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Introduction
IMAGINE A WEEK of your professional life 
where you are slammed with qualified ap-
pointments. What would it feel like to be 
so busy going from one sales appointment 
to the next, that you don’t have time to think 
about anything else?
Next, imagine that each of these sales appoint-
ments are with highly qualified prospects that are 
pre-disposed to buy from you. How productive 
could you be? What would your sales numbers 
be that week?
More importantly, consider what you would do 
with all the extra commission you would earn 
that week? Would you give more money to a 
cause that you believe in? Would you take your 
family on that much-needed vacation? May-
be you would pay down some debts and move 
closer toward financial freedom.
Whatever motivates you, Double Your Sales Ap-
pointments™ is a proven program that will put 
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you in front of more qualified buyers than you 
ever dreamed possible so that you can absolutely 
achieve your sales goals.
This proven method of scheduling sales ap-
pointments was developed over the course of 
many years and draws on my personal experi-
ence as a Financial Services Professional.
This program positively works! It worked for 
me; it will work for you!
Best of all, it’s simple and allows you to person-
alize it and make it your very own. This book 
outlines a proven call model that positively en-
gages prospects over the telephone and causes 
them to desire a sales appointment with you.
Congratulations on your decision to Double 
Your Sales Appointments!
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CHAPTER 1

Developing 
Call-Confidence

CONFIDENCE is a magnetic personal quality. 
It makes prospects want to hear what we have 
to say. Top-producing sales professionals exude 
confidence. But how do we get it?
Even seasoned professionals occasionally are ap-
prehensive about prospecting for new business. 
This nervousness is known as call reluctance. It’s 
natural. We all get it. But what separates the top 
producers from the rest of the sales force is how 
they conquer it and develop Call-Confidence.
Five factors are crucial to developing the confi-
dence required to prospect and schedule quality 
sales appointments.
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Factor #1 - Be fully prepared
It starts with research. We must have enough 
quality information on the background of pros-
pects and their purchasing tendencies. Once we 
have this understanding, we can draft an effec-
tive, well-thought-out, pre-call plan. Success-
fully scheduling a qualified appointment then 
becomes a matter of executing the plan.
Factor #2 – The Art and Science  
of Appointment Scheduling
Contacting prospects to schedule appointments 
is an art. We’re endeavoring to connect with a 
real person with unique needs. Everyone is dif-
ferent. Everyone responds to different approach-
es. One size does not fit all.
Appointment scheduling is also a science. It can 
be completed successfully if we follow a proven 
process. If we follow sequential steps that work 
each time, we can be more assured of success.
Factor #3 – Proven Process
Driving a car that has a stick-shift transmission 
involves following a proven, sequential process. If 
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you skip steps, you will break something or hurt 
someone. In the same way, successfully schedul-
ing sales appointments follows a proven process.
The process outlined in this book has been de-
veloped over years of practice and experience. It 
is known as the Double Your Sales Appoint-
ments™ call model. I developed this call model 
from years in the trenches, scheduling sales ap-
pointments as a Financial Advisor.
Factor #4 – Experience
Nothing beats the experience developed over 
time as we practice, practice, practice. The most 
accomplished professionals in every industry 
have practiced their craft until they have mas-
tered it.
They know, through trial and error, what works. 
They also know what does not work. These pro-
fessionals draw on years of experience.
Experience helps us develop the skills we need 
to perform at our best. Nothing is more effective 
in helping us develop confidence. 
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Factor #5 – Acknowledgement
Who doesn’t like to celebrate success? When sales 
managers acknowledge team members who have 
achieved milestones, they boost their confidence.
My sales leadership programs equip sales man-
agers with the acumen to lead their teams to 
greater levels of achievement. Inspirational lead-
ers provide recognition and acknowledgement 
to their teams.
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CHAPTER 2

Overcoming 
Call-Reluctance

EVEN THE BEST in the business experience days 
when they don’t feel like making prospective 
phone calls. Some days the phone looks like it 
weighs 500 pounds.
This apprehension to pick up the phone and 
reach prospects has been referred to as Call-Re-
luctance. It can be one of the most crippling 
mindsets in the profession of selling.
If we allow Call-Reluctance to hold us back, 
we won’t have calendars full of quality ap-
pointments and our sales production will suffer 
poorly.
So how do we rid ourselves of Call-Reluctance? 
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Let’s start with identifying what causes it in 
the first place.

What causes Call-Reluctance?
In the space provided below, please list the 
top 3 reasons that you personally experience 
call-reluctance:
1.

2.

3.

When I facilitate training workshops, I hear a 
few of the common reasons that sales profes-
sionals experience call-reluctance. These include:

• “I don’t like the feeling of being rejected”
•  “I feel like I’m bothering people”
• “It feels as though I’m just interrupting  
 them”
• “They feel like I’m just calling to ‘sell’   
 them something”

So, how do we remedy this? How can we over-
come every hint of call-reluctance?
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5 Factors for Overcoming 
Call-Reluctance

Factor #1 – Prepare and Plan
Planning is critical in every sales activity. If 
we go about the call haphazardly, we won’t be 
prepared and the prospect’s responses could 
catch us off guard. The result is an ineffective 
appointment scheduling call and a calendar 
void of meaningful sales meetings.
It has been said, “success is where preparation 
meets opportunity”. 
The Double Your Sales Appointments™ Call 
Model starts with preparation as we build a 
pre-call plan.
Factor #2 – The appointment scheduling 
process is critical to your success
Imagine trying to drive a car and skipping sec-
ond gear? The engine would stall. If you want to 
drive it successfully, you have to follow the proven 
process and move properly through all the gears.
Appointment scheduling is a critical step in a 
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successful sales process. If you avoid this step 
because you are reluctant, your sales will stall.
Developing a positive mindset toward sales 
appointment scheduling is a critical factor in 
overcoming call-reluctance.
Factor #3 – Proven method
The great thing about this program is that 
it has been tried and proven. It works! The 
Double Your Sales Appointments™ call model 
is not in its beta test. It has been tried and 
proven. The most successful professionals are 
following this method.
When we follow a successful method, it takes 
the stress off of us and puts it onto the process. 
It’s not a matter of whether or not the method 
works, it’s a matter of whether or not you work 
the method.
Factor #4 – Partnering
Accountability is an incredibly motivating factor 
in business. Sometimes when we try to “go it 
alone” we run out of inspiration or may even 
fall back into old, ineffective habits.



9

If you have a colleague, whose motivation is to 
see you succeed, he/she can act as a mentor. This 
person can offer encouragement and feedback 
when you need it most. That type of edification 
builds confidence and alleviates the feelings of 
call-reluctance.
Factor #5 – Practice, Practice, Practice
There is nothing that fosters confidence or 
dispels fears like the experience that results 
from practicing. The more time you practice 
the skill of appointment scheduling, the faster 
you will master it.
Every successful professional spends ample 
time practicing their skill, over and over and 
over again. Each exercise of the skill becomes 
a learning opportunity of what works best or 
a moment of enlightenment for what “not to 
do again next time.” We all learn through trial 
and error.
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CHAPTER 3

Effective  
Pre-Call Planning

The Purpose of Having a Pre-Call Plan

COMMERCIAL AIRLINE PILOTS follow what is 
called a “flight plan”. The flight plan is a detailed 
outline of the many factors they will execute to 
successfully and safely arrive at their intended city.
The flight plan includes the finest details. Im-
portant information such as the departure time, 
route to fly, cruising altitude, and even what 
weather they may encounter along the way.
This flight plan serves as their guide to navigate 
and reach their desired goal.
In the same way, sales professionals can enjoy 
the greatest, most consistent success when an 
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effective plan is executed. The plan details more 
than just the goal, it lays out the specific steps 
to achieve them.
The Value of Pre-Call Plans
The pre-call plan gives us the guidance we need 
when we make the call, yet allows us the flexibil-
ity to adjust to conditions as we navigate the call.
Commercial airline pilots may encounter turbu-
lence enroute and so need to climb to a higher 
cruising altitude. Once they navigate past the 
turbulence they can revert back to the original 
altitude that was prescribed in their flight plan.
In the same way, sales professionals may need 
to adjust their approach based on the prospect’s 
reaction. Yet when they successfully navigate 
above the response, they can revert back to the 
pre-call plan in order to accomplish the goal of 
scheduling a qualified sales appointment.

Components of Pre-Call Planning
Research
Before we create the plan, we need to conduct a 
bit of research. Most times, it’s helpful to know 
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enough about the prospect’s history in order to 
gain insight into what their future needs may be.
Approach
The next component of pre-call planning is to 
determine what approach you will take to en-
gage the prospect over the phone. Factors to be 
considered here often include topics of common 
interest. If we briefly touch on topics of discus-
sion that the prospect has a natural desire to 
discuss, we “warm” up the call.
Other factors to consider for the approach is an 
understanding of what needs the prospect may 
be encountering. The more we can position our 
advice as consultation, the more apt the prospect 
will be to see value in what we prescribe as a 
solution.
Goals
Every effective pre-call plan clearly details the 
desired outcome of the call. It is critical to keep 
the goal in mind during the entire conversation 
with the prospect so that we may move the dis-
cussion toward the achievement of that goal.
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Method
Finally, determining the exact method to engage 
the prospect and schedule the appointment is 
foundational to the pre-call planning process.
The 4-Step Method of the Double Your Sales 
Appointments™ call model allows autonomy 
while also executing sequential steps toward 
the goal.



14

CHAPTER 4

The Double Your Sales 
Appointments™ 

Call Model

THE DOUBLE YOUR SALES APPOINTMENTS 
CALL MODEL™ is the only proven strategy that 
will assist you to schedule significantly more 
high-quality appointments.
It was developed through years of trial and re-
finement from real-life practice and experience 
in the field as a financial professional.
Where to begin?
All successful sales appointments start with a 
thorough understanding of the prospect’s needs. 
In order to determine the area of greatest need, 
we first begin by understanding the entire scope 
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of needs that a prospect may encounter during 
their lifetime.
What it is and what it’s not
This program is not about reading a script, but it 
is about you crafting the verbiage that you’re go-
ing to use with each call that individually accom-
plishes these four specific objectives during every 
prospective call. If you properly communicate 
these four specific items, you can immediately 
see a significant increase in the quantity and 
quality of sales appointments that you schedule.
What are the 4-Steps?
 Step 1: Express Gratitude
 Step 2: Personally Connect
 Step 3: Business Purpose
 Step 4: Call to Action
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Let’s follow each step through sequentially:
Step 1: Express Gratitude
There is no better way to engage another human 
being authentically than by expressing sincere 
thanks and appreciation.  The first step of the 
call model is to connect with the prospect by 
simply saying “thank you”. 
If I call someone and one of the first things 
out of my mouth is an expression of thanks or 
gratitude, it’s very unlikely that they will want 
to hang up on me immediately. Their ears will 
be open to this genuine expression of gratitude.
Why do you think it’s so important to do that, 
first?  Think for a moment about your own 
personal experiences when receiving calls from 
telemarketers.  One of the things you’ll rarely 
hear them do is express their gratitude.  
Monologue vs. Dialogue
Telemarketers proceed directly into two or three 
paragraphs of a monologue.  It’s all just one-
way communication. They seem to race through 
their script and get to the point where they can 
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try to sell you something.  
The Double Your Sales Appointments™ call 
model creates a much deeper and more authentic 
level of engagement with the person you’re on 
the phone with because it fosters dialogue. We 
are on the call to have a two-way conversation.  
We accomplish this by starting with a simple 
expression of gratitude.
Expressing gratitude genuinely engages them 
and opens their ears to hear more of what you 
have to say, instead of closing off the conversa-
tion and then looking for a way to get off of the 
phone or hang up on you.
The Magic of the 
“Compound Opening”
There’s a very effective strategy that I like to 
use. I call it the “compound opening”.  When I 
have a prospect that I’m attempting to reach on 
the phone, let’s say their name is John, I’ll greet 
John by saying, “Hey John, this is Jeff from XYZ 
Corp., over here on Main Street.  I’m calling you 
for a couple of reasons today.”
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(By designating a number, and saying that I’m 
calling for a couple reasons, whether or not the 
prospect realizes it, what I’ve done is to create a 
mild degree of curiosity in them. They are curious 
to know what the “two reasons” are that I’ve called).
Creating curiosity and grabbing their attention 
are the two most critical things you must do on 
every prospective call. The compound opening 
accomplishes both of these within the first 4 
seconds of being on the phone with the pros-
pect. It works!
Once we have their curiosity and attention, we 
go on to express gratitude. Let them know that 
you appreciate them and/or their business. The 
dimension of gratitude that you express takes on 
many different facets and forms depending on 
the relationship you have with them. I teach the 
various forms of gratitude that can be expressed 
in my Double Your Sales Appointments™ work-
shop.
After we communicate this gratitude, we segue 
swiftly into the second step of the call model 
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which is designed to create a personal and au-
thentic connection with them.
Step 2: Personally Connect
Creating a personal connection with the pros-
pect is what creates engagement and makes the 
call feel real. The connection can be made in 
many different ways, but I suggest starting with 
the mention of a topic of interest for the pros-
pect. This is something that they like to talk 
about.
At times, you will have enough information 
about the prospect to mention something mean-
ingful such as a hobby or current event in their 
lives. For others, you may be acquainted enough 
with their family dynamic to ask about their 
children or perhaps a recent event or perfor-
mance that they’ve participated in.
The idea here is that you can create a personal 
connection with just about anyone concerning 
just about anything as long as it is a topic that 
unites you both. It must create what we call 
common ground.
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What if you don’t have common ground with 
the prospect? Or, what if you don’t know much 
at all about their interests?
There are times when the call you are making 
is to someone that you don’t know at all on a 
personal level. This certainly makes the personal 
connection a bit more challenging but there 
are strategies to allow you to accomplish this.
One of the best ways to approach this portion 
of the call is to make a “sweeping statement”. 
This is a statement of fact that is inclusive of 
most people and that most other individuals 
can either relate to or are aware of.
The “sweeping statement” could be a mention 
of a current news or sporting event. Be sure 
to keep it positive – you don’t want to make 
the conversation unpleasant by bringing up a 
negative topic.
The “sweeping statement” might also be a men-
tion of how you are helping many of your top 
clients who work in a similar career. You could 
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also suggest that you are working with other 
clients who are a part of the rotary club, little 
league, boy/girl scouts (you name it); if there is 
common ground or affiliation, it “warms up” 
the call.
This personal connectivity positions you as a real 
person that truly cares and is involved in activ-
ities that the prospect is also involved in. This 
creates common ground and fosters authentic 
engagement with the prospect.
A Word of Caution!
Be sure not to spend too much time talking 
about this topic with the prospect. The indi-
vidual that you called knows that you didn’t 
just call them to chit-chat. They know that 
you are calling for a business-specific purpose. 
If you linger too long on the personal topic, 
the prospect will begin to disengage and you 
will lose their attention. After a brief dialogue 
about the personal topic, it is imperative that 
you move assertively to the business purpose 
for which you’ve called.
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Step 3: Business Purpose
The third step of the call model is the heart of 
the prospecting call. The effectiveness of your 
communication concerning the business pur-
pose and value of your call is what determines 
whether or not you will be able to schedule a 
sales appointment with the prospect.
It is here, in the third step, where you draw on 
your assertive communication skills. We must 
perfectly frame the verbiage. It’s not just what 
we say but also how we say it.
The message here needs to communicate with 
crystal-clarity, exactly what benefit there is to the 
prospect to commit time to come and meet for 
a sales appointment. This is where you want to 
speak directly to the area of need that you are 
proposing a solution for.
If the purpose of the meeting is vague, you will 
struggle to gain the prospect’s commitment to 
meet. If the purpose is too general, you may 
schedule an appointment but it will not be a 
qualified sales appointment. You will end up 
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wasting your time (and theirs).
In my Double Your Sales Appointments™ 
workshop, I work intently with participants to 
craft the perfect verbiage that communicates 
the value and purpose of the sales appointment. 
Part of that message is a very clear statement 
of exactly what will be accomplished during 
the appointment and what benefit there is to 
the prospect.
It’s just that simple
It all comes down to the perception of value. 
The only reason a prospect would not be willing 
to commit to an appointment is because they 
don’t believe that the meeting will be a valuable 
use of their time.
Your prospects have busy schedules. If you ex-
pect them to make time to meet with you, it’s 
imperative that you can clearly communicate the 
value of the time invested for the appointment. 
If you can build the perception of value for the 
prospect, then you will schedule quality sales 
appointments.
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Step 4: Call to Action
Once you have properly communicated the 
value of the sales appointment, it’s time to gain 
the prospect’s commitment to meet. This is the 
Call to Action.
There is a unique appointment scheduling 
protocol that I’ve developed through years 
of personal experience. I call it Scheduling 
Appointments that Stick™. It’s a simple and 
effective three step process for scheduling sales 
appointments.

Have you ever had an appointment 
that Stiffed You?
Come on! – Who hasn’t? We have all experienced 
the frustration of having a scheduled appoint-
ment with a prospect only to have that person 
not show for the meeting.

I hate when that happens!
In my world, there is nothing worse than com-
mitting time on my calendar for an appointment, 
and then being “stiffed”. Think about the waste 
that is involved when you have a “no show”.
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You spent all the time to schedule the appoint-
ment in the first place; you spent time preparing 
for the meeting and getting all of your documen-
tation together. You prepared mentally and even 
emotionally for the meeting. You were ready to 
go! Then – a no show!

It’s rough
No one likes when that happens so what I’ve 
developed is the definitive appointment schedul-
ing protocol that absolutely deepens a prospects 
commitment to show. It dramatically increases 
your ratios of appointments made to appoint-
ments kept.
So how do we Schedule Appointments that 
Stick™?

Step 1:
Record on both Calendars
The first step to Schedule Appointments that 
Stick™ is to actually record the appointment 
on your calendar and the prospects calendar as 
well. Now this doesn’t sound revolutionary, I’ll 
grant you. 
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The way you go about recording the meeting on 
the calendars has a huge influence on whether 
or not the prospect actually shows for the ap-
pointment.
Everyone keeps a calendar of some type. Yours is 
probably on your smartphone, tablet or laptop. 
Even individuals that seem least busy maintain 
some type of a written calendar. It could be a 
simple wall calendar that they refer to month by 
month; it might even be a written dayplanner. 
The point is that everyone keeps a calendar.
It’s important to properly define what an “ap-
pointment” is. In my definition, it’s not an “ap-
pointment” unless the selected date, time and 
location are recorded on my calendaring system 
and (more importantly) the prospects calendar 
as well.
Too often, a prospect will verbally commit to 
a date and time for a meeting, only to forget 
about it and not honor the appointment. This 
results when they don’t write the appointment 
on their calendar.
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(I’ll share a sample script of what all three steps 
might sound like sequentially in just a bit).
Step 2: 
State the Value of Meeting
The next step is to clearly state (with enthu-
siasm!) the value, purpose and benefit of the 
meeting that you are scheduling. Be certain 
that you articulate some benefit statements to 
the prospect so they understand what is in it 
for them.
This step is also where you communicate the 
logistics of the meeting including the date, lo-
cation, start time, meeting duration, and any 
documentation the prospect should bring to the 
appointment.
There are some sales roles that often require 
documentation to be provided in advance of 
the sales appointment. If this is true with your 
sales career, be sure to communicate an easy 
and efficient way for the prospect to deliver the 
necessary documents to you (and by what date 
they are expected).
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Step 3:
Confirm the Appointment

The final step to Schedule Appointments that 
Stick is to confirm the appointment. Notice I 
did not call it a meeting. No – this is an appoint-
ment. The reason we strategically use this term is 
because professionals keep appointments.
We would never just drop in to see our phy-
sician or attorney without having a scheduled 
appointment. These professionals maintain ap-
pointments because their time is valuable. Your 
professional time is very valuable too – so I en-
courage you to refer to these as appointments.
Now, the final thing that I strongly encourage 
during this appointment confirmation sounds 
a bit counter-intuitive. But, trust me; it works! 
What we are going to do is give the prospect per-
mission to cancel the appointment (if they must).
What?
You may ask, “Why on earth would you ever 
do that”? Well, trust me – if anything comes up 
that the prospect deems as being more important 
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that your sales appointment, they will blow off 
the meeting with you.
So, the best thing to do is qualify the prospects 
commitment to the sales appointment. This 
comes with strings attached. When you em-
power them to cancel (if they must), you also 
assertively communicate the expectation that 
they would call you to let you know about it. 
This deepens their commitment to show up for 
the appointment.
Let’s put it together
So, here’s a sample script of what Scheduling 
Appointments that Stick™ could sound like:
(This, by the way, is the confirmation protocol 
(step 3) and picks up in the conversation after 
the date and time have been selected for the 
sales appointment).
“Excellent, Mr. Smith - we are all confirmed for 
our appointment this Thursday at 2:00PM. Our 
appointment will take place at my office here at 123 
Main St. and will take 30 minutes of our time. I’m 
really looking forward to meeting with you because 
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what we are going to discuss is _______________ 
and what that will help you with is to accomplish 
_______________ and _______________.
…oh, one last thing, Mr. Smith. If for any rea-
son something comes up between now and 2:00 
Thursday so that you wouldn’t be able to keep 
our appointment, I completely respect that. All I 
would just ask is that you would commit to give 
me a call and let me know about that because 
that way, I could give that time slot to some-
one else. Is that fair enough? Thank you. I’m 
really looking forward to seeing you, Thursday! 
Good bye.”
So, what is the advantage of letting the prospect 
know that they can cancel the appointment? 
Two things: first, they verbally commit to calling 
you to tell you they can’t make it (that gives you 
the opportunity to discuss a reschedule date), 
and secondly, if they can’t make it anyway, it 
allows you to do something much more pro-
ductive than wait around for Mr. Smith to show 
up at your office.
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All together now
So here’s what the entire Double Your Sales Ap-
pointments call could sound like when we put 
it all together:
“Hi John; its Jeff calling from XYZ Bankcorp 
over on Main St. Good morning/afternoon! 
I’m calling you for a couple of reasons today. The 
first is I just want to thank you for your business. 
I see that you’ve been banking with us now for 
more than eight years and it means a lot to us 
that you’ve trusted us with your banking needs, 
so thank you.

The other reason I’m calling today is that the last 
time you were in our branch to open a checking 
account with me; we got to talking about your 
son, Bobby and his upcoming soccer tournament. 
How did he do? (Prospect response, ad lib, etc.)

Excellent, well – one of the things that I’ve been 
assisting my top clients with is to be sure that they 
have an effective plan in place for funding their 
children’s education. Would you mind telling me 
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a bit about the college savings plan you have in 
place for Bobby? (Prospect response, ad lib, etc.).

Okay, well that sounds like an ideal topic for us 
to explore next time you are here in the branch. 
I specialize in this type of service and have been 
helping many of our clients get on the right track 
toward college savings.

How about we do this? – Let’s set some time for 
an appointment when you could come into the 
branch? We could resume the discussion where 
we left off here. Perhaps we could schedule some 
time a bit later this week or even early next week? 
(Prospect response).

Great! So let’s do this next. Let’s look at our calen-
dars and select a time that is convenient for you to 
come in. I’ve got my calendar handy; if you need 
a moment to go grab yours, no problem…just let 
me know when you have it in-hand. What day 
and time works best with your schedule? (Prospect 
response).

Great! So, we have selected Thursday afternoon at 
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2:00. Let’s go ahead and write that appointment 
into our calendars. Perfect!

Now here’s exactly what we’ll accomplish during 
our time together: First, we will look at the var-
ious options for college savings. Next, we will de-
termine which one looks ideal for you and Bobby. 
Then, if all looks good, I’d be glad to help you get 
started. I would also ask you to bring along copies 
of your ID so if you feel comfortable, we can get 
through the paperwork very efficiently. (Prospect 
response, ad lib, etc.)

“Excellent, John - we are all confirmed for our 
appointment this Thursday at 2:00PM. Our 
appointment will take place at my office here 
at 123 Main St. and will take 30 minutes of 
our time. I’m really looking forward to meeting 
with you because what we are going to discuss is 
_______________ and what that will help you 
with is to accomplish ________________ and 
_______________ .

…oh, one last thing, John. If for any reason some-
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thing comes up between now and 2:00 Thursday 
so that you wouldn’t be able to keep our appoint-
ment, I completely respect that. All I would just 
ask is that you would commit to give me a call 
and let me know about that because that way, I 
could give that time slot to someone else. Is that 
fair enough? Thank you. I’m really looking for-
ward to seeing you, Thursday! Good bye.”
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CHAPTER 5

Going Deeper with 
Existing Clients

WHEN IT COMES TO CONSULTATIVE SELLING, 
a holistic approach has been proven to work 
best. Clients have come to expect expertise and 
trusted advice from the sales professional they 
work with.
It’s not just about a one-time-sale. Our client 
relationships often start with a purchase of one 
single product or service but these clients gen-
erally have needs that are more comprehensive.
The first step of implementing a consultative 
sales approach is to clearly define the full spec-
trum of needs that your clients will encounter 
during the course of your entire working rela-
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tionship with them. Next, we create a client plan 
that addresses these various areas of common 
need. Over the course of the relationship with 
that client, your job is to perpetually be learn-
ing about their goals, their needs and then fill 
the gaps identified with the solutions you can 
provide them.
Selling is ultimately about helping other people 
make the decision that is best for them.
In my sales training workshops, I equip sales 
professionals with the most effective, prov-
en consultative selling skills to become top 
producers in their industry. My book, www.
SalesROCKSTAR.co was written for this very 
purpose.
As it relates to this book, The Double Your Sales 
Appointments™ call model is the most effec-
tive approach to scheduling sales appointments 
for the purpose of going deeper with existing 
clients.
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CHAPTER 6

Warming Up  
“Cold Calls”

IT’S A BIT TRENDY to say that “cold calling 
is dead”. While I agree that that historical meth-
ods of cold calling are completely ineffective, I 
whole-heartedly believe that prospecting for new 
clients (sometimes, complete strangers) over the 
phone can be very effective if done properly.
The key is to more effectively approach the “cold 
call”. I have four strategies to create warm con-
nections while cold calling.
Strategy #1:
The Simple Introductory Call
The introductory call is very simple. The goal 
of this call is to make an authentic connection 
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with the prospects on your call list and position 
yourself for future business.
Because the prospect has no idea who you are, 
it’s imperative to create a positive and profession-
al first impression. This can be done elegantly 
over the phone. Keep in mind, the voice tone 
that you communicate with has a tremendous 
influence on the receptivity of the prospect. This 
is the time and place to have the “smile in your 
voice” and exude “likeability”. The impression 
you want to leave this prospect with is that you 
are respectful, courteous, and authentic.
Once you connect on the line with this prospect, 
you simply introduce yourself by communicat-
ing these four bits of information:
Name
Professional expertise (often is communicated 
by job title)
What make you unique within your profession 
(what differentiates you from everyone else in 
the business with the same title)
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Your availability to help (position yourself as 
available to help if the prospect has interest 
or need)
If you effectively, introduce yourself and create 
a positive first impression on the first call, there 
will be enough warmth and familiarity so that 
next time you reach the prospect, it won’t be a 
cold call.
This approach requires a strategic follow up call-
ing plan which I outline in my sales workshop 
entitled, Sales ROCKSTAR Academy which is 
based on my book: www.SalesROCKSTAR.co.
Strategy #2:  
Survey Approach Call
The goal of the survey call is to collect val-
ue-added information from a target market 
which has the propensity to need what you 
sell. The approach is designed to identify what 
the prospect desires most in a product or service 
provider.
The sales role and industry that you work with-
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in will determine the type of information you 
seek to gather from the prospect. Generally, the 
approach seeks to identify what the prospect 
would ideally like to have access too or a di-
mension of service that they would like to ex-
perience that they may not be receiving from 
another provider.

The survey approach is most effective for re-
lationship managers that have an ongoing re-
lationship with their clients. The client service 
experience is often a key determinant for who 
the prospect decides to work with.

In a highly competitive marketplace, delivering 
a superior client service experience is often the 
key point of value-differentiation between you 
and your competition. Building and executing 
an effective client service plan is critical for sales 
professionals. In my Customer Service workshop 
entitled, Treat’em Like a ROCKSTAR, I assist my 
students to build and execute a world-class client 
service plan. The workshop is based on my book, 
www.TreatEmLikeaRockstar.com.
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Strategy #3:
Fix-a-Problem Call
Many of the prospects that you reach on a cold 
call have experienced a problem with the service 
provider they currently work with. This nega-
tive experience has created a challenge that they 
often desire to get fixed but simply haven’t de-
cided which other option is best to remedy the 
problem.
The goal of this cold calling approach is to qualify 
the prospect by asking if they have encountered 
that problem (or knows someone else who has) 
and then position as the expert to help them fix it.
The fix-a-problem call approach requires that you 
conduct a SWOT (Strength, Weaknesses, Oppor-
tunities, Threats) analysis on your competition 
so you know where you are most likely to offer 
superiority. This analysis allows you to also de-
fine the most common problems that exist in the 
marketplace so that you can position yourself as 
the “hero” who specializes in fixing the problem.
The call generally starts with a cordial intro-
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duction and follows with a brief mention of 
your area of specialty or expertise to fix a typical 
problem that clients in the marketplace often 
experience. It’s helpful to have testimonial and 
examples to share with the prospect because it 
builds credibility in your services.
Strategy #4:
Social Media Introduction
Social networking is rapidly evolving and shap-
ing the profession of selling. If you aren’t on 
board yet with social networking, be warned: 
this ship has sailed. If you (or your firm) have 
not yet implemented a social media prospecting 
strategy, our sales consultants can help to build 
and execute a strategy to leverage these tools and 
grow sales revenue. Visit www.KrantzTraining.
com to learn more about our professional sales 
consulting services.
LinkedIn is the world’s largest social media pro-
fessional network with over 200 million sub-
scribers. I have entire workshops dedicated to 
leveraging LinkedIn for sales but let me share 
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one of the simplest (and free) here.
Linkedin allows free subscribers to search and 
target specific professionals that hold deci-
sion-making positions at companies that they 
would like to do business with. You can con-
nect (or be introduced) to these individuals as 
your network grows. Once you connect with an 
individual in your target market, you can mes-
sage them internally through the InMail system 
and thank them for the connection and begin 
dialogue. Most LinkedIn subscribers also have 
their contact information listed on their profiles 
which allows you to make a cordial introductory 
call to thank them for connecting.
Word to the wise
Just be sure that all of your connections through 
the social media platforms are valued-added. The 
fastest way to turn people off is to always be 
“pitching” something with your updates. Word 
travels very fast through social media so be sure 
that you are positively building your brand. Be-
fore long, you’ll have a huge group of followers.
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CHAPTER 7

Managing Resistance

IT IS VERY COMMON for prospects to offer some 
form of mild resistance or outright push-back 
when it comes to scheduling sales appointments. 
It’s normal
Just because you experience some resistance when 
scheduling sales appointments does not mean 
that you are inherently doing something wrong.
In order to effectively manage this resistance we 
can employ a simple strategy that positions us 
in a favorable light and may cause the reluctant 
prospect to want to meet with us after all.
The proven and simple strategy is known as Feel, 
Felt, Found. 
When a prospect either says “no” to your request 



45

to meet for an appointment, or seems reluctant 
to commit the time to meet with you, the Feel, 
Felt Found approach sounds like this:
Mr./Mrs. Prospect, I completely understand how 
you FEEL (I truly do)…
Many of my clients FELT the same way (in fact, 
I myself can relate)…
But what they FOUND was…(insert a benefit 
statement that other clients experienced when they 
met with you)
What the Feel, Felt, Found method effectively 
does is:
1. Establishes empathy and lets the prospect 
feel like someone “gets them”
2. Builds common ground and lets the pros-
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pect know that they are not alone
3. Motivates them to take action because of 
the associated benefits that others have expe-
rienced
Note: even the best sales professional comes across 
reluctance at times and that is okay. If in the end, 
the prospect says, “no, I don’t want to meet for 
an appointment”, the most effective thing to do is 
tactfully position yourself for future business.

Positioning for Future Business
Once a prospect says they won’t meet with you, 
position yourself as a respectful professional who 
is available to help when the time is right. It may 
sound like this:
“Mr./Mrs. Prospect, I completely respect that you 
are not able to meet at this time. It sounds as if 
you are very busy with many important things. 
Please keep this in mind, I’m here for you and 
would love to talk about this more during a better 
time. Next time you stop into the branch, why 
don’t you stop by and say a quick “hello”. It would 
be great to see you sometime real soon.”
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CHAPTER 8

Leaving Voicemail 
Messages

THE GOAL OF LEAVING any type of voicemail 
message is to get the prospect to call you back. 
The key ingredients to make this happen are:
Create curiosity
It’s critical to have a “hook” – something that 
captures the intrigue and attention of the person 
you are calling, causing them to want to call 
you back.
Be sure not to leave an indication that there is a 
problem with their account if you are calling to 
schedule a sales appointment. If they perceive 
that there is a problem with their account, they 
will call you back but will be instantly disap-
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pointed (even feel tricked) when they realize that 
you were calling to schedule a sales appointment 
with them.

Not just What you say
It’s How you say it

Voice tone is critically important when leav-
ing a voicemail message. There ought to be a 
sense of excitement and enthusiasm in your 
voice. This type of energy is motivational and 
will likely attract the prospect to desire to call 
you back.
Make it beneficial to reach you
In order to motivate the prospect to call you 
back, there must be something “in it” for them. 
If they perceive there is value in returning your 
call, they will take action to experience the value 
of calling you back. State your availability yet 
create a slight hint of fear-of-loss if they don’t 
act quickly.
Be sure to clearly enunciate the digits of your 
phone number. There is an art and science to 



49

leaving a good voicemail message. Many people 
do it ineffectively.
Have you ever listened to a long, boring voice-
mail message that goes on and on with all sorts 
of information that you don’t care to know and 
then at the very end, the caller races through 
their return phone number? You often have to 
rewind the message to retrieve the callback num-
ber. It’s a bother.
Can you hear me now?
In today’s wireless world of communications, 
there are often soft-spots with our signals that 
leave for less-than-perfect connections. What 
if the bad connection on your wireless device 
kicked-in right during that critical time when 
you are leaving your callback number?
Twice is Nice!
An effective strategy to be sure that the pros-
pect receives your complete and accurate phone 
number is to leave it on the message two times 
– once at the very beginning, and again at the 
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very end. This will ensure that they have the 
proper number to reach you back.
Sample Voicemail Message:
Hi John! It’s Jeff calling here from XYZ Corp right 
on Main St. My number is 867-5309. I’m calling 
you for a couple reasons today. First, don’t stress, 
there is nothing wrong with your account here. 
I’ve simply reached you because I have an idea/
concept/strategy that I believe you will find very 
helpful. In fact, I’ve helped many of my top cli-
ents with this particular service. When you have a 
moment, give me a quick call back at 867-5309 
and I’ll run it by you. I’m here the rest of today 
and then again tomorrow morning, but then will 
be tied up with appointments after that. I’m re-
ally looking forward to hearing from you, John! 
Chat soon!

Although leaving a voicemail message was not 
the ultimate goal when you called your pros-
pect, leaving effective voicemail messages can 
motivate them to return your call and schedule 
an appointment.
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CHAPTER 9

Your Personal  
Call to Action

THE MOST EFFECTIVE WAY for you to increase 
your sales revenue is to see more quality ap-
pointments. This book has revealed a proven 
method to Double Your Sales Appointments™.
The choice is now yours. I extend this 4-point 
challenge to every Sales professional that is 
serious about increasing their productivity:

1.  Immediately implement the proven 
strategies in this book. If you don’t begin 
to practice what you have learned, you 
will continue doing what you’ve always 
done; and no surprise – you will continue 
to experience the same results.
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2. Share the concepts that you’ve learned 
from this program with your sales manager 
and ask them to coach you. Nothing is as in-
spiring as a great coach who has your vested 
interest at heart and will hold you account-
able to achieving your goals.
3. Enroll in an upcoming sales training 
workshop that will equip you with great-
er professional skills and motivate you to 
achieve your very best. A host of workshops 
are available at www.KrantzTraining.com. 
Share this book with a colleague that could 
benefit. If you have found value in this learn-
ing resource, pass it on to someone else that 
could benefit as well.

Here is to your success!
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About the Author
Jeff Krantz lives each day with a deep sense of 
purpose. He integrates his contagious enthusi-
asm for sales performance with his experience 
of consulting Fortune 500 companies to deliv-
er world-class training programs. His unique 
speaking and training style is not only fun and 
entertaining but is also saturated with proven 
strategies that send the participants of his semi-
nars and keynotes away with far more than they 
expected.

While Jeff is well-accustomed to addressing exec-
utive groups, he is also no stranger to humble 
beginnings. His earliest days of career were spent 
in a third generation, family-owned business. 
It was this early experience of innovation and 
entrepreneurship that shaped Jeff’s character 
and work ethic while also giving him unique 
insights into the dynamics that drive successful 
enterprises.
Jeff later went on to acquire expertise in personal 
finance and developed a successful sales career 
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as a Financial Advisor with an industry-leading 
investment brokerage. It was here that Jeff also 
discovered his passion for training and work-
place performance. In pursuit of his passions, he 
began to facilitate sales training workshops for 
Bankers, Financial Advisors, Insurance Agents 
and Mortgage Consultants. The tailored train-
ing programs that he designed and facilitated 
delivered quantifiable return on investment in 
excess of 800%. Jeff now finds it his purpose 
and passion to consult top producing sales pro-
fessionals in the Financial Services industry. His 
unique ability to coach individuals and invoke 
peak performance can best be described as “in-
spirational.”
Jeff holds his General Securities Representative 
(Series 7) license as well as his Registered Invest-
ment Advisor Representative (Series 66) license 
with FINRA. He also maintains his Life, Acci-
dent and Health Insurance license in the State 
of New York. He earned a B.S. in Management 
from Houghton College and is a candidate for 
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the CSP (Certified Speaking Professional) desig-
nation with the National Speakers Association. 
He is an esteemed member of the American 
Society for Training and Development and reg-
ularly speaks at their gatherings. When Jeff is 
not writing or coaching, he travels extensively to 
deliver training seminars loaded with relevant, 
immediately-actionable strategies to increase sales 
and leadership productivity.
Of all Jeff’s accomplishments, the one that he is 
by-far the most proud of is successfully parent-
ing three amazing children with his loving wife, 
April. He and his family reside in Western New 
York and enjoy time with loved ones more than 
anything else on the planet.
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Recommended Resources:

Sales ROCKSTAR Academy

HOW TOP PRODUCING 
FINANCIAL PROFESSIONALS PEFORM 
Sales Rockstar Academy defines the very nature 
of consultative selling. It equips professionals 
with holistic selling methods, enabling them to 
serve clients to the maximum. It draws from the 
best practices of top producers in today’s con-
sultative selling culture. Loaded with practical, 
actionable strategies, this sales workshop will 
equip your production team with the essentials 
to grow revenue regardless of outside econom-
ic factors. The Sales Rockstar Academy is the 
definitive, consultative selling program for the 
financial services industry. 
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Workshop Objectives:

 • Define the advantages of holistic and 
  consultative selling
 • Develop a tailored, actionable business plan 
 • Create a Celebrity personal sales brand 
 • Comprehend the four distinct client 
   behavioral styles 
 • Leverage your exclusive talents and   
  strengths 
 • Become your clients’ most trusted advisor 
 • Execute the proven consultative Sales  
  Process that R.O.C.K.S.™ 
 • Articulate your unique value proposition 
 • Deliver a world-class client service 
  experience 
 • Grow your business through proven referral  
  strategies 
 • Accomplish your highest priorities and live  
  a life of abundance 
 • Increase your passion for your profession 
  while Increasing Sales Production 

Contact us today:
www.KrantzTraining.com 
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Sales ROCKSTAR Leadership Academy

COACHING WORKSHOP FOR SALES 
MANAGERS, DISTRICT MANAGERS, 

AND DIVISIONAL LEADERS

This two-day sales workshop equips sales man-
agers and district managers with the capabilities 
to dynamically lead and coach their sales team. 
Many sales managers are promoted to that role 
because they excelled in personal sales produc-
tion. Leading a sales team requires an entirely 
expanded skill set. This action-packed and highly 
interactive coaching workshop delivers the es-
sentials that all sales managers need to grow the 
production of their team.
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Workshop Objectives:
 •  Implement essential strategies for sales  
  forecasting 
 •  Develop tailored, actionable business plans  
  for each team member 
 •  Coach your team to achieve maximum 
  production 
 •  Motivate and inspire your sales team to  
  perform at peak levels 
 •  Develop time mastery and achieve your  
  highest priorities 
 •  Comprehend the four behavioral styles 
  and how to effectively coach them 
 •  Experience Live coaching-conversations  
  and  receive expert coaching feedback 
 •  Execute strategies to lead productive  
  and efficient sales meetings 
 •  Apply techniques to Recruit, Reward,  
  and Retain Top Producers 
 •  Manage under-performers 
 •  Build a team of Top Producers 
 • Commit to the activities and routines of 
   a Master Coach 

Contact us today:
www.KrantzTraining.com 
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Recruiting Sales ROCKSTARS

ESSENTIAL STRATEGIES  
TO RECRUIT, REWARD  

AND RETAIN TOP PRODUCERS

Every organization invests a great deal of re-
sources bringing on a new recruit. Money, time, 
training…all these elements are spent liberally 
to hire and onboard a new employee. It makes 
perfect sense to apply proven strategies that will 
attract the very best talent to your organization. 
This highly interactive one-day workshop will 
equip you and your sales managers to recruit, 
reward, and retain the Top Producing Sales 
ROCKSTARS.
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Workshop Objectives:

•  Quantify the monetary value of recruiting a   
 Top Producing Sales ROCKSTAR
•  Articulate the unique value proposition of your 
  organization and your individual leadership
•  Connect with prospects that are the ideal addi- 
 tion to your sales team
•  Identify and implement the “3-C’s” of recruiting  
 Sales ROCKSTARS
•  Equip sales managers with the most effective and  
 proven interviewing questions
•  Comprehend how behavioral types influence the  
 proper hiring decisions
•  Maximize the return on investment of your   
 recruiting dollars
•  Increase employee engagement by implementing  
 the 7-point Career Experience Evaluation™
•  Build a magnetic sales culture so that your  
 Top Producers never want to leave

Contact us today:
www.KrantzTraining.com 
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Ultimate Time Mastery

ACHIEVING YOUR  
HIGHEST PRIORITIES

Time is that precious commodity that we all 
have in common. Mastering our allocation and 
investment of time has everything to do with 
our productivity and performance. This one-day 
workshop will equip you and your sales staff with 
critical techniques to accomplish your highest 
priorities every day of your professional life.
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Workshop Objectives:

•  Establish crystal-clarity and execute your  
 highest payoff activities every day
•  Quantify the value of your time
•  Utilize proven tools to create a Top Producer’s  
 Time Plan
•  Effectively manage or eliminate interruptions
•  Delegate efficiently and with great confidence
•  Leverage technology for greater time  
 productivity
•  Conduct meetings that accomplish twice as   
 much in half the time
•  Implement surprising strategies to eradicate   
 procrastination
•  Eliminate burnout and create a life of balance  
 and abundance

Contact us today:
www.KrantzTraining.com 
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Treat‘em Like a ROCKSTAR

DELIVERING THE ENCORE  
CUSTOMER SERVICE 

 EXPERIENCE™

Today’s business landscape is fiercely competitive. 
For many organizations, the only true point of 
value differentiation between them and their 
competition is the client service experience they 
deliver. This one-day workshop goes far beyond 
customer service theory and delivers practical 
ideas that your organization can implement and 
benefit from immediately. Learn how you can de-
velop an unfair advantage over your competition 
and maximize your return on investment by deliv-
ering The Encore Customer Service Experience™.
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Workshop Objectives:

•  Define the Encore Customer Service  
 Experience™ 
•  Develop a team that desires to sincerely and   
 whole-heartedly serve their clients 
•  Establish and implement service standards that  
 create the Encore Customer Service Experience™ 
•  Gain the trust and referrals of your clients  
 because they feel important and appreciated 
•  Increase the return on your investment by  
 creating a service culture within the organization 
•  Remain calm in the most demanding situations 
•  Master the art of active listening 
•  Utilize effective phrases, expressions, and  
 actions to make clients feel like a ROCKSTAR 
•  Transform client complaints and service requests  
 into valuable sales opportunities 
•  Increase career satisfaction and employee  
 engagement 
• Create a FUN and productive workplace 
  culture 

Contact us today:
www.KrantzTraining.com 
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Double Your Sales Appointments™

APPOINTMENT SCHEDULING 
 TECHNIQUES FOR FINANCIAL  

PROFESSIONALS

Dialing far beyond basic phone etiquette, this 
workshop has been tailored to fit the unique 
needs of today’s busy financial services profes-
sional. This one-day workshop will equip your 
Bankers, Financial Advisors, Insurance Agents, 
and Mortgage Consultants with a 4-Step Call 
Model proven to double their scheduled sales 
appointments. Attendees of this workshop have 
commented that they now look forward to 
flooding their appointment book on call nights.
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Workshop Objectives:
•  Grow your confidence to communicate and  
 schedule sales appointments over the phone 
•  Overcome every hint of call-reluctance to 
 prospect with poise and professionalism 
•  Understand the 4 essential components of  
 every successful sales call 
• Apply the 3 easy steps to Schedule Appoint  
 ments That “Stick”™ 
•  Create white-hot call connections even when  
 you’re cold-calling 
•  Cause prospects to clear their calendar in order  
 to meet with you ASAP 
•  Experience real-life audio samples of “good,”  
 “better,” and “best-in-class” prospecting calls 
•  Practice Live call scenarios and receive expert   
 coaching feedback 
•  Experience greater success while prospecting 
•  Develop higher quality sales appointments 
•  Double the number of scheduled sales appoint 
 ments beginning immediately 

Contact us today:
www.KrantzTraining.com 
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Jeff ’s Most Requested
Keynote Topics:
Confessions of a former
Pro-KRANTZ-tinator

The ONE Thing that
changes EVERYTHING

The Unfair Advantage
½ as Much is Twice as Good

Custom-Tailored Speaking Topics

Contact us today:
www.KrantzTraining.com
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Treat’em Like a Rockstar 
Delivering the Encore  

Customer Service Experience 

www.TreatEmLikeaRockstar.com
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Motivational Quotes 
 compiled by Jeff Krantz 

www.QuotesThatRock.com
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