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ARTICLE / BIZNATRON

Appointment Setting

Appointment setting is not calendar filling. It is commitment creation. A booked meeting only has
commercial value when the right account, the right buyer, a real reason to talk, and enough buyer
commitment all exist at the same time.

A weak system asks:

How many meetings did we book?

A stronger system asks:

Which meetings deserved to exist, who attended them, what did both sides learn, and what happened
next?

Use the Biznatron appointment-setting formula:

RIGHT ACCOUNT - RIGHT BUYER —» REAL REASON - RIGHT-SIZED ASK - CLEAR

PURPOSE -» COMMITMENT -» ATTENDANCE - NEXT STEP -» OPPORTUNITY

1. Appointment Setting Is Commitment Creation

The calendar invite is not the product. The product is a conversation that both sides have a legitimate
reason to attend.

A meeting becomes commercially useful when it has:
® Account fit

® A relevant buyer

® A plausible problem or opportunity
® A clear reason for the conversation
® Enough qualification for the stage
® The right attendees

® A defined purpose

® Buyer commitment

® A clean handoff

® A realistic next-step path

BIZNATRON KNOWLEDGE CENTER BIZNATRON.COM | 1



‘;‘.i:zEIZNnTnnN

The meeting should not exist simply because the prospect said “sure.” A polite yes is weaker than a
purposeful yes.

2. The Meeting Value Equation

Use this simple model:

MEETING VALUE = FIT x RELEVANCE x BUYER ACCESS x COMMITMENT x

ATTENDANCE x NEXT-STEP POTENTIAL

The multiplication matters. If any one factor is near zero, the commercial value of the meeting can
collapse.

Examples:

® Strong fit + wrong buyer = low value
® Strong buyer + weak problem relevance = low value
® Strong relevance + no attendance = no live conversation

® Great conversation + no next-step potential = limited pipeline value

This is why appointment count alone is such a weak measure of success.

3. A Booked Meeting Is Not a Qualified Meeting

Keep these stages separate:

Booked Meeting

A time exists on the calendar.

Qualified Meeting

The account, buyer, and business reason meet the agreed standard.

Attended Meeting

The buyer actually shows up.

Accepted Opportunity

The closing team believes the conversation justifies active pursuit.

Pipeline

A real opportunity enters the sales process with evidence.
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Revenue

The opportunity eventually becomes commercial value. Do not combine these stages into one number.

BOOKED # QUALIFIED = ATTENDED = OPPORTUNITY = REVENUE

4. The Commitment Ladder

Buyer commitment usually develops in steps.

Think of it as a ladder:

Level 1: Attention

The buyer listens, reads, or responds.

Level 2: Relevance

The buyer recognizes that the topic may matter.

Level 3: Conversation

The buyer shares information or asks a real question.

Level 4: Interest

The buyer sees enough possible value to continue.

Level 5: Purpose

Both sides understand what the next meeting is for.

Level 6: Time Commitment

The buyer agrees to a time.

Level 7: Attendance Commitment

The buyer accepts the invite, includes the right people, or confirms the meeting.

Level 8: Next-Step Commitment

The meeting ends with a mutually understood action. Do not ask for Level 6 when the buyer is still at Level
1. That is one reason hard meeting requests fail even when the offer is good.
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5. The Right-Sized Ask

The strength of the CTA should match the strength of the evidence and commitment already earned. Use
a simple CTA ladder.

Low commitment

“Worth comparing notes on this?”

Moderate commitment

“Open to a short conversation next week?”

Clear interest

“Would Tuesday afternoon or Thursday morning work?"”

Agreed meeting

“Here’s the calendar link. Pick whichever time is easiest.” A direct CTA is not automatically aggressive. It
becomes premature when the buyer has not yet received enough reason to say yes.

The rule:

ASK SIZE SHOULD NOT EXCEED EARNED COMMITMENT.

6. Conversation-First vs Calendar-First

Calendar-First
The seller tries to book as soon as possible.

Useful when:

® The buyer already has clear intent

® The offer is simple

® The lead is inbound

® The buyer directly asks for more information or a demo

® The business reason is already obvious

Risk:

The meeting is booked before enough context exists.

Conversation-First

The seller creates relevance and learns enough before proposing time.
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Useful when:

® The buyer is cold

® The offer is complex

® The account is valuable

® The problem is not obvious
® The buyer is senior

® (Qualification matters before handoff

Risk:

The rep turns prospecting into a full discovery call and delays the next step unnecessarily.

Best rule:

Learn enough to justify the meeting. Do not perform the entire meeting before booking it.

7. The Meeting Purpose Test

Before sending an invite, ask:

Can the buyer explain in one sentence why this meeting exists? If not, the meeting is fragile.

A strong meeting purpose sounds like:

“Compare how you are handling compliance across the locations and whether there is a simpler way to
manage it.” “Review whether the current outbound model can create enough qualified pipeline for the
new sales hires.” “Understand the current phone and cloud setup before deciding whether a migration is
worth evaluating.”

A weak purpose sounds like:

“Intro call.” “Quick chat.” “Learn more.” “Company overview.” “Demo.” The seller may know the agenda,
but the buyer needs to know the value of attending.

8. The Two-Party Value Test

A good meeting should make sense for both sides.

Seller value:

There is enough fit and evidence to justify sales time.

Buyer value:

The conversation should help the buyer understand, compare, diagnose, validate, or decide something
useful. If only the seller benefits, the buyer is more likely to ignore the invite or leave the meeting feeling
pitched.
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Use this question:

“What should the buyer understand better after this meeting, even if they do not buy?” That is a powerful
test of whether the meeting deserves a place on the calendar.

9. Scheduling Friction

Interest can die during scheduling. Call this Scheduling Friction.

Common causes:

® Too many emails to find a time

® Calendar links sent before agreement
® Only one inconvenient time offered

® Time-zone confusion

® Wrong duration

® Missing video link

® Too many internal attendees

® No clear meeting owner

® |nvite sent late

® |nvite title gives no context

® Buyer must repeat availability already provided
Reduce friction after the buyer says yes.

The sequence should be:

AGREEMENT - EASY SCHEDULING - CLEAR INVITE » CONFIRMATION

Not:

CALENDAR LINK » HOPE -» FOLLOW-UP -» MORE FOLLOW-UP

10. Calendar Link vs Manual Scheduling

Calendar Link

Best when:

® The buyer has already agreed to meet

® The buyer prefers self-service
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® Several time options are available

® The motion is relatively simple

Strength:
Low administrative friction.

Risk:

If sent too early, it transfers work to the buyer before enough commitment exists.

Manual Scheduling

Best when:
® The buyer is senior
® The deal is strategic
® Multiple attendees are needed
® Time zones are complex

® The seller wants to protect the meeting context

Strength:

More control and personal coordination.

Risk:
More back-and-forth.

Best rule:

Secure the meeting first. Optimize scheduling second.

11. Two-Slot Scheduling

Two-slot scheduling is useful after interest has been established.

Example:

“Tuesday at 1 or Thursday at 2 both work on our side.”

Why it works:

It reduces decision effort. It keeps the conversation moving. It gives the buyer a simple choice. It avoids
sending the buyer into an open-ended scheduling task. Do not use two-slot scheduling as a substitute for
relevance. A buyer who has not agreed to talk does not need two times. They need a reason.

12. Attendee Architecture

The quality of a meeting depends partly on who is in it. Call this Attendee Architecture. For a simple
transaction, one buyer may be enough. For a complex sale, the meeting may need some combination of:

®  Problem owner
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® Day-to-day user

® Manager

® Technical evaluator
® OQOperations

® Finance

®  Procurement

® Compliance or legal
® Economic Buyer

® Executive sponsor

® |nternal advocate
Do not invite everyone by default.

Ask:

Who needs to be present for this specific conversation to be useful? The purpose should determine the
attendee list.

13. Right Buyer vs Complete Buying Group

The right first buyer and the complete buying group are not always the same thing. A first meeting may
only need the person who owns the problem. A later meeting may require finance, technical, legal,
procurement, or executive involvement. Do not make the first appointment unnecessarily difficult by
demanding every stakeholder too early. But do not build the entire opportunity around one friendly
contact either.

Use the progression:

RIGHT FIRST BUYER -» PROBLEM EVIDENCE » STAKEHOLDER MAP - RIGHT NEXT

ATTENDEES

14. The Friendly Contact Trap

A prospect can be responsive, polite, and enthusiastic without having enough influence to move the
purchase. Friendly is not the same as influential.

A useful internal advocate may:

® Bring another stakeholder into the meeting
® Explain who owns the final decision
® Share internal constraints

® Help refine the problem
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® Explain timing
® Tell you what could block progress

® Help coordinate the next step

Meeting enthusiasm is useful. Internal action is stronger evidence.

15. Qualification Boundary

Appointment setters should qualify enough to protect the next seller’s time without turning the first
conversation into an interrogation. The qualification boundary should change with deal complexity.

For simpler sales, enough evidence may be:
® |CPfit

® Correct buyer

® Relevant need

® Interest

® (Clear meeting purpose
For more complex sales, early evidence may expand to:

® Current situation

®  Problem

® Business impact

® Timing

®  Other stakeholders

® Commercial fit

® Decision path where known

® |mportant exclusions

® Known disqualifiers

Use the rule:

UNKNOWN = UNKNOWN Do not invent budget, urgency, authority, or pain simply because the prospect
agreed to a meeting.

16. The Three Truths Rule

Appointment setting often fails when research is presented as certainty.

Use:

FACT » HYPOTHESIS » BUYER-CONFIRMED TRUTH
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Example:

Fact

The company opened three new locations.

Hypothesis

Expansion may be creating operational or compliance complexity.

Buyer-confirmed truth

“Each location is handling the process differently and we need more consistency.” The fact can justify
outreach. The hypothesis can justify a question. Only the buyer can confirm the actual situation.

17. The Four Clocks of Timing

“Not now” is often more complicated than it sounds. Look for four clocks.

Problem Clock

When does the issue become painful enough to act?

Budget Clock

When can money be approved?

Contract Clock

Is there a renewal, expiration, implementation, or procurement window?

Political Clock

Are the right internal people ready to support change? A prospect may be interested today but unable to
buy today. That does not always mean the lead is bad. It may mean the next meeting should be scheduled
around the correct clock.

18. Every Channel Has a Job

Do not ask every channel to perform the same work.

Phone

Best for live feedback, objection discovery, clarification, qualification, and fast scheduling once interest
exists.

Email

Best for written relevance, proof, context, confirmations, and information the buyer can reread or forward.
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Linkedin

Best for identity, familiarity, public buyer context, professional credibility, and supporting another channel.

Voicemail

Best as a context bridge to another touch.

Referral

Best for transferred trust and access.

Content

Best for helping the buyer understand the problem, category, or decision before or after the meeting. The
goal is not “multichannel.” The goal is to use the right channel for the right job.

19. Single-Channel vs Multichannel

Single-Channel

Useful when:

One channel clearly dominates the market
The campaign is testing a specific variable
The offer is simple

Operational simplicity matters

Strength:

Cleaner execution and measurement.

Risk:

A channel problem can be mistaken for a market problem.
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Multichannel
Useful when:
Accounts are valuable
Buyers have different communication preferences
Familiarity matters
The buying cycle is longer
The message needs several forms of reinforcement

Strength:

More paths to the same buyer.
Risk:
Poor coordination feels repetitive and aggressive.

Rule:

MULTICHANNEL # SAME PITCH IN THREE PLACES.

Each touch should add context, proof, insight, or another legitimate reason to engage.

20. Inbound vs Outbound Appointment Setting

Inbound

The buyer has already created some form of intent.

The job is usually to:
® Respond quickly

® Understand why they raised their hand
® Separate curiosity from buying interest
® Route correctly

® Qualify enough for the next step

® Schedule without creating unnecessary friction

Outbound

The seller creates the first commercial contact.

The job is usually to:
® Choose the right account
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® Find the right buyer
® Create a credible reason for contact
® Test the problem hypothesis
® Earn enough interest for a next conversation
® Qualify honestly

® Schedule once the meeting makes sense

Inbound begins with buyer evidence. Outbound begins with seller evidence.

21. Research-Led vs Volume-Led Appointment
Setting

Volume-Led
Better when:
® The market is large
® The offer is simple
® Deal value is lower
® Buyer roles are easy to identify

® Fast learning matters

Strength:

More market contact quickly.

Risk:

Weak targeting scales faster than useful learning.

Research-Led
Better when:
® The account list is narrow
® The buyer is senior
® Deal value is meaningful
® The problem is complex
® The market is regulated

® The cost of getting the account wrong is high

Strength:

Stronger relevance.
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Risk:

Research becomes a substitute for action.

Best rule:

RESEARCH DEPTH SHOULD INCREASE WHEN THE COST OF BEING WRONG

INCREASES.

22. Deal Size Changes the Meeting Standard

SMB / Lower Deal Value

Usually prioritize:
® Faster qualification

® Shorter research time

® Simple meeting purpose

® Lower scheduling friction

® Higher account throughput

® Fewer required attendees

Mid-Market

Usually prioritize:
® Persona-specific messaging

® Buying signals

® Moderate account research
® (Clear qualification

® Correct buyer

® Reliable handoff

® Stakeholder awareness

Enterprise / Strategic
Usually prioritize:

® Account-level research

® Buying-group mapping

® Executive relevance

®  Proof

® Multiple stakeholder paths
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® Stronger meeting purpose
® More deliberate attendee architecture

® Deeper qualification where appropriate

A $100,000 opportunity should usually require more evidence than a $2,000 transaction.

23. Buyer Psychology by Title

Founder / CEO

Usually cares about:

® Growth
® Time

® Focus

® Cash

® Risk

® Speed

® Market validation
® Strategic leverage

® Pipeline consistency

The meeting must feel worth executive attention. Avoid long introductions and operational jargon.

CRO / VP Sales

Usually cares about:

® Pipeline coverage

®  Opportunity quality
® AE productivity

® Conversion

® Forecast confidence
® Territory coverage
® Sales cycle

® Win rate

The meeting should connect to pipeline or revenue performance, not activity volume.

Head of SDR / BDR

Usually cares about:
® Rep productivity
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® Conversation quality

® Connect rates

® Data quality

® Coaching

[ J QA

® Sequence performance
® Qualified meeting rate

® Handoff quality

The meeting should offer practical operating value.

RevOps
Usually cares about:
® Definitions
® CRM hygiene
® Routing
® Attribution
® Stage integrity
® Funnel leakage
® Reporting

®  Process reliability

The meeting should be clear, measurable, and operationally relevant.

Coo
Usually cares about:
® Reliability
® Ownership
® (Capacity
® Continuity
® Handoffs
® Staffing burden
®  Process visibility

® Risk

The meeting should reduce complexity, not create another thing to manage.
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CFO

Usually cares about:
® (Cost per opportunity
® Payback
® Headcount exposure
® Revenue efficiency
® Risk
® Pipeline per dollar invested

® Commercial downside

The meeting needs economic logic, not a list of outreach activities.

24. Industry Changes the Appointment

SaaS / Technology

Useful language:

Pipeline, ARR, ACV, AE capacity, demos, integrations, technical review, adoption, expansion, sales
efficiency.

Meeting design:
Higher-value accounts often justify multi-threading and deeper research.

MSP / IT Services / Telecom / UCaaS

Useful language:

Current provider, contract timing, renewal, migration, infrastructure, support burden, uptime, locations,
technical ownership.

Meeting design:
Current-vendor context and timing often matter more than generic features.

Consulting / Professional Services

Useful language:

Partner time, utilization, senior-buyer access, project demand, expertise, new logos, trust.

Meeting design:

One strong executive conversation can be more valuable than several weak appointments.
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Staffing / Recruiting
Useful language:

Open requisitions, hiring velocity, time to fill, talent shortage, urgency, client acquisition.

Meeting design:

Visible hiring demand can create a strong reason to speak now.

Manufacturing / Logistics / Industrial

Useful language:

Facilities, production, procurement, operations, supply chain, capacity, downtime, compliance.

Meeting design:

The correct buyer may sit at a plant, warehouse, or regional site rather than headquarters.

Healthcare / Dental / Medical Services

Useful language:

Practice operations, owner time, office management, staffing, patient workflow, compliance,
administrative burden, multi-location complexity.

Meeting design:

Correct navigation through reception, management, administration, and ownership can matter more than
raw contact volume.

Financial Services

Useful language:

Risk, compliance, trust, efficiency, data handling, cost control, senior stakeholder confidence.

Meeting design:

Precision and evidence matter quickly. Hype damages credibility.

25. The No-Show Risk Model

No-shows are not always a reminder problem. They can be a commitment problem.

Common no-show risk factors include:

® Weak problem relevance

® The buyer said yes mainly to end the conversation
® |ong gap between booking and meeting

® Unclear purpose

® Wrong attendee
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® Calendar invite never accepted

® Poor scheduling experience

® No context in the invite

® Buyer priority changed

® Seller failed to preserve momentum
® Meeting feels too generic

® Too many unnecessary attendees

The strongest no-show prevention begins before the meeting is booked.

26. Commitment Preservation

Time passes between booking and attendance. Buyer priorities can change during that gap. Call the work
between booking and attendance Commitment Preservation.

Useful actions can include:
® Send the invite immediately

® Use a clear meeting title

® Write one sentence explaining the purpose
® Include only relevant attendees

® Confirm the correct time zone

® Send promised information

® Record what the buyer actually said

® Make the handoff before the meeting

® Use reminders when appropriate

® Respond quickly to scheduling changes

® Keep the conversation connected to the original business reason

Do not create noise just because a meeting is several days away. Preserve meaning, not message volume.

27. Reschedule Quality

A reschedule is not automatically a failed meeting. Ask why it happened.

Healthy reschedule:

The buyer proposes another time or actively works with the seller to find one.

Weak reschedule:

The seller repeatedly chases without buyer participation.
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Stronger signal:

“Can we move this to Thursday at 2?”

Weaker signal:

“Maybe sometime next week.” Track Reschedule Recovery Rate, but also pay attention to who is carrying
the scheduling effort. Buyer effort is a form of commitment evidence.

28. The Cost of a Wrong Meeting

A bad meeting is not free.

It consumes:
® SDRtime

® Research time

® Buyer time

® AEtime

® Manager time

® Meeting preparation

® (Calendar space

® CRM work

® Follow-up

® Forecast attention

® Opportunity review time

® Brand trust

Call this Calendar Debt. Calendar Debt is the downstream cost created by meetings that should not have
been booked, were badly qualified, or lacked enough commitment to progress. A team can hit a meeting
target and still create negative commercial value.

29. Appointment Economics

Do not stop at cost per booked meeting.

Measure progressively:
® Cost per booked meeting

® (Cost per qualified meeting

® Cost per attended meeting

® (Cost per accepted opportunity
® Cost per dollar of pipeline

® (Cost per dollar of revenue when cohorts mature
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Example:
Campaign A

® 12 booked

® 7 attended

® 4 |CP-fit

® 2 correct buyer

® 1 opportunity
Campaign B

® 8 booked

® 38 attended

® 8 ICP-fit

® 6 correct buyer

® 4 opportunities

Campaign A has more meetings. Campaign B creates more commercial value. The deeper the
measurement goes into the funnel, the harder it becomes for poor quality to look successful.

30. Paired Metrics Protect Quality

Never optimize meeting count alone. Pair each volume metric with a quality or downstream metric.

Examples:
® Booked Meetings + Qualified Meeting Rate

® Booked Meetings + Show Rate

® Show Rate + Meeting-to-Opportunity Rate
® Opportunities + Pipeline Value

® Pipeline Value + Stage Progression

® Meetings per Rep + AE Acceptance Rate

Use the rule:

IF A METRIC CAN IMPROVE WHILE THE BUSINESS GETS WORSE, PAIR IT WITH

ANOTHER METRIC.
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31. Diagnostic Patterns

High outreach + low conversations

Check:

Targeting, data, channel mix, opening relevance, timing, message quality.

Good conversations + low meeting rate

Check:

Problem relevance, CTA size, qualification, rep confidence, next-step design.

High booked meetings + low show rate

Check:

Meeting purpose, buyer commitment, scheduling friction, time gap, reminders, attendee fit.

High show rate + low opportunity rate

Check:
ICP, buyer role, qualification, problem depth, meeting quality, handoff.

Good opportunities + weak pipeline progression

Appointment setting may not be the bottleneck.

Check:

Discovery, value creation, stakeholder alignment, solution fit, decision process, business case, negotiation,
buyer indecision.

Strong performance in one segment + weak performance elsewhere

Do not average them together.

Segment by:

®  |ndustry

® Title

® Company size
® Deal size

® Channel

® Signal
® Rep
® Source

® Account tier
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32. Incentive Distortion

People optimize what the system rewards. If reps are paid only for meetings booked, the company may
get more meetings and worse quality. If reps are paid only for show rate, they may avoid harder but
valuable accounts. If reps are paid only for pipeline, attribution arguments may replace learning.

Use the rule:

DO NOT REWARD A METRIC YOU WOULD NOT WANT MAXIMIZED.

A healthier model can balance:

® Controllable activity

® Conversation quality

® (Qualified meetings

® Show rate

® Accepted opportunities
® Pipeline contribution

® CRM discipline

® Handoff quality

® | earning behavior

Not every metric needs to affect compensation. But compensation should not fight the commercial goal.

33. Automation and Al

Technology can reduce repetitive scheduling work.

Useful automation can include:

® (Calendar coordination

® Reminders

® (CRM logging

® | ead routing

® Data enrichment

® Meeting confirmation workflows
® No-show recovery tasks

®  Transcript support

® Call summaries

® Reporting
Al can help with:
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® Research summaries
® Drafting meeting notes
® Pattern detection
® Message variation
® Call review support
® |dentifying missing CRM fields
Human judgment should remain central to:
® Whether the account deserves attention
® Whether a meeting should exist
®  Which buyer should attend
® How much qualification is enough
® How to interpret objections
® What commercial promise is made
® When to disqualify

® How to handle nuanced buyer context

Automation should remove administrative friction. It should not manufacture commitment.

34. Common Appointment-Setting Mistakes

® Booking anyone who says yes

® Treating meeting count as the outcome

® Sending calendar links before the buyer agrees

® Using “quick chat” as the meeting purpose

® OQver-discovering during prospecting

® Under-qualifying strategic accounts

® Demanding every stakeholder on the first meeting
® Depending on one friendly contact forever

® Using the same CTA for every stage

® Using the same message across industries

® Using the same channel for every buyer

® Sending the same pitch across phone, email, and LinkedIn
® |gnoring no-show patterns

® | eaving weak CRM notes

® Failing to hand off context

® (Creating long scheduling back-and-forth

® Sending unclear calendar invites
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® Assuming a reschedule means strong intent

® Using fake urgency

® Using fake personalization

® Optimizing incentives around calendar volume
® Automating before the process works

® [gnoring what happens after the meeting

The role fails when the calendar becomes more important than the commercial reason for the
conversation.

35. The Biznatron Appointment-Setting Decision
Model

Before asking for a meeting, answer these questions.

Account

Is this company worth pursuing?

Buyer
Is this the right person for this stage?

Evidence

What fact or signal creates a legitimate reason to reach out?

Problem

What plausible business issue connects to that evidence?

Commitment

What level of buyer commitment already exists?

Ask

What CTA matches that commitment?

Purpose

Can both sides explain why the meeting should happen?

Attendees

Who actually needs to be there?

Qualification

What must be known before handoff, and what can remain unknown?

Scheduling

What is the lowest-friction way to secure the time?
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Attendance

What will protect the buyer’s reason to show up?

Handoff

What context must the next seller receive?

Measurement

What downstream metric will prove the meeting created value?

Use:

FIT - EVIDENCE » RELEVANCE -» COMMITMENT - PURPOSE -» SCHEDULING -

ATTENDANCE -» HANDOFF —» NEXT STEP - PIPELINE

36. Final Principle

The best appointment-setting teams do not ask:

“How do we get more meetings?”

They ask:

“How do we create more conversations that are worth the buyer’s time and worth the seller’s time?” A
strong appointment setter protects both calendars. They protect the buyer from irrelevant meetings. They
protect the sales team from low-quality meetings. They make the next conversation easier because the
right context, people, and purpose already exist.

Use the final formula:

RIGHT ACCOUNT - RIGHT BUYER - REAL EVIDENCE - HUMAN CONVERSATION -
RIGHT-SIZED ASK —» CLEAR PURPOSE » COMMITTED MEETING -» SHOW - NEXT

STEP » OPPORTUNITY

The goal is not more appointments. The goal is better meetings that create legitimate business
movement.

How Biznatron Helps

Biznatron builds appointment-setting programs around the client’s market, buyers, offer, qualification
standards, and closing process. The operating model can combine ICP alignment, account research, buyer
mapping, dedicated human BDR execution, cold calling, cold email, LinkedIn outreach, qualification, QA,
CRM discipline, calendar management, meeting handoff, reporting, and continuous campaign learning.

The focus is simple:
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® Create the right reason to talk.

® Reach the right buyer.

® Earn the meeting instead of forcing it.
® Qualify honestly.

®  Protect attendance.

® Hand off useful context.

® Measure what happens after the calendar invite.

BUILDING BUSINESSES THROUGH PEOPLE

Explore more practical revenue resources at www.biznatron.com/resources

BIZNATRON KNOWLEDGE CENTER BIZNATRON.COM | 27



