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Boost Your Callback
Rate in Three Steps.

by Keith E. Luscher
Author, Prospect & Flourish
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Okay, I am going to start with a confession here—if you are reading this article
thinking that you are going to learn how to increase the rate at which prospects
call you back, then I have deceived you. First, let’s re-emphasize a point from a

previous article (“Accept it Dude, She’s Not Gonna’ Call”): if you wait for a
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FI oun s b call back, you will wait forever. The ball will forever remain in your court.

”“"'"’“‘:'“"::m_”“ So whose call-back rate are we talking about? You guessed it...Just as the

ifi the Sales Process headline read: It’s yours.
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We have all been there, especially when it is a part of our prospecting routine.

; Whether we are making that first phone call to a prospect, or the tenth, making
T A P the necessary dials is something many of us sometimes put off until it is too

etTi P Luscrin S late. I am just as guilty.
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The block scheduling approach is one technique to overcome this problem—

cbook ISBN: 978-9625077-3.2 to have your weekly/daily schedule set up in blocks of certain kinds of activi-

228 pages ties. Phoning activity is one of them. One very experienced sales trainer once
Release Date: 2009 told me that he recommends no more than two hours per day to make phone
RetattPrice$39:60 calls—so that two hours should be set aside and nothing else is done but
Limited Time Advanced making phone calls for setting appointments.
eBook Sale Price: ~ When following up on an email, a previous phone call or a pre-approach letter,
only $29.00! here is one suggestion that may very well increase your own call back rate
exponentially:

www.ProspectandFlouish.com , _
First, have your week set up so that there are blocks of time (such as two

hours) set aside for nothing but calls. That is marked on your calendar just like
any other appointment.

Keith F. Luscher, is author of Second, when we send out a pre-approach letter, email or any other communi-

the book Prospect & cation, most of the time we just say that we will “...follow up by phone in a
Flourish, and four other few days to schedule a visit.”” If you are telling the recipient that you are going
books. He is a marketing - to call, why not take it a step further? Tell them when: “I will call you next
representative with Principal Wednesday, August 14, at 10:20 a.m., to schedule a visit.” Mark it in your
Financial Group®. Prior to calendar, within that time block, accordingly.

joining Principal®, he served professionals
in the insurance and financial services

industries as a management consultant. In ~ §
that role, he advised producers on issues 4 Third, when making your call, have your next call back tentatively scheduled.
related to marketing and prospecting, and % This way, if you do not get through to your prospect, you will be prepared to

You have just scheduled an appointment. If you do not show up, you are
going to look pretty foolish.

developed groundbreaking educational '} announce in your voicemail (or to the person taking the message) that if you
"' curriculum. In addition, Luscher is also a & do not hear back from them, when you will be following up. If that is the case,
- nationally known author, speaker, and ¢ schedule the activity and follow through CONSISTENTLY until you make a

live connection, and get a clear cut answer on an visit: Yes or No (If the

= expert in media, interpersonal communica- & i o
i RS #| answer is no, as my manager says, wait six months!).

marketing. This gets back to an age-old adage about congruence: do as you say; say as you

§| do. By committing yourself to following through in a very intentional manner,
Bl you will increase your accountability not only to your prospect, but to yourself.
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