




  

Get the Complete “Sell The Meeting” Book on Amazon. 

What you’ll find inside: 

 
Read this first:  
You might learn something from somebody who 
set 2,000+ C-Level sales appointments?     

1. Why a system to "Sell the Meeting"? 

2. Doing the basics right provides more quantum leaps 
than "fresh" strategies. 

3. The buyers are out there. 

4. Don't try to "convince" anybody of anything. 

5. Your messaging is "too salesy" for most. So what? 

6. Top performers do not model the mediocre. 

7. The 50/20/20/10 rule. 

8. A lollapalooza effect. 

9. Dials are not goals. 

10. Most common reasons campaigns fail. 

11. Reach out. Touch. Let go. Your call process. 

12. Researching a record before you call is a waste of 
time. 

13. To write great scripts you need a "pile of words". 

14. Describing "what you do." 

15. Crafting your credibility statements. 

16. Relate benefits in your script. 

17. Speak softly, yet have "2 x 4" impact. 

18. Activate something. 
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19. In the beginning, ID the time-wasters. 

20. Your "Sell the Meeting" mindset. 

21. First few seconds script no no's. 

22. A message about voicemails. 

23. Sell the meeting only, not your offering. 

24. What if it is not working? 3 root causes. 

 

Bonus scripts, tips and periodic updates here: 
ScottChannell.com/STM-book-bonus 
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READ THIS FIRST 

 

Dear Readers, 

Before I started teaching sales teams to set sales appoint-
ments and craft sales scripts that worked, I actually did 
it.  

I have set more than 2,000 C-Level sales appointments. 
Started by calling into companies with more than 1,000 
employees, to sell a meeting to CEO’s and EVP’s who had 
never heard of my clients.  

Over many years, I sat in a cube, dialed the phone and 
experienced the monotony, frustration and euphoria of 
high-level sales prospecting. 

Because I have actually done it, and my paycheck used to 
depend on setting appointments that ended up closing… 
I have very strong feelings on what works. 

This primer has 24 excerpts from my book “Sell the 
Meeting.”  If these principles ring true to you and you 
need to sell more meetings, get the complete book on 
Amazon. 

For more script tips, samples, objection responses and 
how to get focused and organized strategies, visit this 
link for additional material and periodic updates. 
ScottChannell.com/STM-book-bonus 

Smile when you dial, 
Scott 

PS: For coaching, training and script writing options, vis-
it ScottChannell.com. 
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1. Why a system to “Sell the Meeting”? 

Because when you can get a substantive first interaction 
with decision-makers, you can close accounts. 

No first meeting? No first sales conversation? 
No close.  

For many businesses, the core of gaining net new busi-
ness starts with gaining access to those who drive strate-
gy, make decisions and sign checks. For those businesses, 
the key is to sell the meeting.  

Whether it is core to your “close new business” efforts or 
just part of a larger plan, you need to do it right. 

Without a system to get shoulder to shoulder with top 
dogs within “A” type prospect opportunities, you spend a 
lot of time with mid-level “Seymours.” Managers who 
don’t drive decision-making and can’t cut checks. 

No more Seymours. 

What you get with  a complete system to “Sell the 
Meeting.” 

Meet with more of those referred to you. 
Meet with more people who could make referrals to you. 
Meet with more current accounts to renew them, sell 
them more, generate referrals. 
Meet with dormant accounts to reactivate them.  
Close more strategically valuable accounts. 
Gain entry into new verticals. 
Gain access and close more “whales.” These accounts buy 
volume or generate a disproportionate share of profits. 
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And oh yeah, almost forgot, this system will help you get 
more appointments with “strangers.” People/companies 
who have never heard of you, don’t know you and have 
not referred. 

Strangers who will write checks to you and be grateful to 
have found a capable service provider who delivers value. 

 

2. Doing the basics right provides more 
quantum leaps than “fresh” strategies or 
techniques. 

If you are smart, capable, hard-working, and just not get-
ting the traction you need with sales prospecting and 
sales conversion, salvation will not be some flavor of the 
month, a new idea, or finding the one thing that will save 
you (the answer is never one thing. It is always multiple 
things coordinated well.) 

The root cause of poor performance is often lack of mas-
tery of the basics. I see far more quantum leaps in sales 
productivity when people and companies take a step back 
to reassess, rebuild, and make sure the basics are right 
than I do because they jumped on the latest greatest new 
idea that just went viral. 

New ideas are not worth spit if you have not mas-
tered the basics and are implementing them, practic-
ing them, improving them consistently. You build upon 
strong foundations. You build upon the basics.  

If you skip the basics, you are building on a foundation of 
sand. 
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3. The buyers are out there. 

People/companies are buying what you offer right now. 
Soon, a good many of them will buy, buy more, add or 
change vendors. At any given time about 15% to 18% of 
high-probability targets are “in play,” meaning that they 
will purchase or change vendors within the next 3 -15 
months. You need to connect with those buyers and not 
screw it up when you do. 

 

4. Don’t try to “convince” anybody of  
anything. 

This process is not about appointment setting or lead 
generation. It is about closing sales. 

You are not trying to instill something that does not al-
ready exist in people. You are looking for those who on 
some level recognize a need or dissatisfaction and will 
buy or change vendors shortly. Those are “buyers.”  

Trying to convince people is a very low-probability, low-
conversion activity. Interacting with people who already 
recognize a need or openness to change is a much higher 
probability conversion rate activity. If you try to 
“convince” people, you will waste phenomenal time with 
meetings and proposals that don’t result in new business.  

If you wish to educate or convince people of something, 
there are marketing tools and methods much better suit-
ed and more cost-effective for that purpose. 

 

5. Your messaging is “too salesy” for 
most. So what? 

For every action, there is an equal and opposite reaction. 
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For every person who is on the receiving end of your 
most responsive scripts, emails, and touches and yells 
“Eureka! Where have you been, let’s meet...” 

...there will be someone else who will reply, “You are an 
idiot. Only a dolt would do what you are doing. You are 
wasting my time. Never contact me again, fool.”  

You cannot expect to work a group of suspects with mes-
saging that generates meetings and qualified leads con-
sistently and cost-effectively without also generating an 
equal and opposite reaction from another segment. 

It's them, not you. 

Their response has more to do with their situation and  
recognition of needs than it has to do with you. No mat-
ter how well your pitch is received overall, it will be re-
jected by those who don’t have or recognize certain 
needs. 

You constantly focus on relating verbiage that is helpful 
and welcomed at the highest rate. When you communi-
cate a message that is clear, impactful and concise, more 
will say “yes” and more will say “no.” You can’t change 
that. 

People don’t change effective direct mailings even though 
most people trash them at a glance. Why change effective 
messaging when you get negative responses. You don’t 
see mail going into the trash. You do see and hear nega-
tive responses to scripts and emails. Keep the big picture 
in mind. Don’t overreact. 

Yes Ethel, your messaging seems “too salesy” to most. So 
what? 
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6. Top performers do not model the strug-
gling, the mediocre, and the wannabes 
that never will be. 
Most discovery call and sales appointment setting pro-
grams fail. 

If you do what most people do, if you succumb to com-
mon thoughts about what is the “right thing” to do, you 
and your team will fail. 

Be different from most. Be similar to the best. 

If you are going to model your struggling co-workers and 
blindly accept what most say, you will fail. Do what most 
do, get the results that most get.  

Be determined to do what works. It doesn’t mat-
ter if you like it, feel comfortable with it or if 
your co-workers, friends, or sewing circle like it 
or think it is a good idea.  

It may be more comfortable to fall in line with the great 
unwashed, but you will never be an above average lead 
generator/discovery call setter. 

Align your behaviors with the behaviors of those who are 
successful at doing what you want to do. Reassess your 
reasons, excuses and rationalizations as to why you 
won’t. 

 

7. Scott’s rule of 50/20/20/10. 

50% Of the results come from interacting with the 
highest-probability highest-value targets you can. 20% 
of the results come from your process of interaction. 
When do you call, voicemail or email? 20% Of the re-
sults come from your scripts and messaging. 10% Of  
results come from everything else.  
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8. A lollapalooza effect. 

Marginal improvements in any one area will impact your 
results. Make marginal improvements on multiple parts 
or all of the parts, and you have a lollapalooza effect. The 
impact on your results will be extreme due to the power 
of multiple marginal improvements working together.  

If you have a sales team, the consequences of not being 
set up properly are multiplied. If you are weak in any  
area, your results will plummet. If the list is not priori-
tized, the wasted time on low probability or no value tar-
gets is multiplied. If the team is working inefficiently, 
money flies out the window. If verbiage is not prepared, 
you work hard and at the moment of truth, when some-
one picks up the phone, listens to your voicemail, or 
glances at your email, your words have no impact.  

A small investment of time in each of these areas greatly 
increases your efficiency and effectiveness. 

 

9. Dials are not goals. Activities are not 
goals. Bottom-line results are goals. 
I wince whenever I hear a caller or manager start to de-
scribe their appointment setting or discovery call goals in 
terms of how many dials they make a day.  

Understand that this is counterintuitive, but it is the 
truth. There is no rational relationship between the num-
ber of dials made and the results obtained. Those who 
are best at setting appointments do not make the most 
dials. Not even close. 

Programs that prioritize and measure activities, such as 
the number of dials made or emails sent out or records 
called are almost always low performing. I refer to these 
programs as being from the “whip them harder” school of 
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appointment setting. More activity cannot fix that man-
agement is asking people to call unqualified lists, very 
inefficiently with poor CRM setup, no process, and 
scripts that communicate no credibility or value. I don’t 
care how many times you dial the phone in that situation 
— more dials do not help. 

When activity goals are set too high and given outsized 
importance, there is less time to think and make solid 
judgments and do things that are more likely to contrib-
ute to the bottom line goal, as management is demanding 
a certain number of dials. So that is what management 
gets. Dials. Management is not encouraging thinking, 
judgment and behaviors more likely to lead to the bottom 
line result they need. They are getting what they demand. 
More dials.  

It is certainly true that a caller has to be making a rea-
sonable number of dials, but once a reasonable number 
of dials are being made consistently, if meetings are not 
popping out, more dials will not help. 

 

10. The most common reason why cam-
paigns fail. 

Many times call centers, or in-house sales teams, will ask 
me to review a campaign that is not producing. Very 
commonly I find that 70%, 80%, 90%, or more of call ac-
tivity (and expense) was allocated to targets that never 
should have been called in the first place. 

Sadder yet, almost always there is an easily identified 
reachable pool of targets that are high-probability buyers 
who are not being touched at all.  

When the phones ring or emails are popping into inboxes 
at those buyers’ offices, it's not you, and others are  
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getting the accounts and checks that should have been 
yours. 

Typically, and I’m not kidding, there were 
enough high-probability, higher-value type pro-
spects to keep the sales team busy for six months 
or more. But they chose, and it was a choice, to skip the 
list qualification and prioritization step and ended up in 
the muck feeling around for a few nuggets. 

You must make informed decisions about whom to call, 
in what order, and in what priority.  

Very commonly those choices are not made. Under the 
guise of "anyone could be our client," "I don't want to 
miss anyone," “we had a great client like that once,” or 
equally ridiculous "you never know," the prospecting net 
is cast far too wide. 

Rather than spend just a little bit of time profiling the 
best records to call in some order of priority, the choice 
was made to invest bundles of time, over and over again, 
wading through a much lower quality pool.  

Huge waste and unnecessary. 

Your objective is never to "not miss anyone." That is 
dumb. Your objective is always to allocate your resources 
to where they will get you the greatest return. 

 

11. Your call process: Reach out, touch, 
let go. 

A great script doesn’t help you if you are not talking to 
enough of the right people. 

Whether they pick up the phone and you slay them with 
your script, or they respond to a voicemail or email, you 
must interact with the right level of decision-maker at 
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We noticed closing rates increase  
an average of 16 – 34% 

Scott Channell's sales strategies have been instrumental in 
building my career.  His no-nonsense approach to script writ-
ing and making the most of every touch has been duplicable 
and easy to train.  While working with my sales team, we no-

ticed closing rates increase an average of 16– 34%.  Those 
who applied Scott's approach were making appointments and 
closing sales. Scott knocks it out of the park with this book.” 

 
-EVIE DiPIAZZA, VP BUSINESS DEVELOPMENT,  

LANTZ TECHNOLOGIES GROUP, FORMER VP BUSINESS 
DEVELOPMENT, IPEC COACHING 

 

Helped us grow at +20% in an industry that is flat 

Inside sales have always been the thorn in the side of our 
business…until we worked with Scott Channell!  Scott’s book 
and his consulting advice allowed us to create a system that 
works! Now we have a top notch A+ inside sales division of 

our company, and that has helped us grow at +20% in an in-
dustry that is flat.  Scott’s system WORKS! 

 
-DOMINIC GENTILE, CEO 

Grown from 300 hundred customers 
 to over 900 hundred 

“Our inside sales function felt like they were trapped in the 
endless cycle of trying to find that needle in the haystack. Lots 
of frustration. We now have a consistent process to continu-
ously identify high-value leads (the customers that we really 
want) and a trackable touch system that is effective in per-

suading potential customers to give us a face to face meeting. 
The results speak for themselves. We have grown from 300 

hundred customers to over 900 hundred.” 

-DAVID T. BURNS, PRESIDENT OF SALES 
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the right frequency to have any chance at setting ap-
pointments or discovery calls. 

The process you use to “bump” into as many targeted de-
cision-makers as you can with the time you dedicate to 
prospecting determines call efficiency. The more decision
-makers you interact with per hour or week of calling, the 
greater your chance of success. 

Efficiency and effectiveness. 

The efficiency of your calling is at least as important, if 
not more important, than the effectiveness of your call-
ing. 

Effectiveness is how good you are at converting an inter-
action into a meeting. What good is having the right 
scripts or ability to convert a conversation, voicemail or 
email reply into a meeting if you don’t have many con-
versations or replies? Not much. 

Being efficient with your outreach efforts gives you the 
chance to be effective with your outreach efforts. 

Don’t care how good your offering is or your ability to 
pitch it. Without a system to generate enough opportuni-
ties to pitch the right people, you are whistling in the 
wind. 

 

12. No researching each record before 
you call them? Are you kidding me? 

The idea that you must know something about a compa-
ny before you call them, that you must research them, I 
think is the most destructive, insane, worthless advice 
you will ever hear about prospecting to set sales appoint-
ments and discovery calls. The fact that the great  
unwashed seem to accept it blindly does not make it good 
advice. I think that anyone who seriously thinks about 
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this for just a little while would recognize just how ridicu-
lous this commonly accepted nugget of wisdom is. 

Let me explain while I hyperventilate. If you are going to 
have any serious chance of success at appointment set-
ting, you will have to call a very carefully selected group 
of targets. A group that fits the profile of your current 
and past accounts you would like to clone. If the compa-
nies or individual you call is not in that bullseye, they are 
darn close to it or selected for very strategic reasons. You 
are not calling the phonebook or records selected on 
whims. 

As to that carefully selected target group, you should 
know a lot about them. As to that group of records, you 
should know their needs and wants, problems, challeng-
es, triggers, and more. You interact with that group pre-
pared to relate issues and offer solutions to problems 
common to the group and to speak their language.  

The first reason researching individual compa-
nies is dumb: math. 

If you interact with a very carefully selected group of tar-
gets using a consistent process, at some point, you will 
realize that on average you book X number of meetings 
per week. That is your baseline. X. 

Then you think, well if I researched each company before 
I called them, so I knew something about them, that 
would improve my results. So you spend half of your 
time researching (at least) and half your time calling. For 
that “researching” to be worthwhile, you would have to 
double call productivity just to break even. That never 
happens. 

 

 



15 

Get the Complete “Sell The Meeting” Book on Amazon. 

The second reason researching individual com-
panies is dumb: your “research” is unlikely to 
uncover buying motivations.  

I would be willing to bet that if you thought about your 
best accounts, why they hired you, and what was going 
on within the company that motivated them to change 
vendors or launch a new initiative, those reasons were 
not publicly available.  

Let's say you did find something with your “research.” 
How are you weaving it into your pitch? How do you use 
it to increase the odds that you will achieve your business 
objectives? When I ask reps who want to research to give 
me some examples of how they use it in their pitch the 
usual response is a Fred Flintstone imitation — “Yubba, 
Yubba, Yubba…” This “critical” research that takes away 
from call time is rarely used, so why bother? 

You are highly credible, have great experience, 
have great examples of solving problems they 
have, and you are going to talk about what? 

If you are a highly experienced provider with a long list 
of satisfied clients with recognizable names you could 
mention, you have many specific project results and 
achievements you could mention that would be meaning-
ful to your suspects. Instead of talking about those 
things, which would enable someone who has problems 
you could solve and would be willing to spend time with 
someone with expertise and experience who seems better 
than what they might find with a Google search, you are 
going to talk about what? 

“I notice you are moving; I see you won an award, hiring 
some people?” You are asking a top-level person to give 
you 30-60 minutes of their time. The fact that you pulled 
something off the web or read a newspaper article or 
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press release is not going to impress someone of that lev-
el to give you that time.  

 

13. To write great scripts and mini-scripts 
you need a “pile of words.”  

There may be five ways to describe what you do; you 
need to pick the best one. You will probably use three 
benefits at most in a prospecting script, but sales teams 
(not individual sales reps) will often come up with 30, 50, 
or more benefits delivered by your offering.  

There may be multiple ways to communicate your credi-
bility — multiple ways to describe what prospects will get 
at a meeting with you. You need to brainstorm all the 
things you might say, then prioritize. You pick the best 
and most impactful to use in your prospecting scripts 
and the rest you weave in as appropriate deeper into the 
sales process. If you don’t create a pile of words, your 
sales team isn’t aware of the best verbiage to use. 

Script preparation enables you to convey author-
ity and knowledge. 

People buy from peers. People buy from those they think 
are prepared. People spend time with those they feel are 
authorities and knowledgeable. When you have invested 
some conscious thought and written down the words to 
use when seconds count, your odds of sales prospecting 
success go up.  

If you don’t start from a place of preparation, 
every hem and haw, pause, and wasted word, 
and watered down phrasing, can’t think of what 
to say so I will say something anyway blather 
diminishes your credibility and potential worth 
in the minds of your prospect. 
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You had plenty of things of meaningful value you could 
have said to your prospect, yet you chose to fill those pre-
cious seconds with spur of the moment blather rather 
than use verbiage that would have more impact on your 
prospects.  

Your value bucket is leaking, and you are creating more 
holes. 

 

14. “Pile of words” component #3. What 
you do. 

You are looking for buyers. You want to enable buyers to 
grasp that you may help them with a need. A crisp and 
succinct statement describing “what you do” enables 
buyers to conclude you may be able to improve their con-
dition. They continue to listen. 

Here you start to give buyers “cause for pause.” You want 
them to choke on the words “we are all set.” 

Your description should be plain, simple, and direct. We 
do X. No fluff words. Do not use words such as “best” or 
“superior” or any hype words that seek to connote a per-
ception of being exceptional or above the rest. The prob-
lem with fluff words at this point is that you are asking 
them to make a judgment they are unprepared to make. 

Subconsciously they think “I don’t know if that is true or 
if I agree with that.” They are thinking. You don’t want 
them to think at this point. If you hype, they start dis-
counting what you say. All you want is for them to clearly 
understand what you do. That‘s it. Use a simple state-
ment with no embellishment. 
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The goal is to enable buyers, those who recognize a need 
on some level, to think “whoa. They do X. I want to im-
prove that or make a change. I’ll listen for a moment.”  

That’s it.  

 

15. “Pile of words” part #4. Your credibil-
ity statement. 
The biggest hole I commonly see in scripts that are not 
working is the lack of a credibility statement. 

Many of those who do not communicate credibility have 
tons of credibility yet say nothing. They are sitting on a 
key differentiator yet not using it. 

Buyers can now select their potential vendors with a 
Google search. Why take a shot wasting time on a compa-
ny or sales rep of unknown quality or reputation when 
you can easily select your own? 

You must signal that you are top tier and worth 
their time. 

You must signal that you have experiences, knowledge, 
and a history that would be valuable to them. You want 
them to think “hey, they sound first class. Maybe I 
wouldn’t find someone as good with a Google search. I’ll 
listen,” your suspect thinks. 

Assuming you are talking to a buyer, they must under-
stand that you are worth their time and better than the 
rest who contact them. They will not unless you tell 
them. 

You want them to choke on the words, “I’m all set.” I’m 
not kidding. They are dying to find a scintilla of a reason 
to cast you off. You want those words to get stuck in their 
throat. You do that by communicating sufficient credibil-
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ity so that a buyer concludes, “Whoa, they may have 
something that could help me and seem worthwhile. I’ll 
listen a bit longer.” 

Why should a serious buyer invest even a few moments 
on the phone with a stranger of unknown qualifications 
and experience when they can choose among a pool of 
qualified vendors and experts they deem worthwhile with 
just a few keystrokes? 

Numbers matter here. Has your company worked with 
3,000 businesses? How many in your local metro area 
have chosen you? What percentage of customers buy 
again? All of these numbers connote credibility. “They 
must be good if all those companies worked with them. 
I’ll listen.” 

Think local, region, state, nationally, globally.  

Name drops are very powerful. Combine name drops 
with specific numbers of those who have selected you, 
and you have a powerful combination. 

You might mention two names recognized nationally in a 
vertical and one that is local. You are trying to enable 
them to conclude “Hey, they must be good if they were 
selected by those companies.” 

Specific results can also serve as credibility statements. 

 

16. Your benefit statements. “Pile of 
words” part #5. 

Benefits are the Holy Grail of script writing that sells. 
Benefits. 

You must quickly, clearly, and concisely communicate 
three benefits they want. 
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VALUE knocks down doors. Remember that. 

The best appointment setters speak softly and relaxed, 
yet their words have a great impact on buyers. 

When crafting your benefits (or your whole script for that 
matter) do not give one second of thought to pleasing 
non-buyers. Many water down their impact so that they 
can have more comfortable conversations with those who 
will never buy. Do not do that. Craft words and relate 
benefits directly that will have an impact on buyers. 
Throw the non-buyers down the stairs with no regrets. 
Do not give one second of thought to non-buyers.  

Craft bottom-line benefits. Those who can authorize the 
biggest checks think differently than lower-level decision
-makers. Details and the day to day don’t appeal to them 
as much as issues that impact the big picture and bottom 
line. 

Bottom line benefits are things like productivity, compet-
itive advantage, time to market, and margins.  

 

17. Speak softly, yet have a “2 x 4” impact. 
Many confuse having an impact on the phone with being 
pushy or “too much.” Not the case. 

The most skilled and successful lead generators speak 
softly and have understated laid back phone personas. 

You want to be understated yet have a “2 x 4” impact. 

Here is another vision of mine. I imagined the phone was 
3D and when a decision-maker uttered “hello,” I would 
reach through the phone and start clubbing them with a 
2 x 4. I’m not kidding. 

My “club” were words I had carefully chosen and deliv-
ered. The impact necessary for prospecting success was 
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to knock them out of their knee-jerk patterns of rejec-
tion. The words delivered and the manner of delivery 
were powerful enough to enable buyers (those with a rec-
ognized need, who, if they heard the right things, would 
agree to a solid next step) to conclude that I was worth 
spending more time with. 

If you tiptoe up to your suspect while lightly tapping 
them on the shoulder and whispering “excuse me,” that 
does not have sufficient impact to overcome the environ-
mental and gravitational forces conspiring to thwart your 
success on the phone. 

You need a “2 x 4” impact. 

Always professional. Always softly communicated. But 
every word is calculated to have an impact and enable 
buyers to conclude that you are worth more of their time. 

Seconds cost you opportunities and closes. 

If it takes you 50 seconds to say things you could say in 
30 seconds, you will lose opportunities. Buyers, those 
who have needs you could fill and will end up writing 
checks to another provider within 3-15 months, will tune 
you out. They will say “all set” or “we don’t need that,” 
but they are thinking, “This person is not worthy and is 
wasting my time.” 

You will lose great opportunities if your opening is not 
good enough. If you haven’t given them enough reason to 
listen a bit longer in the first three seconds, if you don’t 
touch all the bases necessary for your suspect to conclude 
you are worth more time within 30 seconds, you will lose 
out on qualified opportunities. 

Even when they desperately need what you are offering, 
even when they plan to buy within the next few months, 
if your opening 30 seconds is weak, if you don’t sound 
credible enough or heaven forbid you should sound just 
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like most of the other knuckleheads who call them you 
will hear, “We are all set” or “not interested.”  

Because you sounded like all the rest and said nothing 
sufficient for them to conclude you were worth listening 
to. 

18. You are not trying to implant some-
thing; you are seeking to activate some-
thing. 

A lot of callers stress themselves out suffering from the 
illusion that they are trying to convince people of some-
thing. You are not trying to do that. 

Buyers are out there and with your calls you are search-
ing for them. Buyers are those that on some level already 
recognize a need and are likely to write a check to you or 
one of your competitors within 3-15 months if you are 
not there. You are seeking to activate a thought that on 
some level is already within them. It is not your job to 
implant a thought that is not there. It is your job to acti-
vate and leverage a thought that is already inside them. 

If you think of it that way, it takes a lot of pressure off 
you. So long as you know that your verbiage is powerful 
enough to intrigue those who already have issues, a prob-
lem or an itch, you can stop pressing. 

As a practical matter, your scripting must appeal to 
someone who is in the early stages of a buying process or 
is at least thinking about it. 

So the scripts you craft are calculated to compel action 
among those who already recognize they have an issue. 
You are activating something; you are not implanting it. 
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I like to say that appointment setting is working a 
process such that you bump into as many active 
buyers as possible and then don’t screw it up 
when you do. 

The bumping into the most buyers possible part has to 
do with your list, your setup, your call process, and how 
efficiently you work. The not screwing it up part is about 
your scripting. 

19. In the beginning, it is important to 
identify the time-wasters and not call 
them again. 
A counter-intuitive truth: In the beginning, it is far more 
important to identify the low-value and no-value targets 
and not call them again than it is to speak to qualified  
decision-makers. In the beginning, during your “first 
pass” through a new group of records, dig in hard to de-
termine the potential worth of every record. Not to find 
the most valuable, but to identify the low-value and no-
value and not spend anymore time on them. Be very ag-
gressive upfront in determining those that are not worth 
more time. 

Think of it this way. Once you lock onto a decision-
maker, you will work a process that has you making 9-12 
dials to that decision-maker. If you can determine on call 
#1 that the potential worth is too low to be a good client, 
you won’t be making those follow-up calls. You just saved 
yourself from making 8-11 future calls to a low-value or 
no-value prospect.  

If every day you are aggressively seeking to ID 
the low and no-value prospects and stop calling 
them, guess what happens? You end up making 
more dials to higher value prospects.  
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There is an old saying. “Those best at finding gold are 
best at determining what is not gold.” Get good at deter-
mining what is not gold as soon as possible. 

But wait a minute, I have some great accounts… 

Here is a common act of self-sabotage you can avoid. 

Callers start to think, “Hey, we have some great accounts 
outside the profile of our best accounts. I don’t want to 
miss out on them, so I will call a much larger prospecting 
pool.” 

People who think that way eventually buy Ramen noo-
dles by the case and wonder why they fell so short of quo-
ta and lost their job. “But I was making a ton of dials.” 

The answer has to do with math. Take a pencil and the 
back of an envelope and calculate how many appoint-
ments/discovery calls need to be set, realistic closing ra-
tios, various average account sizes, and margin generat-
ed. It is economic suicide to call outside of your best ac-
count profile, given realistic closing ratios and the cost of 
getting those meetings. If it doesn’t work on the back of 
that envelope, it won’t get better when you call. 

I have had some great accounts with one or two-person 
sales teams. I liked them a lot and they were great to 
work with. But I wouldn’t think of investing in prospect-
ing to companies with one or two-person sales teams. 
That would be delusional and economic suicide.  

 

20. Your “Sell the Meeting” mindset. 
When you approach these calls and these scripts, I would 
recommend you adopt the following mindset. 

1. The buyers are out there. There are people right 
now who understand they have problems to solve, that 
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The only one who has actually practiced 
 what he preaches 

If you sell B2B…and want to deploy a sales process that pro-
duces real results and real income…you need to read Scott 
Channell’s latest and greatest book.  I’ve read literally hun-

dreds of “sales” books over the years, and Channell is the only 
one who has actually practiced what he preaches (writes)!  

Using Scott’s processes, I have built a very successful direct 
mail marketing business.  We all get sales burn out occasion-
ally, so when that happens I go back to the well and re-read 

Scott’s books…it’s like a double shot latte. 

-FRANK FURGIUELE, CHIEF REVENUE OFFICER,  
SOS DIRECT MARKETING 

 

Steadily rose to within the top 10 producers 
 of an over 250 member global salesforce 

A few years ago, I switched from an operations role to a role 
that required marketing and sales. I found the plentiful advice 
from well-meaning friends and colleagues to be of little help 
towards creating the sales process I needed to find desirable 

prospects and convert them to customers. Luckily, I came up-
on the strategies and techniques taught by Scott Channell. 
Using his methods, I steadily rose to within the top 10 pro-

ducers of an over 250 member global salesforce. 

Scott has consolidated his teachings into his new book, "Sell 
the Meeting - Set Discovery Calls & Sales Appointments To 

Close New Accounts." It's a powerful but easy book to read. If 
you're involved in selling and desire stronger outcomes, 

Scott's book is filled with multiple examples demonstrating 
the right and wrong way to apply your craft. 

-WM. DAVID LEVESQUE, PRESIDENT,  
LEAN PERFORMANCE DEVELOPMENT, INC. 
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certain things could be better, and they have an itch. A 
good number of these people will write checks to one of 
your competitors within the next 3-15 months. Or maybe 
you, if you are there. 

2. You have a worthy offering. You or your company 
are superior, dependable, top shelf, and do a great job for 
your accounts and clients. 

3. It is the most normal and natural thing in the 
world for you to be calling those who are most likely to 
benefit from your offering. 

4. It would be the most normal and natural thing 
in the world for them to conclude that you are worth 
their time. 

5. You are doing buyers a favor, performing a ser-
vice for them, and helping them by contacting and ena-
bling them to become aware of a quality provider who 
could be of great service. 

6. On this call, you are a peer. You may not be a 
CEO, VP of Sales, or Exec VP of HR, but on this call and 
at this stage you have information that is valuable to 
them. Communicate at their level. 

7. Be professional and direct so that the buyers can 
grasp that you may be able to help them.  

8. Resist the temptation to water down your up-
front verbiage to have more comfortable conversations 
with non-buyers. Non-buyers will make up most of those 
you speak with. You do a disservice to those you can help 
and would welcome interaction with a provider of your 
caliber when you water down your verbiage. It is less 
likely they will conclude you are worthwhile. They lose a 
great provider option. You just shrunk your paycheck.  
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Worth repeating: you do a disservice to those 
you can help and would welcome interaction 
with a provider of your caliber when you  
water down your verbiage. 

To gain a commitment for the next step, you must convey 
confidence that your prospect would agree to invest more 
time with you. 

Within the first three-five seconds after saying hello, your 
target is going to make a decision. “Is this a person worth 
listening to or not? Is this a waste of time or someone 
who may have something beneficial to me?” Within the 
first three-five seconds after hello, assuming you are talk-
ing to a buyer, you must enable them to conclude that 
you would be worth listening to just a bit longer.  

Again, assuming you are talking to a buyer, if you don’t 
give them “cause for pause” within seconds of hello, what 
you say after that doesn’t matter. They have concluded 
you are not worthwhile; they cast you off; they are not 
listening anymore. You lost them at hello. 

If they are not buyers, if they do not recognize a need you 
can fill, or they would not be willing to act, fuhgedda-
boutem. What they think is irrelevant. Focus on making 
an initial connect with buyers (those who recognize a 
need you can fill) within seconds. 

 

21. First few seconds script no no’s. 

Don’t ask them how they are or if this is a good time. 

They know you don’t care about how they are doing so 
such drivel wastes precious seconds. 

Most people feel more comfortable opening get the meet-
ing calls with social chit-chat. Plus, it fits people’s desired 
image of being non-salesy, whatever that is. 
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I certainly wish that what we were comfortable with and 
what we wish would work mattered. But it doesn’t. What 
works, works. 

I wish that “Hi, how are you… is this a bad time… have 
you got a few minutes… I’ll be quick, you are busy…” type 
banter helped to achieve the call objective. It doesn’t. 

The individuals you are targeting are top executives mak-
ing fairly large economic decisions — large in the mone-
tary sense or large in the impact on the organization 
sense. 

Footballs are not square; the sun will rise in the 
morning and executives that can authorize big 
checks are busy.  

You can assume that the person who can authorize or in-
fluence a check that can make you a lot of money is busy. 
They are difficult to reach. They don’t know you. Many 
will buy from someone shortly. So why give them the 
opportunity to say they are busy and terminate 
the call before they know what you can do for 
them and just how credible and valuable you 
are? 

If they have problems you can help them with, how do 
they know if you don’t tell them? You won’t be able to in-
form buyers who would welcome your message if their 
minds shut down or they blow you off. 

You are interrupting them. Get over it.  

We must interrupt the train of thought of active buyers 
when we speak to them. We need them to focus on us for 
a moment rather than what they were doing when they 
picked up the phone. Yes, it is an interruption to launch 
into your spiel when they pick up the phone but strategi-
cally, logically, and practically — you have no choice. 
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22. A message about voicemails. 

Bulletin: Very few people who listen to a voicemail will 
return the call. How insightful. Some will and we want 
every word we select to encourage that. However, an im-
mediate response is not the only purpose of a voicemail.  

The voicemail works as part of your total system of inter-
action to ultimately achieve your business purpose. Gain 
a commitment for a solid next step from a highly-
qualified decision-maker. 

The other purpose of the voicemail - just as important as 
generating an immediate response - is to increase name 
recognition and build familiarity with your message. 

People respond to things they are comfortable with. You 
want to keep your message consistent among your phone 
scripts, voicemails, and emails so that your suspects can 
absorb the message and be comfortable with it. If they 
can absorb it and understand it, you have a greater shot 
of them saying “yes.” If they cannot grasp it, they cannot 
say “yes.” 

It’s common for newbies to think they must write multi-
ple voicemails to mix things up. That is not what you 
should do — two reasons. First of all, it’s difficult enough 
to write one good voicemail that works for you. Trying to 
write three good ones is mission impossible stuff. 

You want to keep your messaging consistent so that peo-
ple can absorb it, understand it, then act on it. If you 
send them mixed messages, it is less likely they will ab-
sorb it, it will be harder for them to understand it and the 
odds that they will act on it plummet. 

The consistency of messaging builds credibility and 
recognition.  
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Your voicemail is a touch. The more touches you deliver 
to your carefully chosen suspects with consistent messag-
ing, the more likely it is that they recognize your name 
and grasp what you might do for them. 

If that happens, it increases the odds that they will re-
spond, call you if they have a need, or be more receptive 
to your phone call. That is why we leave voicemail mes-
sages. It is part of a total strategy to penetrate the minds 
of our suspects. 

 

 

23. Sell the meeting only, not your offer-
ing. 

You are selling the meeting, not your offering. Big differ-
ence. 

Once you move beyond selling the meeting to trying to 
sell your service, you will sell fewer meetings. You will 
lose opportunities for great accounts simply because you 
strayed from selling the meeting to trying to sell your 
offering. Knucklehead. 

When seeking to sell a meeting, every word you utter 
must stay focused on your business objective, your call 
plan. The person you are speaking to does not have a 
plan to meet with you. If they have a plan or inclination 
at all, it is to not meet with you. Let the conversation 
wander into places where your prospect wants to go, and 
you will end up somewhere, but it won’t be where you 
want to go.  

When setting a meeting, you must resist the urge to re-
spond to  resistance as if it were an objection.  
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If you give them information to overcome their objection 
you are now working on their agenda (which does not 
result in a meeting), not your agenda (book a meeting.)  

If you swing into “super smart rep” land and think, “Oh, I 
know a lot about that. Let me provide info to overcome 
that,” you commit a fatal strategic mistake. What is it? 
You are giving them information they have to think about 
and process.  

When they are thinking they can’t say “Yes.” 

Why not? Because they are thinking. If you give them 
things to think about they cannot say “yes.” 

Plus, if you fully answer the prospect’s questions and give 
them the information they request, there is no longer a 
reason for them to meet with you. By your actions and 
choices, you have knocked yourself out of the setting 
sales appointment game. 

Will what they get at the meeting be worth their 
time if they don’t do business with you? 

You are going to share information, case studies, reports, 
and options that have worked for others, a specialized 
report, a competitor analysis, an analysis of how they 
rank for XXXX; you need to communicate something 
that you will deliver at the meeting that is worth their 
time — something worth their time even if you don’t 
meet again. 

 

24. What if it is not working? 
What if you are not getting results? Or you need to boost 
results? 

The first question is to know what result you need to 
increase.  
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Is it the number of meetings you need to increase?  
Is it the quality of the meetings? 

Do you need to increase the percentage of first meetings 
or discovery calls that end up closing? 

Is it the size of the average size of sale you need to 
increase? 

Three core reasons for poor appointment setting 
results. 

1. The list. 

You are not interacting with enough high-value/high-
probability targets. Too much of your activity is directed 
toward low-value, no-value lower-probability targets.  

If you were shooting fish in a barrel, you would not only 
want that barrel to have plenty of fish but for the barrel 
to be drained and the fish lying on the bottom. Those are 
good odds.  

You need to do two things. Tighten the profile of your 
bullseye targets so that your time is invested with records 
that provide you with the highest probability of success. 
Also, be ruthless about discarding or pushing records 
aside that are lower value or probability or with which 
you have reached the point of diminishing returns for 
your efforts. 

Work probabilities, not possibilities. 

Once you are confident that your list is the best it can be, 
look to the other two factors that may be dragging you 
down. 
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2. Your process. 

If you or your team are not getting decent results, it 
could also be that the call process you are working to 
earn a conversation with or reply from your decision-
maker is lousy or non-existent. 

You are trying to generate the most results by working a 
system of  interaction — a system, pre-planned well 
thought series of interactions purposely chosen to pro-
vide you with the best chance to meet your business 
goals.  

The best way to achieve your goal does not change with 
every dial, the weather, or your mood and motivation. 
You don’t have to work the “3 cycles of 3” system I be-
lieve in and have outlined in this book, but you do need 
to work a system. Your “system” will be responsible for 
80% or more of your results. If you don’t have a system, 
or you don’t work your system consistently, or are quick 
to abandon it, those are very good reasons why your re-
sults are poor. 

If you are not getting results, it could very well be that 
your process needs to be improved. Or more commonly, 
that you are not consistently working your process. 

3. Your messaging. 

If you are confident you are reaching out to the right tar-
gets, confident that your process is solid and that you are 
working it consistently, there is only one other key rea-
son why you are not generating results. 

Your messaging is weak. 
Your verbiage is watered down. 
You sound like the other knuckleheads who have called 
and wasted their time. 
You are not giving them reasons to listen to you just a 
little bit longer. 
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You are not communicating value and credibility worth 
their time. 

Your verbiage is not enabling those who recog-
nize a need and will be writing a check to you or 
one of your competitors within three-15 months, 
to conclude that you are worth their time. 

Most commonly, you are pulling your punches. You have 
things you could be saying that would connote credibil-
ity, value, and representative results you deliver, but you 
are not saying those things.  

So you have to punch up your messaging. Be more direct. 
Push more value and credibility to the beginning of your 
pitch. Eliminate every moment and every syllable that is 
not communicating credibility and value to someone who 
has a need you can fill.  

You need to get over mental crap about being pushy, be-
ing perceived as rude, or interrupting someone. Those 
are your issues, not your prospects. By choosing to pro-
spect by phone you have already decided to interrupt 
people, so you need to get over that. Having decided to 
interrupt busy people, how are you most respectful of 
their time? 

Do you call them up and let second after second slip by 
without providing them information sufficient to con-
clude that you are worth their time? Do you fill the time 
between “hello” and “ we are all set” with, “I know you 
are busy,” “won’t take much of your time,” “do you have a 
minute” and “I am not worthy?” If so, you deserve every-
thing you get. 

Or, are you respectful of your suspect’s time, a suspect 
you have chosen to interrupt, with a clear, direct state-
ment as to what you do, why you are credible, the  
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benefits delivered, and what they would get if they spent 
more time with you?  

Value knocks down doors 

It takes about 30 seconds to deliver such a statement. 
The 15%-18% of the people you speak to who have a 
need will “get it” and can conclude that you are worth 
more of their time. Maybe a bit longer on the phone, 
maybe at a face to face meeting, or on a discovery call.  

Those who do not have a need can also “get it” and say 
“no” and goodbye. That is a successful call for you, and 
you have minimized the interruption of your suspects, 
time with a clear, concise, direct statement of what you 
do, why you are credible, and what they might get if they 
spent more time with you.  

Get over whatever is holding you back. Punch up your 
scripts so that they are clear, concise, direct and power-
fully communicate your credibility and value. 

 

Bonus scripts, tips and periodic updates here: 
ScottChannell.com/STM-book-bonus 
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Set 3,022 meetings 

“... we had set 3022 meetings, 85% of which were with C-level 
decision-makers. We also saw less than a 13% cancellation 
rate.  AMAZING!  Those stellar results and the substantial 
business that followed happened because we stayed true to 
the process, made adjustments along the way, and a lot of 

hard work. This process helped us overcome hurdles such as 
efficiently identifying decision-makers, getting past gatekeep-
ers, and turning “Call me back” responses into meetings. With 

this book, you will avoid some very costly mistakes. It is an 
expansion and update of the strategies that worked so well for 
us. I highly recommend this book to anyone engaged in a high
-ticket complex multi-step sales process. No matter how good 
you are, you are not going to make a sale if you can’t sell the 

first meeting. 

-MORGAN CHAPMAN 
See full review in “Sell The Meeting” 

 

Essential for the salesperson in today’s market 

I am happy to write this, my third recommendation for Scott’s 
effective and motivating books. All salespeople go through 

downturns in their business, and all suffer from the negativity 
that is brought to the table, sometimes by the very person we 
are selling to. Scott teaches how to overcome those stages and 
prosper. The hard copy can be marked and used over and over 

again. All said this is the one book that I would consider an 
essential for the salesperson in today’s market, no matter 

what you sell. 

-STEPHEN SCHIFFMAN, AUTHOR OF 53 BOOKS 
 ON SALES AND SELLING TECHNIQUES 






