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Abstract
During the economic upturn after the housing collapse in 2018, recruitment agencies have seen their revenues increase. Companies are looking for suitable candidates to fill their staff vacancies, giving recruitment agencies the opportunity to do so with their service. However, Tempo-Team’s office in Bergen op Zoom is not following the same trend. Therefore, the management team has requested the researcher to analyze how Tempo-Team Bergen op Zoom can increase their revenue and profit margins gained from temporary and permanent recruitment, regarding external best practices in sales.
The researcher used a combination of research methods; Interviews, observational techniques, desk research and quantitative data collection of financial figures and sales activities, to find a solution for their business problem. By interviewing the recruiters of the Bergen op Zoom office and observing them during their work, their recruitment process was mapped. From here onwards, the business development section was further investigated. How can the recruiters effectively, increase their results through their sales activities and focusing on the most viable service they offer? Furthermore, the revenue streams from their clients gave an insight into which clients are most profile and which clients should be made more profitable.  
The results show that the office in Bergen op Zoom can positively increase their results by increasing their core sales activities towards their clients. However, when comparing the sales and financial figures, over the number of full-time employees, the results show that they are working at a higher efficiency then the other Tempo-Team offices. Adding a full-time employee should increase their results and give room for applying focus on the most profitable targets and service. Additionally, training should be offered to the recruiters on time management, planning and how to sell permanent placements to clients. 
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Chapter 1 
Welcome to the first chapter of this thesis. Chapter 1 will cover the reasoning behind the research and deliver a short company background. 
[bookmark: _Toc518930667][bookmark: _Toc534548929]1. Introduction
[bookmark: _Toc518930668][bookmark: _Toc534548930]1.1 Terms of Reference
For the completion of the International Business and Management Studies program at the HZ University of Applied Sciences, students are required to follow an internship during the last phase of their diploma year. In parallel to their internship, the student is required to conduct a research project at the same company. The research report should aim at delivering a solution to an existing problem. The research process, including the purpose, research methodology, results and recommendations are included in this report. Following the policy of the university, the student must deliver it to the supervising professor whom will henceforth give their assessment. When the feedback is deemed positive, the student will be given an opportunity to defend their report. 
During the period of the 1st of February 2017 and 1st of January 2018 the student interned at Tempo-Team, a Randstad Holding company, situated in Bergen op Zoom. Within this time frame, the student completed an investigation on how to increase Tempo-Team Bergen op Zoom’s revenue and profit margins regarding recruitment best practices. 
[bookmark: _Toc518930669][bookmark: _Toc534548931]1.2 Purpose
The employer of the student is Tempo-Team, which is part of the 2nd largest recruitment firm in The Netherlands. The company’s livelihood is to service the business industry with capable employees in exchange for payment. For Tempo-Team to remain viable within the Randstad Holding, which they are part of, their costs need to decrease, and their revenue & profit margins need to increase. 
The research report will deliver an analysis and recommendations which will inform the company, Tempo-Team Bergen op Zoom, where the underlining issues are in their work process and stipulate which changes can be implemented to increase their revenue & profit margins. Tempo-Team will receive a recommendation, in form of this research paper, followed by a presentation in front of the management team. The recommendations will be based on a theoretical framework, data collected, and the analysis conducted. This will be presented in the following chapters. 
[bookmark: _Toc518930670][bookmark: _Toc534548932]1.3 Scope
The report investigates the clients and employees of Tempo-Team which are in the South-West of The Netherlands. The offices of Tempo-Team that will be consulted are in; Bergen op Zoom, Zevenbergen, and Roosendaal. 
Furthermore, the report will focus specifically on increasing the revenue & profit margins for the Bergen op Zoom office. The report will not consider how the company should decrease their costs. However, the findings of the report will be applicable to all domestic and international offices of The Randstad Holding which follow the same work process.  
[bookmark: _Toc518930671][bookmark: _Toc534548933]1.4 Procedure
The report was formulated and written, following the requirements noted by the HZ University of Applied Sciences. The student utilized the books; ‘Doing in company research’ and ‘Research Methods for Business students’, written by Mrs. Arianda Bont and Mr. Mark Saunders respectively. During the internship and research period the student handed in a research proposal consisting of; the problem definition, theoretical framework, methodology and the questions which were then researched. After the initial proposal was approved, the student conducted his research included in this document. Both qualitative and quantitative research methods were used during this thesis. 
[bookmark: _Toc518930672][bookmark: _Toc534548934]1.5 About Tempo-Team
Tempo-Team is a business service provider that offers a full Human Resource service to clients. The services include regular temporary staffing and permanent placements of candidates. Additionally, the company offers a unique Inhouse Services concept and provide many other HR solutions, such as Recruitment Process Outsourcing (RPO), Managed Services Programs (MSP), payroll services, and outplacement (Randstad, 2016). 
In 1932, the company originally launched its service under the name Mutator B.V. and changed it to Tempo-Team in 1969. Mr. Marinus Spruijtenburg, who was the owner of a marketing agency, founded the company. The agency sold bundle of address information. The database he had collected over the years formed the foundation of his next investment, namely Tempo-Team. Through this database he was able to approach potential candidates and clients, connecting the two together. 
In 1984, Tempo-Team was acquired by de Randstad Holding. The Randstad Holding consists of three recruitment firms and each with their own unique label. Namely; Randstad, Tempo-Team and Yacht. Randstad and Tempo-Team are positioned parallel to each other on the market. Both companies cater to the same population and client segments and act as competitors on the market. Yacht services everything above that segment. The Randstad Holding has on average 37.930 employees on contract and daily 688.800 are being dispatched to work for them. Worldwide the Randstad Holding has 4.858 offices of which 250 offices belong to Tempo-Team in The Netherlands, Belgium and Germany. From here the Tempo-Team employees manage all related tasks to enable 28.000 flex workers to work and generated revenue. The revenue for the Randstad Holding in 2017 was a staggering 3.3 Billion euros from which 10% came from Tempo-Team.
The market Tempo-Team services is comprised of all forms of companies ranging in size. All companies are potential clients for Tempo-Team. The manner of which flex- or permanent workers work at the clients depend on the situation and needs of the company/client. The different options the client has are listed in the follow section of the report. 
Company Services
Tempo-Team services the industry by means of:
· Pay-Rolling and dispatching: candidates that are placed are dispatched to companies. The candidates will be contracted by Tempo-Team and put on their own payroll. The client has the option to take over the candidate free of charge after a pre-determined number of hours of work delivered. 
· Recruitment & Selection: searching and selection of professionals for long term contracts. The placed candidate will be contracted by the client directly. 
· Inhouse Services: Tempo-Team employees are located at the client. From here the Tempo-Team employees perform the recruitment and planning of flex- and permanent workers. 
· Employability & Re-integration: candidates are coached and trained to re-enter the work force.
· Mobility: Aiding companies with restructuring their workforce
· Outsourcing: All HR tasks are taken over by Tempo-Team (payroll, pensions, etc.)
[bookmark: _Toc495252522][bookmark: _Toc518930674][bookmark: _Toc534548935]1.6 Problem Statement
The Dutch economy has steadily increased after the abrupt housing market collapse in 2008. Because of the economic growth, one can see an immediate impact on the employment rate (Seyfried, 2017). In the past three months, the unemployment rate has dropped to 5.1%, and 14 thousand people have found new work (CBS, 2017). In the last four months, the amount of job vacancies has increased by 13 thousand (CBS, 2017) and will show a sustainable increase in the coming quarter. 
During this economic upturn, the recruitment agencies have seen their revenues increase consequently. As companies are looking for new candidates to fill their positions, there is an increased likelihood that they will look for external recruitment services when internal hiring processes or own recruitment services fail. When comparing the turnover gained by recruitment agencies in The Netherlands of 2015 and 2016 one can see an increase of 7.6 percent. The hours worked by flex workers increased by 6.9 percent, during the same period. The growth is also reflected in the revenue generate by Tempo-Team, country wide. As the population of unemployed decreases further, suitable candidates for jobs diminishes along with it. This will lead to vacancies taking longer to be filled (CBS, 2017). 
When there is an opportunity to generate income in a business sector, new companies will enter the market and companies already in the market will have to protect their market share. Therefore, Tempo-Team has increased their revenue targets in The Netherlands on average by 5 %. For Tempo-Team Bergen op Zoom the revenue target has been increased from 1.4 million euros in 2016 to 1.6 million euros in 2017. Additionally, the profit margins should also increase from 16 % to 18.3 % of the gained revenue in 2017. Since they did not manage to attain their revenue target in 2017, it has been set at 1.5 million euros for 2018 and consequently, the profit margin must increase to 19 % of the revenue. 
[bookmark: _Toc534548936]1.7 Problem Analysis
To analyze the problem which was described to the student by Tempo-Team, the 5H1W analysis method (Donk, 2014) will be used. The method allows the researcher to objectively dissect the given problem and seek out the true pressure points. As the name of the method hits, the problem will be tackled using six dimensions: what, who, when, why, where and how. 
What is the problem Tempo-Team is facing? 
The problem the managers are facing is that the Tempo-Team office in Bergen op Zoom is not hitting the desired targets, which are set at the beginning of the fiscal year. Tempo-Team must defend its market share against the continues attack of newcomers and existing recruitment agencies. The managers thus require each office to increase their revenue and profit margins each year to stay ahead of the market trend.  The managers however, are unsure how to increase the profitability levels of the Bergen op Zoom office. 
Where is the problem?
The problem can be found in multiple Tempo-Team offices in the Netherlands. However, the managers specifically want the researcher to investigate the profitability of their office in Bergen op Zoom. The office in Bergen op Zoom is part of the business unit comprised of two other offices. The other two offices are situated in Zevenbergen and Roosendaal. As the other two offices did reach their targets in the previous years, the managers expect Bergen op Zoom to be able to do the same. 
When did the problem occur?
The problem started in 2016 when the target of 1.4 million euros revenue and 16 % profit margin was reached. The new target for 2017 was set at 1.6 million euros with a profit margin of 18.3 %. In 2017, the Bergen op Zoom office was not able to attain their sales target. From the very beginning of the year, the weekly targets, to reach the eventual year target, was not attained.  
Why is it a problem?
[bookmark: _Toc495252523][bookmark: _Toc518930675]Tempo-Team is a part of the Randstad Holding which is listed on the stock exchange. The holding thus expects their companies to increase their profitability each year to please stock holders. Additionally, yearly and week targets are forecasted ahead of time. To maintain / increase the stock price, it is vital for each business unit to deliver expected results. When the targets are not reached, the managers and recruiters will have underperformed professionally and personally risk not receiving a bonus at the end of the year. Hence the managers are geared and incentivized at making sure all offices are hitting the expected sales figures. 
Who is involved?
There are several parties involved in relation to the problem, directly and indirectly. The recruiters and manager working at the Bergen op Zoom officer are directly involved. Indirectly, the stakeholders of the Randstad holding are affected. Additionally, the recruiters working in Zevenbergen and Roosendaal are also affected. The recruiters working in the business unit comprised of Zevenbergen, Roosendaal and Bergen op Zoom will receive a groups bonus when the all three offices manage to attain their respective targets. The recruiters in Bergen op Zoom are directly affected and are also in the position to work on fixing the problem. However, the manager should guide them as to how this can be done. Since the manager is unsure as to how to fix the problem, the researcher will give recommendations. 
How has the problem occurred?
How the problem has occurred is unknown to the recruiters. They suspect the new targets are set to high and are unrealistic. The managers on the other hand, believes the target can be reached and that the recruiters are underperforming in their sales efforts. According to the manager, the recruiters are lacking behind in their sales activities and are not focusing on the most profitable business opportunities. 
[bookmark: _Toc534548937]1.8 Research Aim
The aim of the research is to come up with practical solutions that Tempo-Team can implement on a short-term basis; can be implemented within 1 month, quickly completed processes and with long-term positive outcome. These solutions should increase their revenue and profit margins for the Bergen op Zoom office. 
[bookmark: _Toc518930676][bookmark: _Toc534548938]1.9 Research Question
To understand how Tempo-Team Bergen op Zoom can increase their revenue and profit margins, the following research questions has been formulated. 
How can Tempo-Team Bergen op Zoom increase their revenue and profit margins gained from temporary and permanent recruitment, regarding external best practices in sales?
The research aimed at increasing the revenue and profit margins by addressing best practices in sales and analyzing which recruitment service(s) they should focus on to achieve the desired results. Additionally, an analysis is created to determine which clients offer the most profitable sales opportunities. 
To answer the main research question, sub-questions are formulated. By answering the sub-questions, the main research question will be consequently easier to answer. After the sub-questions have been posed, an explanation why the sub-questions are formulated is given.  
Sub-questions:
A. [bookmark: _Hlk501968151]How does the Tempo-Team’s business process look like?
B. What are the best practices in sales, which are applicable to the business process used by Tempo-Team?
C. What are the (more) profitable Tempo-Team office’s doing differently in terms of sales activities and service offering?
D. Which clients offer the most profitable sales opportunities? 
E. How can less profitable clients be made more profitable? 

Sub-question A: How does the Tempo-Team’s business process look like?
[bookmark: _Toc495252528]By understanding the business process, the researcher can pinpoint where in the process sales opportunities can be created. By being able to create more business opportunities, the recruiters could generate more sales to achieve their targets. By means of observation the process was mapped by the researcher. As the recruitment cycle is generally universal, recommendations can be implemented throughout the Randstad Holding, domestically and internationally.
Sub-question B: What are the best practices in sales, which are applicable to the business process bused by Tempo-Team?

Since the recruitment process is two-fold, recruiting of suitable candidates and applying sales towards clients, the best practices in sales should be investigated. Which best practices in sales can be beneficial for recruitment agencies. 
[bookmark: _Toc495252529]Sub-question C: What are the (more) profitable Tempo-Team office’s doing differently in terms of sales activities and service offering?
The other two offices from the same business unit can reach their targets. Therefor the researcher wants to know what they are doing differently in term of sales. Which activities are they undertaking and which recruitment services do they offer? Through desk research the data is collected weekly. 
Sub-question D: Which clients offer the most profitable sales opportunities?
The office in Bergen op Zoom wants to increase their revenue and profit margins. The previous questions have looked at the processes and sales towards clients but does not give an understanding as to which clients could generate more income. Are there clients which could be made more profitable or are there clients that are currently not attractive to offer services too? 
Sub-question E: How can less profitable clients be made more profitable?
Clients which are less profitable can either be cut-loose or re-negotiated with. By altering their profitability status, the Tempo-Team recruiters could increase their revenue and profit margins accordingly. 
[bookmark: _Toc534548939]1.10 Reading Guide
Chapter one introduced the purpose of the research and gave insight into Tempo-Team as a company. Furthermore, the business problem was introduced and analyzed. The analyses highlighted where the problems lay which will be researched in the thesis. This will be done by answering a set of sub-questions which will aid in aid in answering the main research question. 
The proceeding chapter will present the Theoretical framework, also known as the literature review. It gives the reader in an understanding of the main concepts related to the recruitment industry and the posed research questions. The concepts will be used to investigate the results and combined in for of a discussion. 


[bookmark: _Hlk526867463][bookmark: _Toc518930677]Chapter 2
[bookmark: _Toc534548940]2. Theoretical Framework
The following chapter will consist of a desk research needed for the further development of the research. By means of consulting previous studies, scientific papers, and other sources (sector magazines) the researcher could outline the key topics needed to conduct the research. The theoretical framework has been divided into two segments: Recruitment and Sales. The segment concerning recruitment outlines what recruitment is, why companies use recruitment agencies and the difference between recruitment forms. The second segment outlines best practices in sales which are applicable to recruitment agencies. 
[bookmark: _Toc534548941]2.1 Recruitment
[bookmark: _Toc518930678][bookmark: _Toc534548942]2.1.1 What is recruitment?
Recruitment is the process of seeking potential candidates and creating a willingness to submit their curriculum-vitae towards a job vacancy (Pattanayak, 2005). It is the initial step towards a short or long-term commitment between clients and employees. Ideally the recruiter can find multiple candidates to select the most suitable one. Therefore, (Stone, 2005) defines it as seeking and attracting a pool of applicants from which qualified candidates for job vacancies within an organization can be selected. The two definitions are missing one important aspect of creating awareness of the job vacancy which exists. A complete description of recruitment was formulated by (Compton R. M., 2002), that states that it is the purpose to attract suitable people to apply for employment vacancies by making them aware that such vacancies exist. Therefore, for there to be a recruitment need there must first be an existence of a job vacancy. There are several reasons why such vacancy can exist. Namely, an employee has left the organization, a specialist is required, the volume of work has increased, or the company is undergoing a restructuring of an area of the business (Epps, 1998). 
[bookmark: _Toc518930679][bookmark: _Toc534548943]2.1.2 What is Selection?
Where recruitment is making candidates aware of a job opportunity, selection is the process of conducting interviews, checking references, and matching candidates to the position requirements (Worthington, 1992). By applying these selection steps, one can make a judgment if the candidate is suitable for a function. This should be done in relation to the job description, company culture and personality of the candidate (Bowen, 1991). Not only must one consider the wishes of the organization but also that of the candidate. Interviews with the candidates will highlight these aspects and checking references will provide an insight into how others view the candidate. This process is known as screening. From here, a selection out of suitable candidates is made, presented to the hiring party and a candidate can be offered a position but the hiring party. When both parties match in terms of demands, or when one or two parties make a concession a fit may be created.
[bookmark: _Toc518930680][bookmark: _Toc534548944]2.1.3 Recruitment Strategies
When a company is looking to fill a job-vacancy they can do this through internal recruitment and / or external recruitment strategies. Because the research focuses on external recruitment, more emphasis will be on external recruitment strategies.
Normally, the term internal recruitment is the action of when an organization wants to fulfill job vacancies out of current employees within the company. External recruitment is when the company seeks outside their own organization. In most cases this is the case since the skills needed for a vacancy cannot be found within the organization (Cook, 1998, pp. 29-30). For sake of clarity from this point forward, external recruitment will mean the use of recruitment agencies by the client to fill a job-vacancy at their organization. 
[bookmark: _Toc518930681][bookmark: _Toc534548945]2.1.4 External Recruitment 
In some cases, an organization is not able to fulfill the requirements needed for the filling of employee functions, coaching of employees or being able to give suitable trainings. In terms of recruitment this can be the case of the organization not having the capacity for recruitment or not being able to find the right candidate which is demanded. Several factors such as efficiency, speed and costs should be considered by the company. For the success of an organization, acquiring and retaining talent is critical. In the current market environment suitable candidates are becoming a scares commodity. Poor recruitment decisions can have a long-term negative effect, in terms of costs; high training costs, development costs, reduction in turn over and in turn moral of the organization’s workforce (Richardson, 2017). These factors which will be highlighted in the following sub-sections and can explain why companies employ a recruitment agency. 
A recruitment agency is specialized in selection and recruitment of employees. Through years of experience and gathering of candidate data they can service the business with a professional approach. For an agency to have a higher success percentage in terms of finding suitable candidates for the client, the client needs to have a good understanding of the employer’s selection criteria and competencies. The client must provide a clear job-description, verbally or on paper, to the recruiter (Compton R. , 2009). The recruiter will proceed, in most cases, to advertise the job vacancy, search candidates, interview them, and provide clients with a short list of suitable matches. From this point, the client will either reject or accept the candidates. The reason for the rejection will be communicated to the recruiter and the recruiter will communicate this back to the candidate. In the case of the candidate being accepted, a job interview will be planned with the client’s decision makers in terms of remuneration and employment contract details. 
[bookmark: _Toc518930682][bookmark: _Toc534548946]2.1.5 Advantages / Disadvantages of using recruitment Agencies
Utilizing recruitment agencies can have negative and / or positive associations. This can be in terms of service and / or costs. In short, several advantages of employing an external recruitment agency are; hiring qualified personnel search the market whom have the knowledge which is needed, wide reach of candidates in the labor market, talented candidates available through their database or headhunting activities, shorter selection process, less objectivity, and have the time to only focus on recruitment activities (Svedaite, 2013). Additionally, the client “understands that temporary employment is an opportunity to employ people without serious long-term commitment that a long-term employment contact provides (in terms of benefits)” (Cadena, 2007). 
One of the two main reasons for using a recruitment agency is time / resources availability. As the process of recruitment and screening can be drawn-out, most organizations, particularly small medium enterprises, will not have the capacity and capability for this. Especially, when it comes to the initial stages of sorting out the candidates. However, the number of applicants depend on the job vacancy and the state of the job market. Recruitment agencies will do the work for you and select the most suitable candidates, assuming they do their job right. Time can then be spent on retaining employees rather than attracting them, as this “can be a good cost-saving method, when the costs involved in leaving a position vacant for a lengthy period and the potential for reduced internal inefficiencies” (J. Hor, 2008).  Additionally, in fluctuating market conditions employers might opt for more flexible workforce that can be let go at lower costs versus lengthy contract hires. 

Recruitment agencies have a reach that most organizations do not have. This can be in terms of their website, database or even the connections of the recruiter. Candidates will not look through individual sites of each organization and might not have heard of the company. By using the website and promotional sites of the recruitment agency, they can spread the vacancy further. Additionally, they already know allot of the candidates whom they can pitch the organization/vacancy too. 

Before a candidate is at an interview with the client, they have gone through the different levels of the hiring process. This includes the pre-interviews, screening, and reference checks. The order (from the client organization to the recruiter) may vary depending on the candidate and the job function which he/she is looking for. A recruitment agency can take care of this process. This way a company will not have to worry about gaining references from former employers or check their qualifications. This way the client will only have to interview the candidate at the final stages. Moreover, the candidate sitting at the table across from the client will most likely be the best candidate available at that time. Of course, the quality of the candidate will depend on the work of the recruiter and market penetration of the recruiter company. 
When a successful placement has been made at an organization, the organization will be confident that the recruiter has an understanding what the company requires. This can be in terms of quality, personality, culture fit etc. In an ideal setting, that recruitment agency will be able to service the organization with all the levels of functions. Giving the client a full package and building a long-lasting relationship. The recruiter will then know immediately after speaking to a candidate if the client could benefit from hiring him / her. However, specialisms at a recruiter can mean a limitation of services; i.e. lower qualified work, specialisms or executive qualification require different approaches. Therefore, ideally, one recruiter could service an organization but in practice multiple recruiters could be contracted.  
Disadvantages could be the dissatisfaction among existing staff, long process of finding a suitable candidate, expensive, the recruiter not understanding the wishes or culture of the client and bad communication (Svedaite, 2013).
When using an external recruitment agency, one must understand that the recruiter does not know the organization from the start. They gain this understanding through meetings with the organization. Since the initial understanding may be low, it could show in the candidates delivered. The candidate may fit the hard skills but does not fit in the culture. Through multiple contact points with the client this understanding will grow, and the chances of a candidate fitting will presumable do so too. 
One of the main negative associations, are the high costs which come along with external recruitment. In the next section, we will look at the costs of using ‘recruitment and selection’ through an external recruitment source such as a recruitment agency. 
[bookmark: _Toc518930683][bookmark: _Toc534548947]2.1.6 Cost of External Recruitment 
High cost is often associated with utilizing a recruitment agency (Bambach, 2010). The costs of ‘recruitment and selection’ can lead to a high short-term direct cost, but relatively low in the long run. This being because less direct costs are made in the recruitment procedure. Indirect costs involve employees spending time to source and interview candidates, travel, making of the advertisement, selecting of suitable candidates, and interviews which take place (Monster, 2017). Additionally, the working hours spent on the recruitment process by the employees could be spent on other activities. On average the “recruitment costs of filling a vacancy, using internal or external recruitment methods is reckoned to be around 5,500. - euros. This does not yet include the costs of loss in efficiency. This why the costs effectiveness should be established and monitored by companies. 
Most recruiters are left with room for giving a competitive price to the client. However, on average, in terms of permanent placements, the costs are 25% of the annual salary of the candidate hired. On top, 8% of their vacation benefit is added. This will depend on the labor law of the country the recruiter is recruiting for. Typically, “agencies take a proportion of first year salary (typically between 20 to 30 percent) from clients for candidates they provide” (D. Cooper, 2003). The height of the costs will therefore depend on the annual salary of the candidate. Additionally, the sales intermediary will analyses how high the chances are of future business with the organization or how scares the candidate is.
Depending on the organization, the costs of advertisement will be included, and a guarantee of 1-3 months is too. The guarantee means that if a candidate is hired by the client through an agency, they can receive a full reimburse or replacement candidate if they are let go within that time-frame. There must however, be a justified reasoning why the candidate is let go or leaves on own demand. 
[bookmark: _Toc518930684][bookmark: _Toc534548948]2.1.7 Difference between temporary and permanent recruitment
Two main forms of recruitment are temporary and permanent recruitment. Temporary recruitment is seen when a job agency dispatches a suitable candidate to work for a company. Their salary will be paid by the recruitment agency, and they in turn will bill the company for their services. The fee for a temporary worker is made up of their basic salary plus a mark-up percentage on top. If the company decides to contract that same job-seeker directly, they will have to pay the recruitment agency a percentage of the otherwise gained revenue. On the other end of the spectrum, a company can contract a job-seeker straight from a recruitment agency. This is called a permanent placement. The company will pay a percentage of the job-seekers annual wage. 
[bookmark: _Toc534548949]2.2 Sales
A recruiter has job function which is two-fold. They must be able to be able to assess people for the available job vacancies but also gain these to work on from clients. Hence sales play a vital role in their day to day work. The following portion of the theoretical framework will investigate which best practices in sales are applicable for recruiters. Specifically, best practices which can make them more profitable in terms of gaining business opportunities and revenue optimization.
[bookmark: _Toc534548950]2.2.1 Activity based selling
In companies with a sales environment performance is often management based on KPI’s and sales metrics. By steering the sales representatives on their KPI’s, a manager can influence results. Performance management is “the continuous process of improving performance by setting individual and team goals which are aligned to the strategic goals of the organization, planning performance to achieve the goals” (Lee, 2005). According to the Harvard Business review, managers are unable to manage sales by looking solely at revenue (Jordan, 2014). Revenue and margins should be seen as business results, which should be used to check if a company or business unit is healthy. Instead of looking at the result, modern sales leaders want to know what is “happening within the sales organization that will lead to closing more business, so they can course correct ahead of time to keep sales on track” (Marsh, 2016). To do this one must determine and understand which sales metrics can be managed. Manageable metrics are sales activities which are undertaken to gain revenue. To be able to manage the sales activities they are required to be tracked to impact revenue (Marsh, 2016). 
Sales activities have a direct cause-and-effect correlation with business results. When influencing the amount or quality of sales activities you can influence revenue and make predicative forecasts as to how many sales activities are required reach a certain target. To put this theory in perspective, if a sales department has revenue sales target of 1 million euro’s and the average deal size is worth 10,000 euros. Then they will require 100 deals to reach the target. However, to reach 100 deals, sales representatives put in sales activities. Per each sales activity stage an estimation can be created as to how many activities are needed. By using the activity-based selling management tool, a manager can forecast and adjust the controllable actions when needed.
To summarize the theory, if the managers can coach their sales representatives, for instance, to commit to making more calls, then more clients can be acquired. More sales will follow, when more customers are in the sales representative’s portfolio. Furthermore, if the sales representatives increase their quality of sales activities, they will have a higher chance of retaining and growing its clientele. By growing your clients and retaining them, revenue should increase (Jordan, 2014). 
[bookmark: _Toc534548951]2.2.2 Using ratios to manage sales activities
[bookmark: _Toc518930697]The sales actions undertaken to close a deal can be quantified into a conversion ratio. A conversion ratio tells one how many actions are needed to generate an outcome. When taking the previous steps into consideration, a conversion ratio will show us how many calls to clients are needed for the recruiter to be able to present a candidate, schedule a meeting, or receive a job vacancy to work on. This will allow the recruiter to constantly measure their success per phase and calculate how many of each sales activity is required to gain a conversion. One must however consider that as you become more / less efficient, your rations change. Constant analysis of your sales activities is thus advised. 
Once you have defined what conversions you want to track, you can calculate the conversion rate (Dick, 2018).

The conversion rate = Total Number of Sales /Number of Leads * 100
Or
The conversion rate = Total number of sales activities / numbers of job vacancies * 100

When knowing the conversion rate, one is additionally able to calculate the value per lead (job vacancy). By dividing the total recruitment revenue over the amount of job vacancies one gets insight into how much potential value each lead may hold. However, we know that not every lead will end in a sale. For the sake of directed focus, this research did not consider the closing of the sales. With the value of each job vacancy in mind the researcher can calculate how many sales activities are required to reach the required target.  
[bookmark: _Toc534548952]2.2.2 Sales funnel translated towards recruitment
Sales can be defined as an action where “the seller or the provider of the goods or services completes a sale in response to an acquisition, appropriation, requisition or a direct interaction with the buyer at the point of sale” (wikipedia, 2018). Agency recruitment generates revenue by means of acquisition of job vacancies to fill with their candidates. They provide their services to take the recruitment process out of the hands of the client. To gain a job vacancy to work on, they conduct sales strategies towards the clients. The same strategies which are used in sales can thus be implemented. Specifically, strategies used to generate business, lead generation and maintaining relationships with clients. 
A recruiter must be adept at selling his services and candidates to (potential) clients. Often this is done through multiple and short contact moments with them. The contact moments are often direct (cold) calls, presenting of candidates, and meetings. Eventually leading to a sales opportunity, they can close. In recruitment, a “close” be a match between a job seeker and job giver. To generate a match, sales people can use the sales funnel diagram to view their conversion ratios. “By using the sales funnel, and by quantifying the number of sales activities at each stage of the process, you can predict the number of sales activities you will require” (MindTools, 2018). Additionally, one can review the conversion ratios over time and adjust the weekly sales activity targets. A sales funnel is also known as a revenue funnel or sales process, which leads customers (clients) through their journey in buying a product. 
In its simplest form, it will lead a buyer through the following phases (ringDNA, 2018):
· [bookmark: _Hlk516000343]Awareness Phase: in which prospects become aware of the existence of a solution.
· Interest Phase – in which prospects demonstrate interest in a product by conducting product research.
· Evaluation Phase – in which prospects or prospect companies examine competitors’ solutions as they inch toward a final buying decision.
· Decision Phase – In which a final decision is reached, and negotiation begins.
· Purchase Phase – in which goods or services are purchased.

[image: See the source image][image: ]
      Figure 1: Sales funnel journey (Mcleod, 2018)                              Figure 2: Sales funnel in recruitment (Sjors Verbaan)
When translating this into the sales process recruiters often the following sales actions can be used per phase: 
· Awareness Phase: cold calls to clients
· Interest Phase: Present candidates (CV’s) to clients
· Evaluation Phase: Client Meetings
· Decision Phase: Candidates are invited to interviews and contract negotiation begins
· Purchase Phase: Contract negotiated, and candidate is given job. Closing of leads
[bookmark: _Toc534548953]2.2.3 Making your client portfolio profitable  
How to Make your client portfolio more profitable is a question recruiter constantly ask themselves. Are they spending the right amount of time and efforts on the correct client to achieve their targets? According to (Cokins, 2014), one needs to investigate each client separately. What are the service costs for each customer and how can they be reduced? Can the prices be increased, or can new products be offered? Furthermore, recruiters can increase activities that the customer shows a preference for. 
A method which is being used in the recruitment industry is dividing your client base into three groups. Non-Performers, Average Performers, and Top Performers. The method comes from the Jack Welch Vitality Curve (Bhatia, 2016). A method used by General Electric to fire their bottom 15 % performing staff on a yearly basis (Quartz, 2015). When translating the theory into recruitment, the Average Performers are your backbone. They bring in the desired volume revenue and require minimal effort, just not as exciting to work with. The Top-Performers however, are the most profitable and recruiters enjoy working with them. 
[image: ]
[bookmark: _Hlk526869408]Figure 3: Jack Welch Vitality Curve (Bhatia, 2016)
So how can recruiters categorize their client portfolio to fit he Vitality Curve? According to (The Recruitment Network, 2018), a list should be created with several criteria you value the most. For example:
· Brand association
· Profit margins
· Volume of revenue
· Ease to work with
· Level of exclusivity
· Payment terms 

By scoring each client towards the criteria you create a value index score per client. Each criterion can be scored up to 10. 10 being the highest and 0 the lowest possible score. 
Once the top 10 % is known, recruiters can consult each client to either renegotiate, adjust their service to them, or fire the customer. If the brand can be improved or the prices can be increased the score of the client will increase as well. Making them more profitable in the future. Furthermore, a recruiter can decide to spend less physical time servicing a less [profitable customer and spend more time on the Top Performers. In theory this should allow the top Perming customers to generate more revenue. 
(The Recruitment Network, 2018) created the following list to follow to increase your client profitability. 
· 0-34: The recruiter should fire the customer
· 35-55: The recruiter should justify why we want them as a customer
· 55-70: Recruiters should target these clients

[bookmark: _Toc534548954]2.2.4 Planning
For a salesperson to be successful, he needs to persuade his customer to buy his products. In the case of recruitment, he needs to sell his candidate and service to the client. To do so regularly a solid plan for each day and staying organized is required (Meyers, 2018). By doing so the salesperson can ensure he is on track with the required sales activities needed to reach their target. When organized and having a solid plan the salesperson can maximize his sales. There are several aspects which they can undertake to ensure this. 
At the start of the day preplan what the goals are with your direct colleagues (Sales Career, 2012). The goals must be specific and ensure that revenue is gained each day. When doing so the salesperson can note down which activities are required for the goal. For example, 10 calls to clients or interview 10 candidates. 
All the activities which the salesperson wants to undertake that day or week should be scheduled into their calendar. For example, when clients are called, when administrational tasks are completed, clients are interviewed, or clients are visited. According to (SalesRamp, 2018) early mornings should be used to follow up on calls. Calls should be done towards clients which you want to target. Followed up by an email with the same information. Early afternoons are said to be best for meetings, both internal and external. This will allow the salesperson for enough time to complete their sales calls daily. Any time which is left offer should be used to call clients, with the goal of arranging client meetings. 
[bookmark: _Hlk526959006]Salespeople can furthermore increase their time management and effectiveness further if they plan according to the geographical region of their clients. By booking meetings and calls of clients which are situated close to each other time is saved on commute time.  
All the activities which have been planned should be noted down in a form of a checklist. When one has been completed, move on to the next. By completing tasks on the checklist, the salesperson feels motivated and has a sense of accomplishment. Additionally, seeing the tasks on your checklist can show when the salesperson is lagging and needs to increase their speed.
Preplanning is just as important as reflecting on the day and week. “At the end of the day, record your results and figure out the percentage of your sales goal you met” (Jordan, 2014). This will allow for salespeople to determine which areas they need assistance or improvement in. When the issues reoccur, it should be discussed with the manager and see where additional training could be beneficial. 

















Chapter 3
Chapter 3 will outline the method use to conduct the research. Each method will be described further in terms of data collection, data analysis, research units, operationalization and reliability & validity. 
[bookmark: _Toc518930685][bookmark: _Toc534548955]3. Methods
Three dimensions have been investigated. The recruiters were interviewed on their business process, sales activities and business development. 
Henceforth the business unit’s financial data was tracked and analyzed. By tracking and analyzing the financial data, it could be used to compared with the sales activities of each office. Furthermore, the financial data gave an insight into which clients offer the most profitable business opportunities and which should be improved upon. 
[bookmark: _Toc518930686][bookmark: _Toc534548956]3.1 Research Design
The following outlines which method was used to answer each sub-question. 
A. How does the Tempo-Team’s business process look like?
a. Observational techniques and Interviews
b. Followed by 1st hand work by the intern. 
B. What are the best practices in sales, which are applicable to the business process used by Tempo-Team?
a. Desk Research integrated into the Theoretical Framework chapter
b. Analyzed in the results chapter
C. What are the (more) profitable Tempo-Team office’s doing differently in terms of sales activities and service offering?
a. Collection of financial data by means desk research
b. Collection of sales activities by means of desk research
c. Analyzed in the results chapter and further discussed in the discussion chapter.
D. Which clients offer the most profitable sales opportunities?
a. Collection of financial data by means of desk research
b. Analyzed in the results chapter.
E. How can less profitable clients be made more profitable?
a. Desk Research integrated into the Theoretical Framework chapter
b. Analyzed in the results chapter

[bookmark: _Toc495252543][bookmark: _Toc518930687][bookmark: _Toc534548957]3.2 Interview
The researcher initially interviewed two recruiters of the Bergen op Zoom Tempo-Team office and one from the Dordrecht Tempo-Team office. Since the problem the manager is facing takes place in Bergen op Zoom, the researcher wants to find out how they operate. The researcher interviewed and discussed with the staff of Tempo-Team what the recruitment process looks like and where the growth opportunities are. Their opinion was asked concerning the differences forms of recruitment and how they sell this to their clients. Additionally, Tempo-Teams recruitment business model was further questioned
[bookmark: _Toc534548958]3.2.1 Data Collection
The interview was conducted by means of open questions and recorded by the interviewer (see appendix 1). The interview was in form of a semi-structured setup. Topics concerning the relevant topics were noted prior to the interview to ensure the discussion-maintained focus and stayed on subject. However, follow up questions were asked depending on the answers the recruiters gave. This provided the interviewee certain freedom and flexibility to lead the discussion onwards where more information could be gathered. 
[bookmark: _Toc534548959]3.2.2 Data Analysis
After the interview, the researcher transferred the recordings into a script. This allows the researcher to code the script into four main topics. 
-	Permanent Recruitment (Client Contract)
-	Temporary Recruitment (Tempo-Team Contract)
-	Business development
-	Sales activities
This will allow the researcher to formulate the key findings in the results chapter which could be used for the further analysis. An inductive approach has been used for the qualitative analysis. The data collected has been summarized into key points related to the research topics.
[bookmark: _Toc534548960]3.2.3 Research Units
The units which the researcher consulted for the interview were three recruiters of Tempo-Team. Two recruiters which work at the Bergen op Zoom office and one which works at the Tempo-Team office in Dordrecht. 
· Niels Pelle: Senior Recruiter – Bergen op Zoom
· Falco van der Jagt: Recruiter – Bergen op Zoom
· Danny de Lange: Senior Recruiter – Dordrecht 
[bookmark: _Toc534548961]3.2.4 Operationalization
The interview was used to give insight into Tempo-Team’s business process. Furthermore, give additional information concerning the different forms of recruitment service which Tempo-Team offers. By asking the recruiters opinion about the current business process and current issues, there answers can be used to help answer sub-question A, B, and C. The first research question can be partly answered in combination with the Observation method mentioned in the next sub-section. 
[bookmark: _Toc534548962]3.2.5 Reliability and Validity 
The reliability of the interview was not harbored in the sense that the researcher did not use a standard pre-written script. The researcher interviewed the recruiters by means of a topic list so that the discussion remained fluid and could slide into any direction, depending on the answers. However, by using a topic list the interview did remain on topic. Since three recruiters were conducted at once, the answers of the recruiters gave the other recruiters to add additional information of think about the topics. It allowed for different perspectives. Moreover, the interview script did not mention their names, so that the managers cannot see who said what. This ensured that the recruiters could speak more freely. 
[bookmark: _Toc534548963]3.3 Observation
By joining the recruiters during their sales and recruitment activities, the researcher was able to map out the recruitment process which Tempo-Team uses. During this time the researcher got insights into the sales processes at Tempo-Team.
[bookmark: _Toc534548964]3.3.1 Data Collection
The recruitment activities involved recruiting of suitable candidates, interviews with the candidates, sending candidate proposals to clients, joining in on sales client sales meetings and internal meetings at Tempo-Team. The data was recorded per activity into a flow diagram. 
[bookmark: _Toc534548965]3.3.2 Data Analysis
By creating a flow diagram of the activities which the recruiters undertake a clear picture was formed of the complete business process. Specifically, the sales and recruitment activities needed to generate income for Tempo-Team. 
[bookmark: _Toc534548966]3.3.3 Research Units
The research units which were consulted for the creation of the flow diagram where the recruiters of the Bergen op Zoom office. Since the research question concerns how to increase the sales figures of the Bergen op Zoom office the researcher wants to know what they do to generate it. Additionally, the researcher joined the recruiters at client meetings, which gave an insight into the recruiter’s client portfolio. 
[bookmark: _Toc534548967]3.3.4 Operationalization
The observational method used to map out Tempo-Team business process allows for the first research sub-question to be answered in full. Additionally, it will give the researcher an understanding of which best practices in sales can be applicable to the business process used by Tempo-Team, as mentioned in sub-question B. 
[bookmark: _Toc534548968]3.3.5 Reliability and Validity 
Since the whole range of sales and recruitment activities was observed and done by the researcher the reliability was harbored. If another researcher would observe the same activities the business process flow diagram would remain unchanged. The recruiters have the same training and follow a specific work methodology made inherent while working at Tempo-Team. However, each recruiter might do each task slightly differently, or lay more emphasis on a certain part of the business process. Since the researcher joined 5 different staff members, of the Bergen op Zoom office, the validity was addressed.
[bookmark: _Toc495252542][bookmark: _Toc518930688][bookmark: _Toc534548969]3.4 Finance Figures and Sales Activities
When analyzing the profitability of a company, the financial data must be known or collected. As the researcher opted to use the financial data of the same year he worked there, the data had to be collected. By collecting and reporting the weekly financial data, a reliable data set was created over a period of one year. Financial data on its own is a limited benchmark. By comparing the sales activities with the financial data, the researcher can find out what the profitable offices are doing differently  
[bookmark: _Toc534548970]3.4.1 Data Collection
Every Tuesday, of a new week, the previous week’s financial data was collected in an excel sheet. 
The data which was collected was:
· Revenue per office
· Recruitment & selection revenue per office
· Profit margin per office
· Nominal profit per office

Additionally, the revenue gained per client was compiled. 

As Tempo-Team uses a CRM system, each recruiter must utilize the CRM system when he / she completes an action. The researcher was therefor able to collect the weekly results of each sales activities undertaken. 
The data that the researcher collected was:
· The number of telephone calls with clients;
· Quantity of candidates presented to clients;
· Amount of client- meetings; and
· The number of job vacancies received
[bookmark: _Toc534548971]3.4.2 Data Analysis
By consistently compiling the financial data in one data file, the researcher could analyze the data at the end of the year. By comparing the ratios of calls per visits, visits per job vacancy obtained, the researcher could analyze how many calls to clients, presented candidates to clients and visits are required to gain a job vacancy placement. By plotting the sales activities and financial figures in pivot tables, the variables could be plotted against each other. Additionally, the revenue of the clients has been analyzed using the Jack Welch Vitality Curve as described in the theoretical framework. 
[bookmark: _Toc534548972]3.4.3 Research Units
Three research units were used for the collection of the financial data and sales activities. The three Tempo-Team offices: Bergen op Zoom, Zevenbergen and Roosendaal. By addressing three offices, the results can be compared and analyzed. 
[bookmark: _Toc534548973]3.4.4 Operationalization
The financial data was used to support the answers of sub-questions C and D. By collecting the financial data from the three different offices, the researcher could plot the results against the collected sales activities. Furthermore, the researcher could view which clients offer the most revenue and profit margins. Additionally, by understanding which clients are less profitable, sub-question F can be further investigated. A recommendation can be given as to what form of recruitment should receive more focus, and which sales activities are needed to reach their targets. 
[bookmark: _Toc534548974]3.4.5 Reliability and Validity
Both the reliability and validity were addressed when collecting the financial data. The results were collected on a specific day of the week and three offices were consulted. Since the financial data is conciliated by the recruiters on Monday, the financial data was available on Tuesday. By recording all the data into an excel sheet, the research can be re-done with ease. 
The same principle applies to the sales activities. However, it must be considered that the sales activities data is only as accurate as the recruiters input it into the CRM system. If they wrongly enter in data, the results might be skewed.  As the researcher did not have a manner to control the correctness of the data, the assumption is made that the recruiters entered in the correct data weekly.
To increase the validation of the three data sets, the researcher used a triangulation method. By addressing different forms of data collection methods, the researcher can connect them and form recommendations on a solid foundation (Saunders, 2009). The data was cross verified and compared in the discussion chapter. 



[bookmark: _Toc518930692][bookmark: _Hlk526856058]Chapter 4 
In this chapter the results of the observation, the interview, financial data collection and sales activities will be presented. 
[bookmark: _Toc534548975]4. Results
[bookmark: _Toc518930693][bookmark: _Toc534548976]4.1 Recruitment process through observation
During the research period the researcher joined the recruiters on their daily sales activities. By joining the recruiters, the recruitment process was visualized into a diagram created by the researcher found in appendix 1. The diagram is divided into three sections: i) Business development, ii) recruitment and iii) supporting back offices activities. During the observation, it became clear that there are two sides of the recruitment process; the candidate and client side. Developing on either side, can lead to an increase in revenue. However, for the remainder of the research report, only the business development segment will be investigated. By focusing on business development through Tempo-Team’s clients an emphasis can be put on sales. How the recruiters find candidates is a standalone research. 
When the recruiters talked about the ‘client side’, they mean that they work for the client (company). The company is looking for a certain candidate profile and thus the recruiter sources a fitting candidate. When talking about the ‘candidate side’, they suggest that they find a fitting company for the candidate. A recruiter must therefore not only build up a portfolio of suitable candidates but also build a relationship with clients. Clients will either approach the recruitment agencies with job vacancies or recruiters must source job vacancies. The last option is called ‘acquisition’. 
According to the recruiters one can generate job sources through different methods. In the simplest form this can either be by:
· Receiving job vacancies to fill from known companies
· Receiving job vacancies to fill from unknown companies

When zooming in on the way to source jobs four main methods are most mentioned. 
· Relationships with contacts at current clients
· Find new clients through acquisition
· Create contracts with known clients
· Expand into new departments at current clients 

For the recruiter to maintain and acquire new clients, they must upkeep contact moments with them. This is done by calling (potential) clients, meeting with the DMU’s of the company and most importantly filling job vacancies. The later can either be done by filling job vacancies that the client has asked the recruiter to fill or by presenting candidates to clients that have a job opening, but did not ask the recruiter to fill the position. Thus, finding out what is required in terms of sales to gain job vacancies should be investigated. Additionally, how this will impact their financial figures. 
[bookmark: _Toc534548977]4.2 Interview
After having determined our focus should be on business development and sales, three recruiters were interviewed by means of an open based discussion regarding four topics. The complete transcript of the Interview can be found in appendix 2, which is summarized below. 
[bookmark: _Toc534548978]4.2.1 Permanent recruitment
The recruiters came to the consensus that the market in Bergen op Zoom is not optimal for gaining revenue from permanent recruitment placements. This being, that the city originates from a poor labor community and therefor the clients will pay closer attention to costs. What the clients do not realize is that the long-term costs are lower regarding permanent recruitment. One payment is done, 25 % of the candidate’s annual salary, instead of paying per worked hour. After paying a permanent recruitment fee the candidate signs a contract with the client. They will be on the client’s payroll and no longer work for Tempo-Team. 
Clients can also decide to take over a temporary recruitment placement by paying a one-off fee. The way this works is that a client can take over a candidate free of charge after 1040 hours of outsourcing. If they decide to do this at an earlier stage a fee must be paid based on the remaining hours. The fee which is paid counts towards Tempo-Teams revenue from permanent recruitment. Tempo-Team sees this fee as pure profit. On the down side, permanent recruitment does not offer a steady stream of revenue income. When the recruiters focus more on selling permanent recruitment the revenue goes down, but the profit margins will increase. 
To give clients an incentive to use permanent recruitment, Tempo-Team offers the clients a 1-month guarantee. Meaning, if the candidate does not perform to expectations within the first month the client can claim a refund. Unfortunately, clients are not that aware of the guarantee agreement. 
To stimulate the recruiters to sell more permanent recruitment, they are given a bonus per placement. The team is given 8 % of the permanent recruitment fee. The recruiters say that they will work harder to sell permanent recruitment if they do not have to share the bonus. 
[bookmark: _Toc534548979]4.2.2 Temporary recruitment
Temporary recruitment is the most commonly sold to clients. Meaning the candidate is on Tempo-Team’s payroll but works for the client. The client is invoiced per hour that the candidate works. This is made up of his hourly wage plus a fee. In most cases it involves a 20-30 % markup. Since Tempo-Team is the employer, Tempo-Team must cover all the costs involved, such as contract fees, insurance, sick leave, vacation payments, etc. When all the costs have been considered, it is less profitable compare to permanent recruitment for Tempo-Team. From here it would seem that the focus should therefore be on permanent recruitment as it delivers more profit. However, since the recruiters have a target also based on revenue temporary recruitment is has importance, as it delivers more total revenue. 
For client’s temporary recruitment offers a form of flexibility. They can terminate the contract at own will, and not be bound to labor contracts. Moreover, ending the employment will come without further costs for the client. It allows the client to ‘test out’ the candidate before employing them directly. Instead of a 1-month trial period, the client has 6 months (1040 hours). 
[bookmark: _Toc534548980]4.2.3 Sales activities
For the recruiters to gain business opportunities in form of permanent and temporary recruitment they must generate output. Therefor the recruiters are managed on their KPI’s. These KPI’s cover several sales activities, such client meetings, calls with clients, promotion of candidates to clients, etc. It allows the manager to view the output of each recruiter. The recruiters tell the researcher, “that it is a good thing that the managers control the KPI’s” and that the manager controls the output less when they are on track with their targets. As soon as they deviate from the target, the managers will emphasis more on the sales activities. However, according to the recruiters the managers should not solely look at the number of activities but also at the quality of the activities. They say that “the calls to clients might take longer, but in the long run this will gain more business”. Additionally, they suggest that they should contact the actual decision makers more of their clients and that creating a connection with them is key to receiving business opportunities. 
The sales activities are entered manually into a CRM system. Since the recruiters enter the data in manually, it can be prone to wrongful entries. One recruiter says that some recruiters will register they made a call to a client, even when the client did not pick up. This would increase their output on paper, but will have no effect on their revenue. By feeding wrong information into the system, it becomes harder for the managers to pinpoint where recruiters can improve. Another recruiter adds that where the managers checks all the registered data for false information, their performance is higher in terms of revenue. Increasing managerial control, could be a solution to increase Bergen op Zoom’s figures. 
According to the recruiters it would be wise to create a weekly / daily structure. Planning through a discussion at the start and end of each day could increase effectiveness. One of the recruiters says per “week you need to make at least one hour a day available to make sales calls”. This is however not done enough, and recruiters get bogged down with the daily work causing sales activities to be forgotten. 
[bookmark: _Toc534548981]4.2.4 Business development
The last topic which was discussed during the interviews is business development. As this topic is rather broad some aspects could overlap with the previous sections. However, the contribute to our main focus of developing more and better business opportunities for the Bergen op Zoom office. 
The recruiters say that permanent recruitment is not sold enough to the clients. A reason for this being the case is that during meetings the benefits of permanent recruitment is not communicated properly. One of the recruiters hints they do not discuss the contractual agreements at all. The contractual agreements involve the payment terms, service agreements, and the guarantee that the client receives. Tempo-Team is said to have a digital table which can show the client when exactly it would be more costs effective to hire a candidate through permanent recruitment or temporary basis. Additionally, the recruiters say they should communicate more that the service is on a no cure no pay basis. Meaning, if the recruiter does not find a suitable candidate for them, they are not obliged to pay a fee. More trainings accustomed to permanent recruitment selling could be beneficial. 
The recruiters mention they have a focus when it comes to candidate profiles. Meaning they invite or engage with candidates that tend to be hired with higher frequency. A higher percentage of hires business opportunities being closed lead to an increase in income. Another recruiter adds that when you search for candidates you should not only focus on these profiles. Recruiters should rather invite anyone they think can be placed in the future, even if the hire percentage is lower. The recruiters could introduce the candidates to multiple clients and find out if there is interest. When there is interest in the candidate it could be converted into revenue. Moreover, the client might give the recruiter knowledge of an open job vacancy they need a candidate for instead when engaging in a dialogue. Therefor increasing the contact moments with the clients, could increase business opportunities. 
In the introduction of this research the different labels are mentioned of The Randstad Holding. Each serving their own segment and operating under a different brand name. Beforehand one would assume that Tempo-Team could use this to their advantage and work closely with them. Yet, the recruiters say that the communication between the two labels is virtually nonexistent.  Currently, if Tempo-Team recruiters give a job vacancy referral to Yacht or visa-versa and the recruiter managers to place a candidate, a percentage of the fee is transferred to the party giving the referral. By increasing their teamwork and successful referrals towards each other they can increase their permanent recruitment income. The referral fee which is gained counts towards a permanent placement fee. Additionally, more clients can be approached and connections can be used to their advantage.  
[bookmark: _Toc534548982]4.3 Finance
Now that we have seen the views of the recruiters regarding their recruitment process, we know that they generate revenue by filling job vacancies. This is their core business. Therefor the researcher wanted to know the financial situation of the offices of Bergen op Zoom, Roosendaal and Zevenbergen. How much revenue and profit have they generated in 2017? The results can be used to compare the offices against each other and relayed back to their output (sales activities). Each week the financial data was collected to create a reliable data sheet.  
The financial data includes the revenue generated per week, profit margins per week and revenue generate from permanent recruitment placements. By understanding which office is profitable the researcher could analyze which sales activities this office undertakes to achieve their results. Henceforth, finding out what the Bergen op Zoom office should do to increase their results. 
[bookmark: _Toc534548983]4.3.1 Finance Data Bergen op Zoom
To start off we know that the Bergen op Zoom (BOZ) office had an annual target of 1.6 million euros for 2017 and a profit margin of 18.3 %. This means the recruiters had to generate 30,769.00 euros in revenue each week to remain on target. As one can see from the appendix 3, the recruiters were not able to generate the required total revenue. A total of 1,248,309.00 euros was obtained, and thus missing 394,409.00 euros in desired revenue. 
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Figure 4: Revenue per week - Tempo Team Bergen op Zoom (BOZ)
In terms of permanent recruitment fees obtained the office generated 26,923.00 euros in profit. In the first quarter two fees were obtained, in the first week 5,800.00 euros and in the 10th week 2,200.00 euros. During the second quarter no fees were generated, but this was made up by receiving 13,207.00 euros in the third quarter. During the final quarter another 5,616.00 euros was paid by a client for a candidate. The fees can be seen in the table in appendix 3, and plotted in the graph below. 
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Figure 5: R&S Fee's per week - Tempo Team Bergen op Zoom (BOZ)
Where Bergen op Zoom did not reach the target for revenue, the target for profit margin (18.3 %) was reached. A total of 18,4 % of the revenue generated is profit. The other percentile can be regarded as costs made by Tempo-Team. 
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Figure 6: Profit Margin - Tempo Team Bergen op Zoom (BOZ)
In the graph one can see that the profit margin was not stable throughout the year. During weeks 1, 10, 27, and 42 the profit margin spikes upwards. This allows for the desired annual profit margin target to be reached since the desired target of 18.3 % was not reached weekly. The same trend can be visualized in appendix 3.2, hinting that there is a positive correlation between permanent recruitment fees gained and the profit margin. This can be explained since permanent recruitment fees are pure profit as discussed previously. 
When considering the revenue and profit margins together one can calculate the nominal profit: 
18.4% of 1,248,309 being 224,695 euros
[bookmark: _Toc534548984]4.3.2 Finance Data Roosendaal and Zevenbergen
The same process was repeated and completed for the office in Roosendaal and Zevenbergen and can be found in appendix 4 and 5. 
To summarize:
Bergen op Zoom achieved a revenue of 1,248,309 euro’s, 26,923 euros in permanent recruitment fees and had a profit margin of 18.4%. Leading to a profit of 224,695 euro’s. 
Roosendaal achieved a revenue of 1,594,535 euro’s, 45,326 euros in permanent recruitment fees and had a profit margin of 18%. Leading to a profit of 287,025 euro’s.
Zevenbergen achieved a revenue of 1,827,005 euros. 61,880 euros in permanent recruitment fees and had a profit margin of 18%. Leading to a profit of 328,860 euro’s. 
The research showed that Zevenbergen and Roosendaal both scored better in terms of revenue and fees gained from permanent recruitment. Additionally, the same trend regarding the spikes in their profit margins can be traced back to their fees gained from permanent recruitment. This strengthens the position that these fees are needed to reach higher levels of profit margins in the future. 
[bookmark: _Toc534548985]4.3.3 Permanent Recruitment
The following analysis of the financial data will showcase which effect the permanent recruitment had on the revenue and profit margins of the three offices. To do so, the researcher first investigated the revenue. The revenue has been split into quarters per office, as this will allow for an easier comparison of the data.
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Figure 7: Revenue generated per quarter per Tempo Team office
Each quarter there is clear pattern as to which office generates the most revenue. Zevenbergen generates the most followed by Roosendaal and Bergen op Zoom. However, the researcher must consider that Zevenbergen and Roosendaal each operate with 3 FTE (Full time employee), whereas Bergen op Zoom has two. The data is thus recalculated to account for the discrepancy.  
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Figure8: Revenue generated per quarter per Tempo Team office / FTE
Per FTE, the Bergen op Zoom office scored better than initially expected, which makes one wonder if the target set by management is perhaps too high. Especially when you consider that there are two recruiters working their instead of three as in the other offices. 
The revenue which was used, consists of both permanent and temporary fees and therefor still does not showcase what effect permanent recruitment has on the revenue. When combining the revenue and permanent recruitment graphs a clear trend can be seen. When there is a spike in permanent recruitment revenue, the total revenue sees a significant increase (figure 9). 
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Figure 9: Revenue and R&S Spikes Tempo Team Bergen op Zoom office





[bookmark: _Toc534548986]4.3.4 Nominal Profit
Annually, permanent recruitment accounted for 2.16 % of Bergen op Zoom’s revenue but has a higher impact on actual profit generated. To investigate how much effect, it has on the annual nominal profit, the following graph shows is used which takes into FFE in account.   
From the graph both Roosendaal and Zevenbergen show a steady growth over the course of the year. The Bergen op Zoom office on the other hand, fluctuated. When translating it to the FTE working at each office it becomes clear, that while still operating below the level of Zevenbergen, they score higher then Roosendaal. Confirming that per FTE the Bergen op Zoom office scores higher then Roosendaal. 
[image: ]
Figure 10: Sum of nominal profit per quarter per Tempo Team office / FTE
From the nominal profit earned the researcher wants to know what effect the permanent recruitment fees had for Bergen op Zoom. As one can see, there was no recruitment & selection fee earned during the 2nd quarter. Consequently, the nominal profit in the 2nd quarter was at its lowest point. When considering that gaining 2-3 placements in a quarter can increase your quarterly nominal profit by 10 % - 18 %, it has a large effect on nominal profit. 
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Figure 11: Sum of Bergen op Zoom's nominal profit / sum of R&S per quarter
In 2017, Bergen op Zoom’s permanent recruitment fees accounted for 12 % of their annual profit. For Roosendaal and Zevenbergen the percentages were higher at 16 % and 15 %. As Zevenbergen and Roosendaal scored better it could be profitable to have more focus on placing candidates on permanent basis. It increases your profit margin, revenue and most importantly, nominal profit. 
	
Office
	
Total Nominal Profit
	Permanent Recruitment Fees
	Percentage of Nominal Profit

	Bergen op Zoom (BOZ)
	€ 228,356.00
	€ 26,923.00
	12 %

	Roosendaal (RSD)
	€ 287,016.00
	€ 45,326.00
	16 %

	Zevenbergen (ZBG)
	€ 409,455.00
	€ 61,880.00
	15 %



Table 1: Recruitment and Selection (R&S) fee / Total nominal profit of Tempo Team's offices
To put these figures into context, if Bergen op Zoom would increase their focus on permanent recruitment to the same level as Roosendaal and Zevenbergen. The following calculation show how much fees should be earned. An additional € 7,852.00 would require 1 to 2 recruitment and selection placements. 
	
	2017
	2018 (Projected)

	Percentage of Nominal Profit
	12 %
	15.5 %

	Recruitment & Selection Fees
	€ 26,923.00
	€ 34,776.00



Table 2: Projected recruitment and selection fees 2018 Bergen op Zoom
[bookmark: _Toc534548987]4.4 Sales Activities
Now that the financial data has been reviewed, we know two important aspects. One is that permanent recruitment plays a big aspect in both profit margins and revenue levels. Secondly, is that when considering the amount of FFE, Bergen op Zoom is not operating at the low levels which was previously thought by management. However, as we are investigating how to increase their results, we want to understand what the profitable office is doing differently in terms of output (sales activities). This is a factor which can be measure, and more importantly changed upon by the recruiters. 
In the theoretical framework results of International best practices in sales and recruitment one saw that sales activities influence business development. Additionally, it became clear that when a recruitment agency wants to remain or become profitable they should focus on business development and generation. Moreover, for a recruiter to generate revenue one must commit to sales activities towards clients. To be able to quantify the sales output the researcher has opted to record the following sales activities for the Bergen op Zoom, Roosendaal and Zevenbergen offices.
· Calls to clients
· CV’s presented to clients
· Physical meetings with clients
By successfully filling job vacancies, revenue is generated. To gain job vacancies recruiters must undergo sales activities. Hence, these were recorded and analyzed. Daily the researcher recorded the above-mentioned sales activities of each office and recorded the data in an excel sheet. See appendix 6 for the recorded data and analysis per sales activity. 
In appendix 6, the different types of sales activities were analyzed separately. Following up on that, all the sales activities per office have been combined. Being because we want to find out the amount of sales activities is required to reach a certain target. Figure 27 showcases how many sales activities were undertaken per office / quarter. 
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Figure 12: Sales activities per quarter per Tempo Team office
Zevenbergen and Roosendaal clearly undertake more sales activities compared to Bergen op Zoom. This could indicate more sales activities can lead to a higher revenue. To further investigate, the results are again divided by the amount of FTE at each office. Per FTE, Bergen op Zoom still operated below the other two offices when it comes to sales activities undertaken. In the first quarter they were relatively on par, and this can be reflected to the revenue generated in the first quarter. In the first quarter they reached the highest revenue per FTE in 2017. Suggesting that more activities lead to higher results. 
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Figure 13: Sales activities per quarter per Tempo Team office / FTE
[bookmark: _Toc534548988]4.4.1 Sales activities value
The theoretical framework gave an insight that “the sales activities have a direct cause-and-effect correlation with business results. When influencing the amount or quality of sales activities you can influence revenue and make predicative forecasts as to how many sales activities are required reach a certain target”. To calculate how many sales activities are needed one must first calculate the average monetary value of 1 activity. This was calculated by dividing the 2017 revenue by the sales activities in 2017. Each sales activity that the Bergen op Zoom office undertook in 2017 was had an average value of 476.46 euro’s. The 2018 revenue target was thereafter divided by that amount, giving us, the projected sales activities needed to reach the 2018 target. 
	
Office
	
Revenue 2017
	Sales Activities 2017
	
Revenue / Activities 2017
	
Target 2018

	
Projected Sales Activities

	BOZ
	€1,247,849
	2619
	€ 476.46
	€1,500,000
	3148

	RSD
	€1,594,535
	4581
	€ 348.08
	
	

	ZBG
	€2,317,710
	5187
	€ 446.83
	
	

	Total
	€5,160,094
	12387
	€ 416.57
	
	


Table 3: Revenue per sales activities
3148 sales activities are required in total to gain 1.5 million euro’s in revenue. Per week the Bergen op Zoom office must complete an average of 61 sales activities, 31 per FTE. 
Zevenbergen, completed on average 99 sales activities per week. When considering that they had 1 FTE more, it compares to 33 sales activities. Roosendaal completed per FTE 29 sales activities. Therefor it is an assumption we can accept that the Bergen op Zoom office, should be able to complete them in the same period. 
[bookmark: _Toc534548989]4.4.7 Additional Employee
In the previous sections it was noted that the other two offices operate with three FTE. Additionally, when considering for the different in FTE, the Bergen op Zoom runs at an average level. It would therefore be interesting to find out what effect an additional employee would have on the sales figures. To calculate for this the total Revenue of the three offices are combined and compared with the total 2017 sales activities. An average is taken of the 8 employees rather than relying on two data points. 
€5,160,094.00 / 12,387.00 = € 416.57 average revenue gained per sales activity
When the new employee generates the same amount of sales activities as the current employees did in 2017, it could result in € 545,498 additional revenue, assuming no loss-time for training and learning curves. When adding this to the current revenue gained, the Bergen op Zoom office would project to generate € 1,793,807. Additionally, they are projected to generate a revenue which is close to the targets Roosendaal and Zevenbergen had in 2017, whom operated with 3 FTE.
Adding an employee could be the solution the managers should contemplate about. 
[bookmark: _Toc534548990]4.5 Client Data
We now know the effects of permanent recruitment and the differences in sales activities. The next step is to find out which clients should be targeted and improved upon in the coming year. The aim by doing so is to increase Bergen op Zoom’s revenue and profit.  For this reason, the revenue and profit margins were recorded of each placement made during 2017 per client. Due to information sensitivity, not all clients could be mentioned in the report and the data per placement was combined to show just the revenue gained per client.  
The full data set can be view in appendix 7 followed by an analysis for further insight. 
Tempo-Team is geared at increasing their revenue and profit margin and providing good customer service. From a financial perspective increasing the sales activities could lead to a theoretical increase. However, one must consider which companies are targeted. Although past results do not predict future events they do create insight. By increased targeting of clients which have been profitable in, results should increase accordingly. The following graph indicates which companies have created the most revenue in combination good profit margins. 
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Figure 14: Bergen op zoom client revenue / profit margins
From figure 32 It would be wise for the Bergen op Zoom office to focus on the companies that offer the most nominal profit. Companies that offer negative profit margins should be seriously reconsidered as possible clients, as it takes up time, yet yields no positive results. Tempo-Team is in the business of making money, and should not allocate time on negative income. This time can be better spent creating extra contact moments with profitable clients or acquiring new business prospects. 
When considering the absolute revenue and profit margin values, the following list was created. 
List of non-profitable clients which could receive less focus:
· Mainfreight
· Crealis Nederland B.V.
· Hydrosan
· CSU Cleaning services
· ISS Cure and Care
· Culinair Kommers

List of profitable clients which could be targeted heavily:
· Axel Christiernsson
· Hemi Winkel-Projectinrichting
· Allied Mineral Products
· Insulcon
· Bouwcenter Logus
· Chugoku Paints

According the Jack Welch vitality curve however the focus should not solely be on the revenue a client brings to the table. (Cokins, 2014) states that every client should be investigated separately. To do so the researcher has ranked the Bergen op Zoom clients using the Jack Welch Vitality list of criteria. Since the researcher worked as a recruiter during the thesis period, he has enough knowledge of the clients to give them scores per criteria. However, do to some criteria not being investigated they will not be used. The criteria which were used are as follows.
· Brand association
· Profit Margins
· Volume of revenue
· Ease to work with

The two criteria which were not used are the level of exclusivity, payment terms and knowledge of decision makers. Since 4 criteria were used instead of the listed 7, it will be accounted for when ranking the clients into the three segments. Instead of ranking per point based earned, the researcher divided the clients regarding the percentages used per segment by Jack Welch. 
Top 20 % will be the top performers

The next segment will consist of the middle 70 %, which is again divided into segments of 20 %
· Above average performers
· Average performers
· Below average performers

Bottom 10 % are the low tot non-performers
The top performers according to the Jack Welch are as follows:
· Hemi Winkel-Projektinrichting
· Allied Mineral Products
· Chugoku Paints BV
· Axel Christiernsson
· Koelhuis Dintelmond B.V.
· Bouwcenter Logus Bergen op Zoom
· Insulcon B.V.
· Bernaards Transport
· Bruynzeel Keukens
· AVN Slijpmaterialen BV
· Katjang Pedis PCI B.V.

These clients should receive the most attention and should be targeted on a regular basis. They do not only bring in the most amount of revenue and profit but are additionally easy to work with and bring brand value to the recruiter’s portfolio. In contrast to the top performers the low to non-performers bring neither to the table. They take up valuable time, which should be spent on the top performing client base. 
The non- to low-performers are:
· Mainfreight Logistics Services
· CSU Cleaning Services (Food)
· Dingemanse Trucks & Trailers
· CSU Cleaning Services B.V. (Eindhoven)
· CSU Cleaning Services B.V. Hospitality
· ISS Cure & Care

The clients which should be also receive further attention are the below average performers. These clients are closing the danger threshold and should be revisited in terms of the recruitment offerings, contract agreements and pricing. The recruiter can do so by scheduling in meetings with their client contact to discuss further business. 
During the research period the researcher noticed that the non- to low-performers also toke up valuable time. They demanded on the spot candidates, causing the recruiters to have less focus on their profitable clients. If the recruiters would stop working with these clients they would have more time to complete more profitable sales actions. 




















Chapter 5 
The following chapter will reflect on the theory and research and used to answer the research question. Afterwards, the limitations of the research are discussed and how follow up research could improve on the current findings. 
[bookmark: _Toc534121920][bookmark: _Toc534548992]5. Discussion
The research which was conducted can be divided into four major categories. These are Tempo-Team’s business process, permanent recruitment, sales activities, and profitability of their clients. The four subjects formed the basis needed to investigate how Tempo-Team, situated in Bergen op Zoom, can increase their revenue and profit margins gained from temporary and permanent recruitment. The results of the research will now be combined with the literature from the theoretical framework. 
[bookmark: _Toc534121921][bookmark: _Toc534548993]5.1 Business Process 
The business process which was mapped out by the researcher shows that there are two sides of the spectrum, the candidate side and job side. The candidate side is used to recruit suitable job-seekers for the clients and the job-side is used for business development strategies and gaining job-vacancies to recruit for. The recruiter has the possibility to work from both sides and use it to gain candidate placements. However, (Compton R. M., 2002), stated that for there to be a recruitment need there must first be an existence of a job vacancy. Recruiters can gain a job vacancy to work on by targeting their clients. From our observation this is seen as business development. Through business development the recruiters contact their clients and work at increasing their sales. There are several reasons why such a vacancy can exist. Namely, an employee has left the organization, a specialist is required, the volume of work has increased, or the company is undergoing a restructuring of an area of the business (Epps, 1998). 
For a recruiter to contact the client at these moments, reoccurring contacts moments are required. However, the recruiters mention that working on one side of the spectrum should not cancel out the other. They state that when you have “job vacancies to work on you search for candidates specific to the client’s requirements. When you do not have many job vacancies, recruiters can search for a broad range of candidates and present them to multiple clients”. When presenting candidates to the clients, the recruiter can create interest where there might have not been one before. 
[bookmark: _Toc534121922][bookmark: _Toc534548994]5.2 Permanent recruitment
During the interview the recruiters came to the consensus that the market in Bergen op Zoom is not optimal for gaining revenue from permanent recruitment placements. This being, because the city originates from poor labor community. The results however indicate that it is however possible to sell this form of recruitment to the customer. Additionally, the offices in Roosendaal and Zevenbergen sold more permanent recruitment fee’s, while both Zevenbergen and Roosendaal originate from poor labor communities. The clients are said to pay closer attention to costs and tell the recruiters straight away that they are not interested. What the client does not seem to realize is that the long term-costs are lower than the short-term costs, making it a viable and affordable option. “One payment is done, 25 % of the candidate’s annual salary, instead paying per worked hour”. Additionally, the theoretical framework showed that even though “The costs of ‘recruitment and selection’ can lead to a high short-term direct cost” the long run costs are relatively low. “This being because less direct costs are made in the recruitment procedure”, such as “spending time to source and interview candidates, travel, making of the advertisement, selecting of suitable candidates, and interviews which take place (Monster, 2017)”. Further questioning however, revealed that the recruiters are not trained enough in selling this service to the clients. “During client meetings the benefits of permanent recruitment is not communicated enough, and some recruiters do not discuss the contractual agreements of permanent recruitment at all. The recruiters have the tools required to sell the service but fail to us them. 
This is a missed opportunity since selling permanent recruitment fee’s is pure profit. The financial results also show that each permanent recruitment fee increased the profit margins and nominal revenue of the different offices. However, as the recruiters mention there is a down side to selling only permanent placements. It does not offer a steady stream of revenue since the payments are one off. Once the payment has been done, the candidate is on contract with the client and no longer works for Tempo-Team. “When the recruiters focus more on selling permanent recruitment the revenue goes down, but the profit margins increase”. Therefor an increase in permanent recruitment should be done in small increments, to retain a stream of income from temporary recruitment fees. 
[bookmark: _Toc534121923][bookmark: _Toc534548995]5.3 Sales Activities
Best practices in sales showed that “companies with a sales environment are often management based on KPI’s and sales metrics. By steering the sales representatives on their KPI’s, a manager can influence results”. Since Tempo-Team wants to increase their results for the Bergen op Zoom office, investigating their sales activities could be crucial to reaching their annual target. The recruiters also mention “that it is a good thing that the managers control the KPI’s”. When it is done by the manager, the recruiters react that they do not have the time required to complete all their sales activities. The same recruiters mention during the interview that “it would be wise to create a structure, 10 minutes every morning of planning at the start of the day and at the end would allow for more effective work”. One of the recruiters says, “you need to make at least one hour a day available to make calls to clients”. This is however not done enough, and recruiters get bogged down with the daily work that sales activities are often forgotten. 
The best practices showed that top salespeople plane their day into blocks and geographical region. Additionally, activities which have been planned should be noted down in a form of a checklist. By completing tasks on the checklist, the salesperson feels motivated and has a sense of accomplishment. Additionally, seeing the tasks on your checklist can show when the salesperson is lagging and needs to increase their speed. Hence “the continuous process of improving performance by setting individual and team goals which are aligned to the strategic goals of the organization, is required by the recruiters and manager” (Lee, 2005). 
The manager should set how many sales activities should be completed on a regular basis to reach the desired target. Managers use the revenue and margins to see how well the business is doing. When it is not healthy, they can influence the results by managing the sales activities, which are undertaken to gain said revenue and margins (Marsh, 2016). By knowing how many sales activities are required, the recruiters can plan how many of them they must undertake per day and make sure it is integrated in their daily routine. By means of the analysis created earlier the amount of sales activities needed to reach a certain revenue is known. 
[bookmark: _Toc534121927][bookmark: _Toc534548996][bookmark: _Hlk526955929]5.4 Limitations
The research however only focused on the client side and the sales activities undertaken to gain job-vacancies. It did not consider the candidate side and which effect it has for the recruiters when they do not have a suitable candidate portfolio. According to the theoretical framework this should be one of the big advantages for a client to use a recruitment agency since. Recruitment agencies have a wide reach of candidates in the labor market and talented candidates available through their database (Svedaite, 2013)”. Further research on how working on the candidate side could increase Tempo-Teams revenue could be interesting. 
The analysis shows that increasing income from permanent recruitment increases the profit margins. Tempo-Team states that the income gained from this form of a recruitment is 100 % profit. However, it does not consider the tradeoff costs between two too recruitment offerings. When a candidate is placed on a permanent recruitment fee, you lose the steady income if the candidate was placed still on contract with Tempo-Team. 
The analysis of the sales activities did bring along limitations. Since the sales activities were entered into the CRM system manually by the recruiters every week, it was prone to false data. There was a discrepancy as to what each recruiter saw as a viable entry. Some recruiters entered a sales activity when they spoke with their contact person, others entered it even though their contact person did not pick up the phone. Additionally, there might have been double entries. When a recruiter visits a client with their colleague, they entered the same visit in twice. Furthermore, the recruiters often forgot to enter in the data after each sales activity. They would enter it into the system at the end of the day or week and could have forgotten several sales activities. Accounting for these possible errors was not possible. Hence the researcher assumed that the data was correct.
The last limitations concern how to make the Tempo-Team Bergen op Zoom’s clients more profitable. The study showed which clients are least profitable and which should be renegotiated with but does not indicate how this could be done. How meetings are conducted, and contracts are set up with clients is a standalone study and would be an interesting study for Tempo-Team. 





















Chapter 6 
This chapter will answer the research question based on the results of the research. Afterwards practical recommendations will be given. 
[bookmark: _Toc534548997]6. Conclusion
In this study, an answer was sought to the question: 
How can Tempo-Team Bergen op Zoom increase their revenue and profit margins gained from temporary and permanent recruitment, regarding external best practices in sales? 
To answer the question, the existing literature of the use of recruitment agencies and best practices in sales was investigated by means of desk research. Additionally, quantitative data was collected by means of an interview followed by quantitative data collection of the financial data and sales activities. 
The theoretical framework gave the reader an insight into the different forms of recruitment and why companies opt to use recruitment agencies, such as Tempo-Team. There are two dominant forms which can be categorized as short-term and long term. Short-term suggesting that clients need to fill their employment gaps for a short period and long-term suggests clients seek candidates to stay at their company. The later can be filled by offering permanent placements, meaning the candidate receives a contract from the client. Clients often have an opinion that the costs are too high and less aware that the long-term costs are less. The recruiters should therefor receive training from Tempo-Team how they can convince their clients that this is not the case. By addressing to the client what the benefit is of permanent recruitment they could increase their chances of selling this type of service offering. 
Both forms of recruitment offer Tempo-Team the opportunity to generate income from their clients. Where temporary recruitment generates the bulk of the revenue, the results show that more nominal profit can be earned through permanent placements. This type of recruitment service is seen to generate 100 % profit and when gained by Temp-Team increases their profit margins more relative to temporary recruitment. Both Tempo-Team offices, situated in Zevenbergen and Roosendaal sell permanent recruitment at a higher frequency and this is reflected in their sales results. If the Bergen op Zoom office were to increase their sales regarding permanent recruitment, they would ensure their profit margin target can be reached. However, the recruiters must keep in mind to also keep selling temporary recruitment and not focus solely of permanent recruitment. 
The recruitment process of Tempo-Team was mapped and analyzed where opportunities can be created, which can over income. From mapping, one can see that there is a clear distinction between the client and candidates since. The candidate side focuses on generating a candidate pool, from which candidates are presented to clients. The opportunities however, come from gaining job vacancies to work on from clients. These opportunities are generated by committing to sales activities towards their clients.
The explored literature has shown that managers can influence the results of the recruiters if they look at the sales activities which are undertaken. This being because the revenue and profit margins cannot be changed by telling the recruiters to do so. Rather the managers should budget how many sales activities are required to reach the desired target and instruct the recruiters. By careful planning of the daily activities and ensuring the goals are known, the recruiter can reduce the amount wasted time and focus on what is needed to gain revenue. Both Roosendaal and Zevenbergen had completed a larger amount of sales activities when compared to the Bergen op Zoom office. When comparing it to their weekly revenue and nominal profit it was made clear that Bergen op Zoom should focus on increasing it too. The more contact moments one has with their clients, the more chances there are to gain a job-vacancy to work on. In turn the job-vacancies offer an opportunity to increase the revenue. However, when comparing the number of sales activities per FTE, Bergen op Zoom scores better then Tempo-Teams office in Roosendaal. Increasing the sales figures should therefore go hand in hand with increasing the quality of each contact moment (sales activity). 
Lastly the client portfolio of the Bergen op Zoom office, should be investigated and evaluated on a regular basis. The research used the Jack Welch Vitality ranking to analyze which clients should be renegotiated with or which should be cut off. Low performing clients should be contacted, and contracts should be revisited in terms of prices and agreements. By removing the non-profitable clients, the recruiters will have more time to focus on the clients which could increase their sales figures.
 























Chapter 7
[bookmark: _Toc534548998]7. Recommendations 	
How can Tempo-Team Bergen op Zoom increase their revenue and profit margins gained from temporary and permanent recruitment, regarding external best practices in sales?
For the Tempo-Team office to become more profitable in terms of their revenue and profit margins, there are several options the office could undertake. The recommendations should support the findings of the research. Therefore, practical recommendations are given on the following topics: permanent recruitment business development and sales activities. These topics formed the basis of our research and used as a reoccurring theme in our results. Doing so will in turn support the main research question
Permanent Recruitment
The results show that permanent recruitment fees have a large impact on the total profit made by each office. It has a positive effect on profit margins and revenue. An increase in focus on this type of service offering will aid the recruiters in reaching their targets. However, increasing the focus should come in hand in hand with training. The recruiters have mentioned that the clients are not aware enough of this service offering and that the recruiters themselves do not know how to sell the service well enough. If Tempo-Team offers their recruiters training on permanent recruitment and create a marketing campaign geared at creating client awareness they could increase their sales. 
Training and marketing campaign do come at a cost. HR magazine counters this argument by stating that “companies that invest $1,500 on training per employee can see an average of 24% more profit than companies who invest less” (HR Magazine, 2018). Additionally, if the recruiters can increase their permanent recruitment by two placements, the stand to increase their nominal profit by almost eight-thousand euro’s. Making the training feasible. 
In combination of increased focus and proper training, Tempo-Team should seek out collaboration with Yacht. Yacht is part of the Randstad Holding, and services a different segment. By giving them leads for job opportunities in their range, they can receive additional revenue. Asking the clients for these job opportunities during their own visits will come at no extra costs. 
Sales activities 
During the interview, the recruiters mention that when the manager controls the KPI’s to a higher extent the recruiters score better. Additionally, the results show that the offices that output more sales activities generate more revenue and profit. Thus, increased managerial control on the recruiters KPI’s should be key for Tempo-Team. The manager should analyze the sales activities weekly, and set how much sales activities the recruiters should deliver. Implementation can be done immediately and will not require additional resources. Theoretically if they boost their sales activities to 61 per week, they will generate 250,000 euro’s more in revenue. 
Moreover, the theoretical framework showed that planning can increase the effectiveness of sales people. For a salesperson to be successful, he needs to persuade his customer to buy his products. In the case of recruitment, he needs to sell his candidate and service to the client. To do so regularly a solid plan for each day and staying organized is required (Meyers, 2018). Therefor the researcher advises Tempo-Team to implement a mandatory pre- and end day meeting and schedule the recruiters work agenda’s in sections as mentioned in the theoretical framework. It can be implemented on a short-term notice and should allow the recruiters to become more efficient. 
The following should be considered:
· Morning: Day planning, goal creation in form of a checklist 
· Morning: Sales calls to clients
· Early afternoon: Internal meetings
· Early afternoon: Meetings with clients
· Afternoon: Recruiting of candidates
· Late afternoon: Administration
Additionally, salespeople can furthermore increase their time management and effectiveness further if they plan according to the geographical region of their clients. By booking meetings and calls of clients which are situated close to each other time is saved on commute time.  
At the end of the day the recruiter should evaluate their checklists / goals. Which of their goals have they completed and which should be done the next day? 
Business Development 
Lastly, for the Bergen op Zoom office to be more profitable and solve their business problem, they should look closely at their client portfolio. The results indicated that some of the clients are running at a negative yield or costs more time than actual profit is generated. To make sure that the recruiters increase their focus on clients which generate more income, it is advised to create a benchmark per quarter. The Jack Welch’s Vitality benchmark can be used as shown in the results. It is a long-term solution and will take time to see the desired results. More focus can be geared at profitable clients, and more importantly the recruiters will understand which clients should be contacted for renegotiation. 
The recommendations listed above can be implemented both at Tempo-Team and other recruitment firms. They should generate more focus, better time management, and seek out the most profitable opportunities. 
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The following diagram was created by the researcher. The process was mapped out through observation of the recruiters and joining in on their activities. 
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Figure 15: Recruitment Process at Tempo-Team (created by Sjors Verbaan)
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Interviewer: Sjors Verbaan
Function: Graduation Intern
Interviewee: Employee A, B and C
Function: Sales intermediary 
Location: Bergen op Zoom
Date: Monday April   10th ‎2017
Topic: Recruitment 
Sjors: 
Thank you for taking the time to answer some questions I have concerning recruitment. This interview is dedicated to answering my research question; how Tempo-Team can increase their revenue gained on perm vacancies. More specifically recruiting for permanent contracts where the candidate is contracted by the client directly. 
Beforehand I would like to point out that the recording will remain confidential and that your name will not be used in the report. You will be known as employee A in the report. 
To start of I would like to hear your opinion about how it is going momentarily with regards to this kind of recruitment in general. After which we will segment the different processes in the recruitment cycle and go into more detail. 
Employee A:
We are currently working hard to increase our revenue gained from recruitment. We are offering candidates to practically all the companies in the area. What I think is that Bergen op zoom not the market is for recruitment on fixed bases. 
Why? Because Bergen op Zoom is from origin a poor labor community, and this is still seen in the organization currently operational in this area. 
They pay attention to costs, while the cost for fixed base recruitment is cheaper in the long run. This scares them, and then it is done. 
I must say that in the last two years the companies have started to understand the concept fixed basis recruitment, but we will never be as successful as Breda or any other bigger cities. 
Sjors: 
Is this based purely on the market?
Employee A: 
Yes
Sjors:
At the beginning of this year a target for fixed bases recruitment has been set. Per region (cluster) a certain revenue must be gained. From this revenue a certain percentage must be profit. The managers of the cluster then proceed to allocate a target per office within the cluster in terms of both revenue and profit. By gaining fixed basis fee’s the profit margins go up, since this is practically pure profit. 
Do you know why the managers want you to focus more on fixed basis recruitment?
Employee B:
Yes, this is since this form of payment by the client involves practically no service costs and thus almost pure profit. If the client decides to opt for the other possibility, the candidate works at the client but is paid by Tempo-Team. Tempo-Team must then cover all the costs involved, such as contract fees, insurance, sick leave, vacation payments, etc. When all the fixed costs have been subtracted less profit is remaining. So, when a company pays one fee to Tempo-Team, normally 25% of candidate’s yearly salary, Tempo-Team has no further costs. On the down side is that you have no steady stream of income. Thus, this form of payment is extremely beneficial for the profit margin. 
If you focus more on fixed based recruitment the revenue goes down, but profit margins increase
It becomes a tradeoff between the two, as you both revenue and profit are important for the Tempo-Team. 
Sjors:
Are you aware how many hours you must outsource to achieve the same amount of profit? 
Employee B:
We not. This is made difficult by the fact that sales intermediaries can decide what the hourly outsource fee is per candidate that that the client must pay. Calculating the exact trade off point is thus not possible for me. 
For us, we know that outsourcing brings us more revenue. This is a target we must achieve and thus has our priority. That is why we focus more on this form of recruitment since our managers will evaluate us on this. 
What might be interesting to find out is how much the profit is for a candidate per hour on outsource basis and compare this to the hourly profit fixed bases recruitment brings. 
Sjors:
In the past year, how much revenue was gained through fixed based recruitment fee’s?
Employee B: 
In 2016 and the start of 2017, we received 20,000 euros. Mostly gained by clients taking over a candidate after a certain time of outsourcing. The way this works is that a client can take over a candidate free of charge after 1040 hours of outsourcing. If they decide to do this at an earlier stage a fee has to be paid based on the remaining hours. This counts towards the fixed based recruitment fee target too. Recently we did notice that clients are taking over candidates before the 1040 hours have been fulfilled. 
Sjors:
Why do you think this is? Is it because the labor market is diminishing and less candidates are available for positions? 
Employee B:
Yes, I think so. They want to give a candidate the security of having a job. By giving a contract straight at the client they do just that. But on the other hand, clients also want to remain flexible. By having Tempo-Team outsource the candidate to the client they can terminate the employment whenever the client wants. This will then be done without any further costs involved for the client. If the candidate has a contract straight with the client this cannot be done as easily. 
Also, by outsourcing the client can additionally ‘test out’ the candidate before employing them directly. 
Sjors:
Thank you for clearing that up for me. I presume this also has to do with the fact that the economy has been increasing. More jobs have been made available and thus less job people are looking for a job. Due to that available labor has become scares. You then have to offer security to employees and attach them to your company. 
Sjors:
In terms of selection and recruitment process, what could be improved?
Employee C:
That is a good question
I find it difficult to answer that
Sjors:
Let’s start with the contract agreement that tempo-team uses. We offer 1-month guarantee on the candidate, right?
Employee C:
Yes, we offer our clients 1-month guarantee on the candidate that starts to work on contract with the client. If de client decides the candidate is not fit within that month we will find a suitable replacement candidate or refund the paid fee. 
Sjors:
Are there items in the agreement contract which reduce your competitiveness compared to other recruitment agencies?
Employee C:
No, I don’t think so, I think our agreement are solid. 
I also have noticed that companies are not aware of agreement. We have come across cases where the candidate did not get through the first month and then the client did not ask for a replacement or their money back. 
When this happens, we will not promote that this is part of the agreement. 
Sjors:
Does that mean that the sales intermediaries don’t communicate this well enough to the clients? This seems to me like an important service that Tempo-Team offers in relation to the competitors. 
Do you communicate this during meetings with clients?
Employee B:
Well, normally my colleagues and I do not discuss the contractual agreements during meetings. Such as payment terms, services we offer, guarantee.
Sjors:
Do you think you should do this in the future?
Employee B:
I believe so. This is communicated to us from higher up during trainings but not done enough in practical situations. 
Sjors:
When you go to a client for a meeting. How do you go about it? Imagine the first meeting with a client.
Employee A:
We tell them there are two possibilities. On outsource basis or a one-off fee. In most cases the client tells us straight away they are not interested in paying the one-off fee. They think it is too much to pay in one go. 
Sjors:
I have noticed that Tempo-Team has a table that can show the client exactly when it is more cost effective to give a candidate a contract. Do you show this to your clients? This could perhaps stimulate them to think again about which option they decide to do business with you. 
Employee A:
This happens a bit, but we should do that more. Another thing we must communicate more is that the service we give is based on ‘no cure no pay’. If we do not find the candidate, the client wants then no fee will be charged. Only when the clients want the candidate we propose. 
Sjors:
Perhaps more trainings can be given on how to convince the client to opt for recruitment and selection?
Employee A:
No, I believe the trainings that are given should be sufficient. On top of that Tempo-Team also gives employees the possibility to follow trainings online. Perhaps this could be done more by the employees. But it is true that we have not received trainings yet about how to sell this service better. 
Sjors: 
After the meeting, hopefully, you will receive a job vacancy to work on. How do you go about finding the candidates for this function? Do you pro-actively look for candidates before you receive vacancies, or do you start searching when you receive a job to work on?
Employee C:
We have focus candidate profiles and vacancies that are always requested by our clients. These however are production and logistics profiles of the lower segment. In most cases the selection and recruitment vacancies are office functions, which we do not actively look for beforehand. 
So, when we receive a vacancy, for example a for an inside sales employee, we only then start looking for candidates. 
Sjors:
Do you think you should search and speak candidates beforehand? So that you have the ‘product’ in your portfolio already. That way you can service the client quicker and you know who is available. Additionally, you can use these profiles to stimulate the client to do business with you. 
Employee A:
Yes, I believe you are right. But when you search for candidates beforehand you should not focus on profiles but rather invite anyone that you think could be placed in the future. 
IF you find a good profile. Invite them. Interview them. 
Sjors:
As we both know the recruitment sector is twofold. On one side you work for the client and on the other side you give a service to the job seekers. Do you work more from the client’s side or that of the candidate?
Employee A:
This differs. Now we have vacancies to work on. When that is the case we work more from the client side. We try to find candidates that fit each vacancy. 
[bookmark: _GoBack]When you have less vacancies, you take the candidate and try to bring them under the attention with clients. To try stimulating them to invite the candidate, even when you don’t have a vacancy to work on from the client. 
Sjors:
So, when the economy increases you work more from the client side and when the economy shrinks you start working from the candidate side?
Employee A: 
Exactly
Sjors:
But would you not agree with me that when the labor market shrinks you need to find the suitable candidates beforehand? Then when you have the vacancy to work on your already know which candidate to present to the client. 
The manager wants to increase new business. Meaning that we service a wider range of clients and not just the momentarily active ones. Does that mean we should then work more from the candidate side? 
Employee A:
Yes, this should be the case. 
Sjors:
You have noticed that it is easier to ask selection and recruitment fee’s when looking for higher educated candidates. Companies won’t opt for the option when looking for a production employee in most cases. Does that mean Tempo-Team should maybe look for higher function vacancies when wanting to increase their revenue from recruitment and selection? Or do you then cross-over to Yachts market. Yacht is part of the Randstad Holding group that services clients that seek such candidates. 
Employee B: 
Ah that is hard to answer. There is a certain grey area as to who services which type of vacancies. Perhaps a small company in a small town is looking for a manager. Will Yacht service them? Probably not. So, it all depends on the situation at that time. But yes, it is so that higher roles are easier to sell on recruitment and selection fees.
Additionally, if we do land such a job that Yacht could service better we send that to them. If they managed to service, the client we receive a percentage of their fee. I must say that we do not do this enough. Actively asking clients about vacancies they could service and then sending them to the right Yacht employee. 
Sjors:
Does that count towards your recruitment and selection target? 
Employee B:
Yes, it does
Sjors:
Have you ever received a call from Yacht saying they have a vacancy for you to work on?
Employee C:
No, never. We always send it to yacht. Randstad does the same. But who does Yacht send it to? Randstad or Tempo-Team.  It’s a shame, this could be improved. Probably if you look at the culture of Yacht it resembles that of Randstad more than Tempo-Team. I presume, if they send out vacancies, they would send it to Randstad first. 
Sjors:
Currently you have about 20 vacancies you are yet to fill in. You share this responsibility with your co-sales colleague. How is it to share this responsibility? 
Employee C:
We work well together. I do however think there should be a clearer focus per person. It is easy to think now: “I do not have a candidate that fits, perhaps my colleague will do it”, instead of actively pursuing to find the right match. 
If you are responsible for your own vacancies, you will work harder. That is my opinion.
Beforehand it must be made clear who will work on what vacancy. But having someone that is responsible for the same portfolio also gives good cooperation. When I cannot fill a vacancy, know the right candidate, or be able to help the client in any shape or form, he can take over where needed. For example, if I am not able to come to the office, or when I am sick he can take over. If you have your own focus vacancies and on a regular basis talk to each other about the procedure.
Sjors:
You two share the bonus received that is allocated to filling a recruitment & selection vacancy. Do you believe you will work harder if you had your own vacancies and the bonus would go only to you?
Employee A:
Yes definitely 
Sjors:
Why?
Employee A:
Well if it is your job vacancy that you manage to fill on recruitment and selection base you gain twice as much bonus. Imagine if that recruitment and selection fee is 6000 euros, you will receive 8 % of that on top of your salary instead of 4 %. This makes a big difference. You will work harder if that is the case. 
Sjors:
Does that also mean you will work harder to convince the client to hire on recruitment and selection basis?
Employee B:
Hmm. no, I do not think so. This will only reflect when filling in the vacancies. 
Sjors:
To fill the vacancies, you must speak to candidates. Interview them at the office to know who the candidates are on the market. Currently about five candidates are invited per week. Is this enough or should there be more candidate interviews?
Employee B:
No, I believe this is about right. The more candidates you speak the less focus will be on getting that candidate a job. It also depends what type of candidate you invite. Lower educated candidates that work in the warehouse for example are easier to place and thus should be invited more.  A candidate that is for example a customer service employee will not be that easy to place. You should invite maybe two of those caliber candidates per week. If you invite too many of those candidates, you can also disappoint them if you do not find them a job. 
Sjors:
Currently the Tempo-Team employees are controlled on their KPI’s. These KPI’s cover how many client meetings you have per week, calls with clients, promotion of candidates to clients, etc. What is your view on the KPI’s and do you believe this is in balance?
Employee C:
I think the idea is good. There are allot of algorithms behind the KPI control, so it should be beneficial. It is all based on ratios. It used to be 15 calls per week, and from that you will gain a certain amount of business, and from that you fill in several vacancies. These days its more about promoting candidates to the client. So, the ratios have changed a bit. 
I think if you work 40 hours a week you need to take at least 1 hour per day to make calls to clients. 
Sjors:
Is this done enough when you look at the different offices?
Employee C:
No this is often not done. Why this is the case, I do not know. You hear everyone say, I do not have time for all the calls. However, if you would film the office during the day, only 5 out of 8 hours employees work effectively. 
Sjors:
Good point. It must however be said that in general this is true for the labor force. We as a population do not work effectively the whole work day through. But it does show that there is time to make those calls that are ask for.
Sjors:
So, if tempo-team wants to increase their business they should just conduct more candidate calls? 
Employee A:
No. It is easy to say that if you look at the ratios. it should be a combination of more calls plus looking at the way we call. Being able to get more out of the calls you make. Your calls might be longer if you do them well, but in the long run this will gain you more. 
I can imagine, as a client, you are called maybe 5 times a day by a recruiter from different agencies. Who are they going to give their business to? That is why creating a connection with the company is key to receive that vacancy to work on. 
I notice now that when I know certain decision makers at a company and I ask them if I can assist them in finding candidates for a vacancy they will be more inclined to say yes. If I do not know the company and call them, I really must convince them of my service. 
Sjors:
It has come to my attention that certain registrations of client calls, promoting of candidates etc. are not always registered correctly. Is this since tempo-team employees feel the stress to reach the KPI’s?
Employee A:
Yes, this is true. It happens. During a meeting one evening with the managers we were told that all the KPI’s and registered activities are monitored by the managers. They told us that some activities didn’t make any sense at all. Such as a client meeting with a Chinese takeaway. This activity was of course made up and was not a real activity. So, no need to enter it into the system. You do not only fill the database with information we do not need but also mess with the ratios. If we keep entering such activities the managers will ask us to do even more since the ratio’s do not make sense anymore. The KPI targets will be increased even more. 
This is an important thing to investigate. If the input delivered is actual instead of filled with ‘nonsense activities. 
Same with calls to clients. If a client does not pick up, tempo-team employees should not register a call but rather try it again at another time. Some employees will simply register someone does not pick up the phone. It might seem like they make allot of calls but, these calls have limited input. 
Sjors: 
Is it up to the managers to control this?
Employee B:
No, it’s up to the Tempo-Team employees to act responsible and think before they act. 
Sjors:
Might this be since Tempo-Team works with allot of inexperienced employees, as many people start their careers here and then move on after a couple of years. 
Employee C:
Yes, could be. They have less experience. 
When an office is reaching their targets, the manager will not control the input of the employees. As soon as they do not reach their targets, they will monitor it. They will then as you to deliver more input. It is then easy for the employees to enter in data which might not even be real data. 
I can give an example of a region that does have strict management in terms of registration of inputs. Zeeland has a manager that checks all the registered activities to see if no false information is fed into the system. Perhaps it’s a coincidence, but they perform well. I think this is due to the control the manager has over the employees there. 
Sjors:
So, when the input is good, the results will increase?
Employee C:
Yes. For me personally it’s about quality and not quantity. If you work on the quality, then it will eventually show in the results and consequently less quantity input is demanded by management. 
Sjors:
In terms of communication. Do you sit with your college daily to discuss the planning for the day or week? 
Employee C:
No this is done while it happens. Straight away when we conducted an interview, you will tell your college about the candidate and which steps you will undertake. Or when you have had a meeting how it went. 
But yes, I do think there should be better planning. Even if it is just for 10 minutes at the start of the day and at the end. That way you keep each other sharp as to what to do, and then evaluate how it went. 
Better planning will allow for effective work. 

[bookmark: _Toc534549003][bookmark: _Hlk534472167]3. Finance Results Bergen op Zoom
3.1 Table Financial Data Bergen op Zoom
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3.2 Permanent Recruitment Fee’s Bergen op Zoom
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Figure 16: R&S Fee's per week - Tempo Team Bergen op Zoom (BOZ)

3.3 Profit Margin Bergen op Zoom 
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Figure 17: Profit Margin - Tempo Team Bergen op Zoom (BOZ)
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4.1 Table Financial Data Roosendaal
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4.2 Financial Analysis Roosendaal
Tempo-Team’s office in Roosendaal had a target of 1,828,250.00 euros for 2017 and a profit margin target of 17.3 %. In terms of profit this means the recruiters had to generate on average 35,159.00 euros per week to reach their revenue target for that year. At the end of the year the office achieved a revenue of 1,594,535.00 euros, which is 233,715.00 euros shy of their target. One can view the complete data set in appendix 3. During the first quarter the recruiters were only able to reach the weekly average needed during the last week. In the second quarter they did not obtain the deserved weekly average. The third and fourth quarter saw better results, where the recruiters saw an increase in revenue obtained compared to the first two quarters. Compared to the Bergen op Zoom office their revenue gained is 346,226.00 euros higher. 
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Figure 18: Revenue per week - Tempo Team Roosendaal (RSD)
In terms of permanent recruitment fees, the office generated 45,326.00 euros. During each quarter the recruiters could generate permanent placements with their clients. The result was 18,403.00 euros higher than that of the Bergen op Zoom office. 
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Figure 19: R&S Fee's per week - Tempo Team Roosendaal (RSD)
[image: ]
Figure 20: Profit Margin - Tempo Team Roosendaal (RSD)
The profit margins fluctuated heavily during the year. After the first week the profit margin was up to 43 % after which is declined. In week 12, one can the next spike after which it falls again. From there we see several spikes in week 23, 27, 32, and week 35. Interestingly, the researcher recorded the office’s lowest profit margin point in week 39. The profit margin was only 5.6% of the revenue gained. At the end of the year however the office had an average of 18 % profit margin which secured their yearly target. Compared to the Bergen op Zoom office their average profit margin was 0.4 % lower. 
When considering the revenue and profit margins together one can calculate the nominal profit. 18% of 1,594,535.00 being 287,025.00 euros. This is 62,330.00 euros higher compared to that of the nominal profit of the Bergen op Zoom office. 

[bookmark: _Toc526877571][bookmark: _Toc534549005]5. Finance Results Zevenbergen
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[bookmark: _Toc526877572]5.2 Financial Analysis Zevenbergen
Zevenbergen saw better results compared to that of Bergen op Zoom and Roosendaal. View appendix 4 for further data. In terms of revenue and fees gained from permanent recruitment placements they outperformed their counter parts. Zevenbergen had a revenue target of 1,827,005.00 euros for 2017 and a profit margin target of 20 %. To obtain their yearly revenue target the recruiters had to generate on average 35,135 euros per week. Only in week 1, 17, 21, and 23 this was not reached. Zevenbergen reached a total of 2,317,710.00 euros which is 490,695.00 euros above their target. Additionally, this is 1,069,406.00 euros higher than that of the Bergen op Zoom office. 
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Figure 21: Revenue per week - Tempo Team Zevenbergen (ZBG)
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Figure 22: R&S Fee's per week - Tempo Team Zevenbergen (ZBG)
Nine permanent recruitment fees were booked during 2017. The lowest being 1,000.00 euros and the highest 17,137.00 euros. In total the office generated 61,880.00 euros which is 34,957.00 euros higher that of the Bergen op Zoom office. In all three collected data sets, Zevenbergen outperformed their counterparts. 
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Figure 23: Profit Margin - Tempo Team Zevenbergen (ZVB)
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6.1 Sales activities Data Table 
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6.2 Calls 2017 
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Figure 24: Client calls made per office per quarter
Figure 23 represents the telephone calls made to (un)known clients. The calls that are recorded are calls composed of recruiters approaching the clients on their own accord, or companies which call the recruiters of Tempo-Team. The calls are then registered into Tempo-Team’s CRM system. 
Starting in the first quarter looking right towards the fourth quarter, we can see a downward trend. Less calls have either been made or registered by the recruiters. Zevenbergen registered the most amount of client calls each quarter, whereas Bergen op Zoom recorded the least. This amount recorded by Bergen op Zoom is three times less than that of Zevenbergen throughout the quarters. In Q1, Bergen op Zoom recorded 472 calls versus 1139 calls of Zevenbergen. In Q4 the difference was even larger being 212 calls vs 661 calls. 
Roosendaal remained in-between the two offices, but still recorded twice as much calls compared to Bergen op Zoom.
6.2 Presented CV’s
Presented CV’s are those that are presented to clients without their own consent through either phone calls or during physical meetings with the clients. CV’s that are shared to clients for a job vacancy, that the client has agreed to let the recruiter work on, were not recorded in the data. This being because the job vacancy has already been allocated to the recruiter and thus does not generate new business. By presenting CV’s to clients, the recruiter hopes to be granted the possibility to work on a new job vacancy a client has. Additionally, presenting CV’s to clients that do not have a job vacancy, or the recruiter is not aware that it exists, can lead to new business generation. The client could invite and hire the candidate, which is presented to them, through Tempo-Team even though at that moment there is not a job vacancy open.
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Figure 25: Presented candidates per quarter per Tempo Team office
The ‘presented 2017’ graph showcases the CV’s presented to clients. The Bergen op Zoom office presented three times as much CV’s during Q1, compared to Zevenbergen. Roosendaal however presented the most CV’s during every quarter. In Q2 Roosendaal presented twice as many CV’s compared to Bergen op Zoom and Zevenbergen.  Overall Q1 and Q2 saw higher results in recorded CV’s presented then Q3 and Q4.
6.3 Client Meetings
The next sales activity which was recorded daily, was the number of physical meetings the recruiters had with (un)known clients. Meetings that are recorded may consist of one-on-one meetings planned with clients, unplanned visits of recruiters with clients, and contact moments where a recruiter meets a client. These contact moments can be at an event, gathering etc. When a recruiter visits a client together with another recruiter this is counter as two visits.
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Figure 26: Meetings with clients per quarter per Tempo-Team office
During 2017, Bergen op Zoom’s recruiters visited their clients 395 times, Roosendaal 468 times and Zevenbergen scoring 807 meetings. Again, Bergen op Zoom was at the lower range of the spectrum scoring twice as few meetings as Zevenbergen. During Q3 one can see a reduction of meetings for all the offices. This can be explained by the summer holiday period when client contacts are frequently away. In Q4 the number rises again to adjust for the previous quarter. 
6.4 Job Vacancies
The previous variables should cause for an increase in obtained business. The obtained business is translated into job vacancies which were received from clients by the recruiters. One can view Zevenbergen again scores the most job vacancies in 2017 (409), whereas Bergen op Zoom and Roosendaal score 281 and 243 respectively. In Q1 and Q2 Bergen op Zoom found itself in-between Zevenbergen and Roosendaal but fell short again during the last two quarters. Roosendaal started at the bottom of the spectrum and claimed the 2nd most job vacancies during the last two quarters. 
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Figure 27: Vacancies obtained per quarter per Tempo Team office











[bookmark: _Toc534549007]7. Bergen op Zoom’s clients
7.1 Client Data Table 
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7.2 Client Revenue
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Figure 28: Client revenue Bergen op Zoom Tempo Team’s office

When consulting the data regarding revenue gained per client one can divide the clients into three groups. The large accounts; Axel Christiernsson, Hemi-Winkel-Projektinrichting and Culinair Kommers. Combined they generate 501,000.00 euros in revenue. The 2nd group is compiled of smaller companies where multiple placements have been made. This group consists of Allied Mineral Products, Bouwcenter Logus, Bruynzeel, Koelhuis Dintelmond B.V. up till Bernaards Transport. They generate combined 530,172.00 euros for the Bergen op Zoom recruiters. The last group are companies where single placements have been made in 2017, combining a revenue of 119,906.00 euros.



7.3 Client Profit Margin
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Figure 29: Client Profit Margin Bergen op Zoom Tempo Team’s office
In terms of profit margins, one can spot a different radical change in client ranking. The high revenue generators are now to be found in the middle of the graph, with an average profit margin of 18-20%. AVN Slijpmaterialen BV, Katjang Pedis, and UWV have a 100 % profit margin. All the clients ranked below Stefanini generate revenue at a 18 % or lower profit margin. Mainfreight Logistics even generates a negative profit margin and is costing Tempo-Team income.




7.4 Client Nominal Profit
[image: ]
Figure 30: Client Nominal Profit Bergen op Zoom Tempo-Team's Office
Revenue and profit margins tell half the story. When one combines the two, the researcher can visualize how much profit a company truly generates. In terms of finance one needs revenue and cash flow to be healthy. But for the sake of the research one will solely look at which company generates the most profit for Tempo-Team Bergen op Zoom. 
From the above table one can see that Axel Christiernsson generates the biggest amount of nominal profit in euros (39,726.00 euros). As expected the following companies are from bottom to top; Hemi-Winkel-ProjectInrichting, Allied Mineral Products and Bruynzeel. They do not only generate the most revenue but also the most nominal profit. Culinair Kommers, which was one of the highest revenue generators disappoints, bringing in only 4,672.00 euros in nominal profit
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[bookmark: _Toc534549008]8. Final Data Sheet – Pivot Table
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Company Revenue Margin %
Margin

| Axel Christiernsson 204,433 39726} 19.4%]
Culinair Kommers 153,010] 4672 3.1%|
Hemi Winkel-Projektinrichting 144,225 30337 21.0%]
Allied Mineral Products 74,060 17169) 23.2%]
Bouwcenter Logus Bergen op Zoom 55,984 11941 21.3%]
Insuicon B.V. 46,588 12503 26.8%)
Bruynzeel Keukens. 44,232 13453 30.4%)
Chugoku Paints BV 36,934 7824 21.2%)
Koelhuis Dintelmond B.V. 32,434 9037] 27.9%]
| Stefanini 29,198] 5218 17.9%]
| Total Packaging Productions 28,606} 4385 15.3%)
Microbeton 27,088 5237, 19.3%)
Polygon 24,085 3924 16.3%)
Partner Logistics Bergen op Zoom bv 22,993 3285 14.3%]
Hollandia Structures 21,939 2817] 12.8%]
Mainfreight Logistics Services 21,910 -680} -3.1%]
De Viersprong 18,643 2383 12.8%|
Aliplast 17,608 3566 20.2%]
Bernaards Transport 14,661 4247] 29.0%]
| TransMission Bergen op Zoom BV 13,242 3354 25.3%]
Penske Logistics BV 12,706 1649 13.0%]
Beuken Installatie Groothandel B.V. 11,169 1857] 16.6%)
Veno Cleaning 10,857 2247 20.7%]
Nestaan Holland B.V. 10,395 2931 28.2%]
[ TCC Europe B.V. 9,348 2227 23.8%]
Woonboulevard Poortviiet 7,313 1147] 15.7%)
AVN Slijpmaterialen BV 6,700] 6700] 100.0%|
Lobouw 6,389 1659 26.0%)
Crealis Nederland b.v. 5,702 645 11.3%]
Katjang Pedis PCIB.V. 5,616 5616 100.0%)|
Minnebach Verhuur 4,871 736 15.1%]
Waco BV 3,573 689 19.3%]
Hydrosan 2,308 268 11.6%]
Dingemanse Trucks & Trailers 2,295 315 13.7%]
Administratiekantoor van Daele 2,208 584 26.5%)
CSU Cleaning Services (Food) 2,169 202] 9.3%]
Fujifilm Imaging Products & Solutions BV 1,853 185 10.0%]
Novatex 1,738 348 20.0%]
Stoffels Blejlenberg 1,604 168 10.5%]
mbX B.V. 1,460) 284 19.5%)
[ Tanders mond en tandverzorging 1,438) 304 21.2%)|
ICS Services B.V. 1,217 241 19.8%]
Pellemans Tentenverhuur 1,129 208 18.1%]
CSU Cleaning Services B.V. Hospitality 1,111 121 10.9%]
(Gebouw De Zeeland Bergen op Zoom B.V. 1,024] 274 26.7%)
UWV 55+ Plaatsingsfee 1,000 1000 100.0%)
1SS Cure & Care 908) 39 9.7%]
E.T.S. VOF 795 114] 14.4%]
Cooperatie DELA 706 141 20.0%]
Boz Group BV 176 35) 20.0%)
(CSU Cleaning Services B.V. (Eindhoven) 126 14} 10.9%]

1,151,747] 217,395 18.8%)
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Week Quarter BOZ Employees RSD Employees ZBG Employees Companies BOZ Company Revenue

1 1 2 3 3 Axel Christiernsson 204433.38

2 1 2 3 3 Hemi Winkel-Projektinrichting 144224.57

3 1 2 3 3 Allied Mineral Products 74060.33

4 1 2 3 3 Bruynzeel Keukens 44232.26

5 1 2 3 3 Insulcon B.V. 46587.93

6 1 2 3 3 Bouwcenter Logus Bergen op Zoom 55984.29

7 1 2 3 3 Koelhuis Dintelmond B.V. 32434.36

8 1 2 3 3 Chugoku Paints BV 36933.64

9 1 2 3 3 AVN Slijpmaterialen BV 6700

10 1 2 3 3 Katjang Pedis PCI B.V. 5616

11 1 2 3 3 Microbeton 27085.7

12 1 2 3 3 Stefanini 29197.86

13 1 2 3 3 Culinair Kommers 153010.22

14 2 2 3 3 Total Packaging Productions 28605.59

15 2 2 3 3 Bernaards Transport 14660.99

16 2 2 3 3 Polygon 24054.76

17 2 2 3 3 Allplast 17607.96

18 2 2 3 3 TransMission Bergen op Zoom BV 13242

19 2 2 3 3 Partner Logistics Bergen op Zoom bv 22992.58

20 2 2 3 3 Nestaan Holland B.V. 10395.24

21 2 2 3 3 Hollandia Structures 21939.06

22 2 2 3 3 De Viersprong 18642.97

23 2 2 3 3 Veno Cleaning 10856.91

24 2 2 3 3 TCC Europe B.V. 9347.96

25 2 2 3 3 Beuken Installatie Groothandel B.V. 11168.76

26 2 2 3 3 Lobouw 6389.07

27 3 2 3 3 Penske Logistics BV 12706.39

28 3 2 3 3 Woonboulevard Poortvliet 7312.84

29 3 2 3 3 UWV 55+ Plaatsingsfee 1000

30 3 2 3 3 Minnebach Verhuur 4871.2

31 3 2 3 3 Waco BV 3573.33

32 3 2 3 3 Crealis Nederland b.v. 5702.08

33 3 2 3 3 Administratiekantoor van Daele 2208

34 3 2 3 3 Novatex 1738

35 3 2 3 3 Dingemanse Trucks & Trailers 2294.61

36 3 2 3 3 Tanders mond en tandverzorging 1437.65

37 3 2 3 3 mbX B.V. 1460.34

38 3 2 3 3 Gebouw De Zeeland Bergen op Zoom B.V. 1024.4

39 3 2 3 3 Hydrosan 2308.22

40 4 2 3 3 ICS Services B.V. 1217.28

41 4 2 3 3 Pellemans Tentenverhuur 1128.98

42 4 2 3 3 CSU Cleaning Services (Food) 2168.94

43 4 2 3 3 Fujifilm Imaging Products & Solutions BV 1853.38

44 4 2 3 3 Stoffels Bleijenberg 1603.74

45 4 2 3 3 Cooperatie DELA 705.74

46 4 2 3 3 CSU Cleaning Services B.V. Hospitality 1110.93

47 4 2 3 3 E.T.S. VOF 795.48

48 4 2 3 3 ISS Cure & Care 908.26

49 4 2 3 3 Boz Group BV 176

50 4 2 3 3 CSU Cleaning Services B.V. (Eindhoven) 126.36

51 4 2 3 3 Mainfreight Logistics Services 21910.09

52 4 2 3 3
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BOZ Companies Profit Margin BOZ Company Nominal Margin BOZ Calls BOZ Presented BOZ Meeting BOZ Vacancies RSD Calls

19.43% 39725.71 34 15 7 9 93

21.03% 30336.86 34 38 1 6 70

23.18% 17169.04 29 12 5 4 86

30.43% 13458.36 31 28 8 6 71

26.84% 12502.91 31 40 2 7 67

21.33% 11940.61 40 20 19 9 75

27.86% 9036.72 52 22 11 5 81

21.18% 7823.77 39 10 7 4 45

100.00% 6700 14 26 7 4 56

100.00% 5616 26 49 19 3 48

19.33% 5236.86 55 45 8 5 71

17.87% 5218.33 54 33 12 5 64

3.05% 4671.63 33 18 6 6 55

15.33% 4384.56 42 49 42 5 43

28.97% 4246.9 37 17 23 6 42

16.31% 3923.93 25 8 1 14 83

20.25% 3565.51 8 6 16 2 42

25.33% 3354.09 29 36 6 5 35

14.29% 3285.01 19 7 23 57

28.19% 2930.65 18 14 2 7 51

12.84% 2816.9 33 22 5 66

12.78% 2383.24 41 27 7 16 81

20.70% 2247 36 30 27 2 46

23.83% 2227.47 28 22 14 8 83

16.62% 1856.53 26 9 10 6 58

25.96% 1658.72 25 10 4 1 43

12.98% 1649.23 16 11 7 56

15.68% 1146.91 50 13 7 3 60

100.00% 1000 24 8 2 48

15.12% 736.33 19 3 5 3 47

19.29% 689.47 4 4 25

11.31% 644.94 17 12 2 8 45

26.47% 584.43 7 6 4 43

20.01% 347.85 18 10 6 6 19

13.71% 314.59 17 6 4 45

21.17% 304.36 19 18 22 5 35

19.45% 284.06 35 11 8 35

26.70% 273.54 40 26 7 5 57

11.62% 268.12 24 18 2 12 63

19.78% 240.8 21 10 2 64

18.13% 204.74 44 12 2 44

9.33% 202.26 22 4 26 5 39

9.98% 184.88 10 29 2 1 35

10.49% 168.26 49 16 6 3 45

20.01% 141.25 15 11 6 3 53

10.88% 120.88 4 8 11 50

14.36% 114.23 12 25 3 7 23

9.75% 88.54 24 7 7 3 34

20.02% 35.23 11 10 20 29

10.88% 13.75 31

-3.11% -680.5 31

31
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RSD Presented RSD Meeting RSD Vacancies ZBG Calls ZBG Presented  ZBG Meetings ZBG Vacancies BOZ Revenue

37 14 5 57 4 10 12 € 25,661.00

68 27 2 70 4 22 6 € 26,232.00

73 10 6 98 8 19 12 € 34,421.00

41 14 2 90 4 17 10 € 33,439.00

33 2 4 89 8 17 9 € 29,107.00

13 12 2 84 13 17 8 € 22,449.00

8 14 2 68 5 27 9 € 28,046.00

10 12 4 89 8 19 8 € 21,893.00

17 11 3 98 16 22 16 € 29,442.00

37 20 1 92 8 27 12 € 29,042.00

23 8 3 108 3 18 5 € 25,886.00

20 9 2 86 12 26 7 € 19,396.00

18 1 9 110 20 11 3 € 19,831.00

69 29 4 82 23 44 11 € 22,897.00

14 15 4 84 21 59 15 € 21,998.00

67 4 3 85 5 8 3 € 18,694.00

46 6 4 55 28 4 8 € 13,590.00

45 6 4 69 10 9 12 € 24,340.00

13 1 4 125 18 7 6 € 26,876.00

61 15 1 116 29 21 16 € 28,316.00

27 4 6 87 12 6 6 € 13,684.00

82 15 9 69 15 17 16 € 24,425.00

27 23 9 77 5 29 9 € 14,298.00

25 16 8 72 11 7 5 € 23,535.00

37 14 5 77 9 4 € 21,045.00

39 8 69 19 21 7 € 22,268.00

53 9 1 51 11 10 8 € 30,383.00

30 9 7 51 23 7 5 € 25,081.00

25 8 3 41 20 16 16 € 23,518.00

18 11 3 28 16 12 9 € 34,708.00

14 19 13 59 17 8 6 € 24,455.00

26 1 9 44 14 20 7 € 19,663.00

18 1 1 24 8 2 6 € 27,196.00

12 8 57 6 8 19 € 24,333.00

18 5 12 69 19 7 14 € 18,230.00

29 26 4 68 16 14 8 € 23,812.00

8 11 32 6 10 2 € 22,127.00

25 7 10 66 9 5 3 € 23,547.00

5 6 6 59 19 6 7 € 24,197.00

11 17 2 54 17 4 3 € 26,823.00

26 2 73 10 4 8 € 24,986.00

17 3 4 38 19 18 3 € 28,775.00

23 1 6 85 41 7 7 € 26,917.00

13 5 2 89 16 9 12 € 21,312.00

16 9 7 65 16 6 13 € 24,176.00

5 1 8 51 7 23 4 € 20,090.00

19 1 5 35 10 30 4 € 19,738.00

11 9 5 40 3 59 2 € 19,397.00

10 7 4 56 8 22 5 € 24,115.00

10 1 6 75 11 16 3 € 23,459.00

10 1 6 75 11 16 3 € 23,000.00

10 1 6 75 11 16 3 € 23,000.00
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BOZ Revenue Perm BOZ Margin RSD Revenue  RSD Revenue Perm RSD Margin ZBG Revenue ZBG Revenue Perm ZBG Margin

€ 5,800 35% € 33,880.00 € 11,100 43% € 21,762.00 20%

18.6% € 23,198.00 17.9% € 42,078.00 15.10%

18.3% € 19,882.00 16.2% € 43,342.00 14.40%

19.2% € 22,058.00 15.2% € 43,283.00 14.20%

16.9% € 21,951.00 15.5% € 42,240.00 15.40%

17.4% € 21,821.00 14.4% € 49,810.00 15%

16.3% € 22,386.00 13.4% € 41,640.00 17.60%

15.6% € 19,212.00 15.7% € 47,032.00 12.60%

18.7% € 21,175.00 14.8% € 46,124.00 16.40%

€ 2,200 22.8% € 33,587.00 16.0% € 50,038.00 € 3,000 19.80%

18.1% € 28,061.00 15.0% € 47,172.00 16%

16.9% € 32,253.00 € 6,350 31.4% € 43,782.00 15.60%

14.4% € 38,353.00 € 4,582 23.3% € 51,204.00 € 6,800 27.40%

17.4% € 31,744.00 16.2% € 46,559.00 17.70%

16.0% € 28,361.00 16.6% € 47,438.00 € 2,333 21.10%

16.9% € 27,619.00 16.0% € 36,748.00 € 4,432 26.30%

15.9% € 28,823.00 16.2% € 32,772.00 16.20%

17.0% € 32,640.00 16.3% € 39,519.00 11.50%

17.8% € 28,220.00 16.7% € 45,744.00 € 2,333 19.80%

21.0% € 23,796.00 14.7% € 41,968.00 15.90%

16.8% € 23,756.00 16.9% € 31,170.00 16.20%

17.4% € 22,269.00 18.7% € 44,916.00 17.80%

16.2% € 30,653.00 € 4,698 28.2% € 32,607.00 16.80%

17.8% € 28,341.00 16.0% € 40,782.00 17%

15.4% € 28,359.00 17.6% € 43,533.00 16.30%

15.4% € 31,367.00 16.3% € 53,495.00 € 4,395 25.70%

€ 11,884 47.6% € 35,133.00 € 7,371 33.7% € 48,105.00 20.10%

17.4% € 29,623.00 23.6% € 46,751.00 18.10%

16.5% € 31,438.00 17.2% € 48,695.00 17.30%

€ 1,423 17.1% € 31,749.00 17.2% € 45,631.00 19.60%

15.8% € 35,149.00 14.8% € 44,232.00 18.40%

16.2% € 35,253.00 € 2,408 21.8% € 41,603.00 16.10%

17.5% € 29,630.00 17.5% € 43,550.00 18.40%

17.3% € 27,620.00 16.5% € 41,546.00 20.40%

16.5% € 33,964.00 € 5,307 29.0% € 63,117.00 14.20%

17.3% € 32,643.00 14.7% € 47,018.00 18.40%

17.0% € 32,643.00 13.3% € 50,902.00 € 8,165 28%

18.1% € 32,348.00 15.2% € 48,040.00 € 5,564 26.20%

16.8% € 31,339.00 € -3,515 5.6% € 38,080.00 17.30%

18.2% € 34,153.00 16.2% € 46,394.00 € 1,000 18.50%

16.5% € 37,334.00 15.9% € 45,672.00 16.60%

€ 5,616 32.2% € 49,099.00 € 2,943 19.3% € 42,356.00 12.50%

18.5% € 38,888.00 € 4,082 24.4% € 40,081.00 17.40%

17.1% € 40,077.00 15.3% € 51,301.00 € 6,221 27.60%

16.5% € 37,557.00 16.7% € 44,159.00 18.10%

14.6% € 30,992.00 16.1% € 43,256.00 17.40%

18.3% € 34,434.00 15.9% € 44,897.00 18.60%

16.4% € 38,833.00 16.3% € 47,493.00 15%

16.0% € 39,038.00 16.4% € 63,429.00 € 17,137 40%

15.7% € 29,833.00 16.0% € 41,644.00 € 500 14.20%

18.0% € 30,000.00 16.0% € 45,000.00 15%

18.0% € 32,000.00 16.0% € 48,000.00 16%


image41.emf
BOZ Revenue Per call per FTE RSD Revenue Per call per FTE ZBG Revenue Per call Per FTE BOZ Calls per Meeting RSD Calls per Meeting ZBG Calls per Meeting

377.3676471 121.4336918 127.2631579 4.857142857 6.642857143 5.7

385.7647059 110.4666667 200.3714286 34 2.592592593 3.181818182

593.4655172 77.0620155 147.4217687 5.8 8.6 5.157894737

539.3387097 103.5586854 160.3074074 3.875 5.071428571 5.294117647

469.4677419 109.2089552 158.2022472 15.5 33.5 5.235294118

280.6125 96.98222222 197.6587302 2.105263158 6.25 4.941176471

269.6730769 92.12345679 204.1176471 4.727272727 5.785714286 2.518518519

280.6794872 142.3111111 176.1498127 5.571428571 3.75 4.684210526

1051.5 126.0416667 156.8843537 2 5.090909091 4.454545455

558.5 233.2430556 181.2971014 1.368421053 2.4 3.407407407

235.3272727 131.741784 145.5925926 6.875 8.875 6

179.5925926 167.984375 169.6976744 4.5 7.111111111 3.307692308

300.469697 232.4424242 155.1636364 5.5 55 10

272.5833333 246.0775194 189.2642276 1 1.482758621 1.863636364

297.2702703 225.0873016 188.2460317 1.608695652 2.8 1.423728814

373.88 110.9196787 144.1098039 25 20.75 10.625

849.375 228.7539683 198.6181818 0.5 7 13.75

419.6551724 310.8571429 190.9130435 4.833333333 5.833333333 7.666666667

707.2631579 165.0292398 121.984 0 57 17.85714286

786.5555556 155.5294118 120.5977011 9 3.4 5.523809524

207.3333333 119.979798 119.4252874 0 16.5 14.5

297.8658537 91.64197531 216.9855072 5.857142857 5.4 4.058823529

198.5833333 222.1231884 141.1558442 1.333333333 2 2.655172414

420.2678571 113.8192771 188.8055556 2 5.1875 10.28571429

404.7115385 162.9827586 188.4545455 2.6 4.142857143 0

445.36 243.1550388 258.4299517 6.25 5.375 3.285714286

949.46875 209.125 314.4117647 0 6.222222222 5.1

250.81 164.5722222 305.5620915 7.142857143 6.666666667 7.285714286

489.9583333 218.3194444 395.8943089 0 6 2.5625

913.3684211 225.1702128 543.2261905 3.8 4.272727273 2.333333333

3056.875 468.6533333 249.8983051 0 1.315789474 7.375

578.3235294 261.1333333 315.1742424 8.5 45 2.2

1942.571429 229.6899225 604.8611111 0 43 12

675.9166667 484.5614035 242.9590643 3 0 7.125

536.1764706 251.5851852 304.9130435 0 9 9.857142857

626.6315789 310.8857143 230.4803922 0.863636364 1.346153846 4.857142857

316.1 310.8857143 530.2291667 0 0 3.2

294.3375 189.1695906 242.6262626 5.714285714 8.142857143 13.2

504.1041667 165.8148148 215.1412429 12 10.5 9.833333333

638.6428571 177.8802083 286.382716 0 3.764705882 13.5

283.9318182 282.8333333 208.5479452 22 22 18.25

653.9772727 419.6495726 371.5438596 0.846153846 13 2.111111111

1345.85 370.3619048 157.1803922 5 35 12.14285714

217.4693878 296.8666667 192.1385768 8.166666667 9 9.888888889

805.8666667 236.2075472 226.4564103 2.5 5.888888889 10.83333333

2511.25 206.6133333 282.7189542 0.5 50 2.217391304

822.4166667 499.0434783 427.5904762 4 23 1.166666667

404.1041667 380.7156863 395.775 3.428571429 3.777777778 0.677966102

1096.136364 448.7126437 377.5535714 0.55 4.142857143 2.545454545

0 320.7849462 185.0844444 0 31 4.6875

0 322.5806452 200 0 31 4.6875

0 344.0860215 213.3333333 0 31 4.6875
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56 144 71 458.2321429 235.2777778 8981.35

73 165 96 359.3424658 140.5939394 438.3125 4879.152

46 169 125 748.2826087 117.6449704 346.736 6299.043

67 126 111 499.0895522 175.0634921 389.9369369 6420.288

73 102 114 398.7260274 215.2058824 370.5263158 4919.083

79 100 114 284.164557 218.21 436.9298246 3906.126

85 103 100 329.9529412 217.3398058 416.4 4571.498

56 67 116 390.9464286 286.7462687 405.4482759 3415.308

47 84 136 626.4255319 252.0833333 339.1470588 5505.654

94 105 127 308.9574468 319.8761905 394 6621.576

108 102 129 239.6851852 275.1078431 365.6744186 4685.366

99 93 124 195.9191919 346.8064516 353.0806452 3277.924

57 74 141 347.9122807 518.2837838 363.1489362 2855.664

133 141 149 172.1578947 225.1347518 312.4765101 3984.078

77 71 164 285.6883117 399.4507042 289.2560976 3519.68

34 154 98 549.8235294 179.3441558 374.9795918 3159.286

30 94 87 453 306.6276596 376.6896552 2160.81

71 86 88 342.8169014 379.5348837 449.0795455 4137.8

26 71 150 1033.692308 397.4647887 304.96 4783.928

34 127 166 832.8235294 187.3700787 252.8192771 5946.36

55 97 105 248.8 244.9072165 296.8571429 2298.912

75 178 101 325.6666667 125.1067416 444.7128713 4249.95

93 96 111 153.7419355 319.3020833 293.7567568 2316.276

64 124 90 367.734375 228.5564516 453.1333333 4189.23

45 109 86 467.6666667 260.1743119 506.1976744 3240.93

39 90 109 570.974359 348.5222222 490.7798165 3429.272

27 118 72 1125.296296 297.7372881 668.125 14462.308

70 99 81 358.3 299.2222222 577.1728395 4364.094

32 81 77 734.9375 388.1234568 632.4025974 3880.47

27 76 56 1285.481481 417.75 814.8392857 5935.068

8 58 84 3056.875 606.0172414 526.5714286 3863.89

31 72 78 634.2903226 489.625 533.3717949 3185.406

13 62 34 2092 477.9032258 1280.882353 4759.3

34 31 71 715.6764706 890.9677419 585.1549296 4209.609

23 68 95 792.6086957 499.4705882 664.3894737 3007.95

59 90 98 403.5932203 362.7 479.7755102 4119.476

46 43 48 481.0217391 759.1395349 1060.458333 3761.59

73 89 80 322.5616438 363.4606742 600.5 4262.007

44 74 84 549.9318182 423.5 453.3333333 4065.096

31 92 75 865.2580645 371.2282609 618.5866667 4881.786

58 72 87 430.7931034 518.5277778 524.9655172 4122.69

52 59 75 553.3653846 832.1864407 564.7466667 9265.55

41 59 133 656.5121951 659.1186441 301.3609023 4979.645

71 63 114 300.1690141 636.1428571 450.0087719 3644.352

32 78 87 755.5 481.5 507.5747126 3989.04

12 56 81 1674.166667 553.4285714 534.0246914 2933.14

40 43 75 493.45 800.7906977 598.6266667 3612.054

38 54 102 510.4473684 719.1296296 465.6176471 3181.108

41 46 86 588.1707317 848.6521739 737.5465116 3858.4

0 42 102 0 710.3095238 408.2745098 3683.063

0 42 102 0 714.2857143 441.1764706 4140

0 42 102 0 761.9047619 470.5882353 4140
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RSD Nominal Profit ZBG Nominal Profit BOZ Sales Activities per vacancy RSD Sales Activities per vacancy ZBG Sales Activities per vacancy

14432.88 4352.4 6.222222222 28.8 5.916666667

4152.442 6353.778 12.16666667 82.5 16

3220.884 6241.248 11.5 28.16666667 10.41666667

3352.816 6146.186 11.16666667 63 11.1

3402.405 6504.96 10.42857143 25.5 12.66666667

3142.224 7471.5 8.777777778 50 14.25

2999.724 7328.64 17 51.5 11.11111111

3016.284 5926.032 14 16.75 14.5

3133.9 7564.336 11.75 28 8.5

5373.92 9907.524 31.33333333 105 10.58333333

4209.15 7547.52 21.6 34 25.8

10127.442 6829.992 19.8 46.5 17.71428571

8936.249 14029.896 9.5 8.222222222 47

5142.528 8240.943 26.6 35.25 13.54545455

4707.926 10009.418 12.83333333 17.75 10.93333333

4419.04 9664.724 2.428571429 51.33333333 32.66666667

4669.326 5309.064 15 23.5 10.875

5320.32 4544.685 14.2 21.5 7.333333333

4712.74 9057.312 1.130434783 17.75 25

3498.012 6672.912 4.857142857 127 10.375

4014.764 5049.54 11 16.16666667 17.5

4164.303 7995.048 4.6875 19.77777778 6.3125

8644.146 5477.976 46.5 10.66666667 12.33333333

4534.56 6932.94 8 15.5 18

4991.184 7095.879 7.5 21.8 21.5

5112.821 13748.215 39 0 15.57142857

11839.821 9669.105 3.857142857 118 9

6991.028 8461.931 23.33333333 14.14285714 16.2

5407.336 8424.235 16 27 4.8125

5460.828 8943.676 9 25.33333333 6.222222222

5202.052 8138.688 0 4.461538462 14

7685.154 6698.083 3.875 8 11.14285714

5185.25 8013.2 3.25 62 5.666666667

4557.3 8475.384 5.666666667 3.875 3.736842105

9849.56 8962.614 5.75 5.666666667 6.785714286

4798.521 8651.312 11.8 22.5 12.25

4341.519 14252.56 5.75 3.909090909 24

4916.896 12586.48 14.6 8.9 26.66666667

1754.984 6587.84 3.666666667 12.33333333 12

5532.786 8582.89 15.5 46 25

5936.106 7581.552 0 0 10.875

9476.107 5294.5 10.4 14.75 25

9488.672 6974.094 41 9.833333333 19

6131.781 14159.076 23.66666667 31.5 9.5

6272.019 7992.779 10.66666667 11.14285714 6.692307692

4989.712 7526.544 1.090909091 7 20.25

5475.006 8350.842 5.714285714 8.6 18.75

6329.779 7123.95 12.66666667 10.8 51

6402.232 25371.6 0 11.5 17.2

4773.28 5913.448 0 7 34

4800 6750 0 7 34

5120 7680 0 7 34
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Company Name RevenueProfit MarginsBrand AssociationEase to work with Total

Hemi Winkel-Projektinrichting 7 5 7 7 26

Allied Mineral Products 6 5 6 7 24

Chugoku Paints BV 6 5 7 6 24

Axel Christiernsson 7 4 6 6 23

Koelhuis Dintelmond B.V. 6 6 3 7 22

Bouwcenter Logus Bergen op Zoom 6 5 5 6 22

Insulcon B.V. 6 6 6 4 22

Bernaards Transport 5 6 4 7 22

Bruynzeel Keukens 6 6 7 2 21

AVN Slijpmaterialen BV 3 7 5 6 21

Katjang Pedis PCI B.V. 3 7 5 6 21

TransMission Bergen op Zoom BV 4 6 5 5 20

Microbeton 6 4 5 4 19

Polygon 5 4 4 6 19

Nestaan Holland B.V. 4 6 5 4 19

Stefanini 6 4 3 5 18

De Viersprong 5 2 7 4 18

Penske Logistics BV 4 2 7 5 18

Total Packaging Productions 6 4 2 5 17

Boz Group BV 1 5 6 5 17

Partner Logistics Bergen op Zoom bv 5 3 4 4 16

Allplast 5 5 4 2 16

Hollandia Structures 5 2 5 4 16

Beuken Installatie Groothandel B.V. 4 4 4 4 16

Crealis Nederland b.v. 3 2 5 6 16

Lobouw 3 6 3 4 16

Culinair Kommers 7 1 2 5 15

Veno Cleaning 4 5 1 5 15

TCC Europe B.V. 3 5 3 4 15

Woonboulevard Poortvliet 3 4 5 2 14

Novatex 1 5 4 4 14

Waco BV 2 4 4 3 13

Hydrosan 2 2 4 5 13

mbX B.V. 1 4 4 4 13

Administratiekantoor van Daele 2 6 1 3 12

Tanders mond en tandverzorging 1 5 2 4 12

Stoffels Bleijenberg 1 2 2 6 11

Gebouw De Zeeland Bergen op Zoom B.V. 1 6 2 2 11

Minnebach Verhuur 2 3 1 4 10

Fujifilm Imaging Products & Solutions BV 1 1 3 5 10

Cooperatie DELA 1 5 2 2 10

ICS Services B.V. 1 4 1 3 9

Pellemans Tentenverhuur 1 4 1 3 9

E.T.S. VOF 1 3 1 3 8

Mainfreight Logistics Services 4 1 1 1 7

CSU Cleaning Services (Food) 2 1 1 3 7

Dingemanse Trucks & Trailers 2 3 1 1 7

CSU Cleaning Services B.V. (Eindhoven) 1 2 1 3 7

CSU Cleaning Services B.V. Hospitality 1 2 1 3 7

ISS Cure & Care 1 1 1 2 5
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