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Welcome!
early on in my sales career i was fortunate enough to  
meet tom vanyo. he deeply impressed upon me the  
value of personal development. he taught me that life 
is an education, and though we may choose to stop  
learning, the opportunities for learning never end. when 
you think you have arrived and know all there is to know,  
take a look around . . . you may have missed something.  
A wise man once said, “the mind is like a parachute, it  
only works when it is open.”

i’m sure you have heard the saying that “knowledge is power.” if that were true, 
you could sit on the internet for a year and gain all that knowledge in the world 
and as a result become a billionaire. that’s not how it works. it is the application 
of the knowledge that changes the result. remember this, results are the measure 
of how well we apply what we learn.

what you are about to experience will be invaluable only if you apply what you 
learn. here is my promise. if you apply what you are about to learn, the results  
will change for you!

Blessings!

 
steve Kloyda 
Founder & president 
the prospecting expert, inc.
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Prospecting 
Playbook

iNTrOduCTiON

i’m going to share some ideas with you  
today that i have developed and practiced 
since starting in the sales profession in 1980. 
since 1980, i have made over 250,000 tele-
phone calls, listened to and analyzed more 
than 25,000 sales calls, and facilitated over 
6000 one-on-one coaching sessions with 
sales professionals like you. these statistics 
aren’t meant to impress. instead, they are 
meant to impress upon you that the ideas  
i’m going to share are based on my personal 
experience and the experience of thousands 
of sales people that i have had the privilege 
to work with. the application of these ideas 
has brought amazing results in the lives of 
the individuals i’ve been honored to work 
with. i am confident that you will experience 
similar results as well. these simple ideas 
changed my life.  

These simple ideas 
changed my life.

My goal today is to help you attract more 
prospects, retain more clients and drive more 
sales. the pivotal word here is attract. Are 
people attracted to who you are and what 
you are becoming? if not, why not? Are you 
making sales and life more difficult than they 
need to be?  ❧

WhAT iS prOSpECTiNg?

prospecting is the art of putting new poten-
tial clients or new business from existing 
customers into our sales pipeline. there is 
a host of prospecting tools and methods at 
our fingertips today. the explosion of social 
media alone has dramatically broadened our 
prospecting horizons. even though we have 
more prospecting tools today we still have 
to understand how to use the technology 
that is available and use it effectively. having 
been in sales since 1980, i have watched the 
endless failure of talented salespeople. there 
is a common thread that runs through each 
story — they stopped prospecting. success-
ful companies like Apple and others have 
made an art of prospecting, of creating new 
products to up-sell to its client base. the 
ipod, iphone and ipad are extensions of an 
integrated product line. prospecting these 
days is an integrated methodology. cold  
calling isn’t dead. it has been integrated into 
social media marketing, email campaigns, 
and more. the 21st century prospecting 
toolbox has many new and powerful  
additions.  

if complacency has crept into your prospect-
ing, if you keep waiting for the warm leads or 
referrals to magically appear, if you rational-
ize that it’s easier to check your voicemail or 
email, then i’m here to expand your world 
and pump new life into your approach to 
prospecting for new business and develop-
ing add-on business from existing clients. 
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if you really believe that the products and 
services you represent can solve my  
problems, it is your responsibility to  
approach me, share how you can solve  
those problems, and close the sale if what 
you offer serves my best interest. these are  
services that people want and need and 
someone is going to provide them.  
prospecting is easier when you have one 
or more compelling reasons to reach out to 
people. what is your reason? why do you 
get out of bed each day? is it your wife and 
children? Do you have great dreams and 
aspirations? Are you motivated by money,  
by accomplishment, by serving others? 
Discover what your reasons are and focus on 
that each and every day. prospecting for new 
business takes hard work and diligence but 
becomes much easier when your reason is 
strong enough. 

The explosion of  
social media has  
drastically broadened  
our prospecting horizons. 
Many of you have been told that the old  
methods of prospecting don’t work anymore. 
some veterans in our industry are spreading 
a rumor that cold calling is no longer effec-
tive and yet statistically, 40 percent of all  
veterans stop prospecting because of fear. 
they have developed some form of re-
luctance around using the telephone as a 
prospecting tool. it is easier to claim that 
cold calling doesn’t work than face the real 
reasons for avoiding the telephone. 

effective training and mentoring is pivotal 
to simplifying telephone prospecting. Don’t 
reject this powerful tool because of the  
attitudes and prejudices of others. the  
following quote from Frank Bettger’s book, 
How I Raised Myself from Failure to  
Success, says it straight out, “You can’t 
make a sale, until you write some business; 

You can’t write some business until you have 
had a conversation; And you can’t have a 
conversation until you make the call!” Frank’s 
book is one of the best resources out there 
for sales professionals.  ❧

WhErE dO YOur prOSpECTS 
COmE FrOm?

Your prospects can come from a variety of 
sources: 

•	 Warm	or	your	natural	market

•	 Referrals

•	 Centers	of	influence,	such	as	attorneys, 
 doctors, cpAs or vips in your community

•	 Associations,	local	chamber	of	 
 commerce or networking groups

•	 Social	media	sites	such	as	LinkedIn,	 
 Facebook or twitter

•	 Cold	calls

when was the last time you asked a client for 
a referral? over 89% of all sales people don’t 
ask for referrals. what is preventing you from 
asking for a referral when one of your best 
sources of new prospects is an existing sat-
isfied customer? Maybe you’re afraid to ask, 
or you’ve had a bad experience in the past, 
or maybe you’ve never been taught simple 
and effective ways to ask for a referral.

it’s easy to ask for a referral. My sales  
mentor, tom vanyo, taught me a simple  
approach:

Step 1: somewhere in a conversation i ask,  
“Can you do me a favor?” A majority of the 
time, the person will respond with something 
like “Well that depends what do you need?” 

Step 2: i simply ask, “Who do you know 
that I should be talking with about the type 
of work I do?” expect the response, “i can’t 
think of anyone.”
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Step 3: identify the type of person you are  
looking for. “I am looking for someone very 
similar to you.” repeat back to your prospect 
who they are and the type of person they are. 

Step 4: “If we were at a social gathering 
right now having a conversation like we are 
now and a friend of yours walked up, would 
you introduce us?” expect this response, 
“Well, of course I would.” 

Step 5: “That’s all I am asking for today, an  
introduction to someone you know, a nice  
person who may be in a similar situation. You 
can be confident that I will treat them with 
the same respect that I have always treated 
you. Is that fair enough?” 

ineffective cold  
calling is a result of  
ineffective training. 
if they still don’t want to refer you to any-
one, let it go. You want to always leave the 
person you are talking to better than you 
found them. the question we all need to ask 
ourselves is ‘am i referable?’ Do i show up 
on time? Do i follow-up on the things i say 
i’m going to follow-up on? Am i prepared for 
each call? Am i confident and are my pros-
pects and clients confident in me? i haven’t 
made a cold call in over 10 years. over that 
period of time, my business has grown and 
prospered on a steady stream of referrals. if 
you’ve done the work of effective relationship 
building, gaining referrals is simple. there is 
another great book named The Go-Giver by 
@BobBurg and @JohnDavidMann. it’s a little 
story about a powerful business idea.

For those of you who aren’t social network-
ing savvy, the @ in front of their names is 
a twitter symbol. if you aren’t exploring or 
using social networking as a prospecting tool 
you’re missing an important opportunity. the 
explosive popularity of social networking re-
flects to what degree people want to connect 

with one another. this is not a fad folks. it is 
a very powerful, efficient, simple and non-
threatening way for people to find and build 
relationships with honest trustworthy profes-
sionals. it is an easy method for networking 
with other professionals in your industry. in 
november 2008, i created my linkedin  
profile. i didn’t think it was anything more 
than a place to store my resume.

i thought Facebook was for kids, Youtube 
was for people with too much time on their 
hands and twitter was silly. i thought they 
were all fads that would soon pass.  
Fortunately, i woke up to the far-reaching 
value of social networking for people in our 
profession and how wildly effective these 
sites are as prospecting tools. 

the lesson i learned again is how i get stuck  
in ruts and how i can stagnate in habits and  
attitudes. sometimes i can’t believe how  
inflexible i am. i fight change. i’ve heard it 
said that we should beware of how deep 
we dig our ruts — we might be in them for 
a while. social media is a whole new world 
to explore. so what does all this have to do 
with prospecting? everYthinG!  My con-
nections and my network have exploded 
since joining twitter, Facebook and linkedin. 
if you haven’t already done so, get out there 
and explore these amazing tools and watch  
what happens.

Your prospects may also come for a cold 
call. i know this may be a dirty word to many 
of you, a term that causes anxiety. As i said 
before, a lot of people, including a host of 
modern-day teachers and gurus, are preach-
ing that prospecting via the telephone is an 
old ‘technology’ and should be discarded 
in favor of email and other modes of more 
indirect, and perhaps ‘safer,’ communica-
tion. the validity of their claims has yet to be 
proven. Before you jump the telephone pros-
pecting ship, it is important to understand 
the reasons behind moving away from direct 
human voice contact with your prospects. 
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A craftsman in any field is a master of his or 
her trade because of the quality and diversity 
of their tools. Don’t be too quick to discard 
a valuable tool from your tool box before 
you’ve learned to use it properly. Building 
trust, gaining the confidence of your pros-
pects and clients, and building lasting rela-
tionships will always come from direct con-
tact. You simply cannot create that kind of 
rapport in an email or other electronic modes 
of communication. 

Many in our profession are turning away from 
cold calling because they aren’t good at it. 
Most of them were never taught the art of 
telephone prospecting and therefore struggle 
because they lack effective training and 
coaching. it is a difficult tool to figure out on 
your own. Fear is an ongoing factor for many 
of us. these aren’t legitimate reasons for 
blaming the telephone for your prospecting 
difficulties. if the source of your discomfort 
and reluctance is inexperience or ineffective 
telephone skills, then seek out the training 
and coaching that can help you embrace  
the telephone as a powerful prospecting  
and relationship building tool. My last word 
about cold calling is a quote i pulled from  
the internet. this person hits the nail on  
the head:   

“I gave a $60,000 sales training order to a 
cold caller. Our company gave a $450,000 
lease to a cold calling Commercial Real  
Estate Salesperson. Both had excellent  
cold calling skills, something that is miss-
ing in 90 percent of all cold callers. The 90 
percent are setup for failure because of 
inadequate cold calling training. I would love 
to compete with a company that does not 
believe in Cold Calling . . . The issue is not 
cold calling but ‘cold calling technique.’  
Remember that ‘skill = knowledge +  
practice.’ Unfortunately most salespeople do 
not have the knowledge of how to effectively 
cold call, so naturally they fail and also have 
high fear and call reluctance. Ineffective cold 

calling is a sign of ineffective training. While 
you can win sales without cold calling, don’t 
eliminate a tool that works for those who 
have the knowledge of how to cold call  
correctly. Don’t fall for this trap.”

if you are in sales, prospecting is how you 
put new people into your pipeline each week. 
it is the foundation of all businesses, large 
and small. the best advice i can give you is,  
never stop! whether you use the tele-
phone to follow up from a networking event 
or trade show, to call a prospect from a refer-
ral, to call a lead your company provided,  
or connect with someone you met on twitter, 
Facebook or linkedin, there are six prin-
ciples (outlined in the following chapters) that 
will have a major impact on your telephone  
prospecting activity.  ❧

p r i n c i p l e  o n e : 

ThE ApprOACh

the Approach is the most critical part of  
the sales call. it sets the stage for the con-
versation. in the Approach, our intention is  
to introduce ourselves and ask for permis-
sion to speak. here is an example of an  
introduction for an outbound call:

“Hi, this is Steve Kloyda with The Prospecting 
Expert. I know you weren’t expecting my call, 
is this a convenient time to talk?”

Asking to be invited into the conversation is 
probably contrary to what most of you were 
taught about approaching someone on the 
telephone. we’ve been told that asking a 
prospect if they have a minute to talk gives 
them a way out of the conversation. Although 
these tactics may have worked in the past, 
they are losing their charm today. there is 
an expectation now that a sales professional 
show of a measure of respect and sensitivity 
for our time and attention. people don’t like 
that we barge into a conversation without 
first asking if they have the time or desire to 
engage in one.
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A lot of our ‘road rage’ on the highways is a 
product of how we feel about someone barg-
ing into our space, about a general lack of 
respect and sensitivity. Barging into a pros-
pects space on the telephone is no different. 
Most people will give you a slice of their time 
or at least be civil if you show them some 
respect by asking if they have a few minutes 
to talk. they appreciate that you’ve allowed 
them to make a choice. starting a sales call 
with your prospect on the defensive is dif-
ficult to recover from and easy to prevent.

Starting a sales call  
with your prospect or  
client on the defensive is 
difficult to recover from 
and easy to prevent.
A second tactic to avoid with a new  
prospect is starting the conversation with 
“How are you today?” we’ve all received 
sales calls and know that this is a common 
approach. how do you feel when someone 
you don’t know asks you, “How are you  
doing?” to me, it sounds insincere. Do they 
really care? Ask to be invited into the  
conversation and be straightforward about 
who you are and why you’re calling.  ❧

p r i n c i p l e  t w o : 

ThE purpOSE STATEmENT

the purpose of the call is to keep the  
purpose of the call the purpose of the call. 
confused people will not respond to action.

the purpose statement will vary depending 
on three things:

•	 What	is	the	purpose	of	the	call?

•	 Who	you’re	talking	to?

•	 How	many	times	you	have	spoken	with	 
 this person?

 

A purpose statement typically begins with:

•	 “The reason for my call is . . . ”
•	 “The purpose of my call is . . . ”
•	 “I’m calling in regards to . . . ”

don’t do a dance with  
your purpose statement  
by using the word ‘just.’ 
sales people like to add the word ‘just’ to 
their purpose statements: “I was just  
calling . . . ,” “I just wanted to touch base 
with you today . . . ,” or “I was just follow-
ing up on that information that I sent out to 
you . . . ” that one simple word minimizes 
your purpose statement. You are reluctant 
to come straight out and tell your prospect 
or client who you are and why you’re calling. 
people know what confidence sounds and 
feels like. Don’t do a dance with your  
purpose statement by using the word ‘just.’

Your purpose statement should be two to 
three sentences in length and will always 
ends with a question. the reason why, it  
engages the person you are talking to.

the question that you ask will determine  
the direction of the call.

the following two simple purpose statements 
will differentiate you from 95 percent of  
your peers:

•	 “I know you weren’t expecting my call,  
 is this a convenient time to talk?”

•	 “The reason for my call today . . . ”  
 or “The purpose of my call today . . . ” ❧
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p r i n c i p l e  t h r e e : 

ASkiNg ThE righT QuESTiONS

Questions are the door to the wants, needs, 
and desires of your prospects and clients. 
Questions are the means of exploring the 
concerns, fears, confusion, legacies, hopes 
and dreams of the people you talk to. they 
are a vital way to show your prospects and 
clients that you’re paying attention, that you 
care about the nature of their lives and about 
solving their problems.

•	 We	ask	questions	for	many	reasons:

•	 To	gather	information

•	 To	clarify

•	 To	find	a	solution	to	a	problem

•	 To	show	concern

•	 To	guide	or	your	prospects	and	clients	 
 to the purpose of the call

•	 To	identify	or	create	opportunities

•	 To	work	through	issues	or	objections

•	 To	ask	for	the	order	or	the	business.

it is very important that we design questions 
based on the purpose of the call and what 
we are specifically trying to accomplish. the 
questions you ask will also depend on the 
person you are speaking with. there are a 
lot of reasons why sales professionals fail to 
ask key questions. You might be afraid of the 
answer or lack confidence that you can ef-
fectively answer the questions and concerns 
your prospects come up with. You might 
think that you’re prying by asking a lot of 
leading questions, or you get so focused on 
telling your own story that you stray from the 
purpose of the call and where your focus in 
supposed to be.

it is very important that we 
design questions based on 
the purpose of the call.

there are two types of questions that will 
help us to identify and create opportunities. 
the first are Closed questions. they begin 
with:

•	 Are you . . .
•	 Do you . . .
•	 Could you . . .
•	 Would you . . .
•	 Have you . . .

closed questions get a Yes or no response. 
there is a time and place for closed  
questions but not if you’re trying to get your 
prospect to open up and share their unique 
story. “Do you have a moment to speak?” 
is a closed question that will either get you 
invited into the conversation or not. once 
you’ve been invited, too many closed  
questions and yes or no answers will make 
for a short call and few opportunities to solve 
your prospect’s or client’s problems. 

the second type of question is Open- 
ended. these questions begin with:

•	 Who . . .
•	 What . . .
•	 When . . .
•	 Where . . .
•	 How . . .

the open-ended question engages the  
person to think about what you’ve asked 
them and open the door to their lives. the 
sales call is like a puzzle. A lot of pieces 
need to fit together to complete the picture. 
those pieces are bits of information that the 
prospect needs to share with you in order to 
match your products with their needs.  
open-ended questions are central to the 
journey of exploration and discovery. ❧
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p r i n c i p l e  F o u r : 

LiSTEN ANd LEArN

if you ask the right questions people will tell 
you what you need to know. You have to be 
listening though to make it all work. During 
every sales call, many things are revealed to 
you. each new question you ask is a product 
of what you heard before it. paying close 
attention to what your people say, how they 
say it, their tone of voice and what you think 
they’re feeling are all components of the art 
of listening. how you respond to what has 
been revealed will be the cornerstone of the 
success of the call.

What factors 
prevent you from 
being a good listener?
what factors prevent you from being a good 
listener? how about distractions or think-
ing about what you are going to say next? 
Maybe you are reading your email while 
you’re talking to a prospect, or watching 
somebody walk by your office. our profes-
sion is a hectic one and there are constant 
distractions that affect our ability to focus 
on each call, on each client. effective listen-
ing takes time and attention. it takes be-
ing prepared for each call. if you’re not one 
of the few that is good at thinking on their 
feet, then thorough preparation is the key to 
staying focused on what your prospects are 
revealing to you. You can’t be a great listener 
and be scrambling around trying to figure out 
what to say next. people know when you’re 
paying attention and when your focus drifts. 
their trust and confidence in you revolves to 
a great degree on how focused you are on  
their lives. ❧

p r i n c i p l e  F i v e : 

WOrkiNg ThrOugh OBjECTiONS

You may be used to hearing the word  
‘overcome’ when dealing with prospect’s 
objections. the attempt to overcome an  
objection that is personal to someone’s life 
can lead to a battle. no one wins those wars 
and people are far less tolerant of being 
pushed around these days. Bookstores are 
full of the ‘101 ways to overcome the  
objection’ manuals. i don’t believe in tricks 
or manipulation. people want to buy for their 
reasons, not yours. the only way to find out 
what their reasons are is to ask the right 
questions and listen.

here are the ABc’s of working  
with objections:

A. do not argue with people.

B. do not do battle with people.

C. do not contradict people. 

the way i perceive life is my reality. it is our 
task as sales professionals to uncover and 
discover each reality in order to craft the 
right products to meet their individual needs. 
You are treading on thin ice when a prospect 
starts to believe that you know their reality 
better than they do. if you work with their 
objections, you become a trusted guide and 
ally and ensure that they make the decisions 
that reflect their life and the lives of their  
loved ones. 

people want to buy for  
their reasons, not yours.
when a customer sticks us with an objection 
we either feel the need to talk our way out of 
it or we help talk them through it. in the first 
approach, the focus and attention is on us. 
that puts a lot of pressure on us to figure out 
a way to talk them out of the objection.  
if the focus is on uncovering the nature of  
the objection through key questions, the 
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pressure disappears. when you help the 
prospect work through an objection, you  
act as a guide to help expose the real issue 
behind an objection. it makes it much  
simpler to face:

•	 “I’m well taken care of.”
•	 “I’m happy where I’m at.”
•	 “I don’t want to change.”
•	 “I’m	busy.”

•	 “I do my business with someone else.”

here are a couple of examples of the open-
ended questions you can ask after one of the  
above objections:

prospect says: 
“I’m not interested.”

Your response: 
“I appreciate that you are not interested.  
Do you mind if I ask why?” 

prospect says: 
“We are currently working with another  
consultant.”

Your response: 
“I understand that you’re working with  
another consultant. Can I ask when you  
last met with him or her to review your  
(whatever product you are selling)?”

i like to repeat the person’s objection within 
the question i ask.    

here is what i call the Formula for success 
when working through objections:

•	 Listen	and	don’t	get	defensive.

•	 Ask	questions	to	identify	and	to	create	 
 an opportunity.

•	 Get	off	of	the	objection	and	focus	back	on 
 the purpose of the call. this does not  
 mean that you ignore the objection.  
 it does mean that you avoid making the  
 objection the purpose of the call.  ❧

p r i n c i p l e  s i x : 

ASk

there shouldn’t be much to say about  
asking for the business except it isn’t quite 
that easy. You might be surprised to know 
that 50 percent of the salespeople don’t  
directly ask for the business. nearly 46 
percent only ask once, only 4 percent of all 
salespeople ask five or more times, and 60 
percent of all sales come on the fifth attempt. 
if you put time and effort into the approach, 
into stating and sticking to the purpose of 
the call, into asking key questions, listening 
and working through a customer’s objec-
tions, why wouldn’t you put the same effort 
into the closing process?

closing is not often a one-time event. it  
typically is a process of asking for the  
business, getting another objection, asking 
more questions, and asking for the business 
again (maybe in a different way depending 
on the objection). if you are confident that 
you’ve done your job, understood your  
prospects needs, and matched the right 
product with their needs, then it is  
important to be persistent about closing  
the sale. You may not get there on the  
initial call so it is also important to know 
when to give the prospect some space to 
think through their decision. 

i’m certain that you’ve all heard, “I am not 
interested . . . I’m well taken care of . . . 
You’re the third salesperson that’s called 
me this morning . . . Where did you get my 
name?” and yet a half hour later you come 
away with an order or an appointment. Most 
salespeople give up too soon. i am one of 
the easiest sells in the world, but i will nev-
er buy something from you unless you 
ask me. why? in the back of my mind i know 
there is something wrong if you don’t ask for 
the business. the trust that you established in 
your sales call starts to erode if you don’t try 
to sell me what you offered. so asking for a 
decision is a test of your confidence. 

INSTANTSALES
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Do you really believe enough and are  
comfortable enough in what you’re doing 
to ask people to buy? if you struggle in the 
closing process, figure out what your  
reluctance is about. 

You may be uncomfortable with silence.  
After you ask for the sale, give the prospect 
or client time to process what you have 
asked them to do. silence in this case is a 
good thing. Give your people the time they 
need to finish their thoughts and make a  
decision. Don’t distract them from that 
process because you’re uncomfortable with 
silence. By trusting the outcome, you’ll be 
better prepared for whatever happens next.

You may be cautious at closing time because 
you don’t want to appear pushy or heavy-
handed. if you feel this way, record a few of 
your calls. You will be able to tell whether 
your concerns are warranted once you listen 
to yourself. if you don’t sound forceful or 
pushy then let go of that concern. if there is 
an edge to your voice, then create a written 
script of your closing statement and make 
a note to calm down before you ask for the 
sale. there are a lot of simple and effective 
tools to make the close effortless.

i will never buy 
something from you 
unless you ask me.
results are the measure of how well you 
apply what you learn. these six principles 
are important tools to help you simplify and 
streamline what you do each day. the more 
you complicate the sales process, the more 
traps you set for yourself and your pros-
pects. the six principles will help you avoid 
those traps by sharpening your focus on the 
purpose of the call, showing the importance 
of asking key questions to uncover pieces of 
key information, working through objections 
to understand your prospect’s and client’s 

reality, and by simplifying the closing  
process. the six principles are not just  
new or different techniques to use on the 
telephone. instead they are a communication 
methodology that will help you build a pros-
pecting system that you can use in whatever 
way you prospect for new business. how 
you communicate your unique message is 
the foundation of what we do. A clear and 
concise message and delivery are the  
cornerstones of success.  ❧     

“Your future is whatever you make it, 
“so make it a good one.” 
  Doc to Marty in ‘Back To The Future III’ 

INSTANTSALES
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For more than 30 years, Steve Kloyda has been creating unique selling 
experiences that transform the lives of salespeople, prospects and  
customers. As Founder of The Prospecting Expert, Steve helps his  
clients attract more prospects, retain more clients, and drive 
more sales.  

Steve began his sales career as a stockbroker in 1980. Without prior 
sales or business experience, he quickly developed unique prospecting 
skills and disciplines that produced phenomenal results. He opened  
180 new accounts in 8 months, setting a company record of nine new 
accounts in one day.

Steve realized that salespeople could benefit greatly from the proven  
success of his unique sales and prospecting approach. In 1989, he joined 
a sales training organization as Vice President of Sales. He developed a 
weekly coaching program, working one-on-one with his salespeople. 

In his coaching sessions, Steve used their tape-recorded sales calls to illustrate which skills brought 
desired results and which didn’t. Steve’s collaborative hands-on approach, focusing on positive feedback 
and reinforcement, brought consistently superior results for his salespeople.

Steve’s fresh approach to learning was producing outstanding results. So much so, that the 
combination of his love of sales and his unique ability to teach others in an inspirational manner became 
the catalyst for creating Telemasters, Inc. in 1990. Steve founded Telemasters on his own extensive  
sales experience and coaching success. Using the same strategies and methodology he used to help  
his salespeople generate significant results, Steve developed a unique process for transforming the  
outcome of every sales opportunity. Steve’s attention to a superior customer experience and relationships 
built on trust was the foundation for the tremendous success of Telemasters.

After twenty successful years of teaching and coaching salespeople in a variety of industries under the 
Telemasters brand, Steve recognized that, just as the tools of the industry had evolved, so too must the 
name of his company. In March 2010, the company was renamed The Prospecting Expert in order to  
better acknowledge the vast array of tools available for salespeople today and more clearly reflect Steve’s 
comprehensive vision for prospecting strategies in the 21st century. Prospecting is, after all, the 
foundation of every successful sales professional and business.

Since 1980, Steve Kloyda’s professional experience has expanded significantly. In addition to facilitating 
thousands of workshops across the country, he has personally:

•	 Made more than 250,000 telephone sales and prospecting calls. 
•	 Listened to and analyzed more than 25,000 sales calls. 
•	 Facilitated more than 6,000 one-on-one coaching sessions.

Combining his creativity, knowledge, and hands-on experience from the past 30 years, Steve has created 
a unique selling methodology which attracts more prospects, retains more clients and drives more sales!

Steve’s motivation, insights and down-to-earth strategies provide a powerful learning experience for 
anyone wanting to transform their sales and dramatically grow their business. Steve’s mission is to create 
ideas that Inspire, Encourage and Empower others to produce life-changing results.

ABOUT STEVE
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