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Introduction 

History of the Recruitment Industry 

Staffing suppliers have existed in some form since the hiring fairs of the Middle Ages where candidates were 

mostly agricultural labourers.  

During the 18th and 19th centuries Registry offices were set up to deal with household/domestic staff and 

from these, catering agencies evolved.   

Office staff agencies emerged towards the end of the 19th century but real growth occurred when office work 

became accepted as 'respectable' employment for women. This was caused by two main factors: the invention 

of the typewriter and labour shortages caused by the first World War. 

Patterns have changed enormously since the early part of the 20th century. For example, the number of office 

workers has more than trebled in the last 80 years. More recent changes have seen a huge increase in the use 

of part-time, temporary and contract workers, and the future is likely to bring about a greater use of more 

flexible arrangements such as home working, annualised hours and job sharing, etc. The second half of the 

20th century saw a rapid shift from blue collar to white collar work. Industry became more computerised and 

automated whilst new service industries grew, including health care, education, travel and leisure, all seeking 

increasingly trained and qualified staff. There are typically four types of companies in the Recruitment 

Industry: 

1. Employment Agencies - tend to deal with lower level roles such as clerical, trades, temps 

2. Recruitment websites and job search engines  

3. Headhunters for executive and professional positions 

4. Niche agencies that specialise in a particular area of staffing. 

White Bay come under categories 3 and 4. 

Industry Facts & Figures 

• The total worldwide recruitment market is valued at over US$420 billion and has grown at an average 12% 

per annum during the last decade.  

• The generalist sector accounts for 70% of the Continental European market, while in the UK and US, the 

proportion is around 54-56%.  

• In terms of specialist recruitment, the total global market is estimated to be worth US$29.6 billion on a 

net fee/gross profit basis.  

• Recruitment is a £24.5 billion industry in the UK alone. 

• 1.2 million temporary workers are out on assignment in any given week. 

• There are 800,000 employees placed in permanent work each year. 
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The Recruitment Industry – Recruitment Models 

• Recruitment is the process of attracting, screening and selecting a qualified person for a job. 

• An "Employment Agency" provides jobs for workers and workers for jobs, i.e. an organisation which finds 

and places people in permanent work. 

• An "Employment Business" is an organisation which provides temporary and/or contract workers. 

• White Bay provide both permanent and contract workers to our clients in the following ways: 

 

Contract Recruitment 

o As well as providing cover for sickness, holidays and peak workloads, temporary and contract workers are 

used by many organisations to carry out special projects requiring specific skills, or in situations where 

they are unsure whether increases in business will be sustained to the extent where they are justified in 

recruiting permanent staff 

o The employment business pays the contract worker and charge the client on an hourly or daily basis for 

the services of the worker, for example, we charge the client €800 per day for the services of a contractor 

and we would pay the contractor €600-650. The difference minus payroll tax and insurances is our gross 

profit margin. 

 

Executive/Retained Search 

o Headhunting or executive search are the same thing. It is basically contacting a targeted predefined 

candidate for a specific role. Being able to headhunt allows you to handle vacancies that you would 

otherwise find impossible or at least very difficult to fill. It ensures that the candidates you put forward to 

your clients are the best available in the market not the just the most visible 

o A retainer is an up-front fee on a specific search, usually these are high level roles with salaries to match. 

Fee payments are typically paid in parts: a third paid on initiation of the search; a third paid when a 

shortlist of candidates is produced for interview; and the final third when an offer is made to a candidate 

and that offer is accepted 

 

Permanent Contingent Search 

o In a permanent search we are looking to match job seekers to a particular vacancy (to join the company 

permanently) and to charge a fee to the organisation for providing this service 

o A permanent contingent search is one where our fees are paid only upon the successful completion of the 

search - typically when the candidate accepts a position (no placement, no fee) and physically starts 
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What we are like: 

Entrepreneurial 

We give people the freedom to learn and make their own decisions. The business suits people who are 

energetic, dedicated and who have the drive to succeed. It’s a great place to be your own boss as part of a 

global business. 

Fun 

To work with such a group of like-minded individuals makes the day-to-day working environment enjoyable. 

We work hard through the week and then on a Friday we actually want to go out together to catch up on the 

week.  

Meritocratic 

We’re very good at identifying future leaders, it’s part of main objectives to look at who’s coming through the 

business, who can take a step up and who can run teams and offices. Taking the next step is solely based on 

your performance - you can progress quickly into a senior role.  

Be your own boss 

Having the freedom to make decisions and grow your own part of the business makes for a rewarding career. 

Entrepreneurialism is crucial to our strategy for growth and we hire people with independent mindsets who 

can spot opportunities for expanding the business.  

The skills you need 

The role of a recruitment consultant is to act as an intermediary between organisations wishing to recruit staff 

(our clients) and professionals (our candidates) seeking a career change. Your job is to ensure the best mutual 

fit. This is not simply a case of skills matching but one of truly understanding people and organisations. So 

you’ll need great communication skills and commercial understanding, coupled with a passion to succeed and 

a desire to make money. 

People focus 

Using open and honest communication is the key to building lasting relationships and if that’s your natural 

style, you’re likely to do well. You’ll also need to be a strong team player able to work harmoniously - sharing 

information and best practices. 

Results driven 

Making things happen takes a positive approach and you’ll combine this with a desire to achieve challenging 

sales targets. Don’t worry, comprehensive training is provided and attitude counts for everything. Adaptability 

is key. 

Commercial understanding 

Thoroughly understanding why companies are hiring and their needs and expectations means you will need to 

keep up-to-date with changes in the market you’re recruiting in, becoming an expert on job market trends. 

Talking knowledgeably to clients and candidates will set you apart.  
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Self management 

The ability to plan ahead, be organised and able to focus on detail is key. Getting the detail right is crucial to 

building relationships but to be successful you'll also need to work with an entrepreneurial mindset, seeing 

where new opportunities lie to grow your business. 

Creative problem solving 

Anticipating and managing day-to-day recruitment issues and getting to the bottom of the root cause is 

critical. You’ll be able to confidently make decisions under pressure and recommend workable solutions.  

Resilience 

Keeping calm under pressure with the ability to stay positive when things don’t go well will make you a happy 

and successful consultant. 

Joining as a graduate 

Joining us is not just your first job. It’s a springboard to a successful career. Whatever your university 

background, if you have the ambition, energy and drive to succeed and want to work in a fast-paced and fun 

environment then consider White Bay Search your ideal environment to thrive. You could quickly become a 

senior consultant, or grow your own team and business. First as a manager, then as a director. If you have the 

drive, passion and dedication to progress your career quickly you could enjoy the sort of career success 

enjoyed by many of our graduates from across the globe. 

Joining as an experienced professional 

We take people from industry, hiring them for attitude and potential - highly competent individuals who speak 

the same language as our clients. Having a conversation with a Developer, Business Analyst or Product 

Manager gives you greater credibility if you’re one too. We mainly hire people from the professions we recruit, 

but teachers, ex sports players and military professionals can all make outstanding consultants. We also recruit 

talented recruitment consultants and sales people from a variety of backgrounds. The consensus amongst 

clients is that the personalities of our people stand out as they have the ability to build long-term working 

relationships.  

Career Opportunities  

We will continue to grow our headcount to accommodate individual’s passion and desire to create career 

opportunities for themselves 

We are a true meritocracy. A meritocracy is defined as: 

• A system in which advancement is based on individual ability or achievement - we reward our people 

based on their achievements and contribution to the growth of the company 

• A powerful class composed of people who have achieved position on the basis of their merit rather than by 

privilege or tenure. 

 

80% of the job of a recruitment consultant is mindset and approach 

20% of the job is skills and knowledge 

o We will give you the skills and knowledge through training and mentoring 

o You can enhance this through self-development – reading books, attending seminars, etc 
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Basic Fundamentals of Recruitment 

Recruitment Life-Cycle 

 

Business Development: 

• Gaining market insights via candidates and media sources to identify prospective clients for new business. 

Job Spec / Job Details 

• We take a full, detailed understanding of the job requirement – Testing and Stretching all requirements. 

• We book a meeting to learn more about the client and the environment 

• We agree the appropriate level of commitment and the recruitment process 

Candidate Resourcing and Qualification 

We implement our candidate searching techniques 

• Advertising 

• Database 

• Referrals 

• Social Media 

• Headhunting 

• Market Mapping 

Short-listing and Resume Presentation 

• A final candidate shortlist is created and presented to the client with individual candidate bios and 

standardised coversheets detailing rates. 
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Pre / Post Interview Preparation and Feedback. 

• We coach and manage the candidate through the interview process, preparing them as much as possible. 

• We may also coach the client through the process should the role be of increased urgency or the 

candidate be in high demand. 

Negotiate and Close Offers: 

• We negotiate the offer with both the Client and Candidate to be mutually acceptable by all parties. 

• We ensure that the placement paperwork is handled efficiently 

After Placement Service 

• We arrange a meeting with the client to seek feedback on our performance and where we can improve 

when working on the next vacancy. 

• We stay in touch with the candidate periodically to make sure all is as expected in the new role. 

 

 

 

 

Mindset for Success 

 

Mindset for Success – Attitude & Behaviour 

Most people who become recruiters do not last. There are many reasons for that. 

But there is one main reason why so few people actually make it in the world of recruiting... 

 

It’s a tough job! 

In your recruitment career sometimes, you will question why you do it. There are times you will hate what you 

do. There are days you will go home feeling deflated, worn-out and frankly, useless. 

The world is littered with ‘ex-recruiters’, burnt out, scarred and resentful about their all-too-short recruiting 

career. 

It’s true too that being a recruiter can be the greatest job of all, but even so, to survive you have to know the 

pitfalls, prepare for them, minimize their impact where you can, and push through the inevitable challenges 

this job will throw you. 

• Recruiting is uniquely tough because it’s the only job where what you are selling can turn around and say 

‘no’. Think about it. Someone wants to sell you their car. You agree to buy the car. They agree to sell the 

car. You both agree a price. The car does not then jump up and say “Hey you know what, I am not going to 

go with this new guy”. Don’t laugh. That happens to recruiters every day. We do everything right: take a 

great job spec, impress our client, recruit great talent, make the match, manage the process, architect a 

fitting deal for all parties, secure a great offer, get everything agreed, and at the last minute...our product, 

the candidate, says, “ Nah, I changed my mind, I will stay where I am”. And that is it!.  

 

http://gregsavage.com.au/2011/04/20/being-a-recruiter-rocks/
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• Recruiting can be a killer because for us, it can be all or nothing. Sure, a small percentage of our work is 

retained, but mostly recruiting is first prize or nothing. Our business is not like the Olympics where you can 

pick up a respectable silver or bronze for competing well. For us it’s gold…or nothing!!! We do all the 

work, spend huge amounts of time and use our expertise, and manage the process with skill and diligence. 

But if our 5 great candidates get pipped by a late runner from another recruiter, or an internal candidate, 

then it is big fat zero for us. That’s tough. Hard to take. Especially when it happens often. And it can!  

 

• Recruiting grinds, you down because you do so much work you don’t get paid for. When you hear the 

words “I am feeling burnt out” from a recruiter, what that actually means is “I just can’t stand doing so 

much work for so little return”. Contingent recruiters are lucky to fill one job out of 6-8 they take on, and 

place one candidate out of 10 they speak to. And combined with the ‘all or nothing’ fee model most work 

on, it means lots and lots of hours for which we don’t get paid, and equally importantly see no tangible 

success. And success, in the form of happy clients and happy candidates, is the bedrock upon which our 

self-esteem is built. And once that crumbles, it is the beginning of the end.  

So, what can you do? 

Firstly, recognise that if you are going to be a recruiter, these challenges come with the job. 

“Toughen up” and prepare yourself for plenty of disappointment. 

Secondly, work hard to mitigate the risk of these things happening to you. Hone your recruitment skills, your 

talent management skills, and your job qualification ability. Build trusted advisor relationships and work to get 

commitment from managers on orders to increase your job to placement ratios. Great recruiters, who move 

from transacting to consulting, start to win more than they lose.  

Finally, never forget that if you choose to be a recruiter, you have made a commitment. You have chosen a 

career fraught with pitfalls and sometimes it feels like a living hell, But do it right, and the fun and money we 

need for a great life is within our grasp & control. 

You’re Attitude 

Overall attitude is the key factor in success. Attitude drives behaviour and is usually more important than your 

skills or background in determining success. 

There are 5 important factors about attitude that you should always remember... 

1. Your attitude toward customers influences your behaviour. You cannot always camouflage how you feel. 

2. Your attitude determines the level of your job satisfaction. 

3. Your attitude affects everyone who comes in contact with you, either in person or on the telephone. 

4. Your attitude is not only reflected by your tone of voice but also by the way you stand or sit, your facial 

expression and in other non-verbal ways. 

5. Your attitude is not fixed. The attitude you choose to display is up to you.  

Successful consultants stand out for their understanding of these points, perhaps the last point most of all. 

They are individuals who take command of their own lives and look to make the best of the opportunities that 

come their way and deal with the challenges. They are effective at controlling conversations and influencing 

others. 

Positive mental attitude: whatever it takes! 

It is incredibly important to stay positive in the role of a recruitment consultant. There are many fluid 

situations & external factors that can change your mood and attitude on an hourly basis. 

http://gregsavage.com.au/2011/09/28/fun-and-money-the-two-reasons-to-come-to-work/
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Its all about choices – you choose to be positive or you choose not to be. It’s much easier to be dragged down 

the negative route because you actually have to work hard at staying positive. 

Question:  What are your odds on winning the lottery?...   

Answer 1: 13 million to 1?  

Answer 2: It’s 2 to 1 !!..You have a 50:50 chance…you win OR you don’t win!…. but you have to buy a ticket 

first!  

So based on your answer to this question are you a ‘glass is half empty’ or ‘glass is half full’ type of person?  

In recruitment you always have to be searching for the positives and recognising your own achievements no 

matter how big or small! If you let the negatives take hold you can quickly spiral into a business world that 

“has nothing to offer”, where, “everything is against me!”  

So, think about what frustrates you on a daily basis… What affects your positivity and how can you control 

these situations & feelings? ........ 

 

Big Billers – 5 key factors for success 

1. Attitude 

• Every Big Biller has reached a point where he or she has an unshakeable, winning attitude and relentless 

persistence. 

 

2. Focus 

• Every Big Biller has a crystal-clear purpose and a strategy for success 

• They have the ability to drive out all distractions from their mind whilst concentrating on the job at hand. 

 

3. Control 

• Big Billers control the process at every step and are in control of the hirer’s expectations and the 

candidate’s presentation - nothing is left to chance.  

 

4. Discipline 

• Every day is planned, routines are followed, the process is respected.  

 

5. Relationships 

• Big Billers put customer needs before fees but still maintain healthy profits 

• Recruitment is above all a relationship business and if you can’t build business relationships, then you 

have no business 

 

The Mindset for Success - 7 Secrets of Successful Recruiters  

1. Seeing it through 

• The top billing consultants are highly dedicated to their responsibilities and do not stop working each 

day until everything has been done. The job comes first and other commitments will be managed to 

allow them to deliver results that they are proud of. 
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• This passion and commitment is a central part of what motivates them to achieve the results they 

regularly deliver. It is recognised by clients who will return again and again, attracted by the high 

levels of service that they receive. Candidates also appreciate the effort made on their behalf. 

• The consultant sees the workload as part of the deal which gives them the opportunity to be 

successful and prove themselves, as well as to earn good or excellent rewards. It is also the best way 

to manage the inevitable ups and downs, too. When the setbacks come the best thing to do is work 

through them, they say, making extra effort to get back to a top billing position or to deal with the 

issue which a client or candidate has just thrown at them. 

• Working hard earns them the respect they enjoy from clients, candidates and colleagues. It is 

rewarding in its own right to meet their commitments and have the responsibility to see each task 

through to success, because in recruitment you are really in charge of your own destiny. 

 

2. Doing the deal 

• Doing the deal and getting a result is a key part of the skills the high billing consultant brings to the 

job. Some top billers say that selling is what it is all about, whether to clients or to candidates, while 

others tend to play down the use of the word selling, because of the connotations of a ‘hard sell’. Not 

everyone is comfortable with the idea of being a salesman, even when they are highly skilled 

persuaders and influencers. 

• Top performers want to build the best ‘deal’ for all three parties to the transaction so that the clients 

and the candidates will come back again and again. Pushing through a transaction just to make a 

personal or business target, or to make more money personally, would not be acceptable. Top billers 

believe that it is better to turn down something that is wrong for one side or the other, so that in the 

long term, these people become loyal buyers and candidates who bring a guarantee of future income. 

• The emphasis on selling is not often understood outside the recruitment industry and so can be a 

surprise to many people when they first join an agency. The ability to sell is a quality which some 

people are born with, and others have to learn. 

 

3. Keeping on track 

• The fast and furious pace of a successful recruitment business makes it all too tempting to leave the 

administration aside until it’s urgent. The successful recruiter doesn’t let that faze them and doesn’t 

allow their plan to be overwhelmed by events. 

• This focus on managing time is important to all top billers. They show a methodical approach that 

means they are confident in what they have to do, and in what the results will be. The busier they 

become, the more important this emphasis on staying on top of the information becomes. 

• They set their priorities at the start of the day and manage through the workload. Having a good 

sense of what really matters, where the real opportunity is, and what to focus on, is a natural sense 

that they work to build into a critical strength. 

• Being well organised is all the more important. Successful recruiters manage themselves, are highly 

proactive and take the lead. A high degree of organisation and efficient control of the information is 

vital in recruitment. 

 

4. Nothing but the best 

• Top billing is about delivering nothing but the best for clients and candidates. Selling either of them 

short, just to get a task out of the way or to make money, would never occur to the best recruitment 

consultants. It is their reputation that is on the line and even more important, their future. Only the 

truly satisfied clients and candidates come back. So they need the best treatment every time, the 

right candidate for the job and the right employer for the candidate. 

• Another aspect of this focus on excellent service is recognition that clients generally want a new hire 

quickly. While resource plans may be worked on for some time, when it comes to the hiring point, a 
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solution is needed as rapidly as possible. In the situation where a large number of contractors are 

being provided, of course, then speed of action is also vital as the contractor requirements turn over 

and new staff are needed, again often at short notice. 

• To live up to the promise of delivering the best, the successful recruitment consultant needs to fully 

appreciate the client’s needs and constraints and the candidates capabilities and weaknesses.  

• Delivering the best depends on how information is collected and managed. Checking references and 

work history, making sure all the relevant areas have been covered and that the information is 

recorded & stored, underpins the quality of service at the time of the transaction as well as 

supporting good service in the future. 

 

5. Empathy 

• Successful recruiters are great relationship builders, can get to know anyone in a short period of time, 

knowing what to ask and how to respond whatever type of person they are dealing with. They enjoy 

the interaction, as well as making use of it to find out what they need to know and create a solution 

that really works for the people concerned. 

• Recruitment cannot be treated as an exact science, or managed to a precise formula. Judgement is 

needed to match candidates and clients. The fit may not be obvious at the start. A good recruitment 

consultant can help a client to see how to make the role and candidate work together; and can help 

the candidate to understand how the role could work for them. There is a strong sense of the 

importance of meeting and talking with clients and candidates to build a full appreciation & sense of 

their style, personality, needs and attitudes. 

 

6. An instinct for business 

• The ‘instinct for business’ is one that goes beyond standard recruitment expertise into an 

appreciation of how businesses in general use people and what their options might be in the use of 

staffing consultancies. It involves some awareness of general business trends, the impact of local and 

national economic factors, regulation and so on. 

• Successful recruiters make the most of this kind of knowledge and understanding to find out more 

and put it to use in delivering candidates for jobs. Showing a real appreciation of the challenges that a 

client faces also brings new opportunities for recruitment, by helping to build the skills profiles they 

need and respond to pressures on resourcing. 

• Certain clients may value offers or suggestions on payment terms that help them at certain times of 

year, or during difficult trading periods. While there are inevitably limits to what an agency can do in 

this respect, the top billing consultant is equipped to see what is needed and to craft an offer that 

works for client and agency. More powerful still, they could advise on the likely future situation in the 

hiring marketplace for that organisation and help clients plan ahead. 

 

7. Staying ahead 

• The desire to learn and improve skills marks out many of the most successful recruitment consultants. 

• They demonstrate a desire to push themselves to do more, to do better, all the time, not resting on 

their laurels as top billers. They want to learn more about how to do the best deals, about how to 

persuade, influence and create value. They share a belief that these skill sets need to be built and 

maintained through practice and that over time, they can weaken. 

• Then they put their understanding to good use in matching candidates to clients, and finding new 

candidates, and more clients. 

 
 
The Mindset for Success - 5 Habits of Highly Successful Recruiters 
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While everyone has a different opinion on what success really is (wealth? notoriety? the elusive work/life 

balance?), there are a few themes on what makes a recruiter a big success that keep recurring again and again. 

1. They track metrics & know their ratios for success. 

• At the end of the day, all that really counts is the number of job you fill. But it’s so interesting to look at all 

of the steps in between… 

o What factors correlate with increased placements?  

o Is it the number of cold calls you make per day?  

o Is it sharing jobs with social networks?  

• Successful recruiters know what numbers they need to hit on the way to their targeted number of 

placements. 

 

2. They are easily accessible. 

• Part of closing a new client or gaining the trust of a hot candidate is always being available. And we are 

constantly evolving in how we are available to each other. 

• As a recruiter, you aren’t always tied to your desk. You’re out networking with people, facilitating 

interviews, and giving presentations. Being available & being planned is a major part of being productive 

while you’re away from your desk. 

 

3. They pick up the phone (see item #1) 

• If you’ve been tracking metrics, then you know that a certain amount of output yields a certain amount of 

input. Whether it’s cold calls or touching base with old clients and new connections, dialling out helps 

bring them in. Successful recruiters put in their time on the phone. 

 

4. They get there first. 

• The early bird gets the worm. Presenting a hot candidate means nothing if someone else has gotten there 

first. If speed isn’t your game, you may want to work on your exclusivity agreements. 

 

5. They move forward with purpose. 

• Whether you work a desk, or run a large firm, growth is always a goal, and making more money is always a 

goal. But it’s easy to burn out on the way to either of these goals without a core purpose. 

• Call it a value proposition, call it a mission statement, but your purpose defines why you come into work 

every day. It helps you to move past setbacks and disappointments, and helps to make your brand more 

appealing. And successful recruiters have a great purpose - to help companies grow by find them great 

talent…in return making their recruitment business a great place to work and earning themselves a great 

living ! 

 

The Mindset for Success - 12 Tips to Finding Your Recruitment Mojo 

1. Accept where you are right now 

• There is power in acknowledging the truth of your situation as is. By acknowledging and accepting, 

you can move forward. The more you fight, the longer it takes to get back on track. 

2. Take time out for yourself 

• Sometimes there is high activity and demand, other times there is a lull. This reflective time can 

connect you with what really matters to you. Our sense of meaning, purpose and relevance change 

with the different phases of our lives. 

3. Re-visit the big picture 

http://www.sendouts.com/blog/building-a-purpose-driven-recruiting-firm/
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• What do you really want out of your life / recruitment career, now and in the future? How do you 

want to be living? What about your job and relationships? If you could have all that you wanted – 

what would this list or picture include? 

4. Re-connect with your sources of inspiration 

• What are the small and big things that energise you? Brainstorm or list these. Choose to do something 

from these activities every day. 

5. Enjoy dreaming, creating and planning 

• Capture these thoughts, ideas, images, symbols or pictures in a diary or vision board. Externalize it if 

you can. If you could have things your way, how would it look, feel and be? Try and experience these 

feelings there and then.  

6. Appreciate 

• Focus on all the things that are good and working well in your life/business right now. Things that you 

are grateful for.. Know and trust that it will be okay! 

7. Smile and laugh 

• We smile and laugh when we are happy, but we are happy when we smile and laugh, it works both 

ways. 

8. Make a note of the things your feel to lucky to have 

• Focus on the haves, not the don’t haves. 

9. Gratitude list 

• Have a list of things in your life you feel good about, that you feel lucky to have or grateful for. Read it 

every day. 

10. Emotion & Motion are linked 

• Get some bad news, go and do something, stay busy, go for a walk or just move from where you are 

sitting, anything that moves your position – keep moving. 

11. Reframe 

• This is not some elusive difficult skill - Just simply ask yourself, what good came out of this, what have 

I learnt, what are the positives here, you will always find some if you look. 

12. Surround yourself with Positivity 

• Positive things, people, places, activities, conversations and don’t do the things or go to the places or 

be with the people that affect your positivity, its too important. 

 

Working for White Bay 

What to expect: 

Managing Information - Key Performance Indicators  

Key Performance Indicators 

• KPIs are your route to business 

• If you concentrate your business strategy towards activity that allows you to hit your KPIs you will 
strengthen your position, enabling you to gain jobs, get interviews and do deals! 

• Your KPIs will be fluid and relevant to your business and your market on an ongoing basis 

• We do not manage you upon KPI’s, these are only used as a measurement tool and to create a formula for 
success, specific to your ability.  

 
Some examples of KPIs: 

 

• Marketing call’s 
o Contacted and New Contacted 

• Candidate calls 



 

SHAUN DEACON 14 

 

o New candidates identified and previously known candidate’s details updated. 

• Meetings 
o Attended 
o Booked 
o New Booked 

• Leads 
o Candidate  
o Ad chasing 

• CVs Sent 
o Sent to vacancies 
o Sent Speculatively 

• Live Vacancies 
o Temporary  
o Permanent 

• Margins: 

• Average margins for temps 

• Average fees for perm. 
Placements 

o Temporary  
o Permanent 

 
 
Managing Information - Measuring Data. 

• Throughout the week and month you will be monitored and supported by your manager and other senior 

staff to be constantly on the right path for success. 

• Targets are created by analysing data and calculating the minimum amount of activity to enable you to hit 

your personal and financial goals 

• By using historical data your management will be able to calculate the levels of targets by analysing your 

personal ratios and that of the relevant ratios of the company 

This will help us to plan your activity for you to realise what is needed to achieve your goals 

 

• Examples of ratios that will be analysed: 

o Interviews to Jobs 

o Jobs to Deals 

o A Jobs to Deals 

o CVs to Jobs to Interviews 

o Contacted/New Contacted to Jobs 

o Leads to Jobs 

o Meetings to Jobs 

 

• We do not manage by numbers, we manage by monitoring numbers 

o You will be supported in the constant review of your activity and results with your 

mentor/manager on a daily, weekly and monthly basis 

o You will have a daily set up with your manager to scope out your day.  

o You will be expected to have a weekly catch-up with your manager where they will help you to 

analyse the successes and failures of the results, quality and quantity of your weekly activity 
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True Consultancy 

 

True Consultancy – Perception 

• We are aiming to be perceived by our candidates and clients as real a consultant or to be working with a 

TRUE consultancy 

• In order for us to provide this image and perception we need to define what a 'consultant' actually is 

• We want your candidates and clients to always regard you as a real consultant?  

• What is a Consultant? 

o Imagine for the time being there were no such thing as the Recruitment Profession. 

o In all other aspects of life, what SHOULD a consultant be or do? 

o Remember that a Consultant could be a Pensions Consultant, a Management Consultant, a 

Barrister, a Tax Consultant, etc., etc. 

o Here is a list of some words or short phrases that describe a 'CONSULTANT'.  

 Expert  

 Professional 

 Facilitates outcomes  

 Discreet  

 Objectivity  

 Experienced  

 Responsible for actions  

 Good reputation  

 Balanced view  

 Arbitrator  

 Commands respect  

 Doesn’t come cheap!  

 Ethical  

 High standards  

 Qualified  

 Top of profession  

 Valued opinions  

 Impressive 

 ADDS VALUE!  

Adding Value 

• We must not only add value, we must be perceived to add value to the process 

• We will add value to the process by: 

o You will often be judged by the questions you ask.  

o You need to be ahead of the game, making things happen rather than reacting to them.  

o You must show how your experience helps those whom you advise to be more successful.  

o Understanding the expectations and what you need to do to over-achieve 

o Signposting is an invaluable control factor.  

o Ask yourself not what your customer can do for you, rather what can you do for your customer.  

o Articulate fluency 
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 not to be confused with “The gift of the gab” / Blarney / B.S. / “Hype”.  

o You need to be logically convincing and display logical reasoning, not pushing your views down 

their throat. 

o Seek confirmation that you have fulfilled your role (even exceeded expectations).  

o Admit mistakes, don’t flannel 

 You’ll gain more respect for apologising for your error / mistake / omission than trying to 

gloss over it, to pass the buck or to misrepresent your actual role in the process.  

o Constantly strive to enhance perception of you and the service you represent.  

 

We would like you to use this document as the start of a training tool and company strategy towards 

increasing our brand and the idea of "consultancy" and service. 

• Continually ask yourself the questions: 

o “Do your candidates and clients always regard you as a real Consultant?” 

o “What is a Consultant”  

• Finally, ask yourself: 

o “How can we apply the concept of “True Consultancy” on a day-to-day basis in our 

interactions with clients and candidates?” 

o "What will we do?" 

o "What is the standard?" 

 In the same way we have behaviours for our values, what are they for being a True 

Consultancy? 

True Consultancy – Definition 

• A true definition! 

o A consultant (from Latin: consultare "to discuss") is a professional who provides professional or 

expert advice in a particular area such as management, accountancy, the environment, 

entertainment, technology, law (tax law, in particular), human resources, marketing, emergency 

management, food production, immigration, medicine, finance, life management, economics, 

public affairs, communication, engineering, sound system design, graphic design, or waste 

management. 

o Consulting guru, Peter Block, defines a consultant as 

 "Someone who has influence over an individual, group, or organization, but who has no 

direct authority to implement changes." 

o He contrasts this with a surrogate manager who is a person who 

 "Acts on behalf of, or in place of, a manager." 

o The key difference is that a consultant never makes decisions for the individual or group, whereas 

a surrogate manager does make decisions. 

o A consultant is usually an expert or a professional in a specific field and has a wide knowledge of 

the subject matter. The role of consultant outside the medical sphere (where the term is used 

specifically for a grade of doctor) can fall under one of two general categories: 

 

 Internal Consultant 

• Someone who operates within an organisation but is available to be consulted 

on areas of specialism by other departments or individuals (acting as clients); or 

 External Consultant 

• Someone who is employed externally (either by a firm or some other agency) 

whose expertise is provided on a temporary basis, usually for a fee. As such this 

type of consultant generally engages with multiple and changing clients. 
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o Overall the impact of a consultant is that clients have access to deeper levels of expertise than 

would be feasible for them to retain in-house, and may purchase only as much service from the 

outside consultant as desired. 

 

Self Analysis 

The Recruitment Conveyor Belt is a recruitment model that shows the different stages of the recruitment life 

cycle and encourages you (along with your manager) to spend time self analysing each part of the job that 

helps you to define areas where you can improve to create desirable results. 

You would use the Recruitment Conveyor Belt especially when you (or your manager) feel that you could 

improve your results.  

This model helps you to be more definitive and conclusive in finding out what actions you need to take, rather 

then being speculative and relying on guess work. 

But first you can analyse yourself and how you are approaching the role of Recruitment Consultant 

Self Analysis - Logical Levels 

You should start your analysis of the Recruitment Conveyor Belt on the right hand side of the model ask 

yourself each question in each of the subject areas. The questions should be tailored to ask your self if you are 

doing the required element successfully or consistently, or if you are happy with what is expected of you. 

The Recruitment Conveyor Belt starts with Mindset. Mindset accounts for approximately 80% of the reasons 

why you will be successful (or not!) in the role of a Recruitment Consultant. Your mindset can be analysed 

effectively when looking at it in conjunction with a model called ‘Logical Levels’ where you first have to analyse 

all internal and external areas that can affect you personally  

The Logical Levels or categories relate to how you think about situations. Each level provides different 

information to help understand what may be going on or where you may be experiencing difficulty in moving 

forward. 

There are five main levels with an optional sixth depending on the context. They are like a hierarchy with each 

level connected to the next and influencing each element. You can consider each level personally or involve a 

team of people you are working with. Each level provides different information to clarify your understanding: 

• Logical levels can help to: 

o Clarify how you perceive a situation, e.g. your thoughts and ideas, what the real issues are 

o Highlight at what level work needs to be done to achieve change or how you may need to intervene or 

interact 

o Identify where a problem may come from, e.g. within an organisation or relationship to help find a 

solution to move forward 

Whilst learning and change can occur at different levels, change is usually easier in the context of the first level 

‘environment’, e.g. by moving furniture. Change at a higher logical level usually impacts the lower levels. 

However, change at a lower level will not always affect change at a higher level. 

Therefore, to solve a problem at one level, a change may be required at a different level first, e.g. you may 

want to change your behaviour but are struggling because the change may be linked to another logical level, 

which you need to address first. 
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Understanding the levels 

 

• Environment 

o External factors including where you are and the people you need around you, time of day (if you 

prefer working in the morning or evening), where you physically need to be, office layout, 

working space (open plan, private office), colour of a room. 

• Behaviour 

o The actions necessary to carry out a task, what you do and your specific actions 

o e.g. complete a project, write a report, commence a new task. 

• Capabilities 

o Related to the knowledge, skills or talents you may have physically and mentally, and can repeat 

consistently 

o e.g. playing an instrument, being skilled in a particular sport, knowing how to use a computer 

package. 

o New skills can be learned, and, with a positive attitude and desire, capabilities can expand around 

you. 

• Beliefs and values 

o Relates to a deeper, personal level linked to what you believe to be true and reinforces your 

motivation 

o e.g. do you believe the project will give you value, what factors are important to you, what value 

do you perceive in learning a new skill? 

• Identity 
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o Your sense of self, who you are, how you describe and express yourself. 

• Purpose 

o Your mission in life or degree of ‘passion’ 

o e.g. what you want to achieve, the company or personal mission, what contribution you want to 

make, your personal strengths. 

To understand the different levels, it is important to be clear to ascertain where emphasis and intonation are 

placed. Further questions can then be asked related to the specific level, to find out what would help you to 

make a positive change or move forward. 

• I can’t do that here  

o Emphasis at IDENTITY level 

o e.g.: who could do the task, or what could you do? 

• I CAN’T do that here 

o Emphasis on BELIEF level 

o e.g.: why, what factors are important to help you continue? 

• I can’t DO that here 

o Emphasis on CAPABILITY level 

o e.g.: how, do you need additional skills or knowledge to proceed? 

• I can’t do THAT here 

o Emphasis on BEHAVIOUR level 

o e.g.: what actions can the person do? Does the task have a positive intention and link with your 

personal development? 

• I can’t do that HERE 

o Emphasis on ENVIRONMENT 

o e.g.: where, when or with who could you take action? 

o Where do you need to work? 

o What time of the day will be best? 

o Where do you need to be to do the task? 

The saying 'I CANT DO THAT HERE' helps you to remember each of the 5 main Logical Levels  

 

Self Analysis - Recruitment Conveyor Belt 

With this is mind, you then should challenge yourself through the model to attempt to identify the problem or 

problems that are stopping you from being ultimately successful. 

Once you have identified the solution required you are then able to recognise the actions that you need to 

take or the training that you need to enable you to do your proficiently and profitably 

You start on the right side of the model and ask yourself questions on the subject fields highlighted. 



 

SHAUN DEACON 20 
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If the answer to the question is no, then set yourself a target, share it with your manager, and take actions: 

• Mindset 

o Is the environment conducive with what I want? 

o Am I comfortable with the role of a recruitment consultant? 

o Am I happy working in the recruitment industry? 

o Am I motivated to do a job where phone work is an integral part of the job? 

o Am I managing any external factors that could stop me from working effectively? 

o Am I being as positive as I could be around my peers and work colleagues? 

o Am I prepared to work hard to be successful? 

o Am I prepared to work the length of hours expected and required to be successful? 

o Am I working with intensity? 

o Do I have the correct attitude? Do people appreciate me? 

o Am I happy to deal with the constant rejection I get from candidates and clients? 

o Am I committed to creating a full and dedicated day plan, every day? 

• KPIs 

o Are my call times high every day? 

o Is my number of attempted calls high every day? 

o Am I planning to headhunt quality candidates every day? 

o Am I adding enough new clients? 

o Am I adding enough new managers? 

o Am I sending out enough CVs speculatively and to live jobs? 

o Am I pulling enough candidate interview leads and pre-references? 

o Am I making enough new business calls and calls to existing clients? 

o Am I booking enough meetings with prospective clients? 

o Am I attending meetings with prospective clients? 

o Am I speaking to enough candidates on a daily basis? 

• Skills 

o Am I using “Profile” effectively? 

o Am I utilising the search functions on “Profile” effectively?  

o Am I disciplined in organised myself in order to maximise efficiency? 

o Am I managing my time effectively? 

o Do I display high quality sales skills? 

o Do I display high levels of business acumen? 

o Am I following the processes religiously that I have been trained? 

o Am I capable of presenting the recruitment services that we offer to clients? 

o Am I making effective selling in calls to prospective clients? 

o Am I using effectively questioning techniques to maximise information gained? 

o Am I dedicated to discovering needs from clients and candidates? 

o Am I selling our services and opportunities back to these needs? 

 

• Jobs 

o Am I taking full and effective job descriptions from my clients? 

o Am I gaining flexibility on job requirements to widen my parameters? 

o Am I creating urgency with my clients and candidates? 

o Am I religiously sending job confirmations to every vacancy I gain? 

o Am I selling retainers effectively to appropriate permanent vacancies? 

o Am I dedicating time to source for multiple candidates for every vacancy? 

o Am I effectively qualifying candidates to gain maximum information? 
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o Am I controlling my candidates from the very beginning of the process? 

o Am I selling in candidates to managers with vacancies to gain interviews? 

o Am I sending enough CVs to jobs to be able to book interviews? 

o Am I gaining agreed CV feedback from managers in a timely fashion? 

o Am I consistently adding pipeline jobs to the system? 

 

• A Jobs 

o Am I gaining a good level of commitment on my jobs? 

o Am I upselling jobs to gain a fillability level of at least 75%? 

o Am I pitching for and gaining exclusivity with the majority of my jobs? 

o Am I pitching for and gaining interview slots with the majority of my jobs? 

o Am I planning out a project with the manager and identifying milestones? 

o Am I delivering effective verbal and written progress reports to increase urgency? 

o Am I remaining disciplined and hitting all deadlines I am being set? 

o Am I agreeing times for feedback on CVs from my clients? 

o Am I ensuring that I am delivering excellent quality CVs to my jobs? 

o Am I consistently using headhunting techniques to ensure I find unique candidates? 

o Am I selecting candidates accurately that ensure the manager interviews them? 

 

• Interviews 

o Am I ensuring I send multiple CVs to every job to increase my chances of a deal? 

o Am I ensuring that I am setting up multiple interviews with my client? 

o Am I pre-closing candidates to test commitment before interview confirmation? 

o Am I controlling the candidate through the process by communicating effectively? 

o Am I creating a fear of loss by creating competition for the candidate and the client? 

o Am I ensuring that I am managing the whole process myself and not delegating? 

o Am I preparing the manager for each interview on a consistent basis? 

o Am I preparing the candidate for each interview on a consistent basis? 

o Am I gaining feedback from the candidate for each interview on a consistent basis? 

o Am I gaining feedback from the manager for each interview on a consistent basis? 

o Am I doing everything I can to get candidates interviews at multiple clients? 

• Offers 

o Am I dealing with the counteroffer problem up front and not waiting for issues? 

o Am I recommending candidates to managers in a consultative way? 

o Am I negotiating any offer in the best interests of White Bay? 

o Am I maximising any placement fee or Weekly Gross Profit margin where applicable? 

o Am I pre-closing candidates to test commitment before delivering an offer? 

o Am I creating a fear of loss throughout to ensure that we remain in control? 

o Am I presenting the offer to candidates in a positive and assumptive way? 

o Am I meeting any candidate under offer where possible? 

o Am I following all paperwork processes to the letter when the placement is made? 

o Am I booking an After-Placement Meeting with the client every time? 

o Am I selling our service to ask for repeat business for my team and others throughout? 

Actions 

Make a comprehensive list of the questions you have said NO to and create a specific action to rectify this. 

Share these commitments with your manager and anyone involved with your personal development 
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Prioritise them in order from the right-hand side first and set specific dates that you aim to be able to turn the 

NO in to a YES. Ensure that you are clear on what the specific desirable outcome is 

 

Self-Analysis - When Things go Wrong! 

Assumptions & Common Mistakes – how to avoid 

Looking for a quick way to make your job harder? Perhaps you may be looking for the things you need to avoid 

in order to be successful, either way one key area to focus on is Assumptions!!  

Assumptions are the curse of success. Never assume anything is what we are told. Although we all know this 

(am I making an assumption there?!?) there are still common assumptions we can make as recruiters that 

could ruin our business. 

1. Assume that all candidates are what they claim.  

Deciding that a candidate is “perfect” because they told you they were. Yes, interviewing them helps but what 

else could we do? What about references? It can be painful to lose a placement due to poor references, so 

never represent a candidate without fully vetting them first. Within this assumption there are many mini-

assumptions (small assumptions you can make in between assumptions without losing your appetite for the 

big ones!) such as assuming that the referee they gave you was their manager previously and not a ‘friend’, 

that it is their CV history, that the reasons they gave you for leaving were true, that they did really earn that 

salary, that they don’t have a criminal record (honestly). 

2. Assume that your best clients will always use you.   

It is the clients we take for granted that are most likely to let us down. Look after clients the same way you did 

when you were courting them to become your customer! Many recruiters take their clients for granted 

because they think the client will always remember them when they are recruiting. Perhaps someone else is 

becoming more memorable? Like a competitor. Clients are Promiscuous!! 

3. Assuming that your best candidate will take the job. 

How do you know? Seriously, how do you know? What will you do if they don’t? Good consultants work 

closely with their candidates to reduce the chances of this happening. Reduce the chances OK? Nothing in this 

life is guaranteed. Have a back up in mind. Get more than one candidate an interview so the interviewer has a 

back up. 

4. Assume that your client is using you exclusively. 

Exclusive means no other external supplier. Just because they may not be using another recruiter doesn’t 

mean that they don’t have their whole internal recruitment team working it does it? Cover it properly and 

make sure you know exactly what they are doing to fill the requirement. 

5. Assume that your candidate needs you. 

Taking candidates for granted is such a common place error that some may not consider this to be an 

assumption. How do you know if your candidate is “secretly” looking at other opportunities? You know those 

surprise offers that sometimes arise? Guess what – it wasn’t a surprise to the candidate. I doubt they looked in 

their inbox and found a job offer suddenly appear. You didn’t know because you didn’t ask or you didn’t have a 

relationship. 
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6. Assume as the economy picks up you will get more jobs 

Sitting back and waiting for the recovery will not create success. As the economy grows and jobs arise you will 

miss out if you are not maximising your business development activity now. 

7. Assuming your job control skills are up to scratch. 

When was the last time you looked at your ratios? Again, plenty of mini assumptions: Assuming the candidate 

will take the job, the client will make the right offer, that the candidate will resign successfully, that the 

candidate will stay etc….Plenty to keep even a professional master assumer busy. 

8. Assuming you know what you client is looking for. 

Too many a seasoned recruiter thinks that their market knowledge allows them to assume they know what 

their client is looking for when they are recruiting. Taking in the job spec without any questions; “So I guess 

you want someone with at least 3 years experience? And a good degree? Perhaps also with a background in 

something hard to find? Yeah, I thought so..” 

9. Assuming if you work hard enough it will happen.  

Hard work is really important but the energy needs to be focussed on the right activities at the right time. Plan 

effectively – write a business plan to give you focus on the right things and review it regularly. 

10. Assuming that the first 3 candidates you find are the best 3! 

Nothing really needs to be said on this one !..does it !? 

11. Assuming all clients want to interview the same number of candidates. 

Different strokes for different folks. Some clients want to interview a couple of people, others 3, some 5 and 

others “as many as possible”. Ask them how many they would like to interview for first interview, then ask 

them what they are basing it upon and manage accordingly! 

12. Assuming all the candidates you want are on profile or in your ad response. 

Yes, there are lots of candidates on profile already and whom apply for our jobs though there are candidates 

who use all sorts of different methods to find a job, that’s without us even talking about the “passive” 

candidates  who need to be tickled out of hiding with a tempting job new opportunity. 

Have a strategy for finding the VISIBLE & LESS VISIBLE candidates. 

 
 

 

 

 

 

 

 

http://recruitmentdad.com/selling-better-how-to-develop-more-new-business/
http://recruitmentdad.com/how-to-succeed-at-sales-%E2%80%93-top-10-tips-for-planning-success/
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10 Biggest Cold Calling Mistakes Most Recruiters Make – and How to Avoid Them (Mark Whitby) 

Would you rather make 100 calls with a 5% success rate – or 25 calls with a 20% success rate? Before you 

invest any more time & energy cold calling, make sure you’re being as effective as possible. Which of the 

following mistakes are you making? Be honest with yourself and make a decision to do something about it. 

Don’t try to completely change what you’re doing … instead focus on improving one thing at a time. 

1. Not making business development a priority. 

Schedule time for business development every day ideally – or at least 3 days per week. Stick to your schedule, 

even when you’re “too busy.” Consistency is the key. Remember – just 10 new contacts per day is 2400 per 

year! 

2. Not putting yourself in a positive mindset: 

Your success in canvassing is at least 50% psychology. What state must you be in to be effective at canvassing? 

Confident? Enthusiastic? Motivated? Resourceful? Cheerful? Energetic? 

It’s not good enough to ‘canvass when you feel like it.’ You must be able to access those positive emotions on 

cue. Start with your physiology – sit how you’d be sitting if you felt energized and unstoppable. You might 

need to stand up for this! Breathe how you would breathe if you felt relaxed and confident. Put a smile on 

your face! 

Now focus on the results you want – imagine clients being warm and receptive. Think of a time when a cold 

call turned into one of your best clients. 

3. Calling the wrong prospects: 

Rather than making random canvass calls, be strategic about who you call. Decide who your target market is. 

What is the profile of your ideal client? Identify companies who fit that profile. Prepare a prospect list made up 

of companies who you know have a requirement, and/or companies who are likely to have future potential. 

Call your hottest prospects first! At the end of each day, invest 15 minutes to create your call list for the 

following day. 

4. Not setting clear objectives: 

Unless you know what you’re aiming for, you’re unlikely to hit the bullseye. What are your primary and 

secondary objectives? Is it a vacancy? A client visit? An interview? Get clear on your objectives before picking 

up the phone. 

5. Lack of preparation: 

The best way to reduce the pressure of cold calling is to decide in advance what you want to say. There’s a big 

difference between reading a script and working from a script. A carefully thought out word-track gives you a 

framework to fall back on. So rather than worrying about what to say, you can focus your attention on 

listening to your prospect and building incredible rapport. 

6. Not speaking to the decision maker: 

Don’t bother selling to secretaries – they have the power to say ‘no’ but not the power to say ‘yes.’ Unless 

you’re dealing with the real decision-maker, your ability to influence the client’s buying behaviour is minimal. 

http://www.recruitmentcoach.com/10-biggest-cold-calling-mistakes-most-recruiters-make-%e2%80%93-and-how-to-avoid-them/
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And don’t assume you must go through the HR department. Target line management first. Don’t be afraid to 

start from the top down. If you call the Managing Director and she tells you to speak to line manager, you can 

call the line manager and say “your MD suggested I call you.” 

7. Not setting yourself activity targets: 

In order to stay focused, it’s critical to set yourself targets – targets for number of call attempts, decision 

makers contacted, new vacancies, client visits arranged, etc. These Key Performance Indicators (KPIs) will help 

you help you stay on track. They give you a benchmark against which to measure your success and help you 

identify areas for improvement. Record your daily activity and review your progress weekly. 

8. Having a weak opening capability statement: 

Your opening capability statement must capture the prospects attention in the first 10-20 seconds. Craft an 

opening statement that generates interest and reduces resistance. Don’t try to sell your service in the opening 

statement. The sole purpose of your capability statement is to grab the person’s attention and move them 

quickly to the questioning phase of the call. This should include your name, company and the key benefit or 

result you provide. 

9. Asking too many closed questions: 

In order to have a meaningful conversation with someone, you need to ask them plenty of open questions. If 

you met someone at a party and wanted to make an impression, would you a) tell them all about yourself and 

how great you are, or b) demonstrate a genuine interest in them by asking them questions about him or 

herself? Obviously the answer is B! So write yourself a list of at least a dozen open questions that you can ask 

your prospects. Hint: Most of them will begin with the words “what” and “how.” 

10. Giving up too easily: 

The biggest cause of failure among sales people is giving up too soon: 

48% quit after the first contact 
20% quit after the second contact; 
7% quit after the third contact; 
5% quit after the fourth contact; 
4% quit after the fifth contact 
 
And yet 80% of customers say “yes” after the sixth contact! Many clients will not buy from you on the first call. 

And that’s OK! At least they are aware of you now and you’ve started to build a relationship. However they will 

very quickly forget you! Unless you follow up, your call has been a complete waste of effort. You’ve already 

done the hard work of cold calling. The next time it will be a warm call! Keep them in your sights and stay in 

touch by phone, letter and email. 

How NOT to negotiate – as a seller 

Below is how NOT to conduct the actual negotiation so you can see the light on how you should… 

1. Get nervous 

When I say get nervous, I mean get really nervous. Act as though you are worried and frightened about the 

deal. If you are the seller then act like this means a great deal to you and that losing the deal would be the end 

of your world. That level of nerves will ensure the other person knows they can screw you over. 

 

http://recruitmentdad.com/how-not-to-negotiate-%e2%80%93-as-a-seller/
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2. Demonstrate a lack of belief 

It’s your choice here and we have a few to choose from: A lack of belief in your product, your services or even 

your prices. Maybe even a lack of belief in your ability to get what you want. To really excel at doing badly, 

then all three would be awesome.  

To help you understand, here are some classic questions that quickly help demonstrate a lack of belief: 

“The price is £12k, how does that sound to you?” 

“How does that compare to other quotes?” 

“The price is £12k, although there is some room to negotiate” 

“Our standard terms are £12k” 

 

3. Get angry and aggressive when your price is questioned 

Getting angry is a marvellous way to lose control quickly. In fact, getting angry is a really portable piece of 

advice on how not to do anything (except lose control). Any emotional outburst will assist in losing sight of 

your objectives and preventing you remaining objective. 

4. Act as if everyone will want a discount 

Some industries, more than others, are rife with discount expectations. Due to this to make sure you give away 

as much of your hard earned margin or money as possible, act as if everyone wants or deserves a lower price. 

One great way to do that without feeling as though you are throwing money away is to tell your customer that 

it is normal. For example, “I know that there are those out there who are willing to drop their prices to 

ridiculous levels. I, on the other hand, am not like that so, can offer a one off price of £10k instead of 12k” then 

tie that into No. 2 if you feel at that level by asking “How does that sound to you?” 

5. Worry about losing the deal, needlessly 

This can help in two ways. Firstly, it can make you feel better about getting the deal and secondly it can help 

make sure you do it at the lowest price possible. If you think that you will lose a deal by standing your ground 

without actually testing to see if that is the case then you can, with confidence, win the business at the lowest 

price you can. You can then also compliment the buyer on their “hard negotiation skills” and ensure they 

remain loyal at this loss making rate for a longer period of time. 

6. Know your walk away point, and stick to it. 

Before you think “this is a contradiction, that’s how you should negotiate!” read on…. 

If your walk away point is a 15% margin and your customer “appears” to want to negotiate , then just say 

“Normally we would charge 30%, however I can see you are keen to do the deal so the best price is 15%. Take 

it or leave it !.  

Conclusion. 

This is just a bit of fun, though full of learning points, for those wishing to become a better sales negotiators 

(remember that buyers suffer from negotiation fears and anxieties too !).  

If you want to get good recognising what is causing you issues when negotiating. In the main, it is only you and 

your mental approach. Rarely is it the product, service or pricing structure.  
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Starting out – The Perils of HR ! 

What is it that drives consultants to talk to HR whilst conducting business development calls?  

When consultants are at their desks there is sometimes a compulsion to talk to the named HR contacts on 

their database rather than find out who the true decision makers and line managers are. 

It can be easy to fall into the trap of talking to the HR and recruitment teams in a company. It starts at the 

beginning of somebody’s career as a consultant when they phone a company and ask: 

“Who do I need to speak to in your business with regards to recruitment?” 

Any gatekeeper worth their salt will know that HR deal with all recruitment! Why would an 

IT/Accountancy/Sales/Marketing line manager take responsibility? 

This is how a database can end up with companies sometimes having more HR contacts than line managers! 

It cannot be stressed enough how important it is to speak to the direct managers of the types of people you 

recruit for. In reality this does not mean instead of talking to HR. You could talk to both and get both of their 

perspectives on what is important when they are recruiting. Even those businesses where line managers refer 

you to HR the line manager will have some involvement in recruitment. If you don’t know what is important to 

them when they interview candidates or understand the dynamics of the office, you are reducing your chances 

of filling the requirements you generate. 

There is only one market where talking (almost) solely to HR would make sense – those who recruit HR 

professionals!  

There is a great need to find high quality business and this is going to come from those businesses where you 

actively map out the organisational structure and speak to the right people – the line managers. Whenever a 

consultant states they are struggling to pick up fillable requirements the first thing to do is look at who they 

are speaking to. It is likely to show a high percentage of business development calls taking place with HR 

people. In addition, it is also likely to show a series of calls to individual businesses where the consultant has 

adopted a “one company, one call, move on” mentality.  

What can human resources really tell you about what is going on in their business? They can, in the main, tell 

you the here and now and the history from a recruitment perspective. They can take your details and claim 

they will call you when they recruit in the future. They can also fob you off and make you think that you have a 

chance of getting something.  

Line managers know who is performing in their team. Line managers know what is important to them in terms 

of cultural fit and personality. Line managers are also able to tell you what they think of their current 

recruitment processes (set up by HR quite often). Line managers can also give you a hard time as they are 

busy! Plus, they can stop and listen if you talk sense and have veritable business reasons for them to speak.  

The truth is it can be more difficult to get hold of line managers. It takes planning and focus. Success over the 

next 6 to 12 months will also require planning and focus – so get into practicing it. Go back over the past weeks 

canvassing activity and ask yourself 

“Which companies did I call and who did I speak to (by title)?” 

Now ask yourself, “Who else will I talk to in those businesses?” 

 

 

http://recruitmentdad.com/powerful-sales-approach-improve-your-selling-success-with-the-man/
http://recruitmentdad.com/selling-better-how-to-develop-more-new-business/
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Seven Deadly Sins Of A Recruiter! 

Sloth  

The death of many a recruiter, old hands and those new to the job. It doesn’t take long for the demon that is 

procrastination to get to work with some of us. With best intentions, I’ll write that target list of clients to call in 

the morning when I get in. I’ll do some business development after I have tidied my desk or researched that 

new Twitter app on the internet…. 

To avoid procrastination make a conscious decision to prioritise activities that actually make you money rather 

than those you just enjoy. 

Envy 

More common than you realise, there are those who will shoot down a colleague behind their back rather 

than celebrate their success with them. Ever been to a company award ceremony and heard people justifying 

why someone won a trip to Thailand because they had an easier market, or they had a lucky business win. 

There is no solace in coming second and it hurts and that is when envy can creep in.  

Be strong and look at what they did that you can model and find a way to be better than them! 

Greed 

There may be some recruiters who see greed as being an asset. But being over fixated on the fee and not 

enough focus on the needs of the candidate and/or the client can create a situation where the deal is lost.  

Show the merit of long-term relationships over short term gain and we can move from sin to virtue. 

Lust 

Coveting and wanting competitors’ clients without planning how to win them; Salivating over the prospect of 

winning that big bit of business without taking any steps to proactively plan how you will do it over the next 12 

months… 

Pride 

Recruiters who focus on how good they are, then fail to recognise their weaknesses. This can prevent them 

from either seeking out new learning opportunities or even embedding those that they have been given. The 

experienced consultant, who says “I know all of this” during training sessions and makes no notes. They are 

the one who performs the worst in role plays as they do not practice what they know. They then say “of 

course, I would do it differently in a real situation”. 

Wrath 

Many a consultant has had a candidate not turn up for an interview or turn down a job and in a fit of rage they 

slam the phone down on them. You may see others do it too. I would have to question what could be lost at 

that moment alongside the recruiters’ temper. The recruiter’s reputation?  

Perhaps getting closer to the candidate to find out why? On occasion it could be the fault of the recruiter not 

knowing their candidate and their situation well enough that has led to this. 

 

 

http://recruitmentdad.com/how-to-succeed-at-sales-%E2%80%93-top-10-tips-for-planning-success/
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Gluttony 

Gluttony is just gluttony, even in recruitment. Desk based job, Krispy Kreme donuts, fizzy drinks and then 

drinking on a school night too often before a big weekend of rich food and more alcohol (there are many who 

do not fit this mould in recruitment). 

Alcohol, poor diet and a lack of sleep will ultimately lead to poor performance. 

Being good at Recruitment is like being an Olympian – plenty of training, plenty of practice, plenty of mistakes 

& learning before the crucial moment, means you are more likely to win the Gold. 

 

Popular Misconceptions about Recruitment Agencies 

Misconception #1 – Recruitment Agencies Rely On Their Candidates Database 

Yes, it is true that a good agency must have a strong database to draw candidates from but using the candidate 

database is only one tool used to source the right candidate for any position.  

There is also a difference between a recruitment agency who has a large database of CVs and a strong 

database of candidates that it has individually interviewed, screened and continues to communicate with on a 

regular basis.  

The actual methodology used will be dependent on the job specification, the person specification and the 

particular needs of the company, however a good agency will use multiple on-line job boards, external CV 

databases, networking & referrals, professional networking & social media websites, as well as head hunting 

techniques to ensure they get the right candidate for your company.  

In truth, good recruitment agencies will be looking for potential recruits for clients even when they are not 

recruiting. 

 

Misconception #2 – Candidates Generated at Random from Database  

This misconception has come as a result of a number of poor agencies who have under qualified and untrained 

consultants who play a numbers game to reach their targets.  

If an agency supplies more than 5 CVs for a position and does not provide independent profiles with their 

justification for proposing the candidates, then there is a problem. 

Clients should not let one bad experience prevent them from reaping the huge benefits that using a 

professional recruitment agency will offer. 

 

Misconception #3 – Recruitment Agencies Do Little Work for Their Fees  

Most people are surprised at the sheer volume of work that goes on behind the scenes within a recruitment 

agency to meet the demands of their clients.  

Recruiting the right person for the right job can be one of the most stressful elements of running a business. 

With so many employment law and HR issues to take into consideration, the recruitment process is 
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increasingly becoming a minefield for many companies. A good recruitment agency will be able to assume 

responsibility for many of the HR issues and advise upon any matters that may arise.  

As most businesses will testify, carrying out the recruitment and selection process by yourself can be long and 

arduous with no guarantees that your efforts will be successful. The end result for most is employing the “best 

of the bad bunch” to achieve short term wins at the expense of long-term growth. A good recruitment agency 

will use all their skills and resources to concentrate on the critical success factors in the process, allowing you 

to pick the best candidate from an outstanding array of talent.  

As those with a database of customers will fully appreciate, keeping the information up to date can be a full-

time role. However, when you multiply that database by a factor of two with clients and candidates, the task is 

infinitely greater.  

As part of the service, recruitment agencies are required to keep fully abreast of the recruitment market, 

which means that they need to be aware of skills gaps and demographic patterns as well as being able to 

advise clients on the average wage levels for every role in their industry sectors. 

In addition to sourcing potential candidates, recruitment agencies are on hand to advise on best practice for 

interviewing and selection, can take responsibility for negotiating salary packages and will communicate with 

the candidate throughout their notice period to ensure that they are fully prepared for their start date. 

Misconception #4 – Recruitment Agencies Want Money Upfront  

Very few recruitment agencies will ask for any fees to be paid prior to the successful placement of the right 

candidate. That means, if you are so inclined, you can employ the services of a recruitment agency for 

absolutely free just to see what is available in the market. If there is an outstanding candidate from those 

presented, then you can continue further down the selection process. If not, nothing ventured, nothing gained 

& nothing lost. 

If you are fortunate to establish a strong relationship with a good recruitment agency, you may benefit from 

the consultant suggesting potential star candidates that may be perfect for your company even though the 

need has not arisen. 

Misconception #5 – All Recruitment Agencies Offer Same Level of Service  

Unfortunately, one of the biggest problems in the recruitment sector is that almost anyone can start up in 

business as a recruitment agency without any qualifications or experience. In the past this has led to a lot of 

bad press which has tarnished the reputation of the industry as a whole. 

Quite simply, there can often be a gulf of difference in service levels between recruitment agencies. 
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Candidates 

CV Generation 

 

We are referring to the various methods and tools that we use in order to generate new candidates. 

We use the following methods for CV generation: 

• Write and post adverts on the job boards that we use  

• Perform a specific search on PROFILE and then mass market or call the candidates on our database 

• We have access to external CV databases, for example, Seek and Indeed 

• We can use social media such as LinkedIn 

 

Scenarios where you need to generate candidate CVs 

 

• Searching for candidates for live jobs 

• For the purpose of lead pulling, name or information gathering 

• Building your niche market 

 

 

CV Generation - Advert Writing & Posting 

 

An effective advert can reach many people if we think about the way people search. They search on Skills, Job 

Titles, Industry and Location. You need to include as many hits as possible whilst still remaining credible.  

You need to repeat the job title and skills as much as possible so that your advert is placed higher up the board 

and is viewed by more candidates. The text you write should motivate the candidate to send their CV. Putting 

more detail is always better than just vague statements about the job, but you should not be too specific so 

that other recruiters looking at your advert could work out who your client is  

• Job Title 

o Put the correct job title and description in the ad 

o The more specific you are the better the response.  

o The Job Title is the Primary field that will be searched by the candidate 

 Make sure KEY skills are detailed here and that they are repeated 

 This scores highest on candidate searches. 

o Examples: 

 Project Manager– PRINCE2, SSADM  

 C# Developer - C#, UML, SQL2000 – C# A/P 

 SAP FICO Consultant - SAP Financials, Controlling CO-PC 

 

• Structure/Description 

Make full use of the job description taken from the client. You can write as much as you like about the job and 

if the position has excellent benefits list what they are. Well written and expressive ads generate quality 

response. 

Please bear in mind that you are in competition with 100’s of other consultancies, many of whom write 

excellent ad copy. It may take a little longer to write an advert for yourself however, you’ll see it as good time 

management as a quality copy has and always will continue to attract quality candidates. 

Place the required skills in order of priority at the beginning of the job spec.  This is what candidates see first 

when they look at the advert. 
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• Start with details of the company (what type of company are they?, are they successful ? why are they 

looking ?) 

• Write the key responsibilities of the position 

• Write the skills and attributes required and repeat as often as possible 

• Sell the position - always mention the employers USP’s 

o Try to entice the candidate to apply for your job 

o Think about the following: 

 Training on offer, exposure to new technologies, Sponsoring Qualifications 

 Benefits package: Bonus, pension, profit related pay, share options (usually more senior 

roles), healthcare, gym, out of work activities, staff rewards, relocation assistance 

• Key words - repeat the key words at the bottom of the advert.  Separate each with a comma and do not 

repeat a word within 7 keywords. i.e: 

 

Keywords: 

• Keyword1, Keyword2, Keyword3, Keyword4, Keyword5, Keyword6, Keyword7, Keyword1, Keyword2, 

Keyword3, Keyword4, Keyword5, Keyword6, Keyword7, Keyword1, Keyword2, Keyword3, Keyword4, 

Keyword5, Keyword6, Keyword7, Keyword1, Keyword2, Keyword3, Keyword4, Keyword5, Keyword6, 

Keyword7,  

 

Salary/Rate - never advertise without a salary 

o Even a salary band is better than no salary. 

o Feedback amongst most candidates is that if an ad hasn't got a salary, it’s been made up. 

 e.g. If a candidate downloads 4 identical ads and 3 of them say $Neg but one of them 

has a rate; which one would they click on first? 

o For contract roles you may decide to advertise without a rate in order to attract the maximum 

number of candidates or you can enter a range 

 e.g. between $600 and $850 per day. 

 

Short Summary: 

Adcourier will ask you to write a 150-character short summary of your ad.  This is an important component of 

the grading of your ad and where it will sit upon the job board i.e. page 1 instead of page 12! 

 

Summarise the ad into 4 / 5 key bullet points of the requirements of the role including as many keywords as 

possible.  These keywords will keep your ad on page 1 for longer. 

 

Example Advert 

 

Senior IT Risk / Security Architect 

 

My client, a globally recognised consultancy now has an exciting opportunity for a Senior IT Risk / Security 

Architect with a client service orientation to join a growing IT Security team. 

 

The IT Security team is part of Risk and Controls Solutions. The Risk and Controls Solutions division partners 

with clients to improve their risk profile across business, finance and technology processes by identifying, 

quantifying and managing risks associated with their business. They strive to provide value adding insight to 

improve effectiveness across processes, technology and people with an emphasis on integrity and excellence. 
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This position will play a critical role in leading and growing the Risk practice to meet the Firm's ambitious 

growth objectives. The changing landscape of technology and managing the security risks, presents an 

excellent opportunity for an experienced IT Security professional specialist to explore new business 

development opportunities and actively drive such opportunities. This role includes all aspects of client work, 

including building upon and strengthening existing networks in consultation with, and under the direction of a 

Director and Partner, and includes the management of client projects and delegation of work to more junior 

staff. 

 

Responsibilities include: 

• Developing and maintaining strong relationships with existing and potential clients 

• Driving the development and growth of our IT Security capability 

• Providing innovative thought leadership around IT Security and risks that companies face 

• Leading complex and challenging IT Security projects end-to-end applying IT Security standards 

• Providing insight into our client's businesses using innovative approaches to addressing IT Security 
risks 

• Coaching and mentoring junior IT Security team members through an established coaching program 

 

Skills required: 

• Certification in CISSP/GSEC or CISM 

• Proven relationship building and business development experience 

• Effective written and verbal communication skills and an ability to communicate with impact to both 
internal and external clients and staff 

• Strong client service mindset and significant experience dealing with clients 

• Demonstrated thought leadership through creating new technical, industry or client specific 
knowledge 

• Ability to provide innovative solutions to business problems in a clear and articulate manner, tailoring 
style to suit the needs of the client 

• Strong understanding of technology infrastructure, internet security, IT security standards, major 
application systems such as SAP/Oracle 

• Ability to be agile in changing circumstances both internally and externally when dealing with client 
issues 

• A team player with strong time and project management skills 

• Understanding of core security controls and accounting concepts required 

• Experience in managing and mentoring junior staff is desirable 

• Understanding of PCI DSS, ISO and ISM standards plus the ability to run vulnerability / penetration 
tests, and understanding ethical hacking would be highly regarded 

 

This is a rare and fantastic opportunity to join a true world leader in their space.  If this role sounds of interest 

please apply now for immediate consideration. 

Skill Codes: 

CISSP, GSEC, CEH, PCI, DSS, ISO, BS7799, ISM, Security, Risk, Audit, SAP, Oracle, CISSP, GSEC, CEH, PCI, DSS, ISO, 

BS7799, ISM, Security, Risk, Audit, SAP, Oracle, CISSP, GSEC, CEH, PCI, DSS, ISO, BS7799, ISM, Security, Risk, 

Audit, SAP, Oracle, CISSP, GSEC, CEH, PCI, DSS, ISO, BS7799, ISM, Security, Risk, Audit, SAP, Oracle, CISSP, GSEC,  
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Referrals: 

“Good People know Good People” 

For difficult to source roles get in the habit of referring to your job in the multiples.  Your not looking for one 

candidate for one job, your looking for multiple candidates for 2 / 3 identical jobs in the same team. 

Candidates are more likely to recommend a friend / colleague for the same role if they feel that individual 

poses no risk to their own application.  By referring to your role in the multiple you remove this risk and 

ultimately make it far more likely that they will recommend someone else to you. 

For every successful temp referral that completes three months continuous service, White Bay will reward the 

referee $150 Tax Free EFTPOS Card.  $300 for Perm Hires. 

Referral fees are only payable should the candidate referred not already be known to us. 
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LinkedIn 
 

LinkedIn is a business related social networking site mainly used for professional networking. You should aim 

to grow your network by inviting or accepting invitations from candidates and managers in your market to join 

your network. The higher number of connections you have links you to more people.  

The effective usage of LinkedIn is an essential tool when aiming to be successful in recruitment. This is a 

summary of how you can use LinkedIn to enhance your opportunity to be an excellent recruiter: 

• When you are working jobs you can search for candidates to head hunt 

• You can post adverts in different groups once you have joined them 

• In some cases you can send direct emails (called Inmails) to managers and candidates 

• When you are looking to find out who a particular manager is at a company you can search 

• To keep up to date with relevant industry news and blogs 

• To ask for referrals that can be posted on your profile for managers and candidates to see 

• To sell yourself and the services you and White Bay offer 

 

Building Your Network 

• You now need to start to build your connections by inviting people to connect with you 

• You can directly send an invitation to someone by clicking 'CONNECT' on that persons profile. 

o You will be asked to make a selection on how you know that person and then there is an 

automated message which you can (and should personalise). You can invite people that don't 

know you but they can also choose to say, "I don't know this person". 

o After a certain amount of "I don't know this person" LinkedIn will put a block on you sending 

requests and you will have to input peoples email addresses in order to be able to send them an 

invite  

• Put LION which means "Linked In Open Networker" after your name and add all the LIONs that you see on 

LinkedIn 

o This means that you will accept all invites (although you don't have to) and also you will get more 

invites which means you can grow your network quicker 

o You are allowed a maximum of 30,000 contacts. Delete people if maximum is reached 

• You can only send 3,000 invitations before you have to start inputting people’s e-mail addresses. 

o After that, you can send out as many as you like as long as you have an e-mail address. 

Join Relevant Groups For Your Market 

• The benefit here is that you can message anyone in your groups for free and also post job adverts 

• You can join a maximum of 50 groups 

• Go to the Groups section and enter your key word searches to search for groups and then request to join 

that group. You will either be accepted straight away or will have to wait for your membership to be 

approved  

• To message contacts through the group: 

o Go to the person’s profile and find what mutual groups you share 

o Search that person’s name in the group 

o Next to the result, press ‘message’ 

o Send that person a message 
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Searching for Candidates 

Update your status on your home page and make reference to the candidate profile that you are searching for. 

You have already uploaded a job to the White Bay website so copy the URL from this into your Network 

Activity status update area on LinkedIn plus the first line of your advert and this will provide a link to our 

website with full details of the job link to the complete advert  

 

Posting jobs in groups 

o You may need to join groups before doing this 

o Go to the GROUPS section & search based on the skills you are looking for & then request to join 

that group 

 The advantage here is that you can send an Inmail to anyone that you share a group with 

(you are both members of the same group). 

o To post a job go to the relevant group you are a member of, select the 'Jobs' section 

 Go to 'Post a Job Discussion' 

 Paste your advert & click 'Share' 

o Post the advert on as many different relevant groups as possible to maximise the search 

o You should aim to join as many relevant groups in your market as possible 

 You can be a member of up to 50 

o Adverts need to be placed in every group one by one. 

o Note that ads are automatically gone after 2 weeks so it is up to you to refresh your posts on a 

calendar basis (e.g. every Monday am/lunch) 

 

Searching 

o Keywords 

 Enter your key word search 

 You can use Boolean Searching - AND, OR, "" () 

 Put company names, other skills involved etc. in your searches 

 Be imaginative!  

o Other elements (postcode, location, city...) will help to narrow your search to relevant amount of 

candidates 

o You can save the search (button top right of your page) 

o You now have a first list of interesting candidates matching your criteria 

 Open every interesting one in another window to double check their profile 

 Send them an in-mail (or message if part of a group) 

• Only when you have tried to connect and you could not reach them. 

o You can take out current companies people are working for 

 e.g. ‘-IBM’ (no spaces) in the key word search 

o ALWAYS look at VOTPAV – Viewers of this profile also viewed. 

 Most of the people who look at other profiles are recruiters.  

 They are doing your work for you by recommending other good people! 

o When you do find someone who looks good to you, RING THEM! 

 Don’t send an invite and wait for a response 

 Most people login once every 28 days…Can you wait that long? 

 Call the company that they are listed as working at. 
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o Have Google maps up on your screen 

 Put in the company name and the location and straight away you will get the telephone 

number. 

o Search on Google for people’s e-mail addresses using: 

 “email * * company.com” 

 Don’t use the @ sign because Google doesn’t recognise it. 

 There are spaces between the *’s. 

o http://mailtester.com You can use this website to verify people’s e-mail addresses 

Candidate Qualification 

 

Your candidate qualification is a key part of the recruitment life-cycle.  

The information you are trying to gain during a candidate qualification is: 

• Availability to start a new position 

• Level of commitment from the candidate to want to change to a new position 

• The candidates' work history 

o Where they have worked and for how long 

• Location where they are able or desire to work 

• The manager they currently report to 

• Skills and languages they are competent or experts in 

• References we could approach from previous employers 

• Current and required salary or rate 

• Career progression ambitions 

• Levels of experience using their skills 

• Interviews where they are currently in process 

• External commitments 

• CV Submissions they have recently made 

• Expectations of a new position/role/employer 

• Personal motivations 

• Ideal role they are looking for  

• Aspirations for short, medium and long term future 

 

During a structured candidate qualification you need to make decisions throughout the call based on specific 

outcomes...are they: 

• GOOD FOR THE JOB? - They are a suitable candidate to be put forward to the position  

• GOOD FOR THE MARKET? - Not suitable for this job, but they have valid market experience 

• NO GOOD? - They are not good for the job or the market or not available for a new job 

When calling candidates you will need to keep to a structure to be able to maximise the information gained 

and also to keep control of the call. 

The reason for this Candidate Call could be: 
 
o You have a live vacancy to qualify candidates against 

o You are qualifying your candidate with a view to marketing their CV 

o You are gathering manager names 

o Or ALL OF THE ABOVE! 

http://mailtester.com/
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Candidate Qualification - Structure 

The structure of a candidate qualification call is as follows: 

• Introduction 

o Your name 

o White Bay 

• Capability Statement 

• Availability 

o Tell me about your current situation? 

o Permanent or Contract preference? 

o When are they available to start? 

o How have they been finding the market? 

o When could they be available to interview? (telephone or face to face?) 

 Test the candidate 

 Get an understanding of how serious they are about a new position 

• Location 

o Check that the location of the live role is suitable 

o Investigate where the candidate would be willing to work 

o If they are re-locating (perm) or working away from home (contract), test this 

o Ask for preferences – what is the reality? 

 Give examples regarding how difficult it might be for them 

 Create a fear of loss to create reality!  

• Skills 

o Firstly we need to tell them about the job that we are recruiting for… 

o Ask the candidate about their specific skills and the experience from previous jobs 

o Please give me examples of where you have used these skills? 

o How many years have you been working in that area? 

o How many projects have you worked on in that area? 

o When is the last time you used these skills? 

o What are their Top 5 skills? – this will identify their expertise or speciality 

o How would you rate yourself? 

 This gives you an understanding of how good someone is without being technically 

minded 

  They are not going to lie about their skills in a specialist area 

  Also gives us the opportunity to ask about who they could give as a reference to verify 

their skills and expertise 

o Ask open questions: “Tell me about you experience working with.....?” 

o Investigate what would be their ideal role? 

o Keep the skills investigation relevant to your market 

 You will have a natural fear that you don’t feel comfortable asking a candidate about 

technical areas of a market 

 You have to be comfortable being uncomfortable! 

 Don’t forget you are not a specialist, or will ever be, a specialist in THEIR market 

 The candidate will always know more about their market than you will 

 You CAN tell them this and then remind them that their profession is theirs and your 

profession is recruitment! 

• Rate / Salary 

o What would be your rate banding? 
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o The ideal rate…. and the rate that would be a cut off point when being approached about a 

vacancy 

o Test this information by telling them that if their ideal role came up, but at a lower rate than they 

have stated, they will NOT be contacted for this role – so is there any more flexibility on their 

lower rate banding? 

o The idea is to get the lowest possible demands on rate/salary as this will help us close the 

candidate at a later date  

• Needs 

o Try to identify the biggest motivators of the candidate throughout the call 

o We can use these ‘needs’ later in the relationship when necessary (closing) 

o What could their current employer do to make them stay? (test the counter offer!) 

o Investigate the reasons why they are looking to leave their current employee 

o Investigate the reasons why they are looking for a new position 

o Ask “Why is that important to you?” 

o If they say ‘money’, ask “what else is important to you in a new role?” 

• Sell the opportunity 

o Re-sell the opportunity to find out the level of interest from the candidate 

 If it is a live role - Sell the opportunity directly back to the needs discovered 

 If you are name gathering – match the opportunity back to their ‘ideal role’ 

o Test this as much as possible 

o Link this to the reason why they want to leave their current employer 

o Link the selling points of the job back to the needs of the candidate 

• Close 

o Give the candidate the impression that we can do something for them 

o Tell them that we are going to put them forward to a shortlist (unless NOT applicable) 

o Agree what is going to happen and communicate it clearly 

o Summarise key points with candidates who are good for the job 

 

 

Gaining Market Information from Candidates 

 

Market information comes in the form of gaining manager names from candidates. These manager names 

gained from candidates should be anyone that is a recruiting manager at a target client.  

Market information can also be news in your market sector. Maybe a specific company is about to hire many 

new people, they may have recently won a new project/contract, or they may be going through a downturn or 

about to make some redundancies.  

You role is to create and build on rapport during the candidate qualification stage to be able to extract this 

information from the candidates and help you to form a strategy to improve your chances of success in the 

shortest time possible 

It is extremely important to set yourself specific targets regarding manager name gathering before calling a 

candidate. You need to be clear in where you would like multiple references from (make sure it is a 

manager/client in your market), where you are attempting to gain the name of the person they are currently 

reporting to and also any other information that the CV may help you identify more market information 

You are continually trying to map out your market to fully understand the target companies and industries that 

will yield you the most success 
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When Do You Gain Market Information From Candidates? 

Every candidate call is an opportunity to gain market information. If you build the correct and appropriate 

amount of rapport and be offer the professional service you can to the candidate, you will undoubtedly gain 

more information from candidates 

Speak to candidates when they are looking for a new position. This will help you to get the maximum amount 

of information available as they are actually asking you for help. However, every candidate can give you 

information if you ask in the correct manner 

Why Do We Gain Market Information From Candidates? 

Your candidates are by far the best and most accurate method of gaining market information. They are your 

eyes and ears on the ground; they are sometimes the first people to know about internal company movements 

as it affects them the most. 

• You can gain knowledge of any live jobs in the market 

• You can gain new manager names who are responsible for recruitment 

• Confirm manager names who are responsible for recruitment 

• Understand who is responsible for hiring permanent and/or contract candidates 

• Gain information regarding specific companies and departments 

• Gain a ‘JobSpec’ from candidates CVs 

• Create an opportunity to sell a candidate back in to an old job 

• Helps you to target clients who are definitely hiring 

• Increased ROI (Return On Investment) because your strategy is based on quality of information 

• Helps you to identify less visible managers 

• Helps you to create a complete sales strategy and business plan 

So why do candidates give us information? 

And how can we influence these situations? 

• They think there is something in it for them 

- We need to make them understand that we can HELP them if they give us information  

• They think that you already know 

- “I can put you forward to interview for the client, but I will need references to be able to do this. If 

no references then you are undermining your application” 

• They feel obliged 

- Explain what we can offer as a service so they are obliged to give information  

• They don't know or care about the information  

• We can’t influence this. They either will tell us, or they won’t! 

 

• 40% of candidates will give you information 

• 20% of candidates will not give you information 

• 40% of candidates depends on: 

o How good your preparation and objectives are 

o How you ask 

o How you handle objections 
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What Stops You From Gaining Market Information From Candidates? 

The main reason why candidates are not asked about market information is because of a fear of rejection and the 

inability to handle objections. These are two major sales skills that are needed to do the job of a recruitment 

consultant, let alone this individual, isolated skill. 

You get better at a skill when you practice and you are given the tools and belief to complete a task competently. The 

process to do this is outlined below 

Lead Pulling 

The most relevant market information that you require is: Who is recruiting at the moment? 

One of the quickest and most efficient ways to find out this information is to talk to candidates who are 

actively pursuing new opportunities in the market. If they are interviewing with other companies, then you are 

in a position to offer your services and your candidates to that prospective client. 

We need to assess what type of candidate they are by asking appropriate questions at the beginning of the 

call. During the beginning of the qualification you can flippantly ask them how their interviews are going at the 

moment. It is important NOT to launch in to asking more detail regarding these active interviews at this point. 

It is more important to then build some form of rapport and ask for details later in the call. 

After qualifying the candidate you can ask some basic questions, with confidence: 

• Where are you interviewing at the moment? 

• Who is it with? 

• Who is the manager you are interviewing with? 

• What is the role? 

• What skills are involved? 

• Where is it located? 

• What stage are you at? 

• How long is the contract? 

• Why are you so interested in that role? 

You need to be aware of the objections you may receive and counter them with rebuttals. However, initially, it 

is beneficial to signpost the objection and give them a reason to give you the information you require. 

Try to show that we are interested in working with them. This will encourage the candidate to give us 

information we require: 

 “I feel that your profile is a good match for this role so I will be forwarding your CV 

to the shortlist for consideration by the recruiting manager” 

“I also feel that you might be suitable for a number of other roles that I aware of, 

so I will be forwarding your CV to those managers as well” 

“The traditional way that recruiters work is by finding requirements directly with 

clients in a reactive way and going to the general market via advertising and 

networking, obviously this is how 90% of the market works, but we have a couple 

of extra services that we can offer you...” 

• Account Managed Service 
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“The account managed service is where White Bay utilise account managers who 

are based out of the office, travelling around the country servicing our major 

clients.” 

“They are not based on site with the rest of the White Bay team and only come in 

to the office once or twice a month.” 

“They look after the planning of our biggest clients; they don't deal with 

consultants or candidates, only clients and their requirements.” 

“This entails the account managers making us aware of upcoming vacancies well in 

advance and because we are in direct competition with our competitors, or we are 

working exclusively with the clients, we only put forward consultants we know well 

or come highly recommended.” 

“These roles rarely hit the market outside of the clients PSA, so most other smaller 

agencies don't really get these roles.” 

“However I would like to recommend you to this service and put you forward to as 

many opportunities as possible that match your profile.” 

“I have a meeting later today with one of the account managers and I know that 

there are at least three roles that vaguely match your profile.” 

“Would you be interested in this type of service?” 

• Proactive search 
 

“Another of our specialised services we offer is the proactive search. This is where 

we nominate candidates for a tailored service which entails marketing the 

candidate’s skills and background to a targeted client list we know who hire the 

types of skills the candidate has.” 

“This is done by selecting key candidates with a strong background, who we feel 

will interview well. We go to our clients and try to create an opening.” 

“This is done by the consultant who nominates the candidate (in this case, me), and 

a dedicated specialist marketing team.” 

 “We firstly outline the candidates key skills and job search criteria, then match it to 

a list of clients, starting with those most relevant to the search criteria - areas like 

rate, location, industry, and type of work, and then contact our key contacts in 

these clients by a combination of both calling and confidential marketing” 

“Our marketing team, to whom I am only able to recommend one candidate every 

two weeks, will then tailor a letter based on your profile with a detailed 

personalised summary with quotes from referees and approach clients through 

email, post and our social media channels. 

This proactive method tries to find a role that matches the candidates’ background, 

rather than waiting for a role to come in, like the traditional method. This is called 

an RTM: a Recruitment Tactical Marketing method” 
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“I think you have a great CV and would interview well, therefore I would like to put 

you forward for this service.” 

“Would this be of interest to you?” 

• ...candidate agrees to be recommended for our services... 
 

“OK, no problem, I am looking forward to working with you. In order for me to do 

this work effectively, on your behalf, I am going to need some additional 

information from you.” 

“I can see from your CV that you have worked for multiple companies in a variety 

of sectors. Talk me through which ones you have liked, and why, and also which 

ones have not been so happy with?” 

“I firstly need to know if there is anywhere specific that you would like me to 

approach on your behalf. Are there any specific industries or sectors you would like 

me to approach? Any desirable clients that you know are recruiting at the 

moment? Any prestigious clients that you have always wanted to work at?” 

“Secondly, I need to know where you would like me to avoid approaching on your 

behalf. Any specific locations you want me to avoid? Any undesirable clients you 

are not interested in? Any clients that you might have morale issues working at i.e. 

BA Tobacco, Breweries etc.” 

“Obviously it is also essential that I know where you are currently involved in your 

pursuit of a new opportunity. As I mentioned earlier, I am going to be working hard 

on your behalf so I need to be fully aware of where I need to avoid if you are 

already in progress.” 

“If this happens, then it will not only jeopardise your application at that company, 

but additionally the professionalism and integrity of both us.” 

“So where have you recently interviewed? Where have you submitted a CV directly 

to a company?” 

• Get the details... 
 

“So, the jobs you are in progress with, what specific site and which managers are 

you in touch with. I say this because there are sometimes similar projects 

happening in the same company, but they recruit independently. This means that I 

can expand on the opportunities available to you, but still maintaining our 

professionalism and integrity as previously mentioned”  

“I need this information so that I will delete any managers’ names from my list of 

prospective clients that I aim to approach on your behalf” 
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You may still receive certain objections from certain candidates,  

Some suggested rebuttals 

• I have been told not to tell you 

- Understandably, your other agency is trying to protect their clients....so am I. I’m sure they 

don’t want representation issues... 

• I don’t understand why you need to know! 

- I appreciate that, but it would be rather embarrassing if I contacted a company you were 

already involved with 

• I’m not telling you 

- That is your prerogative, but it also means that I cannot approach clients proactively on 

your behalf 

Gaining Market Information from Candidates - Current Managers 

Asking a candidate for the name of the manager that they currently work for is a vital part of increasing your 

market knowledge. We know at this point that they are a manager who has responsibility for recruiting people 

in to positions that we recruit for.  

These can be classed as pipeline jobs. They might not have a vacancy now, but they will have a vacancy 

created when your candidate leaves for the new opportunity they are telling you that they are actively 

searching for 

When calling the manager you are able to sell in the profile of the candidate where you gained the name from 

as you already know that this is perfect profile that the manager would be interested in. 

The manager already knows that you specialise in the skills he would then need desperately, to fill the position 

that has recently been vacated 

During the candidate qualification you will undoubtedly ask the candidate about their current employer and 

the job that they are currently occupying.  

Therefore it would be natural to be inquisitive about current role. The most effective way to get information 

regarding a current manager would to be confident and honest: 

• Who do you report to? 

• We sometimes talk to that client... do you report to (name drop)? 

• I am trying to expand my network. Who is the person I need to talk to in the future? 

• I have many candidates with similar profiles to yours. Maybe your company might be in need of some 

help? 

• I am being a bit nosy... 

• Be sure to add the following statement to alleviate any of the candidates fears 

o Rest assured I won’t use your name when I offer them our services... 

You could also create a feeling that you are protecting their confidentiality: 

“I notice that you are currently working at XYZ Ltd, I assume that they don't know 

you are looking and XYZ Ltd is a client on our system. I am going to block your 

record, so that there is no chance that your details or any communications can 

happen with your current employer.” 
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“So who is it that you currently report to? What are the names of any other people 

who I may need to avoid who are involved in the recruitment process” 

 

Gaining Market Information from Candidates - Gaining Reference Names 

When qualifying and screening a candidate for a role, part of our process is to gain references from the 

candidate to help us with our decision-making process. Taking a reference at a client is also a great way to gain 

relevant and important information regarding the recruitment habits of the manager. Therefore it is vitally 

important to gain permission from the candidate to be able to take the reference from the manager and not 

just to gain the name, however, this is a good secondary objective. 

You can also give the benefits to the candidate of giving permission to take a reference on them: 

• It established credibility for the candidate 

• Clients are more interested in interviewing a candidate with positive reference 

• They stand out from the crowd 

• CV looks stronger than a CV with ‘references on request’ 

• They have nothing to lose and everything to gain by having a strong reference 

Initially the easiest way to gain reference names is just by asking the question: 

• Who can I call to take a reference on you? 

• How many reference names can I get from you? 

• I see you worked at XYZ Ltd, which would be a useful reference! 

• Who was the manager there? 

Typical Objections 

If the candidate is reluctant to give you reference names: 

“I need to know that I am able to gain references on you as we have an SLA in place 

with this specific client and I am unable to submit your CV unless I attach the 

names of references.” 

“Preferably, if I am able to take the references before I submit your application, I 

can attach the full references to your submission. This, historically, vastly increases 

the chances of you receiving an interview request from the client” 

You may still receive other objections from certain candidates 

- Some suggested rebuttals 

 

• “I only give references when I have an interview” 

- “I need at least two references to complete the application form and put you 

forward to the client I mentioned” 

• “I only give references when I have an interview” 

- “I need them for the account managed service, as we only forward candidates 

where we know their background” 

• “I only give references when I have an interview” 
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- “With respect, I actually need to the references to allow yourself to be able to get 

an interview, as my client will not entertain any candidates whose CV submittance 

does not include references” 

• “I don't want people I know approached and sold to or asked for vacancies” 

- “As mentioned I will make sure they are treated professionally. As I am sure you can 

imagine the client expects a level of screening before they receive a CV from a 

supplier and all I need is at least two references to complete the application form 

and put you forward to this role. Plus I need them for the account managed service 

too, as we only forward candidates where we know their background” 

• “I only give out reference names once I have an interview confirmed as I don't want 

people I know approached” 

• “As I said, these names are just to be included on the coversheet as a service level 

agreement with our client to show you have a good track record. These names WILL 

NOT BE CONTACTED by our client or ourselves until we move to the next stage, and 

at that stage we will get back in contact with you” 

Other Opportunities to Gain Market Information from Candidates 

• When a candidate is in an interview process with you – TRADE INFORMATION 

o Ask about other opportunities they were in the process of pursuing 

• When a candidate cant/refuses to tell you  

o Task a future call and call them after their interview 

o Ask them how their interview went and ask for details 

• Ask them about past interviews 

o Why were they rejected? 

o Why did they turn down the job? 

o Gain details and follow it up 

o This is how we network – creating opportunities for others... 

• Insist that your client needs to know about all other opportunities they have 

• Insist that YOU need to know what other opportunities they have 

Create a truth....create a sob story.... 

“I recently had a situation where a candidate refused to tell me where they were 

interviewing...” 

 I proactively scoured the market for opportunities and I found a manager that was 

very interested in the candidate. I sent the profile of the candidate and the 

manager called me back...” 

“He questioned me as to why I had sent him a candidate who he had already 

interviewed and was in the process of offering a job...” 

“He questioned my professionalism as to why I didn't know where my candidate 

was interviewing...He questioned the integrity of the candidate as to why they 

were still active in the market” 

 “The end result was that the manager pulled the candidate out of the 

process...and he also refused to work with me again...So, NOBODY wins!!!” 

“I DON’T want this situation to happen again under any circumstances!”  
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Candidate Control 

 

Controlling candidates throughout the whole process is vitally important to ensure that we reduce the amount 

of offers not taken or candidates deciding not to take a position after they have actually accepted the offer. 

It involves fully understanding the candidates’ requirements and needs throughout the whole process and not 

taking information at face value. You need to build rapport and trust with the candidate by providing them a 

first class service and communicating effectively and consistently. 

You also need to continue to assess the commitment levels of the candidate and test all parameters 

throughout the recruitment process. You should assume nothing and signpost all eventualities, even if they 

seem to be a negative outcome, we need to know EVERYTHING! 

When do you control candidates? 

Throughout the WHOLE process! This means from the first initial qualification, a second interview, and any 

interim calls and emails to update information. You need to communicate with the candidate to allow them to 

understand that you are the decision makers here and they do not have the upper hand in any part of the 

process. They need to think that they have to fight for the job, that the job is the right job for them, and that 

there is competition throughout the whole process. 

Overall we need to be as honest as possible, but remember not to release information to the candidate that 

would make them think that they can demand more money or flexibility because they realise that they are in 

demand for the role. To be fully aware of the supply / demand economical theory. 

Why is it important to control candidates? 

Losing control of a candidate is the main reason why placements that should have happened, don't happen. 

Candidates become more complacent and decide that they can demand more from us or the prospective 

employer. We need to be able to predict what the candidate will do and how they will react to any given 

situation. This is why YOU need to be in control from the very beginning through the offer, acceptance, start, 

and also throughout the length of the contract or the rebate period. 

What stops you controlling candidates? 

There are only two things that stop you from being able to control candidates 

• You don't follow the process and release vital information at the wrong time 

• The client decides to take action without consulting you first 

o You can sometimes not affect this, but most of the time you can! 

Candidate Control - Maintaining the Relationship 

• Find a reason to talk to them 

o An update on progress 

o An update on NO progress! 

o Tell them you are planning to make a call to gain an update - are they still interested? 

• Always ask them if there has been a change in their circumstances 

o How does the family now feel? 

o What research have they now done? 

o What would be their plan if they DID get the job? What would they have to do? 

o What would their current company have to do to make them stay? 
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 More money? 

 More responsibility? 

 More recognition? 

 Current manager resigned? 

 What else? 

o What other opportunities are they pursuing? 

o What other opportunities have they been approached with? 

• Re-qualify the candidate where necessary 

o Assume that the candidate has changed their mind 

o Investigate 

o ASSUME NOTHING! 

o Take references on the candidate to ensure they will be good enough? 

 You don’t want a bad reference to ruin the deal. 

• This gives you an opportunity to: 

o Build rapport and trust 

o To gain knowledge of new vacancies - job leads! 

o You can easily get the name of the candidates’ current manager if not already got 

o You make your service visible 

o Help a candidate make the right decision by comparing it against other opportunities 

 
Candidate Control - Offer Stage and Closing the Candidate 

• You should know exactly what will happen! 

o They will accept! 

o You need to educate the client in to making a different offer 

o You know the start date is appropriate and can be accommodated 

o The location is not going to be a problem 

o You know why the candidate is motivated to work for the company 

o You know why the candidate wants to do the role 

o You are aware of counter offer situations and the candidate is prepared to deal with it 

o You know the rate/salary/benefits is in line with the expectations of the candidate 

• The candidate is aware of how this opportunity benefits them 

o You have sold back to their needs effectively 

o Remind them again 

• You are aware of the other offers/opportunities that they have 

o You know what they think of them 

o How do they compare? 

o Are they prepared to cancel all other positions, even if they have already been booked? 

o Have you called the candidate and offered other jobs to manage their expectations? 

 Offer one job for which they are not good enough 

 One that isn’t good enough for them 

• Pre-close 

o Do you know what the client will offer? 

 Don’t leave it to chance – try and prep the client what they will need to offer to secure 

the candidate 

 Wherever possible make sure this is MORE than what the candidate will HAPPILY 

accept? 

o Walk the candidate through the process 

o "If I got you an offer, what would it need to be?" 
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o "Remind me of why this opportunity is so important to you?" 

 
Closing the Candidate 

• Get email confirmation from the candidate that they accept the offer  

• Create the appropriate paperwork 

• Get the contract signed off from the candidate 

o Will the candidate sign and return your acceptance letter straight away (email) 

o Test their commitment to the role. 

• Confirm you have copies of appropriate paperwork – passport, etc 

o You can ask for this at any stage of the process 

 

Candidate Control - Progress the Relationship 

• Keep in touch regularly between the offer acceptance and the start date 

o Make excuses to call 

o Confirm first day details 

o Ensure contract is returned 

o Other opportunities they have turned down/cancelled interviews/being approached by other 

agencies 

• After Placement communication 

o Meet your candidate where possible - massively increases rapport 

 Take them for a coffee! 

• Keep in touch with your candidates every 2 weeks/month 

o Understand any issues they have and deal with them quickly 

o Ask about longer term plans for the project/role 

o New vacancies? 

o Ask about who has approached them recently 

o Ask about referrals they may want to forward to you 

o Builds rapport so that you can attempt to get them new opportunities in the future 

 
Candidate Control  

Representation from Candidates 

• We have had a number of occasions in the past where we have had representation issues on candidates 

where the client has tried to engage the candidate directly or via another source. 

• You must act with urgency with every job and where appropriate, gain a representation clause from 

candidates, to strengthen our case and to help avoid representation issues. 

• When communicating with candidates you should always keep the company identity confidential until the 

actual interview stage 

o Unless you see a real reason or benefit to disclose the client, such as: 

 Everybody knows anyway  

 If it helps your case be giving the name and has very little risk to you. 

o However 90% of the time you shouldn't give the name until interview, particularly where you 

know you have competition on the role and need to avoid duplication 

o Tell the candidate the industry but not enough to give away the client identity e.g. Bank 
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o Give enough information so they can say to other agents that they have been forwarded to the 

position already 

• Once you have an interview request - ALWAYS attempt to get representation. 

o You should also get representation when you feel there might be an issue with the client or 

candidate due to the relationship and maybe a lack of trust. 

o When dealing with clients you feel there is a trust issue, you must take the name completely off 

the CV and all of the clients names they have worked at, just change them to industry sector 

 

• E.g.        Hi X, 

Following on from our earlier conversion, please find the confirmation email 

statement we agreed as discussed. Please copy and paste from your email account 

and I will move the process forward to interview stage as soon as possible. 

To whom it may concern. 
 
Please accept this email as confirmation that I would like to progress my 
application with any XXXX opportunities and that White Bay has my 
authorisation to be my sole representatives in relation to the XXXX position you 
may have at XXXXXX. I can confirm that XXXXXXX at White Bay discussed the 
opportunity with me in details and that I given my permission to represent me 
with XXXXXX.. I have not given permission to any other party or agent. 
 
If my CV has been sent by any other third party, agency or supplier or sourced 
from any other route, please dismiss it, as XXXXXXX and White Bay are my sole 
representatives with XXXX. For the avoidance of doubt if my CV has been 
received by any other source then it is without my prior permission and should be 
ignore as White Bay are my sole representative. 
 
I would like to interview at your first convenience. 
 
Kind regards 
 
Once I have your email I will give you a call and move the process forward. 

Many thanks 
 

Resignation 

The candidate actually resigning is obviously the final test of commitment and should not cause any issues, but 

you, as their representative, can help them through this difficult process, especially if they have been at the 

company for a long period of time 

The following is a letter/email that you can send to a candidate to help them with this process 

Resignation is never an easy process because you are giving people bad news.  
When you leave your current employer it will reduce your manager’s ability to 
deliver on his workload.  It will cost the company a significant sum to replace you.  
Therefore, you should expect your current employer to make it difficult for you to 
resign. 
 
You will almost certainly spend more time in a meeting room with senior 
management who will promise you anything as they try to persuade you to 
remain with them.  Unfortunately, although they might really mean these 
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promises at the time, the minute you that you are no longer leaving, the pressure 
on them to deliver is gone. 
 
So, while you should expect resignation to be difficult, there are certain things 
that you can do to make it easier: 
 

• Hand a letter of resignation to your manager.  This shows that you are 
serious and makes it official 
 

• Do not reveal any information about your new role (the company, the 
position or the salary) or your reasons for leaving.  The more that people 
know about what and why you are leaving, the more that they have to 
discuss with you.  If you want the conversation to be short, keep all specific 
information to yourself!  The easiest way to avoid answering these questions 
is to explain that your new employer has asked you not to reveal that 
information or to say that you don’t feel comfortable answering that 
question. 
 

• Be positive but firm.  While you should say that you have had a great time 
with them and that you feel you have learned a lot there, you should let 
them know that you have made up your mind about this decision.  Explain 
that this decision you taken your time over and that you are absolutely 
confident that you are doing the right thing at this stage of your career. 
 

• State the date you are leaving.  Let your manager know that you will leave 
the company on that date.  This allows you to finalise that your resignation 
has been accepted.  I have experienced occasions where a manager has tried 
to refuse to accept a resignation!  This is your decision, not theirs 
 

Good luck and please give me a call when you have resigned 
Many thanks 
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Clients 

 

Client Calls are Sales Calls. 

There are many different types of phone call we can make to a Client depending upon the circumstances and 

status of the relationship with the client. 

Some Client calls will be ‘Cold Calls’, this means you have never spoken to the client before and it is your first 

introductory sales call. These calls are known as ‘prospecting’ calls, where you are looking to open up 

conversation and build a new relationship with a prospective client 

Some calls will be ‘Warm’, this means you have already established a dialogue with the client in a previous call 

and have agreed to keep in contact in order to build a relationship or track a possible future business 

opportunity 

Finally, some calls will be ‘Hot’, this means you will be making calls in relation to live on-going business 

opportunities with a client(s). 

In order or maximise the results from your Client Calls, be they Cold, Warm or Hot, White Bay has several 

methods & call structures that are utilised to gain a clients interest in our service and used effectively to close 

on business. 

Types of Client Sales Calls 

• Selling in an MMC 

o Selecting your 'Most Marketable Candidate' 

o Calling Managers to 'sell in' the candidate 

o Objective is to gain an interview for a live candidate 

 

• Selling in a SPEC candidate 

o Using a candidate 'Profile' that will be of interest to a specific manager 

o Calling Managers to 'sell in' the Profile 

o Objective is to gain a JobSpec 

 

• Lead to Convert 

o We have found out they have vacancies from either a candidate or a Job Spot 

o Calling Managers to 'sell in' the perfect Profile 

o Objective is to gain a JobSpec 

 

• Taking a Reference 

o Calling Managers to take a reference on a candidate 

o Objective is to find out information about the company and recruitment habits 
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Client Calls - Most Marketable Candidates (MMC) 

 

Selling in an MMC means you have identified a candidate who is actively looking for their next opportunity. 

This candidate must be ‘Marketable’ based on Skills, Experience, Availability, Flexibility, etc. They must have an 

eye catching Profile with areas of ‘Value added’ that you can sell to a client, this might mean they have niche 

(high value) skills, or they may have specific industry / project related experience that would be of interest to a 

specific set of clients. 

Selling In Most Marketable Candidates 

Check your live candidates, who stands out?  

• Skills & Experience & Availability 

• The way they interviewed / motivations / flexibility 

• Industry focused 

• Niche / High Value skills 

• Location for networking ease 

• Value add to a client 

• Potential deal value ? 

• Placeable % e.g. 90% - Will this person have a job / offer in 1-4 weeks, if they wanted?  

Create a sell in / MMC list on PROFILE, always maintain an updated list of 5-10 active MMC candidates. 

Call Structure 

• Option 1 

Good morning,  my name is X and I work for White Bay 
We are a specialist, IT, Eng, SAP consultancy  
I specialise in the provision of highly skilled.. (insert market specialism) 
 
I was hoping you could help me or at least point me in the right direction ? 
 
I am representing a (insert skills) professional, based in (insert general Location), 
who has been working in the(insert Industry experience) for XX years. They have 
worked at companies such as (insert similar companies OR  COMPETITORS) 
 
I am working with this individual in order to find them their next opportunity, I 
have already secured them interviews with a couple of organisations in the region 
and I thought it would be prudent to approach your business, in order to 
understand what is happening in this particular  area. 
 
So ,how do you think this individual would fit into your team ?..... 
 
Wait for the reply – LISTEN ! 
 
Q & A - fact find 
 

• Option 2 

Good Morning [CLIENTS NAME], this is [YOUR NAME] from White Bay.                              

I specialise in working with [CLIENT'S JOB TITLE OR FUNCTION] within the [CLIENT'S 

INDUSTRY] in helping them to [BENEFIT STATEMENT] 

 

The reason for my call is that I'm representing a [CANDIDATE'S JOB FUNCTION] who 

has [SPECIFIC SELLING POINTS OF CANDIDATE]. 
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This candidate is interested in your company [REASON WHY], and I wanted to find 

out how his skills and experience could be of interest to you.  

So tell me [CLIENT'S NAME], [INSERT OPEN QUESTION]? 

 

• Examples of Good Open Questions to follow on from the opening pitch: 

o How receptive would you be to meeting this candidate for an exploratory chat? 

o How might someone with these skills fit into your team? 

o What value could someone like this bring to your business? 

o When can I pencil them in for an interview? 

o What's your biggest challenge in relation to staffing? 

 

• Example: 

Good morning Graham, this is Gareth Lloyd calling from White Bay.  

I specialise in working with experienced Microsoft Technologists within the 

insurance industry and help my clients such as Norwich Union & 

Moneysupermarket.com enhance their core internal applications by 

recommending unique candidates.   

 

The reason for my call today is that I'm representing a VB.NET Technical Architect 

who has single-handedly designed the insurance estimating platform for Tesco 

Finance using .NET v3.0 whilst mentoring a team of 5 Developers. The platform is 

now a live production system handling over 30,000 transactions a day, but as it's 

largely moved into support phase this candidate has asked me to approach your 

company as you are local to him to see if his skills & experience are of interest. 

 

How receptive would you be to meeting him for an exploratory chat?" 

 

 

Client Calls - SPEC Selling  

The difference between a SPEC & an MMC selling in call is that an MMC call is a real live candidate and your 

sell-in pitch will be very specific to that particular individual. 

A SPEC sell-in is more generic to your market specialism and can be tailored to fit what you think are the 

general skills requirements of the clients you are speaking with. 

Both types of call are very similar in content & structure but the SPEC sell in is a more flexible option and a 

quicker way of preparing a candidate Profile for the purposes of selling in to Clients.  

A SPEC statement should describe the candidate and the value they can add to the client, it should be no 

longer than 45 seconds. 

SPEC is an acronym for: 

S = Skills / Salary 

P = Projects / Person 

E = Experience / Expertise 

C = Contracts / Competitors 
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The structure of a SPEC call is exactly the same as the MMC call, but the details are more bespoke to the 

clients needs and appropriate to the skills attributed to the manager on PROFILE 

Client Calls – Converting Job Leads 

 

Job leads for live jobs can be gained directly from candidates & by looking at various job boards or company 

websites. 

To gain a job lead from a candidate you should ask them about their job seeking activities i.e. what companies 

they have or are interviewing with & which companies they have sent their CV to. 

To gain a job lead from a Job Spot, we must scan the relevant industry job boards and target company 

websites to try and ascertain who is hiring. 

Candidate Leads & Lead conversion 

By ascertaining where candidates are attending interviews, we can use this information to follow up with 

clients who we definitely know are recruiting. We then also have a good understanding of what skills the client 

might be interested in just by looking at the CV of the candidate who attended / is attending the interview. 

• Process for Selling into Candidate Leads 

o Always do your preparation and research before the call so you can have the best possible 

chance of converting the lead 

 The main reasons people struggle to convert leads is lack of preparation, lack of belief 

and not being prepared for the obvious objections. 

o You need as much information as possible, almost a job spec, so you can sell in the absolute ideal 

candidate. 

 If you get through to the right person and they have a PSA or they have CV's already, 

they may question what they have and consider your candidate(s) 

 You have opened the door, then ask them for a little more information about the 

vacancy (you are then taking the JobSpec!). 

o Anything that might make them question their current options / supplier. 

 Try to make it sound like you have the best possible candidate in the market 

 If you have the lead, others have it too, so they may have had a few calls trying to get 

the job, so you need to prepare well and impress. 

 

• The Objective of Candidate Lead conversion calls: 

o To get the client to entertain the option of your CV, (the one you are selling in), we need them to 

say: 

"Send me the CV and I'll take a look" 

It's never going to be a smooth ride at JobSpec stage as you have external competition, therefore you are 

trying to open the door with the ideal candidate so hang in there to get more information 

When presenting your candidate sell in, think in terms of TIME, QUALITY, COST, as you have to get the client to 

consider your option, your candidate. 

• The key information to include in your sell in: 

o Skills  that match the role 

o Number of years of experience in general and the specific skills 

o Industry / competitor name drop 

o Projects completely and clients they have worked at 
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o Location and availability of interview and start 

o Rate or salary 

 Lower than the candidate you got the lead from, much lower if necessary 

 Give food for thought on cost & your profit margins 

 

• Lead conversion pitch: 

Hi its Graham from White Bay's SAP Division, 

 

I was hoping you could help, as I have had an discussion this morning with one of 

my candidates  who has asked  me to contact you on their behalf, I am hoping you 

can help me or at least point me in the right direction… 

 

This candidate is someone I have been working closely with and I wouldn't 

normally do this, but we just had a project cancel on him through no fault of his 

own. He is very strong with SAP BW, with the last 5 years spent in BW in XYZ and 

ABC, with companies such as  Shell, Texaco and BP (so he could be good for X), plus 

he is based on your door step in Sydney and looking for around $400 a day. 

 

So there are a couple of reason's for my call  

1.As mentioned we just had a project cancel for him and he has always wanted a 

role  with X as it's so close to his home, and  

2. He was told by an ex colleague of his that there was a role going within 

yourselves  that would be ideal for him with his SAP and industry experience. 

 

So he asked me to put my detective hat on and find out more about the role!  

What is the position / role? 

 

 

 

 

 

 

 

Job Spotting & Converting Job Spot Leads 

Job Spotting from job boards can be more about intuition & guess work as it is likely that another recruiter is 

advertising the role and hasn’t displayed the name of their Client on the advert. However we can 2nd guess this 

information by looking for clues in the job advert such as, skills, location, industry etc. 

• Process for Selling into a Job Spot Lead  

o The difference from candidate leads is you are targeting a set of clients in a location where you 

know there are jobs being advertised, but you are not 100% sure of the actual client. With 

Candidate Leads you will know exactly who the Client is… 

o Job spot the areas that look busy in your market e.g. Pharma client in North West are looking for 

a .Net Developer 
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o Create a dream candidate Profile for the Jobs you see advertised, a perfect match for the 

following… 

 Skills (including niche skills) 

 Industry focused 

 Location for networking ease 

 Rate 

 Competitors  

 

• Create a sell in Pitch e.g. 

Hi My Name is X,  

I specialise in the Y market in Z 

I was hoping you could help me or at least point me in the right direction if not? 

 

I am working closely with a SKILLS Candidate, based in LOC, who has been working 

in IND for EXP / YRS, with companies such as COMPETITORS. 

They have asked me to approach companies like yours, to see what's happening in 

the business in the SKILLS area. 

 

How do you think they might fit into you team ? 

 

Q & A - fact find etc 

 
Ideally have an MMC prepared, then look for companies in the location that are a close enough match for the 

advert. There maybe a demand for your MMC, so you are combining two tactics, therefore if the advert does 

not relate to them, you may actually create interest in your candidate anyway. 

 

 

 

Give yourself the best chance of converting a lead. 

When following up a lead, the “PSA” , “speak to HR” & “we already have CV's” are the most common 

objections and can be quite difficult to handle, but not everyone has a PSA and not everyone cares about 

them, so it is partly a numbers game. 

You need to really test the objection by trying to overcome it. If they have CV's you need to get the client to 

question the quality and the options they already have by stating you may have something better. 

You can improve your chances by following these 2 simple rules…. 

1. Sell to the MAN (Money, Authority, Need). 

• In other words, you need to be selling to the real decision maker. Obviously the MAN is often a woman. 

• The point is that unless you happen to recruit HR people, you should be targeting the line manager instead 

of Human Resources. Avoid going through HR if at all possible.  

 

• The line manager is usually more receptive to your approaches for two reasons. 

o Firstly, s/he is the one with the staffing problem, and presumably is more motivated to find a 

solution.  

o Secondly, s/he doesn’t usually care about the PSA and will often let you in the back-door. 
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• If you build a good relationship with the line manager, and come up with the right candidates, s/he can 

insist on interviewing your people and get the offer pushed through. 

• Once you’ve got a proven track record, you can re-approach HR to look at their broader recruitment 

needs. 

• Remember, it’s easier to beg forgiveness than to ask permission! 

 

2. Create Urgency. 

• Once through to the MAN, remember, if you have the lead, they already have someone working on the 

requirement and possibly have CV's / Interviews, so time plays a big factor in how quick you get to the 

lead. 

• Even if you get there in time and they are willing to go round the PSA, they may feel they don't need to go 

outside as they have enough CV's, therefore its important that you do a strong sell in.  

To give yourself the best possible chance of converting a job / interview lead you  need to make sure you have 

as much information as possible before making the call, in order to present the best possible case to the client 

and do the strongest sell-in possible. 

 

In addition to having the information you must approach with the correct mind set, as you inevitably do not 

convert all the leads you attempt to. In fact you will have a lot more you don't convert than you do, by the 

nature of the situation - someone else has the job. However, you must approach with full belief and conviction 

or you will never convert. 

 

We have to assume the client will be reluctant to use us, as they will have another supplier(s) working on the 

job or why would we have the lead in the first place? Therefore, we have to give the client cause to think that 

we just might have something better to offer than the other supplier(s) they are using. In order to do this we 

must present and sell in the absolutely ideal candidate, so we can get the client to open the job to us. 

 
 
Lead conversion - Preparation and belief 

• You have to believe and put effort into CV generation and selection, so you have the right candidates to 

start with. 

• You have to check the boards on a daily basis for job spots that can be converted into leads. 

• You have to be detailed in your candidate calls when pulling the leads, be prepared for objections and 

know your pitches. 

• You have to do your research before calling the client, 5 minutes research on each lead goes a long way. 

• Put effort and practice into your conversion calls - Role play.  

• Expect objections and be prepared to overcome them. 

Resilience 

• Go into calls knowing you are going to get objections and also recognise that you have competition on 

these leads / jobs. 

• But also know that you have to keep trying and using leads is a good start to a canvassing session, it is also 

a direct source of live jobs. 

• If you lead pull, you reduce the amount of canvassing, as you have focus and are being more targeted. 

• Each call should be as strong as the last, regardless of the knock backs and you need to think of these calls 

as big opportunities, calls where you have to research and then fight for the job. 

 

Objection Handling when converting Leads 
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We have presented the ideal candidate, so the client should consider the option of including the CV. If this is 

delivered right you will get either of the following outcomes: 

1. A JobSpec, it may only be a C job, but its a job, you might be able to book an interview? A/B Job? 

2. The client says "send me the CV", then you have to try to get more detail so you can find a good CV, if you 

don't already have a match. 

THIS IS WHAT YOU ARE AIMING FOR.….HOWEVER YOU MAY GET OBJECTIONS: 

Firstly you must have a positive & determined attitude when chasing a lead, you must be confident there is a 

role and you are going get the client to work with you!... 

"My name is _______ I am calling from White Bay  

I specialise in providing ______ " 

 

"The reason I am calling is with reference to a (XX JOB TITLE XX) candidate that I am 

currently representing. He is a (XX SELL THE SKILLS OF THE LEAD, RATE AND 

LOCATION XX). And a contact of his recently had a telephone interview via an 

agency for a role with your organisation but he was unsuccessful." 

 

"I am contacting you to find out more about this position as I believe my candidate 

is very strong in these areas. What can you tell me about this role?" 

 

• "We haven't got a job" 

If they say they haven't got a job, you cant do a lot, but if you say in the opening line of your call that you know 

they have a job (as above), this might stop them saying they haven't and for those that do, they are probably 

telling the truth... but probe... 

"Was the job already filled?"  

"If it isn't with you, would you know who else might have it?" 

 
Explain you are 99% sure it's with them due to the detail, industry and location. 
 
 

• "We work with a PSA" 

"Good to see you take recruitment seriously, however I would look to work 

alongside your PSA, not to be part of it as PSAs are often generalist IT recruiters, 

not always skills specific." 

 

"Additionally, it doesn't cost anything to compare my candidate to that of your PSA 

to make sure you are not missing out on a great consultant...So how did the role 

come about?" 

 

OR…. 

 

"It doesn’t cost you anything to consider this candidate. You can compare and 

contrast against the applicants you’re already considering.  

 

"If my CV / CVs are no better to the ones you’ve received from other sources, then 

fine. On the other hand, you could be missing out on a real star that you would not 

have access to otherwise. And at the very least, you’ll satisfy yourself that you are 

recruiting from the best shortlist. 
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"I understand your situation, but I guess it’s also important to hire the best person, 

can you at least speak to this candidate?" 

 

• "We have enough CV's / Interviews!" 

The aim is to try to get the client to look at one CV from you. 

Always get the email address and at least get a good CV to every lead, doesn't have to be a live CV, just the 

best one off the system. Remember to take the candidate name off and all of the client names too. 

"I thought I might have caught it at a late stage... no problem, what's your email 

address and I will send my details, just in case anything changes" 

 

• "Send me the CV " 

Great!! There is a job! The aim now is to get a FULL, DETAILED JobSpec. 

"Of course, I will send the CV immediately, but before I do I would obviously like to 

tell my candidate a little more about the role..." 

 

Then go into a JobSpec... 
 

• “Speak to HR / Internal recruitment" 

Great!! There is a job! The aim now is to get a FULL, DETAILED JobSpec. 

"Of I understand I need to speak to HR but I also know they will receive many calls 

per day from other suppliers wanting to work on the role"  

"So, in order that I am not just another statistic I would like to have a relevant 

conversation with them about the position and make them understand what value 

we can add" 

 

"So how did the role come about ?...." 

• If the conversation isn’t going to plan ?..... 

Get their email address then continue to ask about the role and where they are up to in the process, but get 

the email first, they will think you have given up and the call is ending but then go back and ask questions 

about the role, such as: 

• What was the position? 

• Why has that come about?  

• What's the project? 

• What stage are you at in the process? 

• Have you interviewed anyone yet? 

 

Basically gain as much info as possible for the following reasons: 

• It might help you build rapport and open the client up. 

• More info you can gain the better chance of emailing a great CV. 

• The longer you are talking the more chance of getting them to work with you and maybe they will 

consider your CV in the end. 

• You may spot weakness in the stage they are at, such as not even at interview stage yet. 

• You have nothing to lose by asking more credible questions, you may as well hang on in there. 

• Don't forget to ask for the interview and use the above PSA objection rebuttal.  
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If you are low on jobs, then you should add the jobs leads as D Jobs, NA2 status,  so you can send CV's and try 

to move up to a live C job or above? 

 
 
 
 
 

Follow up actions - MMC / SPEC / Converting Job Leads 

 
Email Follow Up (the Trojan Horse) 

If you’re getting knocked back, try sending in a star candidate, they don't have to be live. A high calibre 

candidate can be a powerful door opener. Take off the candidate name and client names and send it. Use a 

powerful and to the point subject header 

If you can't get through to the lead to convert or they say NO, get a CV or email summary of a candidate to the 

lead within 24 - 48 hours max and keep chasing. You should chase leads several times a day, 10+ if necessary, 

but don't leave messages.  

Only leave a message after you have decided to send an email. 

• Email example (basically the same as the pitch). 

 

Introduce the reason for the communication and then tell them about the value of the candidate: 

 

• Overall experience in years and Specific experience in years. 

• Number of projects in the specific area and blue chip client or competitors. 

• Key skills list specific to the lead 

• Relevant Industry experience - Same industry as the client 

• Location - Close to the clients site 

• Rate or salary - Lower than the client is paying 

 

I tried to call earlier today but was unable to reach you. The reason for call is to 

represent a Candidate who believes there is a XXX position with your company that 

completely matches his skill set and experience.  

 

He is an SAP BW specialist with the following skill set: 

 

 He has 10 years in SAP and 6 working with BW. 

 He has worked on 8 BW projects for clients such as IBM, Shell, BP and Barclays to name a few. 

 His keys technical skills are BW, BPS, BCS, Reports, Info Cubes, Extractions and FICO and HR. 

 He has done four BW projects in the Oil industry. 

 

He is based in Sydney and looking for $400 a day all inclusive: 

 
I wouldn't normally approach client on behalf a candidate, but I have been working 

closely with him and he just had a project cancelled at the last minute, through no 
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fault of his own. Plus I believe an ex colleague of his with similar skills was 

approached recently about a role with you but was working elsewhere.  I was 

hoping you could tell me more about it and what's happening in the business right 

now as he was really interested.  

 

IF YOU HAVE A CV to attach, it will strengthen your case, but its not always possible to find one that's ideal. 

Keep your email to the point and highlight the key areas of value add. 

 

• Then call back after a few days or a week later !.... 

Hi Joe, it’s David Webb from White Bay 

 

I called you last week regarding the SAP BW role and I remember that you said you 

had enough CVs at that point. 

 

However, I am aware that things can change a lot in this market, people get 

counter offers or don’t show up for interviews etc. 

 

The reason for my call today is because I was talking to a candidate this morning, 

and based on what you said last week, sounds ideal for your role. 

 

He has 5 years SAP BW experience and has worked exclusively in your sector and 

seemed really interested in your role. 

 

So what has happened with your role?” 

 
 
 
Client Calls – Taking a reference 

Taking a reference means you are contacting a manager to obtain a verbal reference on a previous permanent 

employee or contractor. This can be treated as a formal or informal reference as we will be asking the 

manager to provide their opinion on the candidate in question. Hopefully, they will be aware of why we are 

contacting them as the candidate who has provided them as a reference will have gained their approval for a 

reference to be taken. Therefore it should be a positive conversation about the candidates, skills, ability & 

attitude. 

NOTE: You can only take a reference from a manager once the candidate has given you permission to do so. 

Importantly, whilst we are looking to verify the candidate’s skills & ability we are also using the opportunity of 

speaking to a hiring manager to build rapport and promote the services of White Bay to a prospective client. 

Therefore a reference call is also a SALES call. 

Taking references on candidates should be a standard part of the recruitment process 

 

There are two main reasons why a reference needs to be taken: 

1. To check the quality of a candidate who we have in process with a client 

o It should be done with every candidate we get to interview stage 

o This can enable us and the client to make more educated decisions on candidates 
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o However, we should ALWAYS ask for permission to take references 

o Ask candidates for multiple references, you might get 4 or 5 ! 

 

2. It is a reason to talk to a manager and find out more about their business 

o It’s a canvass call – ask questions, find out information, build rapport 

o Client (and you) doesn’t feel like it’s a sales call 

o Client will be less obstructive as they will want to help a former employee find a new job 

o A reference call can last up to 20 minutes, a normal canvass call is normally 2-3 minutes 

o You stand out as they don’t receive many of these calls in comparison to other sales calls 

However these are often overlooked by the majority of recruiters, mainly due to the fact that they don’t 

understand the benefits of making the call 

• Sales Objectives – possible outcomes 

o May lead to you selling the candidate back in, which is the quickest way to a deal as you don't 

have to work the job. 

o Could win a live job(s) with this manager or another manager in the business 

o Client Meeting booked 

o Built rapport and have demonstrated the quality of your screening / service (subliminal) 

o Other manager names gained (new contacts for networking) 

o Understanding of their Client environment - Key skills / Team size / structure con/ perm, 

o Details on their Recruitment Process 

o Details of when & what they last recruited 

 

 

• Reasons to take References – the Benefits to YOU 

o Getting references makes sure the candidate you are putting forward is credible. 

o Also if there are two or three candidates left to choose from for the final selection then 

references would help you to choose the strongest candidate to put forward. 

o Makes you look good to the clients you are taking the reference from and sending the reference 

to, you also look good to the candidate who could end up recruiting 

o Gives you reason to call when you have a job and need to chase feedback. 

o It enables you to sell the candidate better if you can quote from previous employer/s 

o Helps you brand and visualise your service, i.e. put reference on front of CV or send a reference 

document. Just like job confirmation etc. 

o Justifies fees if needed as you have provided a high level of service. 

o Creates a good warm sales call, which will give a great opportunity to get a full insight to the 

client environment. 

o The enables you to build rapport and your reputation 

o Gaining new manager names will help build up your client database. 

o If the reference is from a current employer, then it could leave a gap e.g. a job within that 

company.  

o Excellent in-road in to a client 

o You stand out from all the other sales calls 

o You find out information that you may not find out from a normal sales call 

o Genuine reason for the call – call will last longer 

o Client doesn’t feel like they are being sold to 

o Allows you to talk about your recruitment process 

o You can use the information gained to sell-in a relevant candidate at a later date 

o You can attach references to candidates you are selling in to prospective jobs 

o Shows the manager that you take references on your candidates! 
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o 30% of canvass calls are positive, 70-80% of reference calls are positive! 

 

• Reasons to take References – the Benefits to the CANDIDATE 

o It established credibility for the candidate 

o Clients are more interested in interviewing a candidate with positive references 

o They stand out from the crowd 

o CV looks stronger than a CV with ‘references on request’ 

o They have nothing to lose and everything to gain by having a strong reference 

 

• Reasons to take References – the Benefits to the CLIENT you are recruiting for 

o Shows your service 

o Gives extra information that a CV doesn’t give them 

o Actual real comments from a previous employer rather than an opinion 

o Helps them to prioritise candidates’ CVs and decide on interview requests 

o Helps the client to overcome any potential reservations they might have 

o Makes the client more confident with their decisions  

 
 
How to Take a Reference… 

This task might sound straightforward, as you assume that you just ask questions about the candidate i.e. 

What was the role? What did they do? 

However, you should also be trying to find out more information that helps you build your business. 

Key objectives when taking a reference on a candidate: 

• Find out information about a prospective client / hiring manager 

• Build rapport & sell the services of White Bay 

• Find out information about the candidate – verify their skills& ability 

Although these are the key objectives in order of importance, it wouldn’t be sensible to start the call by asking 

lots of questions about the client & selling White Bay Service. If this were to happen the manager would very 

likely hang up on the call as it would be no different from a normal sales call 

The idea is that we uncover information about the client and provide information about White Bay during the 

process of taking the reference on the candidate. So, on the face of it the overall context of the call is a 

reference call with the objective of potentially building a new client relationship.  
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Client Calls – Winning From EVERY Call 

Remember....Always get something out of your calls...if you don't get any of your MAXIMUM objectives, make 

sure you get MINIMUM objectives as a must! 

 

Aim to get a win from every call!.... 

 

 Get an INTERVIEW 

 Gain a JOB with COMMITMENT 

 Gain a JOB SPEC 

 PROMISE of a PIPELINE job 

 Opportunity to deliver OUR SERVICE / PROCESS 

 Gain a MEETING 

 SELL-IN a candidate 

 SKILLS / ATTRIBUTES / JOBS that a manager recruits for 

 TEAM SIZE and Contract / Perm TEAM SPLIT 

 A manager's recruitment process 

 Experience of RECRUITING / AGENCIES 

 Confirm a DECISION MAKER 

 A manager's specific JOB TITLE & responsibilities 

 A manager's EMAIL ADDRESS 

 A manager's DIRECT LINE 

 A manager's MOBILE NUMBER (tell them yours then ask for theirs) 

 Gain other HIRING MANAGERS names 

 

Client Calls – Advanced Questioning 

 

You can use these pitches as a structure to your calls 

Marketing Call Structure 1 

Firstly, sell in a relevant SPEC or MMC candidate 

“How do you feel this candidate could fit in to your organisation?”   



 

SHAUN DEACON 68 

 

 “I kind of expected that, but have I come to the right person, but it's just that my 

timing is out?"  

"What areas are you responsible for?"  

 “How big is the team?”   

"How suitable would the skills of this candidate be, if you did have a vacancy?”  

"What else would be important to you?  

"When is the last time you recruited someone with these skills?  

"What was the reason for the hire at that time?". 

"How did the recruitment process work for you?"  

"How did this effect the efficiency of the hire?".... 

"What would you change next time?"  

"Well let me tell you what White Bay could do if you were to work with us on your 

next requirement?....................." 

"What type projects / initiatives have you got planned for the next 6-12 months?"  

"Will the current team cope with that work load or do you seeing yourself needing 

to strengthen or add to the team?"  

“Where would you add if budget was no object or the areas you would 

strengthen?"  

“As you are not currently looking, but you are responsible in my area of 

specialisation, I always think its the ideal time to meet, I am in X on  3rd week of X 

and 1st week of Y, when is better for you?  

"I will send you my details and occasionally keep in touch and send you updates on 

market news, talent moving, trends, surveys, competitors etc Just delete what is 

not useful and request more info if needed?" - What is your email address? 

 

 

Marketing Call Structure 2 

Firstly, sell in a relevant SPEC or MMC candidate 

 “What is happening in your business at the moment?” 

“How relevant are these skills?” (NO VACANCY? - "So I can find the right Profile for 

you, but it's just that my timing is out?" 

“What additional skills would you normally look for?” 

“When is the last time you recruited a contractor with these skills?” 

“What was the reason for recruiting a contractor at that time?” 
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“What reasons would you have for needing a contractor in the future?”  

“What projects do you have coming up in the next 3 months?” or “In what 

circumstances would you need a contractor in the next 3 months?” 

“What positions do you have most difficulty filling? as we are a specialist 

consultancy where we excel in this area!” 

“How does it affect your business when you have a vacancy in this area?” 

“When you have a vacancy in the future, what can I do to be in a position where 

you would consider using our consultancy services?” 

“What criteria do you use to decide on the consultancies you use?” 

“Why is that important to you?” 

“When the next position arises, I would like to be offer our services, would that be 

of interest to you?” 

“As you are not currently looking, but you are responsible in my area of 

specialisation, I always think its the ideal time to meet, I am in X on  3rd week of X 

and 1st week of Y, when is better for you?  

"I will send you my details and occasionally keep in touch and send you updates on 

market news, talent moving, trends, surveys, competitors etc Just delete what is 

not useful and request more info if needed?" - What is your email address? 
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List of Questions to Ask 

Choose a few questions that you are comfortable with and keep them to hand when you are talking to 

managers. This will help you prepare and give you something to say, when you get in to a conversation with a 

manager 

• Fact Finding Questions  

PAST 

• What do your best suppliers do that impresses you the most? 

• Which are the roles that you struggle most to fill? 

• What are the typical skills that you would normally look for in a candidate? 

• How do you normally go about obtaining candidates for your organisation? 

• What do you expect from your supplier? 

• How successful is your normal method of recruitment? 

• What other factors may influence your decision? 

• What do you require from a recruitment company? 

• What do you typically find to be the most challenging aspect of recruitment? 

• In your experience working with agencies, what could be improved? 

• What was the last position that you recruited for? 

• When did you last recruit? 

• How has the service of the agencies that you use added value? 

• What skills do you generally struggle to recruit for? 

• What difficulties do you face recruiting specialists in your market? 

• When was the last time you utilised a contractor in the organisation? 

• What types of skill-set do you typically find it hard to find? 

• How do you normally hire people? 

• You have a PSA! Please describe how the service is that these companies provide? 

• Do you feel that you get quality candidates you require first time? 

• What good results have you had from dealing with companies such as ours? 

• What is your background? 

 

PRESENT 

• How is your project going? 

• What is working for you right now? 

• What isn’t working? 

• How can I offer you the best recruitment service possible? 

• What is it costing you as a company not to have this role filled? 

• What else can I help you with? 

• Who else in your organisation do you know that may be looking for staff? 

• What is the biggest barrier to success in your role? 

• What would you improve about your current recruitment process if you could? 

• Who will ultimately make the decision in your business regarding this role? 

• What challenges are you currently faced with? 

• What are your key drivers in reducing costs? 

• What can we do to help you achieve your objectives? 
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• Who is the ultimate decision maker? 

• Tell me a little more about your business? 

• Tell me more about your team and why you're successful? 

• Who would be the correct person t o speak to regarding your internal recruitment? 

• How is your department structured? 

• How is the challenging market affecting your particular role? 

• How many people do you employ? 

• What is the best way for me to deal with your organisation? 

• What are the key drivers within your business at the moment? 

• What benefits do you understand we can provide? 

• What are the current key projects / drivers within you business? 

• What do I need to do to get an opportunity to work with you? 

• What do you look for in a recruiter when recruiting? 

• What issues are you facing at the moment? 

• What is your current opinion regarding the market? 

 

FUTURE  

• What should I do in order to become a supplier to you? 

• What do I have to do to become your first port of call when you are recruiting? 

• What are your recruitment plans in the coming months? 

• What plans do you have to expand the company in the future? 

• What is your next planned project? 

• What are the main challenges your business face? 

• What are the main challenges you personally face? 

• What will you do if you don’t fill this position yourself? 

• What vacancies do you have coming up in the future that I can keep a look out for    outstanding 

candidates for you? 

• What are the key drivers in your business over the next 3 months? 

• When would there be a situation that you would recruit interims? 

• What is the best way to win the business exclusively? 

• How important is it for your business to be more efficient? 

• If you were to use my services, what would be your expectations? 

• What projects are you currently working / coming up soon? 

• What do I have to do to get you to work with me moving forward? 

• What will be your focus for the next 3 months? 

• How can I differentiate myself from the other agencies you use?  

• What are the challenges you face in terms of recruitment? 

• Where can we add value to your business? 

 

Client Questions 

 

COMPANY BACKGROUND: 

• When were you established? 

• Who are the Directors and what are their backgrounds 

• Who initially set up the company? 

• Give me one example of how your business has changed since it started? 
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• What is one key area of business that has not changed since your business started? 

• Is your company part of another organisation? 

 

COMPANY CULTURE: 

• What is the best way to describe the company atmosphere? 

• What is working like for your company? 

• What nationalities are working for your company? 

• What kind of personality would fit into the team? 

• Describe to me the personality of senior members of staff? 

• How important is socializing out of office with colleagues? 

• How would you rate company event participating for team building? 

• How important are team building events and how often are they happening? 

• With what attribute would you describe your company culture? 

• How would you describe the culture in your organisation? 

• What kinds of people thrive in your company? 

• What sort of person would fit into the culture of your company? 

• What makes your company culture so unique? 

• How do you get staff involved in your company culture? 

• What sort of activities do you do to contribute to the company culture? 

• How does the culture in your organisation affect the productivity of your staff? 

• How would you describe the staff interaction both inside and outside of work time? 

• What type of cultural change has taken place within the company over the last 10 years? 

• What personality type would you say would best fit the culture in your organisation? 

 

LOCATION: 

• How many offices do you have worldwide? 

• How easy is it to find your office location? 

• What is the best way to get to your office? 

• What is the relation of this office to the HQ? 

• What difficulties have you experienced in attracting people to this location/region? 

• Where else do you have office locations in Europe? 

• Where is the location of the most strategic value? 

• Tell me where are your main office is based? 

• How many other locations do you have? 

• Describe how a candidate would get to you? 

• How do most of your employees get to this location? 

 

DEPARTMENTS: 

• How would you describe the structure of your company? 

• What is the scope to expand your particular department? 

• In what ways do you think your department will change over the next 6 months? 

• What plans does the company have for this particular department? 

• What other departments do you work closely with? 

 

SYSTEMS AND PROCESSES: 
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• What systems do you use within the department? 

• Which systems would you recommend people would need to be familiar with in order to work in your 

organisation? 

• What plans do you have with regard to systems upgrades/changes in the future? 

 

ACCREDITATIONS AND AWARDS: 

• What accreditations does you company have? 

• I saw you were nominated for the XXX award, what was the outcome of that? 

• I saw you are voted as a XXX, how are you able to use this to boost your employer branding? 

• What accreditations are important for your business at the moment? 

• What accreditations are you currently working towards at the company? 

• How do you feel your internal awards/ prize scheme affects company morale? 

• I understand you've recently become a member of XXX.  How will this affect your company Profile?  

• What involvement did you have in gaining those accreditations? 

 

COMPENSATION / BENEFITS: 

• How do you reward employees? 

• What benefits are offered to new employees? 

• What is the annual salary structure? 

• What chances are there to improve on salary after the probation? 

• How do you measure performance for the performance related bonus? 

• What are the standard company benefits?  

• What are the other benefits your offer for employees?  

• Aside from basic salary, what other benefits/compensation do employees qualify for?  

• Please break down the compensatory package for that role?  

• What is the total package offered with that role?  

 

TRENDS: 

• What are your recruitment trends? 

• What worries do you have about future skills shortages in XXX  areas? 

• How would you describe your turn-over patterns? 

• How does the current market situation affect your recruitment processes? 

• How difficult do you find it to find quality candidates at the moment on the market? 

• Tell me about the market trends for your business at the moment? 

 

RECRUITMENT PROCESS: 

• How does your recruitment process normally work? 

• How is your current recruitment progress going? 

• How do you usually recruit? 

• Tell me about your recruitment process and your strategy. 

• What difficulties do you have by recruiting this way? 

• What is your recruitment philosophy? 

• What is your recruiting process usually like?  

• How often do you recruit and for which positions? 

• What difficulties do you see in your recruitment process? 
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• What is going well in your recruitment process? 

• Which agencies do you use and how satisfied are you with their service? 

• It's been a while since we last spoke, describe how you cover sickness and holidays now? 

• What do you do in order to find the right staff? 

• Who do you turn to when you need a new member of staff? 

• Tell me about your long term recruitment strategy. 

 

MARKET/INDUSTRY: 

• In the current market where do you see yourself compared to your competitors? 

• How does the future in your industry look like? 

• How competitive do you think you are within your industry? 

• How do you stand out in your industry? 

• What position do you hold in your market place? i.e. market leader 

• What position would you like to hold in 12 months time? 

• What type of market are you currently in? i.e. expanding / declining 

• What would you say are the key market influences on your business? 

• Who do you turn to for your market research/inside information? 

• What business conferences/events do you participate in/attend? 

 

 

PERSONAL - BUSINESS: 

• How long have you been with your company? 

• What was your greatest achievement in your company history? 

• Why are you personally working for your company? 

• In which way is it possible for you to advance in your company? 

• How would you describe the atmosphere in your working place? 

• Tell me what is it about your company you like the most? 

• What are your tasks within the business? 

• What are the difficult things you are currently dealing with in your jobs? 

• Why did you choose to work for the company?  

• What do you enjoy about your job? 

• What motivates you to work for the company? 

• How happy are you in your position and with your management? 

• Where did you work before here?  

• What did you do before? 

• What attracted you to the role? 

• What are your main responsibilities? 

• How has your career progressed since joined the company?  

• What does your role involve?  

• Tell me about your background before you started here? 

 

PERSONAL - PERSONAL: 

• What are you vacation plans for this year? 

• What did you do at the weekend? 

• What are your plans for this weekend? 

• Why did you choose to join ………….? 
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• What did you do before you joined? 

• What are you doing outside office hours? 

 

CURRENT AFFAIRS / SITUATION: 

• What is your current situation? 

• How is the current situation affecting your productivity? 

• How easy/difficult is it to change this situation? 

• What are your plans to maintain this situation? 

• Which aspects of your current situation do you want to change? 

• How is your business affected by the current economic situation? 

• What effects from the current finance situation are you experiencing? 

• A lot of my clients are feeling the current crisis, what in your opinion is the area affected the most? 

• What effect is the current economic climate having on the mood in the office? 

• What will change once things start to improve? 

• How do you currently suffer in the present economical situation? 

• What is your current situation like in comparison to competitors? 

• When do you think your current situation will change? 

• How does your current situation affect other business areas? 

• How would you rate the actual financial crisis affecting your company? 

 

STAFFING & HEADCOUNT: 

• How many employees do you currently have company wide? 

• What categories of staff do you have? 

• What types of candidates do you prefer? 

• Which roles have to be filled this year? 

• How will your staffing levels be affected by your Key Objectives? 

 

KEY OBJECTIVES OF THE COMPANY: 

• What are your main objectives for that year? 

• What is your company’s mission statement?                                     

• What are your company’s key objectives for the next 6 months? 

• What are your companies longer term plans over the next 5 years? 

• How will your staffing levels be affected by your Key Objectives? 

• How will the achievement of your objectives impact on your staffs roles? 

• How will you reach your objectives in that difficult market? 

• How successful will your company be this year? 

• How did you reach your objectives last year? 

 

COMPANY VALUES: 

• Which benefits do you offer? 

• What are the advantages in working for you? 

• Why should a candidate choose your company? 

• What is the most important element in your company? 

• What do your current employees say about the company values? 
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VISION: 

• What is your company’s overall vision? 

• How do you get your staff members involved in the vision? 

• How often has it been changed? 

• How easy is it to relate to the vision? 

• What is your mission statement? 

 

OTHER SUPPLIER EXPERIENCES: 

• How have you worked with recruitment companies in the past? 

• What experience have you had with recruitment companies before? 

• What level of service did previous suppliers provide? 

• Which recruitment companies have you worked with before? 

• How would you describe your general impression of recruiters and recruitment companies? 

• Who are your top 3 suppliers? 

• How did you choose them? 

• What is it about them you like? 

• What is it you expect most from your suppliers? 

• How do you like them to keep in contact with you? 

 

COMPETITORS IN THE MARKET: 

• Who are your closest competitors? 

• Who are your main competitors in your industry? 

• Which other competitors also fall into your market segment? 

• How do you differentiate yourselves from your competitors? 

• Who is the market leader in your industry and where do you relate to this company? 

• Which of your competitors has your staff come from? Are there any competitors where you would not 

want to have future employees from? 

• How do you feel about the amount of competitors that are in your market and why? 

• What do your competitors offer that you don’t? 

• Who would you pin point as your direct competitors and why? 

• Who is your immediate competition at this time? 

• What concerns do you have about your competition? 

 

OWN CLIENTS: 

• Who do you count as your best customers and why do they choose you? 

• How would your clients describe the service you provide? 

• What new clients are you presently acquiring? 

• Which clients would you like to work with and why? 

• Which languages do your clients speak? 

• Where are the majority of your clients located? 

 

BUDGETS/INVOICING/MONEY: 

• Who decides your budget and when is the budget formalised? 

• What percentage of your budget is given to recruitment? 
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• We will send the invoice on the first day the candidate stars, how do you feel about this? 

• When will you plan your budget? 

• When does your financial year start? 

• How do you prefer to be invoiced? 

• How are the shareholders reacting to your latest business report? 

• What was the company’s financial turnover last year? 

• How did this related to the previous year? 

• How do you believe you will do this year? 

 

MARKETPLACE: 

• Where do you see your company in the market industry? 

• How is your company situated in the market industry? 

• How difficult is it for you to attract candidates in your market industry? 

• What is your company goal to reach in the market industry? 

• How is your company thriving through these challenging times? 

 

TRAINING AND DEVELOPMENT: 

• What training and development plans does the company have? 

• How is the training and development administered in the company? 

• What training and development can you offer a member of staff in your company? 

• How do you decide what training and development to offer your employees? 

• How do you go about deciding how much to spend on training and development? 

 

COMPANY AMENITIES: 

• What amenities does the company have that would attract the best candidates? 

• What amenities does your company offer that your competitors don’t? 

• What amenities does the company offer to staff outside of the working environment? 

• What plans do you have to add to the current amenities available to staff? 

• What amenities do you offer for your staffs families? 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Clients 

Booking Meetings 



 

SHAUN DEACON 78 

 

 

This section covers hints and tips on how to book a meeting with a relevant and hiring manager from a client in 

your market that you have canvassed. 

• It's far easier to build a relationship face to face than over the phone. It is your route to long term 

business. 

• It's an opportunity to build a client and look for more than just a job; multiple jobs. 

• You will always find out extra information in a meeting such as contacts, new jobs, up-coming projects, 

etc.  

• It is scheduled time with the client.  It is longer in length than any call and you get more quality time as it's 

planned and not seen as an interruption. You get better quality time than you do when canvassing  

(usually an hour for a meeting rather than a few minutes over the phone) therefore you get more 

information and you advance the relationship quicker. 

• Jobs are better as you can gain more commitment or it at least becomes easier to get that commitment as 

a result of meeting people, you have more input, time to talk over your solution and benefits of it.  

• You can influence, control and set the process. 

• You have a much better understanding of the jobs, person and client. Better job conversion. 

• You see the environment of the office so it helps you better sell any roles to candidates and helps you 

select candidates better. You get much more detailed job specifications and understanding. 

• Once you have met 100 contacts, you will have a good list of clients and you will need to do less business 

dev, freeing time to allow you to get involved in resourcing, improving your service, training / mentoring 

and management. 

In a good 5 minute sales call you can build good rapport, but in a 1hour meeting this multiplies the 

rapport/relationship and opportunity twelve fold as you have twelve times the time spent together. 

ROI - The time spent is far more valuable than canvassing and the return on the time is far greater. 

You move your relationship from Know > Like > Trust and you are no longer just a voice, like your 

competition. 

An agreement to meet, shows real commitment from the client, they are committing their time, why meet 

you, if they have no intention of working with you? 

It is easier to show value and negotiate. 

 

 

Qualifying Meetings 

First ensure that the meeting is worth your time 

• Are you meeting with a decision maker or influencer? 

• How many people have they hired in the last 3/6/12 months? 

• How long have they been trying to fill the vacancy – Are their expectations Realistic? 

• How urgent is it that the vacancy is filled 

• Have they used agencies to recruit? How many? 

• How many candidates have they seen / been interviewed 

• HR Meeting VS Technical Manager 

• Meeting Multiple Managers / Placed Candidates 

• Time Management – Early Morning & Late Afternoon. 

 

• When would you book a meeting with a client? 

o When you have pulled a job with a manager 

o When you know there is an upcoming role or project (Pipeline) 

o When you are attending candidate interviews 



 

SHAUN DEACON 79 

 

o To take feedback on interviews - discuss candidates 

o Following any business development call (lead, reference, MMC sell in) where you have 

discovered that this is a relevant manager that hires candidates in your market 

o When you have placed a candidate - After Placement Meeting 

o People you have met before to continue and further the relationship. Possibility of repeat 

business 

o Tender / Pitch presentation 

o Recruitment problems 

o Complaints/Issue Management 

o Before, During or After the Service 

 

 

Booking Meetings - Mindset 

The biggest mistake people make is not asking enough and not asking with confidence plus asking if they can 

meet, not when, whilst expecting a NO and sounding like its not adding any value to the client and it could be a 

waste of time, then not being willing to deal with the objection and explain the benefits. 

• You get what you expect to get. 

o Our expectations influence our mindset, which reduces our resourcefulness, so it will show if you 

don't expect to get the meeting. 

• Ask with confidence and with a level of assumption. 

• Ask with certainty, you have to be more certain the meetings is good for the client, than they are certain 

its not. 

• Don't sound like you need the meeting, your time is as important as theirs, you are taking time away from 

your desk to meet them, don't think about targets, instead, see the value you add. 

• Think - How can I help this client? ...have an interest in them 

o Seek first to understand, then be understood. 

• Sound credible and believable, if you sound like, you think the client will say NO, or that you are going to 

be wasting the clients time by meeting, the client will hear it / sense it 

o You have to believe it adds value for them too. 

• Value your time and always think the meeting will have benefits for all involve. 

• Remember you are not wasting their time; you are helping and saving time. 

• What you do makes a difference, we changes life's, we add to profit margins, we advance teams and 

business, we enable companies to grow, meet demands, change their business, we do MAD. 

• Don’t ask expecting a NO or ask for permission if its OK to meet, ask WHEN, not if. 

• Don’t try and pre-empt their objections, wait for them to object and they reply. 

• Just ask - Basically put, the more you ask the more you get 

o They can only say no, but try to explain the benefits to them 

o If they object, then work through the 3 strike rule 

 Try to deal with an objection a minimum of three times,  but no more! 

• The  4  P's - Polite, Positive, Professional, Persistence - will take you a long way 

o Never give up easy. 

• Remember - Its not a sale they are agreeing to, its just a meeting, its a minor decision and a minor 

commitment from, the more relaxed you are, the more you see it as a minor / trivial thing, which adds a 

lot of value to them, the better your result will be. 

 

• Example Pitches 

Just ask - get to the point, when you have already done one of the above, have some rapport. 
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Just ask! 

"I think it would be really useful to both of us to meet at some point, so we can find 

out a little about each other. That way so if you ever need any help, we already 

know each other. When's good for you to meet, back end of the month or early 

next are both good for me?" 

 

 I am a specialist  

"I am a specialist in..... and part of my role is to develop good long term 

relationships / networks, I realise you are involved in ......., as am I, so I think it 

would be really useful to both of us to meet at some point. That way  we can find 

out a little about each other. When's good for you to meet, back end of the month 

or early next are both good for me?" 

 

Market influencer / Name drop 

"We / I specialise in attracting (SPECIFIC SKILLS) or IT talent on a freelance and 

permanent basis for ....... companies, including (NAME DROP A NUMBER OF 

COMPETITORS). We work in partnership with them to help source the best people 

within the ..... industry, such as ......... Consultants and ....... We did ....... for ......... 

I realise we haven't met and I think it I think it would be really useful to both of us 

to meet at some point, so we can find out a little about each other. When's good 

for you to meet, back end of the month or early next are both good for me?" 

 

I'm in the area (make it seem like a small commitment) - when you have already done one of the above 

calls. 

"I am just looking at my diary and I am in your area at the end of the month and 

early next, I think it would be really useful to both of us to meet, as we work in the 

same arena, Which of those is best for you?"   

 

Networking event. This is where you organise an event for a number of peers within the sector. 

 

"One of the thing I organise is a quarterly networking event for key people within 

the ........., its an opportunity to get together with some of your peers from the 

industry and share experiences, tends and none commercially sensitive information 

so all can benefit. We provide food and drinks and the one will be in ..... or ....... 

Would you like to attend, I can give you the exact date and time, never the event? 

 

In addition I am in your area on ..... and ...... which week would be better for me 

and you to get together?" 

 

Be creative, try different ways and be the 4 P's Polite, Positive, Professional and PERSISTENT.  

 

 
 
Booking Client Meetings – Benefits to the Client 

• A large part of the time the client won't see the benefit of the meeting, at least at first and they could just 

see it as an extra commitment they don't need.  Taking up their time and extra hassle. WHATS IN IT FOR 

ME? That's what will be driving this thought process. 
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• We may need to explain the benefits to the client and they will differ depending on if the client is 

recruiting or not, but we should aim to get a meeting on every job and with every client we feel has a 

business opportunity for us. 

 

• Benefits  when they are recruiting - things we might say to show the benefit 

"Its part of my process to meet a client when I am working for them, I do it on 

every requirement." 

 

"I aim to meet all candidates face to face before final interview and every client." 

 

"We have a much stronger chance on attracting the right person, if we have met 

and understand your company as well as the role." 

 

"We can save you time in the long run, as we can reduce the number of CV's you 

need to review and provide better matches via deeper selection, as we will 

understand the company, environment, culture, department, what you are looking 

for, far beyond the basic skills, we can only learn this by meeting." 

 
"We are not just a CV forwarding agency, we are a consultancy and look to find a 

highly targeted short list, as its the targeting and selection of key talent where we 

can really add value." 

 

"When resourcing the first impression someone will have of your company, is how 

your agent or supplier represents you and how much they know about the 

organisation, this is why is extremely useful to meet." 

 
"I need to be able to promote your company to prospective employee's / 

freelancers." 

 
"I want to match more than just the technical Profile - I want to match the people 

side of things too." 

 

"If I approached you for a new role or contract, you would have a certain 

expectation on my knowledge about the client I am representing. " 

 
"As your representative / supplier on this and want to ensure we know each other 

better." 

 
 

• When the client is not recruiting, the things you might say to show the benefits: 

 

"I feel its actually better to meet when you not recruiting as there is no pressure or 

agenda for either party and it can be use purely to find out about each others 

department / operations, to see if we can help each other at some point in the 

future." 

 
"The best time to meet is when your not recruiting, that way we can find out a little 

about each other and put together a tailored solution for when you might be 

recruiting or if / when you would like help from us." 
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"Its enables me to learn a little about you business, and as I gather a lot of market 

information as part of my day to day role, we can make sure you get good 

information on the market, how you compare with competitors, what are the key 

difficulties in attracting talent, who are the competitors in your location / field, 

salary surveys and who you are perceived in the market or even career advice." 

 
"We work in the same technology field so I am sure at some point in the future we 

might be able to help each other, as you work in ...... and my speciality is.... so it 

would be great to meet face to face, put a faces to voices, know a little about each 

other. I a great believe your net worth is your network, so it would be good to 

know each other a little better. " 

 
"Its good to meet when you not recruiting as you have a plan or back up plan if 

things ever change, such as a surprise influx of work, of a missed deadline or 

someone leaves, all natural business occurrences and if we have met, we at least 

know each other and it saves time, as when you are recruiting its a time where 

perhaps there is more urgency or pressure." 

 

"I feel it would be useful as we both work in the same field, if not now, maybe at 

some pointy in the future." 

 

"In the event you ever need any help, I can help you better and quicker, if we have 

met, as I understand more." 

 

Booking Client Meetings – Handling Objections 

Objections are natural part of sales and life, you have to expect these as part of the process and the game. 

Remember the client may not see the benefit at first, so its natural to object, so you have to be prepared to 

handle them. 

• Never argue or debate with anyone one objecting 

• Agree 

• Empathise 

• Say you understand why they feel that way. 

• Explain you can see their point of view, say you totally agree, say you understand, say I respect that 

opinion, I would also see it that way, I have had other people say the same, but then reposition the 

statement or question and ask again. 

• We have to be seen to agree, to a certain extent then reposition and basically ask a different way, that's 

all we are doing. 

There is an old technique called FEEL - FELT - FOUND, which is where no matter what the objection is you say.. 

"I can understand why you might feel that way, I have come across other people 

who have felt the same, what we have found is when ........."  

 

Reposition and ask again a different way - show a benefit 

You may know the exact answer to any objection and know exactly what you are going to say, as they are 

almost always the same objections, however this is a proven technique that works and gets you in the habit 

and process of objection handling. 
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• Common objections you might hear when asking for a meeting 

"Well I’m in Brussels near your office in  the first and second weeks in June…which 

would be better for you?" 

 

OBJECTION – "I cant do those weeks" 

 

"That’s not a problem, I am there again the month after, either the front end or 

back end, which would you think would suit you best? OR The meetings I have 

scheduled are with key clients, so I can easily move them around, when's best for 

you?" 

 
 

OBJECTION – "I am not recruiting at the moment" 

 

"That can actually be the best time for a meeting as there are no agenda's or 

pressure on either party, I can tie it in when I am in the area, this gives us chance to 

put a face to the voice and find out a little about each other, its really useful. Going 

forward we have a tailored solution, you can use if you wish, as I understand your 

business more. I can work round you, when's good for you to meet, back end of the 

month or early next, both good for me?" 

 

OBJECTION – "I am not going to be recruiting in the near future" 

 

"Its great if you have a stable environment and you can see you won't be recruiting, 

I think that can actually be the best time for a meeting I can tie it in when I am in 

the area, this gives us chance to put a face to the voice and have a back up plan, 

should you get an influx of work, lose a member of staff or circumstances change. I 

can work round you, when's good for you to meet, back end of the month or early 

next, both good for me?" 

 
OBJECTION – "I'm too busy" 

"I understand you’re busy, I wasn't thinking of a long time,  just around 15-20mins 

and I can work round you, in the morning before you start, over a coffee, at lunch 

or the end of the day, so it doesn’t disturb your normal work load? Which is the 

best time of the day for you - beginning, lunch or end?" 

 
OBJECTION – "I'm too busy" (when you have jobs on with them) 

"I understand you’re busy, I wasn't thinking of a long time,  just around 15-20mins 

which will save us both time in the long run, as we have a much stronger chance on 

attracting the right person, if we have met and understand you company as well as 

the role. We can reduce the number of CV's you need to review, as we will much 

deeper selection, thus saving you time and providing better matches, as we will 

understand the company, environment, culture, department, what you are looking 

for beyond the basic skills, we can only learn this by meeting, we are the first 

impression a candidate gets, which is why its ideal to meet. I can work round you, 

when's good for you to meet, back end of the month or early next, both good for 

me?" 
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• If you are told NO, three times then get commitment that  you can book in the future:  

 

" I understand if your busy right now and its not the best time to meet, I'll give you 

a call at the back on X of X and we can confirm something, but shall pencil 

something in for ..... when things aren't as hectic, how does that sound?" 

 

• You have confirmed you will be call back and confirming a meeting in the future, next month? 

• Set a task and call back and confirm, as you don't always get the first time of asking and you can try more 

than three times, you have to judge the response, but try three minimum. 

• You have had your three strikes, so back off but try to confirm a time when you will call back to arrange / 

confirm the meeting. 

 

 

Clients 

Attending Client Meetings 

 

During the course of a sales call you can book meetings with clients, it may be that meetings are booked at 

very short notice i.e. you need to attend it tomorrow, or you have booked a meeting that needs to be 

attended in several weeks time. In both situations you should allow sufficient time to prepare for the meeting 

appropriately. 

The meeting maybe with a new business prospect, where your objective is to find out more about the client & 

sell the services of White Bay  or it could be with an existing client where there could be several different 

scenarios i.e. an after-placement meeting, a job spec meeting etc. 

All meetings require preparation, you should not attend a meeting unprepared as you will seem 

unprofessional to the client and the results / outcome of the meeting will not be what you hoped. 

 

Attending Client Meetings - Preparation 

There are 2 keys areas to focus on when preparing for meetings 

• Logistics 

o Date & time 

o Location(s) including the specific address and building 

o Journey time(s) 

 SatNav and journey details 

o Client Details 

 Name of Contact 

 Telephone Numbers 

o Resources required – business documents 

o Agenda 

o Business cards 

o Pens and notebook, folder 

o Sample CV’s 

o Marketing materials etc 

 

• Objectives & Agenda 

o A meeting agenda that is sent to a client may differ from your individual business objectives. 

o An agenda will outline the points for discussion at the meeting 
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 i.e. An overview of White Bay's Service 

o Your objectives will be focussed on achieving the desired results from a meeting 

 i.e. What is the outcome – JobSpec, agreement to use AB on next live job, etc 

Although seemingly straight forward the logistical aspects of attending client meetings can quickly  ruin an 

entire day if not planned correctly. 

Things to Check: 

• Client address 

o Check with the manager where they will be on the day of the meeting as they may have multiple 

sites. 

o Get the address directly from the client, don’t rely on websites or PROFILE info. 

o Check parking & security arrangements with the client prior to the meeting. 

 

• Date & time 

o Make sure you have sent an outlook invite to the manager booking the slot in their diary 

 Check you have the correct email address! 

o Call the manager 1 – 2 days before the meeting to confirm again 

 Reconfirm the time & location 

 

• Location(s) & journey time 

o Allow plenty of time to travel to the meeting 

o If you have booked multiple meetings on the same day then make sure you have allowed enough 

time to travel between meetings, again allowing time for possible traffic issues or meetings over 

running 

o Check that the distance between meetings is sensible & realistic 

 

• On the day of the meeting(s) make sure you are smartly dressed in business attire, well groomed and 

have all your business documents prepared & printed 

o Note folder, pen, business cards, meeting agenda, list of questions to ask, sample CV’s, 

testimonials etc 

 

• Ensure you have a printed copy of all the client names, phone numbers & addresses, just in case you 

need to contact them on the day due to any delays in your arrival time. 

 

• You should also have spent time researching the client prior to the meeting 

o Look at their website and know what they do, markets & competitors, what is our history with 

them? 

o PROFILE notes, managers names etc  

 

Setting your objectives for meetings is vitally important, you are spending time away from the office so it 

needs to be productive. Most meetings are approximately 1 hour in duration so you need to maximise the use 

of this time and measure the results. 

Proven ratios show that you will (at some point) conduct business with 1 out of every 2 clients that you meet, 

so they are a key part of developing your business. Once you have set your Objectives for the meeting you will 

be able to formulate your Agenda to send to the client, it will highlight areas for discussion that will help you to 

achieve your objectives.  
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Key Objectives of a Client Meeting: 

• Build Rapport 

• Fact Find 

• Needs Analysis 

• Introduce White Bay 

• Sell our Services 

• Win Business ! 

• Gain Commitment 

• Agree future business / actions 

• Create good impression of professionalism 

 

Meeting Etiquette: 

• Be on time, let the client know if your stuck in traffic and going to be late 

• Business attire, clean smart shoes, well groomed appearance 

o Note to gents:  no “morning after the night before” scruffy stubble, shave !  

o DIRECTORS WILL NOT ALLOW YOU TO ATTEND IF YOU ARE NOT CLEAN SHAVEN 

• Greet your clients in a professional manner 

o Smile, handshake, present your business card when you sit down to talk or after the 

meeting…whichever is most appropriate. 

o YOU NEVER GET A SECOND CHANCE TO MAKE A GOOD FIRST IMPRESSION! 

 

What can you do to ensure that your first impression is effective? 

• Use an Ice-Breaker 

• Dress smartly in Business attire 

• Firm handshake 

• Eye contact 

• Smile! 

• Body Language – Mirror Matching 

• Seating positions 

• Present Business Card 

• Present agenda 

• Re-sell the meeting 

 
 
 
 
Attending Client Meetings - Structure of a Client Meeting 

• Introduction 

o What Ice Breaker can we use to build rapport? 

 Journey, weather, building, awards, environment, industry, how’s business? 

o Positive Body Language 

 Eye contact, firm handshake, non-confrontational seating - mirror/matching 

o Re-Sell the Meeting  

 BRIEFLY reconfirm agenda and discussion points, how it will help you and the benefit to 

the client. 
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• Fact Find  - Questioning 

o Your questioning style should be a funnel approach…. 

 

THEM & THE COMPANY BACKGROUND 

 

THEIR DEPARTMENT / DIVISION 

 

THEIR SPECIFIC TEAM 

 

PROJECTS 

• Personal… 

o What is their back ground?...where have the worked? 

o How long have they worked at the company?  

o What are their responsibilities?, What does their role cover? 

 Get them talking about themselves to help builds rapport 

• Company… 

o Size of Company & Locations 

 Employees, Financial Turnover? 

o Team Size(s) & Structures? 

 Other managers, other teams ? 

o Perm/Contract – split  

o Specific Skills? 

o Current Projects & Initiatives? 

o Growth Plans? 

o The future?..... 

 

• Needs Analysis   

o Current & Future Projects (leading into vacancies ?) 

o What past projects have you been working on? 

o Current projects on the go at the moment? 

o Skills being used? Progress? 

o How are they managing with business as usual plus the current project? 

o What other projects are planned? 

o How will the current team manage with these new projects? 

o Which area of your team would you like to strengthen? 

o Planned Business Growth (leading into vacancies ?) 

o What are the project or growth pains ? 

o Skills gaps, not enough staff 

 How long can they afford to wait 

• Identify Resource Gaps = JobSpec!!!!!!! 

o Why would someone want to work there? 

o What attracted the manager to the company? 

o Recruitment Process 

 How do they normally work? 

 Which agencies & how many? 

 What is the interview process? 

o What has worked well / What hasn’t worked well? 

o Who are the main decision makers? 
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• If there is a live job? 

o What questions can you ask regarding the job?..... 

 What time frames are in place to fill the vacancy? 

 What has been done so far? 

 Have they got any CVs at the moment? 

 How many interviews have they undertaken so far? 

 Have any other consultancies been contacted yet? 

 Take a full detailed job spec where possible for all relevant roles 

 

• If there is no live job? 

o Sell your services of the basis of their possible FUTURE needs… 

 

• Think about how could White Bay add value to their recruitment process? 

o TIME? 

o QUALITY?  

o COST? (consequential cost of not using White Bay) 

 

• Describe / Sell Your Service  

o Give an overview & then be specific to their needs….. 

o Vertical Market & Geographical Specialists 

o Client focused, consultative approach 

o All Consultants trained to have solid technical understanding 

o Examples of the clients we work with / testimonials (make it relevant). 

o Sample CV’s ?..talk through 

o PROFILE Database - Powerful searching capability 

o Advertising campaigns across all industry leading job websites 

o Networking & referral strategies – the best candidates, not the most visible 

o Specialist teams of project-based resourcers 

o Time & materials – no cost / no risk = no placement, no fee 

 

• Search & Selection Process 

o Telephone & face 2 face interviews – 2 stage 

o Comprehensive competency based screening – looking for evidence & examples. 

o 360 Referencing 

o Selling the client company & benefits of the position to candidate. 

 

• Summarise Needs & Close (Briefly summarise their needs again)  

 

• Close & Gain Commitment 

o Exclusive / Sole Agency 

o Exclusive period on next role 

o Confirm Interviews 

o Interview Slots & Times 

o CV Feedback Times 

o Types of Closes….  

 Assumptive = Expect it “So, I’ll book in some interviews on Friday at 10 & 11am” 

 Direct = Just ask “Can I have your business on an exclusive basis” 

 Suggestive = “I recommend we move forward…..” 

 Trial Close = “If I could do X, Would you do Y” 
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 Alternative Close = “What day is best for interviews Thurs or Fri…am or pm?" 

 

“When you have your next vacancy, will you give us a go?” 

 

“What else do you need to know to encourage you to use White Bay for your 

recruitment needs?” 

 

“This is the service available to our exclusive key clients...would this be the level of 

service that you would be interested in?” 

• Follow Up On Actions 

o Book follow up meeting, whilst on site (if appropriate) 

o Send e-mail thanking client for meeting you and follow up on any actions. 

o Do what you said you will do !! 

 

Attending Client Meetings - Benefits 

• Consultant….. 

o Demonstrates our commitment to the client 

o Better JobSpec & understanding of role / company 

o Able to sell the role more effectively to candidate in a competitive market 

o Moves the relationship forward quicker – builds clients 

o Equality & buy-in – will take your calls & your advice in future 

o See the office set-up, understand the company culture & working environment 

o Minimise logistical problems = better candidate & client control. 

o Repeat business = easier recruitment. 

 

• Client…. 

o We can accurately promote & represent the company in the marketplace. 

o Puts a name to a face – they can see who we are, we are serious & committed. 

o Gain better understanding of our services 

o Saves them time in wasted hours looking through unsuitable CVs and interviewing unsuitable 

people = better matching. 

o Minimises logistical problems = better candidate control. 

o Able to sell the role more effectively to candidate in a competitive market 

  

• ALWAYS Sell the Meeting as a Benefit to the client 

o How does it benefit the client in terms of Time, Quality & Cost. 

 

• Ensure the Meeting is Worth Your Time  - Job spec or Prospective Client ?? 

o How long have they been trying to fill the vacancy – are their expectations realistic? 

o What have the done so far ?... 

o How urgent is it that the vacancy is filled 

o Have they used agencies to recruit? How many 

o How many candidates have they seen / been interviewed 

o Are you meeting with an influencer? – the man 

o Hr meeting v technical manager ?...decide on the value of the outcome with both 

o Meet multiple managers & placed candidates / contractors 

o Time management – book meetings for early mornings or late afternoons. 

 Bunch meetings together geographically 
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 Meet more than one manager at each site / location 

• Record the Meeting 

o EVERY meeting must be recorded in PROFILE 

o This formulates the beginning of the relationship and ensures that you are keeping to the 

structure of the meeting 

 

Attending Client Meetings – After Placement Meetings 

After we have made a successful placement of a candidate at a client it it's imperative that we follow this up to 

create the ultimate awareness of out brand and or service provision 

The best way to do this is to arrange a meeting with the client (and the candidate) as soon as possible after the 

candidate has agreed to start or has actually started 

• Explain and give context why you want their time and open feedback 

• Looking  to understand how we are delivering our service 

• The information will be used to help change develop and improve process, develop skills and improve the 

service provided by White Bay - resulting in more effective recruitment for clients 

• Areas we will be investigating and analysing: 

o Source of Job: 

o Date Job was created: 

o Date Job was placed: 

o Total time of Recruitment:  

o When Verbal Progress Reports were sent and content given 

 Candidate's came from a variety of sources (mainly database) 

o How many CV's were sent? 

o How many selected for 1st Interview (Ratio?) 

o How many selected for 2nd Interview (Ratio?) 

o Offer / Placement ratio 

o Any Dropouts / Interview No-shows? Why? 

 

Feedback Required from the Client 

• Overall how do you feel we performed? 

• How do you perceive our brand?  

• What do you feel we stand for as a business? 

• How we compare to our competition? 

• What could we do differently/better? 

The key is to probe down on each area and ask what specifically till you get tangible and specific detail making 

sure you keep in rapport and don’t annoy them. 

Developing the Relationship 

• Would you be willing to give me your next role on exclusive for the first 2 weeks? 

• Would you be willing to agree to a signed Service Level Agreement (SLA)? 

• Who else in the business should I be talking to? 

• Who else in the business is looking at the moment? 

 

Sales Foundations - Setting Objectives 
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Before making a call or attempting to complete any activity, you need to set clear objectives and focus to 

ensure that you are working towards your desired result 

It is necessary to understand that there is an important distinction between goals and objectives. 

• Goals relate to our aspirations, purpose and vision. For example, I have a goal of becoming financially 
independent. 

• Objectives are the battle plan, the stepping stones on the path towards the achievement of my goal. They 
are measurable and specific and can be used to guide actions. 

A goal may consist of one or many specific objectives that would need to be accomplished to successfully 
achieve the goal. For example, to become financially independent I would need to do the following: 1) get out 
of debt, 2) improve the level of savings and 3) improve the level of my income. 

A common way of setting effective objectives to use the acronym SMART to ensure that you are setting 

yourself up to achieve the result and can recognise when you have achieved it 

Letter Major Term Minor Terms 

S SPECIFIC Significant, Stretching, Simple 

M MEASURABLE Meaningful, Motivational, Manageable 

A ACHIEVEABLE Appropriate, Agreed, Action-focused 

R RELEVANT Realistic, Results-focused, Resourced  

T TIME BOUND Time framed, Timely, Trackable 

You can use any of the words in the above table to be able to set effective SMART objectives 

SMART Objectives Definitions 

Each term is described in more detail... 

Specific 

The first term stresses the need for a specific goal over and against a more general one. This means the goal is 
clear and unambiguous; without vagaries and platitudes. To make goals specific, they must tell a team exactly 
what is expected, why is it important, who’s involved, where is it going to happen and which attributes are 
important. 

A specific goal will usually answer the five "W" questions: 

• What: What do I want to accomplish? 

• Why: Specific reasons, purpose or benefits of accomplishing the goal. 

• Who: Who is involved? 

• Where: Identify a location. 

• Which: Identify requirements and constraints. 
 

Measurable 
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The second term stresses the need for concrete criteria for measuring progress toward the attainment of the 
goal. The thought behind this is that if a goal is not measurable, it is not possible to know whether a team is 
making progress toward successful completion. Measuring progress is supposed to help a team stay on track, 
reach its target dates, and experience the exhilaration of achievement that spurs it on to continued effort 
required to reach the ultimate goal. 

A measurable goal will usually answer questions such as: 

• How much? 

• How many? 

• How will I know when it is accomplished? 
 

Achievable 

The third term stresses the importance of goals that are realistic and attainable. While an achievable goal may 
stretch a team in order to achieve it, the goal is not extreme. That is, the goals are neither out of reach nor 
below standard performance, as these may be considered meaningless. When you identify goals that are most 
important to you, you begin to figure out ways you can make them come true. You develop the attitudes, 
abilities, skills, and financial capacity to reach them. The theory states that an attainable goal may cause goal-
setters to identify previously overlooked opportunities to bring themselves closer to the achievement of their 
goals. 

An attainable goal will usually answer the question: 

• How can the goal be accomplished? 

Relevant 

The fourth term stresses the importance of choosing goals that matter. A Bank Manager's goal to "Make 50 
peanut butter and jelly sandwiches by 2:00pm." may be Specific, Measurable, Achievable, and Time-Bound, 
but lacks Relevance. Many times you will need support to accomplish a goal: resources, a champion voice, 
someone to knock down obstacles. Goals that are relevant to your boss, your team, your organization will 
receive that needed support. 

Relevant goals (when met) drive the team, department, and organization forward. A goal that supports or is in 
alignment with other goals would be considered a relevant goal. 

A relevant goal can answer yes to these questions: 

• Does this seem worthwhile? 

• Is this the right time? 

• Does this match our other efforts/needs? 

• Are you the right person? 
 
 

Time-bound 

The fifth term stresses the importance of grounding goals within a time frame, giving them a target date. A 
commitment to a deadline helps a team focus their efforts on completion of the goal on or before the due 
date. This part of the S.M.A.R.T. goal criteria is intended to prevent goals from being overtaken by the day-to-
day crises that invariably arise in an organization. A time-bound goal is intended to establish a sense of 
urgency. 
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A time-bound goal will usually answer the question: 

• When? 

• What can I do 6 months from now? 

• What can I do 6 weeks from now? 

• What can I do today? 

 

Sales Foundations - Effective Communication 

One of the cornerstones of sales and selling is communication. The skills that make up communication are 

most commonly associated with sales. Communication is the heart and soul of selling because it is the method 

and style you use to transmit and receive information from customers and prospects 

The fundamental communication methods are talking, and listening, rapport building, questioning, 

understanding, persuading, presenting, clarifying, getting commitment, and relationship building. 

There are fundamentally two styles of sales communication. The first is the leading or manipulative style which 

uses language and techniques to lead people where you want them to go and arrive at conclusions that are 

favourable to you. The second is the cooperative or consultative style, which asks questions to find out if there 

is a genuine need or desire for your products. 

Generally speaking, leading communication styles are used by salespeople involved in single-sale consumer 

purchases. For the most part, business-to-business salespeople use the cooperative style of communication 

because it works better and is more suitable for long term relationships. 

Regardless of communication style, never forget that in the field of sales, the thing that distinguishes you from 

customer service or any other function which involves customer interaction, is asking for and getting 

commitment. If you don't ask for and get commitment, you're not in sales. 

• Learn to Be an Exceptional Listener 

o The first step to learning to communicate well is to know that listening well is a far more 

important skill than speaking well. And it is far rarer. 

o Truly listening, without your thoughts wandering or planning your response, is an act of caring. It 

is immediately felt and it builds the rapport and connection that speaking does not. 

o Too many salespeople believe that listening well is simply repeating back what they have heard in 

order to prove that they heard what was said.  

o Besides annoying your client, it can be done without truly listening for the meaning and without 

really understanding. It is simply a tactic, not true listening. 

 Ask questions and then sit quietly and listen 

 Prompt the client with more questions only when they have completely finished 

speaking 

 Ask clarification questions when necessary 

 Then, when you have gathered all of the information required, summarise the points for 

confirmation. 

o Practice the art of listening by first controlling your desire to speak 

 Care deeply about what the other person is saying, so that you don’t have to repeat 

everything back.  

o Stop planning what you will say next, and be open to the idea that you don’t already have the 

right solution just because you have seen their challenges before. 

o Prompt for more information to clarify the meaning and to acquire a deeper understanding. 
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o Take short, concise notes, and not so much that you can’t look the speaker in the eye most of the 

time. 

o Then, neatly summarize all that you have heard to confirm you understand. 

o Most of all, care enough to pay attention. 

 

• Write, Rehearse and Use Scripts 

o Sometimes it will be critical that you plan what you say, and that you are able to convey your 

meaning in the most effective way possible. When that is necessary, it is best to use scripts. 

o However, this doesn’t mean that you shouldn’t think on your feet  

o To improve your communication skills, write scripts for your most important client interactions. 

 Write scripts for the questions you ask during a JobSpec 

 Write scripts for your presentations 

 Write scripts for handling problems that occur. 

 Write a script for your elevator pitch 

 Write scripts for the objections you hear 

 Write scripts that prove your competency and to demonstrate your capabilities. 

o Know that you are using scripts whether you have really taken the time to think about the 

choices you make when you speak. 

o Taking the time to think over those choices will make you a better communicator. 

o There is no better way to ensure that you explain your ideas well than to write and rehearse 

them. 

 

• Use Their Words 

o Clients use words that they have attached a certain meaning to 

 These words bring to their mind a certain picture and a certain emotion. 

 These words are powerful, and capturing and using their words ensures that you 

connect with their meaning and the emotion it elicits. 

o Listen carefully for the language that your prospects and clients use and capture their word 

choices. 

o Use their word choices in your conversations and presentations 

o If their word choices are meaningful, and they are, then adopt them as your language in your 

presentations and your proposals. 

o Use their words to explain your ideas. 

 

• Create an excellent first impression 

o You can create a first impression by applying these communication techniques: 

 Smile while you dial! 

 Explain clearly who you are and where you are from 

 Don't mumble, be confident in the words you use 

 Have a positive attitude 

 Be assertive! 

 To respect yourself and others equally in an open manner 

 

• You Never Get A Second Chance To Make A First Impression! 

o 90 / 90 Rule 

 People make 90% of their lasting impression within the first 90 seconds 

o The clients perception of you is the reality of the relationship! 

 

• Mirror Matching 
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o People like people like themselves.  

o You can drastically shorten the time it takes to create a high level of rapport by making a 

conscious effort to mirror and match the behaviour of anyone that we wish to relax, allowing 

them to feel comfortable and at ease quickly so that a bond of trust can begin to form.  

o Mirror and matching is an extension of modelling theory that advocates that if behaviour is 

modelled precisely, it can be duplicated by almost any individual.  

o Key Factors in your communication style where you can Mirror Match 

 Tone 

 Pace 

 Volume 

 Words 

 Body Language 

o When you mirror your prospects, you build rapport with them 

o Because of your similar demeanors, your prospects will feel a connection with you.  

o People are inclined to follow and obey those they perceive as similar to themselves. 

 If they shift in their posture, you should eventually do so, too.  

 If they cross their legs, you should cross your legs as well.  

 If they smile, you smile too.  

o When you do this, your prospects will subconsciously feel that you have much more in common 

with them than is actually the case. 

 
 
 
Sales Foundations - Questioning Techniques 
 
Garbage in, garbage out, is a popular truth, often said in relation to computer systems: If you put the wrong 

information in, you'll get the wrong information out. The same principle applies to communications in general: 

If you ask the wrong questions, you'll probably get the wrong answer, or at least not quite what you're hoping 

for.  

Asking the right question is at the heart of effective communications and information exchange. By using the 

right questions in a particular situation, you can improve a whole range of communications skills: for example, 

you can gather better information and learn more; you can build stronger relationships, manage people more 

effectively and help others to learn too. 

So here are some common questioning techniques, and when (and when not) to use them: 

Open, Direct and Closed Questions 

• Open questions elicit longer answers. 

o They usually begin with tell me, explain to me, describe to me, what, why or how 

o An open question asks the respondent for his or her knowledge, opinion or feelings.  

o Here are some examples: 

 What are the day to day responsibilities of the candidate? 

 Why is that important to you? 

 How did the recruitment process work in the past? 

 Tell me how the candidate performed in their duties. 

 Describe the type of position you are looking for.  

o Open questions are good for: 

 Developing an open conversation: "Why is working with that skill important to you?"  
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 Finding our more detail: "What other skills are required? 

 Finding out the other person's opinion or issues: "How do you feel about our proposal?"  

• A direct question is used to gain specific vital information 

o For example, "Where do you live?" Normally provides a very short answer 

o Mainly used to gain basic information to be able to increase knowledge 

• A closed question usually receives a 'Yes' or 'No' answer 

o For example, "Are you thirsty?" The answer is 'Yes' or 'No'  

o Can be used to clarify and confirm information 

o Closed questions are good for: 

 Testing your understanding, or the other persons': "So, if I got you an interview, would 

you be happy to attend?"  

 Concluding a discussion or making a decision: "Now we know the facts, are we all agreed 

this is the right course of action?" 

 Frame setting: "Are you happy for us to meet next Tuesday?"  

 A misplaced closed question, on the other hand, can kill the conversation and lead to 

awkward silences, so they are best avoided when a conversation is in full flow.  

Funnel Questions 

• This technique involves starting with general questions, and then homing in on a point in each answer, 

and asking more and more detail at each level. 

o "What type of job are you looking for? 

o "I am looking for an development role" 

o "What area of development do you have the most experience in?" 

o "I am more experienced in web development" 

o "Which specific skill within web development would be most interested in?" 

o "I am most interested in asp.net vacancies" 

o "Would you class yourself as an expert in asp.net?" 

o "Yes" 

• Using this technique of funnel questioning, start with open questions. 

• As you progress through the tunnel, start to ask more direct then closed questions to clarify the  

information you have gained 

• Funnel questions are good for: 

o Finding out more detail about a specific point: "Tell me more about working exclusively with you" 

o Gaining the interest or increasing the confidence of the person you're speaking with: 

 "Tell me how your experience has been with working with us?" 

 "How would rate our service out of 10?" 

 "Did you like working with the consultant assigned to your vacancy?" 

Probing Questions 

• Asking probing questions is another strategy for finding out more detail. 

• Sometimes it's as simple as asking your respondent for an example, to help you understand a statement 

they have made. 

• At other times, you need additional information for clarification, 

o "So what exactly will that involve?" 

o "How will that specifically affect you?! 

o "What are the consequences of not filling this role 

• An effective way of probing is to use the 5 Whys method, which can help you quickly get to the root of a 

problem. 
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• Probing questions are good for: 

o Gaining clarification to ensure you have the whole story and that you understand it thoroughly 

o Drawing information out of people who are trying to avoid telling you something.  

 
 
 
 
 

Leading Questions 

• Leading questions try to lead the respondent to your way of thinking. 

• They can do this in several ways: 

o With an assumption: 

 "How badly will this reflect on you personally?".  

o By adding a personal appeal to agree at the end: 

 "The second candidate is a better match don't you think?"  

• Phrasing the question so that the "easiest" response is "yes" 

• "Shall we talk on Wednesday afternoon at 2pm then?" is more likely to get a positive response than "Can 

you talk on Wednesday afternoon?" 

• A good way of doing this is to make it personal. 

o For example, "Would you like me to arrange the interview for Thursday at 9am?" 

• Giving people a choice between two options, both of which you would be happy with, rather than the 

choice of one option or not doing anything at all. 

o Strictly speaking, the choice of "neither" is still available when you ask "Which would you prefer 

of A or B", but most people will be caught up in deciding between your two preferences.  

• Note that leading questions tend to be closed.  

• Leading questions are good for: 

o Getting the answer you want but leaving the other person feeling that they have had a choice. 

o Closing a sale: "If that answers all of your questions, shall we agree the fee?"  

• Use leading questions with care. If you use them in a self-serving way or one that harms the interests of 

the other person, then they can, quite rightly, be seen as manipulative and dishonest. 

Rhetorical Questions 

• Rhetorical questions aren't really questions at all, in that they don't expect an answer. 

• They're really just statements phrased in question form: "Isn't the CV impressive?"  

• People use rhetorical questions because they are engaging for the listener as they are drawn into agreeing 

o "Yes it is and I see that you have resourced an excellent candidate" 

o Rather than feeling that they are being "told" something like "The CV is the best", to which they 

may answer "So What?" 

• Rhetorical questions are even more powerful if you use a string of them. 

o "Did the interview go according to plan?" 

o "Did the interview last as long as you expected?" 

o "So at least you know you have someone who can do the job? 

o Rhetorical questions are good for engaging the listener  

 

Using Questioning Techniques 
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• You have probably used all of these questioning techniques before in your everyday life, at work and at 

home. But by consciously applying the appropriate kind of questioning, you can gain the information, 

response or outcome that you want even more effectively. 

• Questions are a powerful way of: 

o Learning 

 Ask open and closed questions, and use probing questioning. 

o Relationship building: 

 People generally respond positively if you ask about what they do or enquire about their 

opinions. 

 If you do this in an affirmative way "Tell me what you like best about working there", 

you will help to build and maintain an open dialogue. 

o Managing and coaching: 

 Here, rhetorical and leading questions are useful too 

  They can help get people to reflect and to commit to courses of action that you've 

suggested: 

 "Wouldn't it be great to gain some more detail about the vacancy?" 

o Avoiding misunderstandings: 

 Use probing questions to seek clarification, particularly when the consequences are 

significant. 

 Also to make sure you avoid jumping to conclusions,  

o De-fusing a heated situation: 

 You can calm an angry customer or colleague by using funnel questions to get them to 

go into more detail about their grievance. 

 This will not only distract them from their emotions, but will often help you to identify a 

small practical thing that you can do, which is often enough to make them feel that they 

have "won" something, and no longer need to be angry. 

o Persuading people: 

 No one likes to be lectured, but asking a series of open questions will help others to 

embrace the reasons behind your point of view. 

 "What do you think about committing to half a day to interview my candidates?"  

 Make sure that you give the person you're questioning enough time to respond. 

 This may need to include thinking time before they answer, so don't just interpret a 

pause as a "No comment" and plough on. 

 Skilful questioning needs to be matched by careful listening so that you understand what 

people really mean with their answers. 

 Your body language and tone of voice can also play a part in the answers you get when 

you ask questions. 

 

 

 

Handling Objections 

Objection handling is an effective technique of managing the response from an existing or potential customer 

who is saying 'no' and turning it into a ‘yes’. 

What is an Objection? 

• How many real objections do you actually get? 

• What exactly is an "objection"? 
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• Is it a roadblock to be overcome? 

• Is it an obstacle to closing the sale? 

• Is it a mountain to be climbed? 

Webster's dictionary defines "objection" as "an expression of opposition or disapproval." 

If you disapprove of or oppose someone or the company he represents, are you likely going to do business 

with them? 

When the customer says your price is too high, or your delivery is too long, or the specifications don't meet his 

needs, or he's happy with his current supplier, does that mean he disapproves of or opposes you? Of course 

not. 

So what you might consider to be objections aren't really objections at all, but are sales realities or simple 

expressions of concern on the part of the customer. 

Of course the customer is concerned about the high price because they are not convinced of the value. Of 

course they are concerned about long delivery because that will cause them delays or problems. Of course 

they are concerned about the specifications because your solution isn't going to do the job. And of course they 

are happy with their current supplier. If they weren't, they would come looking for you instead of the other 

way around. 

Most salespeople think of objections as a bad thing... but they're missing the big picture. If your prospect 

raises an objection, that's actually a good sign. The fact that they're talking out their concern means that 

they're giving you a chance to answer it. If someone is completely uninterested in buying your product, they 

probably won't even bother to object, generally they'll just sit through the call in silence and then send you 

packing. 

Objection = Opportunity !! 

From our point of view objections are opportunities our skills into action. 

From the customer’s point of view, the objection may be one of a number of things: 

• A genuine lack of understanding 

o We might not have put our case as clearly as we could have. 

• A need for more information 

o We might not have told him/her enough to make a decision easily. 

• A genuine desire to defer making a decision 

o We might not have found out something about the specific reason which he/she feels is stopping 

her/him from saying yes now. 

• Customer has not been sold to 

o We just have not done our job as effectively as we should have. 

• A closing sign 

o She/he might not be the type of person who says ‘Yes’ easily 

o She/he wants to buy but needs some reassurance from us that they are making the right 

decision! 

Whatever the customer’s reason for objecting, there are basically two things which we have to achieve: 

• The right attitude towards objections – find out what is the real reason for objecting. 

• The right answer to the objection – sell the benefits of our product which will overcome it. 
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When it comes to the world of recruitment, handling objections goes hand in hand with career progression. 

Knowing how to handle objections is a necessary attribute for any sales person. There are several basic 

techniques and skills that you, as a sales person, should know before making sales calls to speak with potential 

customers. You will face objections; therefore, you need to prepare yourself. 

Objections are strange things. On one hand we think that we don’t like them – we may even be afraid of them. 

Their very name can make us feel that the customer has something against our product, our company or even 

worse, us personally. 

On the other hand, the sale which proceeds without a single objection is the success which gives us possibly 

the least feeling of achievement. Whilst we are obviously pleased that the customer has bought from us, there 

is often a feeling deep down inside that something is ‘not quite right’ – and if the customer did not object to 

anything, then we could probably have sold more & got more out of the deal. 

Handling objections does not always come naturally, therefore, it is a skill that must be learned and mastered 

in order to excel in the sales world. Without mastering this skill, you cannot hope to receive the income you 

are wanting to earn. 

There are necessary techniques that are helpful when it comes to handling objections including how to 

minimize objections and how to handle specific objections one by one. 

You will also need to learn how to anticipate objections. Think about the service you are selling, what 

objections could a customer possibly come up with. Analyse those objections and come up with clear, factual, 

and concise answers to counter that objection. 

And you will need to learn how to avoid objections. This means you should have a sales plan, to thwart 

objections before they even occur. Answer their questions, anticipate their objections, and stop them before 

they even have a chance to voice them. 

 

Objection Handling – 3 GO To Methods: 

1. The ‘Bat it out of the way’ approach: 
 

• Empathise (‘I appreciate that...’, ‘I understand’, ‘I wouldn’t expect anything less’) 

• Ask an open question not related to the objection in order to steer the conversation in a different 
direction and to get it flowing again, effectively bypassing the objection. 

• If the call goes well, always ensure that you come back to the objection at the end of the call if need be, 
just to ensure that it was indeed a smokescreen and to get confirmation from the client that it’s not an 
issue (‘but what about the PSA you mentioned earlier?...) 

• If the objection is genuine or the client isn’t as easily fobbed off, the objection will be raised again either 
immediately, or later in the conversation, in which case you may need to try option 2 or 3 below: 

 

2. The ‘Feel, Felt Found’ approach: 
 

• “I understand how you Feel’ (Empathy) 

• ‘Client or candidate x also Felt the same way (Reassurance that it’s normal to feel that way) 

• ‘But what they Found was that... (Solution selling backed up with ‘real life’ examples) 
 

3. The ‘Question / Sell’ approach: 
 

• Use open questions to further explore the objection with the point of view of finding a ‘loose brick in the 
wall’. 
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• ‘Why?’ is always a good question to ask when it comes to understanding objections and the reasoning 
behind the objection. 

• Try to determine if you can compete on Time / Quality / Cost wherever possible. 

• Present a solution which you feel will overcome the objection. Note that you may need to suggest a 
number of potential solutions to find the right angle. 

• If the solution you are offering is common sense and the client is still saying ‘no’, than the objection they 
are offering isn’t the real reason why they don’t want to do business with you, so it’s important to ask 
what the real objection is. 

 

Objection Handling: “The Wrong Approach” 

• Don’t pounce: an instant response, sometimes even before the prospect has finished speaking, creates an 

emotional barrier because it suggests you have not considered what has been said. It also indicates a 

‘rehearsed’ answer that you give to every one. People like to be heard and made to feel special and this 

does not help you do that! 

• Don’t be flippant: too quick an answer to your customers’ objection will seem unconvincing, because it 

suggests you have heard it all before and are just repeating a page in your sales manual. 

• Don’t argue: never say, “…I don’t agree with you…” “…that’s not really true is it…?” “…no that’s not right 

and here’s why…” or anything similar; don’t even suggest that you disagree.  

• Don’t point score: proving that they do not understand or have made a mistake will simply make them 

feel foolish or angry 

Objection Handling “The Correct Approach” 

• Demonstrate so much value in your discussions and proposals that choosing you is a ‘no brainer’. Develop 
a record of all provable business value you have created for clients and apply that knowledge and those 
facts into proving potential Return On Investment (ROI) for your new clients. 

• Deal with objections before they ever come up. This is the objection handling technique of the 
‘superstars’. If you are the most expensive on the marketplace and you know it, and you know they know 
it, so don’t leave it unsaid. Clearly demonstrate in your proposal and discussions, why your service is 
valued so highly. 

• Brainstorm professional, credible answers to all of your common objections with every member of your 
team, your management team and draw up value proving answers. This one strategy alone could double 
your sales success  in a very short period of time. 

If you get into the habit of killing off the ‘wrongs’ and using the right approach to objection handling in your 
business, your sales will surge. 

Top 10 Objection Handling Tips of Sales Superstars 

1. No objection has any meaning other than the meaning which you give to it 
2. Always be 100% responsible for the outcome of every client interactions 
3. Always remain calm in the face of client objections 
4. No-one has the power to make you feel bad unless you let them 
5. Dealing with objections is simply part of selling 
6. Dealing with objections expertly will set you apart from the mere average salespeople 
7. Modelling successful salespeople and studying books & audio products is part of being at game 
8. Write down every objection you can think of, plan your answers and practice them until you are fluent in 

the use of them 
9. Constantly revise and improve your objection handling techniques 
10. Believe in yourself, your product / service and the sales profession 

Typical Objections Encountered in Recruitment. 
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Client / Manager 

• I’m already working with other agencies  

• Happy with what I have already 

• Not looking to recruit any time soon… 

• Have a PSA in place 

• You need to speak to HR / Internal recruitment 

• Using our own methods 

• We are through to second interviews already 

• Already too far along in the process 

• We’ve made / are making someone an offer 

• You’re just trying to get a job spec off me. 

• Send me a CV / some company information 

• Agencies are too expensive and  we cant afford the fees 

• We’ve used agencies before and had a bad experience / poor results 

• We’re making redundancies 

• I don’t take calls of this nature 

• I haven’t got the time at the moment 

• I’m in a meeting 

• What are you selling? 

• Is this a sales call? 

Candidate / Applicant 

YES, Candidates have objections too !!... 

But fear not, the above method’s can be applied to handling objections with your candidates also. 

Typically you will experience the most objections from candidates when you first speak to them and you are 

looking to gather information about their work history, the companies they have worked at, the managers 

they work for and what companies they are now interviewing with. To gain all of this information the first time 

you speak to a candidate isn’t always as simple as just asking. You will meet resistance, after all this person 

doesn’t really know you so they might be a bit defensive & guarded with their conversation. It’s all about 

building rapport ! 

• I’m not going to continue this call, you’re just trying to get information / names. 

• I’m not comfortable giving you the name of who I currently report to / work for. 

• I don’t want to give out reference names until you get me an interview / job offer 

• I’m not going to tell you where I’ve been for interviews / sent my CV 

• The other agency told me not to tell anyone about my interviews 

• I’ve decided not to attend the interview, the job is not for me. 

To give you an idea the following pages contain some working examples of client & candidate objections and 

ideas on how you can handle them…….. 

 

Examples - Objection Handling 

Clients 

• "We have a PSA…." 
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Good to know you take recruitment seriously, however I would look to work 

alongside your PSA, not to be part of it, as a PSA are often generalist and not 

always specific on certain skills. Besides, it doesn't cost anything to compare my 

candidate to that of your PSA to make sure you are not missing out on a great 

alternative...So how did the role come about? 

• What would have to happen for you to have to work outside of your PSA? 

• What would happen if your PSA was unable to deliver on a specific vacancy? 

• What is the most difficult position that you would recruit for where you feel 

your PSA would struggle? 

• How long would you give it to your PSA before deciding to look to external 

consultancies for help? 

 

• "We have a recruitment freeze…" 

That doesn't surprise me, some of my clients are experiencing some short term 

slow down at the moment...however, what would you do if a key member of your 

team were to leave? 

• Tell me, how has this affected your growth plans for this year? 

• What consequences will there be by not growing your team this year? 

• What would be the first area you would look to strengthen when the hiring 

freeze is lifted? 

 

• "No vacancies at the moment…" 

A lot of my clients are in the same situation at the moment but when there’s no 

pressure to recruit we find it’s a great time to look toward the future and road map 

the potential skills you might be needing…..so what is the current structure of your 

team / business ? 

• How do you go about hiring in busy times ? 

• What would you do if you lost a core member of your team? 

• When is the last time you recruited someone to your team? 

• What were the specific skills you were looking for at that point?  

• Despite the climate, what roles are you struggling to fill?  

• What is the most frustrating part of recruiting a new member to your team? 

• What would you want to change about your process the next time you have to 

recruit? 

• What future projects do you have in the pipeline? 

• Which skills do the future projects require ? 

• Are there any other roles the business is still hiring for? 

• How do you see your market and your company changing/coping in the next 3-

6 months?  

• Some Killer Questions…. 

o What factors would influence whether you grow over the next 12 months? 

o What consequences will there be if you don’t grow your team this year? 

o What have been the biggest changes & challenges your company has had to face recently?  

o We are doing some development/planning and I want to know how as a consultancy we could 

add value to your recruitment process/business 
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• Final Questions…. 

o What is the one role, that historically you have had difficulty in filling?  

o If I found one of these candidates you would be happy to see their CV 

o If we came across a candidate from a competitor, would you be interested? Who are your 

competitors? 

o If you had a magic wand & no budget constraints, what type of person would you hire ! 

 
Candidates 

• "I’ve had some interviews but I don’t want to say where..." 

I understand why you would feel that way, I just want to help you find your next 

role and I wouldn't want to call or send your CV to any clients you have already 

been in contact with, as well as avoiding those companies that are of no interest to 

you. 

This is why I need to know which companies to completely remove from my list in 

order to make the best use of my time.  

I had a recent situation where another agency duplicated my candidate and the 

hiring manager cancelled the interview as he didn’t want any conflict with 

suppliers. He also thought the candidate wasn’t that serious as it looked like they 

were spreading their CV around. 

• "I will give you the names of my references when you get me an interview!..." 

I appreciate that you are not keen on giving out names of your references to just 

anybody, however I feel you are a strong candidate for this role 

It has been a proven fact over the past few months that when we submit a 

candidate to a live role, if we attach a reference it will increase the chances of us 

securing an interview for you by 40% 

Managers tend to prefer to interview candidates who have a reference attached to 

their CV 

Who would be the best managers from your previous employers for me to 

approach who will give you the best feedback on your skills and abilities?" 

• And if they wont let you actually take the reference, just get the managers names... 

With this particular vacancy we are working to a Service Level Agreement where 

we have to add specific manager names as future references. This client requires 

this as proof that we have spoken to you and verified your suitability for the role.. 

We would only approach these references when you give us permission to do so, 

for example when you are successful in gaining an interview. 

What names can you give me so I can submit your application today?" 

• "I’m not comfortable giving you my managers name..." 
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I can appreciate where your coming from but I notice that you are currently 

working at XYZ Ltd  

I assume that they don't know you are looking for a new role and XYZ Ltd is a client 

on our system.  

I want to put a block your record, so that there is no chance, of human error, that 

your details can be forwarded to your current employer. Which manager do you 

work for there?  
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