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Have you ever wanted to connect with 

a potential client, but not been sure 
how to approach them?  

 

Or have you discussed an 

opportunity only for the 

conversations about potential 

collaboration to run out of 

momentum? 

 

It was the last day of a month-long 

stay in Prague and the sun was 

shining. As I wrapped up my 

morning calls, I decided to take 

the afternoon off and, in order to 

get a good view of the city I’d 

been enjoying for several weeks, I 

went to the Grebovka Park and 

climbed to the top, in search of 

both perspective and sunshine. 

 

Around 4:30pm, however, I 

couldn’t resist checking my emails. 

Yes, I know this is a bad idea but 

my rationale was I just wanted to 

know all was well before going 

into the weekend. One email 

from Stuart Maister caught my 

eye: “Loving the ‘I’m planning Q3′ 
line. Has generated 3 opportunities 

this morning….:-)”  Good news, 

indeed. 

 

Stuart and I had been working 

earlier that day on a question that 

often crops up going into the 

summer months or the end of the 

year: How do you make sure that 

you have a good pipeline of work 

during a holiday period, so that 

you don’t get caught with no 

revenue between July and 

September, or perhaps between 

December and February? Stuart 

and I had explored several options 

and ended up with a simple 

approach that I often use when I 

just want to know if a client is “in” 

or “out”. 

 

The precise language varies with 

the client and the season, but it 

usually goes something like this… 

 

“Hi Jim, I’m just planning the quarter 

ahead: doing the usual juggle of 

projects, deadlines and holidays. I 

want to make sure that I don’t miss 

any of your key deliverables. What 

should we schedule?” 

 

This conversation may take place 

by phone, email, text message or 

may even be added on to an 

existing project review-meeting. 

 It describes a professional who is 

busy and juggling priorities, as 

opposed to a desperate or needy 

individual who is pining for work. 

 

As professionals, you want every 

conversation to add to your 

credibility.  This is particularly 

important when you are a trusted 

advisor rather than just a service 

provider.  The last thing you want 

is your key client thinking is that 

you are too dependent on them! 

 

Reasons to call 

This is just one example of a 

“reason to call”.  Having a good 

set of “reasons to call” is a vital 

part of a professional’s Bizdev 

Toolbox.  You can use these 

reasons to create 

opportunity, as Stuart did 

above.  Other times, you can 

use your Bizdev Toolbox to 

nudge some projects from 

“potential” to “reality”. 

 

It’s easy to initiate contact 

when you have a “reason to 

call”. In addition to a 

scheduling call, you can 

also… 

-  ask for advice 

-  get input for a tough challenge 

you are meeting elsewhere 

-  do research for a book or 

workshop that you are 

preparing 

-  plan a trip, visit their town and 

ask if they would be free 

-  invite them to an event 

(professional, social or 

charitable) 

-  explore the value of a 

potential event or other 

initiative that you are thinking 

of organising 

-  do a favour for a friend 

-  ask for a reference, 

testimonial or other support 

for projects you are bidding 

for elsewhere 

-  interview them for a 

publication 

 

Much will depend on you and 

your style. Of course, much will 

also depend on them. There is no 

one reason that works with 

everyone. But if Stuart can create 

three opportunities in a single 

morning from such a simple 

John Niland 
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“It’s easy to initiate contact when you 
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technique, it might just be worth 

the risk of asking. 

 

The deeper 

stuff: energising you 

If you are an experienced 

professional, you have probably 

done some (or all) of the 

suggestions above. Yet most of us 

would admit to not doing 

enough of these calls / messages. 

Yes, me too. 

 

Why? If we know how to have 

Opportunity Conversations, why 

don’t we have more of them? 

 

The problem is often that we 

simply cannot muster the energy. 

We know who to call, we know 

what to say, but we just cannot 

muster the energy to do it just 

now. 

 

I’m applying this to myself right 

now, even as I write. I’ve been 

meaning to call Mike Cooper of 

Chantrey Vellacott for months. 

We’ve done lots of work in the 

past and I know both Mike and 

Anton well. Yet, we have not 

spoken in the past six months. I 

pass their offices in Russell Square 

many times when I’m in London; 

but either I’m too busy or I 

imagine they are. 

 

But all that’s just “story”. So I 

challenge myself to take a break 

from what I’m writing right now 

and call Mike. I notice my 

resistance: “He’ll be busy on a 

Monday morning”, “It will just 

interrupt writing this piece”, “I 

just don’t want to right now”, etc.  

 

I realise I will be a fraud if I don’t 

make that call… so I look up his 

number. I debate whether to call 

him on his mobile or desk phone, 

and opt for the former. I dial. 

Voicemail. So I leave a message 

and also send an email suggesting 

two possible dates to meet over 

the next couple of months. 

 

Let’s see what happens. What 

matters most, however, is how I 

feel right now. Calling and 

emailing Mike took less than three 

minutes – far less time that I have 

spent resisting making that call. 

Most of all, I feel better about me 

because I took that action. My 

self-esteem is higher than it was 

just five minutes ago. 

Self esteem 

This “marginal gain” of self-esteem 

is all important. It brings three 

immediate benefits. First of all, 

there is a higher chance that I will 

make the next call(s) this 

afternoon. Just as there is a higher 

chance that Stuart will make more 

scheduling calls.  Success breeds 

success. 

 

Secondly, I tackle every task with 

a little bit more energy. For 

example, there’s a good chance I 

will get this piece finished before 

lunchtime. I’m enthused used 

about what I’m doing right now. 

I’m in what Csikszentmihalyi calls 

“a state of flow”. A small gain in 

self-esteem has boosted my 

energy for any task. 

 

Thirdly, I feel more in control of 

my behaviour.  As I’ve written 

about elsewhere, business 

development for professionals is 

primarily about behaviour, not 

strategy.  We all love to 

strategise.  

 

But all too often those strategies 

simply stay on the whiteboard. 

They don’t get executed because 

execution involves behaving 

differently.  

 

New behaviour takes energy and 

also takes self-esteem. 

 

If you are an independent 

professional, your self-esteem may 

well be the single greatest asset of 

your business. It’s probably even 

more important than your 

expertise or your experience.  

 

Without a minimum of self-

esteem, we cannot pick the phone 

up. If you don’t believe in yourself, 

it always hard to initiate contact.  

 

Rejection or indifference is never 

fun, but it’s particularly painful for 

people whose self-esteem is low. 

 

When we practice our “reasons 

to call”, we are therefore 

cultivating more than a few 

business-development tactics.  

 

 

 

 

 

 

 

We are developing real self-

esteem though concrete action. 

Like energy, self-esteem grows 

from the legs upwards, rather 

than from the head downwards. 

Just as we cannot think our way 

into physical fitness, we cannot 

strategise our way into 

professional success. 

 

So what is your “reason to call”?  

 

Can you develop three or four 

reasons, so that you don’t have to 

uniquely invent a reason for every 

person you need to contact? 
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Important Notice 
© Copyright 2015, Bizezia Limited, All Rights 

Reserved 

 

This article appeared in Better Business Focus, 

published by Bizezia Limited ("the publisher"). It 

is protected by copyright law and reproduction 

in whole or in part without the publisher’s 

written permission is strictly prohibited. The 

publisher may be contacted at info@bizezia.com 

(+44 (0)1444 884220). 

 

The article is published without responsibility by 

the publisher or any contributing author for any 

loss howsoever occurring as a consequence of 

any action which you take, or action which you 

choose not to take, as a result of this article or 

any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at the 

time of publication, it is not a substitute for 

obtaining specific professional advice and no 

representation or warranty, expressed or 

implied, is made as to its accuracy or 

completeness. Any hyperlinks in the article were 

correct at the time this article was published but 

may have changed since then. Likewise, later 

technology may supersede any which are 

specified in the article. 

  

The information is relevant primarily within the 

United Kingdom but may have application in 

other locations. 

 

These disclaimers and exclusions are governed 

by and construed in accordance with English 

Law. 
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