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How one entrepreneur built his business from scratch by pitching deals to complete strangers - a few 

thousand times. 
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LOS ANGELES (FORTUNE Small Business) - "Hello, Jim, my name is Scott Vincent Borba. I'm the CEO and 

founder of Borba. You probably don't know who I am or what my company is, so let me quickly tell you." 

In the 20 months my company has been in business, I must have spoken those words 1,000 times. It's 

not just that I'm friendly - Borba did $5 million in retail sales last year, and every deal we made started 

from a cold call. 

My ten-employee company makes beverages, candy, and 

cosmetics infused with vitamins and extracts that are clinically 

shown to improve the skin. Our products are sold by high-end 

retailers such as Henri Bendel, Nordstrom, and Sephora. In 

December we signed a deal with Jamba Juice, but that deal really 

started a year earlier, when I made the first cold call to Jamba CEO 

Paul Clayton. 

Before I picked up the phone, I read up on the company - its 

current strategies, key products, revenues, growth. The worst 

thing you can do is pitch a top executive and know nothing about 

his business. I began calling Clayton twice a day and leaving 

messages only once at the end of the week; I'm pursuing these 

executives, not stalking them. In my voicemails, I acknowledge 

that he is very busy and let him know I'll try back next week - a 

polite way of saying that I am not going to give up. Kindness is 

essential in every part of cold calling, but so is persistence. 

It took three months, but I finally got Clayton on the phone. 

Realistically, when you call someone who doesn't know you from 

Adam, you have about 30 seconds to make your pitch. It is critical to avoid sounding egotistical. Your 

own success is not the topic of conversation. I focused on how Borba could help Jamba Juice boost its 

bottom line, not the other way around. I also didn't get into product details that would overwhelm him 

with information. 

Clayton forwarded me to his vice president in charge of brand development and marketing; I was glad I 

started at the top, because his referral meant that I got the VP on the phone immediately. I gave her my 

pitch and asked for a 15-minute meeting. It's a small commitment, and if things go well, 15 minutes can 

easily become an hour, which it did. We came up with the idea of adding a powdered version of my 
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product as an add-in to their smoothies, and it's now being tested in Los Angeles and Arizona. So far, so 

good. 

Believe me, cold calling can be frustrating. In the early days of my business, I made 60 cold calls a day. 

Now I'm down to ten or 15 daily, which takes me about an hour. I keep a log of every call I make and 

every message left. If I can't get a CEO, I'll try to connect with her assistant or secretary. I'll even send 

the secretary product samples. On occasion I've had to be more creative. To get my ingredient 

manufacturer, which normally works with blue chips like Johnson & Johnson and Coca-Cola, I called its 

CEO for six months. Finally I finagled his cellphone number from a colleague and reached him before 

work in the morning. At off times, most people expect calls to be from family. 

The fastest I've ever gone from first call to deal was six weeks. By contrast, I've been pursuing Starbucks 

for two years - since before I even had a product finished - and I'm still at it. I've made at least 200 calls 

to the Seattle headquarters, flown there for meetings four times, and sent thousands of dollars in 

product. I think they'd love it if I just went away. But when you believe in your product, you can't give 

up. 

 


