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Have you ever really looked at a “yellow pages” ad in your local phone book - you should
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the Internet!  Read how.
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Issue Ten
President’s Letter
Thanks for taking the time to review TAA’s tenth Telecom Sales

Journal/TSJ.  If you find this TSJ useful, please take time to

thank the sponsors of this issue, Telcorp/Telemetrics,

Microcorp & Sprint.  You’ll find full-page ads for these TAA

vendors in this issue.  Please call them and thank them for

their patronage.

The purpose of this issue is threefold.

First we want you to re-acquaint

yourself with TAA’s vendor members

before going off to the Vegas “Channel

Partners” trade show.  Eyeball which of

our vendors might have something you

need and visit them at their booth.  

Second, we want to give you a working agent resource and

reference manual.  This issue of TSJ will be current for the

next six months until we print the next TSJ in September.  We

hope you find the resource information useful.

Finally, we want to bring you what we believe to be the

cutting edge ideas you’ll need this year to earn the maximum

amount of money as an agent.  The ideas you’ll find within

these pages are pretty much “tried and true” as they’ve been

tested and adopted by successful working agents.

So go to the Vegas show (and the next Channel Partners show

in September), patronize TAA’s vendor members (their money

keeps TAA in business) and let us know if these ideas help you

make money.  Send editorial feedback to me at

dan@telecomagent.org or call me at 800-558-9045.

Sincerely, 

Dan Baldwin is TAA’s President as well as the Editor and

Publisher of the TSJ. 

Dan Baldwin
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Have you ever really looked at a “yellow page” ad in your local

phone book? You should because yellow page ads offer terrific

examples of good and bad “micro marketing”. To be a truly

successful telecom agent in 2002 (or even a telecom reseller

attempting to reach customers directly) you must master micro

marketing - but not in the phone book (too expensive & too

rigid) - on the Internet! 

What is masterful micro marketing (M3)? The ability to

completely prospect, pitch, close and fulfill the sale of a single

product or service with a minimum of marginal effort or

collateral distraction. What products and services lend

themselves to M3? Any product where low margins require

volume sales for financial success but where the sale itself

requires a “consultative sales” approach as the purchaser of the

product or service sees high risk associated with making a “bad

purchase”.

A non-telecom product example that is best sold via M3 is

automobile brake repair. Admit it. There are only three things

we know for sure about squeaky car brakes: they have to be

fixed, if we do it ourselves we’ll probably kill ourselves and if we

have an “auto repair professional” do it, we’ll probably get

ripped off. So what do we do? Open the yellow pages, look up

“auto repair, brakes” and hunt for an ad that suggests, “We

know how to do it properly and we won’t rip you off.” After

doing your best to read between the lines, you pick up the

phone, dial a brake repair shop and the micro marketing

continues. (Step one was hearing your squeaky brakes. Step two

was opening the yellow pages. Step three is the following phone

call.)

“Thanks for calling Brakes-R-Us - you squeek, we squawk - how

can I help you? How much to fix squeaky brakes? Well that’s an

excellent question sir. How long have your car’s brakes been

squeaking? Oh, I see, uh huh. And tell me sir; is it more of a

‘squweeeeeku, squweeeeeku’ or a ‘squwuu, squwuu, squwuu’? Ah

ha, yes. And where is the car right now?”

“OK, well from what you’re telling me sir, you could need just a

simple doozle spring adjustment which we could fix in a minute

for next to nothing or you might be looking at an sudden failure

of the master brake cammer flapper - which would be bad. The

only way to know for sure is to have our best man Joe look at

it.”

“Fortunately it only takes a couple of minutes to guarantee your

car’s safe to drive. I can squeeze you into Joe’s schedule if you

can bring the car in within the next hour. The safety inspection

is free with no obligation and if there is something that does

needs to be fixed right away I’ve got an extra 20% off coupon

here you can use. Do you have a pencil & paper there so I can

give you directions to our shop?”

For those of you who have ever gotten your brakes repaired by a

small brake repair chain, you already know the next several

steps. Step four is the “free inspection”. The shop does in fact

put your car on the rack right away but the quick fifteen-

minute safety check turns into 45 minutes and you see extra

technicians all taking turns looking at the car. (The extra half

hour is necessary to elevate prospect anxiety for the pending

brake sales pitch.) 

Step five is the “perfect pitch”. Once it begins, listening to the

perfect pitch is like watching a kid-launched bowling ball roll

down a bowling lane with the kid bumpers installed. A gutter

ball is impossible. Pins will fall. The only question is how many. 

The pitch begins with empathy & inclusion to suggest the

prospect’s situation is not unique and the salesperson is an

expert at providing relief. “Sir, we see at least three cars a week

that have brakes like yours...” Every possible objection is ready

to be addressed with a colorful prop. “See these two jars of

liquids? This one shows what brake fluid is supposed to look like

- clear & viscous. This other one, the one that looks like mud, it
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shows what your fluid looks like.” The usual “assume-close” is

always prefaced with a “deal” to take the sting out of making a

decision right now. “You’re in luck though because we’ve got just

one open bay left to help you and you can use this 20% off

‘manager’s coupon’. Which credit card would you like to use this

afternoon?”

Of course our brake repair shop

example wouldn’t be true

masterful micro marketing if it

didn’t include the appropriate

add-ons which guarantee future

& referral business. “Sir for just

$19 extra we can give you the

lifetime brake pads which means

you’ll never have to pay for

brake pads again on this car.

And at no extra charge I’m

putting your account into our

‘premium client’ club, which

means you’ll have access to non-

advertised maintenance specials.

And see these referral coupons

I’m giving you here, I’ve written

your ‘premium client’ customer

number on them. Any time your

friends use one of these

coupons to save on their next

brake service we’ll credit your

account $10 towards your next

service. Some of our customers

who give out these referral

coupons haven’t paid for brake

maintenance in over ten years! Pretty cool, huh? Yeah, here at

Brakes-R-Us we’re just one big happy family with our clients and

we’re glad to have you join our family today!”

Kind of gives you a warm glowing feeling, right? That’s the mark

of masterful micro marketing. Even when you know with your

head that you’re probably getting a big line of sales bull, as long

as it’s really good bull - you’ll generally move forward with it.

Why? Go back to what sort of product purchase is appropriate for

masterful micro marketing - low margin, high volume with risk.

It’s one thing to submit to a line of sales bull when there’s no

risk of a bad purchase and you’ve got plenty of time to shop

around but once you’ve already invested a significant amount of

time with one vendor who probably does know what they’re

doing - an obvious and direct closing sales pitch is usually best

for all involved - once you’re educated and ready to decide,

decide & move on.

So what kind of telecom products and service lend themselves to

be sold this way? Pretty much all of them but especially data

products and local dial tone. Data products and local dial tone

particularly lend themselves to M3 because of the risk of a bad

purchase and the required timeliness of the

decision itself. Data and dial tone are

installed telecom products, which mean

they must be purchased at least several

weeks before they need to be installed.

Because most all end users forget to order

data and dial tone until the last moment,

they’re usually just a little frantic about

getting something ordered quickly when

they get you on the line. But before going

through a telecom example of masterful

micro marketing (M3), let’s break M3 down

to it’s three generic parts so as we go

through the next (or any) example of M3

you can piece a good M3 strategy together

for your own product or service.

Since no one would put much stock in a

pop marketing theory like M3 that didn’t at

least offer a decent mnemonic rhyme, here’s

ours:

Be the ball to get the call.

Know the time to win the
dime.

Friends who learn always
return.

“Just be the ball.”
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those 22 numbers terminated in the BRS’s corporate inbound

phone room. BRS had a staff of four trained telemarketers that

did nothing but take calls from people with squeaky brakes and

set them up with a “free safety inspection” within the hour.

There is nothing about brake repair prospects that BRS doesn’t

know. On an average day they will know how many females will

call in between 8 and 9am. They will know what percentage of

callers will own Fords. They will know who always wants to know

about the service guarantee before committing to a free safety

inspection. How do they know all this? I don’t know. Maybe they

ask or maybe they just have a lot of their own cars that need a

lot of brake work. All I know is that they know. They don’t do

brakes, they are brakes. Every day they practice “being the ball.”

How do we be the ball in telecom service sales? Start by buying

telecom service. I’m amazed at how many telecom agents aren’t

their own customers. (What, you can’t even get a good deal from

yourself?) Personally I’ve probably bought one of every single

product I’ve ever successfully sold. This works for me because

when I’m in the mood (or just curious about what response I’ll

draw) I can be the world’s biggest a** hole when it comes to

buying almost anything. My wife thinks I do it for sport but it’s

really just sales market research. 

Homework Assignment #1

Pick a single telecom product you want to sell like crazy this

month (dedicated internet access let’s say) and then “be the

ball”. 

What do people want this for? Are they replacing existing

service or getting it for the first time? How soon do they need

to have it installed? Are they installing it themselves or do they

need installation assistance? Is the person you’re speaking to

the final decision maker or are they scrounging up info for a

committee? Do they just want a written quote from you so they

can justify the vendor choice they’ve already made? What brash

bold statement would it take to “knock them off their

paradigm”? (par∑a∑digm n. 1. One that serves as a pattern or

model. 2. A set of assumptions, concepts, values, and practices

that constitutes a way of viewing reality for the community that

shares them, especially in an intellectual discipline.)

(Sorry if our rhymes seem a little corny but if they work for

remembering the calendar, “Thirty days has September, April,

June and November...”, world history, “In 1492, Columbus

sailed the ocean blue...”, and the Rev. Jesse Jackson, “They can

put dope in their veins or hope in their brains” - they’ll help

you remember M3.)

BeTheBall
Perfect sales philosophy turns up in the most unusual places -

like the 1980 movie “Caddyshack”. In one of the film’s most

important scenes we hear golf pro Ty Webb (Chevy Chase)

explaining golf caddy Danny Noonan (Michael O’Keefe) the

ethereal nature of golf (and selling telecom services).

“There’s a force in the Universe that makes things happen. And

all you have to do is get in touch with it, stop thinking, let

things happen and be the ball. Just be the ball, be the ball, be

the ball. You’re not being the ball Danny.”

While I’m sure most of you know exactly how “Be The Ball

(BTB)” applies to telecom sales but for those of you new to the

wisdom golf analogies in telecom sales, allow me to elucidate.

BTB means you have to be the prospect. To be able to apply a

proper M3 plan to get the prospect’s business you must be able

to 100% empathize with the prospect’s plight. In the brake

shop example above, the people who developed the brake

shop’s M3 strategy completely understand the point of view of

the customer. While most all brake repair prospects have a

heightened level of anxiety regarding the safety of their car,

they also are somewhat skeptical about getting an honest deal

from any car repair shop. Anyone answering the phone at a call

repair shop that doesn’t tap into the anxiety while addressing

the issue of honesty isn’t “being the ball”.

I have a secret to share. I actually helped set up an inbound

call center for a small chain of brake repair shops. In the local

San Diego yellow pages my brake repair shop (BRS) client listed

22 phone numbers for their “22 San Diego county locations”

(even though they only had 14) and each and every one of
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Extra credit: Write down what it means to be the ball for the

product you’ve selected. Nothing provides for more clarity of a

concept than visual aides.

Cheater’s secret: Want to really get into the mind of your

telecom prospect and get loads of current market research for

next to nothing? Take your “knock them off their paradigm”

statement above and buy a “fake ad” on Google or GoTo. You’d be

amazed at how many successful (or is that failed) businesses (or

was that ball parks) were built on the idea “if you build it they

will come”. 

Writer’s note: While TAA discourages cheating (publishing

something for sale that is not really available for sale just so you

can get some calls), if you are going to cheat, do it well. Let

people know at the beginning of the call (like within the first 15

seconds) that you are doing market research in advance of

actually having the service available and “Can you answer a

couple quick market research questions so we can see if we can

make it available to you?” Even good honest cheating though is

probably just good old-fashioned “bait-and-switch” which is

bound to get you into trouble so maybe you shouldn’t do it.

GetTheCall
What’s the use of being the ball if you don’t “get the call”, right?

In my own experience with M3, 99.9% of all sales are made as a

result of the prospect calling in vice the salesman calling out. So

how do we “get the call (GTC)”? Have your toll-free phone

number or easy web address emblazoned on your “be the ball” ad

in every single place that your prospect might look for a vendor

like you.

Go back to the brake shop prospect. Where did they go to resolve

their squeaky brake challenge? They looked in the yellow pages

under, “brakes” or “auto repair” or “I-really-don’t-have-time-for-

this!” Then what happened? They scanned all the brake repair

ads and stopped at the one that suggested, “Call us first because

when it comes to brakes, we’re the ball!”

It goes without saying that if you don’t get the call, no one will

ever know that you’re the ball (and your spouse will make you go

out and get a real job!) So get the call. How? Advertise where

your prospects are looking - when they’re looking! 

Homework Assignment #2

Write down every place a telecom service prospect might look to

find a telecom provider selling the service you’re focusing on.

Stuck? Call your existing customers and ask, “Where would you

go to find someone who could sell you dedicated Internet

access?”

Secret Answer: Internet search engines. The Internet has both

destroyed and re-invented the telecom sales industry in just the

past two years. Why? Full disclosure and full access. With

algorithmic-based Internet search engines like google.com or

pay-per-click search engines like GoTo to call upon, any savvy

buyer of any product can instantly access someone who can sell

it better, cheaper, faster or just plain different than you. There

are no secrets anymore. There are no barriers to market

information. If you have first access to a special deal, sell as

much of it as you can today because tomorrow someone else will

be selling it at the same or better price than you. And to make

matters worse, their “lemonade stand” will be on the same corner

as yours. Don’t believe me about Internet search engines?

Homework Assignment #3

Go to your favorite search engine (or go to mine at

www.google.com) and type in any telecom product you might

want to buy like “dedicated Internet access T-1”. Spend just 30

minutes reviewing the natural-search or pay-per-search sites that

come up. 

Internet search engines are tomorrow’s yellow pages for

EVERYTHING! And we’re not talking “tomorrow” as in some time

in the next couple of years; we’re talking “tomorrow” as in the

day after today. (In all honesty though, when we say “tomorrow”

we really mean tomorrow, yesterday actually.)

Bottom line: If you’re not already figuring out how to sell

39
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telecom services (or any services) via Internet search engines -

how can we say this nicely: you’re missing the boat, you’re a day

late and a dollar short, your competition is eating your lunch,

you’re late for school and you’re going to flunk the test. Get the

picture?

Reality check: Even if you’re late for lunch on this whole

marketing via Internet search engines thing, you’re not doomed

to starvation because of one simple fact: the Internet is new

every day. If you miss getting into your local yellow pages you’re

screwed for a whole year. If you’re not coming up on the Internet

search engines this morning though that problem can be

rectified by this afternoon.

Homework Assignment #4

Be an Internet marketing genius (or

just be perceived as one) within the

next sixty minutes. Step 1: Go to

http://www.telecomagent.org/yoursite/

and make a telecom site that sells your

telecom special of the month. Step 2:

Go to

http://www.telecomagent.org/yourURL/

and register a cool web address (e.g.

www.CheapT-1s.com) and redirect it at

the web site you just made in step one.

Step 3: Go to

https://adwords.google.com/ and make

a “be the ball” Internet ad that “gets

you the call” or a click to your site that

“gets you the call”. Step 4: Get rich

from steps one through three or redo

steps one through three until getting

rich seems imminent (or your spouse

catches on to what you doing and

orders you to get a real job!) 

Get The Call Summary: Getting the call is actually quite easy.

Anyone can do it by “cheating” as mentioned above. The getting

the call step ends when your phone starts ringing though. True

M3 and making tons of easy money as a telecom agent depends

on how well you take “be the ball” and “get the call” into the

next steps.

KnowTheTime
The phone’s ringing. Before answering it remind yourself of one

thing - M3 sales happen fast and they follow a tried and true

script. People interested in spending money with you want to

spend it fast. They have even less time to invest in idle chitchat

than you do. “Know the time” - then answer the phone.

At the risk of having you think

I’m some sort of nut who’s learned

everything he knows about sales

exclusively from watching movies,

I offer the perfect quote from the

perfect sales movie to illustrate

the need to always “know the

time”. At the end of the 1992

classis movie “Glenngary Glen

Ross”, sales manager John

Williamson (Kevin Spacey) is

explaining to salesman Shelley

“The Machine” Levene (Jack

Lemmon) that he is deluding

himself about making sales to

people with no intention or ability

to buy. He explains quite simply,

“The people are insane. They just

like talking to salesmen.”

Remember what we said about

products and services that lend

themselves to being sold in an M3

model? Low margin, high volume

with risk. No one has time for

screwing around in this kind of

sales. Not the prospect and certainly not the sales person. For

some reason though there are those out there in la-la land who

have nothing better to do than call you up (on your toll free

number) and waste your time. 

Real estate agents have an ironclad rule, “Close early and often.”

In the movie Glenngary Glen Ross, our favorite sales consultant

of all time, Blake (Alec Baldwin) uses vulgarity & profanity to say

40

“Close early and
often.”
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the same thing, “‘A,’ ‘B,’ ‘C: ’ ‘A,’ always, ‘B,’ be, ‘C,’ closing, always

be closing. Always be closing. ‘A,’ ‘I,’ ‘D,’ ‘A.’ Attention, interest,

decision, action. Attention: do I have your attention? Interest:

are you interested? I know you are ‘cause it’s f*** or walk. You

close or you hit the bricks. Decision: have you made your

decision for *****? And action. ‘A,’ ‘I,’ ‘D,’ ‘A.’”

While I don’t recommend vulgarity & profanity as the stepping-

stones to telecom sales success, I do recommend the unwavering

use of an ironclad sales formula. The success of M3 requires that

you know and use a strict sales formula. Remember: low margin

& high volume. M3 requires that you sell & sell quickly or suffer.

Or as Blake so eloquently put it to the sales team in Glenngary,

“You want to work here, close! You think this is abuse? You

think this is abuse, you ****? You can’t take this, how can you

take the abuse you get (from a prospect)? You don’t like it?

Leave.”

Let’s go back to our brake shop example. The caller needs his or

her brakes fixed - period. Re-read the brake shop salesperson’s

script from above. He has a beautifully crafted response to every

legitimate prospect question. “How much will it cost? That’s a

good questions ... a free safety check will tell us ... can you be

here in the next 60 minutes?” “How long will it take? The free

safety check takes almost no time and will tell us if the car even

needs a serious repair ... can you be here in the next 60

minutes?”

The brake shop salesperson follows a

perfect and necessary script. He can’t

fool around on the phone with

someone who can’t commit to a free

brake inspection when others are on

hold waiting to schedule theirs. It

goes back to another well-worn sales

adage, “Pick the low hanging fruit.”

Sure it’s great when you can spend a

lot of time providing a full

consultative sale, but not when

selling a DSL line that pays a one-

time $25 commission. 

But what about the “high risk” part of the classic M3 product?

How do you overcome the fear of risk without providing

consultative selling? We’re not saying skip consultative selling,

we’re saying do it fast and in an organized manner. Need an

example of the perfect M3 consultative sale? Walk into a Burger

King restaurant. Everything you need to know about purchasing

your family dinner is clearly posted on practically every vertical

surface of the burger store. As you stand in the queue you can

avail yourself of all the pricing options. Ala carte or meal deal?

An extra kids fry or do I just super size mine? Eat here or take

out? The secret to M3 consultative selling is making the

necessary decision making information readily available to

anyone who needs it. Those who need to review any or all of the

known information about burgers purchasing before committing

to a specific burger purchase stand out of the queue and read it

while letting more famished burger prospects pass through to the

burger sales professional behind the cash register.

The beauty of the Internet is that any information needed to

close any sale can be pre-posted on a web site. Prospects can be

directed to a web site before or during an actual sales call. “How

long have we been in business? That’s a great question. Type

www.xyzcorp.com/history into your browser. Here you can see

we’ve been installing dedicated Internet access T-1s since 1995.

There’s even a picture there of our founder shaking hands with

Al Gore, the inventor of the Internet.”

Homework Assignment #5

Make a list of every possible question or objection a legitimate

prospect for your product or service would have that might

prevent them from making an

immediate purchase decision and

write down the answer or response

that would be sufficient for an

average legitimate prospect. Now

post them on your web site so

anyone you’re speaking with on the

phone can easily find them.

Please make not of an important

fact that all high volume sales

professionals know: when

responding to legitimate questions

and objections, less is more. Due to

the low margin, high volume part of the M3 model, a

fundamental concept in M3 is to fulfill the sale with minimal

marginal effort and collateral distraction. With this sort of sale,

when a prospect wants to know if you have any happy

customers, it usually suffices to have them click on your web

page that lists some customer references with a quote or two. 

“The beauty of the
internet is that any
information needed
to close any sale
can be pre-posted

on a web site”
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You don’t have to give them names and phone numbers of all

your happy customers and tell them to call you back.

Also, if a customer asks “what does the invoice look like” you

can have them click on a sample bill without going on into some

discourse on how part of the taxes on your invoice is a 3%

federal excise tax that was imposed during the Spanish-American

war and how the prospect should write their congress person to

have it repealed.

How To Refer The Insane: What to do when you find yourself

speaking to someone on the phone that is clearly insane? Know

how and where to politely refer them. “I appreciate that you’ve

taken time to explain that incredibly interesting point of view to

me but I have to take several more calls here and finish an

important project for my boss by the end of the day. I

recommend that you contact the Federal Trade Commission at

www.whatanut.com as I believe they are responsible for the sorts

of issues you seem most concerned about. Thanks again for

calling, Goodbye! <click>”

GetTheDime
People standing in line at Burger King aren’t window-shopping.

By the time they reach the cashier (I mean burger sales

professional) legitimate burger shoppers are interested in just

two things, getting a good deal and getting their food fast. What

they’re not interested in is bartering or walking out and going to

another restaurant because they didn’t get what they though was

the best price. They’re going to take the best deal you have to

offer at that moment (they may even upgrade - “yes, I would like

to super size it”) and then give you the money so they can get

that much closer to eating and leaving.

With M3 it’s exactly the same. By the time you “get the call”

people want to get their best deal, buy and move on. Dedicated

Internet access sales may mean the world to us, but regular

people, the people that buy and use Internet access, could really

care less about the whole thing. We see telecom sales as “art”.

They see telecom sales as something standing between them and

getting to their kid’s soccer practice on time. Truth be told,

during our most eloquent pitches about the “redundancy of our

proprietary IP backbone” and “over one hundred years of putting

the customer first” most telecom prospects are thinking, “If you

don’t shut up and sell this to me at a the market price in the

next 60 seconds I’m going to hang up and call the next person

on the list to see if they will!” 

Everyone buying telecom services wants to know they’re getting

a good deal. Not because they actually give a damn if you’re

ripping off their bosses company but because their boss is bound

to ask them, “So did you get the best deal?” Make it easy on

them and yourself, have an easy to repeat deal ready to go,

assume the sale and start taking the order. In the brake shop it

goes like this, “So as you can see from this market price survey

chart, your car’s brake rotors need to be turned every 15,000

miles no matter what and the average price of the job is $225.

We’ll do it today for just $195 and throw in the wheel rotation,

an extra $10 value at no charge. What credit card would you like

to use to pay for this today?”

It doesn’t sound much different when selling dedicated Internet

access (DIA), “So as you can see for the interconnection diagram

on our web page, no matter who you buy this DIA from, the last

leg comes from your RBOC. Everyone uses pretty much the same

architecture and has the same costs. The main difference is will

they still be in business at the end of your contract? As DIA

brokers, We can get you into a DIA with any of these three

carriers but the one I recommend is the one that’s been in

business the longest who also has a free router or one month 

free if we order by Friday. But since it takes any provider up to

45 days to get it installed and you can cancel the deal up to 90

after it’s installed I recommend submitting the paperwork today

so we can get the quickest install date. What do you want to use

as the billing address for the service?”

Summary: Know the time to get the dime. When the phone

rings, “it’s your deal to lose”. By “knowing the time” you are

measuring the prospects necessary sense of urgency to confirm

you will provide competent service at a competitive price. When

the prospect passes the time test (they commit to a free safety

inspection or tell you what day the DIA has to be installed by),

you “get the dime” by offering your best deal up front (that is

easy for the prospect to remember and repeat back to his or her

boss) and assuming the close by starting the paperwork and

giving the new customer their install date.
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Secret: The prospect needs only two things to justify buying

from you on a single call; the ability to explain why it’s a good

deal and that they have a confirmed install date. Be the first

provider to offer them these two things and you’ll get the deal

because you helped the prospect get to soccer practice on time.

FriendsWhoLearnAlways Return
The easiest but least profitable sale of any product or service is

the first sale. The most difficult but most profitable sale of any

product or service is the second sale. The reason most

entrepreneurs fail is they stop selling after the first sale (and live

paycheck to paycheck until they die from exhaustion.) Those

entrepreneurs who retire rich, young or both (because they

created a long term money-making machine that could operate

without them so someone bought it) do so because they know

the first sale is not complete until the second sale is complete. 

Look at it this way, customers become clients when they like

your product or service o much that they buy it again or refer a

friend who buys it. Failing companies have customers, thriving

companies have clients.

How do you turn customers into clients? Read the last paragraph

of the brake salesman’s pitch above. Make your customer feel like

they are your friend and make sure they learn why they’re

getting a good deal. You can even joke around with them. “Look,

now that we’re friends and all I need you to refer your other

friend’s business to me but I know you won’t do it unless you’re

crystal clear on why Brakes-R-Us offers the best deal so give it

back to me - why did you buy from us again?”

People will not purchase a second time or refer others to you if

they can’t say why they bought from you in the first place, they

developed buyer’s remorse that you didn’t call back to resolve or

if they weren’t treated “friendly”. To get your clients to be

proactive, let them earn a little money by referring others. When

we say “friends who learn” we also mean “friends who earn”.

Friendliness is easy to achieve. Tell customers you’re making

them a member of your “premium client club” so they’ll receive

email notification of “friends only specials”. Actually be friendly

to them when you’re speaking with them. Call after the sale to

make sure they don’t have any buyer’s remorse.

Helping them earn is easy to by doing something as easy as

giving them trackable coupons they can hand out to their friends

or mailing them a scratch off lottery ticket every time they call

or email a referral to you.

But the most important part of turning customers into clients is

the learning part. Every buyer must know why and be able to

explain to others why he or she got a good deal. Want referrals?

Teach your clients how to brag about their deal to their friends.

“I was referred to Brakes-R-Us by Sam. Sam said mention his

name and client number and I’d get an extra 10% off which I

did! I got an insider’s deal and they did a great job! If you go

there and mention my name and give them my client number,

you’ll get 10% off too.”

M3 Summary

Selling through agents used to be a necessity for telecom vendors

who couldn’t afford to field their own account executives. That is

no longer the case. Moving forward, the only vendors who will

need to sell through agents are those vendors who can’t figure

out how to do M3 marketing on their own.

Agents will still be necessary to sell the newer products like

enhanced and unregulated products that require more end-user

hand holding but the old regulated usage products will be sold

more and more through the M3 model discussed here due to the

low margins and necessary high volume. Successful regulated

usage agents will be successful not because of their “unique

access” to customers but for their ability to perfect the M3 model

and then offer it to regulated usage vendors who have neither

the resources nor inclination to develop the M3 model in-house.

Editor’s Note: Agree or disagree with what we’ve written here?

Share you comments with the TSJ Editor Dan Baldwin at 800-

558-9045 or dan@telecomagent.org. 
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Toll Free, Phone Number &
Phone Fraud Resources:

www.New800Number.com - Check to see if a specific

toll free number you want is available to get. Also helps you

find vanity numbers.

www.ResporgChecker.com - Check to see who really is

the responsible organization for an existing toll free number.

www.TollFree911.com - When you’re finally at your

wit’s ends regarding some toll free debacle, access the services of

an independent Resporg consultant.

www.PhoneNumbersRus.com - Identify an ANI, look

up an area code and determine the identity of a phone number

provider or anything else that has to do with phone numbers.

www.PhoneCops.com - Learn how to not get ripped off

or what to do about it when you think you’ve been ripped off.

Telecom Marketing
Resources:

www.TAAads.com - TAA’s free agent-to-agent classified

ads.

www.TAAvendor.com - Find a provider that meets your

needs or become a TAA vendor.

www.HowToSellTelecom.com - What you need to

know. Printed and audio training.

www.TelecomSalesTools.com - What you need to do

it. Web sites, logos, professional graphics, URLs, etc.

Everything Else:

www.JoinTAA.com - How to join as a complimentary or

paid vendor member 

www.TAAlist.com - How to make sure you’re on it so you

get our emails, TSJs, etc.

www.AboutTAA.com - Our attempt to answer all those

frequently asked questions.

www.Telecomagent.ORG - The home page of our

beloved web site. 

If you still can’t find what you’re looking for call 800-558-9045

any time night or day.

TAARESOURCEREVIEWLook Here First!

TAA makes available some really great resources to agents and vendors for free or for a small price. Here’s the best of what you get.

For new stuff just noodle around the ol’ TAA web site at www.TelecomAgent.org 
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Early on we learned how valuable

are to success.

We may not look it, but the Sprint Partner Program is more than ten years old. And

we’ve been perfecting our technology for more than twenty years. That’s why it’s no

stretch to say the Sprint Partner Program embodies corporate stability, product

quality and network reliability. And you could be hard pressed to find a partner as solid

as Sprint when it comes to supporting your effort to succeed in business. It may

seem corny, but it’s true: Sprint is there for you.

Contact Sprint today.

Call 1 866 766-6818, or visit us at www.sprint.com/agentprogram

In Terms of Stability, Quality and Reliability, the Sprint Partner Program Stands the Test of Time.

• As a Sprint Partner you can 

train for certification then sell

Sprint’s portfolio of integrated 

products and services.

• You can earn recurring monthly 

commissions on all products and 

services sold.

• Rely on a Sprint team to 

assist you for every aspect 

of business — from sales to 

marketing to technical support.

• Move ahead with a full complement 

of web-based tools to help simplify

pricing, develop proposals, enter 

orders — you name it.

loyalty and support
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ACC Business
Contact: Sherry Jenkins
Phone: 800-722-9090
Fax: 800-378-4782
340 Mt. Kemble Avenue, Room
G144
Morristown, NJ 07960
E-mail: agents@acccorp.com
Web site: http://www.acccorp.com

ACC Business
Where agents get respect! 

American Telesis, Inc. 
Contact: Steve Hesling
Phone: 800-297-1122 x110
Fax: 843-842-9731
38 B New Orleans, Suite 200
Hilton Head Island, SC 29928
E-mail: steve@american-telesis.net
Web site: http://www.american-
telesis.net

American Telesis, Inc.
American Telesis is celebrating its
10-year anniversary as a wholesale
provider of private lines, frame relay
and Internet services along with
specialized voice circuits to the
agent and reseller community. We
pride ourselves on quick quote turn-
around, timely installations, and
exceptional, round-the-clock
customer service and
support.extranet.

BTI Telecommunications
Services
Contact: Pedro Rosario
Phone: 800 849 4284
Fax: 888 849 4284
4300 Six Forks Road, Suite 500
Raleigh, NC 27609
E-mail: pedro.rosario@btitele.com
Web site: http://www.btitele.com

Capital Telecommunications, Inc. 
Contact: Susan Rahe
Phone: 800-279-6828
Fax: 410-496-9098
Wards Chapel Village
11100 Liberty Road, Suite G
Randallstown, MD 21133
E-mail: srahe@captel.com
Web site: http://agents.captel.com

Capital Telecommunications, Inc.
Capital Telecommunications, Inc. (CTI)
has been a provider of long distance,
local, data, Internet, and wireless for
twenty years. Considered to be
among the best in the industry for
responding to and servicing the
needs of the customer, CTI is highly
respected by their peers. Why should
YOU become a CTI partner? You’ll
receive ON TIME monthly residuals.
You’ll work with a financially stable,
tenured company with a stellar
reputation for servicing the needs of
the customer. Our customer service
representatives average more than
15-years experience in the industry.
This experience is reflected in our
high level of customer retention.  We
have competitive rates and
commissions (flexible/custom plans).
Agent managers are available to
provide you with quick response
times for quotes, product information,
and much more. If you are looking for
an experienced partner with financial
stability and a commitment to the
customer - look no further. 

Capsule Communications, Inc. 
Contact: Dan Baldwin
Phone: 619-522-6222
Fax: 619-522-6223
826 Orange Avenue, #522
Coronado, CA 92118
E-mail: dan@baldwin.net
Web site:
http://www.sell3.9centLD.com

Capsule Communications, Inc. 
Sell 3.9 cent LD & earn 8% with a
customized retail web site. 

Ciera Network Systems, Inc.
CCCGlobalcom, Virtual Network
systems, EqualNet, Omniplex 
Contact: Robert Serrett
Phone: 281-529-4031
Fax: 877-385-3400
1250 Wood Branch Park Drive
Houston, TX 77079
E-mail: rserrett@cccglobalcom.com
Web site:
http://www.cccglobalcom.com

ClearPath Telecom
Contact: Jeff Leshin
Phone: 480-219-2999
Fax: 480-325-8101
2824 N. Power Road
Suite 113-PMB 117
Mesa, AZ 85215
E-mail: jleshin@clearpathtelecom.com
Web site:
http://www.clearpathtelecom.com

ClearPath Telecom
ClearPath Telecom is a Master
Agency based in Phoenix Arizona. Our
carrier portfolio includes: ATT, ACC,
Access One, Broadwing, Cable &
Wireless, Covista, Global Crossing,
Emeritus, MCI Worldcom, PNG, Sprint,
TNCI, Transpoint, XO & Quest. We
currently offer several agent bonus
programs (up to 125% on Switched &
Dedicated new accounts). ClearPath
does not require any revenue
commitments from our agents. We
specialize in helping our agents with
dedicated voice and data
applications. We have dedicated rates
as low as .019 with minimal revenue
commitment. Our switched rates are

as low as .039. We also have a
great referral program available for
our agents. ClearPath is committed
to providing the best service, pricing
and support to our agents. At
ClearPath Telecom “We do whatever
it takes to ensure our agents
success!”

Cognigen Networks, Inc. 
Contact: Dan Baldwin
Phone: 619-522-6222
Fax: 619-522-6223
826 Orange Avenue, #522
Coronado, CA 92118
E-mail: dan@baldwin.net
Web site:
http://cognigen.net/home/professio
nal.cgi?taa

Covista Communications 
Contact: Tim Muenchen
Phone: 800-864-4000 x7235
Fax: 800-270-8527
150 Clove Road, 8th Floor
Little Falls, NJ 07424
E-mail: tmuenchen@covistacom.com
Web site: http://www.covista.com

Cybertel Communications
Corporation 
Contact: Art Armagost
Phone: 858-646-7410 x102
Fax: 858-646-7414
2820 La Mirada Drive, # H
Vista, CA 92083
E-mail: aarmagost@cybertelcorp.com
Web site:
http://www.cybertelcorp.com

Cybertel Communications
Connecting the world affordably &
efficiently! 

Vendor Directory
Telecom Agent Association Members

The Telecom Agent Association’s Vendor Directory is designed specifically for Agents to access quickly when researching a new product
or service. Simply consult the chart to determine who has the services you need. Then look them up in the address listing below, jump
online to their Web site, e-mail them, or give them a call.



ACC Business
American Telesis, Inc
BTI Telecommunication Services
Capital Telecommunications Inc.
Capsule Communications, Inc.
Ciera Network Systems, Inc.
ClearPath Telecom
Cognigen Networks, Inc.
Covista Communications
Cybertel Communications
Epoch Solutions, Inc.
Equinix, Inc.
FLAG Telecom
Flat Rate Conference
Global Crossing
inatel.com LLC
Isterra, a Primus Company
KMC Telecom
Lightyear Communications
Line Systems, Inc.
MicroCorp, Inc.
New Edge Networks
Norcom, Inc.
PaeTec Communications
PentaStar, Inc.
Quan Capital Corporation/Data Pages
Qwest Communications
Savetel Communications
Sprint
StarTouch International, LTD
TelePacific Communications
Telemetrics  Communications, Inc.
TMC Communications
TransNational Communications
Univance Telecommunications
Wholesale Carrier Services, Inc.
WorldxChange Corporation
XO Communications
Zone Telecom Inc.
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Vendor DirectoryTelecom Agent Association Members
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RBOC-Resale
Agent Web

Site

Referral/
Affiliate
Program

Unified
Messaging

Integrated
Access Other

Frame Relay, Internet Consulting

Frame Relay, Convergent Billing

Branded Web Sites

Billing System, Auditing

Software Solutions For Agents

Integrated T-1

IT Solutions, ASP Services
DSL, Media Streaming

Online Customer Software

Flat Rates
DSL, IPVPN, Frame Relay, ATM
Powerful Unified Messaging System

Up-Front Commissions

IVR, Enhanced 800-900

one
800 Access Local Access Prepaid ISDN-PRI CLEC RBOC-UNEP
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PaeTec Communications 
Local, Internet and Long Distance
all within One Network and One
Relationship. Access your accounts
and forms via our Webfront Agent
Site. 

PentaStar, Inc.
Contact: Blair McNea
Phone: 720-304-7251
Fax: 720-304-7252
4730 Table Mesa Drive, #H320
Boulder, CO 80301
E-mail: bmcnea@bdcapital.com
Web site:
http://www.pentastarcom.com

Quan Capital Corporation Data-
Pages
Contact: Chuck Hinnenkamp
Phone: 952-403-7003
Fax: 952-403-7006
1224 Canterbury Road
Shakopee, MN 55379
E-mail: chuck@your.net

Quan Capital Corporation Data-
Pages
The Data-Page philosophy is to
demonstrate to its clients and
customers a simple way to easily
organize their customer database
over the Internet in a cost effective
manner.

Qwest Communications 
Contact: Craig Schlagbaum
Phone: 303-992-1400
Fax: 303-992-1999
555 17th Street, 17th Floor
Denver, CO 80202
E-mail:
craig.schlagbaum@qwest.com
Web site:
http://qwest.com/partners/

Savetel Communications
(a division of the Broadmoore
Group, Ltd.) 
Contact: Diane Saracino
Phone: 888-600-9689
Fax: 760-321-5314
69115 Ramon Road, Suite 1386
Cathedral City, CA 92234
E-mail: jck@savetel.com
Web site: http://www.savetel.com

Global Crossing 
Contact: Tom Leous
Phone: 716-685-7022
Fax: 716-685-7040
4950 Genesee Street
Suite 130
Buffalo, NY 14225
E-mail:
thomas_leous@globalcrossing.com
Web site:
http://www.globalcrossing.com

inatel.com, LLC 
Contact: Jeffrey Balsewich
Phone: 305-377-3534
Fax: 305-377-8201
1428 Brickell Avenue, Suite 100
Miami, FL 33131
E-mail: balsewichj@inatel.com
Web site: http://www.inatel.com

Isterra, a Primus Company 
(formerly Telegroup) 
Contact: Stephanie Bishop
Phone: 800-338-0225 x3842
Fax: 319-351-4536
625 1st Avenue, Suite 201
Coralville, IA 52241
E-mail: sbishop@isterra.com
Web site: http://www.isterra.com

KMC Telecom
Contact: Carol Pace
Phone: 866-562-2582 x6267
Fax: 678-985-6575
1755 North Brown Road
Lawrenceville, GA 30043
E-mail: acg@kmctelecom.com
Web site:
http://www.kmctelecom.com

Lightyear Communications 
Contact: Cory Masters
Phone: 888-398-3425 x1710
Fax: 502-357-7914
1901 Eastpoint Parkway
Louisville, KY 40223
E-mail: corym@lightyearcom.com
Web site:
http://www.lightyearcom.com

Lightyear Communications 
Introducing cutting edge products and
services. (Formerly UniDial
Communications) 

Line Systems, Inc. 
Contact: Amy Servis
Phone: 610-690-2100
Fax: 610-543-7343
520 Abbott Drive
Broomall, PA 19008
E-mail: amy@linesystems.com
Web site:
http://www.linesystems.com

MicroCorp, Inc. 
Contact: Brad Miehl
Phone: (770) 649-1919
Fax: (770) 649-1717 Fax
2856 Johnson Ferry Rd.
Suite 200
Marietta, GA 30062
Web site: http://www.microcorp.com

New Edge Networks 
Contact: Brian Scully
Phone: 877-328-4577
Fax: 360-759-4201
3000 Columbia House Blvd., Suite
106
Vancouver, WA 98661
E-mail:
bscully@newedgenetworks.com
Web site:
http://www.NewEdgeNetworks.com

Norcom, Inc.
Contact: Scott Fitzgerald
Phone: 800-550-6300
Fax: 401-466-5775
40 S.E 5th St. Suite 500
Boca Raton, FL 33432
E-mail: norcom@riconnect.com
Web site: http://www.norcomld.com 

Norcom, Inc.
Norcom offers .049 switched
interstate, .025 inter/intra dedicated,
and unified messaging. 

PaeTec Communications 
Contact: Gary Eisenberger
Phone: 800-699-1807
Fax: 949-753-5468
16253 Laguna Canyon Road, Suite
160
Irvine, CA 92618
E-mail: gary.eisenberger@paetec.com
Web site: http://www.paetec.com

Epoch Solutions, Inc. 
Contact: Cardinal Southwell
Phone: 888-827-2037
Fax: 732-205-0481
100 Menlo Park
Suite 207
Edison, NJ 08837
E-mail: cardinal@epochsolutions.com
Web site:
http://www.epochsolutions.com

Equinix, Inc. 
Contact: Stacy Schwartz
Phone: 703-251-3331
Fax: 650-316-6905
2450 Bayshore Parkway
Mountain View, CA 94043-1107
E-mail: sschwartz@equinix.com
Web site: http://www.equinix.com

FLAG Telecom 
Contact: Jason Drury
Phone: 703-760-7042
Fax: 703-760-7035
8045 Leesburg Pike
Suite 150
Vienna, VA 22182
E-mail: USApartners@flagtelecom.com
Web site:
http://www.flagtelecom.com

FLAG Telecom
The FLAG proposition is simple. We
leverage our ownership of the
physical fiber optic systems around
the world to offer enhanced value
added data services at compelling
price points. Our margins are solid
and we share generously with our
partners. 

Flat Rate Conference 
Contact: Dan Baldwin
Phone: 619-522-6222
Fax: 619-522-6223
826 Orange Avenue, #522
Coronado, CA 92118
E-mail: dan@baldwin.net

Flat Rate Conference
This is the service the network
marketing companies use. Up to 200
users can use the bridge 24 hours
per day, 7 days a week for just $450
per month flat. Pays 5% commission.
Callers pay their own toll to Texas
dial-in number. Custom pricing
available. 
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Vendor Directory
Telecom Agent Association Members

Sprint 
Contact: Mark J. Estill
Phone: 972-405-5392
Fax: 972-405-5051
5420 LBJ Freeway
Suite 1700
Dallas, TX 75240
E-mail: mark.j.estill@mail.sprint.com
Web site:
http://www.sprintbiz.com/programs/

StarTouch International, LTD 
Contact: Larry Ramsey
Phone: 866-4stiESA (866-478-4372)
Fax: 866-4stiESA (866-478-4372)
2671 Centerville Highway
Snellville, GA 30078
E-mail: larry.ramsey@myesa.com
Web site: http://www.easonline.com 

StarTouch International, LTD
Introducing ESA®, the most
powerful one number, unified
messaging communications system
available today. ESA is the most
feature-rich, well-designed and
comprehensive service of its kind
available on the market.

Telemetrics Communications, Inc. 
Contact: Mike Peterson
Phone: 800-835-0335
Fax: 847-541-0616
160 University Drive
Buffalo Grove, IL 60089
E-mail:
mikepeterson@poweruser.com

Telemetrics Communications, Inc.
Telemetrics has consistently paid
top commissions on the most
competitive rates or close to 10
years. Voice,data and internet
service are available at the lowest
rates and highest commissions and
any where in between. Don’t miss
out on our trip for two the Bahama’s
promotion and qualify for up to
$3,000 in cash and prizes. Every
agent can qualify. Work with
seasoned team of professionals to
help manage your large dedicated
accounts, your small biz accounts or
your residential affinity (we are

experts in the field), prepaid calling
cards and local service accounts.
Choose between the top carriers or
financially sound resellers for that
just right program. There is even a
program for multi-location accounts
that has free calling between all
signed up locations.

TelePacific Communications 
Contact: Jacqueline Dupont
Phone: 213-213-3350
Fax: 213-213-3103
515 So. Flower Street
47th Floor
Los Angeles, CA 90071
E-mail: agents@telepacific.com
Web site:
http://www.tpacagents.com

TMC Communications 
Contact: Scott Peaboday
Phone: 866-862-4968 x107
Fax: 888-965-8622
125 E. De La Guerra
Suite 201
Santa Barbara, CA 93101
E-mail: speabody@tmccom.com
Web site: http://www.tmccom.com

TMC Communications
Join an award winning reseller! We
are the people that started all the
talk about Equity! Our Equity
Program is simple and
straightforward with well defined
goals and objectives. 

TransNational Communications
International, Inc. (TNCI) 
Contact: Lisa Falso
Phone: 877-500-TNCI
Fax: 800-900-1299
2 Charlesgate West
Boston, MA 02215
E-mail:
tnciagentsales@tninternet.com
Web site: http://www.tncii.com

TransNational Communications
Get More Cash. TNCI’s Agent
Program offers a New Business
Bonus paid immediately on sales of
all voice and data products. 

Univance Telecommunications 
Contact: Scott Hendrickson
Phone: 888-801-8511 x6608
Fax: 303-708-1004
373 Inverness Drive South, Suite
100
Englewood, CO 80112
E-mail: agentsupport@univance.com
Web site: http://www.univance.com

Wholesale Carrier Services, Inc.
(formerly G3) 
Contact: Chris Barton
Phone: 888-280-4927
Fax: 888-282-4927
7200 West Camino Real, Suite 303
Boca Raton, FL 33433
E-mail: cbarton@wcs-online.com
Web site: http://www.wcs-
online.com 

Wholesale Carrier Services, Inc.
Founded in 1994, WCS is a FCC-
licensed,  $50 million reseller of
communications services
focused on corporate customers
typically billing in excess of
$25,000/mth in communications
expense.  Services include a
nationwide RBOC and CLEC local
footprint, heavily discounted 
toll services, audio/web
conferencing and sophisticated,
web-based bill presentment for 
larger,multi-location customers.
WCS also offers customized
interactive voice response 
programs serving the direct
response,  call center and
advertising communities.

WCS is aggressively seeking agents
who would like to secure attractive
“buy rates” and
have the flexibility to mark up local,
long distance, conferencing and
data/Internet services
to whatever market prices the agent
wants billed to their end user.  YOU
DECIDE THE
COMMISSION BECAUSE YOU SET
THE RATES ON THE BILL.  WCS puts
you in 
control without complex end user
contracts and unfavorable terms.  

Ask about our TAA-exclusive
$0.039/minute switched LD
product with a 15% 
commission!

WorldxChange Corporation
Contact: Roger Hill
Phone: 858-547-5700 x5407
Fax: 858-566-6729
9775 Business Park Drive
San Diego, CA 92131
E-mail:
roger.hill@worldxchange.com
Web site:
http://www.worldxchange.com

XO Communications 
Contact: Angela M. Hebron
Phone: 703-547-2296
Fax: 703-547-2290
11111 Sunset Hills Rd.
Reston, VA 20190
E-mail: channelink@xo.com
Web site: http://www.xo.com 

XO Communications 
XO Communications is a leading
provider of broadband
communication services offering
a growing portfolio of voice, data
and Internet products. The XO
indirect channel program fully
embraces the philosophy of
agent programs, offering
excellent commissions and
earning potential as well as
comprehensive support and
training resources, including
Channelink, the new XO agent
extranet.

Zone Telecom, Inc. 
Contact: Tom Umbehauer
Phone: 856-414-6893
Fax: 856-414-6929
200 Lake Drive East, Suite 200
Woodland Falls Corp. Park
Cherry Hill, NJ 08002
E-mail: tomu@zoneld.net
Web site: 
http://www.zoneld.com 



Kill Your Voice Mail!A Simple Idea 
for a Changing Industry
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Don’t you hate getting someone’s voicemail when you really need
to speak with him or her right away?  So do your customers &
prospects!  

Oh, sure - voicemail was a pretty good idea when it first came
out - but not any more.  Think about it.  We spend hundreds and
thousands if not millions and billions of dollars on marketing to
get customers and prospects to call us - and then what do we do?
Ask them to leave us a voicemail message. Hard to understand.

When voicemail first came out it wasn’t really for business
anyway but for consumers in the form of the telephone
answering machine (TAM).  The TAM gave your mother another
way to inflict guilt on you while you were actually at work.
“What kind of son are you?  You don’t give me the satisfaction of
making your phone ring one hundred times - now it’s four rings
and I have to talk to a machine . . .”

When TAMs first came out, they weren’t used for businesses
because businesses had receptionists and secretaries during the
day and answering service operators at night - decent humans
that almost anyone could badger into tracking your sorry ass
down within just a couple of minutes. Those were the good old
days!

So who invented business voicemail and why?  I can’t say for
sure (because I really don’t know) but it was probably AT&T.
AT&T (then Lucent) pretty much created the standard business
phone system. One day, in the Bell telephone laboratory,
“Leonard The Engineer” (not his real name) was showing off to
his buddy, “Hey dude, check this out, I figured out how to make
this dohickey thing here record a human voice.”  Of course
Leonard never intended on showing his “dohickey thing” (the
original name for voicemail) to anyone who might actually go
out and market it (he didn’t want to put decent people like
receptionists out of work) but his evil boss had overheard him
bragging to his friend.

Co-conspirators in this voicemail “conspiracy-against-the-
consumer” (special note to all phone company attorneys:
everyone except the person who gave this article to you with the
instructions “sue him” knows this is satire) have to be the
regional bell operating companies (local phone companies).
Locked out of the phone equipment selling business by Judge
Green’s “consent decree” in 1984, they invented subscription
voicemail for individual business phone lines for just $20 per
month per line.  Now even the smallest companies could annoy
their customers.

So what’s wrong with voicemail anyway?  It tells your customers
and prospects “Yes, I’m in the communications service and
technology business, and I’d like to sell you some
communications services but I can’t figure out how to answer
your phone call - you’d better call the next listing in the phone
book!”

When your phone rings its someone calling who wants to give
you business, refer business to you or help solve a problem that
will lead to business - why wouldn’t you move heaven and earth
(or at least avail yourself of simple & cheap technology) to take
the call within a couple of rings?

While you’ll probably want to piece together your own solution,
here’s two I can recommend - one I currently use and one that
I’m planning to use.  

My job is probably not significantly different from yours - I’m a
sales consultant.  Customers and prospects need me to solve a
communications challenge they have which invariably leads to
their buying a telecom product or service I represent.  How do
my customers & prospects get a hold of me 24 hours a day, 7
days a week?  I only give out my cell phone number.  When my
cell phone rings, the cell phone’s caller ID tells me if I want to
take the call or not.  If I don’t take the call it doesn’t go to
voicemail but to an answering service operator that takes a
detailed message and then sends it to me immediately as a text
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message to my cell phone.  I read the message, I press the send key
and my phone dials the number the caller gave my service. 

How much does all this communications rocket science cost?  Not
that much, about $120 per month, which includes all my inbound
telephone usage for the month. (Almost all of my business calls are
inbound calls since I end up leaving a lot of people a lot of voicemail
messages but catch them live when they call me back - on their
dime!).  Of the $120, $20 is for my answering service and the rest is
for my Nextel phone bill, which gives me 500 outbound minutes
month and unlimited inbound minutes.

The other option that I’m planning on experimenting with over the
next several months is the other end of this dead voicemail solution -
unified messaging.  TAA has a brand new vendor, StarTouch
International that markets a unified messaging solution called ESA.
Unified messaging is an enhanced telecom service that provides the
caller & callee with a “digital operator” that will record the caller’s
name and then call several different numbers the callee might be at
to attempt a connection.

The immediate value of this unified messaging is that the callee gets
to hear who’s calling before accepting the call.  If they don’t want to
take the call they can direct it to voicemail.  Unified messaging can
do many other things as well.  Other options can include the ability
to receive faxes & emails.  Some unified messaging platforms seem to
be able to do everything including cook you soup.  To learn more
about unified messaging, you may wish to visit
http://www.unifiedmessaging.com/  or http://www.unified-
msg.com/. 

To see if unified messaging is right for you, contact StarTouch’s Larry
Ramsey at 303-805-5547, mailto:larry@xgencom.com or
http://www.stiesa.com/ .  Larry will be at the Channel Partners show
in Vegas with a great unified messaging promotion so agents can
experience unified messaging firsthand.

In summary, kill your voicemail!  Try unified messaging or just have
everyone call your cell phone.  If you’re like me you’ll be amazed at
how much more efficient and profitable you’ll be when after just the
first ring of your phone, callers hear, “Thanks for calling, how can I
help you!”  Prospects are so amazed that they’ve reached a human
that 50% buy on the spot.  My administrative efficiently has doubled
or tripled because I never have to listen to voicemail messages and
decide what to do about them.  People call, I answer, I tell them
what they want to hear or three-way on someone else that can
provide a needed answer and I’m done!  There’s an old time
management proverb that advises, “Handle each piece of paper only
once.”  Today’s equivalent would be, handle every phone call only
once.

Don’t think about it, just do it - kill your voicemail!

Answers to questions raised by this article:

1. How can I only give out my cell phone number
when my cell phone number could change without a
referral? I don’t recommend having your cell phone
number alone published in anything that can be construed
as a lasting directory.  To solve this problem, TAA is in the
process of switching its main number to a permanent toll-
free audio directory number.  The number we will now
publish confidently as the number that will always put
you in touch with us is 800-558-9045.  Call it now to see
what happens.  It’s a toll free number so I’ll always be able
to keep it no matter where I move.  It points to a
voicemail box that simply tells people how to get a hold of
us immediately by calling our current cell phone numbers.
While it doesn’t solicit callers to leave a message (quite
the opposite, it suggests that if it’s important enough to
call it’s important enough to call me on my cell phone
RIGHT NOW) it will record one and email it to me as a WAV
file (courtesy of www.j2.com).  When giving anyone your
contact phone number in writing always give your “direct
number” (your cell phone) and your permanent audio
directory number.  When speaking to someone on the
phone just give them your cell number.

2. Without having people call a main number that
goes through an auto attendant, won’t people get the
impression that I’m running my business out of my
bedroom? No, people will get the impression that you have
nothing more important to do then take their call - a good
impression to give if you’re trying to sell them something.
There are few if any salespersons or independent
entrepreneurs left in America these days who aren’t
already exclusively giving out their cell phone numbers
saying, “call me anytime” and meaning it.

3. Won’t the cost be prohibitive?  Depends on what
you compare it to.  How much are you spending on
advertising to get prospects to call you?  I spend upwards
of $400 a month on Internet advertising where each sell
nets me $600 over 12 months.  Prospects who call from
Internet ads don’t leave messages but do tend to buy from
the first live voice.  



T
E

L
E

C
O

M
 S

A
L

E
S

 JO
U

R
N

A
L

    S P R I N G  2 0 0 222

It’s never been easier or more difficult to be a telecom

agent. Easier because agent centric vendors have web

enabled their entire programs such that agents can be

successful without ever touching another piece of paper.

Easier because as more and more enhanced and

unregulated telecom products become available for sale,

more agents are escaping strict reliance on the shrinking

margin of regulated usage products alone. More difficult

because many telecom vendors are experimenting with

ways to use the Internet to create a direct bridge to their

customers and prospects which will reduce their reliance

on agents.

Will vendors bypass agents as vendors learn the secrets of

Internet marketing? It’s difficult to know who will do the

best job of reaching end users but it’s safe to say that

those who spend the most energy marketing to end users

(agents or vendors) will have the most success. 

Following is our Spring 2002 review of the product and

service categories agents should have the most success

selling in the next six months. The specific vendors named

within the specific product categories are by no means the

only TAA vendors who offer this service. For a full list,

please consult the TAA vendor directory. Also, TAA vendor

membership is never an endorsement of a specific vendor’s

program. 

We have as hard a time as anyone trying to predict who to

represent and who not to represent. The vendors named in

the following categories are just the ones that the TSJ

editor, Dan Baldwin is most familiar with. Please do not

select vendors solely because you’ve seen their names

mentioned here. Do your own homework. If you feel your

program needs to be specifically mentioned in our next

TSJ, please contact Dan Baldwin directly at 800-558-9045

or dan@telecomagent.org. 

Voice
Reports of voice’s demise are a bit exaggerated. Voice isn’t

dead it’s just not the same as it was a few years ago.

Remember when we thought we’d died and gone to heaven

over selling 7.9 cents per minute switched at 15%

commission? Well that was then and this is now. 

RBOC Only - One of the biggest developments in

voice long distance is the whole “RBOC only” thing. Many

of the classic voice carriers and resellers are now only

accepting long distance customers that come to them from

the regional Bell operating companies (RBOCs). While it

may seem like discrimination of sorts it only makes sense.

Nobody can stay in business long when your costs are

higher than your revenues and that’s exactly what has

been happening via the CLECs and ILECs. Call it gouging,

call it anything you want but when CLECs or ILECs charge

LD companies pennies per minute for origination and

termination when the RBOCS are charging just fractions of

pennies - the handwriting is on the wall. 

What will the end result of this RBOC only thing be? Bad

for everyone except agents. CLECs will soon find that not

being able to access CLEC independent cheap long distance

is another reason for a small or medium-sized business not

to switch to a CLEC for local service. It’s bad for resellers

because they’ll be seen as more and more just a one-trick 

TAA Product & Vendor ReviewSpring 2002
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pony. Good for agents though because the more things

seem complicated the better for us “consultants”.

International - Another big developments in voice

is the continued expansion of international voice and

audio conference traffic. You have to sell an awful lot of

3.9 cent per minute state-to-state switched domestic long

distance traffic to add up to anything no matter what the

commission. The agents getting rich this year selling voice

aren’t wallowing around in 3.9 cent domestic voice traffic

but in international long distance or conference calling. 

International voice long distance prices have dropped such

that anyone can pretty much afford to call anyone else in

the world whenever they want. It doesn’t take long to

decide, 15% on 30 cents per minute of 15% on 4 cents per

minute. While most voice resellers and carriers seem to be

doing a decent job offering great commission/rate

combinations to end users and agents, a notable standout

is ACC Business. 

As you may or may not know, ACC is a subsidiary of AT&T.

ACC’s big claim to fame is usually, “Hey, we’ve got reseller

prices on a first tier network.” Not a bad pitch. I always

only brought in ACC when I had a customer complaining

about quality over price. Well recently, a customer I took

to ACC for high quality international service asked if I

could find him another reseller who could give equal

quality with lower rates - I was stumped. As of this

writing (2/11/02), I’m still looking. I hope I don’t find

anything soon though because ACC is paying 14%

commission on international rates that are really very

good - and I sleep well because the customer no longer

bitches about the call quality of the international

connections.

Conference Calling - After the whole September

11th thing, conferencing is the hottest voice product

imaginable. Where as before any kind of conferencing

seemed the strict purview of large corporate customers,

now any business can afford it. Sooner or later (less than

two years) audio conferencing will be priced just a penny

a minute higher than regular voice traffic in the middle

single digits, but for know it’s a revenue & margin miracle

for both agents and providers alike. Again, many providers

are doing and incredible job by agents and end users with

their conferencing products but no vendor earns the voice

conferencing saint award more than Cognigen. 

Say what you want about Cognigen, (yeah, they’re

primarily multi-level, so what!) but their audio conference

product is the best overall product available to small

businesses today. At 14.9 cents per minute for toll free

conferencing up to 16 ports (paying up to 20%

commissions) with screaming operator free international

outdial rates available, no one else even comes close. Case

closed (as of 2/11/02 anyway).

Residential  - Another new reality in voice is the

emergence of residential or consumer traffic being

something worth going after. As we mentioned above,

almost all the resellers and carriers have come out with

web-enabled interfaces which make it possible for agents

to never touch another piece of paper with regard to

processing long distance orders. Many have made it

possible to never have to speak to a residential customer.

In this arena, large consumer and affinity groups look

attractive for the first time. 

One carrier that stands out in the low end of the voice

market is Capsule Communications. Capsule rules in the

residential or affinity market because of their great

rate/commission combinations and the fact that they can

provide a completely co-labeled marketing program for the

agent or affinity group - the agent or group’s name on the

signup website and the long distance invoice. Capsule’s

weak point (if committing to stay profitable can be seen

as a weak point) is that they are one of the RBOC only

carriers. 

Many other providers are planning on giving Capsule a

fight for the low end, suddenly desirable market. One that

may be worth looking at soon is Microcorp’s Lddirect.com. 

But before committing to one provider or another in this

market, be sure and talk to as many TAA vendor members

as possible as all of them are coming out with new
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programs daily. Other current TAA vendors that stand out

in this field and have unique programs that may suit you

best are Zone Telecom and Cognigen.

Dedicated Loops  - The other voice development

worthy of note is the “battle for the loops”. As most of

you know, the “loop” is the dedicated connection between

the customer and the carrier. With dedicated domestic

voice prices quickly slipping to 2 cents per minute and

below, the fixed monthly price the end user pays for their

long distance T-1 loops may very well be the part of the

invoice that most annoys them. In past years it was likely

that most all carriers would charge about the same for the

loop. No more. 

The next time you quote out a T-1 deal, pay special

attention to the loop prices and call around. Many

resellers such as TMC out of California are offering 50% off

normal loop prices on a regular basis. Other providers bent

on making a name for themselves in this end of the

market is Univance, Capital Telecom (CTI) and Norcom.

But just when you think you know what you need to

know about loops, the game changes again. When quoting

voice loops you now need to include CLECs but make sure

you’re comparing apples to apples. Many CLECs and other

providers are now pitching “integrated T-1s” where a

single T-1 can provide 12 voice lines and up to half a T-1

for Internet access or point-to-point connectivity. The

trick on this “dedicated voice” integrated T-1 is that the

voice rates are switched vice dedicated. Per minute voice

rates on CLEC integrated T-1s are usually around 4 cents

per minute vice 2 cents per minute for dedicated LD

carriers. But when you consider the CLEC’s integrated T-1

can throw in dedicated Internet access or a point-to-point

connection at a screaming rate on top, the nod will often

go to the CLEC especially for small customers needing only

10 voice lines.

Big One-time Deals  - Voice is indeed dying but

don’t count out the possibility that you can still make a

mint on individual large deals. These large “onsies” are the

specialty of many master agents. I’m not talking about the

master agents that try to get hundreds of sub-agents and

thousand of customers. I’m talking about the sub-agents

that have only a dozen or so REALLY BIG corporate or

even carrier customers. 

Many of these master agents are certified resellers in select

states with access to very special pricing and commissions.

Depending on the deal, 50% commissions ($5,000 per

month on a $10,000 per month retail customer) are

possible. The secret to these elephant deals is to not talk

specific pricing to the customer or prospect before you get

the master agent involved. A penny here or a half penny

there won’t make a ton of difference on a $500 per month

deal but it will make all the difference on a $30,000 per

month deal. 

While you might only land one deal out of ten like these,

if you play it cool and hook up with a master agent that

knows the ropes you can maybe get one out of every two

(and leave selling 3.9 cent per minute to residential

customers to the rest of us lame-os!) Master agents you’ll

want to contact regarding special deals include Mike

Peterson of Telemetrics, Jeff Leshin of ClearPath and Chris

Barton of Wholesale Carrier Services.

Data
Data rocks! When you divide the amount of time you

spend earning the money into the amount of money you

earn, nothing is as profitable as data. What kind of data

are we talking about? All kinds: point-to-point private

line, wide area networks (WANs), virtual private networks

(VPNs), frame relay, dedicated Internet access (DIA), ATM,

ISDN, PRI, EIEIO and all the others (just kidding on the

EIEIO - I just had to slip in the Old MacDonald reference to

se if you were still with me!)

I’ll be the first to admit I don’t know as much as I could

about data (it’s like a pipe that connects two or more

computers to one another, right?) but I also know more 



T
E

L
E

C
O

M
 S

A
L

E
S

 J
O

U
R

N
A

L

S P R I N G  2 0 0 2  25

than I need to because I know Steve Hesling of American

Telesis. 

Steve and his support staff do

nothing but help agents sell

data. All any agent needs to do

is hear that someone needs

some sort of data. Stop. Step 1 -

Get Steve or one of his staff on

the phone line and three way

call them into the customer.

Step 2 - Cash trouble free

commission checks for the next

24 to 36 months. I’ve done this

with Steve myself. What did I

sell? Don’t know, don’t care -

that’s what Steve’s for. The last

thing my customers want me

doing is wasting their time

because I’m trying to understand

what they’re doing. They count

on me to find quality vendors

like Steve. So that’s what I do.

Do I trust Steve? Well on our last

deal “I sold” one point-to-point

T-1 but Steve ended up paying

me for two. When I questioned

him on what was up with the

double payment (I didn’t want

him asking for it back after I’d

already spent it) he said, “Oh

yeah, I meant to tell you that as I was working out the

installation coordination with the customer it turned out

that they needed two T-1s, not just one. Cool! Yeah, I

trust Steve.

Not to be outdone in the data vendor arena, other vendors

are gunning for Steve’s position. The new kid on the block

is New Edge Networks. Very aggressive, New Edge says they

are ready to do what it takes to earn all the agent data

deals. Worth a close look. Also worth a look is you current

favorite carrier. Most every vendor out there would love to

pitch any and all data deals.

Big Data - Every now and then you’ll stumble on the

mother of all data deals. While the smaller providers will

get their fair share of these deals, the cautious agent will

usually want to lead with a brand

name that provides the appearance

of a deep bench. TAA’s big name

carriers fill the bill here. Qwest,

Sprint, Cable & Wireless (through

MicroCorp) and Lightyear are the

natural first choices. Before

signing onto an impossible quota

though just so you can pitch a

single data deal, ask if they can’t

refer you to one of their honest

sub-agents you can do this

“starter deal” through.

Local
I have in the past made no secret

of my distaste for selling local,

CLEC or RBOC resale services. Call

me a snob, call me a jerk or call

me an idiot - all are appropriate

here. I just hate doing it. For

years I have pleaded with my

clients, “Look, if you hate Pacific

Bell you’re really going to hate

CLECs and RBOC resellers!” And

pathetically it always ends up

being true. But does anyone ever listen to me? NO. So

what can I do? My customers want to switch to a CLEC and

if I won’t switch them they’ll find someone who will. (OK,

but just remember, you asked for it!)

Is it still really all that bad? In my experience, YES. Just

look in the rear view mirror that was 2001. Talk about

your CLEC train wrecks! Does it matter? NO. Customers are

bound and determined to find a non-RBOC provider to

support with their business no matter what I say. So I

don’t try to understand it I just go with it.

CLEC - On the bright side, once you get past the CLEC

“Every now and
then you’ll stumble
on the mother of all

data deals.”



T
E

L
E

C
O

M
 S

A
L

E
S

 JO
U

R
N

A
L

    S P R I N G  2 0 0 226

customer service challenges, the savings really are there

and the commissions are great! Some CLECs pay up to 18%

commissions on local usage (love it, love it, love it) and

$10 to $25 per line up front. So suck it up and quit your

bitching! (Sorry, I guess that last comment was mostly

meant for myself.)

There are CLECs I happily sell for. Out here in California,

TelePacific is doing a great job. I keep trying to do a deal

with PaeTec but haven’t yet found a prospect that passes

their margin model. The other CLEC worthy of a try is XO.

No matter what part of the country you’re in, commit to

doing a CLEC deal this year. Not only is it good for you but

it’s also good for the country. (We don’t really want the

RBOCs taking control of everything again do we? They’re

certainly not the most agent-friendly folks I’ve ever met.)

RBOC Resale - And don’t overlook RBOC resale.

Commit to trying this sales model out. “Sign here and

your Pac Bell service will be switched to an RBOC resale

company for substantial savings! You’ll still be using the

same old reliable Pac Bell network, it just won’t cost as

much.” The “substantial savings” seem to rely on the

customer buying bundles of usage products that combine

RBOC local minutes with an LD carrier’s long distance

minutes. 

Now I know I only get a “C” in my college business math

course (and was damn happy to get it I might add) but a

lot of the RBOC resale savings seem to rely a bit heavily on

what seems to be fuzzy math (remember voodoo

economics?). But what the hell, I’m nothing if not a team

player. You want me to sell RBOC resale bundles? I’m there!

Just give me the customer sign-up sheets and point me at

the right prospects. 

All kidding aside, the math does work and the customers

want to try it so just do it - switch some customers to

RBOC resale and see how they like it. The only RBOC

reseller I’m personally aware of is TMC out of California

and I’m perfectly at ease leading with the TMC name in

any telecom deal.

Wireless
The lost product. I’m convinced that if you’re not selling

Nextel you’re not a telecom agent making any money

selling wireless. I only met one telecom agent who was

making a living selling non-Nextel cell phones. He didn’t

really sell any other non-cell phone products and services

and he seemed to work a lot harder than I ever did to

make less money. I do know one Nextel agent. He sells all

telecom products and services, but mostly Nextel phones.

He also works harder than I do. (Probably makes more

money than I do though!)

For some reason wireless sales never really caught on with

the classic agent channel. It probably has a lot to do with

the fact that since it’s so darn expensive to put in a

wireless network in comparison to what it cost to put in a

regular long distance network that wireless providers could

never really afford to pay residual commissions to agents

like LD resellers could.

So where does that leave agents? Out in the cold mostly.

Either hook up with a Nextel agent or sell wireless

through Cognigen or Lddirect.com. The money’s not great

but if it doesn’t take any time to do it, what the hell,

right?”

Enhanced
Services

The new frontier. The next wave. The agent’s salvation.

This category includes everything we’re selling or can sell

that’s not included in the above mentioned categories

including unregulated usage like VoIP, audio streaming,

flat-rate conferencing, consulting services, billing services

and a whole lot more.. 
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What’s the definition of an enhanced service? Anything

that is not strictly regulated like voice minutes over the

public switched network falls into the enhanced service

category. Why is it so exciting? Because since it’s not

regulated usage, agents can resell it without needing a

telecom resale license. 

Agents as Resellers - Buy low, sell high. Buy web

hosting for $35 dollars for unlimited sites and sell them

for $50 per site. Buy audio webcast streaming over the

Internet for a penny a minute and sell it for a nickel a

minute. Buy software consulting for $40 per hour and sell

it for $90 per hour. 

Many high end telecom agents are tapped into their

customer’s business communications needs. Previously

those needs were limited to just phone calling. Not

anymore. Now business communications are handled

through multiple channels and as telecom agents we need

to be able to sell them all equally well. Fortunately for us

we’re on the leading edge of these new margin rich

opportunities and stand to make a handsome living by

bringing these products and services into our product

portfolio.

Unlike most reseller and carriers, each enhanced service

provider offers a unique and not easily duplicated service

that they will cut you in on if you help them sell it. A

perfect example of this new kind of provider is Epoch

Solutions. They don’t sell long distance or any kind of

usage. What they do sell is billing solutions, auditing

services and IT consulting. All three of these products

could easily be sold through a telecom network service

agent with a 50% or more markups.

For the rest of this 2002, TAA will be focusing and

building enhanced services sales models so please stay

tuned to our web site at www.telecomagent.org for more

updates. 

In A Class By
Themselves

I would be remiss if I did not mention two other TAA

vendors that stand alone in doing something well.

Transnational (TNCI) They said it couldn’t be done but

TNCI has done it (and they’ve done it well for a long time)

- they created and have maintained the only serious up-

front commission program in the industry. Many agents

have only one vendor, TNCI. 

Primarily a reseller, TNCI has access to most every telecom

product a small or medium-sized business could need. If

you have the ability to sell between $5,000 and $10,000

per month of telecom usage on a regular basis you can get

rich quick and retire early with TNCI’s up front money and

competitive residual commissions. Enough said.

StarTouch International (STI) I’ve never been that keen on

“unified messaging” until I discovered that I’d

reconstructed my own phone lines after a unified

messaging model (see our TSJ article “Kill Your

Voicemail”). Again, with the September 11th thing and

everyone working out of their cars, home offices, etc. -

unified messaging makes sense. I’m not yet predicting that

unified messaging will replace the business PBX but ...? 

STI is our first unified messaging TAA vendor. Give them a

call.

Editor’s Note: If we didn’t mention your company in

this piece but should have we apologize. Please contact

TSJ Editor Dan Baldwin at 800-558-9043 or

dan@telecomagent.org to help us get it right for the next

issue. 


