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by JAY ABRAHAM

sales & marketing solution

In business (as well as professional practice) there are two 
kinds of “leverage”. The good kind and the

bad. It’s much like the situation with cholesterol. There’s the 
good type that you want a lot of. Then, there’s the bad type 
of which too much is dangerous to your health.

Well, the wrong kind of business leverage is dangerous to 
your wealth – and I don’t want you to ever again allow the 
wrong kind of leverage into your business or professional 
life.

The bad kind of business leverage is anything that has a ma-
jor downside risk attached to it.

The good kind of business leverage is any sales, marketing, 
or advertising activity where you’ve tested and virtually 
eliminated all downside risk, and where your upside poten-
tial is in multiples of 100% increased results. Those are the 
only kinds of leverage activities we will ever talk about to-
gether in the pages of this newsletter. Because, from today 
forward, there is absolutely no need ever again for you to 
allow the bad or dangerous form of business leverage into 
your life. We’ll be concentrating on giving you greater “up-
side-only leverage.”

But as I take you deeper into the exciting world of multiplied 
results, some of the concepts we explore may, at first, seem a 
bit foreign. You may even think that some of the techniques 
I show you won’t directly apply to your own business or 
professional situation.

But nothing could be further from the truth! Why? Because, 
what I am teaching you – in addition to a specific set of 
immediate steps to take and actions to apply – is a whole 
new, liberating way of thinking. If I had to coin a term for 
the mindset we are developing, I would call it “possibility-
based thinking” It’s an entirely fresh, new and disarmingly 
powerful approach for not only gaining perpetual competi-
tive advantage over your competitors, but also for removing 
all the restrictions and limitations you may have been unin-
tentionally placing on your own level of accomplishment.

The key to what I’m doing here lies in your ability – and 
willingness – to become more of an importer of success-
proven ideas and principles.

People borrow good ideas and concepts all the time in their 
personal lives. We see a famous star with a certain kind or 
color of hairstyle, and we take a picture to our stylist to ei-
ther duplicate or at least adapt it over to us. We go to some-
one’s home for a party, and we get all kinds of great ideas on 
different ways to arrange furniture, or we see attractive color 
combinations and dramatic accessories that can change the 
entire look and feel of a room.

I borrow personal attributes from people all the time and 
adapt them to my personality. Once I met a man so humble 
and gracious I decided to integrate the best parts of his quiet 
strengths into my own conduct. So I modified and modeled 
them. Another time I met someone so amazingly well orga-
nized that I wanted to be more like him – not exactly like 
him. So, I identified the best attributes of personal organiza-
tion he stood for, and I picked out the ones I could easily 
follow – and I used them very successfully.

All I’m doing, when I introduce concept or principle in our 
sessions together, is helping you borrow success practices 
that have already been proven to work in dozens of other in-
dustries. You can decide to use a concept exactly as I present 
it. Or you can modify it substantially. It’s totally your option.

A Quick Visit to My Prior Issues

Let’s go back in time two issues.

In the premier issue, we spent time reviewing add-ons. If 
you sell retail items, add-ons make perfect sense. But, what 
if you’re a physician or a software company or a consultant? 
Well, then you interpret, or modify, or adapt, or adopt the 
“literal” concept over to a more workable application.
 • A doctor might add stress testing, or body-fat testing, 
         or immunization shots as add-ons
 • A software company might offer additional, related 
         or complementary software or more specialized 
         technical support, or free on-site or off-site training
 • A consultant might offer audio or video training, or 
         other expert services that complement his or her 
         expertise – of software, tools, specialized equip-
         ment or products that add to the result that consultant 
         produces for the client.

I talked about combinations and a few people wrote to say 
that they only sold one product or service. Instead of im-
mediately rejecting the concept, I suggested they stretch and 
ask themselves this question: If you did sell all products and 
services that could possibly go along with whatever single 
product or service you sell, which one would add the most 
improvement to the result you’re trying to give to your cus-
tomer or client? Once you’ve identified the best product or 
service that complements yours, all you need to do is contact 
the sellers of these products or services and work out a joint 
venture, strategic alliance or selling and distribution deal to 
represent them to your customers or clients.

In short, it’s no problem. None of this is a real problem – if 
you look at it all from a possibility-based perspective. Look-
ing at business with funnel vision, not tunnel vision.

Getting Leverage on
Yourself - and Your
Business

Continued on page 8 >
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financial solution

I must get 10 calls a month from prospective clients 
who ask me for collection help on a past due ac-

count, and when I ask if they have sent a final demand 
letter, 75 percent of them will tell me they have not. 
Now, I do appreciate that everyone thinks of me when 
they have a collection problem, and I do not like to 
turn down business, but I will tell you what I tell them.

I first ask: “Has you debtor told you he is not going 
to pay?” It does not matter why – it could be he does 
not have the money, he disputes he ever agreed to 
your services, or someone has stolen your candidate 
or temp. If that is the case, then I do not recommend 
sending out a final demand because it would be a 
waste of time. But these cases are the exception. My 
best guesstimate is that only about 10 percent of your 
collection issues will fall in that category.  

The vast majority of your past due clients would ben-
efit from a final demand letter from your company be-
fore you turn over the account to me for collection. 
The fact is that 50 percent of your debtors probably 
will pay after your final demand letter. Think about 
that. You could save many thousands of dollars every 
year in collection fees by simply sending one more 
letter. But like most things in life, you have to do it the 
right way.  So, let me share with you a few things you 
can do to help insure the success of your final demand 
letter.

All successful final demand letters have five key in-
gredients that work together and make the letter more 
effective.   

Ingredient one: Your demand letter must have an 
exact date for payment. Do not say something like 
“the balance needs to be paid within 10 days of this 
letter.” This could be confusing; does it need to be 
paid 10 days from the date of the letter or 10 days 
from receipt of the letter? Does the payment need to 
be mailed within 10 days or does it need to be received 
then? You need to eliminate any confusion, so your 
letter must be very direct and specific. For example. 
It should say something like, “I must have payment in 
my office by or before May 20, 2010.”

Ingredient two: You must state what will happen 
if you do not receive payment, but on this issue, you 
should be less direct. The fear of the unknown will 
work far better than specifics on this issue . I would 
recommend saying something like, “if payment is not 
received, then we will move forward with all legal 

means necessary.” Another reason I recommend you do not 
give specifics is that different debtor have different hot but-
tons. Some debtors are very concerned about their credit; 
others do not care. Some are scared of being sued; others 
welcome a lawsuit because it buys them up to 12 months to 
pay up. They may think: “Good, now I can pay them in full 
on the courthouse steps when or if this ever goes to trial.”

Ingredient   three: Note that you’re sending a copy to 
me or your attorney. This plays back to the fear of the un-
known. Your debtor may think that you have done this to lay 
the groundwork for any additional action you may consider 
in the future. It also sets up either me or your attorney if they 
fail to pay you.  We get to borrow from your credibility.

Ingredient four: Send the letter U.S. mail certified re-
turn receipt requested.  The cost of a certified letter is about 
$6.50. But the bang for the buck is huge. A certified letter 
triggers human fears and emotions – the fear of the unknown 
and the fear that you may be documenting the issue to bol-
ster your case. You kick in a little embarrassment as well 
when the debtor has to sign for the letter in front of the letter 
carrier and his/her employees. 

Ingredient five really is a lack of an ingredient. That is, 
do not follow up with a phone call or e-mail to see if the 
letter was received. Do not send another demand letter. The 
best comparison I can make is what any rookie salesperson 
learns sales training 101 course: when you ask a closing 
question, then SHUT UP. He who talks next will lose every 
time. Once you have sent your final demand, you have made 
your closing question, and if the debtor does not buy it, then 
you need to send in someone else to close the sale – in this 
case, convincing the debtor it is better to pay the debt than 
not to. 

Keep in mind what I said at the beginning of this article, and 
that is you will collect 50 percent of the accounts to whom 
you send a final demand letter. For those who do not pay, 
the best that you can do is set up either your attorney or me 
for success. The fact is that you asked your debtor to pay 
and said clearly what you would do if payment wasn’t made  
Then, when I call, I can leverage your credibility and walk 
the debtor down the path of events of what will happen if 
payment isn’t made. 

The fact is, if you do your job as I outlined, you will need me 
a lot less in the future. But in the event that your debtor does 
not pay after your final demand letter, the worst case is that 
you have set it up so I can be much more successful for you 
in the collection process.

by WILSON COLE
President and CEO
Adams, Evens & Ross, Inc.
Credit & Collection Solutions 
Exclusively for the Employment 
Industry
Canton, Georgia

5 Steps to a
Collection Letter
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A big breakthrough awareness for a lot of other sub-
scribers has been that your purpose should be to bring 
the greatest benefit, result or advantage to your cus-
tomer or client. If that can better done by adding other 
people’s products or services to yours, then that’s 
what you should consider doing. How you serve your 
customer isn’t the question. That you serve your cus-
tomer to the greatest extent possible is the point to 
focus on. And if, by adding other people’s products or 
service to the ones you sell, you give your customer or 
client greater results, that’s what you should focus on.

Remember, it’s all about them, not about you. When 
you make your customer’s well-being and maximum 
benefit your top priority, you automatically start 
stretching the way you look at everything. Success 
will follow! As Tom Peters has said, “The best-kept 
secret in the global economy today is that when your 
services is AWESOME, you get so stinking rich, you 
have to buy new bags to carry all the money home.”

Everything Can Help You Succeed!

In Issue No. 2 we discussed the three ways to grow 
any and every business or practice. A few people 
wrote and said they couldn’t possibly apply all three 
methods to their situation.

Why not? I responded. “I’m in a highly restricted 
profession where I can’t formally promote,” one sub-
scriber wrote.

“Who said anything about promoting?” I replied. 
Here are five techniques for attracting clients that you 
may not have thought about or tried:
 > Set up not one but two or three different 
    formalized customer-referral systems.
 > Use public relations in a formalized, 
          systematized manner
 > Get ongoing endorsements from other business 
          people or professionals who already possess a 
          strong goodwill relationship with the customers 
          or clients you’re eager to reach.
 > Deliver higher-than-expected service and value,
          so everyone starts talking about you favorably.
 > Increase your own as well as your staff’s selling
         skills, so that you’ll close and convert more of 
         your leads into customers or clients.

“My business is too competitive,” another wrote. “I 
couldn’t get by with raising prices on my commod-
ity.”

“Who said anything about raising prices?” I respond-
ed. “Why not raise value instead – and increase the 
result for your customer? Do that, and it’s easy to turn 
your business from a commodity into a proprietary, 
and in the process easily sell a different package or 
bundle of products or services at far higher prices and 
margins.”

“People only buy from me once,” another reader 
wrote. “How can I possibly get a higher frequency of 
transactions?”

Good question. Fortunately, I was able to provide an answer. 
It’s this: No one said you had to sell your customer or client 
your product or service again. You may introduce them to 
another company or professional and receive a percentage. 
Or you may sell them on bringing or referring their friends, 
family, colleagues and coworkers. Don’t fall into the trap of 
being a literalist. Start thinking laterally. That’s where all the 
breakthroughs come from!

I introduced a concept of “thinking outside the box” in last 
month’s issue. I’ll give you a new example of that mind set 
at the end of this issue. But the philosophy behind this con-
cept is simple.

If the old strategy you’ve been using in the past hasn’t pro-
duced the results you want, doing more of the same can’t 
possibly get you anything but even greater frustration!

The only way I know to multiply your effectiveness – and 
results – is to modify your actions.

Just because everyone in your industry does things pretty 
much the same way doesn’t necessarily mean that their way 
is best or even right. It’s merely the “traditional” or accepted 
path the herd mentality within your industry has followed.

Unconventional success calls for unconventional approach-
es. Not more daring or dangerous approaches but more pow-
erful, effective, efficient and logical approaches than the 
conventional (but limiting) strategy everyone else in your 
industry probably follows. If you want to accelerate your 
rate and effectiveness of achievement, you must embrace 
and employ new behaviors, because more of the same usu-
ally gives you...”more of the same”

Enjoy Your Business

I do not recommend that you try harder and harder. My ex-
perience says that intensifying your efforts produces nothing 
except bigger problems. Normally, trying harder can only 
result in incremental gains – at best. You must ignore tradi-
tion and become enthusiastic about trying something fresh 
and different.

If I give you a concept you can’t see working, don’t auto-
matically reject it. Instead try looking at the situation dif-
ferently. If you can’t see something working the way I pre-
sented it, ask yourself what needs to change for it to work. In 
many ways, building a successful business or practice is like 
viewing those “magic eye” computer-generated hologram 
pictures. They become clear once you learn how to look at 
them. I will provide you with the simple rules for seeing and 
creating business success.

I don’t want you stuck in any rut of conventional thinking. 
We’re going for breakthroughs!

I know from actual, firsthand, real-world experience that you 
can easily double, even triple your current level of success. 
And you can multiply your sales, profits, performance and 
results far beyond that.

All I ask for right now is for you to have faith!



9



w
w

w
.r

ss
m

.b
iz

  
10

business solution

Five Keys to Moving
the Fence-Sitting
Candidate

by SCOTT LOVE
Scott Love’s
Great Recruiter Training

I felt like someone kicked me in the stomach. I just left the 
third message for the candidate without a getting a single 

call back. He had a great background and the first time I 
talked with him two weeks ago he said there were some 
pretty important issues motivating him to consider other 
things. Just last week he seemed interested in my client’s 
opportunity, but I feared that the fear of change had taken 
him out of play. Finally, with my timing just right and the 
planets in proper alignment, I made one last call and caught 
him at his desk as he was on his way out the door.

I told him that my client wanted to meet with him for an 
interview. He responded by saying the three words that ev-
ery recruiter fears to hear: “I’ve been thinking. . .” Any-
time I hear a candidate say they’ve been thinking, it usually 
means that they want to withdraw their candidacy. Then 
they usually end this sentence saying “thank you” the same 
way I thank a cop for giving me a speeding ticket.

But I did it. I was able to turn him around. This is what I 
said:

“Bob, I’m not the kind of recruiter that pushes people to 
do things that aren’t in their own best interests. I hope I 
don’t come across as being pushy, but I really need to share 
something with you. You really need to meet with my cli-
ent. You told me things about your situation that were keep-
ing you from being fulfilled and I think you deserve better. 
I would hate to see you settle for something that doesn’t 
fulfill you, just because you are facing the normal fear of 
change. Let me make a small suggestion. I’d recommend 
that you talk with my client, meet with them for just an 
hour, and then you’ll know whether or not it is something 
that you want to go forward with. Either way, you’ll never 
wonder about it. I think you deserve the chance to look at 
something that can not only solve those issues you told me 
about the week when we first spoke, but something that 
can give you a better fun quotient at work. I’ve placed four 
people with this company who were just like you, and all of
them met with my client and all of them told me the same 
thing: they all thanked me for getting them to meet with 
my client.”

It worked and I think this is why: he trusted me. The rap-
port was strong enough for me to give him some “tough 
love” and gently nudge him to meet with my client. At the 
end of the call he thanked me and this time he meant it.

I think there were five key ingredients of this call that made 
it work. If you make sure your next call with a fence-sitter 
has all of these, then you can put the odds in your favor:

1. The candidate trusted me. If the candidate thinks you 
are just another pushy recruiter then forget about even try-
ing. I used powerful and emotional phrases like ‘you de-
serve better’ and ‘I would hate to see you settle’. The can-
didate must feel that you are trying to help him or her.

2. I was believable. I was believable because I really be-

lieved in what I was telling him. Every word was true and I meant 
it, so I could confidently nudge him off the fence because I really 
knew that his situation wasn’t as good as my client’s opportunity. 
He was working for a generic company at a below-average salary 
level with a commute that was three times as long as my client’s. 
I felt confident that he would be much happier at my client’s posi-
tion so I was able to let my natural enthusiasm come out, and I 
think that’s what got him excited enough to change his mind. Your 
enthusiasm will naturally spill out when you believe in what you 
are telling your candidate and that can make all the difference.

3. I liked the guy. He was someone that I would want to have a 
beer with. The rapport was strong enough for me to talk to him 
candidly as if he was a friend. If you don’t have rapport with the 
candidate then it’s harder to give them the ‘tough love’ and nudge 
them. If they like you and you like them, then you have earned the 
right to nudge.

4. I made the commitment seem like no big deal. It’s just an hour 
of his life to check out something important.

5. I used the principle of social proof. By telling him a story of 
what others had said to me, then it became real and not just my 
opinion. Your opinion as a recruiter is forever going to be in ques-
tion, but when you share the opinions of others who have made 
the move that you want this candidate to make, then it has more 
authority because now it’s a fact. People generally make decisions 
that others have made, so share with the candidate how others just 
like him made the decision to talk with your client.

Remember that when you deal with people, the formula for influ-
ence is never a guarantee, but it does give you better odds of gain-
ing a commitment and compliance from someone else. And at the 
end of the deal when the candidate makes the move to your client, 
he’ll be the one thanking you for getting him there.

For additional insight on dealing with candidates I’d highly rec-
ommend listening to the “Engaging The Passive Candidate” 
webinar and reading the accompanying learning guide (free for 
members of the Coaching Club. If you are not a member, consider 
joining or attending this webinar on September 1, 2011 at 1pm 
Eastern).

Copyright (c) 2009 Scott Love
Scott Love improves recruiter performance by getting recruiters 
to think at a higher level, to develop a better strategy, to master 
recruiting tactics, and to develop better work habits. Nearly 3,000 
search firms and staffing agencies from 20 countries have invested 
in his training tools. Visit his website for free videos, audios, train-
ing tools and articles at www.GreatRecruiterTraining.com This 
article was originally published in Fordyce.
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by TOM HOPKINS

Making a Positive
First Contact

sales and marketing solution

You are judged in the first 15-20 seconds of meet-
ing anyone new. Hopefully, you were already 

aware of that and planned your first meetings appro-
priately. You’re probably familiar with the phrase: 
There is never a second chance to make a good first 
impression. 
 
People judge you, first, when they see your initial ap-
pearance, including the way you walk and the body 
language you speak. Then, they judge you by how you 
speak. This includes your intonation, any accent you 
may have, your diction, the level of words you use and 
any slang terms you drop into the conversation. 

Let’s face it. We belong to a judgmental society. For 
that reason, you want to be sure you do everything in 
your power to demonstrate professionalism and relax 
people when they are with you. You not only want to 
relax people, but cause them to want to spend time 
with you. Hopefully, years and years of doing long-
term business with you.
 
There are several ways we can create a favorable im-
pression.  The first and simplest is to smile. Smiling 
creates warmth. Think about sincerely wanting to help 
a potential client, then take a look in the mirror. Is 
there a pleasant smile on your face or are the dollar 
signs in your eyes so bright that your smile is a greedy 
one? 
 
People react strongly and instantaneously to the im-
age you portray. If you look grumpy or stressed out, 
that image will reflect off of them and back at you. 
So always remember to think helpful thoughts and to 
smile! If your initial contact is by phone, the other par-
ty will even be able to tell if you’re happy to be talking 
with them. So smile when you’re on the phone. It truly 
makes a difference!
 
Another way to gain favor is to look people in their 
eyes.  There’s an old myth: if you won’t look me in 
the eye, I can’t trust you.  Is this happening to you? 
Are you even aware of the amount of eye contact you 
make?  
 
I make it a conscious habit to make eye contact at a 
comfortable level. What’s comfortable? Well, if you 
see the clients continually glancing away when you 
make eye contact, perhaps they’re uncomfortable with 
a lot of it. You don’t want to make them uncomfort-
able, so you would want to make the contact then 
direct their attention to your visual aids. This is just 

enough contact for you to know they’re following what you 
have to say. On the other hand, if the clients practically stare 
you down, they like a lot of eye contact and you should ad-
just yours accordingly. 
 
Working the person’s name into your conversation is the 
next critical area. Have you ever forgotten a person’s name 
after you have just met him or her? I know I have! I used to 
try to be cute when I made a mistake and cover up by saying, 
“Now how do you spell your last name?”  When the reply 
was J-O-N-E-S, I knew I was in trouble. 
 
I’ve since learned that I can avoid such embarrassment by 
repeating the names to myself four times when I first hear 
them. Then, I try to use the name at least three to four times 
early in the conversation to reinforce my memory. A per-
son’s name is very important to him or her. Using it properly 
demonstrates caring. 
 
The next thing to consider in a first-meeting-greeting situa-
tion is the handshake. In sales, we have a tendency to believe 
that if we shake hands, we have started a real nice rapport. 
This is not always so. There are two facets to shaking hands.  
One is when, the other is how. 
 
The proper time to shake someone’s hand is for preplanned 
meetings only.  If you are cold calling or popping by, the 
handshake can be seen to some as being too forward--too 
much a symbol of the stereotypical salesperson.  Only for 
scheduled appointments where the people you are meet-
ing already know your name is a handshake necessary and 
proper.  
 
The second area, how to give a proper handshake, is just as 
important. To convey the highest level of trust, confidence 
and competence, you need to grasp the whole hand and give 
it a brief, but solid squeeze. It is important to apply just the 
right amount of pressure. Not too limp, and not too strong. 
This applies to both men and women.  There should be no 
difference. 
 
Please be aware, especially if your clients are among the el-
derly that many people don’t like to shake hands at all. This 
may be because of a fear of spreading germs or because of 
having arthritis or other afflictions that could make it painful 
to shake hands.
 
The key to success in making the best first impression is in 
being prepared for a wide variety of situations. 
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to beginning a long-term relationship  

with you. 

For a complimentary valuation, please contact one of our Senior Bankers below:

Alfred F. De Bellas, Jr. 
President

949.540.9157 
adebellas@debellas.com

Wil Beach 
Managing Director

949.425.1276  
wbeach@debellas.com

Royal J. Brown, II 
Managing Director

949.540.9158 
rbrown@debellas.com

Akash Taneja 
Managing Director

949.540.9153 
ataneja@debellas.com

949.859.3333  |  7700 Irvine Center Dr.  |  Suite 800  |  Irvine, CA 92618  |  www.debellas.com

Maximizing Shareholder Value Since 1983
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system solution

With social recruitment tools such as Linke-
dIn hogging all of the spotlight these days, 

it’s easy to discount email as a dead method of 
passive candidate sourcing. Au contraire! By 
keeping things personal, clear, and quick for the 
reader, you can maximize your email’s impact 
and effectiveness. Here are five simple tips that 
every recruiter should know when emailing can-
didates:

1) “Subject” To Approval
Your email is always a mere keystroke away 
from the ‘Trash’ folder, so use a concise and to-
the-point subject that immediately tells the can-
didate what you’re after. A subject line that in-
cludes the job title and a positive adjective like 
“Looking for a first-rate Sales Account Manager” 
may get you more traction than “We have a job 
for you.” Flattery, as Mae West once said, will 
get you everywhere, and that includes the Read-
ing Pane in your candidate’s MS Outlook. Natu-
rally, the opening paragraph of the email should 
be data-rich as well; the job opening’s title and 
location should be easily spotted, including any 
alternate phrasings for the title that might catch 
the eye. Finding the candidate you’re looking for 
starts with the reader envisioning themselves as 
the candidate you’re looking for.

2) Keep the Content Clean
While it’s tempting to make your email stand out 
from the pack with pictures, colors, and fonts, 
you’ll want to keep things simple. The email 
should look like a personal message rather than 
an advertisement, both for the sake of friendliness 
and to help avoid spam filters. Use headings and 
bullets to break down the information for quick 
skimming. Although it should go without saying, 
using proper spelling and grammar affirms your 
professionalism. A high-value software engineer 
may get a dozen emails from recruiters in a week, 
and you don’t want to be discounted on the basis 
of something as simple as misusing they’re, their, 
and there. 

3) Do Your Research and Show It

Sending a blanket email to a thousand addresses is easy, 
but not particularly effective. Instead, leverage your so-
cial networks and search engines to narrow down your 
recipient list to people likely to be in the right indus-
try, location, and salary range for your offer. Show the 
candidate that you know who they are by specifically 
mentioning these details in the email. Your recruitment 
CRM or email system should provide the option to 
merge job information, the recipient’s name, and other 
personalized data into the email. 

4) Follow Best Practices and Laws for 
Opt-in/Out
Sending email to people who haven’t asked for it can be 
a dicey operation, and making it through the spam filter 
doesn’t mean you’ll be welcome in the candidate’s in-
box, no matter how great the job offer is. Showing that 
you care about complying with anti-spam laws makes 
you a more trustworthy partner. Make sure that your 
email signature includes your physical address and 
phone number. Include an easy method of opting out 
of future emails (and honor those requests promptly) 
as well as a method of consenting to receive future job 
offers. If you deal with any recipients in Canada, you’ll 
want to pay special attention to the brand new and very 
strict Canadian Anti-Spam Law.

5) Don’t Neglect Your Call-To-Action
You’ve piqued the candidate’s interest. Now what do 
you want them to do? Always offer a clear and obvi-
ous ‘next step.’ Go with the lowest barrier to entry that 
you can work with – for example, “reply to this email 
with ‘yes’ to receive more information.” After all, many 
people are short on time or are reading their email on a 
mobile device. Give them direct instruction and make 
it as easy for them to proceed as possible. While it’s 
tempting to have them call you, fill in a form, or go to 
your website, remember that you can always get more 
detailed information from them later. Get them engaged 
first.

While there’s no substitute for getting on the phone, a 
well-researched, well-crafted email can be a very po-
tent starting point for any sourcing effort. Apply these 
simple tips and you’re bound to see better results.

Email Recruitment Isn’t
Dead: 5 Tips for 
Maximum Impact

by DREW ROTHMAN
Marketing Director
Main Sequence Technology, Inc.
Developers of PCRecruiter
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financial solution

As Tricom celebrates 25 years of serving the 
staffing/consulting industry, we’ve talked 

to thousands of staffing company owners and 
managers about who Tricom is. As I reflect 
on those conversations, it’s not so much 
what we do, but how we do it. 

We get a lot of looks and comments about 
our most recent marketing campaign fea-
turing our different Tricom Funding “per-
sonas” that ask, “How well do you know 
your funding provider?” 

It’s a fun, unique way to talk about Tricom 
Funding and what makes us different from 
other funding providers out there. I’m the 
“Yoga Master” — not because I practice 
yoga, but because one of the key benefits 
of working with Tricom is our strength 
and flexibility when it comes to 
providing funding options for 
our clients. You’ll also find the 
Coordinator of Chaos (handles im-
portant business needs so you don’t have to), 
the Straight Shooter (honest and forthright), the 
Lifesaver (keeps things running smoothly), and 
the Swiss Army Knife (a host of tools and re-
sources). We also have “personas” to illustrate 
what Tricom isn’t – namely a Magician whose 
best rates disappear when you become a client, 
or a Smooth Talker, who offers a lot of talk 
instead of solutions. 

We have a lot of fun with our “personas” and always 
enjoy when someone stops to ask about them or even 
strikes the “tree” pose my persona is demonstrating. It 
may even be the start of a great relationship.

After 25 years, we know that funding relationship 
aren’t just about rates. At least that’s the case at Tri-
com. It’s about relationships. And that comes down to 
service. It’s about how the little things — like picking 
up the phone when it rings, answering questions, and 
proactively looking out for our clients’ needs — add 
up to the big things like trust, respect, and growth. 

This is one of the biggest challenges we’ve faced over 
the years – and it’s not unlike what staffing company 
owners face in their own businesses: the commoditi-
zation of services. Like staffing companies, we face an 
industry where other funding or factoring companies 
are using price as their sales proposition or differen-
tiator. The danger is that selling on price desensitizes 

the buyer to the true value proposition. So just like staff-
ing companies need to stress the value they bring to their 

customers, Tricom is taking an active role in educating 
staffing company owners on their funding options 

and what those options mean to their bottom line. 

There is more to your overall cost of funding than 
just price. It’s important to look at the whole pic-
ture. Are you being charged fees just for the cost 
of doing business? These could include applica-

tion fees, due diligence fees, misdirect fees, credit 
reporting fees, and (the always popular) “adminis-

trative fees.” With a bank line of credit, you may pay 
a line usage fee, lock box fees, line of credit increase 

fees, initial application costs, and more. 

Plus, there’s the cost of your time. If you’re spending 
more time tracking down errors in invoices or billing, 
or following up on questions, that’s less time you have 

as a staffing company owner to focus on sales and grow-
ing your business. It’s a conversation we have often, and 

are happy to have it, frankly, because understanding the 
whole picture is so critical to the success of a funding rela-

tionship. 

We believe that success starts with people. 

Over the years, I’m often asked by our clients, “How do you 
train your staff so well in customer service?” I believe for 
us it starts at the very beginning, during the initial phone in-

terview and continues throughout the various steps of the 
interview and on-boarding process. A lesson we learned 
over the past 25 years is that you can’t train strong cus-

tomer service. Either a person has the 
innate drive and passion for high 
customer service, or they don’t. 
Service isn’t just relegated to the 
Customer Service department. We hire 
for a cultural fit for every position 
(a high customer service focus) 
and train the job skills. 

As technology becomes increasingly 
important within our industry – and is 
another one of the biggest changes I’ve 
seen over the last several decades — 
it can become easy to lose touch with 
customers and allow technology to be-
come a crutch or substitute for service. 
Yes, technology makes things easier 
(can you imagine life without email?), 
but it also results in security issues 
and challenges we’ve never had to 

Changes, Challenges
and Commitment   —  
a Reflection on 25 Years

by JULIE ANN BLAZEI
President and CEO
Tricom Funding

Yoga Master

Coordinator
of Chaos
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face in the past. It can cre-
ate issues where none ex-
isted before. For example, 
tone is hard, if not im-
possible, to judge in an 
email or text, whereas 

you know how a person 
is feeling when you speak 
to them face-to-face or 
on the phone. While we 
use technology to make 
things easier, or more se-
cure or to reduce costs, it 
never takes the place of 

that all-important hu-
man contact. 

In the early years, the entire Tricom staff was required to 
read The Oz Principle by Roger Connors. This book focuses 
on developing a Culture of Accountability in which every-
one assumes personal accountability for achieving the orga-
nization’s results. At Tricom, it means that every individual 
takes personal accountability to think and act in a way that 
will achieve the company’s results. 

In order to take responsibility for the company’s overall re-
sults, it’s imperative that each Tricom employee know 
what our company does. Recently, a staff-led team 
developed “The Circle of Success,” a series of de-
partment presentations and knowledge sharing that 
each and every employee goes through over a six-
month period. It’s like Tricom’s own “Circle of 
Life.” 

We start with Sales, and move through Payroll / 
Billing, Cash Management, Portfolio Manage-
ment, Accounting, IT, Help Desk and end with 
overall Customer Service. This program helps 
staff members understand the functions of each 
department, and how their processes flow from 
one department to the next. The more knowledge-
able our community is on how Tricom functions 
as a whole, the better our staff is able to provide a 
superior level of customer service — a recurring 
theme throughout the process. 

We also stress throughout the program that values are at the 
heart of what we do – that we need to take accountability for 
the company as a whole (even when something is not the 
result of our direct actions) when dealing with both internal 
and external customers. This focus on values transcends our 
own business and industry, and is at the heart of another ini-
tiative that’s important to us — our community involvement. 

We are aware of our social responsibility, not only to our 
own internal community, but also to the larger community 
around us, which includes the Menomonee Falls, WI area. 
We do this by giving back to the community through vari-
ous donations and fundraising efforts. One of our major 
sponsorships is the Briggs & Al’s Run & Walk benefiting 
Children’s Hospital of Wisconsin. Tricom’s commitment to 
Children’s Hospital of Wisconsin began in 1996 as a Water 
Station sponsor, then elevated to Bib sponsor, and recently 
we stepped up as a Team sponsor. Tricom matches dollar for 

dollar the first $20,000 in pledges, and do-
nates for every registration under the Tri-
com team. Over the years we have 
had more than 9,000 total team 
members and raised more than 
$654,000. This year we’re pull-
ing out all the stops with CHEERS 
FOR CHILDREN’S, a local softball 
& volleyball tournament with bucket 
raffles and silent auction items, with 
all funds benefiting Children’s Hospi-
tal of Wisconsin. 

We also sponsor Season of Giving 
fundraising events in our office. 
These events have raised funds for 
Breast Cancer Awareness, the lo-
cal Hunger Task Force, Alzheimer’s Association, American 
Diabetes Association, International Red Cross, Children’s 
Hospital, and the American Heart Association.

“Business is a partnership of people creating, in many ways, 
a better life for others as well as ourselves.” This quote by 
Tom Morris resonates not only with me, but also with our 
entire staff. We don’t just lend money to staffing companies. 
Every day, we help staffing company owners, their employ-
ees, and the staff they place, realize their dreams and create 

a better life. We make a real difference in the lives of those 
we touch – by giving staffing companies the resources 
they need, by paying their employees on time, by helping 

more people as we help staffing companies grow, 
and by giving back to our community in 
as many ways as possible. We love what 
we do, and we love this industry for these 
reasons.

From the beginning, Tricom’s vision for 
serving the staffing industry has not wa-
vered, as laid out by our mission state-

ment: “Tricom is the premier provider of 
meaningful, accurate, innovative and timely pay-

roll, administrative, and funding services….”

Yes, 25 years feels pretty good. 

If you’re attending ASA Staffing World in Washington DC 
this October, I invite you to stop by our Booth 511 to help 
us celebrate! 

Julie Ann Blazei is a 23- year veteran of the staffing in-
dustry and President/CEO of Tricom Funding, a leading 
resource to the staffing industry since the company was 
founded in 1989. Visit www.tricom.com for more informa-
tion.

Straight
Shooter

Swiss
Army Knife

Lifesaver
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TFI Resources / 1616 S. Voss, Suite 700 / Houston, TX 77057 / 800.701.4014 / 713.975.7576

www.TFIresources.com

The Independent Recruiter’s Resource
for Temporary and Contract Placements®

ATTENTION

Independent
Recruiters

• Employer
 of record
• Payroll  
 funding 
•	Back	office	 
 services

by ZIG ZIGLAR

sales and marketing solution

What is success? 
It is many things to many people. Here are a few signs of success:

 
• Success is closing the door to your office at the end of the day with a 
smile of satisfied contentment crossing your face. It’s knowing that you 
did a good job and that those who interacted with you had a positive ex-
perience.
• Success is looking forward to getting home and seeing the people you 
love. It’s being mentally and emotionally free to share yourself with them 
and to be interested in them. Success is being loved by the people you 
love.
• Success is sitting down to pay the bills and knowing that you have 
enough money to cover them, this month and next month. It’s knowing 
that you have taken measures to ensure the financial security of your fam-
ily in the event of your demise.
• Success is knowing where to turn when it seems that there’s nowhere to 
turn. Having a spiritual life is akin to eating food and drinking water. It’s 
necessary!
• Success is having interests or hobbies to call your own. It’s things that 
you personally anticipate doing again and again. Having interests gives 
you job and peace.
• Success is waking up in the morning and feeling food. It’s knowing that 
you eat right and exercise regularly and that you do everything you per-
sonally can to ensure continued good health.
• Success is turning out the lights, slipping under the covers, and thinking 
to yourself, “It just doesn’t get much better than this!” It’s whispering 
a prayer of gratitude to your Creator before you fall into a deep, restful 
sleep.

 
And here are a few things that success is not:
 
• Success isn’t calling home from work for the fourth time this week, 
apologizing because you’re going to miss dinner with the family again.
• Success isn’t hurrying into the house and hiding behind closed doors or 
the television set because “After the day I’ve had, I need my space!”
• Success isn’t having all the riches in the world and still trying to figure 
out how to have more of all the riches in the world.
• Success isn’t physically going to a worship service and mentally writing 
a to-do list for when you get home.
• Success isn’t all work and no play.
• Success isn’t burning the candle at both ends and living on a diet of food 
that’s delivered through little windows.
• Success isn’t spending mental energy figuring out how to explain why 
your project isn’t going to come in on time, why you have to miss your 
child’s school play, why you can’t pay the bill in full as you promised, 
why your eyes are red and your blood pressure is going through the roof, 
why you’re canceling your golf game, and why you just don’t find any 
joy in living.
 

Success is directly related to having a balanced life. If 
any one area is out of sync, all the areas of your life 

suffer. Take the time to examine your life and take small 
steps to gain balance.

 
This article is an excerpt from Zig Ziglar’s book “Success for Dum-
mies.” For this book and other gems from Zig, visit www.ziglar.com

Success — 
What It Is and Isn’t
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Are you frustrated with your Workers Compensation program and feel...

These are difficult challenges for all employers. Given the nature of 
the staffing industry, these challenges become even more difficult. 

We have a proven track record helping staffing firms manage these 
issues and have delivered proven results in managing workers 

compensation costs. 

Call us today and see how we can help you too. Visit 

www.pj-ins.com to learn about other services 

Pritchard & Jerden provides.

• Claimants can easily take advantage of the work comp system?

• It is difficult to get injured employees back to work?

• Claim adjusters would rather settle a claim than manage it?

Andy Dunagan, Principal 
Pritchard & Jerden 

ADunagan@pjins.com 
404-949-1042

• These issues are having a negative impact on your company's bottom line?
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business solution

● Current Situation
It’s 2014.  Everyone with a business knows you need a web-
site and not just a run of the mill, templated, cookie cut-
ter site either.  You need a custom website solution for your 
business, especially in competitive industries like recruiting.  
The internet, the world wide web has continued to expand 
and evolve and become more and more ingrained in the way 
we live, connect, and do business.  So, we have to evolve our 
online strategies and image to stay relevant and stay compet-
itive.  It’s no longer an option to “wing it” with your website 
and online marketing strategy.

● Websites & Blogs - Mobile Mandatory
Before the information age, many people attributed success 
in business to “being in the right place at the right time”, or 
“it’s not what you know, it’s who you know”.  These things 
can still help but no means are they the driving factor of a 
recruiting or staffing firm succeeding online.  In this new 
Information Age, you have to be in ALL places at ALL times 
where your potential clients and candidates might be.  This 
starts with a good website, well branded, well thought out, 
and built from the ground up with marketing in mind.  Addi-
tionally you need to have a blog on your site that you publish 
fresh content too on a regular basis.  This will help to drive 
your search engine rankings up and get you found more of-
ten.  Last, and perhaps most important of all, it is CRITICAL 
to have a mobile responsive and mobile optimized website.  
The mobile revolution isn’t coming.  It’s here.  

Today at least half of all internet access takes place from 
mobile devices.  What that means for you is that candidates 
are looking for jobs online, on their mobile phones, their 
tablets, and doing searches on them as well.  So, when they 
come across a job posting and link back to your website 
what will they see?  Something they have to scan, pinch, 
zoom, and scroll to MAYBE find what they’re looking for?  
Or a beautiful mobile optimized version of your website 
with large, easy to use and read navigation buttons, click 
to call, click to email, or Apply Online links, simple verti-
cal scrolling and easily accessible contact information?  It is 
vitally important not to miss the boat on mobile as you have 
less than 6 seconds to capture a visitor’s attention on mobile 
device.  What do your candidates experience when they hit 
your site on their IPhone or IPad?  Check and see, the result 
might surprise you.

● Social Media, Content, SEO
Today’s SEO landscape is dramatically different in recruit-
ing as well as pretty much every other vertical out there.  
SEO is driven simply by this:  Create and curate high qual-

ity, original, and relevant content and share on all of your 
online properties, including your website, all social media 
profiles, and your blog.  Make sure this content is high qual-
ity and of interest to your target audience.  Don’t create con-
tent that would appeal to you.  Create and share content that 
would be useful, and appeal to your target audience, whether 
it’s clients or candidates.  Again the equation is simple, but 
not easy to execute well: Great Content + Social Sharing + 
Great Website & Properties = Good results for SEO and get-
ting your message heard and being found online.

● Branding & Corporate Identity
With all of the topics in this article, one thing that really 
bears mentioning is that in your online marketing, building 
out your web presence, consistency is key.  You want to have 
ONE brand, ONE message, ONE Logo.  You get the point.  
You can’t confuse candidate by having your job posting on 
Facebook look totally different than the one on LinkedIn.  
You have to make sure that on all websites, blogs, and social 
channels you present a united brand image and voice.  It’s 
great to have different facets and elements of your brand but 
make sure as a whole it’s consistent.

● What’s Next?
The term I like to use is Web Presence Optimization.  It is 
the sum of all the parts of your company’s online identity.  
Everything from your job postings, websites, social media 
pages and profiles, blogs, press releases, articles, everything.  
Ultimately we want all the different web properties and ele-
ments that comprise your brand and company to work to-
gether towards achieving a common goals.  Building your 
brand, increasing your exposure, deepening and improving 
the quality of your candidate pool, and getting more clients.  
You need your web presence to be marquis.  You need to 
stand out.  Your signal needs to be heard above the noise.

Justin Angelson, Managing Partner, VP Global Business 
Development, sticky IT

Justin is an aspiring science fiction author, avid lover of all 
things technology, and an expert in leveraging current and 
emerging web technologies to help recruiting and staffing 
firms make more money online and maximize their mar-
keting ROI.

by JUSTIN ANGELSON
Managing Partner,
VP Global Business
Development,
sticky IT

Web 2.0 - Web Presence
Optimization - Web 3.0
& Beyond
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financial solution

This article is directed towards staffing compa-
ny owners that plan on selling their companies 

soon or much further into the future.  If you wish to 
sell now –  there are many buyers in the market that 
will pay fair prices for your company.  

The best prices are achieved when you are in a 
growth mode, operating at or near your normative 
margins and the buyer has a strategic interest in 
your company.  The sooner you take the actions 
called for in this article, the greater will be the posi-
tive impact on your sale price.  Since the sale pro-
cess generally takes a number of months, you can 
still implement many of the strategies described in 
this article as you are beginning preparing for the 
sale process.
 
If you plan to sell, but not necessarily immediately, 
you will be able to take advantage of substantially 
all the strategies described in this article.  General-
ly, the more time you have, the greater the increase 
in value you can achieve.  However, it is never too 
late to start.  Remember, it has been said that the 
two best times to plant a tree are:  (1) 20 years ago 
and (2) NOW!  

Develop a business plan 
A solid business plan, including projections, pro-
vides a roadmap for future growth.  It should ad-
dress sales strategies and expansion opportunities.  
Should you enter new markets?  Should you devel-
op a new niche?  Assign responsibilities to insure 
that business plan initiatives are accomplished.  
Set goals and tie rewards to expected performance.  
Above all, make your business plan fluid and re-
view it frequently – at least every quarter.  Modify 
the plan as needed to respond to changes in your 
market and business environment. 

Implement a succession plan
Do you have the right people to build value?  Es-
tablish a strong management team that can run the 
business in your absence.  If you want to have the 
option of leaving the company fairly soon after a 

sale reduce customer reliance on you.  Programs 
to support retention of employees should be made 
sooner rather than later in most cases.

As you build a strong employee base, consider 
ways to motivate them.  You should establish clear 
objectives and tangible, attainable rewards.  Find 
ways to excite your key people who have the abil-
ity to increase your net worth.

Diversify your customer base and reduce 
customer concentration
Broaden your business so that you aren’t too reliant 
on one client or a small group of clients or on one 
industry.  Obviously, you don’t want to turn away 
profitable business from a major customer. Con-
sider increasing the time and marketing resources 
that you devote to developing relationships that can 
diversify your customer base.  

Too much customer concentration can not only 
lower the value of your business in a sale, it can 
impact the structure of the transaction.  Buyers will 
defer a greater portion of the purchase price if there 
is a concentration of business and will tie receipt of 
that portion to future performance.

Control risk Particularly Workers’ 
Compensation
Workers’ compensation costs represent one of the 
largest expenses for staffing companies after per-
sonnel costs.  You can shop around for the best 
program and rates, but management and loss con-
trol ca also have a very large impact on your costs.    
Consult outside experts if necessary.  Good risk 
management/loss control programs can yield dra-
matic results quickly.  And when you are ready to 
sell, good loss experience will enhance value. 

Manage your assets
How fast are you collecting your receivables?  Your 
pricing should reflect the cost of carrying your ac-
counts receivable.  Slow paying customers should 
be charged higher mark ups.  In addition to interest 

by ROYAL J. BROWN II
Managing Director
De Bellas & Co.

Maximizing the Value of 
Your Staffing Company
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expense, every dollar tied up in receivables 
is unavailable to help you expand your busi-
ness.  Make sure you have the right person in 
charge of collecting receivables and incentiv-
ize them to collect those assets quickly.  Poor 
working capital management is one of the 
most common reasons that businesses fail. 

Utilize the best corporate structure
If your company is structured as a C Corp, 
you will incur double taxation in a sale of as-
sets. S Corp status, or an LLC structure typi-
cally places an owner in the best tax position.  
In those instances, a sale generally results in 
a single tax.  Consult your tax advisor now to 
determine what works best for you.  If your 
company is a C Corp, find out how that status 
may impact your after-tax proceeds in a fu-
ture sale, and how you can elect to convert to 
an S Corp.

Optimize Gross Profits 
Set internal pricing guidelines for your sales-
people to ensure that desired gross profit mar-
gins are maintained.  Consider the impact of 
low margin accounts on your earnings.  Reve-
nue growth alone doesn’t necessarily enhance 
the value of your business.  A history of fa-
vorable gross profit margins, which a buyer 
believes are sustainable, will have a signifi-
cant positive impact on valuation.  

Select the right M&A Advisor
The firm you choose should be familiar with 
and experienced in Staffing Industry M&A.  
That firm should know, from experience, the 
answers to the following questions:   What 
kinds of transactions are being done in the 
market?  What prices are being paid?  What 
are buyers looking for?  A good advisor will 
help you to understand the factors that impact 
valuation so that you can best position your 
business for a sale.  

Establish good financial reporting
Good reporting and internal controls are im-
perative.  Strong accounting controls inspire 
confidence in a business, whereas poor con-
trols raise red flags.  Establish good financial 
reporting and make sure it is effectively used 
by management.    

Control expenses
During difficult economic times business owners 
are forced to review expense levels closely.  How-
ever, this practice should be followed during pe-
riods of growth as well.  Expense controls result 
in higher profits and cash flow, which reduces the 
need for funded debt.  Although leverage can be a 
good thing when used to fund growth, many high-
ly-leveraged companies have suffered when the 
economy turns down.  Obviously it costs money to 
grow a business, so investments have to be made 
to support continued growth.  However, be prudent 
and consider expense increases and capital expen-
ditures carefully.  

Timing
It is not advisable to defer a sale with the hope that 
valuation will increase in the future.  While pric-
ing varies over time it is impossible to predict the 
future.  The primary drivers for the timing of a sale 
should be your personal circumstances, goals and 
objectives. If they are pointing you towards a sale, 
and if current market conditions permit, then it is 
time to proceed.  However, if you determine it is 
better to wait, then take steps now to enhance value 
tomorrow.

About De Bellas & Co.
De Bellas & Co. is the longest established invest-
ment banking firm focused on providing M&A and 
other corporate advisory services to Staffing and 
Staffing Related companies. Since 1983, De Bellas 
& Co. has completed over 200 M&A transactions 
in this space.  

We promise results. . .
We keep our promises.
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Questions &
Answers

by STEVEN J. ISENBERG
President & CEO
ASJ Partners

Q: The thousands of staffing firm executives who 
convened recently for Staffing World were over-
whelmingly positive about how the industry is 
performing—and how it will continue to perform 
in 2013. Many firms are adding internal staff and 
technology-driven resources to meet increasing de-
mand. How do marketing and branding efforts tie 
into or support those initiatives? What should staff-
ing firms be doing right now to not only grow their 
business but increase their visibility and hone their 
branding efforts in 2013?

A. Technology is constantly evolving and companies 
that adapt quickly can significantly grow their mar-
ket share. Firms that implementation technology can 
emerge as powerful players, better positioned for expo-
nential growth.

Marketing today is not about numbers but people. The 
technology used to look for goods and services is via 
organic search engine results and Inbound Marketing.

Inbound Marketing is the practice of bringing warm, 
qualified leads into your sales funnel.  Inbound Market-
ing is an effective and affordable way to acquire new 
leads. Inbound marketing costs 61% less than tradition-
al outbound marketing. Not only is it less expensive, 
it’s more efficient. 

Key components of Inbound Marketing are:
1. Blogging
2. Web Site
3. Social Media
4. Search Engine Optimization
5. Mobile Apps

Blogging: A blog can provide enormous benefits for 
your company, but success comes from creating great 
content focused on your audience. Great content af-
fords you several benefits: a rise in organic search re-
sults and the creation of linkable content. Nearly 57% 
of companies acquire customers through blogging, and 
businesses that blog more than 20 times per month get 
five times the traffic (to their Web Site) than those who 
blog only four times per month.

Web Site:  Creating “bait pages” for your Web Site 
where visitors can download information is an  excel-

lent way to drive traffic to your site.  Formatting your 
Web Site for mobile devices/tablets and installing 
Google Analytics is imperative. Google Analytics is a 
free tracking software that provides invaluable tracking 
data about your Web Site visitors.

Social Media:  The use of social media is up 365% in 
the last five years, and over 65% of firms say social me-
dia has grown their brand. Facebook, Twitter, Linked 
In, Pinterest and YouTube are phenomenal ways to stay 
“top of mind.” When individuals become fans of our 
social media pages they receive emails with every post, 
article, or job order placed. Remember web based mar-
keting is about ROR (return on relationship) and not 
ROI (return on investment), like tradtional marketing.
Search Engine Optimization: The goal of SEO is to in-
crease conversions both short and long term from or-
ganic search engine traffic. SEO can uncover the traffic 
patterns and keyword trends about your marketplace 
and competitors. It’s all about Selling More, Winning 
More and Being Found More, SEO is your market 
share catylst.

Mobile Apps: A Mobile App is critical for expanding 
your branding equity. Imagine every candidate having 
your “branded company” app in their phone, letting 
them know how many jobs match their skill sets. To-
day’s technology is about being in candidate’s phones...
talk about creating a strong brand identity!

Stick with these Inbound Marketing strategies and 
you’ll continually bring in new leads and grow mar-
ket share; however, it won’t happen overnight. While 
Inbound Marketing will save you money, it does take 
ample commitment and patience. You won’t be the top 
Google results for desired key words overnight but 
make a long-term commitment to inbound marketing 
and you will see results, which in turn will boost your 
brand equity.

Q. This year’s ASA VOICE Award recipients—
recognized for their vision, originality, innovation, 
creativity, and effectiveness (VOICE)—represent a 
comprehensive mix of marketing and communica-
tions vehicles, including traditional print and direct 
mail as well as social media campaigns, blogs, and 
Web sites. Moving into 2013, should staffing firms 

Continued on page 28 >
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focus on a certain trends and types of cam-
paigns, such as social media? Or should they 
perhaps stick with more traditional avenues if 
that’s what has worked for them in the past?

A. Frankly, the best answer is that no one-size-
fits all canned formula, strategy or solution exists. 
Every staffing firm has a unique value proposi-
tion. That kind of machine-gun approach will de-
liver hit-or-miss results. Not optimal in my think-
ing, and not the way I approach marketing. 

But there is room for effective marketing cam-
paigns that employ a variety of marketing vehi-
cles. 

In fact, a targeted campaign that incorporates the 
old and the new could be highly effective. For ex-
ample, one could include email marketing, direct 
mail, social media, blogging, and Google remar-
keting and PPC. Email marketing still delivers a 
return of $44 for every $1 spent. It is highly mea-
surable (open rates and click through rates), and 
effectively delivers a specific “pre-determined” 
value proposition to targeted end-users. Direct 
mail for highly targeted prospects can be effec-
tive, too. I would shy away from the standard, 
pre-fabbed postcard piece in favor of something 
unique both in shape and content. Make your 
brand resonate your unique value proposition.

Social media is a great way to be transparent to 
your clients and candidates who now demand to 
see inside your company, learn about your social 
interests as well as your operations. Your blog pro-
vides value to them that they will share through 
their social media networks. I highly recommend 
you move toward transparency. Candidates, cli-
ents and customers want to peer inside your com-
pany and get a feel for your culture. They want to 
feel comfortable and trust their relationship with 
you. Building relationships helps you build busi-
ness.

Google remarketing allows your brand to follow 
visitors to your site. Remarketing is a feature that 
lets you reach people who have previously vis-
ited your site and shows them relevant ads when 
they visit other sites within the Google network. 
Google PPC (Pay Per Click) is an advertising 
campaign to target search engine visitors seeking 
your services.

In my opinion, a strategic marketing plan includes 
a campaign that evolves out of each staffing firm’s 

uniqueness, not from a cookie-cutter methodology. No 
person is like another. Neither is one business like an-
other. Today’s marketplace stresses individuality and 
relationships. 

What works? That looks different for each staffing firm, 
but the strategy includes multiple vehicles delivered in 
set and consistently frequencies to elicit trust, engage 
people in their communities, nurture them with value, 
challenge them to act, and encourage them to stay con-
nected. 

Q. When it comes to forward-looking marketing, 
branding, and overall communication strategies, 
what are three tips or tactics you can offer staffing 
firms right now?

A. 1. Be consistent and persistent in every aspect of 
your marketing. Use a variety of vehicles that articulate 
your unique value proposition and reach and activate 
multiple touch-points. 
Phones and tablets are the future. Staffing firms need to 
ensure their Web Sites are phone compatible and for-
matted on all platforms. Think about creating a mobile 
app.  Use this technology as a platform to amplify your 
brand in your candidate’s phones.

Expect to customize and evolve your campaign over 
time. It is important to measure results, make adjust-
ments and replicate the behavoir that is working. Al-
ways keep a unified and consistent presence.

2. Keep your brand strong. Remember that your firm 
is unique. Don’t weaken your brand or your market-
ing with an off-the-shelf campaign. Further, emphasize 
consistency in your visual identity. Look the same ev-
ery time your collateral meets someone’s eyes in print 
or online. Make sure you have consistentcy with your 
email signatures, invoices, social media pages, email 
marketing and mobile platforms. 

How would you expect clients or customers to recog-
nize you if you use different logos, tag lines, fonts, or 
colors with each contact? A staffing firm reduces its 
brand equity by showing a different identity to every-
one.

3. Never fail to incorporate specific “calls to action”. 
Make it simple for an end-user to engage your Web 
Site, read your blog posts or open your email. People 
must know clearly and exactly what you would like 
them to do. Respond to that connection quickly, cer-
tainly within 24 hours. Cause that person to feel special 
and foster the relationship. Remember, marketing is 
people, not numbers.
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Pin this article on your wall. Read it every morning and every 
night. Allow it to focus your energy…and build riches and 

power in the coming decade beyond your wildest imagination.

“This decade will see the largest transfer of wealth and power in 
human history as Baby Boomer owned businesses are transferred 
to the next generation,” according to Gordon Bizar, President of 
Bizar Financing.

According to information compiled by the US Small Business Ad-
ministration (SBA), every day in the US alone 7,000 Baby Boom-
ers reach retirement age. More than 3% of them (210) own a sig-
nificant business. Yet less than 17% of these companies are being 
transferred to their owner’s children or grand kids. 

That means 83% of them or 174 money making companies are 
being put up for sale every day. Shockingly, more than 75% of 
these companies will never be sold. Think of this, that’s 131 good 
companies that will be liquidated every day for lack of a qualified 
buyer.

Incredibly, these numbers escalate day-by-day until they double 
by the end of the decade when the full impact of the Boomer re-
tirement wave hits.

According to Gordon Bizar, “This represents an incredible oppor-
tunity for entrepreneurs with knowledge of business acquisition 
and financial leverage.” 

If you want to seize this opportunity, one of two things needs to 
be true. Either you already are a streetwise, financially-savvy en-
trepreneur with business buying know-how. Or, you are anxious 
and willing to learn. The emphasis here is on the anxious…in fact 
anxious enough not to let grass grow under your feet. Why?

These are tough economic times for most businesses. Yet, the 
greatest fortunes that have been built in America were born in the 
Great Depression and other major recessions since. How? Accord-
ing to Gordon Bizar, “By using a simple business strategy tailor 
made for these trying times. Buy several struggling competing 
companies at a bargain; consolidate the efficient assets; shed the 
inefficient assets; then settle out the liabilities at pennies on the 
dollar with creditors who are thrilled that they now have a viable 
customer.” 

Gordon Bizar has the advantage of perspective. He has been buy-
ing and building companies since the late 1960’s. He took his first 
company public in 1969 after acquiring over a dozen financial 
service companies and combining their operations for greater ef-
ficiency and stronger marketing. He prospered through the Nixon 
recession years, the Carter malaise and early Reagan recession 
years by buying up and combining manufacturing companies. 
Gordon has since taught his techniques of business building and 
success to more than 270,000 executives and managers and over 
35,000 business owners worldwide.

According to Gordon Bizar, the recent economic collapse and fi-
nancial meltdown has put the sale of most small and mid-sized 
companies on ice. “With little hope of a major economic turn-
around anytime soon, there are lots of sellers and few buyers.” 
Whether or not a business purchase can be financed during this 

or any other recession depends on whether the required amount of 
equity and debt financing can be raised in an environment where 
both are in short supply.

Follow Gordon’s logic here. Put yourself in the place of a 65 year 
old business owner. Your company profits have evaporated over 
the last couple of years. You may even be looking at losses. You 
look down the road and see several years of sacrifice and struggle 
before regaining profitability. If you are realistic about the state of 
the economy, you realize that it will probably take 5 to 7 years to 
rebuild your company to its former level of profitability. And then 
you ask yourself that all important question; “Do I have the en-
ergy, the enthusiasm, and the will to do it again at my age?” A vast 
percent of these business owners are answering; “No.” “I’d rather 
cash out now and enjoy my ‘golden years’ as best I can.” 

So as the business owner, what are your options? You put the busi-
ness up for sale. It’s paying your salary, but it’s no longer profit-
able. Its value in the marketplace is little more than its liquidation 
value. To add insult to injury, even rare buyers do not have enough 
cash and there are no lenders willing to loan buyers the necessary 
funds.

Liquidation is becoming the default option for Boomer business 
owners caught in this predicament. By trying to hold on to a com-
pany that may be losing money, the owner risks a business career 
ending in bankruptcy and an old age that should have ended with 
prosperity, ending in stress and frustration.

There’s a whole generation of Boomer owners looking for a way 
to turn their business entities into cash. But they’re stuck because, 
their profits are down, valuations are low, buyers have no cash and 
no one is lending.

According to Gordon Bizar, “This is a buyer’s market that belongs 
to streetwise financially savvy entrepreneurs willing to get the 
business buying know-how to capitalize on the opportunity.” If 
you are not one of the already knowledgeable, this the time to get 
the know-how, that when added to what you already know about 
your business field, can propel you to your own personal fortune. 
Gordon’s website gettingrichyourway.com features a free 25 min-
ute video which shows how people are buying companies during 
tough times with little or no cash of their own using financial le-
verage.

One of American founding fathers, Thomas Paine said about his 
era – “These are the times that try men’s souls.” According to Gor-
don Bizar and our era, “These are the times that men (and women) 
try.”

We might all do well to recall the quote from Shakespeare, Julius 
Caesar.

There is a tide in the affairs of men, 
Which, taken at the flood, leads on to fortune; 

Omitted, all the voyage of their life 
Is bound in shallows and in miseries. 

Is there a business field you know well? Do you have a dozen or 
so years of vibrant energy in front of you? Then this is your flood. 
Prepare yourself. Then, seize the moment. 

by GORDON BIZAR
World Renowned
Entrepreneur, Business Coach,
Finance Adviser, Mentor
& Educator

Business Buyers
Wanted
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