
Red-Hot Tips 
For Your next 
Cold-Call



Call it prospecting. 
Call it cold-calling. 
Call it  a pastrami  

on rye.

Whatever  
you do,  
just call
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SOLID SCIENTIFIC RESEARCH 
PROVES THAT PROSPECTING 
BUILDS YOUR PIPELINE, 
IMPROVES YOUR ODDS 
OF MAKING A SALE, AND 
GROWS YOUR BOTTOM-LINE.

But first, like any 
good salesperson, 
we’re gonna deal  
with some objections...

But you have to do it the right way! 

Doing it any other way will actually decrease your ability to sell, via wasted time 
and annoyed prospects. 

So, ditch the endless rejections, awkward conversations, and uninspired scripts  
in favor of these effective techniques that will have you hitting your numbers  
by the first week of every month.
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Objection #1

I’VE HEARD PEOPLE  
SAY COLD-CALLING  
IS OUTDATED  
AND INEFFECTIVE!

NOT CONVINCED THAT 
COLD-CALLING REMAINS 
A HOT STRATEGY? 

our response

REPORTS OF THE DEATH OF COLD-CALLING 
HAVE BEEN GREATLY EXAGGERATED.  
AND WE CAN PROVE IT. WITH NUMBERS.  
AS SCIENTISTS WILL TELL YOU, THAT’S THE 
BEST KIND OF PROOF.

??
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57%
of executive-level 
buyers prefer it 
when salespeople  
call them.

69%
of buyers accepted  
a cold-call from  
a new salesperson  
in the last year.

82%
of buyers agree to 
meet with salespeople 
when they reach out 
directly.

~50%
of all directors  
and managers  
prefer a phone  
call as well.

Art Sobczak, Smart Calling, page 22, citing The Rain Group, www.rainsalestraining.com

So, point your peepers  
at these stats...
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I DON’T SEE  
THE POINT OF  
COLD-CALLING...

WE DON’T SEE THE POINT  
OF COLD-CALLING EITHER…  
WHEN IT’S DONE POORLY.

BAD COLD-CALLS  
ARE COUNTER-
PRODUCTIVE 
WASTES OF TIME.

GOOD COLD-CALLS  
ON THE OTHER HAND,  
ARE INVALUABLE 
WEAPONS IN YOUR 
SALES ARSENAL. 

Objection #2

our response
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cold-calls  
serve at least  
three critical functions:

SCREENING WARMING UP ARRANGE  
A MEETING

Some people don’t 
need your product and 
never will. It’s important 
you screen these folks 
out early in the process 
and a quick cold-call 
will do just that.

There’s nothing like  
a (well-executed)  
cold-call to warm up a 
lead, get to know them, 
and have them get to 
know you.

This is the most 
important function  
of a well-planned  
cold-call. Done correctly, 
you’ll successfully book  
an in-person or video 
meeting with  
your prospect.

Most importantly,  
though,

PHONE PROSPECTING HELPS YOU 
CONNECT WITH ANOTHER HUMAN 
BEING USING YOUR OWN VOICE.

AND BEHIND THE KPIS, PIPELINES, 
AND FUNNELS, SALES ARE ALL 
ABOUT HUMAN CONNECTION.
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Knowledge is power… 
or so we’ve heard

The more you know about your contact, their business,  
and their position within the business going into a sales call,  
the more likely it is that you’ll come away with a positive outcome.

IT’S TRUE, THOUGH.

SO, BEFORE YOU HIT DIAL ON THAT PHONE OF YOURS, 
MAKE SURE YOU’VE (AT THE VERY LEAST):

SCOURED YOUR CONTACT’S SOCIALS
Facebook. Instagram. Twitter. LinkedIn. Don’t forget LinkedIn!  
All these networks can be a wellspring of important info about  
your contact, from nicknames they like to be called to their hobbies, 
political leanings, and social attitudes. In short, you can get a feel 
for how your contact carries themself before you chat.

REVIEWED THE BUSINESS’ ONLINE PRESENCE
Just as you need to familiarize yourself with the person you’ll  
be speaking to, you need to get the lowdown on the company. 
More specifically, once you’ve learned about the firm, try to picture 
what your contact’s responsibilities at the business are and how 
you could best help them accomplish their professional goals.

GOOGLED FOR GOLD
Do a quick google search for both your contact and their company. 
You’ll get a preemptive heads-up on any big news, announcements, 
deals, and disasters that might be occupying your contact’s time 
these days.

DOWNLOAD OUR INTERACTIVE PROSPECT RESEARCH TEMPLATE!

CLICK  
HERE 08
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https://6000457.fs1.hubspotusercontent-na1.net/hubfs/6000457/Gazelle_E-Book_Cold%20Call_Prospect%20Cheat%20Sheet.pdf


Redefine  
cold-calling success
If your only definition of a successful call is one that results  
in a meeting that, in turn, results in a successful sale, you’re going 
to get discouraged pretty quickly. Instead, try to grab one of these  
prizes when you pick up the phone:

Of course, getting the contact to agree to a meeting (or even a sale 
outright) is the gold standard of success. If you find you’re rarely reaching 
this point, it’s time to adjust your approach.

A meeting ( or a sale! )

Sometimes, the reason a prospect gives for rejecting your product is worth 
more than a successful sale. It can provide invaluable market intelligence 
that you can bring to your team to improve your offering.

Useful market intelligence

If you find that you keep getting tripped up at the same point  
on your calls, or your clients keep responding with the same objection,  
that can be valuable intel for you to apply to your sales process.

The point is to use each sales call to learn something. If you’re always 
testing and refining your process and learning about the market,  
it’s tough to get discouraged by the occasional rejection.

Practical sales tips
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Get in your  
contact’s head
We couldn’t let you go without getting 
into a little more detail about the 
“knowledge” portion of our lesson.  
It’s just too important. Your next  
cold-calling mission will only be 
successful if you do your social recon. 

But what kind of info are you  
looking for?

What we mean is that, as you’ve no doubt been told, people buy for their reasons, 
not yours. You can list all the benefits and unique selling propositions in the world 
but, if they don’t resonate with your prospect, you’re up a creek without a paddle.

That’s why you need to find out what drives your prospect at work.  
What motivates them to show up every day and perform at work? And how will 
your prospect - or, more importantly, your prospect’s bosses - define success?

Learn everything you can about what your prospect does at the company  
and how their performance might be measured. Then, speak to those goals  
and explain how you can help achieve them.

YOUR PROSPECT’S WHY,  
THAT’S WHAT.

TO FIND THIS OUT YOU NEED TWO THINGS:  
INFO & IMAGINATION
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Bite-sized Tidbits With Outsized Power

You get a value prop! 
Everyone gets  
a value prop!
Develop value propositions, not just  
for your contact, but every person  
who you might come into contact 
with or might be influenced 
by your product. It’s especially 
important to have a relevant value 
prop ready for your contact’s 
assistant and other gatekeepers. 
What can you tell them that will 
make them less likely to stand 
between you and your contact?

You’ve already  
had access
If you encounter a gatekeeper, 
ensure you tell them about any 
contact or discussions you’ve 
already had with your prospect. 
Gatekeepers are less likely to 
block your access if you’ve 
already had access in the past.

Growing companies 
are buying companies
Focus your cold-calls on 
companies that are in growth  
or expansion mode.  
These companies need more  
of everything: personnel,  
raw materials, office space,  
and corporate services.  
You name it, they probably  
need it. Luckily, Gazelle.ai  
makes it super easy for you  
to distinguish growing 
companies from stagnant ones, 
and even identifies those with 
future expansion projects!

Leave your number 2x
When you leave a voicemail  
with a prospect, give your phone 
number twice. Once at the 
beginning of the call and once 
again - slowly this time -  
at the end of the call. That way, 
not only do they get a second 
chance to grab your number  
in case they need it, but -  
if they miss the second one,  
they can listen to the first part  
of your message again to get it.
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Always call at exactly 08:47. ( Just kidding. )
Some people claim to know the 
“best” time to call your prospects. 
The truth is, there is no one best 
answer. A better strategy is to  
get in your prospect’s head.  
When would they have the time and 
mental energy to deal with a sales 
call? Some studies have shown that 

at end of the day or early in the 
morning, when they can relax a bit, 
can be a good time to call.  
However, consider the industry 
they’re in, the position they hold, 
and their personal situation (you did 
research them beforehand, right?), 
and use your best judgment.

An informational goldmine
Use administrative and executive assistants as sources of information.  
Feel free to ask them questions like:

•  How does [my prospect]  
prefer to be addressed?

•  Are there any topics  
[my prospect] prefers to avoid?

•  Do they prefer to communicate 
by phone/Zoom/email/in person?

•  Who does [my prospect]  
report to?

CONTACTS MADE FROM FIRST DIALS

BEST TIMES TO CONTACT: 8-9 AM & 4-5 PM
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Source: Hubspot
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FOMO + Scarcity: 
Combine two  
tried-and-true sales 
psychology strategies 
into a powerful,  
one-two punch
You’ve heard of FOMO (“Fear Of 
Missing Out”). You’ve also heard 
of the scarcity phenomenon, 
made famous by Dr. Robert 
Cialdini. If you find yourself  
in a situation where you’re 
running out of product (or a deal 
is expiring), point out that their 
opportunity to buy is fading 
fast and that Competitor X and 
Colleague Y are already on board. 
The prospect of losing out on the 
deal AND having to interact with 
people who DIDN’T can motivate 
even the most reluctant buyers.

Ask only leading 
questions…
Leading questions are questions 
that suggest the answer to the 
person responding. A good 
leading question has only 
one answer: “Yes.” Instead of 
asking, “What are you looking 
for in a CMS?”, ask something 
like, “You want your next CMS 
to be simpler to use than what 
you have now, right?” What’s 
your prospect going to say? 
They’re going to say, “Yes!”

…Except when  
you’re asking  
social questions
Don’t ask leading questions 
about your prospect.  
Stick to sociable, open-ended 
questions like, “How are you?”, 
“How was your weekend?”,  
or “How’s your day going?”

An ad-hoc org chart
Use conversations with 
administrative and executive 
assistants to figure out the 
decision-making hierarchy at 
your organization. Take careful 
notes whenever the person you’re 
speaking with mentions another 
name and ask, “What do they do?”
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So how many calls does it REALLY take?!

When you inevitably 
get rejected  
on a cold-call…
To keep a buoyant mindset 
 ask yourself the three P’s:

•  Is this rejection personal? 
(Almost certainly not.)

•  Is this rejection pervasive?  
(In other words, do you always 
get rejected?)

•  Is this rejection permanent?  
(Is your life ruined?)

Almost certainly, the answers 
are “no,” “no,” and “no.”

Improve that  
dial-to-meeting ratio
To help improve the  
dial-to-conversation ratio,  
open your call with the following:

•  A confident tone of voice

•  Your name

•  Your company

•  Why you’re calling

This can double your chances  
of booking a meeting.

Dials to 
conversations
Don’t give in to frustration.  
It takes an average of

to generate 1 meaningful 
conversation with a prospect.

Source: Gartner

22.5 dials

Don’t give up
It takes an average of

to turn a cold-call prospect  
into a meaningful conversation.

Source: Gartner

12 Touches
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Want to call  
the right leads? 
Want to get better 
leads so that your  
cold-calls are  
more meaningful  
& effective? 
Try Gazelle.ai!
CLOSE MORE DEALS WITH EXPANDING COMPANIES 
WITH THE ONLY AI-POWERED BUSINESS DATABASE
Gazelle.ai is a sales intelligence 
platform deploying AI to forecast 
company expansion. Gazelle.ai was 
born out of our desire to help business 
development organizations find better 
leads: expanding companies. 

Since launching, Gazelle.ai has been 
recognized for its remarkable growth 
by Profit Magazine, the Globe and Mail, 
and Deloitte as a “Fast 50 Company.” 
Gazelle.ai is also the highest rated 
sales intelligence platform  
on G2 among verified users.

416 De Maisonneuve Boulevard West, Suite 1000 
Montreal, Qc, H3A 1L2 
contact@gazelle.ai
1.833.903.1344
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