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The rules change when you’re communicating by phone.  There are three major reasons.  First, time passes differently for listeners when someone isn’t sitting in front of them to provide visual stimulation. Second, gaining and maintaining attention is more difficult.  Third, it’s easier to get rid of you.  

Whether you’re taking orders, setting appointments, negotiating contracts or collecting receivables, communicating the entirety of your message in less time is critical to your success.  To do that, you need to work from a planned sequence – not a verbatim script – although that’s necessary in certain situations.

Don’t think of a script as a series of words on a page. Think of your script as a series of captivating pictures, like a child’s View-Master.  And, just like the View Master, you’ll change the pictures as they’re absorbed in the client’s mind.

A planned sequence (a script) is also critical because it’s virtually impossible to listen intently when you’re thinking about what to say or do next.  Plot your course beforehand and you’ll be more conversational – and that’s the key element in buying the amount of time and attention you need.  Just like Oscar winning performers, a script will sharpen your delivery and increase your credibility.

Here are eight great steps in the sequence 
I’ve used to write thousands of scripts.

Step 1 
Introduce yourself professionally.

There are four questions that you need to answer within the first 30 seconds of any sales contact. “Who are you?” “Why are you calling me?” “What’s in it for me?” and “How long will this take?” If you fail to answer those questions quickly, you’ll lose trust and they’ll take control by asking you questions or terminating the conversation.

People judge books by their covers. Establish a strong position by introducing yourself with both first and last names before asking for the prospect.  If you ask for the prospect before you introduce yourself, you’re not being open and you should expect to be interrogated.  
Slow your rate of speech during the introduction since you don’t have the listener’s full attention yet.
Step 2 
Create interest and openness.

The best way to show respect for the customer’s time is to get to the point immediately.  When you don’t, you might be indicating that your time isn’t important either.  So, don’t open with questions like “How are you today?” “How’s the weather?” or “What’s up?”
If you know the person well and want to be “personable”, ask something specific and
significant.

If you’re speaking to a regular customer or if another member of your organization had contact with them first, begin with evidence of your call preparation. Examples: key facts, shipping errors , previous remarks, etc.
Arouse interest immediately with a legitimate potential outcome, a logical reason for the call and some sort of emotional stimulus.  Potential outcomes include monetary gain, fear of loss, return on investment, someone else’s success, something urgent, their comfort, safety or convenience.  

You can add emotional stimulus through your delivery, by saying something unexpected or completely disarming - depending on how much risk is acceptable.  Be careful that your emotional ploy isn’t greater than the reason for your call or people will rightfully feel like you took advantage of them.

The logical reason for the call satisfies their curiosity and can also arouse their interest.  Examples:

· Influential third parties
· Some common bond between you 

· Compliments (avoid flattery)

· Requests for assistance

· Provocative questions or statements
· Current events
· Special promotions, opportunities, etc.
· Their likely objection

Opening with their likely objection disarms them from using it.  And don’t ask them if this is a good time to speak; it isn’t.  Instead, offer a fair assessment of the call’s duration once they know the potential outcome.  
They’ll appreciate your preparedness and candor.  When the reason for the call is compelling, they’ll agree to speak now or schedule another time.

Step 3 Define their wants, values, motives, feelings and opinions.

Once you’ve captured attention and focused them on the outcome of the call, transition the conversation by establishing why you need information from them now.  Except in rare cases, you should already possess common knowledge or your questions will indicate that you failed to conduct basic research or read previous notes.
In order to be relaxed and completely “present”, your questions have to be prepared in advance so that you’re not thinking beyond the moment.  Make sure you document their answers in customized user fields. You need enough information to personalize the benefits, develop an advisor’s position and to simplify the decision making process.
Begin with open-ended questions to create involvement, to identify their mood and to obtain essential facts and opinions.  You’ll improve their mood and develop credibility when you’re sincerely reflecting their emotions. One of your customer’s greatest needs is to be understood.  

You’ll also enhance your credibility and your understanding by clarifying the intent behind their answers.  Don’t confuse the definitions of their words with the meaning or intent behind them.  

Step 4 
Recommend a course of action.

Personalize your recommendations with the outcomes most relevant to your prospect’s wants, values, motives and opinions.  Then, simplify their decision with my “Grapefruit System”.  Since humans can’t swallow a grapefruit whole, it’s necessary to eat it in smaller sections.

Likewise, your customers need to make key decisions (if, when, who & what decisions) before they decide to act.  Segment your recommendations by features or main points.  Then, ask their opinions about each with questions that tie the feature to a previously agreed outcome.  Examples:

· “Do you feel this service contract will prevent last year’s down time?”

· “In your opinion, will the coverage in our contract avoid any surprises?”

Step 5 
Obtain a decision

It’s time to help your prospects make a decision to act.  Some people call this closing.  No matter what you call it, your recommendation or question must be definitive.  Avoid weak or vague attempts like “Do you have any questions?” or “We’d sure like to do business with you.”
The key issue in obtaining a decision is to put your prospects in a position where they have to say “yes” or “no” but not “maybe”.  The secret is to script definitive statements or questions that limit the prospect’s answers to “yes” or “no”.  Then, you’ll know exactly where you stand.

Here’s a series of definitive questions that vary in their degree of directness.

· “I’ll ship that right now OK?”

· “All I need is your PO number.”

· “What do we have to do to get started?

· “Let me get some simple information so I can establish your credit line.”

You can actually close with a command and soften it with a question.  Example:  “May I make a suggestion?” Wait for their response and then tell them what you want them to do.  “Let me ship this order today – you’re never going to know if we can meet your expectations until you make me prove it.”
Step 6 
Diffuse Resistance

Although the most common resistance you’ll hear involves money, it’s a mistake to defend your price until you’ll sure the REAL issue is a legitimate price objection.  More likely, the resistance is a misunderstanding, some negative condition, a stall or a tactic.  

Most salespeople make the mistake of speaking too quickly.  When you can relax and be quiet for at least several seconds, prospects will probably expound on and clarify the real issue.  Otherwise, prod them.  You can repeat the last word or phrase they used, you can ask them to elaborate or you can paraphrase their remark with a question.  Example: (“does that mean…”?).

When they make a comparison or quantifying statement, ask one in return. Here are two examples.  When they say “That’s too much money”, ask “Compared to what?”  When they say “That’s beyond 
our budget”, ask “What is your budget?”
Even when the real issue is price, don’t defend it or resell it until you’ve determined whether they’re comparing your price to another, someone else is holding the purse strings, they don’t see a return on investment or they’re using price as a tactic.

You can also isolate their resistance with a hypothetical question like “Are you telling me that if the price were $500 less - you’d place an order now?” A positive response tells you that this is probably the only issue you need to resolve.  A negative response is a signal that you haven’t identified every obstacle. Identify all resistance before you begin diffusing it.

Step 7 
Confirm your transaction

Whether this call is your final conversation (sale or no sale) or if this is one step in a series of calls, confirm what happens next before you disconnect. 
This includes a reminder of what you’ll do for them and what they’ll do for you.  Confirm the transaction by email while you’re on the phone or immediately afterwards.

Step 8 
Make a great last impression

End the conversation on a high note.  Demonstrate your appreciation for their time no matter the outcome.  A simple thank you works best.  And let your prospects hang up first.  The click of the phone in their ears produces a “cold prickly” sensation as opposed to a “warm fuzzy” feeling.

If this was your final call or it will be more than a week until your next call, send a handwritten thank you note.  Consider postcards to save money and time.  E-mail thank-yous look sincere when you communicate regularly and there are handwritten notes at other times.
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“The best way to show respect for the customer’s time is to get to the point immediately”





Put your prospects in a position where they have to say “yes” or “no” but 


not “maybe”





“Don’t confuse the definitions of their words with the meaning or intent behind them”
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