How to craft
a crack-through
telephone sales script

Marketing, Inc.

Why should I call?
That depends on what your
marketing plan entails.
The telephone is only one
medium of the many you might
use.
Used alone, as a cold calling
method it can generate all the
sales activity of a small
company.
Used in connection with a web
site or advertising it can provide
the personal touch that leads to
Trust and, of course, sales.
If you call someone who
abandons the cart of your retail
store just after they do so you
can get 13% to 30% of those
folks back to the checkout.
When you answer the phone to
discuss your service with a
potential purchaser and you
know the language of the
specialty they are seeking you
can move your close rate to as
high as 80% of those who call.
With one client, we found that
we could eliminate less
knowledgeable subscribers,
increase the closing rate for the
higher priced services and
reduce the actual time required
to deliver a well-recieved
service!
Because in today’s hyperactive
market it takes more contacts
just to get someone’s attention
we regularly recommend phone
calls to follow mail or e-mail
campaigns.
Our experience and industry
statistics show an increase in
closings of up to 27%.

When you connect with the customer
Calling abandoned
cart owners
Inbound call
from prospect
Add Phone call
to letter
Add a qualifying
call to a campaign

Sales increase
13 to 30%
Close rate of online
service moves to 80%
Sales increase
up to 25%
Increase closing
rate up to 27%

Why you need a script
My friend Kathy Maixner put it this way in an article in Sales Gravy:
“You may know what your goal is
but if you don’t have a clue how to
go about increasing your chances for reaching it,
why pick up the phone?”
Too often the person that is calling is untrained in sales and does
not put a lot of effort into what he or she is going to say when once
in eight calls (on the average) an actual connection occurs.
A combination of frustration caused by busy signals, hang ups voice
mail and you name it makes the caller’s mood less than stellar
when a real target is reached.
A script makes it possible:
l to prepare an opening that will get through
l to have a conversation instead of doing a commercial.
l to keep you on track to collect the information you need
l to assure you are beginning a relationship if it is
warranted
l to set the stage for an actual sales call
A script makes you a professional
The simple idea of thinking your way through the call, or if issued a
script, reviewing and understanding it will give you a shot of
confidence you won’t get any other way.
Whoever writes the script needs to work their way through
the possible conversation and most importantly do so from
the viewpoint of the person being called.
Yes, you have an objective for the call but that person on the other
end of the line is the one dictating how the call is going to go.
Acknowledging the ascendancy of the respondent will make it
easier to accomplish your objective and it will say to him or her that
you are not a trainee telemarketer.

Formula for a successful phone script
There are four components of a successful sales script:
l Opening
l Introduction
l Fact Gathering/Conversation
l Closing
First, the common mistakes
1. “How are you today?” Pause for a moment and imagine
hearing that after you’ve picked up the phone and identified
yourself. If you are like most people you are immediately reviled.
You may be like one friend that has been known to say things like
”Semi-psychotic” or ”You really want to know?” or “Compared to
what?” If you’re like me the call could be over right there.
It smacks of insincerity, is unimaginative and nearly impossible to
recover from because it doesn’t break the ice it breaks any possible
connection.
2. Shark Attack! In my Networking Ninja presentation called String
Of Pearls I take folks undersea to make identifying common
networking types easier. One type is the Shark. The person that
comes up to you, grabs hold of you and spits out a monologue
about his/her company or product or service. They are not there to
help you.
Don’t be a shark. it is better to find out the prospect’s concerns and
problems. You need not offer solutions immediately. In fact if you do
you may be perceived as “pushy”.
3. Go no where questions. You want to have a conversation. The
best way to do that is focusing on the prospect’s interests via
asking open-ended questions and listening to the answers.
Open ended questions cannot be answered with a yes or no. They
allow you to get useful information while sounding knowledgeable,
concerned and truly interested. For example:
Are you concerned about that?
vs
What in particular concerns you?
This approach lowers the stress for all concerned. You become
more effective and at the same time you are building a relationship
of Trust.
By listening you easily find the ways you can help the prospect
which allows you to steer the conversation.

The combination script and scorecard
Most small businesses are not set up for or comfortable using
computers for collecting the data when they are doing calling and
trying to use a script.
Note: on pages 10 and 11
you will find a script and
scorecard format you can
copy and fill in.

It takes some paper and time after the calls to enter data in your
CRM but this is an easier way for most of us “little guys.”
All the data for each call is entered on its own form. Here is the
standard information I recommend:
Promotion Name ________________________________
Objective

___________________________________

Company:

___________________________________

Prospect:

___________________________________

Title:

___________________________________

Direct Phone: __________________________________
E-mail:

___________________________________

Note that if you need to verify mailing address or street
address, mobile phone number or other contact data that
should be included on your combination script/scorecard
Script sections labeled in bold type.
The actual script developed is normally put in bold Italics
to make it easy to identify
This opening starts with their
name and then thanks them for
taking your call. It shows
concern for their time by telling
them you will be brief. It allows
you to introduce yourself.
and use their name twice.
A name is the strongest set of
words for just about anyone.
Said properly they hear the
respect. Saying thank you
diminishes their reluctance.
Acknowledging they are busy
and stating that you will be brief
gets you just that little bit more
attention.

Suggestions/asides are in brackets. That looks like this:

The Opening
Mr. or Ms. _____________(their name) thank you for taking my
call. I know you're busy so I will be brief.
I’m __________________________ (your name)
with ________________________ (your company name)
(followed by their name) ___________________________
That allows you to move into what I call the Introduction which is
your way of quickly identifying the problem or need the prospect
may have and how you provide a solution to generate a
conversation that could be rewarding for both of you.

The Introduction
This adaption of 30-Second Marketing has proven successful every
time clients have used it.

30

It requires you to understand the outcome someone is seeking.

Second
Marketing

TM

Marketing Without Money is a
series of proven low-cost and
no-cost ways to market new
companies, professional
practices and small businesses.
30-Second Marketing is the
component that walks you
through how you can be
comfortable introducing yourself
at chamber events, at meetings
of every kind, on line-- for
anything.
You will learn:
Ÿ How to craft a powerful

Ÿ

Ÿ
Ÿ

Ÿ

Ÿ
Ÿ

answer to the question,
“What do you do?”
How to stop lurking in
elevators and make people
come to you.
How to get the attention your
business deserves
What to say when you need
to meet with that prospect
again.
When to go for a close and
when to shift the focus to
them.
Why a conversation is better
than a commercial
Why your social media
presence needs to tell he
same story...every time.

The Telephone script adapts
the basic lessons learned in 30Second Marketing to begin a
profitable conversation.
It uses the knowledge you’ve
developed to find their biggest
concern or problem and state it
clearly.
It makes it easy to suggest the
outcome they most often want
and present the transformation
they most desire.
Order at www.Z-axisMarketing.com

It is not about features. It is not about benefits.
It is a three step process:
1. Find the one problem that concerns most of the people that will
buy your product or service. State it in such a way that they know
you understand it from their viewpoint.
2. Tell the prospect the outcome your product or service will give
them. It is the thing they desire, the solution that eases their mind
and gets them and their organization to where they want to be.
(Note that there is a level deeper than the outcome that can be
used with products that have the ability to change lives.
Professionals call it transformation. For example, an acne
preparation features a cream based application. The benefit is that
it is easy to apply and gently cleans the pores. The outcome is that
it removes the defacing acne. But the transformation is that the
person is revealed to the world as elegant rather than an ugly
duckling.)
3. Get them to agree to answer a few questions. What you want
to do is invite them into a brief conversation that could prove to be
profitable for both of you.
Here’s how that looks in your script/scorecard:

The Introduction
You know how companies like yours (State the problem most
have)
______________________________________________________
What we do is (state the outcome you deliver)
______________________________________________________
Would that be of interest to you?
An example:
“You know how getting a change made in your website is nearly
impossible? What we do is update your site so that you can change
all the words and pictures as easy as sending an e-mail. Would that
be of interest to you?

Typical Responses

Fact Gathering/Conversation
This portion of the call depends on how the call fits into your
strategy and tactics.
There are several ways a call can be used. The most frequent
reasons for outbound calls are cold calling, appointment setting and
followup to mail or e-mail campaigns.
The script so far will work for cold calling and appointment setting
but must be modified for a follow up.

Go on. 11%

The follow up modification is quite simple. You replace the final
question in the Intro with this
You haven't responded to (state what the offer was)
_____________________________________________________

Haven’t looked at it 22%

that arrived _____________________________________(when)
Is there a particular reason why? ( check off answers that apply)
qHaven’t looked qReviewing qEmail qCall back qNo interest
Now you can get into the conversation. Remember you have to
listen to what they are saying and what they are not saying. Their
answer to your first question dictates how the conversation goes
from here.

Send me an e-mail 5%

Here’s how to handle some of the most common answers:
Haven’t looked at it.
I’m sorry to hear that. I get busy like that, too. If you like I’ll
recap our offer right now in less than a minute or set a
convenient time to call you back.

Call me back 14%

Usually, hearing that it will take less than minute they will opt to hear
the offer. Restate the Outcome and tell them what they have to do
to take advantage of the offer. Answer any questions and move to a
close.
Call me back.
Glad to. would later today or sometime _______________(day)
be better for you. (Accept the first time you can get.)
I’ll call you on _____________________________(Day and time)

Not interested! 48%

Just to be sure the number is ____________________________
Thanks you so much _________________________(Their name)

Send me an e-mail
Glad to. Could you tell me your e-mail so I can confirm we have
the right one? Do you prefer e-mail to telephone? I’d be happy
to follow up either way.
Preference is:

qE-mail

q Phone

I’ll check in with you in two days (two business days)
I’m not interested
Just under half of the folks you get on the line will say this.
Don’t take it personal. Just say thank you and move on to the next
call. Here’s the script:
Thank you, Mr. or Ms. ______________________(their last name)
Guiding the conversation is a matter of understanding the
objective for the call and finding the connections between that and
what the prospect wants to know.
The key is answering the question posed and responding with an
appropriate open-ended question. Think of the conversation as way
to help the prospect. The result is Trust which will get you an
appointment, the information you need and a chance to make a
sale.
Try being humble. Until you have identified a real need use
phrases like (name) I’m not sure if we can ___________ and
Depending on your situation we might be able to _______________
The power in this approach is that it catches the ear and paints a
refreshing picture of someone who is genuine and is honoring them
by being candid.
The fact gathering/conversation script is less of a script and
more of a way to gather data. Every situation differs in the objective,
the data you want to gather and how sure you are that you are
talking to a real prospect. Here’s how my standard script continues:
What is the biggest question or concern you have about the
program?
_____________________________________________________
(Respond with an honest and direct answer. then ask)
What more would you like to know? (Acknowledge the question)
______________________________________________________
Respond as needed posing open-ended questions

Open ended questions that get at the information you want.
The key questions you need answered by any prospect are:
l Do you have a problem I can solve?
l Can you write the check for this purchase?
l Will you talk to me about it?
Note: Do not ask these questions directly!
Here are some other open-ended questions that you can ask They
can be helpful depending on the kind of business you have and how
your prospect operates:
About the problem:
l How frequently do you have the problem?
l How have you been dealing with it?
l How big an impact does it have on your business?
l What would be the one thing you would love to see in the
way of a solution?
l What do you think this problem costs the company
annually?
About decisions and payment:
l Is there anyone else in the organization we need to review
our solution with?
l What processes does your company go through to make
this kind of purchase?
l What requirements does your company have to do
business with a new supplier?
l Where do we go from here?
Fact Gathering/conversation script continued. Here’s how you
can incorporate these kinds of questions into your script:
Good Question. _______________________________ (note it)
Normally, the way we deal with that is _____________________
How big an impact does it have on your business?
_________________________________________ (Note answer)
Really! (Additional questions as necessary)
Closing:
Thank you so much for your time _______________ (first name)
If not ready to order:
I'll check back in 2 or 3 days.
If ready to order:
Where do we go from here?

Improved Script /Scorecard Format.
Script
The Opening

Scorecard/Notes
Promotion Name
_______________________

Mr. or Ms. _____________(their name)

Objective
_______________________

Thank you for taking my call. I know you're busy so I will be
brief.

_______________________

I’m __________________________ (your name)

Company:
_______________________

with ________________________ (your company name)
(followed by their name) ___________________________

The Introduction

_______________________
Prospect Name:
_______________________
_______________________

You know how companies like yours (State the problem most
have)

Title:
_______________________

____________________________________________________

Direct Phone:
_______________________

What we do is (state the outcome you deliver)
____________________________________________________

E-mail:
_______________________

Would that be of interest to you?

Other:

The follow up modification
Replace the final question in the Intro with this
You haven't responded to (state what the offer was)
_____________________________________________________
that arrived _____________________________________(when)
Is there a particular reason why?
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I’m not interested
Thank you, Mr. or Ms. ______________________(their last name)

check off answers that
apply

I’m sorry to hear that. I get busy like that, too. If you like I’ll
recap our offer right now in less than a minute or set a
convenient time to call you back.

qNo interest

Call me back.

qCall back

Glad to. would later today or sometime _______________(day)
be better for you. (Accept the first time you can get.)

qE-mail

I’ll call you on _____________________________(Day and time)

qHaven’t looked

qReviewing

Just to be sure the number is ____________________________
Thanks you so much _________________________(Their name)
Send me an e-mail
Glad to. Could you tell me your e-mail so I can confirm we have
the right one? Do you prefer e-mail to telephone? I’d be happy
to follow up either way.
I’ll check in with you in two days (two business days)
Go on or Reviewing
What is the biggest question or concern you have about the
program?
(Respond with an honest and direct answer. then ask)

Contact Method
Preference
qE-mail
q Phone
Reconnect date
__________________

Notes

What more would you like to know? (Acknowledge the question)

1. ____________________

Good Question. (note it)

______________________

Normally, the way we deal with that is _____________________

2. ____________________

How big an impact does it have on your business? (Note answer)

______________________

Really! (Additional questions as necessary)

3. ____________________

Closing:
Thank you so much for your time _______________ (first name)

______________________

If not ready to order:
I'll check back in 2 or 3 days.
If ready to order:
Where do we go from here?
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4. ____________________
______________________
5. ____________________
______________________

Your entrepreneurial spirit plus the skills
Jerry puts in your hands help you build your business, your
career and a life of joy!
This consultant to
management is a Contact
Relationship Magician.
He has raised over $500,000 in
private funding for a start up in
just 17 days, increased the first
quarter sales of a consulting
firm by over $1.2 Million with a
single suggestion, doubled
sales in a world class agency
in a scant nine months and
introduced over 207 new
products and services...
successfully.
Jerry is CEO of Z-axis
Marketing, Inc.
It is the firm he founded in
1990 after leaving his CEO slot
in a Portland, OR ad agency. In addition, he has become a soughtafter professional speaker, author of three books, ten audio and
four video programs.
His strategic marketing approach can help you “take it up a
notch”.
Jerry has made his mark birthing new high-tech companies in
garages, counseling the mighty in their board-rooms, and working
with successful companies of all sizes in conference rooms and
kitchens to “take it up another notch.”
He provides Start-ups, Professional Practices and Small to
Mid-sized companies a unique skill set.
His knowledge of contact management systems, referral based
marketing and the complexities of internet marketing blended with
years as the CEO of an ad agency and PR firm plus experience as
the COO of a world class Direct Marketing firm make him one of a
very few experts in both on and off-line marketing.
His counsel grows the trust to build businesses, careers
and lives of joy ... on and off-line
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A partial list of organizations
that have profited from Jerry’s
experience:
ADC Kentrox ASTD AlloyRed AMS
Software Automobile Service
Association American Marketing
Association APS Association of
Accounting Marketing Association of
Home Businesses Association of
Legal Administrators AOL Bank of
America The Bentley Company
Biamp Business Printing Capital
Funding Alliance The Center for
Estate Planning Computer
Consultants of Oregon
Creative Media Development
Digimarc ESA Executive Finance
Executive Officers Club Filius
Bonnaci Gail Tycer Gefffen Mesher
Graphic Media Jim Grew Hamers &
Okawa Hoffman,Stewart & Schmidt
International Association of Career
Management Professionals Chuck
Jones & Associates Kamind, Inc.
Kdi Americas Leo Law Offices
Lewis & Associates McGee
Financial Group Metro Presort
Metro RV Dealers MPI National
Association of Purchasing Managers
Executives International National
Association of Professional
Organizers NW Coaches
Association NW Concrete Pipe
Association Opt Up Northwest
Airlines Oregon Business Travel
Association Oregon Horse Country
Portland Area Business Association
Perkins & Co. P.C. Portland Oregon
Visitors Association Pearson
Financial Pentax PGE Pixelgigs
Rosen Brown Direct Seaberg Sprint
PCS Judith Sugg Sumner
Financial Group Tektronix The
Grew Company The Maixner Group
UniTrek U.S. Bank U.S.
Department of Energy V2A
Solutions Voice Stream Wavefront
WBH Financial Services Wing
Ventures

Marketing, Inc.
32475 Armitage Road
Wilsonville, Oregon 97070
www.JerryFletcher.com
Jerry@Z-axisMarketing.com
Toll Free: 800/533-2893
Phone: 503/694-5849

