Smith you’re 
going to get a reaction. The typical reaction is, “Oh? Why 
would he want me to meet you? Well, what’s this about?” Of 
course, Pete Smith doesn’t know anything about why you’re 
calling.

You can then take a step back and say, “Well, the reason I 
called John initially was that I had just worked with the XYZ 
Company. We were very successful in training their salespeople 
to be more effective on the phone. And when I told him that, 
he said that I should talk to you to set up an appointment.”

Now the person has to react. He can react by saying, “Well, 
we don’t do anything like that.” To which you’re going to say 



(you know it already, right?), “Oh. So what do you do?” And no 
matter what he says next, you’re going to say, “Well, you know 
something, we should get together. How about next Thurs-
day at 3:00?” So even with a referral call, we can still use the 
response turnarounds and the Ledge effectively.

The Ledge, I cannot overemphasize, is the technique you 
must, without fail, become familiar with. I tell salespeople to 
take a piece of paper or an index card, write the word “Ledge” 
on it, and keep it in front of them at all times when they make 
calls. Use the Ledge just as I’ve outlined it in this book!

You can use the referral approach in any number of situa-
tions. I recently met someone in Cincinnati who told me that I 
ought to call a friend of his in Indianapolis. I called the friend 
and said: “Hi, I met with so-and-so in Cincinnati and he sug-
gested I call and set up an appointment for us to get together. 
I’m going to be in Indianapolis next week.” (This was, in fact, 
the case.)

It worked—and we got a significant account from that 
visit!
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Chapter 9

Leaving Messages That Get Results

I’m always a little bit mystified when I run into salespeople 
who tell me they “don’t believe” in voice mail messages when it 
comes to making prospecting calls. Nowadays, that’s a little bit 
like saying you don’t believe in the planet Earth.

All the same, there are a good many salespeople we train 
who swear that it’s a waste of time to leave messages for pros-
pects. I have a sneaking suspicion that these salespeople simply 
don’t like making prospecting calls in the first place. Reaching 
someone’s voice mail box is common now. Excluding all those 
potential contacts is, I think, basically a rationalization for the 
bad idea of focusing your calling efforts on “warm calls” to 
people who are already familiar to you. The problem is, there 
usually aren’t enough people in that category to support your 
revenue goals.

Let’s face it: A huge number of decision-makers use voice mail 
to screen virtually all of their calls. Why would you want to hand 
that group of potential customers over to the competition?

I also talk to a lot of salespeople who take the opposite 
approach. They overcall cold contacts, and leave two, three, 
five, or even more voice mail messages per week. All that time, 
effort, and potential annoyance for people who have not yet set 
any kind of Next Step!



This method of using voice mail is not only a huge waste 
of time, but also a poor way to initiate a business relationship. 
Think back on the last time you received three or more con-
secutive voice mail messages in a single week from someone 
you didn’t know. Were you more or less likely to return the 
person’s calls at the end of the week?

There’s another potential danger with abusing voice mail 
systems in this way when reaching out to new contacts: You 
may be tempted to distort your own calling numbers, and that 
can make identifying correct ratios and targets difficult. I can’t 
tell you the number of salespeople I’ve worked with who’ve 
informed me that they make “fifty calls a week,” but who actu-
ally make calls to just 10 new contacts over a five-day period. 
They leave a message a day for each of those contacts, and con-
sider each of those messages to be a separate call!

In this book, when I talk about making a certain target 
number of prospecting calls per day, I’m talking about reach-
ing out to—and, if necessary, leaving voice mail messages for—
X number of brand-new people you haven’t tried to reach in 
any way, shape, or form that week. That’s the standard to use. 
It implies, of course, that you should leave no more than one 
voice mail message per business week when trying to establish 
connection with a new contact.

(Note: The situation is different, of course, once you’ve 
established some kind of Next Step with the person in question. 
At that point, you’re dealing with an active prospect; it’s quite 
common for people with busy schedules to exchange three or 
four messages before connecting in person or by phone, and 
some business relationships will actually unfold almost exclu-
sively by means of voice mail or some other messaging option. 
The point is, there’s a different standard once you’ve gotten the 
contact to agree to meet with you in person.)

On the whole, I’ve found that good salespeople actually 
prefer delivering a solid, professional message to a voice mail 
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system, and dealing with the resulting return call. Here are 
five reasons for that.

	1.	 The dynamic of the call is likely to be much more 
favorable, and a conversational tone will often be much 
easier to achieve.

	2.	 When the person calls back, you’re somewhat less likely 
to be interrupted (because you’re less likely to be per-
ceived as an interruption).

	3.	 When the person calls back, he or she is more likely to 
actually listen to what you have to say.

	4.	 You can easily leave messages for people who are dif-
ficult or impossible to reach directly on the phone.

	5.	 You can make prospecting calls to voice mail systems 
at just about any time of the day or night, which gives 
you more flexibility in scheduling.

In the age of voice mail, you must know how to leave a mes-
sage that can increase your chances of having the person get 
back to you. I’m going to give you two specific, very effective 
ways to leave a message. The first way will give you between 
65 and 75 percent return calls. The second way is almost 99 
percent effective!

Calling with a Company Name
Here’s the first way, the way that most representatives we train 
leave messages.

Let’s say I’m calling someone, and the secretary or recep-
tionist tells me I’m going to have to leave a message. If you 
recall the phone scripts from earlier chapters, the central rea-
son for my calling is the success I had with the XYZ Company. 
Therefore, my referring comment or my reference point should 
be the XYZ Company.

So my message will sound like this:



“This is Steve Schiffman from D.E.I. Franchise Systems, Inc.; 
my telephone number is 212-555-1234. Would you please tell 
him it’s in reference to the XYZ Company?” Or, for a voice 
mail system: “This is Steve Schiffman from D.E.I. Franchise 
Systems, Inc.; my phone number is 212-555-1212. It’s regard-
ing XYZ Company.”

So when he or she calls me back, I’m going to say: “Oh, I’m 
glad you called me. The reason I called you is that we recently 
did a project with the XYZ Company.”

And then I immediately go into my call about being suc-
cessful with the XYZ Company. I have to carry that through. 
If I don’t, then the calls will not be consistent.

You can’t lie or mislead. You must leave your company’s 
name as well as the referring company’s. You must be precise, 
and you must make sure that the secretary or the assistant gets 
the name of your company. Be careful not to give the impres-
sion that you represent the XYZ Company. If you do that, you 
will have trouble later on. Maybe not on your first call or your 
second call, but eventually someone’s going to say you misled 
them, and they’ll be right.

The interesting thing is, you don’t have to use a huge com-
pany for this strategy to work. It doesn’t matter whether or not 
the person even knows the company, as long as you get him or 
her on the phone. You can use a company that you’re familiar 
with or a company that your contact should be familiar with, 
but isn’t. If the person says to you, “Well, I don’t know any-
thing about the XYZ Company,” you can start by saying, “Oh, 
well they’re the biggest widget company in the area. They do A, 
B, and C. Anyway, the reason I was calling you . . .” and then 
you can go right into your opening.

It doesn’t even matter if the person tells you that he doesn’t 
really care about that company, because now you’re on the 
phone together. You can say, “Oh, that’s all right. I’m just  
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curious, though. What do you do?” And you’re going to use their 
answer to create the Ledge for yourself. So it doesn’t really mat-
ter how people respond to the message you leave, whether that 
response is positive or negative—as long as they call you back.

We get between 65 and 75 percent of our calls returned 
using this method.

Calling with an Individual’s Name
The second method of leaving a message came to me in an 
interesting way.

Every once in a while, it’s necessary to terminate some-
one; sometimes people just leave. That’s just the way things 
go. Some time ago I had a representative working for me who 
didn’t work out—I’m going to call him Bob Jones. After Bob 
left the company, I started thinking that, as president, I really 
should call everybody Bob had ever talked to in order to see 
whether I could start the conversation again.

The first company I called was a huge telecommunications 
company that Bob had met with; the headquarters were not far 
from our office in Manhattan. I asked to speak to the president 
of the company; the secretary got on the phone and said to me, 

“I’m sorry, he’s busy. What’s it in reference to?” Now remember, 
I usually say that my name is Steve Schiffman, my company 
is D.E.I. Franchise Systems, Inc., my telephone number is . . . 
and I go on to mention the referring company. But in this case, 
I had Bob Jones on my mind. I had been thinking about him 
for some time, because it was a little bit frustrating to me that 
he hadn’t worked out. So I simply said that Bob Jones was my 
reason for calling. The secretary took the message.

About 20 minutes later, the president of the company 
called me back and said, “You had called me in reference to 
Bob Jones.”

I said, “Oh, yes. Bob Jones worked for our company a num-
ber of weeks ago. He’s no longer with us, and the reason I was 



calling you today is we’ve been very successful working with 
the ABC Bank. I’d like to stop by next Tuesday at 3:00 and tell 
you about our success with them.”

He gave me the appointment, and we eventually started a 
business relationship.

I started thinking about that, about how many other peo-
ple Bob had met with. And so I called everybody and nearly 
every single person—almost 100 percent—called me back. 
I used the same message every time, referring to Bob Jones. 
Now, I don’t know whether or not they really remembered Bob 
Jones, nor do I care. I never asked that question. And when I 
showed up for an appointment, sometimes he would come up 
in conversation, and sometimes he wouldn’t. But they virtually 
all called me back. So I asked myself: How else can I use this 
approach?

Maria, a sales rep who’s been with us for about a year, was 
very frustrated because she had gone on a major sales call, and 
the person she had met with decided to stop returning her calls. 
I called her contact’s office. Here’s how the conversation went:

Steve: Can I speak to Brian Smith?
Secretary: I’m sorry. He’s busy right now. What’s it in refer-

ence to?
Steve: No problem. My name is Steve Schiffman. My com-

pany is D.E.I. Franchise Systems, Inc. My number in New 
York is 212-555-1234. Would you please tell him it’s in ref-
erence to Maria. (And I gave Maria’s last name.)

Thirty-five minutes later he called me back.

Customer: You called me in reference to Maria?
Steve: Yes, you had met with Maria a number of months ago.
Customer: Oh, yes.
Steve: Anyway, I wanted to find out what happened.
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And he told me the story. I found out that the sale was over, 
but the fact is I got him on the phone in under an hour. (Maria 
had told me that was impossible.)

My point is, you can use this technique in a lot of different 
situations. Have your manager call contacts at those organiza-
tions where the sale did not happen. Remember, the status quo 
is your number one competitor. If that’s true, and it is, then 
the odds are that your contact did nothing after your visit. So, 
therefore, your manager can say:

“Mr. Jones, I understand that you worked with Jan Smith, one 
of our representatives, and nothing really happened. I just 
wanted to know if there was something that we did wrong.”

In other words, your boss should make the assumption 
that your organization did something wrong. That’s a lot better 
than saying the prospect did something wrong! Virtually every 
time, this is what your sales manager will hear:

Prospect: Oh, no, Jan was great! It’s just that we had these 
three problems, A, B, and C.

Your boss can then say:

Manager: Oh, then we should get together, because we’ve 
been working with other companies who’ve had the same 
situation. How about next Tuesday at 3:00?

Working as a Team
Another way to use this technique is for two reps to trade off 
names. We have a number of salespeople in our office who do 
this. Ross will make the initial call. Sometimes, for whatever 
reason, he does not get through, and the person he’s trying to 
reach doesn’t call him back. Now, Melody uses Ross’s name to 



call. Her message will be, “This is Melody from D.E.I. calling 
in reference to Ross.”

This is all perfectly legitimate. Ross had called, and the 
contact never called him back. We don’t know why not. When 
she gets the prospect on the phone, Melody simply says, “Ross 
from our office had called you. I’d like to stop by.”

Typically, they’ll call back and she’ll get the appointment. 
So does Ross. But he does it in reverse, using Melody’s name. 
You can use this method with your colleagues, or your manager 
can work with you.

There are many different ways to use this technique. For 
example, you can call all of the companies that other repre-
sentatives in your company have called and have not been suc-
cessful with.

Let’s say two years ago Jimmy Jones picked up the phone 
and called the Umbrella Company of America. He never got 
through. You want to call again. Simply use Jimmy Jones’s 
name in your message:

“Hi, would you please tell him I called? My name is Chris 
Smith from the XYZ Company. My phone number is 555-
1212. Would you please tell him it’s in reference to Jimmy 
Jones.”

When the prospect calls back, you’re going to say:

“Hi, you had spoken to Jimmy Jones from my company a num-
ber of years ago. The reason I’m calling is that we’ve been 
very successful with the ABC Widget Company. I’d like to 
stop by . . .”

The strategy I’ve outlined makes it easy to get return calls 
almost 100 percent of the time, and it virtually eliminates prob-
lems with gatekeepers.
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Every once in a while, a secretary asks me what my call is in 
reference to. I simply reply that it’s a long story. If pressed, I ask 
the secretary whether he or she wants to hear the whole story. 
Most secretaries say no.

I always leave a message, either with a human being or a 
voice mail system.

If They Still Don’t Call Back . . .
I do not persist in calling people after a certain point. My 
approach is simply that once I’ve called, I assume you’re going 
to call me back. If I don’t hear from you within a week or so, 
my assumption is you didn’t get the message, and I’m going 
to call you again. As a general rule, I make no more than four 
attempts to contact a decision-maker at a particular company 
in a given month. You should follow the same rule.

I meet salespeople who say, “Steve, I call a hundred people 
a week.” In reality, they call 10 people 10 times each. That may 
add up to a hundred, but really it’s a very different number.

Years ago, a salesperson at a major company told me that 
she had called a decision-maker over 400 times, and still had 
not gotten an appointment! That’s like calling somebody 15 
times a day, every single day, for a month straight. Why would 
anybody do that?

Dealing with Telephone Tag
Telephone tag has to be the scourge of all salespeople. We call 
somebody over and over again; they call us, but we can’t seem 
to connect. How do you handle that?

Salespeople face this obstacle every day. We probably won’t 
reach up to one-third of all the people we actually call simply 
because they didn’t answer the phone. They’re busy, or they’re 
away, or they are in a meeting. You trade calls back and forth. 
This can be very frustrating.



My whole approach to appointment-making is based on the 
assumption that the prospect and I ought to get together. After 
all, why would I doubt that? So I’m going to use that assump-
tion in dealing with telephone tag problems.

I’ve called the prospect, I’ve expressed interest in our get-
ting together, and in making an appointment to meet.

The prospect has also expressed some interest. Whether 
or not this person directly said, “I’m interested,” the contact 
has not said to me, “No, I’ll never see you,” or, “No, never call 
me again.” Once in a great while you do get such a response, 
but let’s be realistic. Most people respond—in kind—by 
either saying, “No, this is not the best time,” or by making an 
appointment.

What’s really happening in telephone tag? The problem is 
that you have not really connected with a prospect. If you do 
connect, then you’re going to set up a meeting. But do you 
really have to connect, or can you simply use the resources at 
hand to set the appointment?

Consider this sample call:

Steve: Mr. Jones, the reason I’m calling you is to set an 
appointment.

Mr. Jones: Please call me back.

I call Mr. Jones back in three weeks or in six months, 
depending on what his time frame is. What do I say? Listen:

Steve: Mr. Jones, the reason I’m calling you specifically is that 
when we spoke in May you suggested I give you a call today 
to set up an appointment. Would next Tuesday be okay?

That’s a highly effective follow-up call. Use it! (By the way, 
much more about follow-up calls appears in Chapter 9.)
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But let’s say that, for whatever reason, I don’t get to talk to 
Mr. Jones when I call back, so I leave the following message on 
Mr. Jones’s voice mail.

“Hi, Mr. Jones—Steve Schiffman here from D.E.I. The reason 
I called is that when we spoke in May you suggested I call 
today to set up an appointment. I looked in my schedule and 
I see that I’m going to be in Philadelphia next Thursday, and 
I wanted to know if next Thursday at 2:30 is okay. My number 
is 212-555-1234.”

That’s the entire call. The approach uses the assumption 
that this person and I are in fact going to get together. (Again: 
Why not assume that?) This approach can be used with voice 
mail or with a secretary. You and the prospect have simply 
missed each other.

So refer to your first call in your follow-up call. (Never skip 
the first call or make untrue statements about whether you’ve 
called in the past.) Give a reason to set the appointment that 
day—because you’re going to be in Philadelphia. (Never say, 

“I’m going to be in the neighborhood.” That makes it sound like 
you’re driving around Philadelphia with time on your hands. I 
don’t think that’s the message you want to send!)

Be specific. Say, “I’m going to be in Philadelphia next 
Thursday. I’m meeting with the XYZ Company. I could see 
you at 2:00, is that okay?” That kind of call will get a better 
response. Anything specific you can add usually gets a better 
response: “I’m going to be in Los Angeles a week from Friday 
to see the XYZ Company. Could we get together right after 
that?”

That’s the kind of call you want to make. It sounds profes-
sional, organized, and respectful.



Cold Calling Messages
Now let me show you how to use this method without any pre-
vious contact. Let’s say that I’m calling a company that I want 
to do business with. For whatever reason, the contact is not 
taking my call. Perhaps he’s not interested. If that’s so, I want 
to know that.

I just simply call up and say, “Hi, this is Steve Schiffman,” 
Whether I’ve reached voice mail or a secretary doesn’t matter. 
The message should sound something like this:

“This is Steve Schiffman. I just looked at my schedule. I real-
ize I’m going to be in Philadelphia next week to see the XYZ 
Company. I’ll be about 20 minutes from your place. I’d like to 
get together. Would next Thursday about 2:30 work out?”

Now the person has to react—you’ve put the ball in his 
court. He’s got to deal with you, either by making an appoint-
ment or not making an appointment. Obviously, you’re not 
going to go over unless the person agrees to see you. And I’m 
not suggesting that you go on an appointment simply for the 
sake of putting mileage on your car. I am saying, though, that 
you can often set up a good appointment through voice mail or 
by leaving a message with a secretary using the strategies I’ve 
outlined.

Suppose you’ve just set up your first appointment in Phila-
delphia. You can think to yourself, “Okay, now that I’ve set up 
this appointment in the Philadelphia area, why don’t I begin 
to set up more meetings for Philadelphia?” Now you can call 
all the prospects you have in Philadelphia, all the people that 
you’re talking with in Philadelphia, and all the people you’ve 
ever called or anybody in your office has ever called in Phila-
delphia. Use the methods I’ve given you to make those calls 
and set up more appointments.

Now your calls sound like this:
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“I’m going to be in Philadelphia, let’s get together.”
Suddenly you have a good reason to call a prospect back. 

You have a reason to make follow-up calls. You can now set up 
a major sales effort in Philadelphia!

Telephone tag problems are easy to solve if you under-
stand the big concept: The person has asked you to call back 
and, therefore, you’re calling back. You don’t necessarily have 
to speak to the individual directly—you can simply set the 
appointment.

Sometimes it’s easier to understand this process by looking 
at the entire sequence of events. Consider this series of calls, 
for instance.

The first time I call, I don’t get through, so I leave a mes-
sage: “Hi, this is Steve Schiffman. I’m calling in reference to 
Jim Jones.” Or, “I’m calling in reference to XYZ Company.”

Either way, the person calls me back. If I miss the call 
because I’m busy going on appointments, I call the person back 
again. Now they call me back. So: I’ve called them, they’ve 
called me; I’ve called them, they’ve called me. On the third call 
I leave my message:

“Hi, Mr. Jones, this is Steve Schiffman. The reason I was call-
ing you is to set an appointment. Would next Tuesday at 2:00 
be okay?”

Again, I can do this either with voice mail or I can do it 
with a secretary. I can use the same message if I happen to 
get through to the person I want to talk to. The fact is, I’ve 
shortened my message. I don’t need to leave a longer message 
because I’ve already called. My assumption is that the prospect 
is going to see me, so I ask: “Can we get together next Tuesday 
at 2:00?”

This is the single best way to defeat telephone tag. It’s 
breathtaking in its simplicity. And it works!



A Few Words about E-Mail
I’m not a big proponent of trying to use e-mail messages to initi-
ate business relationships; I think telephone prospecting is still 
the most immediate, direct, and effective strategy for develop-
ing prospects. We have, however, had some success in using 
e-mail to support and expand existing business relationships.

Given the extraordinary popularity of this medium of 
communication, a few notes on how to get the most of it—
based simply on personal experience, and not on any formal 
research—are probably in order.

Expect people to delete messages from people they don’t 
know. You do it, I do it, everyone does it. If the sender is 
unfamiliar, the instinct can be overwhelming for us to hit 

“delete” rather than examine a message that appears to have 
nothing whatsoever to do with us. There is some room for 
experimentation here, of course, but I would not recommend 
spending vast amounts of time tracking down individual e-
mail addresses and sending hopeful messages out to them. I 
would also advise against purchasing lists of addresses and 
conducting mass e-mail campaigns, for the simple reason that 
more and more people today deeply resent receiving unwanted 
e-mail from total strangers. Any number of online entrepre-
neurs could give you different advice, of course, but my focus 
has always been on initiating profitable business relationships, 
and e-mail blitzes don’t seem to me to be a great way of doing 
that.

Use e-mail to maintain a distinct, personal connection with 
current clients, prospects, and customers. Once you’ve estab-
lished a reciprocal relationship with someone, e-mail can be 
an extremely important sales tool. There are, of course, people 
who use e-mail as a primary business communication method. 
That means that, for a good portion of your contact base, e-
mail will be essential in setting up Next Steps, getting feedback 
on ideas, and conducting follow-through efforts.
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Make the message easy to take action on. That means keep-
ing your note relatively short (preferably readable in full with-
out having to “page down”). It also means getting right to the 
point and establishing a clear goal for the future that benefits 
both parties. For instance:

Hi! It was a real pleasure meeting with you and Dave today; 
I’m attaching a copy of the specifications you asked for. I’d 
like to get your feedback on how this looks before our group 
meeting on the eleventh.

I’m going to plan on calling you on Monday at 2:00—can you 
let me know if this is a good time?

Sincerely,
Jeff

Use subject lines that focus clearly on the Next Step you 
have in mind. Boring or poorly constructed subject headings 
can keep your message from even being opened; subject head-
ings that focus on the action you have in mind will usually win 
attention and a quick return e-mail. For instance, in the mes-
sage above, a subject line that read “Specification documents” 
would probably be ignored entirely, or put off to be “opened 
later.” On the other hand, a subject line that read “Upcoming 
call: Monday, June 25th at 2:00” would certainly get your con-
tact’s attention—and, more than likely, a spot on the person’s 
calendar, which is what you’re after.

One final warning on e-mail messages is in order: Take 
advantage of the informality of the medium if you wish, but 
don’t let your message get too casual. It is easier than you might 
imagine to send an inappropriate e-mail note. This is, I think, 
because it is so easy to compose “on the fly” and hit “send” 
without reviewing the message carefully and double-checking 



for important details (like the spelling of someone’s name). Play 
it safe: Look your message over closely before you send it, and 
delete or revise any portion that could possibly be offensive. 
Better yet, compose your message in a word processor, edit and 
double-check it to your heart’s content, and then paste it into 
your e-mail messaging system when it’s time to send it. That 
way, you’ll be able to spell-check and grammar-check the mes-
sage before it goes out.

You’ll find more thoughts on voice and e-mail in the next 
two chapters.
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Chapter 10

More on Voice Mail

The purpose of a cold call is to get an appointment, to turn a lead 
into a prospect. Unfortunately, too many salespeople don’t ask 
for a meeting. They use a cold call to sell instead of trying to pro-
ceed to the next step of the sales process. That generally doesn’t 
work even when you get through to a potential prospect—and it 
almost never works when you leave a voice mail message.

For technical reasons alone, voice mail must be treated dif-
ferently than messages left with receptionists and secretaries. 
They can be longer and more detailed—but not too long.

For example, someone who handles web development and 
wanted to work on my Web site, www.dei-sales.com, recently 
called me. I was out of the office and the woman left a message 
about what she does and who she’s worked with and what she 
thought she could do for me. She was based in Los Angeles and 
was going to be in New York the following Tuesday and wanted to 
set up an appointment on such and such a date. It was as though 
she’d read a previous edition of my cold calling book. But . . .

I presume she indicated at about what time she wanted 
the appointment and left a number where I could reach her. 
I say “presume,” because the voice mail cut her off. She ram-
bled on for so long selling that she went beyond my answering 
machine’s ability to record her.



My basic rule of thumb is that if you want to sell when 
you’re cold calling, you should go into telephone sales. And if 
you want to sell when you’re cold calling and on voice mail you 
ought to go into another profession. It just doesn’t work. That’s 
worth repeating. It just doesn’t work!!!

Ironically, in earlier editions of this book, one significant 
idea put forth was to avoid voice mail. You wanted to work 
with a secretary or administrative assistant or anything that was 
actually alive. People, me included, weren’t used to working 
with voice mail. Very often, early versions of it were unreliable. 
And just the idea of talking to a machine seemed somehow 
very 1984-ish. (I mean of course the book, not the year.)

But all that’s changed. Experience has taught me that it is very 
often the gatekeepers who are unreliable. They’ll certainly deliver 
your name and phone number. And sometimes they may even 
deliver your entire message. But what they don’t deliver is your 
passion, your sense of humor, your belief in your product. So now 
when a secretary asks me if I want to be switched to voice mail, 
my answer is a resounding yes, please. In fact, there are salespeo-
ple I know who think voice mail is the best way of cold calling.

They’ve found that they don’t actually get through to pros-
pects very often. And they waste a lot of time talking to who-
ever answers the phone before they’re put through to voice 
mail anyway. So they place a lot of calls on weekends or later 
in the evening when they’re likely to go directly to voice mail. 
They’ve found—and I can’t argue with this—that a lead is 
likely to listen to their entire message (assuming it is relatively 
brief and not off target) without interruption.

Now the question becomes, what kind of message do you 
leave? Based on my experience, if you use the techniques from 
the previous chapter, you have a 65 percent of getting a return 
call. Remember, you can’t get an appointment unless you even-
tually speak to the prospect. And using voice mail is a good 
way to do that.
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Chapter 11

E-Mail Tactics

Don’t!
That one word is the condensed version of this entire chap-

ter. If you’re in a rush, feel free to move on to Chapter 12. How-
ever, those of you who want to get your money’s worth, please 
read on. There is some interesting stuff here.

The growth in the use of e-mail has revolutionized the way 
we communicate, and not always in a good way. As I said a 
couple of chapters ago, e-mail has become an essential com-
munication tool—but for follow-up once you have established 
a good relationship with a prospect or client. My mantra has 
always been that you only have one chance to make a good first 
impression. I don’t believe e-mailing is a good way to do that.

There are a lot of reasons I think this, not the least of which 
is its popularity. I personally get somewhere in the area of 100 
to 150 e-mails a day. Going through every missive I receive has 
become an onerous burden. And if I’m on the road for a day or 
two (even accompanied by my trusty BlackBerry), it becomes 
impossible.

So what is the first thing I do? Obviously, I eliminate spam. 
Then I delete those e-mails from people I recognize but don’t 
want to or don’t have the time to deal with—the people who 
send me jokes or petitions to sign or heartwarming stories of 



people finding salvation. If I’m pressed for time, I then get rid of 
e-mail from people whose name or subject I don’t recognize.

What does that leave me with? People with whom I do 
business, clients, potential clients, former clients. And you. 
Let’s take a wild stab on whose e-mail I’ll look at, consider and 
respond to first. Then guess who I will get to if I have time. Or 
tomorrow. Or the next day. So, the chances are great that the 
person you are trying to reach will not even read your e-mail. 
By contrast, even if you don’t get through to a prospect on the 
phone, you can leave an impassioned voice mail message he or 
she is likely to listen to.

Another problem is the way e-mails have come to be per-
ceived. Because of the jokes and family photos that make up 
so much of e-mail volume—even in business situations—and 
you know who you are don’t you—e-mail missives seems to be 
taken less seriously. This manifests itself in an interesting way. 
I cannot prove this scientifically, but based on interviews with 
my clients and students, even if someone opens your e-mail, 
they may not read it all the way through. When they see it’s a 
cold call missive, they somehow associate it with spam and just 
delete it, reducing further the odds of your message getting 
through.

There’s another problem, as well. You may be the exception, 
but most people don’t write well. The lack of skill with words 
is nearly universal. People dash off e-mail notes and often don’t 
bother proofreading them or thinking them through.

The man who is helping me with this book teaches business 
writing to corporate executives and sees samples of this all the 
time. He told me that, “because it’s e-mail, people don’t write 
in complete sentences. They don’t worry about grammar. They 
send out e-mails written from the top of their heads, without 
much thought. Without proofreading. It’s counterproductive.”

I can vouch for that from personal experience. I once sent 
an e-mail to a perspective new client. I’d met him once, and 
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we shared an interest in sports. So I wrote him a note inviting 
him to play with me at my club. Unfortunately, he wrote back 
saying that while he’d enjoy the opportunity, he didn’t play 

“gold.”
Of course, you don’t have to be a genius to figure out what 

happened there. I mistyped golf, the spell checker didn’t catch 
the error obviously because gold is a real word, and I looked a 
little foolish. Looking foolish is okay—or at least not so bad—
when you have a relationship with someone. But when you are 
first starting out and you want to impress a prospect with your 
intelligence, you don’t want to invite him to play gold.

When it comes to e-mail, there is one thing you must 
remember above all else: You have to apply the same level of 
conscientiousness that you do to your written correspondence. 
You cannot simply just dash off an e-mail and not worry about 
the consequences—even when you have a relationship with 
someone. You do not, as many people think, erase an e-mail 
when you delete it. It is a permanent record that exists on your 
computer hard drive.

Any time the police or similar agency investigates an indi-
vidual or a company, the first thing they do is swoop in and 
seize computers. It is possible to retrieve e-mail that has been 
deleted.

So above all else, do not be flippant, do not be disrespect-
ful, do not tell off-color jokes or make insensitive remarks. It 
will come back to haunt you.

Finally, the most significant reason not to use e-mails for 
cold calling is that there is no appeal. If you send an e-mail 
and don’t get a reply, you don’t know if the prospect read it and 
wasn’t interested or just deleted it. There is no way to follow up 
and say, “But . . .”

If you use the telephone and you don’t get through, as noted, 
you can leave a message outlining in brief the advantages of 



your service or product. If you do get through, you have a shot 
at making a cogent argument that can lead to an appointment.

So, if not in cold calling, how do you use e-mail? For one 
thing, it’s a great way to follow-up after meeting someone at a 
convention or trade show. You can thank them for stopping by, 
tell them you found the discussion interesting and have some 
ideas for them. And conclude by promising to call to set up an 
appointment to discuss this further.

You can also send an e-mail as a follow up to a meeting. I 
personally prefer to send a handwritten note because no one 
does that anymore. So the missive stands out from the bulk 
of mail (e- and others) the prospect receives. Also, taking the 
time to sit down and send a handwritten note in an age when 
everything spews out of a computer bespeaks a kind of caring.

However, if you are an e-mail kind of person, it’s perfectly 
okay to say something like:

Dear Mike:
Thanks for the opportunity to discuss ways we might be able 
to work together. I’m just confirming that we’ll have a sec-
ond conversation on the 18th, when I’ll present several ideas 
based on the issues you mentioned.

This note does not suggest a reply. Never conclude your 
note with “Please let me know if that date is not convenient for 
you, so I can adjust my schedule.” You don’t want the prospect 
rethinking the appointment.

E-mail can be a valuable tool—but only if it is used prop-
erly. Cold calling by e-mail just doesn’t work.
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Chapter 12

Follow-Up Calls

Follow-up calls are what you make when someone asks you to 
call back in order to set an appointment.

For example, I call up John Jones and ask for an appoint-
ment, using one of the script formats in this book. But Mr. 
Jones says to me, “Steve, I’d love to talk to you but I’m really 
busy right now.” So I use my turn-arounds by saying to him, 

“Other people have said the same thing . . .” or “Can’t we just 
get together next Thursday? . . . .” But he insists, saying, “Look, 
I’m very busy right now, and this is simply not the best time. 
You’re going to have to call me back in the fall.”

There are always going to be people who won’t want to 
talk to you. Please remember: We’re not looking to get every 
appointment, although we’d like to get every single appoint-
ment where we have a reasonable chance of doing so.

With follow-up calls, the objective is simply to build our 
competitive edge-to improve our ratio of success.

When the prospect says, “You’re going to have to call me 
back,” I assume that when I do call him back, I’m going to talk 
with him to set the appointment. That’s an important point. I’m 
not calling him back next Thursday because I have nothing 
else to do. I’m calling him back because he asked me to call 
him back when I first called him to set up an appointment.



Remember That People Respond in Kind
The only way that you can accept this premise is if you remem-
ber that people respond in kind. After all, I said to him, “The 
reason I’m calling you is to set an appointment.” Then he said 
to me, “Steve, I’m busy right now. You’ll have to call me back.” 
My assumption, unless I hear otherwise from him, is that I 
should call back to set the appointment. After all, that’s what 
he is responding to. That’s what I’ve asked for. So that’s what 
I’m basing the follow-up call on. Look at it again:

“Good morning, Mr. Jones, this is Steve Schiffman from the 
XYZ Widget Company here in Madison, Wisconsin. The rea-
son I’m calling you today specifically is that, when we spoke 
last June, you suggested I give you a call today in September 
to set up an appointment. Would next Tuesday at 3:00 be 
okay?”

This is very different from what most salespeople do. Most 
salespeople do this:

“Good morning, Mr. Jones, this is Steve Schiffman from the 
XYZ Widget Company here in Madison, Wisconsin. When  
I called you a while back, I explained that I worked with the 
1234 Company. You were interested at the time but you said it 
wasn’t a good time. So I’m calling you now and I just wanted 
to know if you might be interested in the possibility of hear-
ing more about us.”

I can’t say it enough: People respond in kind! This opening 
is begging for a response like, “No, I’m not interested,” or, “No, 
I’m too busy.” But it’s extremely easy to make that call! It takes 
practice to make a better call. This is why your scripts and your 
choice of words are so important. This is why we teach people 
to tape-record themselves making calls so that they can listen 
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in on the calls and eliminate their mistakes. I’ve recorded a 
number of people during role-plays at our training programs. 
Once these people hear their own tapes, they understand why 
they haven’t been getting appointments.

If you start in with, “The reason I’m calling you is that we 
had spoken a long time ago and you had expressed some inter-
est then and I wanted to see if now is a better time,” all you’re 
doing is encouraging the person to say, “No, it’s not a better 
time.” Guess what? It will never be a better time!

Here’s one more example of what your call should sound 
like:

“Good morning, Mr. Jones, this is Steve Schiffman from XYZ 
Widget Company here at Anytown, USA. The reason I’m call-
ing you today specifically is when we spoke in June, you sug-
gested I give you a call today (you can mention the date if 
it’s appropriate to do so) to set an appointment. Would next 
Tuesday be okay?”

Now the person has to respond to you. (Does that sound 
familiar? Good!) You know the person’s going to respond 
to you. In fact, you’re prepared for the response. The person 
could say:

“Well, Steve, the fact is this is still not a good time to talk. I’m 
really busy right now.”

As an expert cold caller, you now understand how you’re 
going to work with this response.

You’re going to create a Ledge by saying something like 
this:

“Gee, Mr. Jones, I’m just curious, what are you doing now? 
Who are you using for your widgets?”



The person will respond to you. They’ll say something like: 
“We’re using Acme widgets. And you know what? We’re really 
happy with what we’ve got.”

If you know your competition, you might decide to respond 
by saying, “Gee, are you using the Red Velvet model or the 
Blue Velvet model?” Then the person might say, “Neither. 
We’re using the Green Velvet one.”

You can then say, “Oh, that’s great! You know something, 
we really should get together. We really complement Green 
Velvet very well. How’s Friday at 3:00?”

Give it a shot, even though you know you’re not going to 
get an appointment every time. But I guarantee you that at 
least 10 percent of those people you talk to during follow-up 
calls are going to see you. And that’s 10 percent that you would 
not have gotten otherwise.

When to Call Back
As to when to call somebody back, I don’t like to give someone 
three months, six months, or a year before I call them back. 
I think that’s foolishness. And yet—how do you break down 
that time barrier? What reason do you use for calling earlier? 
There are probably a million reasons you can call people back. 
Here’s my favorite:

“I was just thinking about you yesterday.”
Not long ago, I was teaching salespeople at a large tele-

communications company. The company was going through 
a major merger at that point. I told everyone in the room that 
they should pick up the phone on Monday morning and call 
every single person they were supposed to call back at any 
point in the next three months.

I asked them to say something along these lines:

“Good morning, Mr. Jones, this is Steve Schiffman from Data 
International Company here in Blank, Texas. The reason I’m 
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calling you is that I was thinking about you yesterday. We 
were at a national sales meeting where I learned about a major 
merger that now puts us in a unique position, and I’d like to 
get together to tell you about some of the new things I’ve just 
learned.”

The results? A lot more appointments!
The key to any call like that is the phrase, “I was just think-

ing about you yesterday.” People respond to that, of course, 
and they’re usually quite positive. I’ve had people say to me, 

“No kidding! I was thinking about you, too.” Or, “It’s a funny 
thing you called, we were thinking about doing X.” Whatever 
the person says, the point is that you now have a reason to call, 
and you’ve eliminated that three-month waiting time.

I’m working with a company right now that I’d once had 
great difficulty getting business from. When I called I was told, 

“Why don’t you call me back after the summer?” Of course, I 
didn’t wait until after the summer. I called back 30 days later, 
and the call went like this.

Steve: You know something, I was driving past a building, and 
I looked up and saw a billboard that advertised your prod-
ucts, and I thought of you, and I thought I’d give you a call.

That’s all I said. My contact came right back with:

Prospect: You know something, I was actually thinking about 
you the other day.

Steve: No kidding?
Prospect: Yes.
Steve: You know what, we should get together.
Prospect: Sure, come on in.

And that did it. Eventually, I got that business.



Do you understand the concept behind this approach? 
Your opening line is, “I was just thinking about you,” which is 
absolutely true. Even if you weren’t thinking about the person 
before you made the call, calling will certainly make you think 
about that person!

Once you start to think about it, you’ll realize you can use 
this approach for almost any call you want to make. You can 
call anybody up and say:

“You know, I was looking through my list and I was thinking 
about you.”

“You know, I just happened to be in Jackson, Mississippi, yes-
terday. I was thinking about you.”

“You know, I was driving on Interstate 88 the other day and I 
was thinking about you. I’m going to be in Indiana; I thought 
we could get together.”

This brings us to another approach you can use for follow-
up calls. Consider this true story. Looking at my schedule 
recently, I saw that I was going to be in New Albany, Indiana. 
New Albany, Indiana, is a very small town outside of Louis-
ville, Kentucky. The point is that I was going to go to New 
Albany, Indiana, because I was visiting a client there. I called 
somebody who’s in Atlanta, Georgia, and I said, “You know 
something, I was looking at my schedule the other day, and I 
realized I’m going to be in New Albany, Indiana, next Thurs-
day and I thought maybe we should get together on Friday.” 
And my contact said, “Okay, that makes sense.”

Not much later, I used the same technique again! I called 
somebody in Texas. He said to me, “Look, I’m really busy this 
week. I can’t see you.” So I said, “Gee, I’m just looking at my 
schedule. On the 13th (which was about two weeks from that 
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day), I’m going to be in Charlotte, North Carolina.” Do you 
realize that Dallas and Charlotte are nowhere near each other? 
But that’s what I said. “I’m going to be in Charlotte, North Car-
olina. I have to give a speech there. Why don’t we get together 
the day before?” He said, “Okay.” And all of a sudden there’s 
a reason to meet. Somehow it makes sense. You’re closer than 
you were before. If your budget accommodates this strategy, 
give it a try.

Build Up Your Arsenal!
You can use all of these methods to make your calls. Use every-
thing you can. Develop your arsenal of cold calling techniques. 
For my part, I will call a prospect for every reason I can pos-
sibly think of. The sun’s up; the sun’s down. It’s been a good 
day; it’s been a bad day. Just made a sale; just lost a sale. Closed 
the deal; opened the deal. It doesn’t matter. Every single event 
gives me an opportunity to call, start the conversation, and 
reduce the waiting time before the actual meeting.

And if the follow-up call doesn’t go smoothly right off the 
bat, you know what to do: create the Ledge!
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Chapter 13

The Four-Step Sales Process

Now that we’ve taken a thorough look at cold calling and the 
various ways of setting appointments, let’s look at how what 
you’ve learned fits into the overall sales process. There are basi-
cally four stages to the sales process:

•	 The Opening
•	 The Information Stage
•	 The Presentation Stage
•	 The Closing Stage

One of the questions I ask salespeople when I conduct my 
seminars is “What’s the objective of the first step?” The discus-
sion usually goes like this:

Salesperson: Well, Steve, the objective of the first step is to 
meet somebody, to greet them, to create rapport.

Steve: No, that’s not it.
Salesperson: Well, it has to be. You haven’t built up any rap-

port yet.
Steve: Sorry. That’s not it.
Salesperson: Okay, it’s to create a first impression. It’s to con-

tact them.
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Steve: That’s not it either.
Salesperson: Then the objective is to get the person to pick 

up the phone.
Steve: Nope.

And on it goes. What is the objective of the first step? The 
objective of the first step is simply to get to the next step.

Similarly, the objective of the second step is to get to the 
third. The objective of the third step is to get to the fourth. If 
you look at it that way, what you realize is that when you’re 
completing each step, you’re getting closer to your goal of clos-
ing the sale. Since the status quo is your number one enemy, 
and time is so important, your objective is always to advance 
the sale as efficiently as you can.

Advance the Sale
You’re always looking for ways to advance the sale. That means 
the only way you know your meeting was good or bad was 
whether or not you got to the next step. The fact that you sat 
down and talked to somebody, or that the person said to you, 

“This is a great meeting; this is wonderful” means absolutely 
nothing if you don’t move to the next step.

When I go on first appointments, I know my objective is to 
get to the next step: to come back for a second appointment. 
The success of these sales meetings is determined by whether 
or not I’m going to come back, not on how I felt the meeting 
went.

So: There are certain steps in the sales process. The last 
step, the close, comes from the third step, which is the presen-
tation. The presentation comes from the second step, which 
is the information step. And of course, the information step 
comes from the first step, the opening. Let’s take a quick look 
at how the sequence moves forward.



The Opening
I was doing a program for an HMO recently. There were about 
100 people in the room. A young man in his early twenties 
recounted the story of his very first sales call in his first sales 
job. (Remember what that was like?)

The story goes like this: As he’s heading out the door for his 
first sales call, his manager says, “Look, the first thing you do 
when you go on an appointment is look at the photographs on 
the prospect’s desk. Look at the photographs, say something 
about the family, and you’ll create rapport.” So here he is, 22 
years old, on his first day at a new job. He walks into the per-
son’s office, who happens to be a 55-year-old senior manager. 
He goes up to the photographs. He picks up the photographs. 
They are the four ugliest people he has ever seen in his life.

Not knowing what to do, he turns to the prospect and said, 
“Mr. Prospect, these are some great looking frames.”

Well, of course, we all make mistakes during meetings 
with prospects. Sometimes we do a product dump on the pros-
pect—telling them everything about our product, probably 
more than they ever wanted to know, without letting the other 
person get a word in edgewise. We may even ask a couple of 
questions that aren’t relevant.

Don’t use gimmicky openings. Simply get acquainted with 
the person, one human being to another. Be clear and to the 
point. Remember, the opening is just to get you to the next step, 
so this “getting-to-know-you” phase can be relatively spontane-
ous, short, and sweet. (This idea also translates to your cold 
call openings, which we’ve already discussed.)

The Information Stage
In this stage, it’s vitally important to ask yourself: What infor-
mation do I have to know in order to make the right presenta-
tion? If you agree that the close comes from the presentation 
and the presentation comes from the information, you have to 
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determine the information that you must ask about. This is a 
roundabout way of saying that you can’t assume you already 
have all the answers.

Don’t ask people: “What do you need?” Telling people to 
go and find out what prospects need is one of the most mis-
leading approaches taught in sales today. As you know by now, 
people don’t need us, and we shouldn’t conduct the interview 
as though they did.

Remember the one-third sales rule. One-third of your 
potential sales will fall into your lap. One-third depends on 
your selling skills. One-third won’t go your way. When you’re 
gathering information, you’re fighting for that second one-third 
which is not going to fall into your lap. That means your infor-
mation-gathering cannot be based on needs.

Allow me to repeat this, because it warrants repetition. The 
real key to successful selling is finding out what people do. If 
you understand what they do, how they do it, when they do it, 
where they do it, who they do it with, why they’ve chosen to 
do it that way, and whether your product could help them do it 
better, you’re going to be successful. Success comes from help-
ing people do what they want to do, not what you want to do.

You and I want to make a sale. There’s no question about 
that. If you want to be able to go in and say, “Gee, I can show 
you how what I do will help you do what you do better,” then 
you first have to ask questions that help you understand what 
this person does. There are hundreds of such questions, but 
since this is a book about cold calling I’ll have to content 
myself with giving you one of the very best. Here it is: “What 
is it you’re trying to accomplish here?”

When you have the answer to that (and it will take a while 
to get it), you’ll be ready for your presentation.

Here’s an important rule of thumb: The information-
gathering stage should occupy about 75 percent of your selling 
process.



The Presentation Stage
Do you know the difference between a demonstration and a 
presentation? The definition of a presentation is relatively sim-
ple. It’s presenting your case for why the prospect’s deciding to 
buy. Most people confuse demonstrations and presentations. 
They think they’re the same thing. They’re not.

And by the way, a demonstration is not designed to show 
you how a product works. It’s designed to get a reaction from 
you. When I show you how a copier works in a sales setting, 
what I’m really looking for from you is some kind of reaction. 
The purpose of a demonstration is to get information.

The purpose of a presentation, on the other hand, is to close 
a sale. Too many salespeople are making demonstrations, call-
ing them presentations, and not closing the sale. Your demon-
stration isn’t designed to close a sale. The presentation closes the 
sale. The demonstration gives you the information you need so 
you can make your presentation. Therefore, you have to under-
stand that the presentation comes from the second step, the 
information step, which should incorporate any demonstration 
you plan to make.

The Closing Stage
So we’ve opened, we’ve gathered our information from the 
demonstration, and we’ve made our presentation. Then we go 
ahead and try to close the sale with one of those gimmicky 
sure-fire closing techniques you’ve probably heard about. The 
puppy dog close, for instance. Do you know what the puppy 
dog close is? The puppy dog close is when the salesperson 
comes in and says, “You know what? Let me leave the machine 
here for a week. You’ll fall in love with it. You’ll buy it.”

Or how about the Ben Franklin close? This is where you 
draw a line down the middle of a piece of paper and say, “Mr. 
Prospect, you write down every single reason you should not 
buy from me. I’m going to write down every reason you should. 
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If I come up with more reasons than you do, I win, and you 
lose. You’ve got to buy.” Ridiculous, isn’t it?

My favorite close comes from a book I read some years ago. 
The author recommended turning to the prospect and saying, 

“Mr. Prospect, if you don’t buy from me today, I’m going to lose 
my job.” Could you see yourself saying that?

Have you ever heard of the “three devil” close? This is 
another one of my favorites. The salesperson turns to the pros-
pect and says, “Mr. Prospect, let me tell you a story.” The story 
is about (you guessed it) three devils. One goes to the right, 
one goes left, and one goes straight ahead. The story rambles 
on and on and on. It has no point. The salesperson is suddenly 
supposed to start laughing abruptly, even though the story 
doesn’t make any sense and has no punch line. “Ho, ho, ho.” 
The theory is that the prospect will be so embarrassed for you 
that the sale will close itself! Can you see yourself doing that?  
I hope not! But the sad truth is that many salespeople follow 
this kind of ridiculous advice.

I don’t close that way. You don’t have to close that way. If 
you understand what I said before, then you know I open with-
out gimmicks, and I get information based upon what people 
do, how they do it, when they do it, where they do it, and who 
they do it with. I make the right presentation because it is based 
on that information. It’s not based on my product or service.  
I make the right presentation, showing the way in which what I 
offer can help them do what they do better. And I close simply 
by saying, “Mr. Prospect, it makes sense to me . . . what do you 
think?”

That’s it. “Makes sense to me; what do you think?” Simple, 
isn’t it? And it’s extremely effective—much more effective than 
any trick close.

Once you start to understand how well this approach works, 
you’ll see that there’s a different, more logical, way to approach 
selling than you’ve read about in other books.



Most selling systems get all distracted by the opening and 
closing stages. Actually, the interviewing stage is what every-
one should be focusing on. The closing is simply the last step 
in a logical progression.

If you’ve handled the other steps of the sale properly, if 
you haven’t made the mistake of presenting before you have 
enough information, the closing part simply makes sense. It 
really does make sense (to you and the other person) that you 
get the sale.
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Chapter 14

The Principles of Sales Success

My only real concern when it comes to sales training is whether 
the training I offer helps people make more sales. If it doesn’t, 
then the training really doesn’t make any difference. The pur-
pose of sales training is to help people do what they do—that is, 
sell—better—that is, make more sales. With that aim in mind, 
let’s look now at some of the basic principles for sales success.

1. All Steps Lead to the Next Step
The only reason you’re making a cold call is to get an appoint-
ment. The only reason you went on the appointment is to get to 
the next step in your sale. Your next step could be the second 
appointment or it could be a close. It doesn’t really matter to 
me what it is, as long as you know what it is. Too many sales-
people go on appointments without having any idea what their 
objective for the visit is.

The objective of every step of the sales process is to get to the 
next step. If what you’re doing doesn’t get you to the next step, do 
something else that does!

2. The Difference Between Success and Failure Is 72 Hours
I think each and every one of us has had a great idea that went 
unattended. We said, “Boy, I ought to write a book about that,” 



or, “That’s a great idea for a movie,” or, “I should design some-
thing that does that better.” Then, six months or a year later we 
see that our idea has actually been implemented by someone 
else. Well, what happened? The difference was that the other 
person took action on the idea.

You can read this book, but if you don’t begin to implement 
the concepts that we’ve talked about here within 72 hours, and 
then maintain the activity for 21 days, you’re not going to be 
successful.

People tend to fall back on what they know. And if you 
don’t get started with these concepts within 72 hours, you’ll 
fall back on what you already know, and you’ll have missed 
an opportunity to be far more successful than you are now. 
Respond immediately! Find something to implement! Take 
action now!

Changing your selling techniques within 72 hours really is 
the key to success.

3. All Objections and Responses Can and Should Be 
Anticipated
Everything that I’ve ever created in selling has been based 
on the premise that I can know in advance what a prospect’s 
response will be—that I can learn to predict how people will 
respond to me during a cold call or in person.

I know, for example, that on a sales call I’m going to be 
asked certain questions about my training techniques and 
about how my seminars work. I’m prepared for these questions. 
I have my answers ready. If I didn’t prepare an answer, that 
would be like going on a sales call without a business card. I 
would never do that. Would you?

4. Follow-Through Is an Integral Part of Sales
I prefer “follow-through” to “follow-up.” Don’t you? In fact, 
I very rarely say to anybody, “I’m going to follow up with a  

	 The Principles of Sales Success	 123



124	 Cold Calling Techniques

telephone call.” What I like to say is “I’m going to follow 
through by calling you next week.” In other words, I’m going 
to follow through on what I’ve started. I’m going to complete 
it. I may not make every sale, but I’m going to follow each rela-
tionship through as far as I can.

5. You Must Find Out What the Prospect Does
Find out what people do! Ask them what they do, how they do 
it, when they do it, where they do it, who they do it with, and 
why they do it that way. Your job is to help them do it better.

6. Prospects Respond in Kind
I’ve said it throughout this book, and I’ll say it again here. Peo-
ple respond to what you’re asking, and they respond in kind to 
how you ask. As I’ve pointed out repeatedly, if you ask, “Do 
you need my service?” the odds are you’re going to hear a “no.” 
If you talk instead about how you can help them do what they 
do better, you’re going to be successful.

This concept of asking the right questions comes from a dis-
cussion Socrates and Plato had about pleasing the gods. They 
concluded that the pious person was the person who pleased 
the gods; that is, who made the gods happy. I believe that, in 
order to make the gods happy, we have to ask the question, 

“What, exactly, will make them happy?” Therefore, to my way 
of thinking, a pious person is one who asks the key questions.

If you don’t ask questions like “What is it that you do?” or 
“What are you trying to get accomplished?” you will not get the 
success you deserve.

7. It’s Necessary to Ask for the Appointment
One of the biggest mistakes salespeople make is failing to ask 
for the appointment. I’ve heard salespeople ask for just about 
everything except an appointment during a cold call. Guess 
what? They don’t get the appointment!



The Four Ps
Let’s go beyond the usual list of selling do’s and don’ts. In order 
to become a more successful salesperson, you should concern 
yourself with four basic areas of knowledge:

•	 Professional development
•	 Product malleability
•	 Presentation skills
•	 Prospecting

Professional Development
Ninety percent of all salespeople in the United States fail 

to read one book about improving their sales techniques in 
a given year. Furthermore, most salespeople will not pay for 
their own sales training; 90 percent of all sales training is paid 
for by the employer. Salespeople will pay for their own swim-
ming lessons, quilting lessons, riding lessons, tennis lessons, 
horseback riding lessons, driving lessons, and (of course) golf 
lessons, but they won’t pay for their own sales training. You 
may want to give some thought to whether or not you need to 
sign up for a program that will help you improve your sales 
skills. (You’ve already beaten the odds, however, by reading a 
sales-related book!)

Product Malleability
“Product malleability” means repositioning your product 

or service to fit your prospect’s specific needs.
Remember, the purpose of your product is to help people 

do what they do better. Strictly speaking, your product doesn’t 
matter as much as your ability to take it and apply it—and that 
means, of course, that you have to understand your prospect’s 
business. So product malleability comes from your understand-
ing of what your prospect does, and how you can apply what 
you offer to the prospect’s unique situation.
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Presentation Skills
Presentation skills account for an important part of your 

overall success, but they probably aren’t as important as you 
might think at first. Many people practice their presentations 
constantly, using role-playing, memorization, and even vid-
eotaping to hone their “moment” with the prospect. Do they 
realize that the ratio of calls to appointments is usually three-
to-one—and sometimes even higher?

I would be foolish if I told you that making a good pre-
sentation to your prospect is not important. But in the overall 
scheme of things, it is still not as important as getting in the 
door—prospecting. And, of course, no amount of practice can 
perfect a presentation that is not based on solid information 
about the prospect.

Prospecting
Prospecting is really what this book is about. It’s what makes 

the difference. We did a study of successful salespeople making 
between $75,000 and $125,000 (in 1987 dollars) a year consis-
tently for 10 consecutive years. We learned that 45 percent of 
the success of an individual salesperson comes directly from his 
or her ability to prospect. Twenty percent comes from presen-
tation skills. Twenty percent comes from product knowledge 
or product malleability, and the remaining 15 percent comes 
from sales training. In other words, 65 percent of what success-
ful salespeople do is finding people and talking about potential 
applications; that’s prospecting and presenting combined.

Ten Traits of Successful Salespeople
In all the years that I’ve traveled and during all the programs 
I’ve done, I’ve given approximately 8,000 speeches and trained 
about 500,000 salespeople. I’ve found that there are certain 
key characteristics that make people successful in sales. Here 
are the top 10.



1. They’re Not Normal.
You’ve decided to go into sales and, therefore, by the very 

definition, you’re not normal. Sales success is not a normal 
state. Sales success is not normal—because success means 
being willing to act differently. When you’re successful, you’re 
not normal, and because you’re going to maintain that suc-
cess, you’re comfortable with the idea of never being normal 
again!

2. They’re Committed.
Successful salespeople have goals and they are committed 

to them. Not only do you have to be committed to your own 
goals, but you have to be committed to the goals of your com-
pany. Do you understand those goals? Do you understand fully 
what your company is trying to accomplish?

You’re also looking to work with the goals of your custom-
ers. As soon as salespeople say to me that they’re concerned 
about their commission checks, then I start worrying whether 
or not they’re concerned about their customers. If you help 
customers accomplish their goals, if you help them do what 
they do better, you will never, ever lose.

3. They’re Motivated.
Successful salespeople are self-motivated. They know what 

they have to do and they know how they’re going to get there. 
Interestingly enough, the role of the sales manager in the suc-
cessful salesperson’s career is really minimal. You and I both 
know what we have to do. We know we have to make calls. We 
know we have to follow through and do the things you’ve been 
reading about in this book each and every day. We know we 
have to take action. We have to make things happen.

One of my favorite stories is about a great Hollywood liter-
ary agent named Swifty Lazar. His actual name was Irving, but 
everybody in the business called him Swifty. Swifty Lazar died 
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a number of years ago, but in reading about him, one of the 
things that struck me was that every single morning, he said 
he would get up and he would look at his calendar and see 
what was going to happen that day. And if there was nothing 
that was going to happen, he made something happen every 
day . . . before lunch! And that’s exactly my philosophy—you 
make something happen every day . . . before lunch. You get an 
appointment. You make a call. You start some activity. Because 
the activity you create today is going to give you business down 
the road.

4. They’re Self-Declared.
Being self-declared means that successful salespeople feel 

good about themselves. Successful salespeople carry themselves 
well, they talk themselves up, and they understand what it is 
they have to accomplish and how they’re going to get there.

5. They Sacrifice.
If you ever watched the Olympics, or any committed ath-

lete, you realize that an athlete makes tremendous sacrifices. 
They make choices each and every day in order to be success-
ful. They understand that the gain is worth the choice that 
they’re going to make.

6. They Delegate.
Successful salespeople also understand how to prioritize 

and how to get the things they need to do done. They know 
how to take best advantage of the resources and the people 
available to them.

7. They’re Optimistic.
Successful salespeople are part of the solution and not part 

of the problem. It’s easy to find problems. Anyone can do that. 
And yet I’ll bet the person you remember most in life, the per-



son you consider your mentor (whether it’s your parent, grand-
parent, coach, or a college professor), is the person who helped 
you find the solutions.

Successful people are believers. They believe the great 
mission can be accomplished. They not only believe it; they 
live it.

8. They’re Enthusiastic.
I absolutely, positively love doing what I do. The reason I 

tell you that is that I want you to be enthusiastic each and every 
day. Every single day, get up as if it were the first day you’ve 
ever sold. Do you remember the very first sales call you went 
on? Remember that anxiety, that nervousness, the adrenaline 
pumping through your body? It was exciting! Live that excite-
ment every day!

9. They Live Off-Peak.
Successful salespeople don’t drive onto the highway at 8:30 

a.m. and sit in traffic. They’re going earlier or they’re going later. 
They’re not going with everybody else.

They constantly rethink their options. They’re not standing 
in line at noon for a restaurant. They go earlier or later. They’re 
not like the woman in New York City I heard of recently who 
stood in line for an hour and a half . . . to complain about the 
lines.

10. They’re Consistent and Persistent.
Successful salespeople have the focus and the discipline to 

follow through on their projects and not get bored. Successful 
salespeople aren’t fickle. They have a plan and stick with it.

The Three Most Important Words in Sales
The three most important words in sales today are obsession, 
utilization, and implementation.
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Obsession
You need to be obsessed by what you’re doing. You have to 

be willing to think about your job seven days a week, 24 hours 
a day.

Utilization
Obsession without discipline results in chaos. If you’re not 

disciplined enough to stay focused, to make the calls, to do 
what you have to do to reach your goals, you’re not going to be 
successful. Successful people understand how to utilize every-
thing. So take all the material, all the things that you’ve read 
in this book, and use as much as you possibly can to become 
more successful.

Implementation
And finally, we come to implementation. You just have to 

do it. You have to implement the plan. You have to do the work. 
If you don’t do it, you’re not going to be successful.

A Tale of Two Lumberjacks
Two lumberjacks were given axes and told to go into the for-
est to cut down trees. The first lumberjack went up to his 
first tree and started to chop away. He chopped all day long 
without stopping. The second lumberjack also did his share 
of chopping and cutting, but at various points during the day, 
he would stop, walk away, and come back a few minutes later. 
Meanwhile, the first lumberjack kept working away.

At the end of the day, the lumberjack who worked nonstop, 
who never stopped working, had cut less wood than the lum-
berjack who took breaks.

Do you understand what happened?
The lumberjack who took breaks went to sharpen his ax.
The point is that both men were given the same tool, but 

only one of them learned how to use the tool properly.



We’re all given the same tools. We all play on the same field. 
We all play by the same rules, yet certain people really learn 
how to use those tools properly. In the end, it’s not the play-
book that’s important, it’s the execution. Every basketball team, 
every football team, plays on the same field. What makes one 
better than the next? It isn’t their playbook. It’s their execution. 
What will make you better than the next person? What will 
give you the success you need? Your execution. Your ability to 
carry out the plan.

A Guarantee
If, after reading this book, you don’t agree that it’s the best on 
the market about appointment-making through cold calling, 
contact me and I’ll return your money without question. All I 
ask is that you develop a draft of your cold calling script, and 
track the results of your calls for 21 days. Send me your com-
pleted script development materials, the call sheets recording 
the calls you made and their results, and I’ll know you gave the 
program an honest try.

If you send these materials, along with a note expressing 
your displeasure with your results, I’ll write you a check for 
the full purchase price of the book. The fact is, though, it’s 
absolutely, positively impossible to fail with my method—if 
you only try.

In my office, we have regular sales meetings, but they’re 
a little different in one respect from the meetings in many 
offices. Certainly you’ve heard the expression, “Have a nice 
day.” Where I work, we don’t say that; we say, “Make it a pro-
ductive day.” It reminds us that we’re in control of our destiny, 
that our success or our failure is in our own hands. It’s just the 
same with you.

Make it a productive day!
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Appendix

Sample Scripts

Finally—you’re ready to begin.
Almost every product that you buy today has a set of instruc-

tions; many even state something along the lines of “use only 
as directed.” I take a slightly different approach on the matter 
of tinkering with the simple scripts that follow. Certainly you 
should feel free to adapt them to your own personal style. But 
do so in keeping with the spirit of the program outlined in the 
preceding chapters. Don’t overembellish.

As you look these scripts over, you may find them a little 
ambitious. They’re meant to be. They’re simple, and they’re 
direct. That’s why they work.

At one of my seminars recently, a group of salespeople 
expressed some reservations about these scripts. Why were 
they so aggressive? Where were the probing questions? How 
were they to “draw the prospects in”?

Their problem, of course, was that they were wasting their 
time talking to people they should have classified as simple 
rejections in the first minute of the conversation. And anyway, 
selling over the phone, is not what cold calling is about.

To address the concerns these people raised, I decided to 
try a little experiment. I sat down one Tuesday and made seven 
cold calls in a two-hour period. I got through to two people 



and got one appointment by using one of the scripts repro-
duced here—word for word. That’s 50 percent. I asked the 
sales manager if he could match that figure using his current 
methods. He couldn’t. When the salespeople finally saw the 
results of the program, they decided to give it a try.

The salespeople I’m talking about were lucky. They kept 
an open mind. If you do the same thing, you’ll see a marked 
improvement in your performance.

The scripts outlined here are the basis for the work you’re 
about to undertake. Obviously, as you get more proficient at 
your phone prospecting work, you’ll change a word here and 
there to fit your own style and requirements. But the same 
approach applies—and that’s the point. You’ll stop wasting 
time by having extended conversations on the phone. You’ll be 
direct in asking for the appointment. You’ll know what you’re 
going to say in advance.

When I start my seminars, I usually begin with the sen-
tence, “When God wanted to punish salespeople, he invented 
the cold call.” That actually sums up my feelings, and possibly 
yours as well, about the cold call. You, and only you, can turn 
the “curse” into an opportunity—by beginning to use the tech-
niques I’ve shown you, and the scripts provided here.
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Initial Contact Script

Good morning , this is  from . 
The reason I’m calling you today specifically is so I can stop by 
and tell you about our new  program that increases 

. I’m sure that you, like , are interested in 

.

(Positive response).

That’s great ; let’s get together. How’s ?



Third-Party Endorsement Script

Good morning , this is  from .  
(Insert your brief commercial on your company.) The rea-
son I’m calling you today specifically is that we’ve just com-
pleted working on a major project for , which was 
extremely successful in increasing . What I’d like to 
do is stop by next  to tell you about the success I had 
at . How’s ?
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Follow-Up Script

Good morning , this is  from .  
A number of weeks ago I contacted you, and you asked me to 
call you back today to set up an appointment. Would  
be good for you?
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