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Issue Eleven

Top 10 Reasons 
To Visit

www.telecomagent.org

1. Scan all the telecom news you 
need in one place

2. Check out the free agent-to-
agent classified ads

3. Build a free multi-page telecom 
sales web site

4. Build a free logo for a self-
replicating web site

5. Listen to recordings of the latest 
Telecom Talk Radio shows

6. Play with our live internet audio 
streaming bridge

7. Learn the latest about our 
friends at NOS

8. Find a vendor providing what you 
need with our ‘vendor search’ 
engine

9. E-mail all the vendors at once 
with our vendor e-mail blast 
utility

10.   Sign up for our cutting-edge 
e-mail newsletter so you won’t 
miss anything important to your 
pocketbook
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- Partial lyrics to the song “Perfect” from Alanis

Morissette’s 1995 album Jagged Little Pill

For those of you familiar with Alanis’ album, you know she was

describing a child’s overbearing parents. 

But given the year of the album, the year before the telecom

deregulation act, it might well have been a prophetic warning

from venture capitalists and  consumers to telecom companies.

Kinda funny, huh?

Well the warning the telecom companies failed to hear is not

falling on deaf ears with telecom agents and distributors.  Is

perfection all you need?  No problem, I got some  “perfect”

right here!  Actually, providing perfect customer service is

nothing new for agents - it’s been their main advantage for

years.

But in today’s age of the Internet, telecom prospects sample

your web site before getting an opportunity to sample your

customer service.  That being the case, it’s imperative that an

agent’s web site be as perfect as the suggested service that

follows.  To that end and for your review, TAA is offering up

what we believe to be ‘the perfect telecom sales web site’ at

www.FlatRateConference.com (FRC). (FRC is an actual working

telecom sales web site designed by yours truly and TAA super

human Paige Porter-Brown.)

In this 11th issue of Telecom Sales Journal (TSJ11) we detail

what makes for a perfect telecom sales web site, why we think

FRC measures up and how you can use it as a model for your

own ‘perfect site’.  As a bonus, we’re including an article on the

technical “piece parts” used to build FRC.

Send feedback to dan@telecomagent.org. Did we hit the spot or

miss it by a mile?

Sincerely,

Dan Baldwin is TAA’s President as well as the Editor
and Publisher of the TSJ. 

President’s LetterDan Baldwin

“Sometimes is never quite enough.
If you’re flawless, then you’ll win my love . . .

We’ll love you just the way you are 
if you’re perfect.”
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Much has been made in the past year or three about the ability

of clever telecom agents to make it big selling telecom through

a web site alone.  TAA has suggested that through “masterful

micro marketing (M3)” (TSJ 10) any agent can make a big slash

in a small pond.  Well we at TAA believe it’s still true, you can

make a lot through the world wide web but a lot of the success

you experience depends on your web site and how good (or bad)

it is.  So to assist our members in understanding the difference

between a really good web site and a really hideous one, we’ve

developed what we believe is the perfect telecom sales web site.

What follows is a detailed description of what makes it the

perfect telecom web site and how you can use it as a model to

create your perfect telecom web site.

Our perfect telecom web site can be found at

www.FlatRateconference.com (FRC).  FRC is a site developed by

Dan Baldwin, TAA president based on artwork developed by

TAA's Paige Porter-Brown.  FRC’s perfection is due to the fact

that is adheres to the following “Perfect Web site” rules:

The perfect sales web site must:
1.  Look professional

2.  Have “perfect 
navigation”

3.  Allow for instant human 
contact

4.  Be “human”

5.  Ask for the order, 

6.  Allow for remarketing

7.  Answer all questions 

8.  “Tell the whole story”

Regarding point number one, let’s face it, a lot of agent telecom

web sites totally suck.  And I don’t mean suck just a little where

you're just a little embarrassed to say you know these people, I

mean suck so bad that just looking at the web site gives you a

migraine headache. And there’s no good reason for it.

Whether you’re selling telecom service or gift baskets, you

website needs to not scare people off.  It’s like your calling card

or even your face, make sure you do whatever is necessary not

to horrify people when they see it for the first time.  What does

that take?  A lot less than you think.

What’s the key to a “professional” look?  Well the acid test is,

“Do you like it enough to want to read the content or does it

make you want to immediately close your browser window?” 

Too many agents try to do too much with their web site.  They

think that their web site needs to do everything for everybody.

Nothing could be farther from the truth of what they really

32

The PerfectTelecom SalesWeb Site
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need. As difficult as it is for most agents to believe, few telecom

prospects or customers are just waiting around to surf our web

site just because it exists.  The only person or persons who will

ever surf our website are those persons in the active process of

trying to solve a problem.  To develop the perfect telecom 

web site, an agent must first consider the following three

questions when addressing the eight points above.

What problem will a person have
who ends up at my web site?  

How will they have found my web
site?

Will my web site solve their problem
in such a way that I get a sale?

So back to question one:  People with a problem will only want

that problem solved by someone they deem somewhat

professional.  And since your web site is going to give your

prospective customers their first impression of your

professionalism, it needs to be professional looking.

What makes a web site “professional looking”?  Give yourself a

working example by entering the search term that best describes

your service into your favorite search engine.  Look at the web

sites that pop up and sort them into two categories, professional

looking and not.  What criteria did you use?  Most likely they

have the characteristics of numbers 2 through 8 from the

previous page.  Let’s take our example web site FRC and review

what makes it professional looking.

To begin with, FRC has proper color contrast.  The maroon frame

seems to actually frame each web page.  The logo and the image

have colors that match the frame.  The fonts and size of the text

are subtle and easy on the eyes.  The easiest way for most web

sites to achieve a more professional look is to simplify their site

by removing the crap that doesn’t add immediately

understandable content and to standardize on one font type and

size.  

Step two in creating the perfect web size (and probably the

most important step) is to have “perfect navigation”.  It s good

that most web pages have a home page because at least then

there’s one page (out of all the rest) where a visitor actually

knows where they are. If I had to guess why most web visitors

leave a site without buying anything, it is because they get lost

in the site and it's easier to just close the window and find

another site.  The reason other visitors never venture past a web

site’s home page is there is no way of knowing where they need

to go to get what they’re looking for.  (Remember, except for

your mom, web site visitors are trying to solve a problem in the

minimum time possible.  Does your site help them?)

Standing on the top of your web site’s home page should be just

like standing at the threshold of a grocery store.  When you go

to a grocery store for eggs, milk and beer can you tell what your

route will be through the store by scanning the signage you see

from the store’s threshold?  A shopper with the choice of more

than one grocery store won’t often patronize one that requires

customers to traipse down one aisle after another to find what

they're looking for.

From the threshold of your web site (the top of your home page)

your visitors need to be able to determine on their own if what

they're looking for can be found easily.  If they can, expect a

sale; if they can’t, prepare for doom.  If you’re following TAA’s

“M3 Marketing”, the question on your customer’s mind will be

answered by the text at the top of your web site’s home page.

Look at FRC’s home page.  FRC is trying to attract people who

want cheap or flat rate conference calling.  Does the FRC

homepage suggest right away that visitors will find that?

Once visitors believe a site has the main thing they’re looking

for, they’ll ask themselves, “How easy is it to get and does this

site have all the extras I’ll need if I buy the main thing?”

Consider the marketing plight of a gas station owner.  Everyone

driving by (all prospects) assume that gas is available, but why

don’t they stop and buy?  Maybe it’s not enough any more to

just have gas.  Does the gas station have clean bathrooms, cold

soda, pleasant attendants and easy access?  If so, is that

discernable by the prospects driving by at 35 miles per hour?

Our web site visitors must be able to answer the same questions

about our web site as they drive by at 35 miles per hour.  The

quick answers to these questions are usually provided by a web

site’s navigational links and page titles.  Go to the FRC site and
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(Editor’s note:  Much has been made of the need to “screen

share” when selling a remote prospect from your website.  Well,

screen sharing conferencing is great for those of us who can

afford it at 40 cents per minute per caller but, it’s a sales

expense that would be unnecessary for salesperson's selling from

a properly numbered site.) 

And speaking of instant human contact, does your site allow for

it?  Point three of the perfect sales web site requires that it

does.  People don’t buy from web sites, people buy from people

(or their assumed

proxies).  Most web sites

fall far short of allowing

for human contact.  You

can’t find a phone

number to call, instead

you find images of

human proxies.  The

human images on these

“not selling” web sites

remind me of the images

that come with picture

frames, they’re pretty

but they’re not real

people.

When you do find a

“contact us” link on

most web sites it doesn’t

allow for contact so

much as the ability to

send a preaddressed email.  The really fancy web sites allow you

to send an email to get an immediate phone call?  Now call me

stupid, but I just don’t understand the rational behind not just

putting your toll free number on your web site with the text,

“Call me now!”  I mean it’s not like people are lined up at your

door with big stacks of cash, right?  When qualified prospects

are trying to contact you about buying your product, why on

earth would you not want to speak with them personally when

they’re ready to buy?  (Send an email?! Get the #$%& out of

here.)

Providing the ability for your prospects to contact YOU is the

first step to satisfying perfect sales web site point number four:

Be Human.  “Who are YOU that you want or deserve my money?” 

look at the navigation links, page titles and page footers.  They

answer 9 questions.  The first question they answer is, “Where

am I?”.  The second question they answer is, “How do I get to

____ ?”.  Questions three through nine are, “Does this site

allow me to <blank>?” where <blank> is the name of the

navigational link. (While many sites do have decent navigation

links and page titles, few have decent footers -- what your

visitors see at the bottom of every web page.)

The little known secret to perfect web site navigation is

numbering the major

links and pages of the

site.  While looking at the

FRC site, one is left with

the impression there are

eight pages, they know

what is on each of the

eight pages, they know

what page they’re on and

they know how to get to

another.  The genius in

the numbering scheme

though is not that a visitor

knows where they are, but

that the salesperson the

visitor is talking to on the

phone knows where the

visitor is.

Go back to the title of this

article.  It's not, “The

Perfect Web Site”, it’s “The Perfect Sales Web Site”.  As our

cowboy cousins are so fond of saying, “A site that don’t help ya

sell ain’t worth a bucket a spit!”  If someone calls you while

they’re on your web site, will your web site help you sell the

prospect by allowing you to easily discern exactly what page

they’re on and can you easily take them on a tour through the

site?  If your site is properly numbered the answer to both

questions will be yes.  “Thanks for calling.  What page are you

on?  Click on link number three please and I’ll review our

customer service policy with you.”  When your site is properly

numbered, you can sell from it whether you’re looking at the

site yourself while sitting at your desk in your office or from

the bathroom of a truck stop in Kingman, Arizona.

(Henceforth, whether or not your site is properly numbered

shall be called the ”Kingman, Arizona test”.)

“Standing on the top of your
web site’s home page

should be just like standing
at the threshold of a

grocery store.”
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That’s the question I ask while I’m at someone’s web site.  Call

me old-fashioned, but I want to know that my money is going to

nice people.  Think about it yourself, do you buy or continue to

shop at stores staffed with unpleasant people?

It always amazes me that I’ll end up at a web site that seems to

have what I want, but I can’t find out a single thing about the

owner of the web site.  No

address, no phone number, just

an email address,

info@whocares.com. Either some

automaton created the web site

or the owner is in the

government’s witness protection

program.  Either way, I don’t

want my money going there.

Let people know that their money

is going to help a nice person.

Why do you think that many

retail stores put a state

underneath their salesperson’s

name on their nametag (e.g.

Carol, Maine?  It’s so customers

can say, “Oh, you’re from Maine?

I visited there last year -- it’s

beautiful . . .”  It allows for

exchange of human pleasantries

which tends to grease the skids

for an imminent exchange of

currency.    There are plenty of

laws on the books that prohibit

us from discriminating against

selling to certain people, but

there are no laws I know of that

require people to buy from people they don’t like.  

Do what it takes to get your prospects to like you.  Scan the

pleasant image that comes with a store bought picture frame and

call it YOU if you have to, but do something about making sure

your prospects know that there is a YOU, and that YOU are a real

nice person.

About a million years ago, when I first started selling (or trying

to sell anyway) I remember leaving a prospect meeting with my

sales manager, Jim Cannon.  Jim would ask, “So Dan, how do you

think that went?”  I’d reply, “Went pretty good, they’re excited

and ready to buy as soon as I bring them the proposal.”  Then

Jim would ask, “Why didn’t they buy during the meeting?”. And

I’d stammer, “Uh, buy? Uh, because I have to bring back a

proposal?”  BUZZ, WRONG, EJECT!

Point five of the perfect sales web site -- ask for the order, give

them some way to buy what you’ve got for sale right now.  In

spite of all the pabulum above about “being a nice human to buy

from”, some people could

give a rat’s ass about all

that -- they just want to

buy and buy NOW.  (If they

discover later that you’re

not a “nice person” they’ll

just sue you.)  Don’t have a

web ”shopping cart”? Not a

problem.  No credit card

merchant account?  No

problem there either.  

The only thing your web

site needs to “ask for the

order” is a link that

suggests, “click here to buy

now” that goes to a page

that says, “print this, fill it

in, fax it to _______, and

then call me at _____ to

let me know I have an

order waiting to be

processed”. That’s as

automated as your web

site’s ”eCommerce” needs

to be and anyone who can

find the on/off switch on

their computer can do this

much.  If you don’t ask for the order you won’t get the order.  If

you don’t get a lot of orders, your spouse will make you go get a

real job.  Ask for the order!

While you can’t be invisible while you’re selling, those little

voyeur customers and prospects of ours love to be invisible while

they’re buying.  They want to know all about you without having

to be threatened by a high-pressure sales call from you.  The

great thing about a good sales web site is the prospect gets to be

in total control of the entire sales cycle.  They can buy or not

buy.  They can bookmark your site or not.  If your site is good

(it imparts useful information), your prospects will want to be

39

“...the ‘Feng Shui’ of
your sales web site...”



able to find it again without having to properly bookmark your

site and then remember later why they did.  That’s where

perfect sales web site point six comes into play - allow for

remarketing.

If a prospect visits and then leaves your web site without

buying, you’re dead - you’ve created an expensive hobby, Exhibit

A in the pending divorce proceedings.  Your site must take

something from your visitors, if not cash, then something just as

good - information.  Every page of your web site needs to invite

your prospects to leave their email address and enough

demographic information for you to sell them something they

need later.  

Capturing their email address so you can sell them something

later isn’t bad, it’s good.  We’re not peddling porn to minors here,

we’re communicating valuable telecom product information to

people who need and want information about good telecom

services.  The fact that a qualified prospect found and canoodled

your web site is no minor marketing miracle -- it’s a major one

that needs to be commemorated by a veiled commitment to

staying in touch.  

Make sure that you prospects who visit your site know you take

your business seriously.  By inviting them to ”subscribe to your

newsletter” tells them several things.  First, it says that you’re

such an expert in your field that your customers demand a

regular newsletter so they can stay up to date (“Hey, I want to

be the customer of someone who has a lot of other happy

customers” -- the old “band wagon” effect.)  Second, it says that

you’ll assume the onus of staying in touch.  (Wouldn’t it be great

if you could continue to get Christmas cards every year without

ever having to send any?)  Third, it says that you’re not simply

peddling a one-trick pony.  You study the constantly changing

telecom industry, you learn what needs to be known by smart

shoppers and you pass that information on to your customers

and prospects.  Finally, the opportunity for a newsletter

subscription lets your prospects say, “I didn’t buy today, but I’ll

want to buy in the future so please stay in touch.”  (Kind of like

getting a shot at a second date, remember those days?)

So anyway, that’s a long way of saying a perfect sales web site’s

not perfect if it doesn’t allow people to subscribe to your

newsletter.  How do you do that?  Well check out our FRC site.

Subscribe to our FRC newsletter to see how it works.  The vendor

that provides this functionality is Topica.  We’ve used them for a

couple years and I personally believe they’re the best in the

business at what they do.  They allow your subscriber to

continue to control the relationship by opting in, updating

whenever they want and opting out when they want.  Best of all

though, a growing newsletter subscription database gives you

something tangible to prove to yourself that your web site is

doing something right.

Perfect sales web site points seven and eight, “answer all

questions” and “tell the whole story” kind of go hand in hand.

“Answer all the questions” relates to the immediate transaction

at hand, while “tell the whole story” means don’t leave any loose

ends to the image you’ve tried to create with your web site.

Have you ever tried to respond to a direct mail piece that forgot

to include the price of the product or a phone number to call?

Have you ever wanted to buy from a web site but hesitated

because you couldn’t tell how a purchased product would be

delivered?  Your web site needs to anticipate the natural “buyer’s

remorse” that will occur for all your customers and address it

properly.  State how products are delivered or how services are

provisioned.  Answer their questions about customer service by

providing access to customer service and users guides on the

same web site where they buy.  If your prospects can envision

themselves being your customer before they buy, a lot more of

them will buy.  

“Answering all the questions” means don’t leave out the answers

to obvious purchase or purchase follow up questions.  In the old

days, the sales consultants would challenge a new CEO to “staple

a new order to your forehead” to experience their company’s

ability (or lack thereof) to properly sell, provision and service a

new customer order from A to Z.  Do the same at your web site

from your customer’s point of view.  (Call it the, “What are all

the questions the world's stupidest customer would ask?” test.)

You’ll soon discover they aren’t stupid questions at all but

obvious ones.  It’s amazing how much your web site is missing

when you look at it from your prospect’s point of view.  

And don’t take the “lazy way” out by posting an FAQ or

“Frequently Asked Questions” page.  An FAQ page is a list of

obvious questions that aren’t answered in the site where they

should be.  By posting an FAQ page you’re basically stating that

you’re stupid or you think your customers are -- either way,

that’s bad.
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Continues on page 16...



T E L E C O M  S A L E S  J O U R N A L     

S
E

P
T

E
M

B
E

R
 2

0
0

2
12

3



T
E

L
E

C
O

M
 S

A
L

E
S

 J
O

U
R

N
A

L

S E P T E M B E R  2 0 0 2  13

A+ Conferencing, LLC
Contact: Mike Burns
Phone: 888-239-3969
Fax: 713-780-5931
8401 Westheimer, Suite 100
Houston, TX 77063
E-mail: mikeb@nwpros.com
Web site:
http://www.aplusconferencing.com

A+ Conferencing, LLC
A+ is a teleconferencing company that
specializes in reservationless
conference calling for commercial and
non-profit organizations. We feature
the Multi-Link System 700 bridging
platform and we utilize pin codes with
dial in Meet Me service. 

Access Integrated Networks
Contact: Bill Pilcher
Phone: 877-711-7939
Fax: 877-311-8141
4885 Riverside Drive, Suite 107
Macon, GA 31210
E-mail: bill.pilcher@accesscomm.com
Web site:
http://www.accesscomm.com

Access Integrated Networks
Access Integrated Networks is a
rapidly growing provider of
telecommunications services to
businesses in the Southeastern region
of the U.S. Access distributes its local
and long distance services exclusively
through independent sales agent
channels. The company was founded
in 1996 and continues to differentiate
itself from other CLECs by maintaining
a strong balance sheet and consistent
earnings. 

American Telesis, Inc.
Contact: Steve Hesling
Toll-free: 800-297-1122 ext. 110
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 has been
wholesaling Private Lines, dedicated
Internet and Frame Relay to the
reseller, agent community since
1992. American Telesis can
provisions both inter-lata (IXC) and
intra-lata (metro) facililities on their
own network while providing
unparalleled customer service. 

Amplify.net
Contact: Margie Gong
Phone: 510-656-1680
47381 Bayside Parkway
Fremont, CA 94538
E-mail: mgong@amplifynet.com
Web site: http://www.amplifynet.com

Amplify.net
Amplify.net, a 4 year old privately
held Silicon Valley company,
develops and delivers technology
and products that amplify the value
of IP Networks and Broadband
Services. Amplify.net addresses the
needs of businesses and service
providers with solutions that
optimize the performance and
capacity of IP networks and ensure
network security and resiliency. On
May 1st, Amplify.net, Inc.
(www.amplifynet.com) began
shipping the iSurfJanus-RX (RX)
family of Multi-Homed Route
Expeditors. iSurfJanus-RX supports
multiple private or public WAN links
and access technologies such as
DSL, cable, wireless, T-1, frame
relay and ISDN. These network
devices provide dynamic load
balancing for both Inbound and
Outbound traffic and backup of
traffic flows in case of link failure
across as many as three ethernet

WAN connections. Additionally, the
connections can be from multiple
ISPs or access providers. The basic
RX model is targeted at small and
medium-sized enterprises; the RX-
VPN is ideal for branch office
deployment with an option for
connecting to a virtual private
network. Both models have three
10/100 Ethernet WAN ports, a
single 10/100 Ethernet LAN port,
static routing and a stateful firewall. 

Band Wave Systems
Contact: George Allgair
Phone: 215-925-3193
Toll-free: 888-396-7182
334 North Water Street
Philadelphia, PA 19106
E-mail:
gallgair@bandwavesystems.com
Web site:
http://www.bandwavesystems.com

Band Wave Systems
Bandwave Systems is a National
Business DSL Service Provider.
Bandwave has partnered with
Worldcom, Covad, Network Access
Solutions, Focal Communications,
New Edge Networks, Choice One
Communications, Verizon, SBC and
Qwest to deliver DSL nationwide. 

BTI Telecommunications Services
Contact: Lee Kimball
Toll-free: 800-849-9100 ext. 7149
4300 Six Forks Road, Suite 500
Raleigh, NC 27609
E-mail: lee.kimball@btitele.com
Web site: http://www.btitele.com 

Capsule Communications, Inc.
Contact: Dan Baldwin
Phone: 909-245-6645
Fax: 800-558-9043
31500 Grape Street #3-307
Lake Elsinore CA 92532
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. 

Covad
Phone: 800-636-3500
E-mail: sales@covad.com
Web site: http://www.covad.com 

Covista Communications
Contact: Tim Muenchen
Toll-free: 888-353-0335
Fax: 423-648-9705
4803 Highway 58 North
Chattanooga, TN 37416
E-mail: tmuenchen@covista.com
Web site: http://www.covista.com 

Dancris Telecom
Contact: Robyn Milder
Phone: 805-597-1907
4251 S. Higuera
#600
San Luis Obispo, CA 93401
E-mail: rmilder@dancristelecom.com
Web site: http://www.dancris.com

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.



A+ Conferencing, LLC
Access Integrated Networks
American Telesis, Inc.
Amplify.net
Band Wave Systems
BTI Telecommunications Services
Capsule Communications, Inc.
Covad
Covista Communications
Dancris Telecom
Epoch Solutions, Inc.
KMC Telecom
Line Systems, Inc.
Masergy Communications, Inc.
MicroCorp, Inc.
New Edge Networks
Norcom
POWERCOM
Quan Capital Corporation/Data-Pages
Qwest Communications
SBM Communications
Solarcom Partner Services
Sprint
StarTouch International, LTD (ESA)
TECHtionary.com
TelCan Inc.
Telemetrics Communications, Inc.
TelePacific Communications
Telnet Worldwide
TMC Communications
Trans National Communications
Univance Telecommunications
Universal Broadband Communications
Verb Exchange, Inc
Wholesale Carrier Services, Inc.
WorldxChange Corporation
XO Communications
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WAN, VoIP
Online Customer Software

WAN
WAN, VoIP, Media Streaming
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Solarcom Partner Services
Contact: Steve Moody
Phone: 770-582-7152
Fax: 770-582-8877
One Sun Court
Norcross, GA 30092
E-mail: smoody@solarcomps.com
Web site: www.solarcomps.com

Solarcom Partner Services
Solarcom Partner Services, a
Master Business Partner Agency
Program, provides technology
offerings and services to telecom
agents interested in growing and
expanding their businesses. Backed
by 25 years of industry leading
technology expertise and know-how,
SPS provides growth-minded agents
access to a complimentary array of
offerings and services to assist
them in providing a total solution to
their customers. 

By leveraging the broad array of
offerings, comprehensive services
and technical expertise, SPS
agents will be empowered to
distinguish themselves from the
competition, build stronger
customer relationships and achieve
greater financial success. SPS
recognizes that success of a
partnership is measured by an
agent’s ability to win deals and
increase profitability. A dedicated
SPS account team helps our agents
overcome any resource limitations
in becoming “total solution
providers” and meeting the growing
demands of their customers. 

Sprint
Contact: Mark J. Estill
Phone: 972-405-7571
Fax: 972-405-3645
1400 Rochelle
Irving, TX 75037
E-mail: mark.j.estill@mail.sprint.com
Web site:
http://www.sprintbiz.com/programs/ 

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

advantages of outsourcing. Built from
the ground up using equipment from
the most recognized names in the
industry, MASERGY’s capabilities and
expertise deliver unparalleled
application visibility and control.
MASERGY delivers voice, video and
data services across an intelligent
network infrastructure, enabling
converged service offerings while
reducing technology risks, costs and
complexities. 

MicroCorp, Inc.
Contact: Brad Miehl
Phone: 770-649-1919
Fax: 770-649-1717
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
Contact: Scott Fitzgerald
Toll-free: 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
Norcom offers .049 switched
interstate, .025 inter/intra dedicated,
and unified messaging. 

POWERCOM
Contact: Herb Levitin
Phone: 805-963-4864
Toll-free: 800-288-9807
Fax: 805-962-0104
1612 State Street
Santa Barbara, CA 93101
E-mail: herb@powercom.com
Web site: www.powercom.com

POWERCOM
Get out of commodity voice sales
and provide complete solutions to
your clients for integrated
voice/data/Internet applications.
Having an organization like
Powercom as your partner will
dramatically increase your sales of
dedicated telecommunication
services that takes expertise to
close. Not only are we more
experienced and qualified than the
best dedicated carrier account team,
our years of experience will help you
sell your client. The level of service
and knowledge that we bring to your
client will allow you to compete with
a national account team from one of
the major carriers. Now is a unique
time in our industry the major
carriers have abandoned accounts
billing under $50,000 per month.
Use the Powercom’s team approach
to selling that is proven extremely
effective. 

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 

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/

Qwest Communications
Ride the light! 

SBM Communications
Contact: Ilya Shpolyansky
Phone: 972-608-0846
Toll-free: 866-361-0726
P.O. Box 261577
Plano, TX 75026
E-mail: ilyas@sbmcom.com
Web site: www.sbmcom.com

SBM Communications
SBM is a facilities-based reseller of a
full array of voice and data services.
SBM offers a program with no
revenue commitments, negotiable
commission rates, on time payments,
fast turn up and 24/7 tech support.
SBMís switched and dedicated rates
are as low as 3 cents and 2.3 cents,
and are always the same for inter-
and intra- LATA calls! 

Dancris Telecom
DANCRIS TELECOM QUIZ: Pass and
start making more money today!
Directions: Circle the all the items
that are important to you.
Personalized service and support
Reliable Long-distance, Operator
Service and Internet Services On-line
solutions Rewarding commissions-
Reliable and On-time Incentives for
your customers Bonus Programs and
other rewards Circle one? Then
contact Robyn Milder at Dancris 805-
597-1907 

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 

KMC Telecom
Contact: Carol Price
Phone: 866-562-2582 ext. 6267
Fax: 678-985-6575
1755 North Brown Road
Lawrenceville, GA 30043
E-mail: acg@kmctelecom.com
Web site:
http://www.kmctelecom.com 

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 

Masergy Communications, Inc.
Contact: Joe Kleckner
Phone: 214-442-5693
Fax: 214-442-5756
600 E. Las Colinas Blvd.
Suite 1340
Irving, TX 75039
E-mail: jkleckner@masergy.com
Web site: http://www.masergy.com

Masergy Communications, Inc.
MASERGY specializes in providing
businesses with the autonomy of an
in-house network and the inherent
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StarTouch International, LTD
Introducing ESAÆ, the most
powerful one number, unified
messaging communications system
available today. ESAÆ is the most
feature-rich, well-designed and
comprehensive service of its kind
available on the market. 

TECHtionary.com
Contact: Tom Cross
Phone: 303-594-3047
E-mail: cross@gocross.com
Web site:
http://www.crosstouch.com/techtion
ary/custom/taa

TECHtionary.com
TECHtionary - The World’s First and
Largest Animated Dictionary on
Technology
http://www.techtionary.com/ ***Let
us show you how TECHtionary.com
can: - Animate your
products/services for faster time-to-
market, fast-track learning cycles,
accelerated revenue growth - Train
the customer and you can train
sales, partners, agents at the same
time - Create visually exciting and
compelling WEBinars, we call them
TECHinars! - Integrate with your
White Papers, PDF docs into a
simplified user interface - Link all
your information resources together -
Create “Flash Cards” as hot email
tips to customers - Build your own
private label version of TECHtionary -
Provide a CD version of tools,
tutorials and terms 

TelCan Inc.
Contact: Anton Mendoza
Phone: 905-804-9111
Fax: 905-804-9888
3050 Confederation Parkway
Suite 305
E-mail: amendoza@telcan.net
Web site: http://www.telcan.net 

TelCan Inc.
TelCan Inc. is a value-added
telecom service provider of
enhanced voice services such as
dial-around, callback, Advanced toll
free solutions. Online agent
program: A no fee, no risk program
that instantly provides your own
URL and access to Online Manager.
Telesoft Partner: ASP based
telecom management software
switchless resellers. 

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

Telemetrics Communications, Inc.
Low rates, great commissions & a
free trip (airfare/accomodations) to
Hawaii for two plus $3,000 cash and
prizes for putting on $10,000 of new
business by 8/1/2001. 

TelePacific Communications
Contact: Cindy Madore
Phone: 213-213-3006
Toll-free: 877-369-6305
Fax: 877-369-6305
515 So. Flower Street
47th Floor
Los Angeles, CA 90071
E-mail: agents@telepacific.com
Web site: http://www.tpacagents.com

TelePacific Communications
TelePacific Communications is a full
service, broadband,
telecommunications provider delivering
converged services, including local
and long distance voice, data and
high-speed Internet access to
businesses in the California and
Nevada marketplace. 

Telnet Worldwide
Contact: Toby Theodore
Phone: 248-485-1000
Fax: 248-485-1050
1395 Wheaton Avenue
Suite 500
Troy, MI 48083
E-mail: ustelecard@comcast.net
Web site: http://www.telnetww.com 

TMC Communications
Contact: Scott Peaboday
Phone: 866-862-4968 ext. 107
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. 

Trans National Communications
International, Inc. (TNCI)
Contact: Lisa Falso
Phone: 877-500-8624
Fax: 800-900-1299
2 Charlesgate West
Boston, MA 02215
E-mail: tnciagentsales@tncii.com
Web site: http://www.tncii.com

Trans National Communications
International, Inc. (TNCI)
Celebrating 11+ years of Continuous
Growth and Profitability - For All! 

Univance Telecommunications
Contact: Scott Hendrickson
Phone: 888-801-8511 ext. 6608
Fax: 303-708-1004
373 Inverness Drive South, Suite
100
Englewood, CO 80112
E-mail: agentsupport@univance.com
Web site: http://www.univance.com 

Universal Broadband
Communications
UBC
Contact: Mark Ellis
Phone: 8663604UBC
Fax: 949-474-1404
18200 Von Karmen Avenue
10th Floor
Irvine, CA 92612
E-mail: mellis@ubcom.com
Web site: http://www.ubcom.com

Universal Broadband
Communications
UBC is a leading integrated
communications provider offering
professional, friendly customer
service and an assortment of
products and services unsurpassed
in the telecom industry. 

Verb Exchange, Inc.
Contact: Kerry Munro
Toll-free: 866-824-9946
Fax: 866-824-4636
1166 Alberni Street
E-mail: kerry@verbx.com
Web site: www.verbx.com 

Wholesale Carrier Services, Inc.
aka G3 Networks, LLC
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.
WCS puts you in control without
complex end-user contracts and
unfavorable terms. YOU DECIDE
THE COMMISSION BECAUSE YOU
SET THE RATES ON THE BILL. Ask
about our TAA-exclusive
$0.039/min switched LD product
with a 15% commission! 

WorldxChange Corporation
Contact: Roger Hill
Phone: 858-547-5700 ext. 5407
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
communications 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 XO Agent 
extranet.  
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Finally, point eight, “tell the whole story” addresses the “feng

shui” of your sales web site. A quick jump to Dictionary.com

defines feng shui as, “The Chinese art or practice of positioning

objects, especially graves, buildings, and furniture, based on a

belief in patterns of yin and yang and the flow of chi that have

positive and negative effects.”  As our web sites are concerned,

feng shui asks the question, “Is there anything here that is out

of place, incomplete, extraneous or diverts ones attention away

from buying now (or at least very soon)?”

We’ve all seen commercials on TV that just don’t make sense and

some that make perfect sense.  Two current car commercials

beautifully illustrate good and bad marketing feng shui.  The

first commercial with bad fend

shui features a coughing rooster.

When I first saw the commercial

after the first couple of seconds of

seeing a rooster coughing instead

of crowing at sunrise I thought it

was one of these anti-cigarette

commercials (albeit a lame one.)

No, after several rooster coughing

fits, the rooster goes over to a car

with an open window on a farm

and starts beeping the horn to

wake everyone up since he

couldn't muster a proper cock-a-

doodle-do (because he had a bad

cough).

Well at the end of the commercial, the idea of buying a car from

the company was completely lost on me because I couldn’t get

past the image of a coughing rooster.  I can’t remember what

make or model the car being peddled was but I can’t shake the

questions, “Do roosters actually cough?  Would I leave my

windows rolled down on a brand new car if I lived on a dirty

farm?  Would I be very happy about having a sick, hacking

rooster in the driver’s seat of my new car?”  Too many

unanswered questions, bad feng shui -- bad commercial.

Now the other car commercial is equally disgusting and perfect

in every way. It’s the “This is my VW” commercial.  It starts out

with a kinda dorky guy standing next to a new, scarce VW on a

VW new car lot talking to his girlfriend/wife on his cell phone

saying, “Yeah, they’ve got the color we want, hurry down!”

While standing there protecting his pending purchase, the guy

spies another VW shopper coming through the VW showroom

door with a VW salesperson who has keys in hand to obviously

sell the same car to the other shopper.  The camera then goes to

several slow motion close-ups of the dork, the salesman, the

other shopper, the car keys.  Suddenly, the panicked dork bends

over and licks the door handle in plain view of the approaching

salesman and other shopper.  The commercial closes with a wide

shot of the horrified salesman and shopper and the expression on

the dork's face that seems to say, “What? Hey! This is my VW.”

While goofy, the commercial is perfect in that every image fits, is

necessary and promotes the message that people are very

passionate about buying this car.  Is your web site this perfect?

Does it “tell the whole story” without leaving something out or

adding too much that makes visitors

ask, “What’s going on here?”or say,

“Something's missing.”

It doesn’t take a million-dollar ad

budget to achieve the proper amount

of feng shui for your telecom sales

web site -- just a critical eye.  Your

web site is composed of a finite

number of elements -- so many pages,

links, bookmarks and images.  Line

them all up and consider each one

individually.  Does it contribute to the

site’s mission of succinctly selling

today or tomorrow?  If not, get rid of

it.  For those elements you keep,

consider each other element it relates or links to.  Are there any

illogical relationships?  Any dead ends?  Any spaces that need

filling in?  By taking an extra day to consider each web site

element and its relationship to all other elements in your web

site, you will achieve a telecom sales web site that is indeed

perfect.

In summary, by having the perfect telecom sales web site for

your prospects to land at, all your marketing efforts will have

the greatest efficiency that is possible -- you’ll get the biggest

bang for your advertising buck (what you do or pay elsewhere to

get people to your site in the first place).  But that’s an article

for another issue of Telecom Sales Journal/TSJ.  

“If your prospects
can envision

themselves being
your customer

before they buy, a
lot more of them

will buy”

The Perfect Telecom Sales Web
Site ...Continues from page 9
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by Dan Baldwin

The following information is not all encompassing. It is

our meager attempt to highlight some products and

services we think are ìhotî and name a few companies we

think might be worth representing. If your company,

product or service is not mentioned in this issue it is most

likely because you were mentioned in a previous issue, we

are not yet familiar enough with your company or product

line or my dog ate it (we forgot). In any event, let us

know what you think is hot so we can include that

information in future issues.

Conferencing
What can we say other than conferencing continues to be

the hottest product in the telecom distribution game. The

conferencing cash cow remains good old-fashioned audio

conferencing (flat rate & per minute). Video conferencing

is starting to show up on the radar screen for some agents.

The almost-here, gotta-have-it conferencing add-on is (or

soon will be) publishing.

Conferencing vendors that have caught our eye? Cognigen

made the big conference splash early for distributors with

16-ports, international access, web provisioning & double

commissions. Mike Burns’ A+ Conferencing sets the

standard for distributors wanting to maximize conference

profits with his buy/sell conference program where

distributors can set their own retail rates and keep the

entire spread. Verb Exchange is also a hot conference

player with 32-port availability, commissions as high as

33% and full web GUI (graphical user interface) to manage

your conference.

Distributors not into conferencing with at least 40% of

their marketing efforts are totally missing a unique

opportunity (in my humble opinion). The nice margins

we’re seeing in conferencing today (50% easily possible)

won’t last but another 18 months (I hope, I hope) so “last

one in the pool is a rotten egg”.

Data
Got two or more “anythings” (telephones, computers, etc.)

that need to communicate? Then you need “data”. It used

to be that only medium & large companies needed to

“batch” large data files from one computer to another

remote computer. Today, all companies have a network

that connects all their computers both near and far and

therefore they all need “data”.

The easiest data sale is usually broadband Internet access

since most all companies have it and need it. The easiest

time to sell data is when a company moves from one

location to another as they can’t take what they have with

them and they already know exactly what they need.

Think of all the more complicated data sales in terms of

Internet access because they are all going to seen to have

a design similar to Internet access. When you’re computer

TAA Product & Vendor ReviewPerfectly Hot
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is connected to the Internet you seem to have access to

everything in the world from just one Internet connection.

Most all data designs will soon follow this same model.

Every business will have a single (or multiple if using

backup connections) to a wide area network like the

Internet but called a VPN (virtual private network) that

will give them access to the other computers they need

(anywhere on the planet) and good old-fashioned dial

tone.

Getting a headache worrying about selling data? Take two

aspirins and call your favorite vendor. Odds are the vendor

youíre already doing the most business with has all the

data products you need ready to go at great rates &

commissions. In California? Look no further than

TelePacific. Their integrated T-1 gives any small or medium

business low cost, all-in-one connectivity.

Anywhere on the planet? Call Sprint. Pin-drop-network,

every data product imaginable & top corporate brass not in

prison. Seriously though, with things as weird as they are

these days, it’s easy to sell a brand name.

Need a high-speed ISP? Call Covad. Yes, Covad is back as a

lean, mean connectivity machine. When many companies

are still flirting with corporate meltdown, it’s nice to be

able to do business with someone that’s “been there, done

that”.

Looking for a “data daddy”, someone you can trust to

show you the ropes? Call Steve Hesling of American Telesis

or Herb Levitin of Powercom. Steve is one of the industry’s

best respected data resellers and has been the data “go to

guy” for many years for many of today’s most successful

distributors. Herb is a data master agent that specializes

in providing the data equipment (new or used) necessary

to make any data application work properly.

Permanent Contact Numbers(PCCN)
You’ve probably never heard of PCN because I just coined

the term to illustrate an idea that is definitely catching

on. In today’s mobile society of multiple phone numbers

for people (home, work, cell, etc.) and ever changing email

addresses (due to job changes & spam), it’s becoming

increasingly difficult to stay in contact with people.

Solution? Have people provide those they want to be able

to always contact them with a “permanent contact

number” or PCN.

The easiest example of a PCN? A toll free phone number.

Unlike toll free phone numbers, regular phone numbers

belong to specific phone companies, are tied to specific

geographies and are excessively difficult to keep when

switching local service providers. Toll free numbers (TFNs)

are on the other hand not bound by geography and can be

completely independent of specific phone companies. You

can even arrange it so you can keep your TFN even if you

don’t pay your phone number.

How does it work? Almost any long distance company will

provision a TFN for one of their existing customers. Once a

TFN has been assigned, it can easily be “ported” to

another long distance carrier. Through the use of an

“independent RESPORG”, an individual can own and

control their TFN completely free of any one particular

phone company so they can always “take it with them”

which makes it permanent.

Who are some of the vendors to use when selling PCN?

Telcan has a cutting edge TFN product that allows

customers to change the ring-to of a TFN over the

Internet. Verb Exchange provides all the functionalities a

customer could possibly need after the TFN is dialed and

after two years, the customer can have his or her TFN.

Contact TAA for a list of independent RESPORGs...  
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While the perfect web site might be a beauty to behold,

the path that led to its delivery is paved with toil &

sweat. But not yours! In exchange for your patronage, TAA

is sharing with you the ‘piece parts’ we used to put the

FlatRateConference.com (FRC) web site together. Please

feel free to contact me at dan@baldwin.net for additional

information about any piece parts that seem unclear.

Web SiteEditor Software

I use Microsoft’s FrontPage2000. I’ll probably upgrade to

FrontPage XP as soon as I can get around to it. The retail

price for FrontPage (FP) is about $169. Like all the

software we buy, the price seems pretty cheap compared to

what we spend on everything else.

I’ve never seriously used any other web site editor so I

unfortunately can’t say how FP compares. I can’t think of

a good reason to switch editors though because FP seems

to provide everything I need. I like FP because it allows

me to produce web sites even though I know nothing

about coding in HTML. FP allows for this because of its

WYSIWYG (what you see is what you get) web site editing

functionality. 

With FP, you donít have to start a web site from scratch,

you start from the middle. By this we mean open any FP

compatible template (from FP’s wizard or buy one from the

Internet - www.TheTemplateStore.com has nice ones, or

borrow one from a spammer - don’t delete HTML e-mail

spam you get, use them) from within FP, save a working 

copy and start hacking! Within an hour or so youíll

actually believe you’re good at designing web sites.

For those of you completely opposed to spending any

money on anything ever (shame on you) you can access

web site editors for free. FP actually had a ‘free’ version at

one time (that MS no longer supports ñ I wonder why?)

called FP Express. I’ve never used it but you can check it

out at http://www.accessfp.net/fpexpress.htm. For those

of you who want to use a free HTLM editor that is strongly

supported, look no further than Microsoft’s Hotmail at

www.HotMail.com or Yahoo’s YahooMail at

http://mail.yahoo.com/. 

Both Yahoo & Hotmail provide free web based e-mail

accounts to anyone clever enough to register. With the

free account you get the ability to send HTML e-mail using

a WYSIWYG editor. Yahoo’s editor is probably a little bit

handier because for those of you into ultimate hacking it

allows you to view & edit the actual HTML code. 

Need to prove to yourself just how easy all this is to get

started? Follow the following steps which take no more

than 10 minutes to do.

1.  Open a free Hotmail or 
YahooMail account and click 
on ‘send a new e-mail’. 

2. Go through your own e-mail 
in-box and find the last pretty 

Perfect Building BlocksFlatRateConference.com Piece Parts
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junk HTLM e-mail some 
spammer send you. 

3. Put your mouse in the middle 
of the HTML e-mail and then 
click the right button and 
click on ‘select all’. Then right 
click again and click on 
‘copy’. 

4. Now go back to the ‘send a 
new e-mail’ page in Hotmail or 
YahooMail. Put your mouse in 
the middle of the window that 
you’re supposed to type the 
e-mail and right click your 
mouse again and click on 
‘paste’. 

5. Now start changing stuff.

Congratulations. You’re now an HTML/web site ‘hacker’.

You’ve taken the brave first step of being able to

communicate personally with every other web-enabled

human on the planet. Of course there’s a lot more to learn

(like how do I get my HTML to be viewable on the

internet) but itís all relatively easy stuff. (Hint: Save your

HTML file and then call your local Internet service

provider or ISP and ask him for help ‘hosting’ your HTML

file.)

Web SiteHosting

After you create one HTML file and get it published on the

web you’ll undoubtedly become ‘reborn’ as a marketer with

all the Internet sales possibilities. (“My goodness, I can

sell anything, I can sell everything, The world is mine to

command!” <crazy, maniacal laughter> “Ha, Ha, Ha”) Well

it’s kind of true anyway. Once youíre site is available for

viewing by anyone on the planet youíre certainly off to a

good start. Too bad your site has to compete with thirty-

seven zillion other half-hacked web sites.

But before we tell you how to compete with all the other

web sites, let’s share how to get yours ‘hosted’. A web site

is hosted when it is saved on a computer that’s connected

to the Internet. Now you can supposedly do that yourself

on your own computer but who needs that when there’s

folks out there called ‘web site hosting companies’ who do

it great and practically for free.

FRC is hosted through an amazing service we accessed

through www.mchost.com. Mchost is an amazing company

based in Canada. Mchost is amazing because not only does

it let you host an unlimited number of web sites for as

little as $35+ per month, Mchost allows you to be a web

hosting reseller (e.g. buy unlimited sites for $35+ per

month and resell the hosting individually at $10 per

month.) Sure, it’s not something that will make you a

millionaire but it does let you be a competent web hosting

provider for your telecom clients as an added benefit.

One of these days TAA may attempt to model how to be a

web host reseller through Mchost, but for now we’re just

tickled pink to be able to hove unlimited web sites hosted

for just $35+. (Don’t ask how much we were paying to

other providers.) 

As an aside, I called the ISP that hosts our TAA site ($50+

per month for just one site) and asked “Whatís up with

this Mchost offer?” He said they use Apache software on a

UNIX box with virtual IP addresses (IP sharing) where his

hosting service was provisioned using Microsoft NT

software on an Microsoft box using real IP addresses. I

only barely know what any of that means, but he said

that he wouldn’t suggest hosting critical, life-supporting

web sites with Mchost, he couldn’t deny it was probably a

good way to host sales web sites. His only caution was

that getting search engine spiders to properly review web

sites using a virtual IP address might take some extra

planning.



S E P T E M B E R  2 0 0 224

T
E

L
E

C
O

M
 S

A
L

E
S

 JO
U

R
N

A
L

 

URL/RegistrarName Service

Many people (myself included) start off thinking that web

sites and URL’s (uniform resource locator - a web site’s web

address that which comes after the http://) are one in the

same. Not so. A web site is hosted at a real or virtual IP

address like 216.27.61.137, which is neither pretty nor

easy to remember. The whole ‘www’ became popular when

someone figured out that prospects could remember and

then find www.BuyItHere.com a lot easier that “Visit our

web site at 216.27.61.137”. 

So what’s it cost to get a cool web address like

BuyItHere.com? About thirty five bucks a year unless you

know where to shop. For FRC we used Bruce Galle’s

www.orderyourdomains.com. Not only is Bruce a TAA

member, he offers URL registration for just $8.95 per year.

In addition to URL registration, Bruce’s site offers URL &

e-mail redirection for just $4 per year each. His site’s URL

management functionality is as good if not better than

what you’ll find at register.com or godaddy.com. 

Web Advertising & Promotion

Even the perfect telecom sales web site won’t sell if now

one sees it. You’ve got to get people to go to the site.

How? That’s the ‘golden grail’ question. The options are as

endless as your marketing budget. Direct mail,

telemarketing and word-of-mouth are effective but slow

ways of building web site traffic. E-mail newsletters and

spam (unsolicited e-mail) are others. There are almost

unlimited web sites on the Internet that will tell you for

free (but usually for a fee) how to get traffic to your web

site. Check out as many as you have patience for.

For FRC, we’re trying lots of different methods of driving

traffic to the site but the ones that seem most effective

for the least amount of money all involve some sort of

‘pay per click’ (PPC). The PPC we’re most familiar with is

Google.com’s adwords. 

With adwords, you build a little four-line classified ad that

promotes your web site and choose which Google search

terms you want to pay to for so your ad appears in the

Google search term results. You can choose to spend your

money insufferably slow (a dollar a day or less) or

incredibly fast (hundreds of dollars per day).

The best thing about Google’s adwords is you won’t find

cheaper cutting edge market research. Want to know what

search terms are hottest for your product & service? Create

the most comprehensive list of terms possible and buy

them through Google selecting the ‘exact search term’

option. Google will tell you in advance what the historic

hit rate for those terms are and then track them for you

day in & day out.

E-mail/Newsletter Database

As we mentioned in the main article, we use Topica.com’s

E-mail-Publisher.com to collect and track e-mail newsletter

subscriptions and to send out HTML e-mail to our

newsletter subscribers. 

Topica has a free version which we used to use but we

recently switched to the paid version which “totally kicks

ass” for less than thirty bucks a month. What’s so good

about it? Well to start out with it scrubs the list for bad e-

mail addresses every time you send an e-mail blast. It tells

you how many e-mails addresses failed, what percentage of

received e-mails were opened and how many clicks each

individual link within the e-mail got. Pretty heady stuff

for $24 a month!
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Other Perfect Parts

Actually FRC is not yet perfect, as it has not yet made me

rich. Also there are many parts that we haven’t fleshed

out yet but hope to soon. The biggest missing pieces are a

good web tracking software (weíll probably try WebTrends)

to see where are visitors are coming from, search engine

submission software (we’ve bought one but haven’t started

using it yet) and paid directory listings (to get the best

positions with Yahoo, etc.)

We’ll rereview FRC in a couple of months to let you know

how perfect we still think it is. Until then, send us some

feedback on our “perfection” to 

dan@telecomagent.org. 

FlatRateConference.com
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