(And Why You Should Listen)
I don’t know about you but whenever anyone says “listen to me,
I know what I’m talking about” a little distant alarm bell goes
off in my head and I wonder what makes them such an
expert.
Let me be clear here; I still, even after thirty years of direct
sales experience, don’t consider myself an expert. As the
word implies there’s nothing else to learn and I’m
learning every day. However, if, by reading this
guide you avoid even one mistake (of hundreds!) I’ve
made over the years then it will be worth the short time it took to read.
I started as a wet behind the ears sales trainee in the recruitment industry back in the
80’s,the decade where the only thing scarier than the hairstyles was the goings-on in most
hard boiled sales environments.
We were berated daily and someone lost their job most Fridays. The foyer of the Midland
Hotel in Manchester was known as the ‘departure lounge’ because an invite there from the
boss meant only one thing.
Harsh as it was it did give me an excellent if somewhat aggressive insight into telesales and
the art of what made a good sales person tick. In my first year I won ‘Sales Person of the
Year’ from 64 consultants. I was promoted and then head-hunted by a rival company. Two
promotions later saw me training and recruiting whole teams of both telesales and field
sales people across the UK.
In October 1996 I launched my own company with £500 borrowed from my dad. With a
partner I built a business with five offices, 45 staff and an annual turnover of just under
£8M. I sold to my business partner in 2005.
This company was built entirely on the phone. Call after call, day in, day out. Firstly by my
partner and me and then by the staff we recruited and trained. We simply never, ever gave
up and worked our behinds off. When the going got really tough (and that was very often
early on) we just worked even harder. Our salary for the first year (’96- ’97) was £8K each.
Our average working week was 80hrs.
After a two year break I launched Newton Fox. I thought there wasn’t much I didn’t know
about telesales, appointment setting, training or recruiting. How arrogant!

We are now in year ten and, as I say, I’m still learning.
However, we have made great strides in terms of the
services we offer, the many scenarios and challenges
recruiting, training and motivating a team of
telemarketing animals presents and have also learnt much
from the stories told to us by our clients about their
experiences.
The following pages will afford you a window into our world and are full of signposts, tips
and tricks to help you not just avoid the pitfalls but help illuminate your path to a successful
telemarketing solution, whatever that may be.

Where to Start
If you’re reading this then the chances you already have identified a need for some sort of
sales support.You probably fall into one of four categories:
A. You have a specific requirement that needs urgent attention. (E.g. seminar
population, event promotion, product launch.)
B. You’ve had a meeting and decided that a professional appointment setting company
is required to feed the field team. We will typically be one of three or even more
companies approached.
C. You’re trying to determine whether an in-house solution would be preferable to
outsourcing and so are trying to get a handle on both in order to compare. Again, it’s
rare that we’ll be the only company contacted.
D. You have a whole bunch of data that needs cleansing.
So, let’s take each in turn and see what sense we can make of it:

Scenario ‘A’ is almost always best solved via an
outsourced company. However, here’s something
you
absolutely
need
to
know
–
seminars/events/exhibitionsare fiendishly difficult to
populate. Why? Because people are lazy! They can’t
be bothered turning up to hear about your shiny
new product that will combat up-coming legislation,
no matter how much they really should be paying
attention.

So, knowledge is power. If you’re going to spend hard earned on an event and want a
company like Newton Fox to help promote it here’s my advice:
i.

ii.

iii.

iv.

v.

vi.

vii.

Use an email centric strategy. Create a compelling email that grabs attention. Send
it out to at least twice as many people as you first thought necessary and monitor
the open and click through rates. Why do this? Because now you’re only calling
those who have shown interest by opening the email in the first place which
reduces call time which in turn reduces cost.
As mentioned in point one, double your audience. It varies of course but if you want
say, 100 bums on seats, then I would advise working with a minimum of 2,000
prospect leads if cold and 500 if you’re marketing to a warm list.
‘Touch’ them several times, at least five. Your process should follow a set pattern of
initial contact (email), follow up, further information, follow up, confirmation
(ticked allocation), final confirmation.
Always be selling! At every touch you should be underlining the benefit to them of
attending. Be as compelling as possible (subtle suggestion that their competitors
will be in full attendance can work if done well for example).
Consider networking – people like to network if they think it’s high end and
personal. Distribute an attendance list asking if there’s anyone on the list they’d
especially like to be introduced to on the day. Make no promises but this can be a
powerful hook for some.
Consider reverse charging - £50 for the seminar which is fully refunded on the day.
This can stop egg landing squarely on your face if you’re working in conjunction
with an important client for example.
Make it personal. Even if you get a company to do the ground work make sure
someone senior (may be the main presenter on the day?) calls each attendee.
“How pleased I am to see you’re attending, I’ll be covering xyz on the day, is there
anything particular you’re interested in for inclusion”? Goes a long way!

Scenario ‘B’ is also common, but even companies in this category fall into two broad
camps – let’s call them clear and unclear.
Clear companies know exactly what they
want and expect to achieve via this activity.
They may have current employees doing
just this but for whatever reason want to
outsource for greater impact. So, if the
current team are making 4 appointments
each per day then it’s only reasonable to
expect an outsourced company to do the
same. Clear companies are also usually
more prescriptive in terms of target
market, call scripting, USP’s, methodology
etc.

Unclear companies (no worse or inferior to clear companies by the way) are different. They
have reached a point where they want to explore what using an outsourced agency might
mean to their business. Will it work and if so how long will it take?
Let’s look at the unclear company first. To many marketing companies, these firms are like
new born gazelles, limping innocently into a pride of hungry lions! Professional telemarketing doesn’t come cheap so you need to be fully aware of what you’re letting yourself
in for.
So, in order to arm you with some protection against unscrupulous devils who’ll take your
money quicker than you can say bad investment, here are my tips for helping decide which
company to go with:
i.

ii.

iii.

iv.

v.

vi.

vii.

Talk about money first. Ask what the minimum investment would be to engage
their services. (Our answer to that is £200.00) Some companies won’t get out of
bed for less than a £5K initial investment. In a way, I understand why. they’re
saying that you need to make a significant initial investment if it’s to gain traction
but the choice should always be yours and I’d be suspicious of mandatory higher
spends.
Ask to meet the person responsible for making your calls. Many sales companies
put their best people out on the road selling for them (why wouldn’t they!?). This
means that there may be a huge difference between the calibre of person you see
or deal with and the person actually making the calls. The success or failure of your
campaign rests heavily on this person so it’s crucial you’re happy with them.
Ask about reporting. How are they going to report to you in terms of what they’ve
achieved and what methods they’re adopting. Don’t be fobbed off with “well, we’ll
do 180 hours each month and let you know when we’ve made an appointment.
We work in days per week and our clients always know when we’re working for
them. Reports should be jargon free, easy to follow and accurately reflect what’s
been done.
Ask about call recording – do they record their calls and will you get a copy of each
call where an appointment was made? You need complete transparency because
they’re working in a different office to you so how do you know they’re not sitting
playing gin rummy all day?
Ask about data – The data they work on, even if they’ve bought it in on your
behalf, is yourpropertythroughout the process. As the data gets worked it becomes
more and more valuable. Contacts, renewal dates, spend etc. is all valuable intel
you’ll need for future work. Most important of all, make sure (in writing) that,
should you terminate their services for any reason, the data will be handed over in
its entirety, no quibble. You have a right to see it whenever.
Ask to speak with some existing clients. You should only really do this if you are
very serious about engaging them and simply want what you already suspect to be
confirmed ahead of signing anything too onerous. If they are a reputable company
with nothing to hide they should allow you to this no problem.
Talking of onerous, don’t sign anything committing you to longer than a month’s
notice from either side, you just don’t need to.

As for ‘clear’ companies, all of the above still applies of course; just because you’re clear on
what you want doesn’t mean you’re immune to having the wool pulled over your eyes.
However, in some cases these companies can miss a trick with their approach. They’ve given
this a lot of thought, maybe even drawn up a PPQ or full blown tender documentand feel
ready to approach the would-be vendor to see what they’re made of.
What they can sometimes miss, however, is what they’re made of. Here’s something you
absolutely need to know; no-one is as interested/impressed/pleased with your company as
you are. Don’t get me wrong; it’s vital to put a potential supplier through their paces and to
be thorough (see above!) but it’s also critical to realise that even the best sales person in the
world won’t succeed if due consideration has not been made as to the relative value of the
offering.
The danger can be that, by focussing all the attention on what’s expected from any potential
campaign, little thought has been given to why someone would agree to a meeting in the
first place.
This is easily remedied but your relationship won’t succeed unless you are prepared to
welcome the 3rd party into the bosom of the company in order to help shape the campaign
from the ground up, even if that means making several seismic changes to the initially
thought out approach.

Scenario ‘C’ is very common and one that
keeps many company directors awake at night.
Should I recruit or should I outsource? I’ve lost
count of the conversations I’ve held with
companies trying to decide which route to go
down. So, let’s take a look at both scenarios:
Recruiting Your Own
The most obvious advantage of recruiting
directly is, on the face of things, cost.
Depending whereabouts in the country you are and the complexity of your sell then you’re
looking at between £14k and £22k per annum as a basic plus some sort of
bonus/incentivescheme.
If you can find a self- motivated, experienced telesales executive that will work directly for
you and produce the results you’re looking for consistently then engage him/her
immediately and don’t look back.

If you’re fed up of the constant churn of your tele-marketing team however then there are
things you can do to help before going outside:
i.

Look at your recruitment process. Obvious I know, but a little thought can go a long
way to staff retention. E.g. the candidate in front of you is telling you they can’t wait
to start and the twenty mile round trip per day is no problem. Check their CV; have
they ever travelled this far before? If not, chances are you’re a temporary stepping
stone to something closer.
ii. Train – training not only enhances performance it keeps them interested and
motivated. Research screams about people wanting to feel valued and noticed in
the work place. This is never more pertinent than in the sales environment.
iii. Reward – Not just money. Again, research shows conclusively that money doesn’t
actually motivate people. Reward with recognition, gifts, trips out.
iv. See the person – sorry to sound a bit American but it’s important. If you want to
keep hold of your staff then treat them as a 360 degree person. Know their home
circumstances, get them a birthday card and get involved.
If things are still no better and you fancy just outsourcing the whole problem then you might
turn to a Newton Fox type company. I think I’ve probably already said enough for you to
understand what you’re looking for but this is a long-term, possibly multi-person
proposition. This means you should be looking for a considerable discount in return for a
greater commitment from you. You also have the right to be involved at every step of the
recruitment process so you can influence the end result.

Cost & Performance Analysis
You might think that taking your own telemarketing person on in a full time capacity would
be cheaper than using a 3rd party but be careful what measuring stick you’re using.
Whatever the arrangement,
the person you’re paying to set
appointments for you needs to
produce results. Prize to me for
stating the obvious! Now then,
when it comes to ‘cost’
therefore, the only way to
measure this is to make a
direct correlation between
amount spent and number of
appointments set. (We could

talk about quality of appointments here but let’s assume all appointments are of top
quality).
Calculating the cost of any telemarketing activity therefore becomes quite a simple equation
between calls made and appointments secured. Check (and ask for evidence of) the number
of calls being made by the telemarketing company touting for your business.
When we ask our clients how many calls their telesales people make we’re told it’s between
25 and 70 per day (this does not include call centres). We target most of our people on 200
per day for standard campaigns and the make allowances depending on research
requirements etc.
Put simply, a consultancy should be comfortably able to make as many calls in two days as
someone sitting in a normal office on a standard phone system can make all week.
Environment also makes a huge difference as well of course.
So, without getting too bogged down in mathematics, if we said every appointment made
takes 165 calls (not a bad example as it goes) and we’re comparing an in-house person on
£16k basic (and making 80 calls per day to be generous) against a charge rate of £200 per
day then an appointment made by the in-house person would be £154.13 compared to
£137.55 for the outsourced person.
This isn’t definitive and other factors play their part. The only point I’m trying to make here
is that there isn’t a huge difference cost wise in the two approaches so you must consider
this in the round and try to cover all options.

Scenario ‘D’. Here’s another something you absolutely need to know. Using an outsourced
company like Newton Fox for a data cleanse is
un-necessarily expensive. Why? Because it takes
time and time is money. Get a quote by all
means, don’t take my word for it but if you
asked me to cleanse 10,000 records to append
say three bits of information I’d want around
£10k. There are much cheaper ways of doing
this. What you need is an automated software
package that will do the job (or at least 75-80%
of it) for around £500.00. If you want me to put you in touch with someone who does this
then do ask.
I sincerely hope you’ve found this enlightening and it’s helped arm you with some very
useful information to help guide you through the maze of telemarketing services.

If you’d like a one-to-one conversation with me regarding any of the above or any related
topicplease don’t hesitate to contact me via our website or directly on 07760 161677 or
email chris@newtonfoxbds.com

Happy selling!

