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How to Improve the Outcome of the 
First Call to a Prospect
Many studies, sources and sales 
experts suggest that 2 pm is the best 
time of the day to make the first call 
to a new prospect. Technically they 
are correct, but what Velocify, a sales 
acceleration platform, found after 
analysis of millions of lead records 
and phone calls from hundreds of 
its clients is that this doesn’t lead to 
optimum results.

As the table below clearly slows, there 
is only a 2.5% difference, as measured 
in connected calls, between the so-
called best time of the day, 2 pm, and 
worst time of the day, 7 am. 

What Velocify’s analysis discovered is 
that making a first call to a prospect 

as soon as he or she is identified 
and reveals his or her interest is the 
primary factor in the call generating 
positive results. In fact, there is as 
much as a 144% improvement in 
the lead conversion rate from calling 
within 1 minute and 2 minutes from 
receiving the prospect.

It’s obvious from this data that waiting 
until tomorrow’s “optimum” call time 
for a lead received after 2 pm today is 
not only a bad strategy, but also the 
worst possible strategy.

Velocify data analysis has also 
identified the best sequencing of 
calls if the first call doesn’t result in 
talking with the prospect. In separate 

analysis, Velocify has found that six 
calls should be the maximum number, 
as that will result in contact with 95% 
of all leads you can expect to convert.

Percent of Connected, First-Time Prospect Calls by Time of Day, 2016

Time of Day Percent Time of Day Percent

6 am 15.6% 1 pm 16.8%

7 am 14.4% 2 pm 17.0%

8 am 15.6% 3 pm 14.9%

9 am 15.7% 4 pm 15.8%

10 am 16.1% 5 pm 15.6%

11 am 16.4% 6 pm 16.4%

12 pm 15.2%
Velocify, 2016  

Lead Conversion Rate 
Improvement in Relation to 

Time Elapsed for a Prospect 
Call, 2016

Time Elapsed Rate

1 minute 391%

2 minutes 160%

3 minutes 98%

30 minutes 62%

1 hour 36%

5 hours 24%

24 hours 17%
Velocify, 2016 

Prospect Call-Timing Sequence, 
2016

Call Attempt Call Time

Call #1 0–1 minute

Call #2 30–60 minutes

Call #3 1–2 days

Call #4 Day 5

Call #5 Day 14

Call #6 Day 15
Velocify, 2016 
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5 Signs That It’s Time 
to Fire a Client
You and your sales team and countless others may live by the rule that 
“the client is always right,” but in reality, it’s better to end some client 
relationships – and recognizing the signs is an important skill to teach 
your salespeople.

1. Too much time in relation to value – Retaining a client that is 
receiving more of a salesperson’s time than the revenues generated 
is eventually a deficit and not an asset.

2. Unprofessional behavior – One expects clients to be honest 
and occasionally critical of recommendations and results, but one 
that is unethical, treats AEs as sub-human and won’t compromise 
should be dismissed.

3. Asking for too much – You and your staff should welcome a 
challenging goal, but clients that don’t reciprocate with a “job well 
done” or other positive reinforcement is a drag on morale and 
motivation.

4. Mutual trust is essential – No client relationship will last very 
long or be beneficial for both parties if a client constantly shows 
mistrust in your recommendations and advice. It’s a sure sign there 
is no future in continuing the relationship.

5. Late payments – Although being flexible when it comes to 
payment of your invoices can help to retain a client who may have 
an occasional cash flow problem, a client that is consistently paying 
late is of no value.

Become an 
Ardent Observer 
of the Action
Every day, you’re at the heart of the 
action – training, motivating and 
leading your sales team to greater 
success – and responding to the 
powers-that-be, with the bottom line 
as their single focus. You can interact 
more effectively with everyone by 
honing the skills to observe their 
character traits. 

When you study others’ character 
closely, you have a better 
understanding of not just who they 
are, but also what drives them. You’ll 
also recognize their strengths and 
weaknesses more accurately, which 
will allow you to be a better leader. 
You’ll be able to help each member of 
your sales team individually, focusing 
on where his or her character needs 
improvement as well as the good traits 
that he or she should use more often 
to drive more success.

Observing the character traits of those 
above you in the corporate hierarchy 
gives you the knowledge (and a 
possible advantage) to create better 
relationships, to know which buttons 
to push, and which to avoid. 

This is also an excellent topic for a 
sales team training session. Teach 
your team how to “read” the minds 
of their prospects and clients and 
understand their character. They will 
discover more effective ways to make 
a great impression, be influential and 
close more sales. 

This topic also yields another book 
to add to your sales training library. 
Art Pepper, a performance coach 
and strategy facilitator for senior 
executives and management team, 
offers a free e-book, A Bold Cup 
of Leadership Caffeine: Ideas to 
Stimulate High Performance.
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How to Defeat Procrastination
Salespeople have few enemies more detrimental to 
success than procrastination. It’s easy to say, “Don’t put 
off until tomorrow what you can do today,” but acting 
on that thought is difficult for almost everyone, at least 
occasionally. 

Ann Handley, chief content officer of MarketingProfs, 
suffers from procrastination, but has put her intellect to  
the task of developing some simple tactics for defeating 
the enemy.

1. Start with an easy victory – Make the first task of 
the week or day one of the easiest on your do-to list. 
With that victory under your belt, immediately launch 
into the most difficult task. Now that you’re on a roll, 
you’re less likely to delay tackling it.

2. Synchronize everything – Fortunately, you live in a 
time with a myriad of digital tools, including calendars, 
schedules and project-management systems. Use 
them to synchronize all your activities, tasks and 
responsibilities, so you don’t “accidentally on purpose” 
forget or defer something important.

3. Prepare your brain today for tomorrow – At the 
end of each day, create tomorrow’s to-do list. You’ll be 
faced with fewer, if any, surprises tomorrow and your 
brain will have the time to do a bit of percolating about 
easier ways to accomplish tomorrow’s more difficult 
tasks.

4. Silence those digital notifications – There 
are enough analog interferences and interruptions 
throughout the day, so keep the digital ones (email, 

social media, etc.) to a minimum or silence them entirely, 
except for specific periods of the day.

5. Rewards and penalties – Set a specific reward 
(something good for you, not another donut) when you 
accomplish a task, especially a difficult one. Think of the 
penalties you’ll suffer like missing a family activity or a 
date with a significant other if procrastination forces you 
to work late when it could have been avoided.

6. Take baby steps – When a difficult, time-consuming 
task seems overwhelming and you begin to think it’s 
best to wait until tomorrow to tackle it, separate it into 
smaller steps. Focus on each and as you accomplish the 
small steps, the size and difficulty of the total task will 
feel less daunting.

7. Select a monitor – Share your to-do list and 
schedule with someone, so they can keep you on track, 
and then reciprocate and help him or her do the same. 
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Create a Satisfying Work Environment for 
Introverts and Extroverts
When you think of your sales staff as a family, then you’ll 
notice that it is a collection of personality types, much the 
same as children can be quite different, even though they 
are siblings.

Two of these types are introverts and extroverts; and both 
bring specific strengths to your team, so they deserve 
work environments that make them happy and productive.

• Lighting – Research has shown that bright lighting 
doesn’t affect an extrovert as much as an introvert. 
Extroverts may be more motivated in the spotlight 
while introverts tend to prefer indirect lighting.

• Music – It’s much the same for listening to music 
while working: extroverts are typically stimulated by it 

while introverts are often less productive even when 
the music volume is low and a background element of 
their environment.

• Workspace – Although the trend is for more open, 
collaborative workspaces, a better solution may be 
a combination of open spaces for the extroverts and 
quiet, private settings for the introverts.

• Seclusion and intrusions – Introverts may 
achieve the privacy they seek with earplugs that 
reduce background office noise while telecommuting 
can work for extroverts whose productivity is minimally 
affected by interruptions at home.

When your salespeople view the place they work as the best in town, then you 
can rely on them being more productive, loyal and long-term assets – but it 
takes a conscious effort, such as these 5 ideas. 

1. Show you care about their health and wellbeing.

• Provide healthy snack options.

• Give everyone a membership to a local fitness center and the time to use it.

• Designate a “time-out” or meditation room.

• Offer flexible scheduling for both personal demands.

2. Offer more than sales training – An in-house training program is an 
absolute must, but give them more. 

• Attend appropriate classes at local universities and community colleges.

• Attend industry seminars and tradeshows.

• Schedule experts to speak on non-sales topics such as history, literature 
and the arts, to broaden your team members’ intellect and interests.

3. Create high-productivity workspaces – Provide your salespeople with an list of options for their workspaces: 
different types of chairs and desks, equipment that allows them to stand while they work and the option of 
telecommuting.

4. Become a team of volunteers – Work together for a community program or cause to develop a shared feeling of 
accomplishment and optimism that translates to the work environment.

5. Sprinkle in the fun – Encourage your salespeople to add more fun to their lives with a designated game time once 
a week and a joint family activity once a month or quarter.

How to Make Working for You Irresistible
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Improving the 
Value of a Teachable 
Account Executive
When evaluating a candidate for a sales position or 
assessing a current team member’s value, consider 
whether he or she lacks the skills you can teach him or 
her or possesses the skills that can’t be taught, but are 
essential to success. The following 7 skills are those that 
most salespeople can learn.

1. Selling beyond the obvious – It’s important for your 
salespeople to have the ability to evaluate a client’s need(s) 
and recommend the best solution your station offers. You 
can improve their skills when you teach them how to look 
beyond a client’s obvious challenge(s) and discover upsell or 
cross-sell opportunities.

2. Excelling at managing time – Few skills are more 
essential for a salespeople than time management. 
Assign books on the subject for them to read and 
provide them with the training to use the many 
outstanding digital aids to help them manage their 
schedule, client contacts and to-do lists.

3. Acquiring broader business knowledge – 
For obvious reasons, account executives focus on 
the marketing/advertising component of their clients’ 
business. AEs can learn the skills to understand a 
client’s financial, human resources, vendor, inventory 
and other challenges to elevate their value in the eyes 
of their clients.

4. Applying the sales process – Because the job 
of sales follows a well-developed and general process 
as well as the specific process for your team, almost 
anyone, including those without sales experience, can 
learn the process and maximize their client relationships 
and earnings.

5. Evolving to become a master salesperson 
– Some client situations and solutions will be simple 
and easy for new or less-experienced salespeople. 
Eventually, however, they will generate opportunities 
of more complexity: clients with multiple locations 
and target audiences, larger budgets, the input of an 

ad agency, etc. You can teach your team members the 
“master” skills they require to prepare for these bigger 
opportunities and make a major contribution to their 
successful outcomes. 

6. Acquiring complete product knowledge – 
Your station’s product is not just advertising time, but 
the subtle audience attraction of each program. When 
your AEs learn all they can about your programming 
“products,” they can do a better job of matching clients 
to timeslots. In addition, local businesses and retailers 
prefer relationships with traditional media AEs who 
demonstrate an in-depth understanding of digital media 
beyond the station’s Website products. 

7. Developing projections – Not only can you teach 
salespeople to set achievable goals, as they relate to 
the productivity benchmarks you’ve assigned them, but 
also the skills of creating projections that help them use 
their time wisely and in coordination with the rest of the 
team.

(Look for Part 2 of this story in the September/October 
Sales Management Insights Report.)


