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After 17 years of telesales/customer service executive
search, I still marvel at the inappropriate management hiring
practices by many corporations and telemarketing service
agencies. These positions include across-the-board operations,
support staff and executive sales positions.

Both big and small companies are guilty of the ruinous
selections. You'd think that the mega corporations and the top
service agencies would know better — but many don’t.

Consider that the most egregious miscalculation that a
company can make in their telesales or customer service
department is to hire the wrong management staff. Lost
opportunities, stifled growth (or failure), poor customer service
and millions of dollars lost can be the net result.

So, for the benefit of those who don’t know and for those
who would like to, I'm going to delineate the 16 “worst
mistakes.”

1. Not utilizing all hiring resources. Many companies still
use the old-fashioned newspaper classifieds for their premium
telesales/customer service management searches. Used as the
sole method, it targets at best 2% of the market instead of close
to 100%.

Respondents to the ads are often out of work, unhappy or
simply itinerant. Not only is a review of their resumes time
consuming and frustrating, it simply does not generally surface
the best available candidate!

Sadly, most companies that chose only by classifieds do so
because “it’s the cheapest way to go.” With 80% of all
telemarketing start-ups failing by Year Two (Lee Van Vechten,
Encyclopedia of Telemarketing), it also seems to be a prescription
for failure.

Newspaper classifieds can be used successfully only if other
hiring resources are also utilized such as referrals, national trade
advertising, industry specific search firms, etc. There is the
occasional shining star amongst the newspaper classifieds. It's
just that some of the best available candidates are working,
happy and not broadcasting their resumes.

Other resources are required to uncover these gems.

2. Promoting only from within. Although I personally
advocate developing sales management through the ranks, as a
sole source its rife with problems.

Think for a moment how a major league baseball team
creates its player personnel staff. Surely they attempt to develop
players through their minor league farm system. But often it’s
a high-risk, long development process.

For the immediate high-impact players, most major league
teams either trade for established veterans or go the free-agency
route. Nothing seems to predict future success more than past
success — the past is prologue.

The same is true in telesales/ customer service management
or sales. Established “superstars” can often mean the difference
between success or failure. Therefore, the correct balance of
emerging management talent and tried-and-true veterans seems

to make the most sense.

Hiring only from within may have some short-term
economic advantages (salaries), but long term as a sole source
it causes corporate inbreeding (lack of a broad outside
perspective), lack of creativity, shallow depth of experience and
often substandard results. Finally, because salary ranges for the
internally promoted are generally below the industry averages,
successful new comers are often snapped up by competitors
willing to pay the market price. A farm system developed for
the benefit of the competitors.

3. Expecting a field sales manager to be able to do the
telesales manager’s job. Luckily, not many companies are
attempting this risky gambit. However, for those that do, they
are generally unsuccessful.

Unlike sophisticated telesales, a field sales manager is not
able to direct, control and analyze much of the selling dynamics.
He or she may not even know if their sales reps are out in the
field working on any given day.

Targeted telesales requires many skills that the average field
sales manager doesn’t have: database management, script
development/adherence, monitoring/quality control, detailed
call analysis, productivity enhancements, telephone techniques,
etc. Unlike the hit-or-miss style of much of field sales
management, telesales can be very exacting, controllable and
measurable.

Most field sales managers, therefore, cannot successfully
make the transition to proficient telesales management. Too,
many would learn to hate the position because of their personal
loss of freedom.

4. Requiring experience in a field when it’s not really
necessary. If you are going to hire someone to do brain surgery
then it makes eminent sense to require someone that’s a specialist
in doing that. However, if you just need a call center manager
to mange an inbound customer service operation, then it
probably won'’t be necessary to find one with industry-specific
experience. There are some notable exceptions, of course.

In most cases, however, by requiring industry-specific
experience, a company automatically knocks out 99% of the
available candidates. And even if a candidate with the required
experience is found, he or she probably will not be the best
available candidate!

I've often seen call center managers make very successful
transitions to new industries, so, careful evaluation of experience
needs is required. Industry experience may be nice to have, but
not absolutely necessary.

5. Giving the hiring decision to someone who doesn’t
understand telemarketing/customer service call center
management. Too often I see companies put the hiring decision
of a call center manager into the hands of a neophyte. It's really
sad to observe and quite frustrating if its a client.

Certainly if an employer does not have the inside savvy of






