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FOUNDATION PRINCIPLES OF SETTING SALES APPOINTMENTS 

 

The closer your prospecting behaviors adhere to these rules the more successful you will be. The 

more you Ignore them, drift away from them, rationalize why they don’t apply to you, the less likely 

your day to day to day behaviors will be congruent with the principles of the most successful.  

 

If your approach to a calling session, deciding who to call, interactions with gatekeepers, voicemail 

structures, how you handle objections, the structure of your “set the appointment” script, how you 

choose to allocate your time and more, are not consistent with these principles, you will work in 

the wrong places, inefficiently and with less and possibly no impact. 

 

FOUNDATION PRINCIPLE #1 

THE REASON MOST PEOPLE DON’T AGREE TO MEET WITH YOU IS THAT YOU DON’T 

GIVE THEM ENOUGH REASON TO MEET WITH YOU. 

 

Value trumps all. Value as determined through the eyes of buyers. 

 

The sooner you say things that are meaningful to buyers the more successful you will be. When you 

make these statements describing what you do, benefits companies/individuals get by working with 

you, and specific results obtained for example, the words you choose must have maximum impact 

on buyers. 

 

You are seeking to sell a meeting, not your product or service. Think of what you are selling as an 

exchange. The value exchange is that they give you their time and attention in order to get some-

thing. Something that is valuable to them. 

 

The clearer you are and the greater impact your words have on them, the easier it is for your sus-

pects to weigh your value exchange. They weight the value they will get at a meeting with you 

against the value of their time. They weight the value they perceive from your words and weigh it 

against the value of their time and the risk that you will waste their time. 

 

Based upon the words you choose, if they perceive the value of what they will get at a meeting as 

worth more than their time and the risk that you don’t deliver what you say, are not capable or will 

pressure them to change before they are ready, then you get a meeting. If they perceive the  value 

and risks as worth less than their time, you don’t. 

 

Value trumps everything. More than delivery. More than personality. More than your personal 
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comfort with the words. Value knocks down doors. 

 

True story. When I called I used to imagine that the phone line was 3D and when my identified deci-

sion-maker picked up the phone and said “Hello,” I could reach through the phone and hit them 

over the head with a 2 x 4. No kidding. That is the type of impact you  must  have on high-level deci-

sion makers to get a meeting. Your 2 x 4 consists of the words you choose to communicate value. 

 

The words you choose must communicate value impactfully. Water them down. Beat around the 

bush. Make them less clear. Provide no specifics. You are diluting the value as perceived by buyers.  

 

By your own actions and choices you are decreasing the chance of getting an appointment as you 

are not communicating sufficient value worth your prospects time. 

 

Never water down the value you communicate because you are personally more comfortable 

with a watered down version. Never water down the value you communicate because you as-

sume that those you speak to will be more comfortable with a less direct more easy-going ver-

sion. 

 

You are not doing yourself or those you speak to any favors. By communicating value very direct 

and with impact you are acting in the best interests of those you speak to . When you water down 

your value many potential buyers of your services don’t “get” your value and pass on a meeting. If 

you truly believe in the value of what you sell you have deprived someone of improving their busi-

ness condition and using a better vendor because you pulled your punches on communicating value. 

The non-buyers,? they will say “no” or something other than “Yes,” no matter what you say. Don’t 

craft your words worrying about non-buyers. 

 

Communicate value to buyers with impact. No exceptions. 

 

FOUNDATION PRINCIPLE #2 

“NO” IS AN ACCEPTABLE RESULT. “MAYBE’S’ ARE DEATH. 

 

With your every calling action you are seeking to get more clear “Yes’s” and “No’s.” 

 

The most successful appointment setters communicate value such that more qualified buyers can 

grasp it and they say “Yes.” But it is also true that because their value is more easily grasped that 

more people will understand it and say “No.” 

 

When people grasp your value more will give you a clear “Yes” or “No.” 



 5 

“No’s” are good. When someone grasps your value proposition and says “No,” that means no more 

follow-up calls to someone that will not buy. 

 

That time spent not following up on those that will never buy means that those calls can be di-

rected toward someone who is more likely to buy or could lead to someone more likely to buy.  

 

Remember that sales prospecting is a sorting process. Make conscious decisions that enable you to 

spend more time and resources among higher probability buyers and less time and resources 

among lower probability buyers. 

 

Keep in mind that for most salespeople there are far more high-probability higher-worth buyers 

than they could possibly call. It makes no sense to spend time with those worth less.  

 

One of the key characteristics about top sales performers, whether it be appointment setting or 

closing, those that sell and earn the most make very early decisions about whom not to spend time 

with very early on in their prospecting, appointment setting or sales processes. They not only make 

that decision early they make it with confidence. 

 

Those that are best at finding gold when prospecting are also the ones that are best at identifying 

what is not gold.  

 

When you start to hear more “Yes’s” you will also hear more “no’s.” That is a good thing. What is to 

be avoided at all costs are “maybe’s.” “Maybe’s’ are death. When you are less clear and less direct, 

when your script paths veer from a structure calculated to get you a “Yes” or “No,” you start to hear 

“Maybe’s.” When you do, the slide to ruin, inefficiency, mind numbing frustration and a lower sales 

and income has begun. And it is all your fault. 

 

When decision-makers that would be great profitable accounts for you and be grateful to have 

found a better vendor say “maybe,” by your own actions and choices you lose out because now 

someone that should be a “yes” is lost, or said “maybe,” which means you have to invest additional 

unnecessary time in follow-up, time that could have been directed in communicating with those 

more worthy of your time. 

 

“Maybe” is clothed in phrases like “call me back,” or “send some information.” “Maybe’s” are like a 

cancer, an insidious force that sucks up your energy and kills your prospecting results. Dial by dial, 

you think you are doing the right thing, but you are not. You must do everything you can to convert 

a “maybe” into a clear “yes” or “no.” Ask the additional questions that turn maybe’s into “Yes’s” or 

“N’o’s” right now. Set the appointment now or short circuit making future unnecessary calls right 
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now. 

 

Few things are more frustrating in calling than to follow-up endlessly on those that have said warm 

fuzzies that give you hope or requested a call back or some info, yet never pick up the phone or re-

spond. That circumstance is much more your fault than the fault of those wasting your time. You 

had them on the phone and there were things you could have done to determine if they had a real 

need and were willing to act on it. You chose not to do those things so now you are stuck in 

“maybeland” and it is your fault. 

 

My belief has always been that among the group of decision-makers that ask us to “call them back” 

or “send them info” or some other maybe code speak, that at best one in ten is  a legitimate pro-

spect.  

 

It is better to not make the calls and not get the meeting than it is to make the calls and not get the 

meeting. Guide them to a clear Yes or No when you have them on the phone.  

 

One final point on this. Take a step back and take a bigger picture view. One of the root causes of 

appointment setting/prospecting frustration is spending far too much time with those who will nev-

er buy. Think about how that happens. Conversation by conversation you let too many maybe’s that 

will never buy slip in. As the maybe’s slip in less and less of your time is spent with higher probability 

suspects because you have chosen to allocate more time to more and more low-probability sus-

pects. 

OTHER RESOURCES  

Articles 

Sample Sales Script Was Super Successful 

50 Shades of “Not Interested.” A Sales Rebuttal Objection Strategy. 

Contrarian Truths of B2B Cold Calling. Get it Right by Knowing What Most Get Wrong.  

Sell Now or Die. A Sales Script 911 Rescue. 

The Callback Conundrum. Script Strategies for Follow-up Calls. 

 

Coaching and Training Options 

The Online Master Course for Appointment Setting B2B and Sales Scripts 

Contact Scott Channell 
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Do everything you can to elicit a clear “yes” or “No” from the “Maybe’s.” 

“Maybe’s” are death. 

 

FOUNDATION PRINCIPLE #3 

THINK “GROUPS.” 

 

It’s important that you think of prospecting success not in terms of the result you get on any one 

call, but only in terms of the result you get among a group of similarly situated calls. 

 

Here is appointment setting reality. Even when you are doing all the right things you will hear some-

thing other than “Yes,” the vast majority of time.  

 

The issue is never how a particular call went or how a few calls in a row go, the issue is always 

whether you are doing and saying the things that are most likely to get you a business result you 

seek among a group of similarly situated targets. 

Example: You deliver your 30-second set the appointment pitch to identified decision-makers. Do 

you get a “Yes,” 33% of the time, 25% of the time, 20% of the time or less. That is what you should 

be thinking about. Not what happened on any one call but your success rate among a similarly situ-

ated group of calls. 

 

This is where having reasonable expectations saves you from disaster. If your actions and behaviors 

consistently get you an appointment with one out of every 4 targets you pitch and you know that is 

an acceptable result, then so long as you are doing and saying the things that lead to that level of 

success among a similarly situated group of calls, you shouldn’t be worrying about what happened 

on any one call or a few bad calls in a row. You won’t be tempted to vary from your winning behav-

ior because you had a few bad calls. 

 

Another example: We spoke above about avoiding maybeland. Well, anticipating that you are going 

to hear “call me back” and “send me some info” you have come up with your best response/script 

path to convert that maybe to a yes or no. So long as you are saying the words well, doing the things 

you know are most likely to get your result you seek, and not varying from the tactics that are most 

likely to get you the result you seek, you don’t have to worry about what happens on any one call.  

 

Think “groups” not individuals. 

 

Think only about whether your actions and words are are most likely to get you an acceptable busi-

ness result among a similarly situated group of calls. 
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FOUNDATION PRINCIPLE #4 

WORK WITHIN A REASONABLE RANGE OF ACTIVITY.  

 

Would it surprise you to know that the most successful appointment setters do not make the most 

dials? 

 

They don’t. 

 

When you do the right things in sufficient quantity you get results. 

 

If you are working within a reasonable range of activity yet not getting results, more activity will 

not save you. Doing the wrong things more frequently will not lead to results. More activity work-

ing an inefficient process will not fix your core problem. 

 

For best results, you need to work within a reasonable range of activity. Not above it nor below it. 

 

This principle must be applied both as to your effort invested in every target and your effort on a 

daily and weekly basis. 

 

Lets take a look at this principle in play as to each individual target toward which you launch your 

prospecting process. We know from studies and experience that on average it takes at least 6 dials 

to a specific decision-maker in a mid-sized company for them to pick up the phone and say “Hello.” 

For larger companies the average number of dials it takes to an individual decision-maker to have a 

conversation is 9 - 12 or more.  

 

That means if you are seeking to meet with decision-makers at mid-sized companies and if your 

standard call process doesn’t include at least 6 dials, you are not working a reasonable range of ac-

tivity in which you could expect results. If you are calling once or twice and that’s it (like most) then 

you are not in a zone of activity with which you should have expected any results at all.  

 

Likewise if you are working larger companies your reasonable zone of activity has to be at least 9 - 

12 dials or you have no right to expect consistent results with a sustainable program.  

 

If you are making fewer dials you are out of the zone of reasonable activity and results for the time 

invested will be far less than if you were working a reasonable activity zone.  

Now lets look at it from the point of view of your effort on a daily or weekly basis. As you call you 

will be tracking, or should be tracking, your results and time investment every week. Over time you 
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may conclude that it takes 2 hours of solid calling effort to get a meeting on average. Those may be 

your facts. Will you always be trying to improve upon that 2 hour average? Of course, but at some 

point you will plateau and have a pretty solid idea of the time it takes, on average, to set a sales ap-

pointment.  

 

If your reality is 2 hours then you have to invest about 10 hours a week to get 5 meetings a week. If 

you are closing ratio is 5 first meetings to close one account than on average, 10 hours of pro-

specting time equals 5 meetings and one close. If you are not working within that range of activity 

then you will not get the results. 

 

Don’t make the mistake of many that make a few dials haphazardly to many suspects and wonder 

why it isn’t working. It isn’t working because you are not working within a reasonable zone of activi-

ty as to each individual target.  

 

FOUNDATION PRINCIPLE # 5 

IN ANY GROUP OF SUSPECTS THERE ARE ONLY SO MANY THAT WILL BE REACHABLE 

AND RECEPTIVE TO YOUR VALUE. 

 

It’s very important to comprehend this principle. 

 

In any group of suspects there are only so many that are reachable. Of those that are reachable only 

so many of them will be receptive to your message. Makes sense. 

 

If you had a group of 100 suspects and on average there are 10 meetings to be scheduled in a group, 

you can call and call and call all you want but once you  schedule those 10 meetings its harder and 

harder to set another. 

 

When I was calling, with every group of 100 suspects I launched and completed my call process with 

I would schedule about 10 appointments. Sometimes the ratio would be 9% and at times is was as 

high as 13% but 10% is a fair average.  

 

Understanding this principle will keep you from running into a brick wall again and again. Lets say 

you call out a group of 100 suspects and schedule 8, 9 then 10 meetings. At some point you have to 

say to yourself “Do I continue to work this group and try to squeeze out 1 or 2 more meetings with a 

lot of effort? Or, do I start to work a new group that  you know on average contains 10 meetings?” 

 

You need to work a continuous flow of suspects. Launch your process, work and complete your call 

process to the end, then let them go. Over and over. 
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Once you have worked a group to a reasonable result. Reached the reachable and communicated 

with those receptive, you need to move on. 

 

If you don’t let go you create a traffic jam and spend so much time calling the same old group of rec-

ords that you don’t have time to call new records. And as this states, there are only so many reacha-

ble and receptive to you in any group. Once you reach them additional calling to that group doesn’t 

help as you have already reached the reachable and receptive. Many people do this and wonder 

why they are beating their heads against the wall.  

 

Bring them in, work them effectively, then let them go. That way you can continuously launch your 

process with “fresh meat” or new records every day and every week. New records that you know on 

average contain 10 meetings in every group of 100. 

 

If you don’t, the next rule comes into play. 

 

FOUNDATION PRINCIPLE #6. 

THERE IS A POINT OF DIMINISHING RETURNS FOR ALL OUR ACTIONS. 

 

You must be aware of your point of diminished returns for all actions. Work beyond your point of 

diminishing returns and you are working in low probability land. The greater percentage of your pro-

OTHER RESOURCES  
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50 Shades of “Not Interested.” A Sales Rebuttal Objection Strategy. 

Contrarian Truths of B2B Cold Calling. Get it Right by Knowing What Most Get Wrong.  
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Coaching and Training Options 
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specting time spent in low-probability land the fewer results you will get. 

 

Lets see how this principle comes into play with our calling for appointments. 

 

In the example above if we know from experience that there are on average 10 meeting in every 

group, once we have those meetings, continued time with that group will bring less and less results. 

We are working beyond the point of diminishing returns. 

 

Lets apply this to the number of dials we make to a target. If the average number of dials to have a 

conversation with a decision-maker at a larger company is 9 - 12, it is also true that at some point 

more dials doesn’t make sense and is counter-productive. You have reached the point of diminishing 

returns and are wasting your time.   

 

In this instance let me relate a reasonable way to approach how to decide if you have passed the 

point of diminishing returns and should stop. As to each target I would complete the “3 cycles of 3 

call process” and some “power calling.” That would be about 12-15 calls to every target. If I had no 

objective information that told me they were worth more call time I would be at the point of dimin-

ishing return and would stop actively calling them. They would be scheduled for a new cycle of calls 

in about six months.  

 

If I discovered something during my calls that told me they were worth more calling time, maybe 

they have a contract renewal coming up, vendor problems or they were the type of company we 

had a lot of success with I may choose to add a 4th or sometimes even a 5th call cycle.  

Another example. Those that tell you they really want a call back from you and yet with every con-

versation or interaction they keep pushing you off and pushing you off. Remember the rule about 

thinking of groups, not individuals. Although you are calling individuals, with time you will realize 

that these individuals are part of a very low probability group. You need to know where your point 

of diminishing returns is among a group of similarly situated calls so that you can stop calling and 

wasting your time.  

 

Be aware of your point of diminishing returns for all your calling activity and scenarios.  

 

Don’t call beyond your point of diminishing returns. 
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FOUNDATION PRINCIPLE # 7 

LASER FOCUS SOLELY ON THOSE THAT WOULD BE RECEPTIVE TO  YOUR MESSAGE. 

FORGET EVERYONE ELSE. 

 

You have dialed, dialed and dialed Ms. Top Dog Decision-maker. She picks up the phone and says 

“Hello.” At that moment do you know whether she has a need for your services? That she may have 

a need and be looking for a resource or new vendor? No you don’t. 

 

Lets take it from the perspective of Ms. Top Dog Decision-Maker. She has problems you can solve. 

She would welcome a capable and experienced vendor. At the moment she says “Hello” does she 

know that you may be that resource? Does she know what you do, just how credible and experi-

enced you are or have any idea as the specific benefits that companies/individuals get from working 

with you? No she doesn’t. 

 

She doesn’t know unless you tell her. 

 

Seconds are ticking. Every word counts. As most people that call her waste her time her knee-jerk 

automatic reaction to being prospected is “No way,” “Get rid of them” and “I’m not going to agree 

to what they want.” As soon as they recognize that this is a prospecting call, clickwhirrboom their 

automatic knee-jerk reaction is to go into rejection mode, even before they know what the call is 

about or anything about the caller’s offering or credibility. Good-bye. 

 

You must say the words that enable buyers, buyers, to recognize that you have something that 

would benefit them and that you are worth some of their time. 

 

Speak directly to buyers only. Assume they are a buyer. Assume they are a decision-maker. Say the 

words that buyers in a position of authority need to hear to grasp that you can help them. Sufficient 

for them to take a next step. Forget everybody else. 

 

Don’t ask them questions to determine if they are the right person (Why did you call them if you 

didn’t think they were the right person?) Don’t ask them if they have time. Don’t engage in pleasant-

ries and convey nothing meaningful social chit-chat. 

 

Say the words that enable buyers to conclude that you can help them and are worth their time. 

Assume they are a buyer. 

 

Don’t make the mistake of many that water down and elongate their messaging so that they can 

have more comfortable conversations with those that will never buy. Forget them. 
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FOUNDATION PRINCIPLE # 8. 

DON’T CONFUSE BEING DIRECT WITH BEING RUDE OR ANNOYING. 

 

Most salespeople would agree that being clear, concise and getting to the point are good things. 

And yet, when it comes to appointment setting it seems that those same people seem to think that 

being clear, concise and getting to the point is rude, annoying or too “salesy.” 

 

Remember this. Top decision-makers appreciate you being direct. It is a sign of competence and 

professionalism. It is respectful of their time. It separates you from the pack of unprepared time 

wasting wishful thinkers winging it and picking words out of the air as they go thinking it is better to 

be “natural.”  

 

Whether someone thinks you are rude, annoying or “too salesy,” (I hate that phrase) has more to do 

with them, than it does with you. 

 

If they have a need and are open to a new resource they perceive your words as “speaking right at 

them.” Your call is welcomed and a next step is likely. 

 

Direct those very same words to someone that doesn’t have a need and you are an unwelcome an-

noying pest.  

 

You want to stick with the words that are direct and most meaningful to buyers and top decision-

makers. The fact that some of those without needs you can fill will reject you or sound annoyed at 

the interruption has nothing to do with you. It has more to do with them. 

 

FOUNDATION PRINCIPLE # 9 

THE RULE OF 7 

 

People have to be touched by you multiple times before they can absorb your message. Before they 

can even remember your name. 

 

You greatly increase the odds of penetrating the minds of your sales suspects when your actions 

comply with the rule of 7. 

 

When appointment setting your “touch” options are typically voicemail or Email. (In the old days fax 

was a touch.) In limited circumstances, I am not a big fan of this, mail can also be a touch. A letter or 

postcard. 
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When you launch your call process toward a specific suspect you will work a core call process I call 

the “3 cycles of 3.” At the end of each cycle of calling you will leave touches. If you are using just 

voicemail and Email as your touches, by the end of your call process every target has received not 

only the requisite number of dials to put you in a reasonable zone of activity but they have also re-

ceived 6 touches. A voicemail and Email at the end of each of your 3 call cycles. 

 

If you were using voicemail, Email, and snail mail as touches, each of your targeted decision-makers 

would be on the receiving end of 9 touches by the end of your 3 cycles. 

 

If you choose to work more than 3 cycles on a more worthwhile target they are the recipient of even 

more touches. 

 

Touching people frequently with consistent messaging is a basic marketing 101 principle. You will be 

congruent with the “Rule of 7” and increase your results when you work the “3 cycles of 3” and 

leave your touches. 

 

People don’t begin to get comfortable and trusting of others until they have interacted several 

times. You need to engineer these touches and interactions into your sales process.  

 

FOUNDATION PRINCIPLE # 10 

THE 60/30/10 RULE 

 

60% of your appointment setting results is due to your list and how you work through it. 

30% of your appointment setting results come from your value communication and the call process 

you use. 

10% of your appointment setting results result from everything else you do. 

 

60% of your results result from hitting the right targets. Directing your energy in the right places. 

This means not only profiling your potential suspects correctly but working very efficiently through 

them. Get this right and you can absorb a lot of mistakes and still make money. Get this wrong, no 

matter what else you do right, you will fail. 

 

It takes just a few hours invested once to make sure you are getting the 60% right. To make sure all 

the hours and money invested in lead generation get you the greatest return. Skimp on this or do it 

wrong and you are significantly crippling yourself. 

 

Messaging and call process are the next big bats you swing. Does your value messaging have suffi-

cient impact on your sales suspects to knock them out of their automated knee-jerk clickwhirrbuzz 
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rejection response when they realize they are being prospected? Or does your value messaging tippy 

toe up to them quietly while you wait to get your head handed to you? Are you using the Goldilocks 

rule of call process? Not too much, not too little, but just right? Using the right call process is the 

difference between working a plan, and dialing furiously and randomly with lottery ticket hopes of 

something good happening.  

 

The 10% is all the other busyness engaged in that you have somehow rationalized is more important 

than actually calling people. 

 

Stay focused on working the right list, your value communication and your call process. Give them a 

reason to meet. Minimize time spent on everything else. 

 

FOUNDATION PRINCIPLE #11 

THE 80/20 RULE WITH A TWIST 

 

The Pareto Principle states that 80% of results come from 20% of our effort. 

 

True in life. True in appointment setting. 

 

When we select a group to call that group will typically contain those that will buy a lot, an average 

amount and a little. It contains those that buy with a decent sales effort and follow-up. It includes 

people that will buy a little only after a significant effort that is borderline harassment and if you give 

them special terms. 

 

There is a twist to the 80/20 rule when appointment setting. You can spend 100% of your time in the 

20% zone where you get a disproportionate result for your efforts. 

 

Sad reality. When I am called in for emergency 911 calls for flatlining call programs in tele-centers or 

corporate call teams, is that far too much of their time is being spent in the bottom end of that 80% 

zone, where a lot of effort gets you very very little in results. 

 

Sadder still is the reality that the 20% high-results zone contains more qualified targets than they 

could call for at least six months. I see that again and again. 

 

You can choose to spend all of your time in the 20% high-results zone and none of your time in the 

80% low-results zone. 

 

Now, for those of you that just thought to yourself “Wait a minute, I don’t want to miss out on the 
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good accounts in that larger group, I’m going to call everyone.” Think how dumb that thought is. 

 

You have limited time. You have the ability to spend all of your time jack hammering through a solid 

vein of gold or spending that same time dumpster diving looking for a nugget or two? Many choose 

to dumpster dive then wonder why they are not making money. 

There is a thought compelling twist to the 80/20 rule. It is typically true that 80% of our results will 

come from 20% (or less) of our list universe. The 80/20 rule also applies within that top 20% zone. 

Within the 20% high productivity zone… 80% of those results will come from just 20% of that seg-

ment of the list. The point? Be on high alert for hyper responsive profitable niches. Work them first.  

 

Be aware that you have limited time and the goal is always to purposely invest that time  where it 

will do you the most good. You should always be thinking about the higher-probability higher-worth 

sub-sections of your call list or database and call them before you call the rest. 

 

Which leads right into our next rule. 

 

FOUNDATION PRINCIPLE #12 

TIME ALLOCATION IS KEY. 

 

If you often scroll through your contact manager trying to decide which records to call. If you feel 

you have too many records to call, the odds are that you will fail at setting sales appointments. 

OTHER RESOURCES  

Articles 

Sample Sales Script Was Super Successful 

50 Shades of “Not Interested.” A Sales Rebuttal Objection Strategy. 

Contrarian Truths of B2B Cold Calling. Get it Right by Knowing What Most Get Wrong.  

Sell Now or Die. A Sales Script 911 Rescue. 

The Callback Conundrum. Script Strategies for Follow-up Calls. 

 

Coaching and Training Options 

The Online Master Course for Appointment Setting B2B and Sales Scripts 

Contact Scott Channell 

http://www.scottchannell.com/sample-sales-script-super-successful/
http://www.scottchannell.com/50-shades-not-interested-sales-objection-rebuttal/
http://www.scottchannell.com/b2b-sales-cold-calling-contrarian-truths-know-get-wrong/
http://www.scottchannell.com/sales-scripts-911-rescue-it-was-sell-now-or-die/
http://www.scottchannell.com/callback-conundrum/
http://www.scottchannell.com/hire-scott-corporations/
http://scott-channell.thinkific.com/courses/appointment-setting-B2B-master-course
http://www.scottchannell.com/contact/
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At all times, because you are setup properly and have coded and sorted your contacts by the varia-

bles important to you, you should always feel confident that you are purposely allocating your time 

where it will do you the most good. 

 

If you have 10 hours a week to prospect then you only have time to launch your process with so 

many records and you only have time to follow up on-time with so many records. You should at all 

times have the confidence that given all your choices of records to call that you are allocating your 

time to that group of records from which you will get the most results. 

 

Setting priorities due to the reality of time limitations is not the same as deciding not to call some-

one at all. You are just deciding to call the bigger payback records before you call the average pay-

back records before you call the less than average or no payback records. 

 

One of the biggest mistakes I see made with companies/individuals that have great offerings with a 

solid track record of quality and success, with tons of purchases being made with competitors yet 

they have trouble getting meetings, is that way too much time is being allocated to the less than av-

erage payback, the no payback group of records. Very frequently when doing an evaluation I will de-

termine that 60%- 90% or more of call time (see it all the time) is being invested with the group of 

lowest worth lowest probability records. Again, to repeat myself, sadder still, typically the group of 

highest-worth highest-payback records is barely being called. 

 

Set priorities among “groups” of records. Always allocate your time to those the most worthy of 

your time.  

 

FOUNDATION PRINCIPLE # 13 

NEVER TRY TO CONVINCE ANYBODY OF ANYTHING 

 

Buyers are out there. 

 

Some are active buyers evaluating their vendor options. 

Some are soon to be active buyers that know they have to make a change. 

Some are planning a purchase 3, 6 or 12 months down the road. 

Some know they have problems worth solving and are not sure what to do. 

Some have an itch they have not yet decided to scratch. 

 

When you set sales appointments your job is not to create buyers, your job is to interact with the 

buyers that are already out there. With a short interaction enable them to determine that it would 

be worthwhile to spend some time with you. That’s it. 
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My definition of a buyer was someone who would agree to meet and then mutually participate in 

an effective sales/purchase  process that resulted in a buy decision. 

 

Never put the burden on yourself of trying to convince people what they should do. Even in the case 

of clear and convincing need and overwhelming proof of a major benefit “you would have to be an 

idiot to not do this” type situation, don’t put the burden on yourself of trying to convince people 

of anything. You are only inviting frustration. 

 

It’s a mindset issue. And, there is another reason. Those that need the most convincing, as a group, 

close less frequently than those that don’t have to be convinced. 

 

Remember, this is not about appointment setting. It is about closing sales. Your appointment setting 

effort is only part of your overall effective sales process. Those that “get it” tend to buy with more 

frequency than those that need a lot of convincing. 

 

Focus your efforts on the right group of suspects, craft a concise compelling value message that re-

lates what you do, why you are credible, benefits that your clients get, and what you can deliver at 

an initial meeting. Call with a process that maximizes the odds that you speak to your targeted deci-

sion-maker. Deliver your impactful message with consistency and sufficient frequency. 

 

Do those things well. They will either jump in the boat or they won’t. Either is fine. You are not look-

ing for “drive-by’s” or mere literature drops. You are seeking someone willing to invest time for a 

legitimate business purpose and mutually determine whether a next step makes sense for both of 

you.  

 

Do not beg, plead or engage in verbal gymnastics to set an appointment. Initial meetings set under 

those circumstances tend not to convert to sales. 

 

FOUNDATION PRINCIPLE # 14 

DON’T LET THE EXCEPTION TO THE RULE AND THE LUNATIC FRINGE DRIVE YOUR 

PROCESS AND BEHAVIORS. 

 

We are in sales. 

We deal with people. 

Crazy things happen. 

 

There are exceptions to every rule. 
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Things fly out of left field all the time. 

People make decisions for crazy reasons, the wrong reasons and on impulse.. 

 

If you can’t separate that which is true most of the time and that which happens sometime. If you 

can’t distinguish between probabilities and possibilities. If you don’t have a firm sense of higher 

probability behaviors, lower probability behaviors and just plain self-sabotaging behaviors you are 

toast. 

 

I believe that in sales there are zones of productivity. The actions, behaviors and processes you 

choose in repetitive situations tend to produce fairly predictable results over time. You want to work 

in a zone of behaviors which spits out the most successes consistently. 

 

My personal opinion is that in sales 70% - 85% of our results are predictable based upon the choices 

we make. The rest are the exceptions to the rules. 

 

One of the things I have noticed about top sales producers, whether prospecting or closing, is that 

they purposely choose actions and behaviors that put them in the zone which delivers the business 

result they seek the greatest percentage of time.  

 

The mediocre, the underpaid and the lost refuse to make those choices. They say things like “You 

never know...,” and are quick with their “I sold an account once....” exception to the rules stories 

which seek to justify that they have no real sales process, no sales compass. 

 

Top producers sell by design. 

The rest sell by accident. 

 

When I conduct a training or speak I announce a few rules upfront. One of them is that no one is al-

lowed to say “Ya, but...” Why? Well, other than the reason that it bores me, it doesn’t help them or 

the people sitting next to them. We are in sales and deal with people. There are exceptions to every 

rule. So what. 

 

Know the difference so that your choices and behaviors are most congruent with what produces re-

sults the greatest percentage of time. 

 

FOUNDATION PRINCIPLE # 15 

SELL THE INITIAL MEETING, NOT THE SERVICE 

 

You are not trying to sell your product or service when you set sales appointments. The only thing 
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you are selling is an initial meeting. You seek solely to enable a prospect to conclude that it would 

be  worthwhile value exchange to spend some time meeting to you to get what you will deliver at 

that meeting. That’s it. 

 

You are not trying to convince them to buy from you, that you would be the best provider for them, 

that they should make a change. You do not try to diagnose their situation and you most certainly 

do not try to give them advice. You must stay laser focused on the business purpose of this call. Get 

the meeting. 

In this lead generation phase, the better you get at selling meetings, the more opportunities you get 

to sell your products or services. If you try to sell your offering, you get fewer initial meetings.  

 

Every sales process has distinct phases. You can’t move on to the next phase until you have moved 

solidly through the previous stage.  A sales process is only as solid as the foundation it is built on. 

Selling solid meetings is part of your foundation (conducting solid initial meetings is the other part.)  

 

You will make a serious strategic error if during your set the appointment phone interactions you 

skip over obtaining a commitment for a meeting and move right into a discussion more calculated to 

sell you as a vendor or show off what you know. You will get fewer initial meetings. 

 

 

 

OTHER RESOURCES  

Articles 

Sample Sales Script Was Super Successful 

50 Shades of “Not Interested.” A Sales Rebuttal Objection Strategy. 

Contrarian Truths of B2B Cold Calling. Get it Right by Knowing What Most Get Wrong.  

Sell Now or Die. A Sales Script 911 Rescue. 

The Callback Conundrum. Script Strategies for Follow-up Calls. 

 

Coaching and Training Options 

The Online Master Course for Appointment Setting B2B and Sales Scripts 

Contact Scott Channell 

http://www.scottchannell.com/sample-sales-script-super-successful/
http://www.scottchannell.com/50-shades-not-interested-sales-objection-rebuttal/
http://www.scottchannell.com/b2b-sales-cold-calling-contrarian-truths-know-get-wrong/
http://www.scottchannell.com/sales-scripts-911-rescue-it-was-sell-now-or-die/
http://www.scottchannell.com/callback-conundrum/
http://www.scottchannell.com/hire-scott-corporations/
http://scott-channell.thinkific.com/courses/appointment-setting-B2B-master-course
http://www.scottchannell.com/contact/
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FOUNDATION PRINCIPLE # 16 

YOU MUST MAINTAIN CONTROL AT ALL TIMES. 

 

Who is in charge of what you say and do? You are. 

The gatekeepers and decision-makers do not dictate what you do. 

You are in charge of your process and how you will handle repetitive situations.  

They will either participate in this process to your satisfaction or they won’t.  

If they won’t.... buh-bye. Next. 

 

You must always control how you allocate your time and choose your behaviors. 

You need to have confidence in your process and some backbone. Do not let strangers tell you what 

to do or how to spend your time. 

 

They want you to “send some info” such that you spend money out of pocket on postage and 

printing and then follow-up, follow-up and follow-up endlessly. Well, maybe... if YOU deem it worth-

while to do so. You have a script path for that. That script path enables you to separate the worth-

while from the tire-kickers. You have them on the phone right now. Better to not make the calls and 

not get the meeting, then make the calls and not get the meeting. You will decide, not them. 

 

Same for their requests to “call me back” or their questions to you. They do not tell you what to do. 

They are not in charge of this call. You are. The moment you turn over control of the conversation to 

them, you are toast. What they want you to do is not going to lead to a meeting. You always come 

back to your agenda and your process for setting solid appointments. 

 

You are in sole control of your time and behaviors. You know the behaviors, the scripts and  the 

“zone of activity” that spits out the most solid initial meetings. The closer you stick to that zone of 

activity the more great initial meetings you will set. The more you drift from it, the less productive 

you will be. 

 

You stay in control. They don’t like it? Brush em. Bounce. Next. 

 

FOUNDATION PRINCIPLE  # 17 

YOU MUST OVERCOME GRAVITY 

 

How do you overcome gravity? 

You project a force more powerful than gravity. 
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When you seek to set sales appointments with top level decision-makers all the odds are stacked 

against you. People are hard to reach. Voicemail seems like an impenetrable wall. Those that you do 

reach are inundated with calls from so many incompetents and time-wasters that their knee jerk 

automatic instinct is to say “No, No, No and No again.” Every molecule of DNA in decision-makers is 

programmed to reject you outright. 

 

The tough call environment, the difficulty of getting a top person to pick up the phone, their natural 

normal reaction to not schedule a meeting with you. You are projecting yourself into an environ-

ment where forces conspire together to create a powerful force like gravity to keep you down. 

 

The only way you overcome a force like gravity is to project a force more powerful than gravity.  

 

Your selection of whom to call and in what priority, the frequency and timing of those calls, your 

choice of words and the value they communicate, your touch and follow-up system and more all 

unite into a sales prospecting process that projects an energy and a force. 

 

If the force you project is more powerful than the force that is pushing back, you get great initial 

meetings. If the force you project is less powerful, you don’t. 

 

FOUNDATION PRINCIPLE # 18 

YOUR SYSTEM MUST BE SUSTAINABLE AND DUPLICABLE 

 

Sales prospecting and phone calling doesn’t make many “fun things to do lists.” 

 

Calling stinks. The only thing that makes it bearable is the knowledge that if you have a system, a 

call process that works and spits out quality initial meetings that convert, it makes it a bit easier to 

take a deep breath and just do the steps that lead you to the promised land. Do them again and 

again and again. 

 

Random results. Burst of activity when you dying for leads. That is not a sustainable system that will 

predictably produce qualified initial meetings that convert at an acceptable cost of time an money.  

 

You need to have a sustainable system that you can work consistently. That keeps your pipeline full 

and it helps with the discipline of calling if you know, if I just do these things, good stuff is always 

created. 

 

Your call process must be sustainable and it must be duplicable. If you have an outside or inside 

sales team, people are going to come and go. If you are an individual calling for yourself, if you do it 
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right, within a few months you will find it difficult to set the appointments, go on the initial 

meetings, manage your pipeline and service all your new clients. (This is a very common problem.) 

In that case, if you want to sustain your business growth you will delegate much of the appointment 

setting to someone that can do it adequately. Maybe not as well as you, but adequately.  

 

If you don’t have a system that is duplicable then you can’t delegate the task, you don’t have a sys-

tem or methods to teach, you can’t guide or coach people on what to do, you can’t teach others 

what to do. If you are managing a sales team tremendous resources are wasted and opportunities 

lost as appointment setters and salespeople flail trying to reinvent the wheel and figure out what 

works. If you are an individual, once you start to get swamped, and you will, that stream of new 

qualified opportunities will dry up if you can’t duplicate the process. 

 

FOUNDATION PRINCIPLE # 19 

ELIMINATE EVERY UNNECESSARY WORD 

 

Tick. Tick. Tick. Tick. 

Every second matters. 

 

Fun Fact: People think 10 times faster than you can speak. 

 

While you are spouting meaningless no value, no credibility, no benefit drivel, that decision-maker 

you worked so hard to get on the phone is thinking you don’t seem to offer value to them and about 

getting you off the phone. Bye.  

 

When you are face-to-face with people they will give you a bit more leeway before they expect you 

to get down to business. On the phone, you have mere moments. 

You have 3 seconds to give them “cause for pause.” Essentially, right up front within seconds you 

need to make buyers choke on the words “We’re all set,” because you have said something that im-

pacts them such that they recognize that you may be able to help them. You knock them out of their 

automatic knee-jerk reaction “No” mode. 

 

You can’t do that if you use 20 words to state what could be said in 8. You don’t do that if you take 

50 seconds to state what could be said in 25.  

 

You have a total of 30 seconds from the time you hear “Hello” to cover the necessary bases to lay a 

proper foundation to get an initial meeting. If you don’t cover those bases well with the most im-

pactful message possible you lose. You lose initial meetings you should have had and the closed op-

portunities and accounts that would have come from those meetings. 
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Mercilessly rip out every unnecessary word from what you say, particularly what you say in the be-

ginning of a phone interaction. Unnecessary words water down the impact of your message and 

keep you from getting to the stuff that matters. 

 

FOUNDATION PRINCIPLE # 20 

BE DIFFERENT. 

 

Most people who try to set sales appointments fail at it. 

The vast majority that try get little or no results at all. 

 

Few that seek to set sales appointments will be successful. 

 

If you do what most do, if you buy into commonly accepted “truths” about calling, what to do and 

what works you will fail. 

 

You can’t do what everyone else does and expect to get drastically superior results. 

 

Start with this premise. If what you are doing too closely resembles what the herd is doing, what 

your coworkers are doing, what everyone else tells you to do, you are doing it wrong.  

 

Model the best, not the rest. 

OTHER RESOURCES  

Articles 

Sample Sales Script Was Super Successful 

50 Shades of “Not Interested.” A Sales Rebuttal Objection Strategy. 

Contrarian Truths of B2B Cold Calling. Get it Right by Knowing What Most Get Wrong.  

Sell Now or Die. A Sales Script 911 Rescue. 

The Callback Conundrum. Script Strategies for Follow-up Calls. 

 

Coaching and Training Options 

The Online Master Course for Appointment Setting B2B and Sales Scripts 

Contact Scott Channell 

http://www.scottchannell.com/sample-sales-script-super-successful/
http://www.scottchannell.com/50-shades-not-interested-sales-objection-rebuttal/
http://www.scottchannell.com/b2b-sales-cold-calling-contrarian-truths-know-get-wrong/
http://www.scottchannell.com/sales-scripts-911-rescue-it-was-sell-now-or-die/
http://www.scottchannell.com/callback-conundrum/
http://www.scottchannell.com/hire-scott-corporations/
http://scott-channell.thinkific.com/courses/appointment-setting-B2B-master-course
http://www.scottchannell.com/contact/

