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 Important 
 

Examples of client communications shown in this Playbook are provided as illustrations only.  You must 
submit client letters, etc. through PinPoint to the Advertising Review Unit for review and approval prior to 
use. 
 

Content in this Playbook is excerpted from the book Fanatical Prospecting, by Jeb Blount. 
John Wiley & Sons, Inc., Hoboken, New Jersey, 2015.  Content used with permission of the author. 
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Prospecting Mindset 

Your Client Acquisition Journey 

Client acquisition is a process that begins by acquiring names of potential clients, connecting with those 
contacts and eventually engaging to develop lasting relationships.  This playbook explores the role of 
telephone prospecting in that process. 

 
 

A Key Part of Your Prospecting Strategy 

The telephone is a core part of a balanced prospecting methodology that includes email, face to face, 
networking, social media and referrals. 

The phone is the most efficient prospecting tool because when you are organized, you can reach more 
prospects in a shorter period of time than through any other prospecting channel—even e-mail. The 
telephone is also more effective than e-mail and social because when you are actually speaking to another 
human being, there is a higher probability that you'll set appointments and gather qualifying information.  

 

Advice from an Industry Expert:  Jeb Blount 

 

 

This Playbook will show you what to do and say when you get prospects on the 
phone. You will learn how to reduce resistance, increase the probability that you 
will achieve your defined objective, and mitigate rejection. 

The information contained here has been excerpted from the bestselling sales 
book, Fanatical Prospecting, by Jeb Blount 
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Some Hard Truths 

• No matter what  you learn here, you are probably going to still hate the phone. That doesn't negate 
the fact that to reach peak sales performance, you must master telephone prospecting. 

• You are going to get rejected a lot on the phone because statistically you will generate more real-
time interactions with prospects than through any other prospecting channel. 

• Most of your calls will go to voice mail. Depending on your industry, prospect base, and targeted list 
you'll connect with between 20 percent and 50 percent of your prospects on average during phone 
blocks. This is why you must be effective when you get a prospect on the line.  

 

Telephone Prospecting = Interrupting 

Jeb Blount, Fanatical Prospecting  

 

The Fine Art of Interrupting 

 

 

Effective telephone prospecting has always rested 
on the willingness on the part of the salesperson to 
interrupt.  It is difficult and awkward to interrupt 
someone's day. You can't control their response.  

Consider how you feel when your work day is 
interrupted by someone calling you unannounced.  
If you're going to get interrupted, what would you 
want?  You would want the caller to get right to the 
point and get off the phone quickly so you could get 
back to work. 

Prospects are people just like you who resent 
having their day interrupted by an unscheduled 
caller. Your goal is to make the call quick and to the 
point so that you achieve your objective and they 
can get back to what they were doing.  
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5-Step Telephone Prospecting Framework 
Efficient and effective telephone prospecting should get you to yes, no, or maybe as fast as possible, in the 
least intrusive way, using a relaxed, confident, professional tone that reduces resistance. 

A Repeatable Process 
Remember that when you pick up the phone and call a prospect, you are an interruption. Your goal is to make 
the call quick and to the point so that you achieve your objective and they can get back to what they were 
doing.  

To do this effectively, your call must be structured so that you get to the point fast—in 10 seconds or less—
and sound like an authentic professional.  

You also need a process that is consistent and repeatable. A consistent, repeatable structure takes pressure 
off of you and your prospect. Because you are not winging it each time you call, you won't have to worry 
about what to say. And, because you are focused and deliberate, it is respectful of your prospect's time.  

 

The 5-Step Framework 

Steps Purpose Example Tips 

 
Grab Attention 

Grab the prospect’s 
attention by saying 
their name. 

Don't ask, “How are you 
doing?” and don't pause. 

Say their name and keep 
moving. 

 
Identify Yourself 

Right up front, say 
your name and 
agency. 

Identify the person 
who referred them. 

If the contact is someone 
you know well, it’s not 
necessary to mention your 
agency. 

 
Reason for Call 

Give the reason for 
your call. 

Be open about the objective 
of your call. 

People value transparency. 

 
Because 

Give them a relevant 
reason to give up 
their time. 

Say the word “because.” 

Your because statement 
should be about the 
prospect, not about you.  

 
Ask 

Ask confidently for 
what you want . . . 
and then shut up. 

Be confident, direct, and 
don't pause. Then be quiet 
and let the prospect 
respond. 
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Message Matters:  Crafting Powerful Because Statements 
Prospects meet with you for their reasons, not yours. You must articulate the value of spending time with 
you in the context of what is most important to them. Your message must demonstrate a sincere interest in 
listening to them, learning about them, and solving their unique problems. This is how you break down initial 
resistance so that you earn an appointment, gain the opportunity to gather qualifying information, or engage 
in a sales conversation right in the moment. 

 

The Power of Because 

In prospecting, all you really need to do is give your prospect a good enough reason to meet with you and 
they'll say yes. It doesn't need to be perfect—just good enough to get in the door.  It has to be quick, direct, 
and persuasive, but it cannot sound like a cheesy script. It's got to be natural and authentic.   

You need a message that can be delivered in 10 seconds or less and gives your prospect a reason or a 
“because” that's good enough to get them to say yes. 

For example, just saying, “I'd like 15 minutes of your time because I want to learn more about you and your 
company” works surprisingly well with many prospects. 

 

Appeal to Emotions 

Frustration. Anxiety. Stress. Fear. Confidence.  

What do these words have in common? They describe emotions. Emotional words demonstrate empathy 
and connect with how your prospect is feeling. The real secret to crafting effective prospecting messages is 
a simple but powerful premise:  

People make decisions based on emotion first and then justify with logic. 

Think about how you might be able to relate to your prospect's unique situation and how you can express this 
through the words you use, tone and inflection of voice, and body language. 

Craft a short, compelling message that connects emotionally with what is important to your prospect. Use 
phrases and emotional words like:  

• Learn more about you and your business  

• Share some insights that have helped my other clients  

• Share some best practices that other companies in your industry are using to… 

• Gain an understanding of your unique situation  

• See how we might fit  

• Flexibility  

• Options  

• Confidence 
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Strong Because Statements Focus on Key Client Needs 

One technique for crafting strong because statements is to focus on the key financial needs of your 
prospects who are at different life stages or in different roles.  These because statements can then be easily 
customized when you are talking to people you know well. 

Need 
Prospect 
Profile 

Example Because Statement 

Get Organized 
and Simplify 
Life 

Young 
Families 

Protect and 
Achieve What 
Matters Most 

Established 
Professionals 

Planning for 
Retirement 

Pre-Retirees 

Exit Planning Business 
Owners 
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The Discipline to Ask 
The most important element of any prospecting touch is the ask—what you are asking the prospect to do or 
give up.  If you fail to directly ask your prospect to take action, it really doesn’t matter what else you say or do, 
because everything else was just academic. 

The primary reason salespeople beat around the bush with passive statements, such as “Maybe if it would be 
okay and if you are not too busy we could kinda maybe get together for a few minutes, what do you think?” is 
to avoid directly asking. 

Here is the brutal truth: There is only one technique that really works for getting what you want on a 
prospecting touch. 

ASKING 
That’s it. Just ask. Ask for the appointment, ask for information, ask for the decision maker, ask for the next 
step, ask for the sale. Ask for what you want. Ask. 

The fact is, if you are having a hard time getting appointments, getting to decision makers, getting 
information, or closing the deal, 9 out of 10 times it is because you are not asking. 

 

Call Framework Summary:  The Three B’s 
 

 

Be Brief 

Get to the point. 

• Don't ask "How are you doing?" 

• Don't make small talk. 

• Don't break the ice. 

Just get to the point and tell them who you are and what you want 

 

 

Be Bright 

• Prospects will engage and meet with you for their reasons 
not yours. 

• Ditch the pitch. Step into your prospect's shoes and 
develop relevant messages that connect with them on 
their terms. 

 

 

Be Gone 

Focus on getting a yes, no or maybe fast. Then quickly move to 
the next call.  

This demonstrates respect for your prospect's time and makes 
you more efficient. 
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Putting It All Together 

Call Examples 

Prospect 
Profile 

Example Approach  When Calling Someone You Know 
Well: Customizing Tips 

Natural Market 
– Friends and 
Family 

Asking for 
Introductions 

When calling someone you know 
well, respect the relationship, be 
friendly.  

But be sure to acknowledge the real 
purpose of the call -- either at the 
beginning or with a formal 
transition, such as: 

 

Young 
professionals/ 
young families 

 

Add details about their situation, 
such as: 

Established 
Professionals 

Anyone who 
has a financial 
goal 

 

Use a personal because statement, 
such as: 
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Prospect 
Profile 

Example Approach  When Calling Someone You Know 
Well: Customizing Tips 

Pre-Retiree 

Baby Boomer 
or Gen-X 

Focus the because statement on 
their personal goals, such as: 

Business 
Owner 

When talking to someone you know 
well, mention the name of the 
business and add specific details, 
such as: 

Introduction 
(from a client) 

Add details about the mutual 
connection and/or their relationship 
to the prospect, such as: 
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Prospect 
Profile 

Example Approach  When Calling Someone You Know 
Well: Customizing Tips 

LinkedIn 
Connection 

Add details based on the contact’s 
LinkedIn profile, such as: 

 

Follow-up from 
Networking 
Event 

Refer to specific details from your 
networking conversation, such as: 
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Prospecting Conversation Template 
Apply the 5-Step Framework to personalize your approach for various prospecting call situations. Work with 
your Agency Leader or mentor to develop and practice your prospecting conversation. 

 

Call Situation/Prospect Profile ________________________________________________ 

Steps Purpose Your Approach 

 
Grab Attention 

Grab the prospect’s 
attention by saying 
their name. 

 
Identify Yourself 

Right up front, say 
your name and 
company. 

Identify the person 
who referred them. 

 
Reason for Call 

Give the reason for 
your call. 

 
Because 

Give them a relevant 
reason to meet with 
you or give up their 
time. 

 
Ask 

Ask confidently and 
assertively for what 
you want . . . and then 
shut up. 
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Make the Most of Your Prospecting Time 

Schedule Phone Blocks 
Fanatical prospectors set up daily telephone phone blocks of 
one to two hours. During this time they remove all 
distractions—shutting off e-mail and mobile devices, and letting 
those around them know that they are not to be disturbed. They 
set clear goals for how many calls they will make. This call block 
is a booked appointment on their schedule and it is sacred. 
Nothing interferes.  

Some people choose to break call blocks into small, manageable 
chunks and set goals for those chunks. It is much easier to set a 
goal to make 10 calls than 100 or to dial for 30 minutes rather 
than two hours. It is much easier to overcome your initial fears 
and trepidations a few calls at time. You can wrap your mind 
around these small chunks.  

Define Call Objectives 
The objective is the primary outcome you expect from your prospecting touch.  Developing a defined 
objective makes you effective because on each prospecting call you know exactly what to ask for and how to 
bridge to your prospect's problems to give them a compelling reason to accept your request. 

For FRs, there are three common prospecting call objectives. 

Set Appointments 

The primary objective of telephone prospecting is to set an appointment.   

To be absolutely clear, an appointment is a meeting that is on your calendar and your 
prospect’s calendar. In other words, they are expecting you to show up in person or by 
phone, video call, or web conference at a specific time and date.  It is only an appointment 
when you have a commitment for a specific meeting time. 

Gather Information 

Gathering information is your primary objective with prospects you have not already 
qualified. Your drive as a sales professional should always be to spend your time with the 
most qualified prospects in your database. This means that you will want to gather 
information on the prospects for which you have some or no data so you can qualify their 
potential and eliminate the prospect records that will never be buyers 

You may also make information-gathering calls to learn more about a potential market 
opportunity.  

Build Familiarity 

Familiarity plays an important role in getting prospects to engage. The more familiar a 
prospect is with you, your brand, and/or your company, the more likely they will be willing to 
accept and return your calls, reply to your e-mails, accept a social media connection 
request, and engage when you are prospecting in person. Familiarity as a prospecting 
objective requires a long-term focus because it is improved through the cumulative impact 
of ongoing prospecting activity.  
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Build Familiarity 
It takes a lot of touches to engage a prospect.  Fanatical Prospecting data indicates that it takes, on average:  

• 1 to 3 touches to reengage an inactive customer  

• 1 to 5 touches to engage a prospect who is in the buying window and is familiar with you and your 
brand  

• 3 to 10 touches to engage a prospect who has a high degree of familiarity with you or your brand, but 
is not in the buying window  

• 5 to 20 touches to engage a prospect who has some familiarity with you and your brand—buying 
window dependent  

• 20 to 50 touches to engage a cold prospect who does not know you or your brand 

 

Many Ways to Build Familiarity 
 

 

Voice Mail Each time you leave a voice mail, they hear your name and your 
company name and their familiarity with you increases. 

 

Email Each time you send an email, they read your name and see your e-
mail address, company name, and service brand, and their familiarity 
with you increases. 

 

LinkedIn When you connect with them on LinkedIn, familiarity increases. 

 

Social Media When you like, comment on, or share something they post on a social 
media channel, familiarity increases.   

 

In Person When you meet them at an industry conference and put a face with a 
name, familiarity increases. 
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Use Voice Mail Effectively 
 

 

 

No matter how proficient you become with the 
telephone prospecting framework, the majority of 
your calls are still going to go to voice mail.  To get 
more of your messages returned, you must make 
it easier for your prospects to call you back.  

There are five steps to leaving effective voice mail 
messages that get returned. This process 
deployed consistently will double your callback 
rate. 

 

 

 

 

1 Identify yourself.  
Say who you are and the company you work for up front. This makes you sound professional.  

2 Say your phone number twice.  
Prospects can't call back if they don't have or you garbled your number. Give your contact 
information up front and say it twice—slowly. After they hear your name and company, they may 
not care about the rest of your message because based on their situation, they can infer what it is 
about.  

3 Tell them the reason for your call.  
Tell them why you have called. There is nothing more irritating to a buyer than a salesperson who is 
not honest about their intentions. After you give your personal information just say, “The reason for 
my call is…” or “the purpose of my call is…,” then tell them why you are calling and what you want. 
Transparency is both respectful and professional.  

4 Give them a reason to call you back.  
Prospects call back when you have something that they want or are curious about. Curiosity is a 
powerful driver of behavior. When you have knowledge, insight, information, special pricing, new or 
improved products, a solution to a problem, and so on, you create a motivating force that compels 
your prospect to call you back.  

5 Repeat your name and say your phone number twice.  
Before you end your message, say your name again slowly and clearly and always, always say your 
number twice. 
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Become a Contact 
When calling people on their cell phones, it’s much more likely that they will pick up if you are a recognized 
contact.  When meeting someone in person, be prepared to exchange contact information.  Make sure 
that you are in your own cell phone, as a contact, with all your professional information filled in.   

Practice sending your contact so that you can do it smoothly. 
 

Set Phone Dates 
When you meet a new person, ask if it’s OK for you to send them an invitation for a follow up call  
(“phone date”).  This will put the call on their calendar so that they are expecting to hear from you.  
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For More Information 

Resources on Guardian U 
Guardian U contains additional resources to support your telephone prospecting. 

 

 

Fanatical Prospecting Resources 
 

Purchase a copy of the Fanatical Prospecting book and get access to a wealth of 
online resources. 

https://www.fanaticalprospecting.com/ 

This material was prepared by an independent third party.  Jeb Blount is not an 
affiliate or subsidiary of Guardian. 

https://www.fanaticalprospecting.com/

