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58/85 success can be
summed up in one word:
TRUST. The resesarch is oLt
and the experts agree that
turning prospects into paying
customers is all about devel-
Oping “trusting relationships."
Sound easy? Think again.

The most successful

staffing firms in business
today are not simply lobbing
calls into companies with a
20:1 connect ratio.
Successful staffing firms have
a strict and In-depth seling
methodology that focuses
not on selling temporary

staffing, but developing long-
term trusting relationships.
“This concept is not ey, ™
states David Searms of Haley
Marketing, He has customers
who have experienced g
5,000% return on their mar-
keting investment. “When You
enhance your selling activity
With & relationship markating
program, several things hap-
PEN. You stay Top of Mind
with your prospect base first
of all. Additionally, vour firm
never runs out of things to say
to your prospects — ways that
You can pravide valug, The
result is an increase in sales. "
Most staffing firrms have

St

tried, with limited success,
Postcard mailing campaigns,
candy programs, phone blitz-
ing and the like. Endearing
trust viz a sales relationship
marketing approach is the
only sure way to increase your
firm's face-to-face appoint-
ment, number of proposals
Presented and deals complet-
ed. Here is a simple approach
to think about adding to your
existing sales activity,

Customer Profile

The first thing to do s
develop a customer profile,
Take a look at your best
customers and determine if

You can find any similarities
between these customers;
for example, number of
employees in the bBusiness,
revenue range, industry sec-
tors, organlzation structure,
Lommon capabilities, com-
mon lacking capabilities, etc.

Cnce this information i
gathered, then a customer
profile can be developed for
Your company’s sales force.
This profile is used to pLr=
chase mailing lists and
access networking events,
Ultimately, you don't want
Your sales executives mak-
ing 100 phone calls a clay
connecting with only five
prospects. You want VOLIF
sales executives making 25
calls a day to prospects that
fit your company's customer
profile, and making 10 ar 15
connects a day.

Customer Research
The next thing to dois to
meet with your best clients
to find out what ig keeping
thern up at night. Most likely,
it will not have anything to
do with staffing. It will proba-
bly have something to do
with creating efficiencias
within thelr company or
increasing employee pro-
ductivity, or staying one step
ahead of the competition.
Vary quickly vou will col-
lect a list of key issues that
Your prospective clients are
concemed about. This list js
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golden. You can develop

a trusting relationship by
assisting with a prospect's
greatest concern or chal-
lenge. When you helg in

any way with a prospective
client's blg concern, you are
communicating to them that
you are acting in their best
interest. Hence, you are
developing a trusting
relationship.

Publishing Added -
Value Information

The next thing to do is
hire a temp, a stay-at-home
Mom or stay-at-home Dad
who has the expertise in
writing. It isn't necessary to
hire or contract with a high-
priced writer.

Have the contract writer
take the list of concerns
you collected from your
customer base and develop
a series of added value
pieces: An 8.5 x 11 form,
front and back, printed on
semi-glossy paper. You want
hard copy, not an e-mail.
Each plece is typically
themed and includes a case
study, a list of Weab sites for
further information, maybe
an association to contact,

a book reference, =tc, You
want to include information
that your prospect will not
throw away - an informa-
tional piece that they will
want to refer back to or
pass on to other peers

In their organization.

Sales Letiers
The next step is to genear-
ate g series of high-guality

sales letters that accompany
the added-value information.
These sales letters follow a
certain format. It is wall
woarth the investment in an
expert at this point. Sales
letter writing is truly an art
and a skill that is not found
In the capabilities of most
staffing firms.

The sales letters do not
talk about your staffing serv-
ices. Rather, they Introduce
to your prospect the series
of added-value information
pieces. Your =sales letters
suggest how they might use
the information or pass the
information along within their
company. The letters also
explain that, at some point,
wou will follow up with a call,
and you ask that they
accept your call.

Follow-Up Calis

After sending two or
three added-value pieces,
which include a personal-
ized letter, a call is mades to
the prospect. The goal of
this call is two-fold: (1) to
find out if the prospect has
been reading the added-
value infoermational pieces
and if these issues are a
concarn of your prospect,
and (2) to obtain permis-
sion to continue to send
them information. If the
person with whom you are
speaking is not the best
contact, then seek an inter-
nal referral, Ask who might
be the best person within
your prospective client
organization to receive the
information.

COnly after a couple of
calls andfor conversations,
and when you sense it s the
right time, the person work-
ing the account will ask for
an appeointment. You want to
explain to your prospect

| how your firm has been able

to save your existing. cus-
tomers money or resolve
specific challenags or
increase productivity, etc.
Ask the question in a2 way
that is hard to deny. For
example, "We have devel-
oped a specific fulfillment
process that has saved our
existing customers an aver-
age of 22% on their existing
staffing expense. |s this
something that you would
like to learn more about?”

A certain number of
requests will result in a
refusal to meet. “We are
completely happy with our
existing vendors.” ¥| see no
need to meet as our firm
does not have a need at this
time.” We have all heard
these responses. And in
these cases, the permission
to continue to send informa-
tlon will help you keep your
staffing service Top Of Mind
to this group within your
prospect base.

A certain number of
requests will result in an
appointment. Your firm has
to fully train your sales exec-
utives on how to conduct
face-to-face appointments
and interviews so that they
fully utlize this opportunity.

The Results
Statistics on this program

are incredible, If you follow
this process, your firm will
abtain face-to-face appoint-
ments with over 80% of your
prospects.

It makes sensea. You have
warmed up your prospect.
You have differentiated your
business from other van-
dors. You have not sold
staffing Services per se.
You have cbtained a level
to Top Of Mind awareness.
Your =ales executives have
become more then order
takers. You have, in fact,
made a sincere attempt to
develop long-term trusting
relationships.

Az far as following the
process exactly, this is not
necessary. The heart of
this approach Is creating
a customer profile, finding
out what is keeping them
up at night, creating added-
value Informational pieces
for them, and then making
a commitment to following
up with your prospect.

If you are interasted in
learning more about the
detail of such an approach,
then | have three recom-
mended sources for you:
One-to-0One Marketing,
by Peppers & Rogers;
Permission Marketing, by
Seth Godin; and Relationship
Marketing, by Regis
Mckenna. Sl

Town Kosnik |8 a growth strategy and
organizational development consult-
ant, He helps staffing companies
improve employee performance, cor-
pormte revenues and profita. He can
be reached at 312-527-2850 or tkos-
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