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• Take great notes

• Find the ideas that will work for you! 

• Desire – no one drifts into greatness 

• Design – what’s your plan?

• Discipline – good versus great

Keys to success…



Challenge?
Contact 
random 
prospect

Step #1. Contact random prospect (randomly)

Step #2. Tell prospect everything your company does

Step #3. Ask for a meeting

Step #4. Tell prospect more about how great you are

Step #5. Follow up randomly hoping to close





Preview
Contact 
random 
prospect

Who?
What?
How? 
Why?



Who?

Step #1



Who is your ideal client?



Aim at nothing… hit it every time!



ü Industries?
ü Titles?
ü Revenues?
ü Employee count?
ü Geo locations?
ü Compelling events?
ü Competitive pressures?
ü Biggest frustrations?
ü Typical results?

Step #1



What?

Step #2







What exactly do 
you guys do?

Question



• Prospecting emails 

• VM messages

• LinkedIn profile 

• Networking events

• Presentations 

• Proposals 

• And much much more!



Challenge?



Secret script?

Tested formula?



#1. Obligation

Why?

#2. Curious

Boss, spouse, kids, parents, friend, etc

Specific è Relevant è Curious



Tim – my name is Mike. We’ve never 
spoken before but I just recently visited your 
website – BTW I really like your intro video! 
I’m calling today because I’m guessing you’d 
like to create more followers (otherwise you 
wouldn’t have an opt-in form for new visitors 
on your home page). I have 2 ideas we’ve 
used with other sales trainers to grow their 
opt-ins by over 20%. Can’t help but believe 
that we might be able to help you. 



Tim – my name is Mike. We’ve never 
spoken before but I just recently visited your 
website – BTW I really like your intro video! 

SPECIFIC



I’m calling today because I’m guessing you’d 
like to create more followers (otherwise you 
wouldn’t have an opt-in form for new visitors 
on your home page). 

RELEVANT



I have 2 ideas we’ve used with other sales 
trainers to grow their opt-ins by over 20%. 
Can’t help but believe that we might be able 
to help you. 

CURIOUS



(Prospect) Hello, this is Bob.

(Rep) Hi Bob, my name is Tim. We haven’t 
spoken before but I’m hoping you would be 
willing to give me just 15 seconds to explain the 
purpose of my call. Would that be fair?



(Prospect - reluctantly) Sure… go ahead.

(Rep – 15 seconds only!!!) Bob, my organization 
specializes in helping (Bob’s title) like you… 
(15 seconds max!)

(Rep – Engaging question!) I hope you don’t 
mind me asking, but…



How?

Step #3





It can take an average of 8 
attempts to successfully connect 
with a prospect

@siriusdecisions



46% of reps give up after 1st attempt

22% abort after 2nd unsuccessful attempt

14% never get past the 3rd try

82%



Message vs Medium

Follow up



Messages?

?



üEmail

üPhone call

üText

Mediums?



?
Mediums?



üEmail

üPhone call

üText

üCertified mail

üUnusual/unique item

Mediums?



üEmail

üPhone call

üText

üCertified mail

üUnusual/unique item

Mediums?

üPost card





üEmail

üPhone call

üText

üCertified mail

üUnusual/unique item

Mediums?

üPost card

üLumpy mail 

üLinkedIn





Google

“linkedin social selling index”



üEmail

üPhone call

üText

üCertified mail

üUnusual/unique item

Mediums?

üPost card

üLumpy mail 

üLinkedIn

üValuable insights



BOARD ROOM OR BORED ROOM? 
THREE RULES TO COMMAND ATTENTION AND CHANGE MINDS

Imagine you’ve been working 
on a significant opportunity for 
several months. You’ve invested 
long hours with all of the key 
players and it’s almost time to go 
to contract. The final step is a 
simple “show-n-tell” presentation 
that you need to deliver to the 
executive committee. All you need 
is their nod and you’re off to the 
bank to deposit the commission 
check.

The day of the big pitch arrives 
and you’re feeling good. You walk 
confidently into the board room, 
connect your laptop and launch 
the presentation. Suddenly all 
eyes are on you and without 
warning you find yourself 
stumbling through a lame 
introduction that goes something 
like: “Hi, my name is Bob and I 
work for XYZ Company. Thanks 
for taking some time to be here 
today.”

You race through the deck 
until you get to the meat of the 
presentation (easily identified by 
the slides that have lots of words 
typed in small fonts). Finally you 
begin to feel strangely comfortable 
as you start reading these 

complex screen shots to the 
decision makers.

And then, without warning you 
find yourself staring at a blank 
slide. There is nothing left in the 
deck so you immediately ask for 
questions and of course there 
aren’t any. You awkwardly thank 
everyone for their time and head 
back to the office. Now you’re left 
with no clue if you’ll win this 
opportunity but you’re certain that 
you won’t get a second chance.

Sound powerful? Probably not, 
but I’ll bet it sounds familiar.

So what does it take to keep 
the Board Room from becoming a 
Bored Room? Here are three 
quick tips to get you back on track 
now.

#1. Get a hook!

Most audiences rush to 
conclusions in the first two 
minutes of your presentation. 
Failure to develop a solid 
introduction is one of the biggest 
mistakes sales professionals 
make. Leverage those first two 
minutes to take command of your 
listeners. Engage them with a 
relevant story. Grab their attention 

with an alarming insight. Or just 
make them smile with some 

simple humor. Worry less about 
educating (do you like to be 
educated?) and worry more about 
entertaining (everyone likes to be 
entertained).

I’m not suggesting you start 
your next presentation with a card 
trick (although that could be a 
great hook). But I am suggesting 
you take a hard look at how you 
get your audience to lean in for 
the first two minutes of your next 

According to the Wall Street 
Journal, bad Power Point 

presentations cost businesses 
$252 million every day. 

Speaking for Results is a program that teaches sales and marketing executives how to create and 
deliver presentations that are clear, concise, and compelling. The program’s individualized attention, 
hands on training, and focus on coaching will transform your team’s ability to communicate complex 
ideas in a simple way. This is for teams who want to learn to truly execute presentations that 
generate results!

Program participants learn how to...
G Simplify even the most complex presentation using a proven six-step methodology 
G Develop slides that are a visual aid, not a crutch!
G Engage listeners in the critical first two minutes
G Tell their "story" with increased confidence and passion 
G End presentations with a strong and memorable call to action
G Improve their delivery style through the use of video feedback
G Leave listeners with memorable sound-bite ideas
G And much, much more 

 

Several years ago, I was responsible for Sales Training (200+ person 
sales organization).  One of our company's key needs was to train our 
sales people to simplify our message to our clients and potential 
clients.  I can undeniably state that Tim's training workshop was a 
pivotal part in getting us there.  This 2-day workshop continues to be 
part of our sales training curriculum to ensure that all new hires are 
following the Wackel formula in developing and delivering effective 
presentations.  Additionally, we hired Tim to present at our national 
sales meeting and develop custom training for our sales leadership 
team.

Personally, Tim is great to work with ... responsive, accountable, 
creative, and fun!  The verb "Wackelize" is frequently used within 
Catalina ... everyone knows what it means ... the hook, 3 key points, 
supporting evidence, and clean graphical slides!

Hope your session is as successful as ours have been.  Please feel 
free to contact me with any questions.

Sincerely,

Trish Brynjolfsson
Group Vice President, Industry & Business Development
Catalina Marketing
200 Carillon Parkway, St. Petersburg, FL 33716

SOME  PEOPLE WOULD SAY MORE...
IF THEY JUST TALKED LESS!!!

Got Doubts?
Check out this message from Trish Brynjolfsson
Group Vice President at Catalina Marketing...

[cont’d on page 2]



üEmail

üPhone call

üText

üCertified mail

üUnusual/unique item

Mediums?

üPost card

üLumpy mail 

üLinkedIn

üValuable insights

üHandwritten note



Plan your work
Work your plan!

Sales Tip



Attempt When Medium Message

1

2

3

4

5

6

7

4/17

4/26

5/3

5/10

5/16

5/24

4/19 Package

Email

Phone

Note

Postcard

Email

Phone

Intro, value prop, appt

Interesting stat – let’s talk

Sales tips booklet

News you can use

Are your reps persistent?

Should I stay or go?

Wishing you all the best



Why?

Step #4



Sales rep job #1

Help prospects completely
understand their problem



Pitch less, 
probe more

Tim’s tip



What’s one outstanding sales 
question everyone should be 

asking prospects today?



Great questions are…

• Open – not closed

• Unique & thought provoking

• Contextual – “This is why I’m asking”



No context

What initiatives or plans are you 
considering to help your team 

improve their follow up skills?



With context
Studies show that 80% of new business 

opportunities today require at least 5 
failed attempts to connect... but most 
sales people report giving up after just 
3 unsuccessful tries. What initiatives or 
plans are you considering to help your 

team capitalize on this opportunity? 



Ask smart question,        
they think you’re smart.

Ask dumb questions…



What keeps you 
up at night? 



“I sell _______ and there are                 
lots of options out there. How in          

the world does someone in a             
position like yours choose?”



“There are always risks 
and uncertainties with change
like this… why not just leave 

things as they are?”



“Some clients have a tough 
time calculating a reasonable 
budget for a project like this. 

Tell me a little bit about 
how you guys came up 

with your number.”



“I’m going to be working with 
you and my goal is to be the 
best rep you’ve ever worked 

with. How can I make myself a  
invaluable resource to you?”



“At the end of the day, what’s         
going to be the biggest difference 

between the 1 rep that will win 
your business and the 
3 others that don’t?”



Sales Tip

Be curious!



Tell me about your company 
Describe your role here.
How is your group/department/company organized?
What are the biggest business challenges that you are facing?
What changes have occurred that are motivating you?
How are you currently handling these challenges?
How does this stack up against other challenges?
What do you like about what you are doing now?
What don’t you like about what you are doing now? 
What would you alter in your current process?
Where are you in solving these issues?
What do you hope to achieve by implementing a solution. 



How are others in your industry solving these issues?
What happens if you do nothing?
Tell me about the results that you are expecting to achieve.
Tell me about other projects you’ve implemented.
Why did you contact us?
What part of these projects do you personally enjoy tackling?
What part of these projects do you dread? 
What makes a product or vendor a good technical fit?
How do you plan on measuring these?
Tell me about how familiar you are with my company.
How do you think we can solve the problem?
What would prevent us from doing business together?



Describe what the ‘perfect’ solution looks like.
What role would we play in the decision making process?
Tell me about the criteria you will use in evaluation.
What are the critical factors that you are looking for?
What would it take for us to earn your business?
Describe some of your best existing vendor relationships.
What did the vendor do in order to make it a great relationship?
What types of factors would influence your purchasing decision?
What does the purchasing process look like?
Who else is involved in the decision?
Who has the most influence and why?
Describe where this falls on your priority list.



Tell me about the other stakeholders.
Who has the final authority to make this happen?
Whose priority is it to solve these issues?
Who benefits the most from a successful implementation?
What companies do you believe can deliver on this project?
Tell me about other ideas that you believe are viable solutions.
What are you hearing from other people in the industry?
Who do you perceive to be the market leader?
Have you had any experience with my organization?
Who appears to be the right fit knowing what you know today?
Walk me through the time frame for this project.
Describe the steps necessary to ensure a successful deployment.



People are far more likely to 
buy into ideas they discover for 

themselves, rather than the 
ones you tell them

Why ask questions?



Review
Contact 
random 
prospect

Who?
What?
How? 
Why?



Final thought…



Perfect = would never look

Dissatisfied = actively looking

Happy = but open to new ideas



Won’t look

Actively looking

Open to new ideas

~15%
~25%

~60%

Make 1 more call!



Wrap up…

If you were serious about 
having the best sales career 

possible, what would you start 
doing differently tomorrow?



Training on demand



Customized webinars
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