From the Customer

Don’t Cold Call
It takes more than that to win and retain our business

STRAIGHT
TALK

By Kevin Stakelum

regularly perform quality checks or
customer surveys to ensure that the
corporate values and directions are
being followed? Do you measure those
results? How do you ensure that your
sales teams are being held accountable
to provide the proper levels of service
and deliver the correct message? If your
primary measurement of the capability
of your salespeople is measured solely
in sales volume, then I think you may be
missing the point.
In the corporate staffing world, we
are constantly questioning our practices
and processes in an effort to measure the
effectiveness of our efforts. It is not just
about cost — or in this case, sales — it is
also about results and the quality of the
services we provide to our customers.
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