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Are you looking for an effective way to map out a multi-step sales process? Do you want to script out phone calls, emails and other sales activity to create a defined process? If so, this is the template for you.
This edition is rebuilt around what is working in outreach right now: current benchmarks from hundreds of thousands of calls and emails, a 12-touch cadence across phone, email, LinkedIn and mail, fill-in scripts for every touch, objection handling, AI research prompts, a compliance check and a tracker so you can measure your own results.
How to use this template
1. Fill in your Foundation (Step 1). Who you call, what keeps them up at night, and why they should listen to you. Every script pulls from this page, so do it first.
1. Set your cadence (Step 2). Start with the 12-touch, 21-business-day plan. Adjust the days to fit your sales cycle, but keep the mix of channels.
1. Customize the scripts (Step 3). Replace anything in [green brackets] with your own words. Gray italic text is a worked example from a staffing company: read it, then delete it.
1. Track and tweak (Step 6). Log every touch. Every two weeks, compare your numbers to the benchmarks and change one thing at a time.

	HOW TO READ THE SCRIPTS
[Text in green brackets] = fill this in with your own information.
Gray italic text = an example to show you what good looks like. Delete it when you are done.
Scripts are guardrails, not a teleprompter. Practice them out loud until you sound like yourself.



	PICKLE POINT
"I am a solution, not a salesperson."
Nick Packard



NP CONNECT  |  WHAT WORKS NOW
The 2026 outreach benchmarks
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The original version of this template was built on instinct and experience. That still matters. Here is the data that backs it up (and updates it), pulled from 2025 activity across B2B calling and email platforms.
	58%
of cold email replies come from the first email. The other 42% come from follow-ups.
Instantly, 2026 Cold Email Benchmark Report
	3.4%
average cold email reply rate. The top 10% of senders get 10% or more.
Instantly, 2026 Cold Email Benchmark Report
	<80
words in the first-touch emails of top-performing senders.
Instantly, 2026 Cold Email Benchmark Report

	93%
of phone conversations happen within the first 3 call attempts. Five attempts capture 98.6%.
Cognism Cold Calling Report 2025 (WHAM data)
	1 in 370
dials books a meeting. About 1 in 10 dials connects, and repeat dialing reaches about 1 in 4 prospects.
Belkins, 175,000+ B2B dials in 2025
	3-4 PM
the most consistent daily window for positive call outcomes (prospect's local time). Wednesday led all days.
Belkins, 175,000+ B2B dials in 2025

	6.6x
higher success opening with "How have you been?" "Did I catch you at a bad time?" cut success by 40%.
Gong Labs, 90,380 cold calls
	3.7 min
average length of calls that booked a meeting, about 4x longer than "not interested" calls.
Belkins, 175,000+ B2B dials in 2025
	6.6% vs 3.8%
calls booked from LinkedIn invites with a direct note vs. no note, with nearly the same acceptance rate.
La Growth Machine test, 9,000 prospects



	WHAT THIS MEANS (IN PLAIN ENGLISH)
Most sales do not happen on the first try. Nearly half of email replies come from a follow-up, and it takes several dials just to reach a person. Plan a sequence of short, useful touches across phone, email and LinkedIn instead of one big pitch.
When you do get someone live, slow down. The calls that book meetings are the ones where the prospect talks long enough for you to understand their problem.
These are averages across many industries. Your own numbers beat anyone's averages, including these, so track them (Step 6).



NP CONNECT  |  STEP 1
Build your foundation
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Fill this out once, before you write a single script. If you cannot answer these questions, no script will save the call.
Who you are calling (ideal customer)
	Question
	Your answer
	Example (staffing company)

	Industry / type of business
	
	Manufacturers, warehouses, construction contractors

	Size
	
	50 to 500 employees, 1 to 3 locations

	Territory
	
	Within 45 minutes of our branch

	Trigger events (signs they need you now)
	
	Job posts for general labor, new contract or expansion news, seasonal peaks

	Who is NOT a fit
	
	Companies with a union-only labor agreement; under 20 employees



Who you are talking to
	Role
	Typical titles
	What they care about

	Decision maker
	[Title]
	[What keeps them up at night]

	Influencer / user
	[Title]
	[What makes their day easier]

	Gatekeeper
	[Title]
	[How to earn their help: be respectful, brief, and ask for advice]


Example: Plant manager or operations manager (decision maker), shift supervisor (user), HR or procurement (gatekeeper). Relationship first with procurement and gatekeepers.
Their top pain points (and the question that uncovers each one)
	Pain point
	Question that gets them talking

	[Pain 1]
	[Question]

	[Pain 2]
	[Question]

	[Pain 3]
	[Question]

	
	

	
	


Example pains: getting bodies (people showing up), finding skilled people, consistency or flexibility, responsiveness, cost. Example question: "When a crew no-shows on a Monday, what happens to the rest of your week?"
Your value (with proof)
A claim without proof is just noise. Pair every value point with a number, a client name (with permission) or a short story.
	Value point
	Proof

	[What you do better]
	[Number, client result or story]

	[Value 2]
	[Proof]

	[Value 3]
	[Proof]


Example: Quality people / Very responsive / Strong candidate network: we actively spend money to attract and keep good workers.
Why work with YOU
Remember: you are selling yourself first, then the company. Write 2 or 3 short, true statements you can say naturally.
	Your personal value statements

	1. [Statement]

	2. [Statement]

	3. [Statement]


Examples: Reputation is important to me. I push my team to always be at their best. I believe in transparency and honesty. I think about your business needs first.
Your reason for calling and your one ask
	REASON-FOR-CALLING FORMULA (MEMORIZE THIS)
I work with [their title]s at [type of company] in [area] who are dealing with [pain 1] or [pain 2].
THE ASK  [One specific next step: a 15-minute call, a site visit, a quote review]
OFFER (OPTIONAL)  [New-client incentive, if you have one]

EXAMPLE (STAFFING COMPANY)
I work with plant managers at manufacturers around Milwaukee who get burned when temp workers don't show up on Monday morning.
Ask: a 20-minute site visit to see the operation. Offer: reduced fee on the first placement for new clients.



NP CONNECT  |  STEP 2
Your 12-touch cadence map
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Twelve touches over about 21 business days, across four channels. Days are business days. The calls are spread across different times of day, and emails land 3 to 4 days apart, which matches what top email senders do.
	Touch
	Day
	Attempt
	Channel
	What to do
	Done

	1
	Day 1
	Attempt 1
	Phone
	Call. If no answer, leave Voicemail 1.
	

	2
	Day 1
	Attempt 1
	Email
	Email 1 within an hour of the call. Reference your voicemail.
	

	3
	Day 2
	Attempt 1
	LinkedIn
	View their profile. Send a connection request with a short note.
	

	4
	Day 4
	Attempt 2
	Phone
	Call. If no answer, leave Voicemail 2 (short).
	

	5
	Day 4
	Attempt 2
	Email
	Email 2 as a reply in the same thread.
	

	6
	Day 5-8
	Bonus
	Mail
	Handwritten note plus business card.
	

	7
	Day 8
	Attempt 3
	Phone
	Call at a different time of day. Voicemail optional.
	

	8
	Day 8
	Attempt 3
	Email
	Email 3: new thread, pure value, no ask.
	

	9
	Day 12
	Attempt 4
	Phone
	Call. If no answer, leave Voicemail 4 (give them an out).
	

	10
	Day 12
	Attempt 4
	Email
	Email 4: one-page overview and the cost case.
	

	11
	Day 15-17
	Attempt 5
	LinkedIn
	Message (if connected) or InMail.
	

	12
	Day 18-21
	Attempt 5
	Email
	Break-up email: "Should I close your file?"
	

	Then
	Day 30+
	Nurture
	Mixed
	One useful touch a month. Restart in 60 to 90 days or when a trigger event happens.
	



	WHY THIS MIX WORKS
Four call attempts sits right in the sweet spot: three attempts capture 93% of phone conversations, and five capture almost all of them. Past that, you are dialing for diminishing returns.
Pairing each call with an email means a voicemail never stands alone. They hear your voice, then see your name in their inbox the same day.
The handwritten note and LinkedIn touches are what make you a person instead of a sequence.



NP CONNECT  |  STEP 3
The scripts, touch by touch
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Each contact attempt has a script for every channel you will use that day. Pick the parts that fit, cut the rest, and make it sound like you.
	ATTEMPT 1
DAY 1-2  |  CALL, VM, EMAIL, LINKEDIN
	Introduce yourself and earn a conversation
Goal: find out if there is a need and who owns it.



	LIVE CALL SCRIPT
OPEN  "Hi [First name], this is [Your name] with [Company]. How have you been?"
Pause and let them answer. Then give your reason for calling:
REASON  "The reason for my call: I work with [title]s at [type of company] around [area] who are dealing with [pain 1] or [pain 2]. I'm not sure if that's you, so I figured I'd ask."
CONFIRM  "Are you the person who handles [category], or is that someone else?"
DISCOVER  Pick 2 or 3: "How are you handling [process] today?"  "When [pain moment] happens, what does it cost you?"  "When are your busiest times?"  "Do you use [companies like us] today? If not, why not?"
VALUE  "That's exactly why [similar client] brought us in. [Proof with a number]."
ASK  "Would it make sense to grab 15 minutes [day/time] so I can [specific outcome for them]?"
CLOSE  "I'll send you a quick email so you have my info."

EXAMPLE (STAFFING COMPANY)
"Hi Dave, this is Sam with ABC Staffing. How have you been? ... The reason for my call: I work with plant managers around Milwaukee who get burned when temp workers don't show up. Not sure if that's you, so I figured I'd ask."
"When are your busy times? Do you use a staffing company today? If not, why not?"
"We're offering a reduced fee for new clients if you want to try us out. Could I stop by Thursday for 20 minutes and see the floor?"



About the opener: "How have you been?" works as a pattern interrupt, but if it feels wrong to you with a stranger, open with "The reason for my call is..." instead. In Gong's data that opener also doubled the baseline success rate. Skip "Did I catch you at a bad time?" It hands them the exit.
	VOICEMAIL 1 (UNDER 30 SECONDS)
"Hi [First name], it's [Your name] with [Company], [phone]. I work with [title]s at [type of company] on [pain]. I'll send a quick email with the details so you don't have to write anything down. Again, [Your name], [phone]."

EXAMPLE (STAFFING COMPANY)
"Hi Dave, it's Sam with ABC Staffing, 414-555-0100. I help plant managers keep lines staffed when temps don't show. I'll send a quick email so you don't have to write anything down. Again, Sam, 414-555-0100."



	EMAIL 1 (SEND WITHIN AN HOUR OF YOUR CALL)
SUBJECT  [Pain] at [their company]?   or   Following up on my voicemail   or   [Referral name] suggested I reach out
Hi [First name],
I just left you a voicemail, so here's the short version.
[One personal line: a job post, expansion, award, news item or busy season.] I help [title]s at [type of company] [solve pain]. For [similar client], that meant [result].
Worth 15 minutes [day] to see if it fits?
[Your name]  |  [Title], [Company]  |  [Phone]

EXAMPLE (STAFFING COMPANY)
Subject: No-shows at Acme Plastics?
Hi Dave, I just left you a voicemail, so here's the short version. Saw you're hiring for second shift, which usually means busy season is here. I help plant managers keep lines staffed when temps don't show. For a packaging plant nearby, that meant cutting no-shows in half in 60 days. Worth 15 minutes Thursday to see if it fits? Sam



	LINKEDIN CONNECTION REQUEST (DAY 2, UNDER 300 CHARACTERS)
"Hi [First name], I work with [title]s in [industry] around [area] and share what's working with [topic]. Would be glad to connect."

EXAMPLE (STAFFING COMPANY)
"Hi Dave, I work with plant managers around Milwaukee and share what's working with keeping lines staffed. Would be glad to connect."



NOTES FOR ATTEMPT 1
1. You are selling yourself first, then the company. Keep it brief.
1. Confirm their title and that they are the right person before you pitch anything.
1. Email 1: plain text, one question, no attachments, no images. Under 80 words.
1. Subject lines: personalize so it is clearly not a blast. Mention local service, a client that looks like them, or a referral's name.


	ATTEMPT 2
DAY 4  |  CALL, VM, EMAIL
	Follow up and confirm the right person
Goal: confirm you have the right person and ask for a meeting or site visit.



	LIVE CALL SCRIPT
OPEN  "Hi [First name], it's [Your name] with [Company]. I tried you [day] and sent a quick email. Did I get the right person for [category]?"
DISCOVER  "Are you open to adding another [resource / vendor] for [pain]?"  "What's the biggest headache with [process] right now?"
ASK  "Could I come by [their location] for 20 minutes to see your operation and walk through how we'd help? Or we can do it by video."

EXAMPLE (STAFFING COMPANY)
"Hi Dave, it's Sam with ABC Staffing. I tried you Monday and sent a quick email. Are you the right person for temp labor, or is that someone in HR?"



	VOICEMAIL 2 (UNDER 15 SECONDS)
"Hi [First name], [Your name] from [Company] again, [phone]. Just following up on my note from [day]. Quick version: [one-line reason]. Talk soon."



	EMAIL 2 (REPLY IN THE SAME THREAD)
Hi [First name],
Bumping this up in case it got buried. [One new thing: a stat, an idea or a question about their business.]
Here's a one-page look at how we work: [link]. Is [pain] on your radar this [season / quarter]?
[Your name]

EXAMPLE (STAFFING COMPANY)
Hi Dave, bumping this up in case it got buried. Most plants we work with plan their holiday-season staffing by mid-October. Here's a one-page look at how we work: [link]. Is second-shift staffing on your radar this quarter? Sam



NOTES FOR ATTEMPT 2
1. Hit reply on Email 1 so they see the history. Follow-ups that read like a quick reply beat formal follow-ups by about 30% in Instantly's data.
1. Use a link instead of an attachment when you can. Attachments from people they don't know are more likely to get filtered or ignored.
1. Highlight your transparency and willingness to build a custom solution to earn their business.
1. Voicemail 2 is the "I am a human" message. Keep it really short.


	BONUS
DAY 5-8  |  MAIL
	The handwritten note
Goal: stand out from every inbox and voicemail they got this week.



	NOTE CARD (3 OR 4 SENTENCES, BY HAND)
"[First name], I've been trying to catch you by phone and figured I'd try it the old-fashioned way. [A genuine compliment or observation about their business.] If [pain] ever comes up, I'd love to help. [Your name], [phone]"

EXAMPLE (STAFFING COMPANY)
"Dave, I've been trying to catch you by phone and figured I'd try it the old-fashioned way. Congrats on the new second-shift line, that's a big step. If staffing it ever gets tough, I'd love to help. Sam, 414-555-0100"



NOTES FOR THE NOTE
1. Send it between the 2nd and 4th contact attempt. Include your business card.
1. Hand-address the envelope and use a real stamp. It is the one touch that does not look automated.
1. Personalize it to their current or future needs in some way. No pitch, no brochure.

	PICKLE POINT
"My follow-ups are never asking them for anything."
Nick Packard




	ATTEMPT 3
DAY 8  |  CALL, EMAIL
	Give value and find the right door
Goal: give something useful, and learn if the timing or the person is off.



	LIVE CALL OR SHORT VOICEMAIL
"Hi [First name], [Your name] with [Company]. Quick one, and this isn't a pitch: is [category] even on your plate, or should I be talking with someone else?"
Voicemail version (optional):
"...I'll send over something useful on [topic] today. No reply needed. [phone]."



	EMAIL 3 (NEW THREAD, VALUE ONLY)
SUBJECT  A quick [topic] checklist   or   [Number] ideas for [their busy season]   or   Wrong person?
Hi [First name],
No ask in this one. [Something useful: a short checklist, a 2-minute video, a relevant stat, or how a similar company solved (pain).] [Link]
If the timing is off, tell me when to check back and I'll put it on my calendar. And if someone else handles [category], could you point me in the right direction?
[Your name]

EXAMPLE (STAFFING COMPANY)
Subject: Not another sales email (ok, sort of)
Hi Dave, no ask in this one. Here's the 5-point checklist we use to cut temp no-shows before peak season: [link]. If the timing's off, tell me when to check back. And if HR handles staffing, could you point me their way? Sam



NOTES FOR ATTEMPT 3
1. Don't ask them for time in this round. Always give them something of value.
1. Don't be afraid to use humor or creativity in the subject line.
1. Your goal is to become a resource for their needs, not to close today.
1. If you only have a phone number, use this call to get an email address.


	ATTEMPT 4
DAY 12  |  CALL, VM, EMAIL
	Make the case and give them an out
Goal: show why switching is worth it, or get a clear no.



	VOICEMAIL 4 (MATCH IT TO YOUR EMAIL SUBJECT)
"Hi [First name], [Your name] with [Company], [phone]. I don't want to be a pest, so a quick question: do you not use [companies like us], or is it just bad timing? Either answer helps. Again, [phone]."
If they answer live, ask the same question, then:
"If there's a better time to reach you, even early mornings or after hours, tell me and I'll use it."



	EMAIL 4 (THE COST CASE)
SUBJECT  Not trying to be a pest   or   Tough to reach   or   Right person?
Hi [First name],
We're rarely the lowest price. We're usually the lowest cost, because [reason it saves them money or headaches].
Even if you're happy with your current [vendor], a second option keeps everyone honest. Here's our one-pager: [link]. Worth a look?
[Your name]

EXAMPLE (STAFFING COMPANY)
Hi Dave, we're rarely the lowest price. We're usually the lowest cost, because fewer no-shows means less overtime and fewer missed shipments. Even if you're happy with your current agency, a second option keeps everyone honest. Here's our one-pager: [link]. Worth a look? Sam



NOTES FOR ATTEMPT 4
1. Know why you are reaching out. What's in it for them?
1. This is the touch for your sales document. Change is needed for improvement, so challenge the status quo politely.
1. Optional: reply-all to your earlier thread so they see the history.


	ATTEMPT 5
DAY 15-21  |  LINKEDIN, EMAIL
	Last call: LinkedIn and the break-up email
Goal: get a clear answer and leave the door open.



	LINKEDIN MESSAGE OR INMAIL
"Hi [First name], I've left you a couple of voicemails, so I'll stop chasing. I work with [title]s on [pain] and think we could help [their company], but only if it's a priority. If it ever is, I'm one message away. Do you not use [companies like us]? Either way, I post about [topic] here if it's ever useful."



	BREAK-UP EMAIL
SUBJECT  Should I close your file?
Hi [First name],
I haven't heard back, which usually means one of three things:
1. [Pain] isn't a priority right now.   2. You're not the right person (if so, who is?).   3. You've been slammed.
Just reply with 1, 2 or 3 and I'll take it from there.
[Your name]



NOTES FOR ATTEMPT 5
1. Tell them who you are and why you want to connect. Look through their connections and mention any you share.
1. The break-up email often gets replies because it is so easy to answer. Respect whatever they say.
1. Give them an out. A "no" today is still useful, and a "talk to Jim" is a new lead.

After the cadence: what happens next
	If they...
	Then...

	Book a meeting
	Send a calendar invite and a 3-line agenda the same day. Send a reminder the day before.

	Say "not now, try me in [month]"
	Put a task on your calendar for that date. Restart at Attempt 1 and mention that conversation.

	Refer you to someone else
	Start a new cadence with the referral. Put the referrer's name in the subject line.

	Never respond
	Move them to nurture: one useful touch a month (a post, an article, an invite). Restart in 60 to 90 days, or sooner if a trigger event happens.

	Ask you to stop
	Remove them from every list right away and mark them Do Not Contact in your CRM.


NP CONNECT  |  STEP 4
Handling objections
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Objections are not rejections. They are usually a reflex. Acknowledge, then ask a question. Never argue.
	They say
	Acknowledge
	Then ask

	"Not interested."
	"Totally fair. Most people say that when I call out of the blue."
	"Can I ask, is that because you have [category] covered, or it's just not a priority right now?"

	"Just send me an email."
	"Happy to."
	"So I send something useful, what's the biggest headache with [process] right now? And when should I follow up?"

	"We already have a vendor."
	"Good, that means you know what good looks like."
	"How happy are you with [specific result]? If one thing could be better, what would it be?"

	"What does it cost?" / "Too expensive."
	"Fair question."
	"It depends on [factor]. Most clients find their total cost goes down because [reason]. What is [problem] costing you today?"

	"Call me back later."
	"Will do."
	"Can I have 25 seconds now to tell you why I called? Then you can decide if a callback is worth it."

	"I'm not the right person."
	"Thanks for telling me."
	"Who would you point me to? Mind if I mention you sent me?"

	"It's our busy season."
	"That's exactly why I called."
	"When does it calm down? I'll put it on my calendar."

	[Your objection]
	[Acknowledge]
	[Question]

	[Your objection]
	[Acknowledge]
	[Question]



	PICKLE POINT
"If you can't listen to understand, you can't win in this game."
Nick Packard



NP CONNECT  |  STEP 5
Rules of the road
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Calls
1. The first 10 to 15 seconds decide whether a connect turns into a conversation. Lead with your name, company and reason. No small talk monologue.
1. Ask, then stop talking. Calls that book meetings run about 3.7 minutes on average because the prospect is doing most of the talking.
1. Use a local number. Prospects are more likely to pick up a number from their own area.
1. Make 3 to 5 attempts per prospect, at different times of day. After that, let email, LinkedIn and mail carry the load.
1. Stand up, smile and use a headset. It sounds silly. It works.
Best times to reach people
1. Calls: 3 to 4 PM in the prospect's time zone was the most consistent window in 2025 data, with a smaller bump around 6 PM. Mornings get the most dials but only middling results. Wednesday led, then Monday and Thursday. Friday was weakest.
1. Email: Tuesday and Wednesday see the highest reply rates. Monday is a good day to start a new sequence. Friday brings the most out-of-office auto-replies.
1. Seasonality: February, May and November were the best months for booking meetings. July through September were the weakest, so lean on email and LinkedIn in late summer.
1. Test it: these are averages. Try different windows for two weeks each and keep what works for your market.
Voicemail
1. Under 30 seconds for the first one, under 15 for follow-ups.
1. Say your name and number at the start and again at the end, slowly.
1. One reason for calling. Tell them an email is coming so the voicemail and email work as a pair.
1. Sound like a human. Practice it out loud until you don't need to read it.
Email
1. Under 80 words for the first email. One question, one call to action.
1. Plain text. No images, no attachments, no tracking-heavy templates on first touch.
1. Open with something about them, not you. Subject lines that name a specific problem or situation get opened more than generic ones.
1. Space emails 3 to 4 days apart. Four to seven email touches is the sweet spot. Past seven, only keep going if each one adds something new.
1. Verify addresses before you send. Keep bounces under 2% so your domain stays healthy.
LinkedIn
1. Make your own profile the landing page: clear headline about who you help, a real photo, and recent posts.
1. A note on your invite barely changes acceptance, but a direct, relevant note booked more calls in testing. Keep it under 300 characters.
1. Engage before you pitch. Comment on a post with something real, not "Great post!"
Subject line bank
	Use when...
	Try

	First touch
	[Pain] at [their company]?   |   Quick question, [First name]   |   [Their company] + [your company]

	After a voicemail
	Following up on my voicemail   |   Sorry I missed you

	Referral
	[Referrer name] suggested I reach out   |   [Referrer name] said you're the person to ask

	Local angle
	A [city] [service] option   |   Your neighbors at [nearby company]

	Value touch
	A quick [topic] checklist   |   [Number] ideas for [season]

	Hard to reach
	Not trying to be a pest   |   Tough to reach   |   Right person?

	Break-up
	Should I close your file?   |   Last note from me


Use AI to prep faster
AI is great for research and first drafts. It is terrible at sounding like you. Use it to get ready, then make the call yourself.
1. Research in 5 minutes, not 30. Paste their website's About page or their LinkedIn summary and ask for likely pain points and a personal first line.
1. Role-play objections. Ask the AI to play a skeptical buyer and practice your responses out loud.
1. Clean up your notes. Turn messy call notes into a CRM summary with next steps.
1. Check everything. AI makes things up. Never send a fact, name or number you have not verified.
1. Protect information. Don't paste confidential client data into tools your company hasn't approved.
1. Recording and AI note-takers: consent laws vary by state, and some (including California, Florida and Pennsylvania) require everyone on the call to agree. When in doubt, ask: "Mind if I record this so I can take better notes?"

	PROMPT: PRE-CALL RESEARCH
"I'm preparing for a sales call. My company helps [title]s at [type of company] with [pain]. Here is information about my prospect: [paste website text or LinkedIn summary]. Give me: 1) the three most likely problems they have that I can help with, 2) two personal opening lines under 25 words each, and 3) three open-ended discovery questions. Plain language, no hype. Tell me which details you are guessing."



	PROMPT: OBJECTION PRACTICE
"Act as a busy [title] at a [type of company]. I am calling you cold about [my service]. Be realistic and a little skeptical. Raise one objection at a time, and after each of my answers, tell me what worked and what to change. Start when I say hello."



Quick compliance check (U.S.)
This is a practical checklist, not legal advice. Rules change and vary by state, so check with your attorney if you are scaling up.
	Area
	What to do
	Done

	Email (CAN-SPAM)
	Applies to B2B email too. Use an honest From line and subject, include your physical mailing address, give a clear way to opt out, and honor opt-outs within 10 business days. FTC penalties can top $50,000 per violating email.
	

	Email authentication
	Set up SPF, DKIM and DMARC on your sending domain (ask your IT person or email provider). Gmail, Yahoo and Microsoft require it for anyone sending 5,000+ emails a day, and Microsoft has rejected noncompliant bulk mail since May 2025.
	

	Spam and unsubscribes
	High-volume senders must keep spam complaints under 0.3% at Gmail and Yahoo and offer one-click unsubscribe. Even at low volume, a visible opt-out protects your reputation.
	

	Phone (TCPA)
	Using an autodialer or prerecorded message to call cell phones requires prior consent, even for business calls. Dial by hand, keep an internal do-not-call list, and honor requests right away. Some states add their own rules.
	

	Call recording
	Get consent before recording or using an AI note-taker. Some states require consent from everyone on the call.
	

	LinkedIn
	Tools that automate invites or messages can break LinkedIn's User Agreement and get your account restricted. Keep it manual and personal.
	


NP CONNECT  |  STEP 6
Track every touch
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Outcome codes:  NA no answer  |  VM voicemail  |  GK gatekeeper  |  CONV conversation  |  MTG meeting booked  |  REF referred  |  NI not interested  |  DNC do not contact
	Prospect & company
	Title
	Touch #
	Date
	Channel
	Outcome
	Next step & date

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	


Two-week scorecard
Every two weeks, fill in your numbers and compare them to the benchmarks. Change one thing at a time (your opener, a subject line, your call window) so you know what moved the needle.
	Metric
	Weeks 1-2
	Weeks 3-4
	Weeks 5-6
	Benchmark (2025 data)

	Dials
	
	
	
	About 370 dials per meeting

	Connects (connect rate)
	
	
	
	About 10% of dials connect

	Conversations
	
	
	
	About 58% of connects

	Meetings booked
	
	
	
	About 4.6% of conversations

	Emails sent
	
	
	
	

	Replies (reply rate)
	
	
	
	3.4% average; 5.5%+ good; 10%+ top tier

	LinkedIn accepts
	
	
	
	About 30% of invites

	Handwritten notes sent
	
	
	
	Your call. More is better.


Call benchmarks: Belkins (175,000+ dials). Email: Instantly. LinkedIn: La Growth Machine.
	WHAT TO CHANGE FIRST
Low connect rate? Change your call times, use a local number, and find better phone numbers (direct dials and mobiles).
Connecting but no meetings? Work on your first 15 seconds and your discovery questions. Record yourself (with consent) and listen back.
Low email replies? Tighten your list first, then your first line, then the subject. Check that your emails aren't landing in spam.




	MORE TOOLS FROM THE BOOK
Picklefarts: Stupid Ideas. Smart Marketing.
This template is one of the free tools that come with Nick Packard's book. Find the rest of the toolkit, plus interactive calculators and checklists, at nickisatool.com.
Free tools: nickisatool.com     Free marketing assessment: nickpackard.com/pickle-farts-np



SOURCES
Instantly, 2026 Cold Email Benchmark Report (2025 platform data): instantly.ai
Belkins, B2B Cold Calling Benchmarks from 175,000+ dials (2025 data): belkins.io
Cognism, Cold Calling Report 2025: cognism.com
Gong Labs, Cold call opening lines (90,380 calls): gong.io
La Growth Machine, LinkedIn connection note test: lagrowthmachine.com
Validity, Microsoft's bulk sender rules (with Gmail and Yahoo comparison): validity.com
FTC, inflation-adjusted civil penalty amounts (2025): ftc.gov
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