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Disclaimer and Legal Notices:

While all attempts have been made to verify the information provided in this book and accompanying audio program, neither the Author nor the Publisher assumes any responsibility for errors, inaccuracies or omissions. Before implementing these strategies, you must be aware of the various laws governing business transactions, marketing or other business practices in your particular geographic location as some of the suggestions made in this book and audio program may have inadvertently introduced practices deemed unlawful in certain states, municipalities and countries. This book is not intended for use as a source of legal or accounting advice. In all cases, you should consult the services of a professional, licensed attorney in all matters pertaining to the operation, delivery and marketing of your business and services.


EXTREMELY IMPORTANT: 

The laws regarding interviewing and hiring vary by state and country. It’s YOUR responsibility to ensure you are following the specific employment laws in your state, country, industry or region. Some of the advice provided in this document and the accompanying audio and video may be illegal in your state, country, industry or region, and we strongly encourage you to find and work with a professional, licenced employment attorney who is well versed in the specific employment laws you must follow and can advise you on creating your process BEFORE you use any of these strategies and methods.
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“Most of your sales PROBLEMS are not problems but SYMPTOMS of something you’ve failed to do or anticipate. Stop running yourself ragged to solve problems and start putting more energy into avoiding them instead.” 

– Robin Robins




“People who spend most of their time putting out fires are usually the arsonists.”
 
– Dan Sullivan


The 5 Dysfunctions Of MSP Sales Management
1. Hiring people who have a very low (or highly uncertain) chance of success.
· No sales experience, period.
· No relevant sales experience (sold shoes in a retail store, were in “sales” but took inbound calls from current customers looking to buy, etc.).
· No track record of consistent SALES success.
2. No quotas.
· No results quota (sales, MRR, appointments sat, etc.).
· No performance quota (close rate, dials to pitched, pitched to book, etc.).
· No activity quota (dials, canvassing, social media prospecting, etc.).
· No minimum performance standards to keep your job.
3. Zero training.
· Poor onboarding and no training on company fundamentals (who your customer is, what you do, competitive strengths and weaknesses, company goals, etc.).
· No scripts, processes or playbooks.
· No training on the CRM, dialer, quoting tools, contracts, etc.
· No role-play, ride along sales training.
4. No accountability.
· No tracking and review of weekly activity and performance goals.
· No weekly meetings or daily huddles. 
· No pipeline review, call recording review, debriefing of meetings.
· No inspection or accountability of following the sales process.
5. Asking them to do non-sales activities, low-money work and multiple roles.
· Operations, client onboarding, project management, etc.
· Management of others UNLESS they ARE the sales manager.
· List cleaning, stuffing envelopes, data entry, setting up the CRM, etc.
· Account management plus outside sales, plus marketing, etc.
6. 


The Minimum You MUST HAVE In Place
Before Hiring A Sales Rep

· A quota and minimum performance standards; what do they need to do at a minimum to keep their job? What are the “on target” performance and results?
· A job scorecard that details ALL responsibilities and activities required.
· A good compensation plan that supports the results you want them to produce.
· SOME level of process for doing the job. You do NOT have to be perfect here, but you must have a general outline of the process. 
· A 3- to 6-month onboarding plan with milestones for what they need to learn and be able to do each month. This should ramp them up from zero to quota.
· Basic marketing tool to support and fuel their success (lists to call, business cards, a CRM/marketing automation platform to track notes, call back, etc.).
· An outline of the activities required to hit quota (see backwards planning in this document). Don’t try to be perfect here but have a general plan of attack that details WHO they are calling on, and the activities they need to perform to get opportunities rolling in and, ultimately, to hit quota.



How To Give Yourself A Higher Probability Of Success
1. ALWAYS be recruiting and ready to hire. Don’t wait until you’re desperate. Hiring is not an event but an ongoing process.
2. RECRUIT, don’t *just* absorb. Your best person is probably already employed. 
3. Make the job ATTRACTIVE to top performers. Great salespeople have a lot of options – why should they work for you?
· Compensation: Pay slightly higher than average.
· Culture and environment: Will they feel great about coming to work? Don’t be the epitome of Pat Lencioni’s Five Dysfunctions Of A Team.
· Marketing and sales support: Drive inbound leads and provide them with lists, scripts, training, tools and marketing support.








“74% of salespeople fail. 20% do well but could improve and only 6% of salespeople are classified as elites.” 

– Study of 650,000 salespeople across industries by the Objective Management Group




Hiring: Separating The Studs From The Duds
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Interview Process Steps

WARNING: Do NOT skip any of these steps, no matter how incredible the candidate is.

1. Review Their Résumé

2. Search Online For Their Name + City To See What Comes Up (Social Media, Etc.)

3. Conduct An Initial 30- To 45-Minute Phone Interview

4. Send Them The Career History Form (CHF) To Complete

5. Once The CHF Is Received, Schedule A 1- To 3-Hour In-Person Interview

6. Have Them Interview With 2 To 3 Other Team Members

7. Speak To 2 Or 3 Previous Managers/Bosses (NOT References)

8. Conduct A Drug Test And Background Check

9. Conduct A Final Interview To Make A Final Offer

10. Sign Employment Offer, Confidentiality, Etc.



Step 1: Review Résumé
· If their résumé is full of typos, incorrect punctuation, misplaced capitalization and/or is sloppily put together, they are a no-go.
· If they use lowercase and uppercase wrong, especially for their own name, they are a no-go. (Don’t think capitalization is important? Read this: “Let’s help Uncle Jack off a horse.” vs. “Let’s help uncle jack off a horse.”)
· If the formatting is a mess, they’re a no-go.
· Look for job details and results, not just where they worked and their employment dates. Have they sold similar services and/or to a similar client?
· If they have big gaps in unemployment (more than 3 months) that are due to their being unable to find work, proceed with caution.
· If they are changing jobs frequently (every 6 months or less), they’re a no-go.

For Telemarketers/Appointment Setters
· They MUST have at least 6 to 12 months’ minimum experience in making OUTBOUND cold calls to prospects, not just account management or retail sales.
· They should have experience in making 50+ dials a day.
· They should have been productive and SUCCESSFUL at cold-calling – not just have “experience” in making calls.

For Account Managers And Outsides Sales (Hunters)
· They must have experience in SELLING, not just customer service.
· Look for actual RESULTS achieved, not just responsibilities. Example: “Increased sales by $1M over the 12-month period employed,” not “Negotiated and managed contracts with C-level executives.”
· Ideally, you want someone who’s been in sales for most of their career and who is comfortable with a quota, not someone in operations or customer service who wants to “try” sales. 
· Ideally, they have experience selling professional services (HR, payroll, consulting, accounting, office equipment, phone systems, IT, etc.), NOT retail, automotive, etc. However, if someone is a true champion in sales and has gotten incredible results, I’ll move them ahead.
· 


Notes:
	

	

	

	

	

	

	

	

	

	

	




Step 3: Initial Phone Interview
· If they call in late, it’s noted. They better acknowledge it and have a good reason. If they don’t acknowledge it, or if they say, “I forgot,” I’m cutting the interview short and not hiring them.
· If they no-show without warning or reason, we don’t reschedule.
· If at any time you’re getting a sense they are a no-go, then end the interview.
Questions:
· “Before we get rolling, tell me what you know about our company so I have a starting point.” (I ask this to see if they did ANY research to prep for this call. If they did zero research, I don’t hire them.)
· “What type of position are you looking for?”
· “WHY ARE YOU LOOKING FOR A NEW JOB? Where are you working now? Are you still employed? If not, were you fired or did you quit?” (Dig here; there’s lots to learn.)
· “Tell me why you think I should hire you as a sales rep for my company. Would you say you’re a top performer?” (Look for confidence in their answer.) “Why? What results were you able to achieve in sales in the past?” (NOTE: I’m looking for them to talk about specific results they achieved that were above and beyond average.)
· “What are you really good at?” (I want to hear “SELLING” if a sales rep; appointment setters are more junior and might not have sold something, so I’m okay with hearing some other skill.)
· “What are you really NOT good at or simply don’t enjoy doing?” (If they say “prospecting” or “hard selling,” that’s a red flag.)
· “What do you need to make?” (Note: I want someone money-motivated as well as looking for a “good place to call home.” Be sure you have the money discussion now so you don’t waste time with an in-person interview if the job won’t pay what they need and want.)
· “What questions do you have for me?” (Make sure they are asking good questions about the position, your company, your services, earning potential, etc., not JUST vacation and benefits. I want to hear GOOD questions about culture, your vision, upward potential, etc.).
If We Feel They May Be A Right Fit:
· I explain our hiring process (career history form, background and drug test, the need to speak to previous bosses). I’ll then ask, “Do you have any concerns about moving ahead?” If they do NOT want to perform these steps, there’s no need to move forward.
· Send them the CHF (career history form) to complete. Once it’s done and submitted, we’ll schedule the in-person interview. In doing this, I’m checking to see if they can follow instructions and how quickly they follow up. Often, they won’t complete it and send it in, or they send it in and it’s sloppy and incomplete. Both are reasons for not moving forward, because it demonstrates how they work.


If They Are A Maybe:
I tell them I’ve got other résumés I’m reviewing and will round back with them after I’ve had a chance to go through all the candidates.
If They Are A No-Go:
I tell them I don’t think this is a good fit. It’s usually because 1) I have other candidates with more experience, 2) they don’t have sufficient experience or skills, or 3) what they want is not a match for the position I am offering. Never insult them or be unkind. Thank them for their time and wish them the best.

Notes:
	

	

	

	

	

	

	

	

	




Step 5: In-Person Interview For An Appointment Setter
· If they show up late, it’s noted. They better acknowledge it and have a good reason. If they don’t acknowledge it, or if they say, “I forgot,” I’m very unlikely to hire them.
· If they no-show without warning, we don’t reschedule.
· Remember, this is typically a junior to entry-level position, so my criteria for experience is not as stringent as for an outside sales rep or account manager.

Warm-Up Questions:
· “Since we talked, have you done any additional research on us?”
· “Tell me how you prepared for this interview.” (See if they did any preparation.)

Go Through Each Position On The Career History Form (CHF) Briefly:
Not all questions below will be applicable to their experience. For example, if 2 positions ago they were in school, working as an administrative assistant, driving for Uber or working in a restaurant, then many of the SALES-experience questions won’t apply, but I would still ask them the other questions for EACH position.
· Verify their start and end dates of employment. “So, I see you are working at XYZ right now. Is that correct?” Or, “You worked at XYZ from X to Y, is that right?”
· If there’s a gap of more than 5 to 6 months, I ask, “I see you were out of work for X months. What were you doing during that time?”
· “What were you hired to do?” (Get specifics on ALL responsibilities, not just prospecting and selling.) “Did that change after you were hired?”
· “Tell me how you learned to do your job.” (Get specifics.) “Did you have a formal training program? Was it any good? Did you model another sales rep?” (What I’m looking for is someone who can dive into a role and take ownership of learning.)
· “How long did it take you before you made your first sale? How did you ramp up from there? How long was it before you were hitting quota?”
· [bookmark: _Hlk52344583]Ask them to explain their compensation as detailed on the CHF.
· “What was the culture there like? What did you like about it? Hate about it?”
· Verify that the person they listed as their immediate supervisor was, in fact, their direct report. Then I ask:
· “What were they like as a manager?”
· “What did you like about their management style? What didn’t you like?”
· “When I talk to them, what will they say are your biggest strengths? Weaknesses?” (NOTE: I don’t require a candidate to put me in touch with their CURRENT employer for obvious reasons; however, some people have offered to let me talk to them because the manager knows they are looking or are about to leave.)
· On the CHF, there’s a section that asks them to indicate how their supervisor would rate their performance on a range from Excellent to Poor. I’ll ask, “You indicated that your supervisor would give you an XXX rating; why that rating?” If it’s less than “Excellent,” I’ll also ask, “Why not ‘Excellent’?” 
· [bookmark: _Hlk52344725]“When I talk to your previous boss, what will they say are your strengths? Weaknesses?”
· “What did you like most about the position? Least?” (This is indicated on the CHF, but the response is brief.)
· If Still Employed: “Why are you looking to leave your current position? Did you talk to your boss about your dissatisfaction/concerns before deciding to leave? What did they say”? (I want to see if they have the maturity to talk to their boss about issues.)
· For Previous Positions: “Why did you leave?” (DIG HERE A BIT. Don’t just accept a short answer.) 
· Ask them to discuss, in detail, why they left. “Were you fired or did you quit?”
· If they quit, I’ll ask questions like, “Did you talk directly to your manager about your concerns? When you did, what did they say? Then what did you do? Did you raise the concern again?”

Additional Questions For Each Sales Position:
· “Tell me why you took a sales position here.”
·  “What do you love about it? What do you hate about it?”
· [bookmark: _Hlk52345011]“On a scale of 1 to 10, how would you rate yourself as a salesperson, and why? Why not a ‘10’? What’s one area where, if improved, you’d rate yourself higher?”
· “What was your quota?” (Warning: If they didn’t have a quota, that’s concerning. You want someone who had to work to quota.)
· “How often did you hit quota/goal?” (Dig for specifics to stress-test their answers.) “So, you were there for 12 months. Did you hit quota last month? Why or why not? How about the month prior to that? Where did you come in at? Why not quota that month?”
· [bookmark: _Hlk52345076]“Did your boss give you a plan or a strategy for hitting quota? Tell me about that.”
· “Did you have to do any cold prospecting? Tell me about that process.”
· [bookmark: _Hlk52345406]“Where did you get the leads to call? Were you handling inbound calls? Outbound?” (If a mix:) “What percentage of outbound to inbound?”
· “How did you go about knowing who to prospect?” (See if they were strategic.)
· “Were you handling ANY inbound leads? Referrals?” (If a mix:) “What percentage of your sales came from inbound leads and referrals vs. you cold prospecting?”



· Work through the numbers with them:
· “So, you had to book <<10 appointments>> per week?”
· “And you hit quota X% of the time? EVERY month? What % of the time?”
· “How many people did you have to call every week to get the <<10>>?”
· “And out of those you called, how many would you get to talk to?”
· “And how many of those converted to an appointment?”
· Do the math: “So, if you called X people, you’d speak to Y and book Z?” (Make sure the math is consistent. If not, work that through with them.)
· “Were you the only salesperson in that type of role?” (If no:) “Were you the only rep hitting quota? Did the company rank you? Where did you rank? First? Second? Why is that?”
· “Did you work from a script?” (NOTE: I want to see how they feel about scripts. Don’t say, “We use scripts around here. How do you feel about that?” because, knowing you use them, they’ll tell you they like them.)
· “Did they provide you any formal training? Tell me about that.”
· “Explain your follow-up process. Calls? E-mails? Site visits? How did you manage that process? When did you give up and move on?”
· “Tell me about the CRM and software you used.” (Dig here a bit to make sure they are technically savvy enough to use a dialer, CRM, e-mail, etc.) “Were you good at using it? Average? Why? What was good about it? What didn’t you like?”
· “What were the top 2 or 3 objections you had? Tell me how you overcame those objections.”
· [bookmark: _Hlk52345659]“Tell me your strategy for leaving a voicemail or getting someone to call you back.”
· “What’s one thing this company should have done differently that would have helped you be more successful?”
· “Tell me about a difficult person there you had to work with. How did you navigate that?”
· “Do you ever feel you were treated unfairly there?” (If yes:) “How did you handle that?”
· “Have you ever been in a sales slump while working there? (Everyone has, so I want to see if they’re honest.) “What caused it?” (See if they blame others or take some responsibility.) “How did you get yourself out of it?”
· “What ‘paperwork’ did you have to do as part of your job (writing up and submitting contracts and orders, weekly reports, etc.)? Were you excellent at it? Why or why not?”




General Questions:
· “On a scale of 1 to 10, how would you rate yourself as a salesperson, and why? What’s one area where, if improved, you’d rate yourself higher?”
· [bookmark: _Hlk52345871]“If I hired you tomorrow, what would be your plan of attack to ensure you hit the ground running and start closing sales? What type of training and support would you like to see from me?”
· “What type of manager do you work with best? What type of manager or management do you NOT thrive under?” (DIG HERE. If they say they don’t like someone to “micromanage” them, ask for a few examples of what “micromanaging” is. It may be that they don’t like to track activity or have a quota.)
· “What motivates you the most: achievement, recognition or money? Why that?”
· “I have a stack of <<XX>> résumés here for this position. Why should I hire you?”


After I’ve Gone Through Each Position On The CHF (Or At Least The Last 2 Or 3):
· (I’ll turn it over to them:) “What questions do you have for me?” (I want to hear good questions about culture, training, room for advancement and questions about our goals and vision, not just about time off and benefits.)




If I Want To Move Ahead:
· Go over the Position Scorecard in detail, explaining what will be expected of them and what a “normal day in the life” will look like.
· I make sure they fully understand we track and record all activity and why. I show them the dialer and the reports.
· I make sure they understand we expect them to follow scripts and processes.
· I make sure they understand we expect them to make 100+ dials a day MINIMUM. Then I say, “How do you feel about that?”
· I explain the culture here, and what it takes to succeed, and what will get them fired.
· I go over the compensation for the position if it hasn’t been brought up yet.
· If THEY want to move ahead, we ask them to put us in contact with their previous bosses and arrange for them to meet with 3 or 4 other team members.


Step 5: In-Person Interview For A Senior Sales Rep
· If they show up late, it’s noted. They better acknowledge it and have a good reason. If they don’t acknowledge it, or if they say, “I forgot,” I’m very unlikely to hire them.
· If they no-show without warning, we don’t reschedule.
· I want to see someone who has been consistently moving up in compensation and results. If they are going backwards or are stagnant, I’ll ask them about it.

Warm-Up Questions:
· “Since we talked, have you done any additional research on us?”
· “Tell me how you prepared for this interview.” (See if they did any preparation.)

Go Through Each Position On The Career History Form (CHF) Briefly:
Not all questions below will be applicable to their experience. For example, if 2 positions ago they were in school, working as an administrative assistant, driving for Uber or working in a restaurant, then many of the SALES-experience questions won’t apply, but I would still ask them the other questions for EACH position.
· Verify their start and end dates of employment. “So, I see you are working at XYZ right now. Is that correct?” Or, “You worked at XYZ from X to Y, is that right?”
· If there’s a gap of more than 5 or 6 months, I’ll ask, “I see you were out of work for X months. What were you doing during that time?”
· “What were you hired to do?” (Get specifics on ALL responsibilities, not just prospecting and selling.) “Did that change after you were hired?”
· “Tell me how you learned to do your job.” (Get specifics.) “Did they have a formal training program? Was it any good? Did you model another sales rep?” (What I’m looking for is someone who can dive into a role and take ownership of learning.)
· “How long did it take you before you made your first sale? How did you ramp up from there? How long was it before you were hitting quota?”
· Ask them to explain their compensation as detailed on the CHF.
· What was the culture there like? What did you like about it? Hate about it?
· Verify that the person they listed as their immediate supervisor was, in fact, their direct report. Then I ask:
· “What were they like as a manager?”
· “What did you like about their management style? What didn’t you like?”
· “When I talk to them, what will they say are your biggest strengths? Weaknesses? “(NOTE: I don’t require a candidate to put me in touch with their CURRENT employer for obvious reasons; however, some people have offered to let me talk to them because the manager knows they are looking or are about to leave.)
· On the CHF, there’s a section that asks them to indicate how their supervisor would rate their performance, ranging from Excellent to Poor. I’ll ask, “You indicated that your supervisor would give you an XXX rating; why that rating?” If it’s less than “Excellent,” I’ll also ask, “Why not ‘Excellent’?”
· “When I talk to your previous boss, what will they say are your strengths? Weaknesses?”
· “What did you like most about the position? Least?” (This is indicated on the CHF, but the response is brief.)
· If Still Employed: “Why are you looking to leave your current position? Did you talk to your boss about your dissatisfaction/concerns before deciding to leave? What did they say?” (I want to see if they have the maturity to talk to their boss about issues.)
· For Previous Positions: “Why did you leave?” (DIG HERE A BIT. Don’t just accept a short answer.)
· Ask them to discuss, in detail, why they left. “Were you fired or did you quit?”
· If they quit, I’ll ask questions like, “Did you talk directly to your manager about your concerns? When you did, what did they say? Then what did you do? Did you raise the concern again?”

Additional Questions For Each Sales Position:
· “Tell me why you took a sales position here.”
·  “What did you love about that job? What did you hate about it?”
· “On a scale of 1 to 10, how would you rate yourself as a salesperson, and why? Why not a ‘10’? What’s one area where, if improved, you’d rate yourself higher?”
· “What was your quota?” (Warning: If they didn’t have a quota, that’s concerning. You want someone who had to work to a quota.)
· “How often did you hit quota/goal?” (Dig for specifics to stress-test their answers.) “So, you were there for 12 months. Did you hit quota last month? Why or why not? How about the month prior to that? Where did you come in at? Why not quota that month?”
· “Did your boss give you a plan or a strategy for hitting quota? Tell me about that.”
· “Did you have to do any cold prospecting? Tell me about that process.”
· “Where did you get the leads to call? Were you handling inbound calls? Outbound?” (If a mix:) “What percentage of outbound to inbound?”
· “How did you go about knowing who to prospect?” (See if they were strategic.)
· “Were you handling ANY inbound leads? Referrals?” (If a mix:) “What percentage of your sales came from inbound leads and referrals vs. you cold prospecting?”
· “Tell me your best strategy for getting a prospect interested.”
· “Were you given any accounts to work when you were hired? How many? What did that represent in revenue?” (NOTE: You want to see if they were hitting quota because they were given a book of business or because they prospected it on their own.)
· Work through the numbers with them:
· “Walk me through your pipeline; how many sales did you close every month? How many clients/prospects did you have to talk to in order to get one sale?”
· “So, your quota was $X per month?”
· “And you hit quota X% of the time? EVERY month? What % of the time?”
· “What was your average sale in dollars?”
· “So, to hit your quota of $X per month, you had to close Y sales?”
· “And how many clients/prospects did you have to talk to in order to get a sale?”
· “So, you made X prospecting calls/visits a week?”
· Do the math: “So, if you called on X people, you’d get Y opportunities and close Z? And your average deal was XX?” (Make sure the math is consistent. If not, work that through with them.)
· “Were you the only salesperson in that type of role?” (If no:) “Were you the only rep hitting quota? Did the company rank you? Where did you rank? First? Second? Why do you think that is?”
· “Did you work from a script?” (NOTE: I want to see how they feel about scripts. Don’t say, “We use scripts around here. How do you feel about that?” because, knowing you use them, they’ll tell you they like them.)
· “Have you had any formal sales training? What’s your favorite book/author/trainer?”
· “Explain your follow-up process. Calls? E-mails? Site visits? How did you manage that process? When did you give up and move on?”
· “Tell me about the CRM and software you used.” (Dig here a bit to make sure they are technically savvy enough to use a dialer, CRM, e-mail, etc.) “Were you good at using it? Average? Why? What was good about it? What didn’t you like?”
· “What were the top 2 or 3 objections you had? Tell me how you overcame those objections.”
· “Tell me your strategy for leaving a voicemail or getting someone to call you back.”
· “What’s one thing this company should have done differently that would have helped you be more successful?”
· “Tell me about a difficult person here who you had to work with. How did you navigate that?”
· “Do you ever feel you were treated unfairly there?” (If yes:) “How did you handle that?”
· “Have you ever been in a sales slump while working here?” (Everyone has, so I want to see if they’re honest.) “What caused it?” (See if they blame others or take some responsibility.) “How did you get yourself out of it?”
· “What ‘paperwork’ did you have to do as part of your job (writing up and submitting contracts and orders, weekly reports, etc.)? Were you excellent at it? Why or why not?”


General Questions:
· “What type of salesperson are you? What’s your style?” (EVERY salesperson believes they have a unique approach but be cautious about the person who’s timid and says things like, “I’m not the pushy, annoying type.” Get them to explain that; it could be that they don’t push through objections, don’t follow up enough, etc.)
· “On a scale of 1 to 10, how would you rate yourself as a salesperson, and why? What’s one area where, if improved, you’d rate yourself higher?”
· “What’s your favorite way to close?”
· “If I hired you tomorrow, what would be your plan of attack to ensure you hit the ground running and started closing sales? What type of training and support would you like to see from me?”
· “What type of manager do you work with best? What type of manager or management do you NOT thrive under?” (DIG HERE. If they say they don’t like someone to “micromanage” them, ask for a few examples of what “micromanaging” is. It may be that they don’t like to track activity or have a quota.)
· “What motivates you the most: achievement, recognition or money?”
· “I have a stack of <<XX>> résumés here for this position. Why should I hire you?”
· “I have a marketing position available as well; would that be something you’re interested in?” (If they say “yes,” don’t hire them. A GREAT salesperson WANTS to be in sales, not marketing.)

A Final Question If You’re On The Fence:
Step 1, Compliment Them On Something: “There are 2 things everyone needs to be great at to succeed here in sales. The first is they must be a good culture fit and work well as part of a team. No drama. No politics. No hidden agendas. I get the sense that you’d be a good culture fit here.”
Step 2, Challenge Them: “But the second thing someone needs to succeed here is real grit and determination to succeed. I need someone who can consistently hit quota and generate sales with ZERO excuses. Someone who can chew meat right off the bone. A REAL closer – and my concern is that is not you.” 
Shut up and see what they say. If they handle that objection well, I’ll keep playing.

After I’ve Gone Through Each Position On The CHF (Or At Least The Last 2 Or 3):
· I’ll turn it over to them: “What questions do you have for me?” I want to hear good questions about culture, training, room for advancement and questions about our goals and vision, not just about time off and benefits.




If I Want To Move Ahead:
· Go over the Position Scorecard in detail, explaining what will be expected of them and what a “normal day in the life” will look like.
· IMPORTANT! Stress the expectation of sales activity quotas and sales performance standards. If you want them to make 100 dials a day, make sure they are crystal clear that is what the job consists of. 
· I make sure they fully understand we track and record all activity and why. I show them the dialer and the reports.
· I make sure they understand we expect them to follow scripts and processes.
· I explain the culture here, and what it takes to succeed and what will get them fired.
· I go over the compensation for the position if it hasn’t been brought up yet.
· If THEY want to move ahead, we ask them to put us in contact with their previous bosses and arrange for them to meet with 3 or 4 other team members.

Notes:
	

	

	

	

	

	






Step 7: Talk To Previous Bosses
I ask the candidate to make the introduction to their previous boss. When I call their boss, I identify who I am and tell them I’m considering hiring their former employee for a sales position and that I’d like to talk to them about that person and their performance.
If their previous boss doesn’t respond to my calls and e-mails after 2 or 3 attempts, I’ll go back to the candidate and ask for their assistance. Remember, check with an attorney to know what you can and cannot ask in your state.
When you get their boss on the phone:
· Open: “Joe said he was hired as an account manager for your organization back in October of 20XX and left in January of 20XX. Is that correct?”
· “What can you tell me about Joe? What was he like to work with?”
· Confirm that the sales numbers, results, quota, etc., are all consistent. “Joe said he hit quota 11 out of 12 months last year. Is that correct? He also said he was always #1 or #2 in performance, is that right?” Do this for everything the candidate shared with you in the interview.
· “Joe told me he earned $X, is that correct?”
· “Joe said you would rate him as an ‘Excellent’ employee because X, Y and Z. Is that right?”
· “Did Joe take criticism and feedback well?”
· “Was he a fast learner?”
· “What did he struggle with most on the job?”
· “Was he excellent at getting the details right on contracts and orders?”
· “Did he use your CRM and tech well?”
· “Did he consistently show up early and work late or was he a bit lax on that?”
· “What were Joe’s greatest strengths? Weaknesses?”
· “Did he play well with others?”
· Confirm their reason for leaving (they quit, were fired, laid off, etc.).
· “As his manager, what would you suggest I do to get the best performance out of him?”
· “Anything else I should know?”


Hiring Red Flags
· If they show up late, disheveled or dressed messily.
· If they are jumping around a lot from job to job and/or have big unexplained gaps in employment. This is worse if they are trending DOWN in income and status.
· If you feel they are hiding something. Trust your gut.
· If they get belligerent or agitated with you during the interview. However, a really good sales rep DOES have ego and confidence, and that’s a good thing. I want to see professional disagreement if you challenge them. 
· If they simply are mediocre at all their jobs. A top performer is consistently a top performer everywhere they go, EVEN IN BAD CIRCUMSTANCES. 
· If they talk bad about their previous employer in an immature way. It’s perfectly okay for someone to be critical, but they should do it in a professional manner.
· If they don’t want you to talk to a previous employer and they don’t have a legitimate reason as to why. An example of a legitimate reason for NOT wanting you to talk to their previous boss is that they left due to sexual harassment or are in a lawsuit with them for pay due.
· If their previous employer won’t talk to you other than to verify dates of employment or simply won’t return a call. Get your candidate to arrange the interview.
· If what they said in the interview is grossly inconsistent with what their direct boss says.
· If they were given a book of business and didn’t have to hunt. (Proceed with caution IF your sales role will require them to build a book of business entirely from scratch and cold prospecting.)
· If they make a lot of excuses for poor performance and don’t take any ownership.
· If they cannot tell you their weaknesses or what they don’t like to do or aren’t good at.
· If you sense they have a giant ego and won’t take critical feedback or follow your process.
· If they were a sales manager and not prospecting/closing, and the job is to be a rep. NOTE: If someone has been in a management role for a long time, it’s often difficult for them to take a step back to be a rep.
· If they were self-employed for a long time or attempted to start a business and failed. First, it may be difficult for them to get back into a structured employee role. Second, if they started a business and failed because they couldn’t make money selling their OWN services, how are they going to make money for you selling YOUR services?
· If you don’t feel excited about hiring them. Trust your gut. 

Hiring Tips

Go on Indeed, LinkedIn, ZipRecruiter, etc., and look for other MSPs or professional services firms advertising sales roles to get an idea of the salary being offered, job description, etc.

There are also alerts you can get from Indeed and ZipRecruiter on NEW résumés posted that match a keyword you’re looking for, like “Telemarketer” or “Sales Development Rep.”
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Sample Job Scorecard: Outside Sales Rep (Hunter)
Position Overview: 
To contribute to the company’s growth goals by finding and closing X new managed services and IT project clients per month (an average of Y per quarter) and securing $XX,000 per month in new MRR ($XX,000 per quarter).
Top 3 Results: 
· To close a minimum of $XX,000 in new MRR sales and projects per month ($XX,000 per quarter), with a stretch goal to $XX,XXX per quarter ($XX,XXX per month).
· To conduct sufficient prospecting activities (per the sales playbook and plan) to ensure quota is met every single month. 
· To follow and help improve the company’s sales playbook process to maximize sales closed, keep profit margins high, overcome objections and ensure quota is met every single month without fail.
Other Tactical Work and Responsibilities: 

· Assist in the planning and implementation of prospecting campaigns to build a sufficient pipeline of new opportunities to ensure quota is met every month.
· Create and follow the company’s sales activity plan, working backward from quota, to meet or exceed monthly and quarterly sales targets.
· Schedule and conduct sales meetings with new prospects for the purpose of closing them on our managed IT services.
· Prepare and send pre-meeting materials (Shock-And-Awe) to all new prospects prior to the first meeting.
· Research, prepare and accurately price new proposals so that a minimum X% of gross margin is ensured and the client’s needs are met.
· Properly use the company’s CRM to track activities, ensuring all conversations, meetings, next steps and other pertinent data are properly documented in the company’s CRM.
· Assist in the collection of money where necessary for new clients.
· Ensure all paperwork and contracts are completed accurately and filed properly.
· Assist the technical team in onboarding the client via a hand-off meeting.
· Ask for and follow up on referrals.
· Monitor the company’s competitors for the purpose of gathering market intelligence and providing input on areas where the company needs to improve to be more competitive.
· Provide the CEO with a weekly sales pipeline and activity report of new prospects (leads) reached, new initial appointments sat, new proposals generated, the dollar amount generated, estimated close date and probability of the deal closing.
· Meticulously follow the company’s sales playbook and assist in finding ways to improve its overall effectiveness.
· Assist in working trade shows, events and webinars for the purpose of finding new clients and opportunities.
· Actively participate in weekly sales, productivity and leadership training.

Skills Required:
· Deep understanding of the company’s target market, USP and products.
· Excellent negotiation and sales skills.
· Deep understanding of our sales process and playbook.
· Current knowledge of competitors’ strengths and weaknesses.
· Excellent organizational, time management and problem-solving skills.
· Ability to assess a technical problem and quote an appropriate solution.
· Excellent attention to detail.
· Advanced skills with Word, Outlook, Publisher and Excel. 
· Ability to communicate professionally and effectively via e-mails and in person.
· 


Sales Management 101
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Sales Management And Leadership Playbook
The Sales Manager Is Responsible For Ensuring The Following:
· All salespeople have, and clearly understand, their quota and performance standards AND are being held accountable to them. 
· Sales activities and objectives are mapped out, using backward planning from quota, to ensure ALL reps have an activity quota and performance standards in addition to their results quota.
· Key sales activities and performance metrics are measured and accurately reported on.
· All salespeople have playbooks that detail how to do the job successfully and are trained and held accountable for following them.
· New sales reps are onboarded and trained properly so they can get up to speed fast and start producing as quickly as possible.
· Weekly training for all reps is conducted, including role-play, review of call recordings, joint sales meetings, playbook review, etc.
· A weekly sales and marketing meeting is held to review overall performance, plans, activities and quota of the marketing and sales function. 
· Weekly one-on-one meetings with each individual sales rep are conducted to provide coaching and to review their sales pipeline.
· Assist the sales team in closing deals, including riding along to sales meetings, helping to do follow-up, assisting with objection handling. 
The Sales Manager Also Needs To Do The Following:
· Create and manage sales compensation plans. 
· Create (write) playbooks and scripts.
· Creating rewards and recognition systems.
· Rank sales staff by performance, deal with poor performers and reward top performers.
· Ensure CRM systems and tools are being used properly.
· Ensure the marketing team is supporting the sales staff (Shock-And-Awe materials created, inbound leads generated, lists cleaned and properly loaded into dialers, etc.).
· Ongoing recruiting for new reps is happening, including the maintenance of a “bench” of top performers you’d like to have on your team. 
· Creating and updating sales playbooks.
· Maintaining a productive, healthy company culture by eliminating drama, handling conflict and not allowing bad behaviors.
· Directing the service department and leadership on how to effectively compete in the marketplace in general and with specific, direct competitors. 

5 Irrefutable Signs It’s Time To Fire A Salesperson
1. They behave in an unethical manner. Clearly, anyone caught in a big lie, or repeatedly lying, stealing from the company, including intentionally gaming or cheating a compensation plan, falsifying information or attempting to cover up their bad behaviors, are all reasons for termination. Same with anyone saying or doing things that are racist, sexist or grossly inappropriate.

2. They aren’t hitting quota AND aren’t doing sufficient activities to demonstrate they’re trying to hit quota. By far, this is the biggest mistake sales managers and companies make. Often the person is making some sales, but nowhere near what they need to. Further, you might like the person. They might fit in well with the company’s culture. Clients may love them. All of this makes the decision muddled for many. But the bottom line is they MUST hit quota or they can’t stay on the team. Now, before you do anything, make sure you have 1) CLEARLY DEFINED quotas, 2) worked out an activity plan with them, working backward from their quota, to ensure you’ve defined what it will take to succeed, and 3) coached them weekly, even daily, to monitor activity and ensure they’re keeping their activity commitments. If you’ve done all of that yet they keep coming up with excuses for why they can’t, they’re a dud. Let ’em go.

3. They’ve got a very negative attitude toward you and the company. I learned this hard lesson a long time ago: sour milk NEVER turns fresh. Obviously, this goes beyond just salespeople. Negative detractors can destroy your company from within with their passive-aggressive actions, and you can bet they’re working to bring others to their side, creating an even bigger mess if you don’t nip it fast. But sometimes the salesperson is actually great at their job. They’re hitting or exceeding quota and bringing in revenue. In that case, the decision gets a lot more difficult; but if you allow them to stay on, you’re asking for a giant blow-up later on when they either eventually leave and blow everything up right before they walk out or they create a cancer in your culture that explodes like an atomic bomb when you least expect it. 

4. They don’t play well with others. Some salespeople, particularly the good ones, can turn into prima donnas who think they walk on water. They know they’re stars and therefore act like spoiled brats. Don’t allow it. Yes, a good salesperson should be honored and respected by others; after all, their actions help pay the bills. But don’t allow someone to get so high-and-mighty that they destroy your team, being disrespectful and breaking rules, they think they don’t have to follow.

5. They aren’t coachable and aren’t applying what they’re learning. All new salespeople will have a learning curve – but they should be able to pick things up relatively fast. If you find yourself having to remind them repeatedly about how to do basic responsibilities – create reports, use your CRM properly, get contracts signed and processed correctly, follow your sales scripts and sales process – let them go. 


7 Bad Behaviors You Should NEVER Tolerate
1. Consistently showing up late or not at all; leaving early, taking long breaks and not working while at work. Also, consistently calling in sick on Monday mornings and/or Fridays is a sign they are not committed to doing a top job. 
2. Not performing ALL job duties. This includes failing to make prospecting calls, not completing reports accurately and on time, not using the tools you provide (CRM), not completing contracts and paperwork properly, etc. Bottom line: if you must constantly beg, babysit or remind someone to do their job, they gotta go.
3. Consistently failing to hit activity quotas that are clearly communicated, ESPECIALLY if they are not hitting sales quota. Depending on how little they’re doing, I’ll fire someone after 3 or 4 weeks of non-performance.
4. Consistently failing to hit sales quota, EVEN IF they are doing sufficient activities (dials, meetings, etc.). I’ll give someone 3 months max. If they aren’t making progress by then, I let them go. 
5. Complaining to team members about things and people in the company that person has no control over (DRAMA!).
6. Rudeness, passive-aggressive behavior, bad attitudes, yelling at or fighting with others.
7. Any type of racist, sexist or discriminatory behaviors or comments. 
The minute you see bad behavior, CALL IT OUT and DOCUMENT it. 


6 Steps To Addressing Bad Behavior
Meet with the person one-on-one instead of doing this in front of others. However, if the behavior could trigger a lawsuit, have a senior member witness the meeting with you. You can also bring in an HR consultant or attorney if necessary. Be prepared to hear them out as well. They are likely to defend their behavior and might have a legitimate reason for acting in the manner they did.

1. Stick To The Facts About The Behavior, Not The Person
Example: “Your teammates have witnessed you leaving 10 to 30 minutes early on a regular basis. Last Tuesday, you left at 4:50 p.m. On Monday you left at 4:45 p.m. and yesterday you left work at 4:30 p.m.” VS. “You’re not willing to work and are constantly leaving early.” Which leads me to the next rule…

2. Don’t Embellish Or Exaggerate
Avoid using words such as “always” or “never.” If you say, “You never prospect,” but a rep has done prospecting calls, you’ll invite debate and pushback. This is why it’s important to have SPECIFIC activity quotas. Example: “As you know, your prospecting quota is 100 dials a day. This week, you missed that quota 3 times, on Monday, Wednesday and Thursday, making 60, 32 and 44 dials.”

3. Identify The Rule Or Policy Violated
Of course, you need to HAVE clear rules (scorecard) and a culture code to begin with. It’s not fair to issue a ticket for speeding when there’s no speed-limit sign posted. 

4. Explain Why It’s Unacceptable
“Failure to prospect sufficiently will lead to missing quota. It’s also an important part of the job you’ve been hired to do, which is why it’s on your scorecard as a minimum.”

5. Convey Consequences And A Time Frame For Correcting The Behavior
If it’s a first offense and a minor bad behavior, let them off with a warning, but still document it. If it’s becoming a pattern, up the consequences to threatening termination. If it’s at this level, you probably WILL end up firing them or they’ll end up quitting, so be ready for it. Example: “If you continue to leave work before 5:00 p.m., we will terminate your employment. We expect you to correct this behavior immediately and will be monitoring the time you leave the office daily.” 

6. Give An Official Write-Up With A Signature
ALWAYS document your warnings and discussions in some manner. In most cases, a summary e-mail will suffice. However, if the behavior is serious (sexual harassment, for example), write up a disciplinary report, go over it with them and ask that they sign it to indicate they have been warned, with immediate termination if the behavior continues. Signing should NOT indicate that they agree with you but simply that the warning has been issued. Have someone in the room to witness the discussion (laws vary by state; get with an HR attorney to know what your employment laws are and how to handle these matters).

3 Metrics To Measure And Manage By
Pearson’s Law: “When performance is measured, performance improves. When performance is measured and reported back, the rate of improvement accelerates.”
1. Sales Results
2. Pipeline Performance
3. Sales Activities
Examples Of Sales Results:
· New MRR/ARR Closed
· Money Collected
· Gross Margin Dollars Closed And/Or Collected (Projects, Hardware)
· Referrals Secured
· Appointments Sat (For SDRs)
Examples Of Pipeline Performance:
· New Prospects Pitched (What % Of Unique Prospects Called Did They Actually Talk To?)
· Appointments Scheduled (FTAs, QBRs)
· Appointments Sat/Held (For Senior Reps, This Is A Pipeline Performance Metric)
· Attendees Registered For A Webinar, Seminar
· Increase In Client Spend/Profit
· Opportunities Opened
· Proposals Generated (And Dollar Amount Of Each Proposal)
· Close Rate On Proposals, Opportunities, FTAs
Examples Of Activities:
· Dials Made
· Digital Outreach (E-mails, LinkedIn Messages)
· Follow-Up Activities (Calls, E-mails, Letters)
· Networking Events, Trade Shows Attended
· Canvassing
· Other Prospecting Activities Completed (Webinars, Speaking, Etc.)

You Get What You Inspect, Not What You EXPECT!

How To Do Reverse Planning To Hit Sales Goals
Pipeline Numbers To Track For An Account Executive (Hunter):
· Average sale/opportunity closed
· Percentage that buy your “high-end” plan (breakdown of what is sold; for example, just managed or managed PLUS advanced cyber, compliance, etc.)
· Close rate from the proposal stage and FTA (first-time appointment)
· Percentage of opportunities that go to proposal
· Number of FTAs sat (opportunity should be opened)
· Number of FTAs scheduled per month/quarter
· Number of qualified leads generated (MQLs) per month/quarter
· Total number of RAW leads generated per month/quarter
Example:
Goal: Add $5,000 of new MRR per month to your business from NEW clients.
· $5,000 per month x 12 months = $60,000 in new MRR, or $720,000 ARR added.
· Your average MRR is $2,200 per month ($26,400 per year).
You need roughly 27 or 28 new clients in a year, or 2 to 3 per month. Working off 28 new clients:
· At an 80% close from proposal, you need 35 proposals, or 3 per month.
· If 70% of your FTAs move to the proposal stage, you need 50 FTAs, or 4 per month.
· If 60% of your MQLs book an appointment (FTA), you need 83 MQLs, or 7 per month.
· If 50% of your raw leads are qualified (MQLs), you need 166 raw leads, or 14 per month. 
· If 2% of your Farm List convert to a lead, you need a Farm and Unconverted Lead list of 8,300 combined, and actively prospect 692 per month. 
Remember, a good outside sales rep can (should) help generate their own leads BUT cannot be expected to prospect 692 people a month, so you will have to provide marketing support.
They CAN work referrals, make prospecting calls, attend networking events and trade shows, and even do canvassing to generate their own leads. 



Questions:
· Where are YOUR metrics right NOW in these areas? Remember, the above is a simple example. YOUR numbers are what matter when planning. 
· How can you increase the average sale (MRR) and annual client spend to reduce the number of leads and clients you need to hit your goal?
· How can you make sure your marketing and sales activities are focused on highly qualified prospects who are likely to spend $3,000 or more on outsourced IT services and support, requiring FEWER clients, leads and sales activities to hit your goal?
· A 2% response rate is a gross generalization. Don’t overlook more effective campaigns like referrals, strategic partnerships, speaking opportunities, etc.


Reverse Planning To Hit Your Sales Goals

What’s Your Sales Goal For NEW Business This Year?	________________
· Your average sale/opportunity is:					___________________
· Close rate (percentage) on proposals: 				___________________
· Percentage of FTAs that go to proposal: 				___________________
· Percentage of MQLs that schedule an FTA:	: 		___________________

Now Calculate:
· How many clients do you need?					___________________
· How many proposals do you need?				           ___________________
· How many FTAs do you need?				            ___________________
· How many qualified leads do you need?			           ___________________
· How many RAW leads do you need?		    	           ___________________
· At a 1% response rate, how many prospects
do you need to target? 						_________________

How many prospects per week? ___________________


How To Ramp Up A New Outside Sales Rep (Hunter)
This is by no means a definitive, comprehensive onboarding checklist since situations vary. Modify accordingly.
Month 1:
· Get settled into your desk (desk, e-mail, laptop, phone set up) and schedule weekly meetings, training and daily huddles.
· Start company training. Who you are, what you do, your target market, etc. Also train on core values and culture.
· Set up CRM account and start learning how to use it. Idea: have them do some list cleaning and building so they learn what a good prospect is and start getting practice with the CRM. I would not make this an ongoing activity.
· Change social media profiles.
· Meet with key employees to understand what they do.
· Start studying the sales process for your organization.
· Have them shadow a senior sales rep (or you the owner) on sales appointments, including QBRs.
· Start prospecting for appointments by month end for a senior sales rep (or you the owner if you’re doing sales). Have them do the SDR role, including sending out Shock-And-Awe materials, confirming appointments, rescheduling them, etc. 
Month 2: Continue the above training plus…
· Start role-playing (practicing live with you) qualification questions, the discovery meeting, FAQs, objection handling, etc.
· Start learning how to put together proposals and contracts by doing it for a senior sales rep for new and/or current customers. 
· Start learning how to open opportunities and move them through the pipeline stages you have set up for tracking. 
· Start providing weekly reports to the CEO or their sales manager.
· Ramp up list cleaning and prospecting for appointments they will ride shotgun on but won’t lead. They should be successfully booking appointments by the end of the month and know how to use the CRM.
Month 3: Continue all the above plus…
· If they aren’t doing this already, have them start doing the qualification calls with inbound leads and booking those appointments. They should be booking appointments by now with opportunities open from their prospecting activities.
· Have them start taking the lead on sales meetings with prospects, but with you or a senior rep with them for support. 
· Continue to train and coach on the sales process. This is ongoing, but the rep should be learning quickly and coachable. 


 The Weekly Sales Meeting Agenda

General Strategy:
· Make sure everyone on the sales and marketing teams attend. It’s important that they are working together as a team.
· Have it at the same time every Monday morning. We hold ours at 9:00 a.m. to give the team time to prepare.
· We do Monday morning because our clients are most busy then and not as likely to take sales calls. It also sets the tone for the week. 
· The meeting should last no more than 60 minutes. 
· Document meeting notes and track goals in a shared “document” on Microsoft Teams, Basecamp, etc., where everyone has access. 

Prior To The Meeting:
· Review all sales reports from the previous week and check for accuracy and progress on hitting quota. My reps are required to submit reports by Thursday, close of business. We run the week Friday to Thursday to give us Friday to compile reports.
· Check self-reported numbers against what our CRM and dialer reports are showing to look for discrepancies.
· Review call volume and activities for the previous week.
· Review your CRM/reports to see if a rep is falling behind on a call list.
· Review where each rep is in relation to their goal. Identify areas that are lagging.
· Spot-check calls.
· Spot-check inbound leads.
· Review notes from the previous meeting (projects, marketing initiatives, areas to improve, etc.) so you can be prepared to ask about them.

At The Meeting:
· Start out general good news and praise for those hitting quota.
· Go over news and updates that apply to the sales department including a change in process, new technologies, new products and services being offered, new hires and any other general company news and updates.
· Talk about a client success story or testimonial to reinforce the GOOD work you do.
· Review the status of the sales department’s goals for the month and the quarter (overall).
· Have the marketing department give an update on:
· Where they are on their monthly and quarterly goals for MQLs, registrations, etc.
· The performance of current campaigns running, what’s working and what’s not.
· New campaigns planned so everyone is aware of what’s coming up.
· Have each rep talk about their individual performance:
· What results (appointments, sales) did they get in the last week.
· Where they are to their monthly quota.
· What’s working, what’s NOT working and where they need help.
· Their current strategy (who they are calling on, how they will hit quota).
· Commitments for the upcoming week.
· Open the floor to anyone with a question, problem or idea.
· End with a contest, game or some other uplifting exercise.
· DOCUMENT YOUR DISCUSSION! Summarize and capture everything discussed on a shared portal or document. We use a weekly PowerPoint that summarizes everything.

The Daily Sales Huddle
In addition to your weekly meeting, I recommend a quick 10- to 15-minute daily huddle with the sales team to check in. 
· Have it at the same time EARLY every morning (7:30 a.m. or 8:00 a.m.), as soon as people get in to work.
· It shouldn’t last more than 15 minutes.
· Have the entire sales team attend (also marketing, if applicable).
· Start off with good news and “wins” from the day before.
· Have them report on sales activities and outcomes from the previous day (dials, appointments booked, proposals generated, sales closed, etc.); if they are failing to complete activities or produce results, call them out on it.
· Discuss any news or updates that need to be conveyed.
· Ask if there are any problems, challenges or help needed. 
· Reset goals for THAT day based on what they did yesterday.


One-On-One Sales Meeting
This is a private meeting with each rep that you should conduct no less than once a month, ideally every week. If you’re tracking their performance weekly (as you should), this meeting shouldn’t take more than 45 minutes, possibly more if they’re a new hire ramping up.
Prior To The Meeting:
· Review where each rep is in relation to their quota. Identify areas that are lagging.
· Check sales activities and overall performance. What are they doing right? What are they failing to do or what do they need to improve on?
· Check their pipeline (how many opportunities opened, what stage, how many are new, how many are past due).
· Review notes from the previous meeting (projects, marketing initiatives, areas to improve, etc.) so you can be prepared to ask about them.

At The Meeting:
· Ask how they’re feeling. Good? Anxious? Excited? Get their general mood. 
· Celebrate success and give praise for good performance and behavior. 
· Ask them to assess their own performance.
· “How do YOU think you’re performing?”
· “What do you think you’re doing right?” 
· “What do you think you need to improve?”
· Review commitments they made previously for sales activity and performance; did they keep their commitment? Why or why not?
· Talk about where they are in relation to their quota. If off track, why? What’s causing them to fail? What problems and obstacles are they facing?
· Talk about their activities. Are they doing enough activity to produce the results they need? Why or why not? 
· Review their pipeline. Where are they stuck? What do they feel is the real probability of each deal closing? Where can you help them get deals moving again?
· What training, tools and support do they need?
· What problems, obstacles or blocks are they facing? 
· Get them to commit to an activity plan or set of goals over the next week. Write them down so you are both clear. You will ask about them in the next meeting.
· DOCUMENT YOUR DISCUSSION!!!
Notes:
	

	

	

	

	

	

	

	

	

	

	







SDR Strategies For 
Appointment-Setting Success
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Benefits Of Hiring An SDR (Sales Development Rep) 
For Booking Appointments
· They will FORCE you to do prospecting and marketing.
· They will ensure you don’t get busy and drop the ball on following up with referrals and other inbound leads (their job is to process these).
· They will allow you to reach prospects you won’t get any other way.
· A good hire will dramatically improve the response rates to ALL marketing and advertising you do.
· They will help you build and clean a QUALIFIED list of prospects you might not be able to buy, find or rent anywhere else.
· It gives you another way to gather e-mail addresses.
· They will find FUTURE opportunities (someone in a contract today but open to a competitive bid in the coming months).
· They will take a LOT of detail work off your plate, including confirming and rescheduling appointments, sending out your Shock-And-Awe materials, follow-up calls and paperwork.
Tip: If you have a good salesperson, or if YOU are a good salesperson (or the ONLY salesperson), hire someone to schedule appointments. It will take a LOT of the grunt work off their/your hands so you can focus on selling and closing, AND it’s better positioning for them/you. 

Notes:
	

	

	

	


Surefire Ways To Fail And Waste A Lot Of Time And Money
With Building Your Appointment-Setting Team

· Outsource it without heavy involvement and management of the person. Our recommendation is NOT to outsource this role, but if you insist on going this route, be sure you manage the SDR person or team as you would your own employee.
· Have unreasonable expectations for results. Example: You hire someone without any phone or sales experience, give them zero training, zero feedback, zero marketing support and expect them to succeed.
· Hire someone to set appointments but have them do a ton of non-appointment-setting activities (admin work, list cleaning, stuffing envelopes, etc.) and STILL expect a ton of appointments.
· Hire the wrong person, then let them hang around too long, hoping they’ll get better. The longest I’ll keep someone not performing is 1 month, and that’s ONLY if they are still positive and genuinely trying to improve.
· Force your marketing admin to make calls. Or your techs. Or your wife. Or anyone else not qualified to do the job.
· Give up after a bad hire instead of starting with a new rep and working on this UNTIL you figure it out. 
Notes:
	

	

	

	

	


The Top 10 Best Strategies I Can Give You
To Make Your SDR Team Productive

1. Only hire someone who has been successful at making outbound, prospecting calls in the past and has a track record for hitting quota. Ideally, they should have experience in making 50 to 100+ dials a day. 
2. Give them a dialer/CRM to track their calls and increase productivity. Also, get them a quality headset and phone.
3. Have an admin do list cleaning so they aren’t having to spend hours cleaning up lists; simply have them mark someone “Needs Cleaned” in your CRM so your admin or marketing person can handle that. 
4. Send out a marketing campaign before the call, especially a memorable package in the mail with a good sales letter.
5. Follow the processes and scripts we give you in the Appointment Generating Miracle and the prospecting campaigns where you are using telemarketing as ONE TOUCH in multiple touches using e-mail, direct mail, LinkedIn, etc. 
6. Give your reps good, qualified, clean lists to call. Inbound leads are always the best, or prospects who have clicked on an e-mail recently (blog post), attended a webinar, engaged with you on social media, etc. 
7. Give your reps a playbook and constant training. If you allow your reps to “wing it,” as opposed to following a strategically designed process, the chances of them succeeding are slim to none. And if you DO find someone who’s excellent, and they leave, all your intelligence on how to book appointments leaves with them.
8. Try to hire 2 at the same time and keep recruiting. This is a position that has a lot of turnover, similar to an entry-level tech. If you want 1, hire 2. 
9. Overpay. Pay more than the industry average for top performers to attract and keep top talent. 
10. Take at least one hour a week to listen to their calls with them and provide coaching and training. Also watch their daily activities, percentages, results, etc., on a WEEKLY if not daily basis. Don’t wait until the end of the month.

Example Job Ad For An SDR
Experienced Sales Development Representative Needed For Immediate Hire

Because we’re growing, we are looking for a full-time SDR (sales development representative) to join our team of high-performance sales and marketing consultants! In this role you’ll make outbound calls and follow up on inbound leads to schedule consultations for our senior marketing advisors. 

Here’s What You’ll Receive: 
· Very competitive base salary and bonuses.
· Two weeks’ paid time off as well as all major holidays.
· The opportunity to be promoted to grow your career.
· Extensive training, coaching, marketing support and tools to help you succeed.
· Health insurance, dental and vision benefits.
· Cell phone reimbursement.

You MUST have experience in successfully booking sales appointments and/or other relevant phone sales experience. As an SDR, your job will consist of:

· Calling qualified leads to book appointments and/or register them for webinars and other events.
· Following up on referrals and inbound leads to schedule marketing consultations for our advisors.
· Supporting our senior advisors by sending out marketing materials and confirming appointments.

You’ll Fit Right In If:
· You want to join a company that is known for excellence, has a solid track record and reputation and a strong culture supported by core values it truly adheres to.
· You love a fast-paced, high-performance environment where office politics, gossip, drama and negativity are NOT tolerated. 
· You want to work for top performers so you can learn and grow your experience. 
· You are a driven, focused, proactive learner who isn’t afraid to ask questions or ask for help, and welcomes coaching and direction. 
· You like the idea of working for a smaller company where your ideas and contributions are welcomed and help contribute to the company’s success, direction and growth. 

About Us: 
We are the largest, fastest-growing marketing consulting firm in the world for small and midsize IT services firms. We offer marketing consulting, training, workshops and services to MSPs, MSSPs and IT services firms. We also run the largest C-level peer group in our industry and a media firm that provides marketing services to the large corporate tech companies in our industry.

ALL CANDIDATES MUST WORK OUT OF OUR FRANKLIN, TENNESSEE, OFFICE AND MUST BE A US CITIZEN. TECHNOLOGY MARKETING TOOLKIT IS AN EQUAL OPPORTUNITY EMPLOYER.
Please apply ONLY if you have at least one year’s experience in telemarketing, appointment setting and/or inside sales. You must have a proven track record of success. To apply, please send your résumé, along with a cover letter detailing why you think you’d be a great fit to join our team, to jobs@technologymarketingtoolkit.com. You may also call our office for more information at 615-790-5011. 


TMT’s Job Scorecard For An SDR

[bookmark: _Toc34021893]Mission Of The Position:
To facilitate the productivity of our senior sales reps by assisting in finding, developing and booking appointments with qualified prospects so the company may hit its growth targets. 
Reports To: Sales Manager
Key Results:
· [bookmark: _Toc34021894]Secure at least 21 qualified appointments per month.
· Maintain a 65%+ sit rate for the appointments you book. 
Job Responsibilities:
· To show up on time and work a full 8-hour day in the office.
· To complete at least 6 focused block hours of dials per day to ensure no less than 125 dials per day (625 dials per week).
· To participate in weekly sales meetings and daily huddles to report your progress, provide input on campaigns, report problems and get help with challenges you face.
· To call (follow up on) inbound leads to qualify and book consults for our Senior Advisors, following the process outlined.
· To make outbound calls to various lists of prospects as directed. This includes making the calls on the days they are supposed to be completed, according to that campaign’s cadence, scripts and process.
· To accurately track all activities (calls, contacts, scheduled appointments, sat appointments, etc.) and submit those reports by Friday, close of business, for that week.
· To confirm and concierge all appointments you book, as well as self-booked appointments assigned to you.
· To assist in qualifying, confirming and rescheduling self-booked appointments.
· To follow up on no-shows and cancellations to attempt to reschedule them.
· To keep detailed notes on calls and communications in our CRM.
· To use the CRM, AppointmentCore, dialer and other tech CORRECTLY.
· To prepare and send pre-meeting materials to appointments you book. 
· To be aware of all current mailings and promotions so you can answer questions when asked by prospects you’re calling on.
· To be a serious student of this sales playbook and process so you follow it to the letter, offering suggestions on how to make it better.
· To actively participate in our book club and other training programs.
· To assist at events in booking appointments or managing the booth.
TMT Example Of Our Onboarding Checklist 
And Training For A New SDR

NOTE: This template is simply an example of what we currently do when hiring a full-time appointment setter and should NOT be used “as is” without consideration of the specific job you have hired them to do. This is constantly evolving and changing, which is why we use Basecamp to store each employee’s scorecard and onboarding process.

Settle In And Get Your Office Ready:
· Get your new PC and network account set up (see our IT company).
· Log in to your new e-mail account.
· Learn your phone extension and set up your voicemail.
· Get your office key card and door fob for access; learn the alarm system.
· Learn how to get into the office using our security system.
· Set up your Teams account and know how to use it for messaging.
· Know how to access the Teams Channel with metrics, goals, scripts, playbooks, etc.
· Set up your Keap account (log in, update contact details).
· Log in to the Dashboard.
· Let the office manager know of any office supplies you might need.

First Week’s Learning And Action List:
· Complete W-4, I-9, and give voided check to office manager to get payroll started.
· Watch the company’s Cybersecurity and Acceptable Use training video.
· Ready and sign the company Acceptable Use Policy and give to office manager.
· Watch the Company History and Overview video at least twice. Prep questions and bring them to the daily huddle or sales meeting.
· Review our company Mission and Core Values.
· Schedule a quick, 10-minute call with team leaders to understand what they do.
· Schedule time with Database Administrator to learn how to do list cleaning.
· Begin to read and memorize the scripts for the Godfather campaign, including outbound calls, voicemails, objection handling, confirmation calls and reschedules.

Second Week’s Learning And Action List:
· Spend 3 to 4 hours a day doing list cleaning and learning your way around Keap. The goal is for you to learn how to identify a “sweet spot” client and what is not our ideal target customer. 
· Start getting comfortable updating fields in Keap, making notes, completing forms and tagging. Ask lots of questions of your peers.
· Spend at least 2 to 3 hours a day shadowing existing SDRs while they make calls. Have the Playbook and scripts with you so you can review their daily tasks, routines and activities.
· Learn how to use the phone (transfer a call, put someone on hold, put someone into conference, etc.). Make sure you have a “cheat sheet” by your phone.
· Get with CRM Administrator for Keap training. Specifically, you need to know how to PROPERLY update a record, schedule tasks and callbacks, add notes, mark someone for deletion, look someone up, MERGE duplicates (get help on this), etc.
· Have Keap Administrator set you up with an appointment-booking survey page, Keap Dashboard widgets and AppointmentCore access.
· Learn how the entire Godfather campaign works; make sure you have studied the sales letter and know the steps (and web pages) in the process.
· Learn how to use the dialer, list loading and disposition definitions.
· Schedule time with your sales manager, 2-3 peers and 2 other employees to role-play scripts.

Third Week’s Learning And Action List:
This week you’ll be calling and confirming another rep’s appointments. The purpose is for you to start getting comfortable with making calls, using the various software and tools we use (Keap, the dialer, AppointmentCore, etc.).
· Continue to spend 2-4 hours shadowing existing appointment setters and ASSIST them in doing what they might need (creating a Shock-And-Awe site, confirming some appointments, conducting callbacks, etc.).
· Learn how to put someone on HOLD.
· Learn how to TRANSFER a call.
· Learn how to CONFIRM an appointment.
· Learn how to RESCHEDULE an appointment.
· Learn how to put together and send out a Shock-And-Awe box.
· Learn how to mark someone Do Not Call/E-mail and WHEN to do this.
· Learn how to link IFS, TurboDial and Outlook for proper operation.
· Memorize the Godfather, Confirmation and Reschedule scripts. Role-play with sales manager and fellow reps daily on these scripts.
· Learn our process for dealing with an upset or disgruntled customer/caller.

Fourth Week’s Learning And Action List:
Start making calls! This will be your first week with a batch of new leads. Your goal is to get at least 1-2 appointments scheduled this first week of calling.
· Continue to study and watch other reps (see previous week’s learning).
· Make sure you’re crystal clear on your DAILY responsibilities.
· Learn how to track your calls properly and submit a weekly report.
· Learn how to pull your own dialer report to check your activity.
· Make sure you know how to confirm appointments.

Fifth Week And Beyond
Your goal is to start ramping up to book and sit at least 10 appointments in your first 30 days of dialing.
· Learn how to properly handle INBOUND leads. This won’t be started UNTIL you’ve been productive setting appointments for at least 3-4 weeks.


Examples Of SDR Performance Metrics At TMT

Our Average Appointment Setter’s Averages For Opt-Ins
Note that these are RAW leads from various marketing campaigns offering free content. Not all leads will be qualified or interested in an appointment, but we call them all. That is why there is a low number of dials on a 5-call sequence. Often the phone number is bad or they are not qualified, so we don’t continue to call them. 

· Average Dials Per Prospect On A 5-Call Sequence: 2.8
· Pitched To Unique (Percentage Of Leads They Spoke To Live): 15%
· Booked To Pitched (How Many Conversations Turned Into An Appt): 60%
· Booked To Unique: 9%
· Appointments SAT: 61%
That means for every 100 raw leads, we’ll talk to 15, book 9 and sit 6.

Our SDR Averages For Outbound COLD Prospecting For An Appointment:

· Average Dials Per Prospect On A 5-Call Sequence: 4.1
· Pitched To Unique (Percentage Of Leads They Spoke To Live): 9%
· Booked To Pitched (How Many Conversations Turned Into An Appt): 16%
· Booked To Unique: 1%
· Appointments SAT: 61%
That means for every 100 prospects, we’ll talk to 9, book 1.4 and sit 0.9 (nearly 1 per 100).

Other Points To Keep In Mind:
· Pitched to dials, which is a metric that shows what percentage of dials get you to the decision maker, can vary from 3% to 6%. That percentage is much lower (1% to 3%) if you are doing cold outreach. Many MSPs get frustrated by this initially because they don’t understand these averages. 
· The numbers above are AVERAGES and not our best SDRs who can double or triple the above metrics. 
· Having an SDR work inbound leads vs. just e-mail follow-up increases the conversion to appointment by three times.
· One of the most difficult aspects of this is getting accurate numbers. Do NOT take any number as reported. Use a dialer and marketing automation tools for tracking, but also DIG into calls and make sure the SDR is dispositioning calls properly. It’s VERY common for an SDR to misclassify call outcomes. 
· PLEASE keep in the mind the list of variables on the next page. These ALL can impact performance. Far too many are quick to blame the campaign or the SDR, when there are other variables not in their control that suppress results.


Variables That Impact Results For SDRs
The following items will impact the end results and productivity of a rep. Make sure you take these into consideration when determining whether or not your SDR is doing a good job. 
· Inbound leads vs. cold outreach.
· Relationship (clients will be more responsive than unconverted leads, and unconverted leads will be more productive than cold prospects).
· Recency of outreach to initial inquiry (they opted in 5 minutes ago vs. 5 months ago).
· Preceding the call with a marketing piece (direct mail, e-mail, webinar, etc.). This often doubles the productivity of the calling campaign IF you mail something that is memorable, like lumpy mail, a FedEx, a book, etc.
· List quality (a dirty list will slow down an SDR and make them less productive).
· The script; what are they saying to the decision maker when they finally get them on the call? Can they overcome simple objections? 
· The offer (getting someone to say “yes” to free information, like a free report, eBook or webinar, is much easier than booking an appointment or registering someone for an in-person event).
· Tonality, confidence and skill of the SDR.
· Number of calls per prospect (5 or more calls per lead will produce higher results than 1 to 2 calls).
· Multiple touches vs. just a call. If a rep follows a call with an e-mail or social media message, response rates will increase.
· Tools provided (someone with a dialer will outperform a rep using a standard phone without a dialer). We doubled our results when we added in a dialer that makes multiple dials for the SDR. 


What To Track For Measuring SDR Performance
· Unique Prospects
This is the total number of prospects on the list they are calling on. 
· Average Dials Per Prospect
This is the average number of times a rep called a prospect. To get this, take the total number of dials and divide it by the total unique prospects that have been called at least once. This tells you if the rep is making all the calls they are supposed to in a campaign. For example, if the campaign calls for 5 calls over a period of 2 weeks and the average dial per prospect is less than 3, they are not making all the calls OR the list is unqualified. I would look for a 3.5 minimum on a 5-dial sequence.
· Prospects Pitched, First Time  
This is the first time the rep actually speaks to the DM (decision maker) live, not the gatekeeper or voicemail. The DM might say, “Not interested,” and hang up or they may have a successful conversation. REGARDLESS of the outcome, this counts as a prospect pitched. 
· Follow-Up Calls To The DM
We separate this from prospects pitched FIRST TIME so we don’t artificially inflate the connection rate from dial to reaching the DM.
· Appointments Booked
This could also be a 10-minute call scheduled, webinar registrations, etc. Essentially, you’re tracking the successful outcome of the call.
· % Of Pitched To Dials (Also Called Connection Rate)
This shows what percentage of calls (dials) result in speaking to the DM. Cold outreach may only be 2% to 3%, with the rest of the dials going to voicemail or being blocked by a gatekeeper. Inbound leads will have a higher connection rate.
· % Of Pitched To Unique
This is how many prospects the SDR speaks to directly. This can be anywhere from 7% to 24%, depending on who you’re calling (cold vs. warm prospects).
· % Booked To Pitched (Also Called Conversion Rate)
This shows how effective the rep is when they finally get to the DM. Cold prospect can be as low as 7%, with warmer prospects at 50%.
· % Booked To Unique
This shows the overall effectiveness of the campaign, offer and rep. This is the end response rate of a campaign and can be under 1% for cold prospects with no pre-call marketing to 2% or much higher for inbound.


How To Track Calls By Campaign And List
We recommend separate tracking of the above metrics based on these list segments and campaigns (below) instead of lumping them all together. 
Obviously an inbound lead will convert faster, with fewer dials and a higher rate of success than a prospect approached with pure cold outreach and no marketing to support the call; so, when comparing YOUR SDR’s performance against other SDRs, make sure you’re truly comparing apples to apples in the list and approach. 
Separating performance by list segments is also critical for activity planning to ensure quota is met. 
ALSO keep in mind the items outlined above titled “Variables That Impact Results For SDRs” when comparing your results with others. You might want to have additional groupings, but these are the most common.
· Pure cold outreach (no premarketing, no show of interest).
· Cold outreach to a Farm List to follow up on a marketing campaign sent.
· Engagements (blog clicks, website visitors, social media engagements, etc.).
· Inbound leads (prospect comes to you and shows interest).
· Client consults (for QBRs).



Example ROI And Cost Analysis For SDRs

(See The Appointment Generating Miracle On The Dashboard
 For The Actual Spreadsheet)
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Daily Activity Tracking For Setting Appointments

Name: ______________________________		Date: ______________________________________

The List You Were Calling On: __________________________________________________________

Total Number of Dials (Includes Call 1, 2, 3, Callbacks, Bad Numbers, Voicemail, Return Calls, But NOT Confirmation Calls)
1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59  60  61  62  63  64  65  66  67  68  69  70  71  72  73  74  75  76  77  78  79  80  81  82  83  84  85  86  87  88  89  90  91  92  93  94  95  96  97  98  99  100  101  102  103  104  105  106  107  108  109  110  111  112  113  114  115  116  117  118  119  120 

Daily Total: ___________________

FIRST TIME CALLING? (Circle ONLY If This Is Call #1)
1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59  60  61  62  63  64  65  66  67  68  69  70  71  72  73  74  75  76  77  78  79  80  81  82  83  84  85  86  87  88  89  90  91  92  93  94  95  96  97  98  99  100

Daily Total: ___________________

Number Of Prospects Pitched FIRST TIME (Where You Actually Spoke To The Decision Maker/CEO)
1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  

Daily Total: ___________________

Number Of FOLLOW-UP Calls To The Decision Maker/CEO
1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  

Daily Total: ___________________

Number Of Consults Booked
1  2  3  4  5  6  7  8  9  10  11  12  13  14  15

Daily Total: ___________________

Number Of Consults SAT
1  2  3  4  5  6  7  8  9  10  11  12  13  14  15

Daily Total: ___________________

Number Of Webinar Registrations
1  2  3  4  5  6  7  8  9  10  11  12  13  14  15

Daily Total: ___________________

Number Of Webinar Attendees Who Showed
1  2  3  4  5  6  7  8  9  10  

Daily Total: ___________________



The Marketing Coordinator Scorecard
Mission Of The Position: Reports To The CEO/CMO
To support the (CEO/CMO) in the implementation of the company’s marketing plan by organizing and coordinating the implementation of various marketing activities, ensuring that maximum results and a positive ROI are achieved.
Key Results:
· To ensure all marketing campaigns and projects are implemented correctly and according to plan (time frame, budget).
· To ensure the company’s list is kept at least 90% up to date, with accurate and complete contact information, correct classification, source information and no duplicates.
Job Responsibilities:
· Assist in finding, contracting and managing all vendors and 1099 contractors for implementing the company’s marketing plan. 
· Maintain, build and clean the company’s list in the CRM with error-free accuracy.
· Manage the people, process and productivity of list building and list cleaning.
· Manage the creation and production of all printed marketing collateral (Shock-And-Awe materials, books, brochures, business cards, etc.).
· Prepare and give the CEO weekly marketing reports on leads generated, the source of those leads, cost per lead, sales closed, conversion percentages and ROI.
· Organize and document the strategy, results and flow of all marketing campaigns and assets into the appropriate Microsoft Teams folder.
· Update, manage and post to the company’s social media sites according to schedule, as well as responding to comments and inbound leads.
· Assist in the production and sending of prospecting campaigns, both online and offline.
· Manage the inbound lead cleaning and follow-up processes to ensure all inbound leads are qualified, cleaned, tracked and followed up on according to our follow-up process. (NOTE: You won’t be responsible for managing the sales team, but you will assist the CEO in reviewing inbound leads to ensure they are followed up on as expected.)
· Manage the company’s website to ensure links and forms are working and accurate.
· Manage the production and sending of the company’s newsletter, blogs and drip campaigns.
· Assist in the production of seminars, trade shows and other marketing events.
· Manage the process of finding and sending client gifts for referrals, birthdays, anniversaries and other occasions. 

Example Job Ad For A Marketing Coordinator
Marketing Coordinator Needed For Immediate Hire
Because we’re growing, we are looking for a full-time Marketing Coordinator to assist in the organization, implementation and management of our company’s various marketing initiatives. In this role, you will be reporting to the CEO and working from our offices in Brentwood, TN. 

Here’s What You’ll Receive: 
· Very competitive base salary and bonuses.
· Two weeks’ paid time off as well as all major holidays.
· The opportunity to be promoted and grow your career and earnings.
· Extensive training, coaching, marketing support and tools to help you succeed.
· Health insurance, dental and vision benefits.

You MUST have at least 1 year of experience in marketing production and management. Our ideal candidate will have the ability and skills to:
· Organize and manage the production and implementation of the company’s marketing campaigns.
· Manage the production of offline marketing initiatives, such as trade shows, direct mail, printed materials, branded items, client gifts, sales enablement materials, etc.
· Ensure the company’s lists and CRM are cleaned and maintained properly.
· Assist in creating lead generation campaigns to support the company’s sales department.
· Track the KPIs and results of various marketing campaigns, creating accurate reports for the CEO on overall performance, cost per lead and cost per sale.
· Find, manage and coordinate all 1099 and third-party marketing vendors (graphic design, web design, printers, etc.) to ensure campaigns are implemented correctly, on brand and to the highest standards.
· Manage the company’s social media platforms and websites.

You’ll Fit Right In If:
· You want to join a company that is known for excellence, has a solid track record and reputation and a strong culture supported by core values it truly adheres to.
· You love a fast-paced, high-performance environment where office politics, gossip, drama and negativity are NOT tolerated. 
· You want to work for top performers so you can learn and grow your experience. 
· You are a driven, focused, proactive learner who isn’t afraid to ask questions or ask for help, and welcomes coaching and direction. 
· You like the idea of working for a smaller company where your ideas and contributions are welcomed and help contribute to the company’s success, direction and growth. 

About Us: 
We are the largest, fastest-growing marketing consulting firm in the world for small and midsize IT services firms. We offer marketing consulting, training, workshops and services to MSPs, MSSPs and IT services firms. We also run the largest C-level peer group in our industry and a media firm that provides marketing services to the large corporate tech companies in our industry.

ALL CANDIDATES MUST WORK OUT OF OUR FRANKLIN, TENNESSEE, OFFICE AND MUST BE A US CITIZEN. TECHNOLOGY MARKETING TOOLKIT IS AN EQUAL OPPORTUNITY EMPLOYER. To apply, please send your résumé, along with a cover letter detailing why you think you’d be a great fit to join our team, to jobs@technologymarketingtoolkit.com. You may also call our office for more information at 615-790-5011. 
CEO Checklist For Managing A Marketing Coordinator

Can your Marketing Coordinator clearly articulate:
· What your company’s vision and mission are?
· Who your ideal “sweet spot” client is? 
· What your USP is?
· The problems you solve for your clients?
· Your current annual goals and initiatives, prioritized?
· Your current quarterly goals and initiatives, prioritized?
· THE #1 goal or result they are supposed to produce?

·  Have you given your marketing coordinator a WRITTEN job scorecard that clearly states the results they are supposed to produce and the tasks they need to perform?

· Do you have a standing weekly meeting to discuss goals, priorities and projects and make yourself available to them for guidance? 

· Do you frequently take them on sales calls, with clients and prospects, so they can understand the SALES process?

· Are they clear on how they can progress their career to earn more money?

· Do they understand HOW to work with YOU?

If they are responsible for producing a RESULT, do they know:
· What their specific goal is that quarter? That month? 
· Where they are right now in hitting their goals?
· What metrics they should be tracking?
· How they should generate the metrics and pull the numbers?
· How they should report on those metrics to you?

If they are responsible for LEAD GENERATION and SALES, do they know:
· What your average client is worth? (LTV)
· What the marketing budget is?
· What your allowable cost per lead is?
· What your allowable cost per sale is?

STRIVE FOR EXCELLENCE * BE DISCIPLINED * STAY FOCUSED * HAVE FUN * BE COMMITTED * NEVER, EVER QUIT
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Mid-Market MSP Sales Representative
INKY
Riverdale Park, MD 20737 - Temporarily remote

$60,000 - $115,000 a year
Requirements

Account Management: 3 years
> easiy apply

o Track record of sustained success/over-achievement in a similar sales role.
o 4+ years experience selling and supporting partner sales in the enterprise
security...

7daysago - More..
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MSP Outside Sales Representative
Creative Computer Solutions 47 %
Vancouver, WA 98682 (Kevanna Park area]

From $100,000 a year

o 3.5 years Manages Services sales experience.

o Product experts available to help close highly technical sales.
o Commission on the first dollar sold.

1adaysage - More..
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SDR Cold Prospecting Cost Calculator

Month:  January
Number Of Prospects To Clean: 1000
Number Of Prospects Verified: 500

Item: Cost:
List Purchase: | $300.00
List Cleaner Per Hour Pay Rate: "\ $12.00
Prospects Cleaned Per Hour: 5
List Cleaner Full Cost: $800.00
Marketing Campaign Costs: $3,000.00
SDR Compensation: $6,000.00
Total Cost For The Month: $10,100.00]
Total Prospects Worked: 500
Cost Per Prospect Targeted: 52020
Response Percentage: 0.80%
Initial Discovery Calls Scheduled: 9]
Cost Per nitial Discovery Call: 2,525
% Of Discovery Calls That Move To FTA: 65%
FTAS Scheduled: 2]
Percentage Of Appointments Closed: 5%
sales Closed: 001
Average Monthly MRR: 52,900
Average Initial Project Revenue: 52,900
New Sales, First Month: 5,278
Total sales, Year 1: 63,336

ROI After One Year:
Cost Per Appointment (FTA):

1393.5%
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