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FOREWORD






My experience in the industry spans the
last 15 years and I have had the pleasure of working with some of
the most talented people in the business. My experience in the
industry has covered every aspect of call center operations, from
being a part time telesales person to training and recruiting call
center staff.

Sadly, telemarketing has been branded
as the worst of all jobs, but as I will explain in a later chapter,
telemarketing is the backbone of every business, whether you are a
start-up or Fortune 50 company.

My career in telemarketing happened
quite by accident. It was 1994 and at the time I was living in a
suburb of Brisbane, Australia. In 1994 I had just come out of the
nursing industry and I wanted a change of direction. So when I was
offered a part time position at a finance company, my feelings on
the new job were mixed, as my understanding of the industry was
naïve at best.

In mid 1994 I started working for an
insurance company that specialized in a variety of policies, but
none so much as popular as their Education Savings Plan and their
Funeral Plans. My job was to call a list of potential prospects and
set an appointment for one of the many sales agents to give an
obligation free consultation. Of course, that was a lot easier than
it sounded, but at the time I did think it would be an easy task.
Not so as I found out.

I worked for that small insurance firm
for some months, starting on a part time basis, and then working
full time. In the time I worked there I successfully managed to
keep 7 sales agents fully booked, 5 days a week. On any given week
I was booking 60 to 100 appointments a week, every week. Cold
calling was never easy, especially calling residential listings.
But I liked the job and I got to meet a variety of people, even if
it meant that I was meeting them just over the phone.






* * * *






One of the first lessons I
learned early on was “Don’t Sound like a
Telemarketer.” Sure, it can be easy to
read a script, and even these days I hear it so often from
telemarketers. They sit and read a script to the prospect and read
it verbatim and sound like a robot! No wonder prospects tell them
no! I will explain more about this topic in another chapter, and
how you can overcome the common mistake of sounding
robotic.






Another point that is
important to remember is the “Art Of
Dealing With Rejection”. Rejection is not
an easy thing to overcome, as no-one likes to be rejected, whether
it is in work, pleasure or otherwise. But as I learned, and you
should learn, when a prospect says No, that is not giving you a
rejection. They are rejecting the proposal or offer presented, and
naturally, just because the prospect says No now, does not mean
that they will have the same mind-set in 3 week or 3 months from
now. In most cases, a prospect will say No because it does not fit
their current methodologies, their budget or they simply do not
have the genuine time to look at what is being offered. If you run
a business you will know what I am talking about. I will explain
more about this topic in the chapter The
Art Of Dealing With Rejection.






* * * *

I can remember the days before the
internet became popular. Now for you X-Geners, this may seem like a
hard concept to grasp. But when I started out in telemarketing, the
thought of using an online CRM or “googling” a company was about as
remote as home computers were back in the 1970’s.

Back in the early 90’s, unless a
business had their own data, it was commonplace for data companies
to “sell” such lists of residential and business listings. Quite
often that data would be incorrect as it was gathered by using the
current records from the Yellow and White Pages.

Many business owners I worked with in
the early days purchased lists from companies such as OzOnDisc. And
as far as I recall, that was one of the most reliable sources in
Australia to purchase from. Times have certainly changed since
those early days.

Welcome
21st century technology! Today, even though there are reputable
companies on the internet such as InfoUSA and Hoovers – where you
can purchase the most up to date records of companies – still many
small businesses will opt to search through their local yellow
pages (either online or book) for prospects in their regional area.
Data – accurate data – is the essential foundation of a thriving
business. It is a means to introduce your product or service to
other business people in your community, and unless you are a well
known corporation, if you own a business in the average city of
more than 100,000 people, it is unlikely that prospects will even
know you exist. So what does work in today’s ever changing market?
The Internet? Flyers? Traditional advertising in your local
newspaper? I will explore these options more in the chapter
Traditional Marketing For
Today.

Now since I am on the topic
of traditions in the 21st century, I will explain a
little how telecommuting has changed over the years and how it
affects ever changing businesses. Telecommuting started around 1990
when they Clean Air Acts Amendment was introduced. The Amendment
required the America’s most polluted regions to reduce the number
of single-occupant vehicles by up to 13%. Soon afterward, companies
began experimenting with telecommuting programs as a way to reduce
employee turnover, thereby reducing the high cost of recruiting and
training new employees.

Over the years, telecommuting advocates
have heralded technology as a means for transforming the way we do
business. Now that broadband services such as DSL and cable modems
are widely available -- making it easier for off-site employees to
stay in touch -- telecommuting is experiencing its second wave.
Telecommuting has become a feasible option for a number of
companies, large and small. As a result there has been a wave of
telemarketers who will search for jobs where they can work from
home.

There is a definite
advantage of working from home. No commute in traffic, less stress,
familiarity with your environment and if you have Time Management
skills, it allows you to successfully balance home life with work
life. If you don’t have Time Management skills, you need to learn
the basics of what this means in the chapter Time Management: How To Balance Work & Personal
Time.

Although there are advantages for both
the employer and contractor, there are also the negative aspects
such as high retention rate, unwillingness to work, no supervision,
lack of ethics and moral by freelance consultants. Although it
cannot be said for those who do actually work, I have personally
seen a steady decline in the ethics and moral of Work At Home
Telemarketers over the years. For one reason or another the
diligence and ethic has been thrown out the window for the hope of
getting an easy paycheck or thinking that all work at home
opportunities are too good to be true.

If you are a freelancer or
want to explore the possibility of working from home, then you do
need to understand what it means to Work
From Home, as I will explain in the
chapter So You Want To Work From
Home.

It is true that with the
wave of the internet boom, there are dozens – even hundreds – of
work at home scams. You see them every day with titles such as
“Earn $1000 this week!” and “Last Year I earned $100,000
by working from home”. Such ads you will
see all the time on directories such as Gumtree and Craigslist.
These headlines often attract the naïve by offering a
get-rich-quick promise, but as I will point out in
Modern Scams, these are
headlines – offers - that you should be aware of. Any reputable
employer will not ask you for a fee to work from home. If any
employer does, you know that it is a scam, and all you will get in
return is a loss of your cash. This chapter will tell you what to
look for in job offerings, as well as the best places online to
find reputable work offers.

* * * *

In recent years, there has also been a
trend in Outsourcing. Like the Work From Home opportunities that
exist in the marketplace, Outsourcing has become a viable and
affordable means to outsource to call centers in third world
countries such as India, Pakistan, China, Singapore and the
Philippines. Being cost-effective for many companies – such as
banks, government departments, and most other places where you call
a toll free customer service number – means finding a solution that
otherwise fits the growing demands of a corporation. Outsourcing an
Inbound project to call centers offshore means little or no
overheads, no ongoing recruiting and lastly, the project gets
fulfilled.

While this has proven to be viable for
a lot of Inbound campaigns, with the promise of cheap labor as low
as $2US an hour in some call centers, outsourcing an Outbound
project does not always prove profitable, especially if you own a
business in North America and you want to target prospects in your
region. The willingness of call centers in third world countries is
there, and it is true that if you get a good call center offshore
the results can be great, but more often than not, leads – your
leads – are wasted because a majority of call center staff in
developing countries will speak English as a second or third
language, and the message conveyed to your prospect can be
lost.

If you are a business what
options do you have in the ever changing world? Hire an in-house
staff? Outsource to a developing country or take a chance of Work
At Home people, who actually may not work from home. There are
advantages and disadvantages to all three options. But I will look
at those options in the chapter Business
Making Business.






* * * *

The bottom line in any call
center project is you want results. When you start a call center it
is in your business plan to succeed and have the best agents
working for you. But finding the best agents is not an easy
process. There is the time taken to place advertisements, the costs
associated with advertising, recruiting personnel, interview and
screening process, then hiring the individual(s). telemarketing has
a high industry turn-over. In fact, one of the highest in any
industry. As an employer what can you do to have less turnover and
loyal staff? I will look at your options as a call center in the
chapter Getting The Most For Your
Buck. I will also look at
Telemarketing Tips.












Chapter One –

History Of
Telemarketing

Telemarketing. Love it or hate it, it
is still the hub in all types of businesses. Whether you realize it
or not, even the average person who has never worked in a call
center has done telemarketing in one form or another.

Let me explain: When you call a
mechanic or a carpenter for a quote, you don’t call just one
business and settle for whatever price they give you on the phone.
No, if you are savvy you will call several businesses and shop
around for the best quote. That, my friend, is
telemarketing.

When you call a removalist, do you go
with the first one you call or call several? Again, if you are
savvy you will call several and find out the best service for the
best price. That is telemarketing.

When you are looking to sell your
house, do you call one real estate or several? Again,
telemarketing.

When you want to go to a nice resort
for a weekend do you go to the first one that comes to mind or do
you call several and find out their availability and rates? Again –
telemarketing.

Whether you are a consumer or a
business, telemarketing is something we all do at one time or
another. Whether you are John Q. Taxpayer or a seasoned
professional you know what telemarketing is.

Telemarketing – as I have explained –
is the life-blood of every business in the modern world. It allows
businesses to communicate their product or service to consumers
rapidly and sometimes cost effectively.

Yet telemarketing wasn’t
always so easy. Telemarketing – it is believed – started in the
1960’s when 1Murray Roman opened a store in Manhattan and called it
Campaign Communications, where he hired out of work actors to put
some feeling into selling subscriptions for Saturday Review. By the
early 1970’s, telemarketing had spread across the country, but
there were no advanced technologies, no market research, no
training programs, no scripts.

As enterprising as Murray was, it is
believed that telemarketing began much earlier, in the 1930’s. R.R.
Donnelley in 1930 pioneered telemarketing by using it to entice
advertisers to buy ad space for the Business Yellow Pages. This
opened the door for using the telephone for business, and in turn,
was the birth of a great industry.

During the 1970’s most companies just
had a bank of rotary telephones and stacks of 3-by-5 cards with
names and numbers straight out of the phone book. The concept was
simply making a person-to-person sales connection over the
phone.

Then technology changed. Telemarketing
turned ugly and started to get a bad reputation.

By the mid 1980’s, predictive dialing
-- automated speed dialing to multiple customers simultaneously --
was making telemarketing more efficient but also impersonal and
maddening, leaving all but the first customers to pick up the phone
hearing a click.

Anticipating a backlash, in 1985 the
Direct Marketing Association, a trade association representing all
direct marketers, from telemarketers to junk-mailers, created a
"telephone preference service" supposedly enabling people to opt
out of telemarketer calls from its member companies. But the
problem persisted.

In 1991, Congress passed the Telephone
Consumer Protection Act, granting consumers certain rights to
defend themselves against telemarketing. In 1995, the Telemarketing
Sales Rule targeted deceptive and abusive telemarketing
practices.

But the problem grew to mega-monster
proportions.

A cheap and effective method of selling
(the industry estimates roughly $3.50 in sales for every dollar
spent), telemarketing ranked fourth of the 100 Worst Ideas of the
20th Century, according to a Time Magazine poll.

In recent years, telemarketing has
received many a back-lash and over the top regulations. The United
States, Australia, Canada, the UK, all have national Do Not Call
registries, as I will show in the following examples.

Although DNC Registries were
implemented to stop the barrage of over-calls by some telemarketing
firms, some regulations imposed have been seen and viewed as
over-enforcement.

* * * *

In the United States, the
Federal Trade Commission (FTC) 2 opened the National Do Not Call Registry in June 2003 to
comply with the Do-Not-Call Implementation Act. According to the
2009 Economic Report of the President, prepared by the Council of
Economic Advisors:

The program has proved quite popular:
as of 2007, according to one survey, 72 percent of Americans had
registered on the list, and 77 percent of those say that it made a
large difference in the number of telemarketing calls that they
receive (another 14 percent report a small reduction in calls).
Another survey, conducted less than a year after the Do Not Call
list was implemented, found that people who registered for the list
saw a reduction in telemarketing calls from an average of 30 calls
per month to an average of 6 per month.

However, according to the
report on the FTC website dated April 2008: Telephone numbers
placed on the National Do Not Call Registry will remain on it
permanently due to the Do-Not-Call Improvement Act of 2007, which
became law in February 2008. More than 157 million phone numbers
are on the National Do Not Call Registry.3

Placing your number on the U.S.
National Do Not Call Registry will stop most unsolicited calls. In
the United States, the following are exceptions granted by existing
laws and regulations.

The registry only applies to residential
lines, not to business lines.

A person may still receive calls from
political organizations.

A person may still receive calls from
charities.

A person may still receive calls from those
conducting surveys.

A person may still receive calls from
companies with which he or she has an existing business
relationship for up to 18 months after his or her last purchase,
payment, or delivery from it, unless person specifically asks the
company not to call again.

A person may still receive calls from a
company up to three months after submitting an application or
inquiry to that company, unless the company is specifically asked
not to call.

A person may still receive calls from bill
collectors (either primary creditors or collection agencies.).
These callers are, however, regulated by other laws, such as those
limiting them to calling during "reasonable hours." Some creditors
may not call debtors who file for bankruptcy protection.

While a majority of residential
households in the United States seem to opt to be on the DNC list,
the Do Not Call Registry varies from country to country, as I will
explain further.

* * * *

In Canada, the DNC Registry was first
announced by the Canadian Government on December 13, 2004. It
follows the model set by the National Do Not Call Registry
established in the United States in June 2003.

The DNC list has been labeled a
"disaster" and received heavy criticism due to both the large
number of exempt groups and serious loopholes that allowed anyone
to obtain the list.

On April 20, 2009, the Canadian Radio
& Telecommunications Commission (CRTC) announced that telephone
and fax numbers on the list would be protected from marketing calls
for five years, extended from the three years at the list's
inception.

As in the United States,
registering on the National DNCL will not eliminate all
telemarketing calls as there are some exemptions, including calls
for or on behalf of: 4

Canadian registered charities;

Organizations that you have done business with
in the past eighteen (18) months, or to whom you have made an
inquiry in the past six (6) months;

Political parties, candidates, and
associations of members of a political party;

Persons collecting information for a survey of
members of the public;

Newspapers of general circulation for the
purpose of soliciting subscriptions;

Persons or entities to whom you have provided
express consent to be called; or

Calls to businesses.






* * * *

5Australia has a 'National Do Not Call Registry' to curb the
growing amount telemarketing telephone calls that Australians
receive. Legislation was passed in the Parliament of Australia on
June 30, 2006 enacting the Do Not Call Register Act 2006. The
Australian Communications and Media Authority is responsible for
establishing and overseeing the register and has appointed Service
Stream Solutions Pty Ltd to operate the Do Not Call
Register.

The Do Not Call Register and the
Industry Standard commenced on May 1st, 2007. On the first day it
was inundated with traffic and apparently 'crashed' under the
load.

The register has attracted some
criticism for not attempting to curb unsolicited calls from
charities and political parties.

Charities

Religious organizations

Educational institutions

Government bodies

Registered political parties, independent MPs
and political candidates

6A
number of other types of calls are also not considered
‘telemarketing’ calls for the purposes of the Act, and may continue
to be received. These are:

product recall calls

fault rectification calls

appointment rescheduling calls

appointment reminder calls

calls relating to payments

solicited calls

one of the above call types that is not
answered by the person to whom the call is made.

According to latest media
releases on the ACMA website, approximately 2.3 million households
are currently on the DNC Registry in Australia. 7






* * * *

In the United Kingdom, The Telephone
Preference Service (TPS) is an opt-out telephone list that is
intended to prevent telemarketing calls to those who do not wish to
receive them. The list is administered on behalf of Ofcom by the
British direct marketing industry, who also run the Mailing
Preference Service and Fax Preference Service. In 2005, the BBC
reported that there were 10.5 million numbers registered. At the
end of the year 2007, 14.8 million numbers were
registered.

The TPS should not be confused with the
Government Telephone Preference Scheme which refers exclusively to
the system used by the General Post Office since 1952 and later BT
to keep selected telephones operating during wartime when access to
the telephone system by the general public would be
denied.

The TPS only applies to
cold calling: companies can still contact their own customers
regardless of TPS to offer new products and services so long as the
customer has not opted out from this with the individual company.
Genuine market research is also allowed and calls from overseas
made by overseas companies on their own account cannot be
controlled by registering with the TPS. Individuals and businesses
may opt-out on a case by case basis by objecting to these types of
organizations directly.8






While it can be said that the
regulations have been enforced across the board, the examples above
show that these regulations do not apply for businesses. In today’s
market, if you are a business owner, you need to be able to reach
out to a new audience.

It does seem that in order to thrive in
the ever changing rules, many businesses are refocusing their
efforts to a newer audience, such as the social network sites such
as MySpace, Facebook and Twitter. These social networking avenues,
while may gain exposure, do not always prove to be profitable. At
best, they create a level of awareness of who you are, but without
proper marketing in place, they serve no end of the challenge you
are faced with.

Although there are strict rules in
place with B2C telemarketing, the same cannot be said for B2B
telemarketing. In today’s world, a business needs to stay in touch
with new prospects and opportunities. The effective way to do this
is by knowing who your target market is.

The future of telemarketing from the
standpoint of many does seem uncertain. But if you are going to
survive in an ever changing world, a business needs to evolve and
change with it.

Technology is changing how we conduct
business. Gone are the days of index cards with hand-written
customer data. Today we use sophisticated database tracking methods
which can analyze, segment, and target specific markets. Large
companies have established call centers with automatic dialing to
reach their prospective customers. With corporate emphasis on
becoming "lean and mean" and reducing costs, more and more
companies are looking to experiment with telemarketing. No matter
what your industry or size, you may be able to reap the benefits
from using telemarketing in your integrated marketing
strategy.

There is a saying which is
true. Those who adapt flourish. Those who
do not perish.



























Chapter Two –

Types of
Telemarketing






Unless you have been a telemarketer,
you would have no idea what types of telemarketing there is.
Telemarketing is more than calling homeowners at dinner time and
pitching a subscription to the Post.

The telemarketing scope is a broad
spectrum that encompasses not only the residential market (B2C) but
the business market (B2B) also.

While it can be said that the B2C
market does not have the wide playing field that B2B does, there is
a certain allowance that needs to be given for those who call you
on your home number at dinner time.

Let’s look at the different types of
telemarketing that fits the B2C and B2B marketplace:

In-bound
Telemarketing:

Inbound Telemarketing is any call that
is placed to a toll free number that you will see in catalogs,
direct mail, emails, faxes, print ads, on websites and in TV/radio
spots. Call centers will receive these calls, answer questions, and
sell your product or service.

Outbound
Telemarketing:

Warm or Cold Calling customers and
prospects to sell products and services, generate and qualify
leads, prompt them to visit stores and showrooms and set
appointments. Your telemarketing call center can also notify
current customers of special sales and promotions.

Business to Business
Telemarketing:

Acquire new customers, qualify
prospects and pass hot leads to sales reps and deal closers. Your
telemarketing can keep other businesses aware of your latest
products and services.

Business to Consumer
Telemarketing:

Notify people who depend on your
outbound telemarketing and inbound telemarketing programs to buy
goods and services. Present special offers to prospects and
existing customers with outbound telemarketing calls.

Telemarketing (or telesales) has proven
effective for businesses of all types and sizes. Any of these types
of telemarketing may be used separately, or in combination, to
provide the optimum results for the sale of your
product.

Charity and Fund Raising
Telemarketing:

Calling attempts to raise both money
and awareness for various charitable funds. If calls are made
in-house, charity telemarketing calls are exempt from the Do Not
Call Registry guidelines.

Customer Appreciation
Telemarketing:

A call made solely to thank a customer
for his or her loyal business is an example of customer
appreciation telemarketing. These calls do not involve direct
sales.

Database Clean-Up
Telemarketing:

A process that is used to ensure a
company’s database of customer information is accurate often uses
database clean-up. The call may verify such information as address,
phone number, current account holder, account type and desired
level of service.

Direct Sales
Telemarketing:

When a telephone sales representative
calls a number on a list and attempts to sell them a product over
the phone s/he is engaging in direct sales
telemarketing.

Get Out and Vote
Telemarketing:

Calls aimed at motivating citizens to
vote for a particular candidate are known as “get out and vote”
telemarketing calls. If done in-house, “get out and vote” calls may
be exempt from the Do Not Call Registry guidelines.

Lead Generating/Setting
Telemarketing:

Lead generating is geared toward
amassing sales leads for a particular company through
telemarketing.

Market Research
Telemarketing:

Calls done purely for research are
exempt from the Do Not Call Registry guidelines. These calls
attempt to gather accurate information about consumers and can be
as broad or as specific as needed to research a certain
market.






New Customer Acquisition
Telemarketing:

Also known as “cold-calling” and
involves a telephone sales representative calling a number on a
list and soliciting business with no prior business relationship in
place.

Renewal
Telemarketing:

Calls made by telephone customer
service representatives to check for a renewal of a subscription,
service or memberships are renewal telemarketing calls.

Retention
Telemarketing:

If a customer cancels a membership,
subscription or services, a telephone sales representative will
call and attempt to win back customer loyalty, engaging in
retention telemarketing.






As the above examples point out, the
telemarketing industry has a wide scope of focus. Whether you are a
charitable organization or a small business that offers courier
services. Telemarketing can enable your business to grow in your
target audience.






























































Chapter Three
–

Don’t Sound like a
Telemarketer






This is the most important
lesson to learn in the art of telemarketing. Don’t sound like a telemarketer!

Have you had a telemarketer call you,
and instead of sounding like they know about the product or
service, they sound like they are reading the script verbatim? If
you have, then you know what I am talking about. Those type of
telemarketers are robotic and often do not last long in the
industry, although they do try hard. They find that they stumble on
every sentence and get frustrated with the script and themselves
very easily, and in the end quit.

Honestly, I have heard it
and seen it too many times, and I have trained agents to becoming
great sales people. In any lecture I give on telemarketing, my
first rule is always Don’t Sound Like A
Telemarketer.

Over the years I have seen several
types of Telemarketers. The type I can classify into the following
categories:

Tele-Pro
– Otherwise known in some circles as
Sales Animals. You know
these types of people. They read a script once and they run with
it. These types are flawless and have a sharp rebuttal for every
objection thrown at them. These people are worth their weight in
gold as not only are they born leaders, but they generate the
results with minimal effort. Some Animals have the experience
behind them, while others fit into this category with no prior
experience. When I ran a call center in Ohio back in 2002, one such
girl came to work for me and she took to telemarketing straight
away. Kelly had no prior experience in the game, but from the first
day she was on the phone she generated more results than the rest
of the team. People like Kelly are the people you need as your
leaders.

Tele-Novice
– These types of people are the ones that are
satisfied in hitting their weekly quota or SPH and blending in with
the rest of the team. They accredit their success to being a
team-effort. While they have the understanding of Telemarketing
Dynamics, they have no real reason or drive to stand out and make
their mark as leaders. Although they know the scripts and rebuttals
verbatim, they could achieve a lot more with proper direction and
coaching.

Tele-Wannabe
– Okay, we all know these types. They try so hard
to get the script right, but they stumble at every point and quite
often do not last more than a few weeks. Although they may have a
liking for the industry or the product/service, they require
ongoing training to bring them up to speed to fit in with the rest
of the team. It is unfortunate that a lot fit into this category,
as I have seen it so many times in the call centers I have worked
in and coached.

Tele-This-Weeker
– These types see telemarketing as a means to
paying their bills for this week and the next and they have no real
love for the industry. Unfortunately these types of people are a
dime-a-dozen and can be hired with no effort and no amount of
training will hold their attention more than 5 seconds as all that
is on their mind is minimal work for easy pay. I have seen these
types of people a lot. There are a lot of those ones on sites such
as Guru, GetAFreelancer and Monster. While they claim in their
resume that they have experience, they quite often do not and are
better suited for a supervised position. Over the years, I have
personally hired people from such sites, and the routine is always
the same. Such people expect an hourly rate then do not follow
company guidelines. Unfortunately, such people are not worth hiring
as it will end up costing the employer time and money for no ROI.
Now, this may offend some, but these things are true. Colleagues I
have worked with over the years have said the same
thing.






As I pointed out above, there are four
categories of telemarketers. Now, you are not always going to get a
Tele-Pro straight away as those types are like searching for a
nugget of gold in a quarry filled with rubble. But quite often you
will come across the Tele-Novice and the Tele-Wannabe’s.

If you are a pro or a Novice, you can
skip ahead to the next section as this is for the Wannabe’s and the
Try-Hard’s.

What objections do you face when
dealing with stumbling and sounding like you are reading the
script? When a prospect gives you an objection do you have the
rebuttal already in your mind or do you stammer for an answer until
you find the rebuttal script?

The amount of times I have heard
telemarketers stumble in this area is unbelievable. And the thing
is, they don’t realize that they are doing it. Now, I have worked
with some call centers in the US and Australia where their team was
like a well-oiled machine, the pitch and delivery absolutely
perfect. But, with that in mind I have also seen call centers where
the training methodologies are non-existent and the telemarketer is
expected to know everything from the first day they are
hired.

Bad idea!

Being a Telemarketer and sounding like
a Telemarketer is two different breeds and for the Wannabe’s you
need to first ask yourself why you are in the industry to begin
with? Are you doing it for the love of the game or because you want
to pay the bills this week or both?

In order to succeed in
Modern Telemarketing you need to learn the script. If necessary,
take the script home with you and practice in the mirror. Watch
yourself speak and repeat it over and over again. The only way you
can get out of the rut of sounding like a telemarketer is
knowing the script.

Over the years I have trained
telemarketers how to deliver a script perfectly. Look at it from an
actor’s point of view. An actor will memorize their lines, their
script, and they will give a performance in the endeavor to get a
great review by movie critics. A telemarketing script, while on a
different playing field, is similar. You are an actor, and you need
to know your lines if you are going to be convincing enough to the
buyer.

An actor will sell out to the script
they are working on. Quite often you will read articles on how top
ranking actors will gain so many pounds for one role, and then shed
much more for another role. Such actors and actresses prime and get
themselves into character. If the film is based on a true story,
such notable actors and actresses will do their homework on the
character and get into the mindset of delivering a pitch that is
believable.

As a telemarketer you don’t have to go
through the long research and long hours as top actors and
actresses do, but you do need to get into character and deliver a
pitch that is believable.

You want to hit the top sales for this
week but don’t know how? Read the script. Read it, memorize it,
know your lines, and believe in the product or service being
offered. Know it in the way that if Customer X throws an unexpected
objection at you, you have a sharp rebuttal already in
mind.

That is how you succeed and how you
stop sounding like a telemarketer.

Read, Know,
Believe.



























Chapter Four –

The Art Of Dealing With
Rejection






Not Interested! Those are the famous
words you will hear more often than you will have hot dinners! How
do you deal with rejection? Unless you are a trained professional,
taking a rejection from a prospect is never easy.

In telemarketing, you have to become
adaptable in hearing rejection. I see so many telemarketers fail at
being telemarketers because they cannot handle a prospect telling
them No.

If you are to thrive and
succeed in telemarketing, the first rule you need to learn
is Don’t Take No
Personally. Easy words to say, but not
easy to hear.

I see a lot of people fail
in telemarketing because they take rejection personally. They get
rejected once and then they give up, giving into the excuse
“too much like hard
work.”

Anytime I have done
telemarketing over the past 15 years, I have heard it time and time
again. No! Not Interested!
But, if you take a page from my book, you will
rebuttal the prospect and ask; Why are you
not interested at this time?

More often than not you will get one of
the following replies, which I will explain further.

Let’s look at the common reasons why a
prospect will say Not Interested

I Do Not Have
Time. Quite common a prospect does not
have the time. Granted, in a lot of circumstances this can be seen
as a brush-off, and no doubt it is. But, in this fast-paced world,
there are those who genuinely do not have the time to get into an
in-depth 20-minute conversation. Don’t sweat this. Just place them
on your call back list for another time. Chances are, unless the
prospect has a memory for every call they have received, they won’t
remember who you are in 3 weeks or 3 months.

Does not fit their
budget. This is also common. In today’s
marketing, businesses will allocate a certain amount of capital to
their own marketing efforts. Unless they have a surplus of revenue
they will not be looking at new ventures or additional expenses. On
average, a business will review their earnings and profitability by
the quarter. So again, this is worth reaching out to them at
another time.

Does Not
Need. What is the product or service you
are trying to promote? If you are promoting auto detailing to an
auto detailer, they are not going to buy your service! Know your
market! A lot of businesses will buy databases based on generics
and are not filtered properly. I see so many businesses make the
mistake of purchasing data, only for some of the leads to fit into
the category of “Competitor”. They also may not have a genuine need
for the service or product you are offering.

Not
Interested! This is a flat-out Not
Interested – period. Those types of calls you cannot do anything
about, and sometimes the prospect will come across as rude and
unprofessional. Don’t sweat it and again don’t take it personal and
bring yourself down to their level. I find that if you thank them
for their time and wish them a good day, you will be better off for
it and then move on to the next call. Call it good Karma, but it
puts you in the right mind-set for the next call.

Of the four examples above, there is
always an extended opportunity to revisit the prospect at another
time. Whether that is in 3 weeks or 3 months. Recall and build a
rapport with the prospect. You will find that building a rapport
with the prospect will go a long way, and in the end, will get you
that account! In some examples of my own telemarketing, I have
worked an account for months with no traction whatsoever. Then one
day, of the blue, the prospect is ready to deal. To date, these
simple techniques have established me to be one of the few
multi-national telemarketing experts around today.

While it is good to get personal with
the prospect, it is always a fine line between personal and too
personal. They do not want to hear about what is going on with the
intricate details of your life. What they want to hear is about
them. What do you know about their business? Did you take 2 minutes
to do a google search on who they are and what they specialize in?
You will find that this will go a long way.

The way to overcome
objection in telemarketing is this sure-fire method that works like
a charm. Just remind yourself that they prospect is saying No to
the product or service offered. They are not saying
No to you.

I have seen it time and time again
where I have started a project and been shot down in flames more
times than I care to remember. It is true that getting the first
sale/meeting is always the hardest. That is so true, but the same
can be said for anything in life. The thing is, what do you want to
achieve as a telemarketer? Are you doing it to fill in time or are
you in it to make a career of it?

If you want to achieve anything in
life, you need to know how to handle rejection. Rejection is the
killer of one’s self-esteem, but what I learned is this simple
fact: Switch off and focus on what needs to be done. Do the job,
and if someone says no, that is no big deal.

Gene Kranz, lead flight
director for Mission Control, said it best when he announced to the
ground crew in Houston as Apollo 13 approached the critical
earth-to-moon decision loop: "Failure is
not an option"

Take this mind-set and you will
certainly get a lot further in your career, whether you are in
telemarketing for the short term or long haul.

If you need to, take a quick break, get
up, walk around, get some coffee then get back into it. Having a
good mind-set will set you for the next call.

If you have trouble dealing
with rejection more, I suggest reading Dale Carnegie’s book
How To Win Friends And Influence
People.

Remember this simple lesson
in the art of dealing with rejection:





Don’t take It
Personally.

















Chapter Five –

Traditional Marketing For
Today






What works in today’s modern world? As
I explained in the Foreword of this book, using an online CRM and
“googling” information about a company was as remote as home
computers were back in the 1970’s.

Back in the early 1990’s, unless a
business had their own data, it was commonplace for data companies
to “sell” lists of residential and business listings. Quite often
that data would be incorrect as it was gathered by using the
current records from the Yellow and White Pages, and by the time it
was put onto CD’s, marketed and sold, the data would be at least 6
months old and inaccurate.

Many business owners I worked with in
the early days purchased lists from companies such as OzOnDisc. And
as far as I recall, that was one of the most reliable sources in
Australia to purchase from. Times have certainly changed since the
early days.

Today, unless you are a well known
corporation, if you own a business in the average city of more than
100,000 people, it is unlikely that prospects will even know you
exist. So what does work in today’s ever changing
market?

Internet: Since the boom of
the Internet back in the late 1990’s, the world wide web has
exploded with more websites than what there are people. With more
than 3,000 new websites are being created daily, and more than 6
Million new users every month9, you need to keep up with the latest trends.

According to Internet
Research10, there were 186,727,854 active websites on the Internet in
December 2008, and a staggering 31.5 million new websites added
during 2008.

Quite a far cry from 1995
when the amount of websites totaled a mere
18,95711.

If you own a SME in North
America, you may be asking what do these figures have to do with
me? Rightly so, in North America12
where the population is an estimated 338 million
people and 250 million users, the trend has grown at an average of
132.5% since the year 2000.

What that means for your business is
that in order to stay in business, you need to keep up to date with
the latest trends and the ever continuing way business is done in
the modern world.

Long gone are the days when you could
do business with the Joneses and have a customer for life. Today,
in our fast-paced world people expect instant results, and more and
more people are using search engines such as Yahoo and Google to
find businesses in their area over Yellow Pages. Especially the Now
generation where teenagers and those in their early to mid 20’s are
tech-savvy and can whiz around the internet without blinking an
eyelid.

I have heard it so often
lately from businesses in Canada and the UK are suffering because
of their Old School practices, and the thing is they want to penetrate the market
– their local market – but their methods of reaching out are no
longer effective unless they have a gimmick or a huge marketing
budget.

One client in the UK I worked with came
up with a novel approach of having a polar bear as their mascot for
their removal business. As a test, they had someone dress up in a
polar bear outfit and walk along the main roads, carrying their
sign, close to where their office is located in North London.
Apparently that worked as people saw the bear and associated the
bear with the business.

Gimmicks can work for some product
brands, whether it is Toucan Sam on the box of Kellogg’s Fruit
Loops or Chester Cheetah on the bag of Frito Lay’s Cheetos.
Sometimes gimmicks in marketing are good, but if they just don't
fit with your product or service in a way that makes sense, they
may be better left out.

If gimmicks do not fit your business,
how do you reach an ever changing audience?

Advertising in the newspaper can be a
cost effective way to reach out to businesses in your area, but
also the market penetration is significantly lower than what it
used to be, given these days that 99% of people you know will read
local news on the internet rather than their local
newspaper.

Radio and TV advertising can work, if
you are catered for a specific time slot, but, if you are a small
business, chances are that the cost of advertising on such mediums
will far outweigh the revenue you will see, unless you have a
product or service that is new, innovative and everyone will
buy.

So how do you penetrate the market
without breaking your budget? It is true that while having your own
Dotcom has advantages, and will give you exposure to your local and
regional market over time (with proper SEO marketing), more and
more businesses are relying on the service of telemarketing.
Telemarketing has proven time and time again to be a cost effective
medium of penetrating the local or regional market far more rapidly
than newspaper and internet advertising.

At one time, the cost of running a
small call center once ran into the hundreds or thousands every
month, given the scenario that everyone used a traditional
phone-line to make calls, and unless they had an unlimited call
plan with their telephone service provider, those call costs would
be charged on a per minute basis and by the end of the month the
phone bill would be in the thousands of dollars, depending on how
many phone lines a small business had.

Enter Modern technology! These days,
more and more businesses that are looking at starting a
telemarketing campaign opting to use Broadband for their
telemarketing, or in simple terms Voip.

Voip – Voice Over IP – allows a person
to call other people’s landline, cell phone or PC for next to
nothing. Voip providers such as Skype, VoipCheap offer discounted
rates and packages for PC users to dial an unlimited amount of
numbers in any given month. Currently, Skype offers users an
unlimited amount of calls for $12.95USD per month.

For those considering launching a small
telemarketing project in-house, it is advisable that you
familiarize yourself with Broadband packages and run with Voip.
Your IT specialist will know how to advise you on this.

Voip is easy to setup and requires
little skill. Most computers will come complete with an internal
modem and sound drivers. All you need is a headset with microphone,
Voip downloaded and installed and you are off and
running!

There are some businesses that will try
telemarketing, and after a week if they do not see any results they
will give up and stick to other methods. But to those businesses I
will say that it is not the telemarketing that failed, but the
delivery. Quite often a business will launch a telemarketing
project, and if they do not see immediate results, they will put it
down to that telemarketing does not work. But in all honesty, what
was done to try and make the project successful? Did you spend time
training the telemarketer in the product or service offered or did
you give them a script that you wrote while in the bathroom and
expect the telemarketer to make sense of the gibberish they were
handed along with a copy of the Yellow Pages that was dated
2006?

Some businesses, believe it or not,
will hand the telemarketer a script that makes no sense, give them
an outdated yellow pages and expect the telemarketer to know what
to do from there, just because they are a “telemarketer”. Again, in
the history of bad ideas, this is a bad idea.

Just because someone who applies for
the telemarketing position you have does not necessarily mean that
they have experience in telemarketing or worse yet, knowledge of
what your business does.

If you want a successful campaign, your
telemarketer is your best weapon in penetrating the
marketplace.

Let me ask you this; when you started
in the business you are in, did you start your business not knowing
anything about what your business will do or offer, or did you have
experience in the industry you are now operating in, along with a
formidable business plan behind you?

Unless you’re Homer Simpson who once
started a Dotcom business and had no idea what “an internet is”,
you would say that you did your research first and calculated what
needed to be done.

 



Visit: http://www.smashwords.com/books/view/4230
to purchase this book to continue reading. Show the author you
appreciate their work!
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