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Moneyball: The Art Of 
Winning An Unfair Game 

A 2004 bestseller book by Michael Lewis and a 2011 
blockbuster movie starring Brad Pitt and Jonah Hill, 
Moneyball is the true story of how the 2002 Oakland 
Athletics baseball team became a competitive and 
playoff-bound professional baseball team by bringing 
on players who, based on metrics or statistics, were 
undervalued. The team’s budgeted payroll of $41  
million was no competition for that of teams like the 
New York Yankees, whose team payroll was over $125 
million.  Any layman who had to make a guess would 
say that the Oakland A’s had NO WAY of competing 
against teams working with as much as 3x the money 
to spend on talent. It’s like David against Goliath. How 
could they even be close to competitive?

In order to prove conventional wisdom wrong and 
build a competitive team, the A’s considered the science 
behind the game – the metrics or the statistics of each 
player – and compared them to the pay each were get-

ting. First, they cal-
culated what their  
organization had 
to accomplish in 
order to guar-
antee a spot in 
the playoffs. They 
would have to 
win 99 games 
of the total 162 
games in the reg-
ular season, which 

translated to a 61.1% win 
percentage. Then they looked 
at each player’s performance 
in relation to their offensive 
skills (on-base percentage, 
runs batted in) and their  
defensive skills (pitching and 
fielding) and calculated what 
their salary should be based 
on the right metrics alone. They then brought on 
those individuals that met their criteria and were not  
overvalued in the market.

In short, the Oakland A’s were able to put together 
a playoff-caliber baseball team with the third lowest  
salary in Major League Baseball. Because of them,  
today professional baseball organizations hire statistical  
analysts to review the numbers, helping their teams 
bring on the right players to win.  What’s the lesson? 

Using the science behind the game,  
you can defy conventional wisdom. 
Can you take an average player and 
transform them into a superstar? 

Many times ― YES! By paying  
attention to the Recruiting Analytics 
and the Quantum Leap Theorems, 
we will prove that you can get 
extraordinary results with every 
player by studying and implementing 
the science behind the game ― 
without working harder.
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Managing a recruiting team 
today is not unlike that of managing a Major League 
Baseball team. The tenured manager understands how 
to get rookies and veterans off to a good start at the 
beginning of the year by developing the proper habits 
to achieve big-league success. Once a rookie becomes 
seasoned, the focus shifts on the critical skills for  
success that continue to be developed based on specific 
achievements, or lack thereof. How can you tell when 
one player is doing well and another is struggling and 
needs some attention? It is often not initially apparent, 
but eventually shows up in the results. The outcome  
itself, however, may not provide an explanation and true 
understanding of the variables necessary to evaluate 
the stats: the times at bat, the averages, the ERA, the 
on-base percentages, and so on. Yes, the true answer 
lies in the analytics. For recruiters, we refer to these as  
Recruiting Analytics or Metrics.  

The Results Speak for  
Themselves
When managers embrace analytics the right way, the 
manager becomes viewed as an empowering coach, 
as opposed to a “big brother” looking over each  
employee’s shoulder to ensure they are working.  The 
pressure to achieve and stress levels change from  
distress (bad) to eustress (good!), and the environment 
shifts to a performance-based culture.  

When teams and individual billers focus on recruiting 
analytics the right way, a magical shift happens that includes 
an increase in individual accountability, a culture focused 
on performance, more fun and excitement in a career 
in recruiting, as well as increases in billings.  

By using and managing the right recruiting analytics, 
most offices experience rookies coming up to speed 
50% faster, and tenured billers who make slight changes 

in skillsets that net quantum leaps in results.  

Our goal is to get YOU on that path. But first we 
need to have a baseline understanding of the principles, 
rules, and individual components of analytics that  
effect everyone’s performance.

In the following pages, we will take a deep dive into 
what recruiting analytics are, the industry best practices, 
owner/manager best practices, and team and individual 
contributor improvements.   

The Components and Principles 
of Recruiting Analytics
There are a few things that directly contribute to success 
in managing yourself or a team using analytics.  

Let us start with the Principles. 

Setting Goals and Achieving Them

One of the most 
basic but most 
crucial functions 
of any success-
ful utilization of  
analytics is the 
ability to set a 
goal and achieve it.  
Human beings as  
a species have  
almost unlimit-
ed potential. If 
you consider the  
progress made 
by humankind in our relatively brief history, it is 
mind-boggling. Just in the technology realm in the last 
150 years, we’ve seen technological advancements 
like combustion engines, a man on the moon, genome 

JonathanBartos.com

“If you want to be happy, 
set a goal that commands 
your thoughts, liberates 
your energy and inspires 

your hopes.”

-  A N D R E W  C A R N E G I E
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theory, the Internet, electric ve-
hicles, the Hyper Loop Transport, 
and artificial intelligence. In the 
150 years prior, the best tech-
nology inventions included the 

steam locomotive, rubber, photography and the fire  
extinguisher. Most individuals fail to realize the extent 
of what has been accomplished by mankind.  And  
heading into the next 150 years, our progress and 
achievement will continue at this pace or faster, both 
as individuals as well as a human species.  

In sports, we are always setting new records with  
improved speed, strength, and technique – each and  
every year.  We have an unlimited ability to achieve and 
are now just scratching the surface. In the 2018 Winter 
Olympics alone, over fifty Olympic and World Records 
were set. No previous athletes had ever achieved that 
level of performance – times, scores, records, or marks 
– in those events. This type of achievement is not new – 
we have been seeking to excel beyond our predecessors 
since the beginning of sport being measured.

The same is true for YOU. You have the ability to 
achieve whatever your heart desires. Following  
recruiting analytics best practices, in its most basic 
form, means setting goals and achieving them. With 
the right analytics there is no guesswork. You will 
know exactly where you stand and exactly what needs  
to be done to get you to that goal. Then, you  
simply repeat. 

The Principle of Critical Mass

For someone to become successful at anything, 
there must be sufficient volume of activity. If you 
are a baseball player, you need to play. You need 
to get at-bats, shag enough balls, or pitch enough  

pitches to get better and to have a chance for  
success. If you are a pilot of an airplane, you need 
to log flight hours and when you’re ready for  
takeoff, you need to get enough speed to create lift. 
High volume of activity is critical for someone to be  
successful at any pursuit. One might define the Prin-
ciple of Critical Mass like this: the point of critical mass 
is the point at which someone reaches enough volume of 
activity to be successful. 

There is only one problem. Required volume of  
activity changes greatly depending on your current 
level of proficiency. If you are one of the world’s best, 
you can get by with less activity. If you are new and 
not yet proficient, you need much more volume. To 
reach the point of critical mass, the amount of activity 
needed is in direct proportion to your effectiveness.  

The Principle of Incremental Increase

Regardless of the activity, there 
can always be more volume. 
You can always make more 
calls, have more phone time, 
or even get more send-outs. 
The Principle of Incremental In-
crease says that if you put an  
additional 10% of effort into 
something, generally you may see  
an additional 10% in return. Of course, if you are putting 
10% more effort into things that do not relate to 
what your objective is, all bets are off.  As long as you 
are doing the right things that lead to success – if you 
put in a certain degree more effort or activity, you can 
expect  a roughly similar degree of increase in results.   

But beware: adding more volume of activity toward 
a goal does not necessarily mean you will get the 
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same results in return continually. If you worked 
an 8-hour day full of activity, then changed to a 12-
hour day packed with activity, you may see a 50%  
increase in results due to 50% more quality activity or 
volume. But if you went to a 24-hour workday, versus 
a 12-hour day, you would not necessarily see double 
the results. The reason being is that due to an exceeding 
amount of volume, the quality of work done would  
decrease significantly due to factors such as exhaustion, 
stress, and loss of focus.   

Activities, Results, Ratios, 
and the Quantum Leap  
Theorems

Activity Performance Analytics

PRE-SEASON CONDITIONING: When a newbie 
comes to play in the recruiting arena, a good manager 
knows that the first focus has to be on getting his  
player’s “at bats.” In baseball, an “at bat” is the only 
chance a player has to get a hit…there’s no shortcut. 
The more “at bats” they will have, the better chance 
they will have of success. The tenured recruiting manager 
knows that his first job is to get his rookies “at bats” 
by getting them on the phone. If the new recruiter 
does not get enough “at bats,” they will fail. Contrary 
to widely held belief, even with today’s social media, 
resume grabbers, aggregators, spider engines, job board 
alerts, and much more at our fingertips—recruiting is 
still a phone business. Developing the habit of being 
on the phone—and rarely off the phone—is a critical  
objective in the first 90 days for all inexperienced players. 
This conditioning must take place to develop the habits  
necessary for success in recruiting. Managers must also 
institute minimum expectation levels on the critical  
activity metrics that lead to recruiting success.

The focus must first be on achieving these activity 
metric goals before moving on to the ratios. 

What are the Activity Performance  
Analytics?

Number of Connections, Calls, Conversations, and 
Market Connect Time Per Day

Managers know that if they can focus their team on the 
Pareto Principle (the top 20% of activities achieve 80% 
of the results), they will see huge returns. The most suc-
cessful players in the recruiting industry (the top 10%) 
average between 3.5 and 5.0 hours of phone time each 
day – the true average being closer to 4.0 hours. Many 
players come and go in recruiting; the ones that average 
enough connect time are the ones that stay in the big 
leagues and have the ability to continue to improve their 
game. The ones who don’t, however, usu-
ally end up a casualty of the game – most 
having to find a new career.  

Being a new player in the field of re-
cruiting and logging four hours of mar-
ket connect time daily seems, initially, to 
be an insurmountable task. This is not 
as easy as it sounds and goes back to 
the conditioning process and the crit-
ical metric of number of calls per day. The first goal a 
manager should give a rookie is to develop an effec-
tive plan to make a MINIMUM number of calls per day. 
There are three key items here: 1) an effective plan, 2) 
a well-executed plan, and 3) the word minimum.

I was at an industry conference in October 2017 
and I can’t tell you how many times I heard from the 
group…“There is no way I can make that many calls per 
day. You have to source, do the research, find the numbers 
then make the call and have quality conversations – all in 
about 8 hours? Impossible!”
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I am sure that many of you reading this are thinking the 
same thing. The truth of the matter is that most of the 
recruiting industry struggles with this concept, and it’s 
one of the main reasons why nine out of ten people 
don’t make it through their first year as a recruiter.  Yes, 
it would be difficult to do the sourcing, research, and 
make calls at the same time. This is where the “effective 
planning” comes in.  A good manager understands this 
and ensures that at the end of the day, his team spends 
the time needed to develop an effective plan that  
allows for a minimum of 80 calls to be made the next 
day. Typically, managers focus the team on planning for 
the following day’s recruiting at the end of the day 
around 4:00 pm. This means everyone gets off the 
phone and works to prepare a solid call list, making 
sure they have an effective plan for over 80 calls the 
next day.  Most successful recruiters have 100-125 calls 
ready before they show up for work the next day.  

Verification and research is done during this end-of-
day time as well. When a recruiter tries to create the 
plan and research while recruiting, the day ends up 
completely unproductive. When effective planning is 
utilized, and the call numbers reach over 80 calls per 
day consistently, the next thing a manager should do 
is to focus on market connect time, the second key 
activity metric. It is quite normal for a new recruiter 
to make lots of calls, often have inferior quality con-
versations, and see very little results. Just as rookie 
athletes develop their stats as they get more experi-
ence, the same holds true for new hires. The better 
the planning and consistency in call volume, the bet-
ter the chance of quality conversations that lead to 
increased skill and success. 

Connections:  Attempted and Actual Connections

With today’s technology, we are seeing a greater  
initial response – then leaving voicemails all day.  Those 
in the recruiting industry for over ten years have all 
experienced the cultural shift of voicemails becoming 

less and less effective. Many GenX-ers and Millennials 
prefer to use technology in communications versus 
in-person or voice-to-voice. Therefore, a connection 
is an electronic means of sharing a message to enable a 
conversation – preferably a voice conversation. One 
can influence a decision on the phone or in person, 
where it is very difficult to influence a decision in any 
electronic means.  An Attempted Connection is the 
use of any technology to reach out in order to get 
a voice conversation. This could be email, LinkedIn, 
Facebook, text messaging, etc. If I sent out 400 mass 
emails and 50 texts to a total of 450 people, I would 
have 450 Attempted Connections (AC’s). Connections 
are actual voice conversations as a result of the elec-
tronic attempted connection. We want to measure 
them both in order to understand what is actually 
working and why, and what’s not. Measuring both also 
allows us insight into our percentage of success in 
translating AC’s to actual Connections.

Calls 

A Call is an actual dial of the phone in order to get 
someone on the other end of the phone. It doesn’t 
matter if someone picks up the call, if it goes to  
voicemail, or you actually speak with someone. Calls 
measure raw dialing output. Once they answer and 
you actually talk to someone live – it’s also then 
called a Conversation.

Conversations

In the age of technology 
in which we are living, it’s 
somewhat ironic that it’s 
so easy to create lengthy 
lists of numbers and to 
make a lot of dials, yet not get anyone on the phone. 
Yes, we can develop the habit of making 80 calls per 
day – but if a recruiter never talks to anyone, how will 
they ever get the chance to present the wonderful 
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opportunity about which they are so excited? This is 
why the next metric is so crucial.

Actual conversations need to be measured if we 
want to get results.  A conversation simply means we
connect live with someone on the phone – a hiring 
manager, potential candidate, or potential referral. 
During an average day, a manager wants to see 20-
25 conversations. Not only should conversations 
be tracked, they should be categorized as well. It is  
important to determine if the conversation is for 
marketing or for recruiting, and to establish the ap-
propriate quantity of expectations for each. Experi-
ence has taught us that it is often tougher to get ahold 
of a hiring manager or CEO than it is to get in touch 

with a potential 
candidate. We 
look for our 
recruiters who 
do both mar-
keting and re-
cruiting to have 
a minimum of 5 
marketing pre-
sentations per 
day and 20 can-
didate presenta-
tions. A presen-
tation is a live 
conversat ion , 
with a recruiter 
on the phone 

presenting an opportunity or a candidate for an open 
position. Our expectations are for 20-25 conversa-
tions per day, with 5 being marketing presentations 
and 15-20 being recruiting presentations. If a manag-
er sees that the numbers are not being reached, then 
steps can be taken to improve the quality of the pre-
sentation, the target call recipients, or the recruiter’s 
techniques used to generate interest. Recruiting is 
still a selling game; sometimes we need more “sizzle” 
to generate interest...sell the opportunity by getting 

the target to imagine the improvements in their life 
that await them by taking the chance on a new ven-
ture.

Market Connect Time

Market Connect Time is the amount of time you spend 
on the phone per day with actual business calls. Con-
versations are the key to increasing Market Connect 
Time as well as bottom line results. An inverse rela-
tionship happens with phone calls and market con-
nect time. Once the phone call numbers are being 
achieved on a weekly basis, then the focus moves 
to increasing the quality of the conversations, which 
ends up increasing the length of the average call, 
which eventually decreases the number of dials that 
need to be made in order to hit the Market Connect 
Time goals. Once we develop the right habits to plan 
properly for the number of dials the next day and we 
start hitting some strong Market Connect Time, then 
we can start to focus on the other activity or quanti-
ty metrics that will lead us to success:

Results - Performance Analytics 

Quality Candidates (QCs)

Assuming the recruiter makes enough calls during 
the day and is able to have several live conversa-
tions where presentations can be made, the goal is 
to generate interest and attract candidates to the 
opportunity available. From the 15-20 recruiting pre-
sentations achieved each day, a minimum of 1-2 qual-
ified candidates should be identified. Depending on 
the market and the experience of the recruiter, this 
number could vary but 1-2 QC’s per day should be 
the industry expectation. A quality candidate (QC) is 
a candidate that matches the position requirements 
and is interested in pursuing the new opportunity 
presented. If QC numbers are not being achieved, it 
is easy for the manager to evaluate the metrics to 
determine what is falling short. Is the presentation 

“All who have  
accomplished great  

things have had a great 
aim, have fixed their gaze 
on a goal which was high, 

one which sometimes 
seemed impossible.”

-  O R I S O N  S W E T T  M A R D E N
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solid? Is it being articulated in a way to generate inter-
est? If the presentation is good, the next step would 
be to verify the number of calls per day to ensure 
there is enough activity on the go to hit the desired 
amount of conversations.

Job Orders/Search Assignments/Work Orders

Just like the expectations set for recruiting presentations, 
there must be targets in place for expected results 
from making marketing presentations. Though there 
are several goals for a marketing presentation, the  

ultimate 
objective is 
to get a job 
order. Out of 
five marketing 
conversations 
each day, we 
set a minimum 
expectation of 
getting one new 
job order―one 
per day. These 
initial job orders 
are often not of  
superior quality 

and most probably should not be worked on, but in 
measuring the quantity that is generated directly from 
presentations, it provides a great tool for measuring 
the effectiveness of our marketing presentations to  
hiring managers.

Submittals, EPOEJOS, Matching and Presenting Calls

Another valuable quantity metric that provides  
essential insight in to quality is the submittal/mapping or  
“EPOEJO” call.  I call it a “matching and presenting call” 
made to the hiring manager. If you have been in this 
business for several years, you may recognize it as the 
Employer Presentation on Existing Job Order call.

This call differs from most, where recruiters have 
a brief conversation and then forward a resume of 
a candidate that may be a fit in hopes of getting an  
interview. A mapping call is when you phone the  
hiring manager to review the job 
specifications again and then do 
a presentation on a candidate or 
group of candidates. The premise 
behind this is that resumes do not 
cover all aspects of a candidate’s  
career, knowledge, or experience. Mapping calls 
aim to share the detailed specifics of how the  
candidate(s) meet the job requirements with your  
hiring manager. This goes a long way to ensure that  
your quality candidates get interviews.

The number of mapping calls is in direct proportion 
to the number of quality candidates presented. 
The target number for this quantity metric is five  
mapping calls per week. Again, these calls are specific 
and not just an email sent with a resume attached 
and a prayer that interviews will magically result.  
Mapping calls directly correlate to send-outs:  the more  
mapping calls made, the higher the percentage of 
send-outs.

Send-outs

A send-out is a result of all the quantity metrics  
outlined thus far. Send-outs tell us many things.  They 
let us know if the job order we are working on is good; 
they can tell us about the quality of candidates we are 
submitting and how good our matching skills are.

Send-outs lead to placements and placements lead to 
money. Managers need to work with team members to 
set individual send-out goals and minimum levels of 
expectations based on each person’s income objectives.  
A strong minimum is five first-time send-outs per 
week. Why five? The average new recruiter’s send-
out-to-placement ratio is 10:1. With five send-outs 

“All successful people 
have a goal. No one 

can get anywhere unless 
he knows where he wants 

to go and what he 
wants to be or do.”

-  N O R M A N  V I N C E N T  P E A L E
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per week, the law of averages says that that will  
translate into two placements per month. If the  
quality is great, it may lead to three; if the quality is 
poor, however, it may just be one. The better quality the 
search, the better the expectations we set, the num-
ber of quality candidates that will be submitted – all 
of these factors play a crucial role in number of send-
outs needed. Many companies trace raw send-outs and 
verified send-outs. Verified send-outs are searches that 
are either exclusive or money-down searches. 

Placements

Placements are the “W,” or the WIN, in the recruiting 
world.  Without placements, recruiting firms and  
recruiters struggle to stay in business. Nine times out 
of ten, by making two placements per month,  a recruiter 
at any firm remains profitable. Recruiting is a tough  
business―there is a lot to learn and much to do. No 
matter what is taught; however, the industry as a whole 
needs to acknowledge the true value of the metrics 
that measure quantity activity as an integral part of the 
process. The trend has been to use technology as an 
excuse rather than as a coaching technique to assist 
players to increase their averages.

Our teams need to be conditioned in the beginning to 
do enough business to actually stay in business. Most 
recruiters go out of business too early due to a lack 
of adequate volume of business to sustain them. It’s 
time to put a solid game plan in place. It starts with 
80 calls per day, then quickly moves to four hours of 
market connect time per day. Once those numbers are  
mastered, the focus shifts to ensuring that there are 
enough conversations, quality candidates, job orders, 
and send-outs to make the placements. Once the  
volume of business is there, and only when it is there, 
we can take it to the next level and work on quality.

It has been argued over the years whether the  

practice of recruiting is an art or a science. Many 
in the industry would argue that recruiting is an 
art based on individual skills and variables like selling 
techniques, subjective matter, and style. The better 
you are at it, the better your results tend to be.  
However, I would propose the latter:

Recruiting is a science.  
And a simple science at that.  

By understanding the Activities,  
Results, Ratios, and Quantum Leap 

Theorems that define the  
recruiting game, we can take an 
average performer and coach 

them to achieve above-average 
results―all simply by working on 
the right activities and the quality 

of which they perform them. 

Quality Metrics:  The Ratios and  
Quantum Leap Theorems

Quality metrics are determined using ratios rather 
than independent number metrics. In most offices, 
the top producers tend to have more on-the-go  
activity and their ratios tend to be much  
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lower than those 
of newer recruit-
ers. Having more  
activity means 
they do more vol-
ume and tend to 
be on the phone 
longer. Is this strict-
ly based on their  
individual personal-
ities putting a cre-
ative spin on the 
way they perform? 
Absolutely not. 
Their ratios are 
lower because they 

are producing better quality of work performed. By 
tracking metrics over time and evaluating crucial ra-
tios, the idea that recruiting truly is a science can not 
only be confirmed, but it can also be used to trans-
form the performance of your office overnight—if 
recruiting is a science, anyone can learn to apply its 
scientific principles. These constitute the metrics that 
have to be achieved initially in order to allow for a 
sufficient volume of activity (Critical Mass Principle) 
to be attained for one to be successful in the field 
of recruiting. However, in today’s constantly busy life-
style, especially now that the Millenials and Genera-
tion X-ers are in the workforce, people desire more 
work/life balance. None of us want to work harder--
we want to work smarter. We work to live, not live to 
work, right? But working smarter, not harder is easier 
said than done.

So how do we work smarter? We begin by looking at re-
cruiting as a science – systemized knowledge derived 
from observation, and proven processes which can be 
replicated by anyone. Once the quantity metrics are 
in place to provide the necessary volume of data, if 
attention is then paid to important quality metrics or 
ratios, skill sets can then be monitored, evaluated, and 

improved to achieve the desired results. 

Ratios – A Ratio is an Activity divided by the Result that 
indicates how good we are at a specific thing or skill. For 
instance, baseball’s batting average is a ratio: calcu-
lated as hits divided by at-bats, batting average indi-
cates how good a player is at hitting and getting on 
base successfully. Similarly, ratios can measure all skills 
needed for success in recruitment.  

  Quantum Leap Theorems (QLTs): 
A Quantum Leap Theorem is a ratio by which we have 

the  ability to attain a “Quantum Leap” in results  
   without working any harder or longer. 

   The term Quantum Leap comes from the scientific
  discipline of Quantum Physics. In physics, a quantum 
leap is the movement of an electron from one orbit in 
an atom to another, sending out or taking on a photon 

in the process. It’s a dramatic move that defies  
conventional science;  a move that doesn’t seem to 
take any additional effort, yet changes everything. In 

recruiting, a Quantum Leap Theorem is a specific thing 
you need to do in order to see huge leaps in performance 

without any increase in activity or volume. Quantum 
Leap Theorems typically measure a skillset. 

To get results that are 2-5x better than what you 
are doing without additional volume – like the top 
1% billers in the world and the top offices, you will 
need to focus on the Quantum Leap Theorems. I 
have seen offices and individuals start to average 

2-5x their average monthly billings in as little as 90 
days. It was all due to focusing on the QLTs once the 

Principle of Critical Mass was achieved.   

There are an incredible number of potential ratios, 
but here are the critical Ratios and Quantum 
Leap Theorems (QLTs) to pay close attention to: 

“Without data  
analytics, companies 
are blind and deaf, 
wandering out onto 
the Web like deer on 

a freeway.”

-  G E O F F R E Y  M O O R E , 
Author of  Crossing the  

Chasm & Inside the Tornado
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Per Desk Average

Per desk average tells us the efficiency 
of how well the office as a whole 
is doing.  The calculation for PDA is 
the total office revenue divided by 
the total amount of people on the 
phone in the office. Positions and 
titles are irrelevant; PDA includes 

Account Executives, Account Managers, or Project 
Recruiters/Project Coordinators, Presidents/CEOs, 
or any other office personnel, as long as they are 
on the phone and generating revenue. A good PDA 
is considered anything over $300,000 for the office, 
an average PDA is about $225,000 and a very low 
PDA is anything under $125,000. To increase office  
profitability, a manager needs to take a hard look at 
how to increase the PDA to $300,000 or higher.  Most 
offices can double their profitability by just increasing 
the PDA number from $200,000 to $300,000.

There are several methods used to successfully  
increase PDA, including hiring of better performers, 
elimination of low performers from the team, the  
analysis of metrics to evaluate weak areas, making  
additional training available to those who need and want it 
to increase their skill levels and overall performances.  

Dollars per Market Connect Hour – ($/MCH) 

Dollars per Market Connect Hour establishes a rate 
that outlines how much each employee is worth for 
every hour they are on the phone. It’s a great tool to
help recruiters understand the value of their time. 
It is calculated by taking the total revenue in a given 
time period divided by the hours that the individual 
was actually on the phone during that period. For 
example, if Joe Recruiter was on the phone for 80 
hours for the month (20 hours per week averaging 4 
hours per day) and he brought in $40,000 in revenue, 
his time is worth $500 for every hour he is on the 

phone (MCH). The higher quality work he does, the 
higher the $/MCH will be. Often an hour wasted can 
be devastatingly costly to an $/MCH ratio. 

A word of caution, 
however – this 
metric can at times 
be misleading. If a 
particular recruiter 
is operating in a 
hot market or has 
a great account, 
they may be able  
to do less time on 
the phone while 
still producing 
incredible results. 

Managing by this 
metric requires a 
good understanding of each person’s ongoing volume 
of activity and a clearly defined $/MCH rate that  
applies specifically to them. An increase in the volume 
of work will then lead to an increase in revenue as 
the recruiting skills improve based on the quality of 
work that is done. More can be achieved in less time. 
This metric is tracked on an individual basis so that 
each person has a clear idea of what they are worth 
per hour of phone time. It can also be used to track 
the correlation of each individual to the profitability 
of an entire office. In our office, our goal is to quickly 
get the recruiters above the $250/MCH benchmark, 
which means (for our particular office) that they are 
profitable. $/MCH can vary significantly and can be 
improved by increasing the skill level of the individual. 

First-Time Send-out to Placement Ratio – (SO1/PL)

The first-time send-out to placement ratio (SO1/PL) 
is the metric that everyone wants to talk about. The 
first-time send-out to placement ratio is the num-

“A point of view can  
be a dangerous  

luxury when  
substituted for  

insight and  
understanding.”

-  M A R S H A L L  M C L U H A N , 
Canadian Communicat ions 

Professor
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ber of times you have a first time send-out in order to 
get a placement. It is calculated by the total number of 
first time send-outs divided by the number of place-
ments for a given time period.  It is very typical for a new  
person starting in the recruiting business to have a 10:1 
or higher first-time SO1/PL ratio. A “money down”  
recruiter who is very experienced and /or does retained 
work may have a 3:1 SO1/PL ratio. In recruiting, the SO1/
PL ratio applies to 3 key areas for insight into quality: 

1. How good is the job order being worked on?
2. How good are the recruiter’s matching skills?
3. How well were expectations set with the client?

This ratio is a good indication of how efficient a  
recruiter is. The lower the SO1/PL ratio, typically the 
better they are in their role as a recruiter. They know 
how to successfully qualify a solid Job Order, they  
fully understand the requirements of the position on 
which they are working and how to determine an 
ideal fit, and they set appropriate expectations with 
clients to eliminate excess work. The SO1/PL ratio 
is also significant from a management perspective 
as it can showcase one area of job performance with  
ample room for improvement and the potential for an  
immediate, tangible impact in performance. By taking 
a good look at the job order and choosing to work 
on only those that are qualified and closest to money, 
there is a better chance of a resulting placement. By 
taking the time to do a thorough assessment of the 
client’s needs and deeply understanding what they 
are looking for, the recruiter is able to attain a more  
proficient level of success in matching candidates to 
the skills needed. Setting realistic expectations with 
clients upfront, especially in terms of the number  
of candidates that will be submitted, will allow a  
recruiter’s efforts to be acknowledged and the process 
expedited.

(QLT) Marketing Skills: New 
Marketing Presentations to 
Job Orders – (NMP/JO)

This particular ratio and Quantum 
Leap Theorem offers the greatest 
insight into an entire firm or in-
dividual desk in the ability to get 
new work. The marketing presentations to job order 
ratio (NMP/JO) tells us the efficiency at which we  
market.  The ratio is calculated by determining the  
number of marketing conversations required to get  
a job order.  The better we are at marketing presentations,  
the lower the ratio will be, and thus the less calls 
that need to be made. This quality measurement is  
exceptional in determining just how good we  
really are in terms of marketing. 

In today’s world, however, there are several factors 
that can dramatically affect this ratio. The methods 
used for marketing and getting ahold of people play 
a significant role. Today’s communication landscape 
is dominated by voicemail, email, and text interactions, 
so if your voicemail and emails are weak, there will 
be fewer call-backs and fewer opportunities for  
giving presentations. But as with most things, the more 
you do something, typically the better you get at it.  To 
improve this ratio, start by talking to the right people 
and getting the right people on the phone. Second, 
use a strong insight statement for your market and 
a solid value proposition of why your target should 
work with you as opposed to any other alternative. 
Becoming fantastic at handling objections is another 
effective way of making sure you get the most out of 
your call.

A good ratio for NMP/JO would be 2:1 to 5:1.  An 
average ratio would be 10:1 and anything above 15:1 
should cause a red flag. This indicates there is a skill 
set deficiency, a very bad marketing list, or worse yet, a 
marketplace that is no longer viable. Managing by this 
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metric must take into consideration the individual  
recruiter’s efforts in having actual conversations.  
Recruiters must be diligent in using all tools and 
methods of communication to get in touch with a 
live person and they must be skilled in leaving interesting 
voicemails and emails to greatly increase the number 
of call backs received – all areas that can be improved 
by additional training and coaching. Paying attention 
to this ratio can also help to evaluate marketplace 
changes before too much time is wasted pursuing 
dead ends.

The 5 Goals of a New Marketing Presentation:

1. Get a Send Out
2. Get an Alternate Search Assignment
3. Build Lifelong Relationship
4. Get their desired Candidate Profile
5. Adding Value: Flip Call – Get Hiring Managers 
   Defined Next Step in Their Career

(QLT) Recruiting Skills: Recruiting Presentation/
Quality Candidates – (RP/QC)

Like the NMP/JO  ratio is to marketing skills, the 
Recruiting Presentation to Quality Candidate (RP/
QC)  ratio is to recruiting skills. The RP/QC ratio 
tells you how good you are at selling an opportunity.  A 
QC (Quality Candidate) is a candidate that has the  
preliminary skills needed to submit in for an open 
job order. As a QC, they have an interest in the  
opportunity, they match the skill sets as outlined, 
and they are willing to make a job change. This  
ratio is critical to track and manage by because it  
accurately evaluates a person’s true recruiting 
skill. On the other hand, this ratio can make skill set  
deficiencies painfully obvious. Many who direct recruit 
and ask for referrals miss an opportunity to get 2 to 3  
additional potential candidates from the call, 
and thus limit themselves. Again, it’s not about  
working harder, it’s about working smarter and being  
resourceful. Many of us often forget that recruiting is 

a selling profession. We need to sell the sizzle of the  
opportunity and paint the picture of what life could 
be like by working with our clients. The good news 
is that improving the RS/QC ratio can be done very 
quickly and is often simply a matter of making a  
minor change to use the following proven format for 
the presentation:

   The 5 Goals of a Recruiting Call:

  1. Get referrals 
  2. Get them interested
  3. Build life-long relationships by asking questions
  4. Get their desired next step in their career or
     their dream job
  5.  Add Value:  Flip Call – Get Critical Openings  
     at current firm, Hiring Manager Name and  
     Introduction

This is something that, in our office, we live by every 
day. By implementing this strategy, candidate flow 
can improve very quickly. Managing performance by 
this ratio would include taking a good look at planning 
to make sure call lists are solid, using all available  
technologies to get a hold of candidates, going after 
referrals first, and role playing with recruiters to make 
sure they are really selling the opportunity and developing 
strong relationships with potential candidates. 

(QLT) Quality of Searches:  Job Order to  
Placement Ratio – (JO/PL)

This ratio and Quantum Leap Theorem has the single 
greatest impact on a desk or firm.  The JO/PL ratio 
indicates the number of job orders that are needed 
to make a placement. Even in the retained world, it is 
not typical to achieve a 1:1 ratio. Most contingency 
firms run a 5:1 to 10:1 job order to placement ratio, 
while many retained firms run 2:1 to 3:1 ratios. In 
evaluating this ratio, lower is not always necessarily 
better. In contingency search, we don’t always get the 
highest quality job orders; therefore, if we spend time 
on the poor-quality job orders, we simply waste our 
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time. Since time is of the essence 
in the career of a recruiter, it is 
necessary to focus our time on 
the best work and get paid for our 
time. Keep in mind that retained 
work can have a negative impact 
on this ratio as well when it involves 
chasing purple squirrels.  

Sometimes the lure of money  
upfront can cloud our  

judgment and lead to wasted time and undue  
frustrations. Improving the JO/PL ratio is directly  
correlated to using a valid method of evaluating all job  
orders (such as the JO Matrix Form) prior to assigning  
valuable time and resources to them. This ratio can 
also be impacted by the marketplace in which the  
individual is working, and consideration must be to 
the unique characteristics and hiring statistics of that 
particular industry. The bottom line in recruiting is 
this: The quality of searches you take directly effects 
the money you make.

(QLT) Average Fee: ($/PL)

One of the most important metrics is the dollars per 
placement ratio. The $/PL indicates the average fees 
that are associated with the placements we make. It is 
necessary to evaluate several factors when looking at 
the relevance of this ratio:

1. The level of the positions that are worked on
2. The fee pressure in the marketplace
3. The negotiating skills of the recruiter taking the
   job order

If increased revenue and recruiting income is desired, 
one of the easiest way to make this happen is to  
increase your $ per placement. This can be done in 
two ways. One is to negotiate better fees upfront, 
and the second is to work on higher-level positions.  

As an example, I have a recruiter in my office that 
has an average fee of $14,000. He desperately wants 
to make over $200,000.  Upon analyzing his desk, it’s 
clear that the majority of his work has been placing 
sales representatives within his market. By placing an  
additional focus on VP of Sales and Regional Sales 
Manager positions, his fees have increased to over 
$20,000 per placement. Even while doing the same 
number of placements and increasing his $/Placement 
by 43%, his income would increase 50% based on 
the current compensation plan. Not a bad result for  
asking a couple addi-
tional questions and 
talking to one level 
above his normal call 
pattern.  A recruiter 
or manager can make 
a significant impact to 
the bottom line very 
quickly by training 
himself or his team 
on better negotiation 
and conversation skills,  
getting involved in the fee negotiation process up-
front, and focusing on higher-level positions.

(QLT) Matching Skills: Submittal to Send-out 
Ratio – From Submitting to Presenting

Most recruiters have no idea what a matching and 
presenting call or an EPOEJO call even is. This also 
means that most don’t ever do it.  A mapping or 
matching call is the actual verbal presentation of a 
submitted candidate either face-to-face or on the 
phone with a hiring manager before you send the  
resume over via email. EPOEJO is just another name 
for it that stands for “Employer Presentation on an 
Existing Job Order.” It ranks in the top 10 in terms of 
importance in recruiting activity metrics. By present-
ing the candidate first instead of simply sending an 
email, it allows the recruiter the opportunity to out-

“In God We Trust, 
all others must 

bring data.” 

-  E D W A R D  D E M I N G
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line why the candidate is a great fit for the position. 
Can your hiring manager learn everything they need 
to know about a candidate from looking at a resume?  
Absolutely not. A matching call gives you the  
benefit of re-qualifying your job order as well 
as presenting the highlights of your candidate(s) 
before they get shot down because they are 

missing a key word on their re-
sume(s). Here is what a mapping call  
(EPOEJO call) sounds like: 

“Mr. Hiring Manager, two things. I wanted 
to thank you for the opportunity to work 
on the VP of Sales search. The key things 
you were looking for were (key qualities 

sought…review the job order that you took in depth), 
then ask: “Has anything changed since the last time we 
talked?” 

If something has changed, smile and take notes. You 
may need to go back and requalify your candidates 
to ensure they have the most recent requirement 
that you just have been informed of. Don’t be upset: 
the better you know your client’s position specifi-
cations and current needs, the better you will be at 
your profession. If nothing has changed, present your 
candidates as originally planned. Don’t forget, this is a 
selling profession, so add a little sizzle. 

“We spent the last 10 days calling in to your key competitors 
and have a couple superstars that you may want to talk 
to right away. Let me share some highlights of these  
candidates with you…”

With this ratio, the lower the number, the better.  
If you can achieve between a 1:1 to 1.5 ratio, you 
are on the top of your game. If the ratio is higher 
than that, it would be beneficial to take a look at  
matching skills and how to improve your understanding 
of your clients’ specifications.

Time to Deliver (TTD) and Time to Fill (TTF)

Recently, the TTD and TTF metrics are becoming  
increasingly critical. A few years ago, a recruiting firm 
could take 2-3 weeks before delivering candidates. 
Now if it takes over a week on a contingency search 
to deliver candidates, chances are the position may 
no longer be available. The lifespan of a job order 
in a contingency search is much like that of a loaf of 
bread. How long does it take for a loaf of bread to 
get moldy? A week? Perhaps a bit shorter or longer 
based on conditions. Today, the TTD for candidates 
on high-quality job 
orders has to be 
a matter of a few 
days. To improve 
TTD, a recruiter 
needs to focus 
on the flawless  
execution of the 
right processes for 
planning, research, 
and recruiting.

One of the  
biggest problems 
most recruiters 
have is they try 
to plan, research, 
and recruit all at 
the same time. 
More often than not this method yields insufficient 
results. Planning and research has to be done during 
non-selling time hours, before 9:00 a.m., lunch, and 
after 4:00 p.m. This allows the recruiter to capitalize 
on dedicated selling time, devoting all focus to  
selling activities and making most efficient use of 
time. The goal is to deliver 3-5 “A” players within 
3-5 business days. The Time to Fill metric (TTF) 
denotes the time it takes from when a job order is 
taken until the time it takes to have a candidate on 

“Our goals can only 
be reached through 
a vehicle of a plan, 
in which we must 
fervently believe, 

and upon which we 
must vigorously act. 

There is no other 
route to success.”

-  P A B L O  P I C A S S O
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board (to fill the position). There are two deciding 
components involved in the TTF metric: 1) Time 
to Deliver (TTD); 2) the client’s all-inclusive hiring 
process. An efficient TTF metric should be from  
3-5 weeks maximum.  When the process takes 
longer than 4-5 weeks, we tend to lose candidates. 

Life happens fast, circumstances 
change, and interest levels 
wane. To establish a strong 
TTF metric, an efficient TTD 
process must be in place cou-
pled with a hiring process that 
makes sense. 

Clients are not experts at hiring —that’s why they rely 
on recruiters. It is our professional responsibility to 
act as trusted advisors to our clients, sharing with them 
what is currently happening in the marketplace and 
to educating them on what their hiring process must 
look like in order to achieve the desired results and 
a successful search.  An effective way to put this in  
perspective quickly is to set a reverse timeframe for 
the recruitment process by asking by what date they 
would ideally like to have someone on board. Then, 
work backwards from the ideal hire date, factoring in 
the two-week resignation, the offer letter, the inter-
view process, and the time needed for recruiting to 
determine a realistic timeframe and set their expec-
tations appropriately. If the process goes longer than 
4 weeks, work with the client to revise the hiring 
process to make it a win-win for all parties involved. 
Remember, recruiting is not an art – based on indi-
vidual personalities, difficult to manage. Rather, it’s a 
fine science that can be adjusted and systemized to 
achieve the desired outcome. 

An office or a recruiter ignoring the immense  
potential that comes measuring both quantity and 
quality metrics is like a plane taking off without a 
flight plan. They may know where they want to go, 
but they have no idea of the altitude at which they’ll 

fly, how long the flight will take, how much fuel is 
needed, or even which direction to go to get there. 
The result is often a crash landing. Having a met-
rics system in place is like a detailed GPS unit that 
gives precise directions. It is a way to improve perfor-
mance immediately and provide a map to success— 
a recruiting flight plan. By understanding ratios and 
Quantum Leap Theorems, a recruiting leader can 
quickly make adjustments and recommendations 
that can have immediate impact on the performance 
of their team.  Understanding the important metrics 
and how they are directly tied to performance is only 
the first step for many recruiters and offices alike.

The 7 Best Practices of the 
Top Recruiting Analytics 
Coaches
1. Have the Individual Player Set Their Own
    Personal Performance Goals

It’s almost magic. When an individual is focused on 
achieving their own personal goals and personal 
achievements, they tend to work twice as hard to reach 
them compared to if they were solely motivated by  
hitting company-wide goals or targets.  There is no  
better way than the use of analytics to help direct their 
activity, training, and development path to achieve their 
self-set goals. If there is a discrepancy in personal goals 
and company goals – especially if the company has  
higher standards than those of the individual – that  
simply becomes a coaching moment and an opportunity 
for the recruiter to rise up and improve their game. 
Encourage individuals to set their own goals, dream 
big, help them understand the sky is the limit, and that 
you as their manager are the Superbowl coach to help 
them get there. An ideal way to get them started on 
this crucial process is the “10 Steps to Achieve your Life 
Dreams” eBook (available at jonathanbartos.com).
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2. Have the Player Give
   their Review of their
   Performance Before
   You Do

To facilitate the educa-
tion process and under-
standing of the power of 
analytics, it’s necessary 
to have the player give 

their recommendation(s) to you on a weekly basis as 
to what needs to be improved upon. We want to 
provide continual education and opportunity for  
improvement to each individual to keep them  
engaged and motived to reach their goals. Once  
they truly buy in to the process, understand what 
changes need to be made, and have a thorough  
understanding of how to go about making them, a  
transfer of  performance accountability starts to 
happen. Another magic trick analytics bring to  
recruiter performance: if the player starts to  
really understand the analytics, accountability is 
then transferred from the manager/coach to the 
player. Also, when the player gives their analysis of 
how they are doing and what needs to be done, 
they tend to be much harder on themselves then 
the coach would be. It’s a terrific way to jump start 
the analytics learning process as well the player to  
establish ownership of his or her own performance. 
If done correctly, within six months the player will be 
on continual improvement process that they own― 
and they’ll keep performing better and better.

3. (CRC) Commend, Recommend, Commend
   – A Coaching Technique

In order to see the best end result in individual 
coaching sessions, there are techniques that work 
better than others to provide constructive informa-
tion without coming across as micro-managing or  
having unrealistic expectations.  When you need to 

give feedback on a player’s performance, there is 
technique that many of the top coaches use. Some 
call it CRC (Commend, Recommend, Commend), 
and its structure looks like this:

   Step 1 – Commend them on an achievement or
   achievements that they had during previous week.
   Make them FEEL good about it and the path they are on.
  Step 2 – Recommend something to work on that
  week and add some coaching instruction.
  Step 3 – Commend them on the achievements, their
  focus on their success, and encourage them to continue
  on their path to achieve their goals.

4. Hold Weekly Meetings to Help Solidify
    Understanding of Performance and  
    the Path Forward 

Weekly one-on-one meetings and/or weekly team 
meetings to discuss the analytics are recommended. 
For years, I have held a standing Tuesday morning 
meeting with the recruiting teams.  During the meetings, 
each individual is able to review his or her particular 
analytics, clearly see what needs to be worked on, and 
determine the weekly plan to improve those areas. 
As you will experience, each individual will typically 
be harder on themselves than anyone else would be.

5. Focus on One Specific Analytic/Metric  
    Improvement at a Time

To ensure that your coaching and analytics net  
impressive results, it is best to focus on only one area 
 of improvement at a time. Confucius said, “A man 
who chases two rabbits catches neither.” When new to 
recruiting analytics, it is recommended to focus top 
down. Start with hitting activity (critical mass) tar-
gets first. Start with number of calls, then conversa-
tions, then presentations, and so on. Once a team mem-
ber has hit enough volume to be successful (critical 
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mass), then help them shift their focus to one ratio at 
a time. By focusing on only one at a time, each ratio/
metric gets the attention it needs to be fully understood 
and successfully applied. 

6. Manage Rookies and Tenured Players  
    Differently

Everyone can see a certain degree of improvement 
if they simply increase activity levels (Principle of  
Incremental Increase). However, managing your team 
by only demanding activity increases is like being a 
ship captain and simply bull-whipping your crew to 
row harder and faster.  It does not properly motivate 
tenured performers on the team who have already 
achieved critical mass. Because of this, how you  
manage rookies must be different than how you 
manage tenured recruiters.

Rookies need to be trained and conditioned to do the 
business at hand.  Yes, conditioned.  Like Pavlov’s dogs, 
who salivated on cue when the bell rang, rookies need 
to be on the phone more than 
they are off the phone. They 
need to have their recruiting 
business open most of the 
day – they need experience, 
plain and simple. When man-
aging rookies, begin with get-
ting them to hit critical mass 
via a high volume of activity.  
Once they are achieving their 
activity targets consistently, 
then they should shift their  
focus to the ratios.  

With tenured recruiters that 
are hitting enough volume to 
be successful, focus on one 
ratio at a time. My preference 
and recommendation is to 

focus first on the Job Order to Placement ratio and 
work on acquiring better quality searches. Once 
they have that down, then focus on the Marketing 
Presentation to Job Order ratio and Recruiting Pre-
sentation to Quality Candidate ratio. By that point, 
their billings should be more than doubling. Do not 
assume that once a recruiter reaches critical mass 
and achieves their activity targets, they can forget 
all about those key first ratios―if tenured recruiters 
once again fail to reach the activity levels needed 
to reach critical mass and 
placements have dwindled, 
they need to re-focus the 
activity levels to hit critical 
mass again.  

7. Celebrate Successes 
    Above All Else

Success drives more pas-
sion, which drives more 
success. The more success each individual experi-

ences, the more fired up they will 
be about continuing the  
process and achieving more. Go 
overboard on celebrating even 
the little successes. Even if they 
are not seeing placements but 
some of the right activity levels 
are being performed, CELEBRATE 
THEM. If you celebrate behavior, 
it will continue. If you do not 
recognize the small successes, the 
desired behavior will likely fade 
away. Celebrate at every activity 
benchmark to create a culture of  
performance and to enable your 
team members to see how their 
activities directly cause their 
successes. 

“You have to set 
goals that are 

almost out of reach. 
If you set a goal 

that is attainable 
without much work 
or thought, you are 

stuck with 
something below 
your true talent 
and potential.” ”

-  S T E V E  G A R V E Y
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In conclusion, improving your team’s habit of analyzing and relying on the insight provided by recruiting  
analytics will accomplish many things.  Aside from giving every player the ability to reach their true potential,  
additional areas of impact you will see from the proper utilization of analytics include:

• Creation of a strong, clear Employer Value  
  Proposition to retain employees versus lose  
  them once they are trained and successful
• Success in winning deals 
• Impactful player/coach relationships
• All involved will gain an PhD-level understanding  
  of the science of recruiting
• Everyone player will know exactly what needs to
  be done to achieve their personal goals
• The accountability of performance shifts from  
  manager to player, creating buy-in and job satisfaction
• Each team member tends to help each other out
  to improve and get better at their game
• Creation of a company culture that translates  
  to an incredible, fulfilling place to work  
• Successful players attract other successful players.
   Your office will become a desired place of employment.
• As a no-brainer: revenue and profitability will  
   increase dramatically.

Where do we go from here?  
Go to jonathanbartos.com to help you and your team get started.  Jonathanbartos.com is your complete  
resource for recruiting and staffing services that impact the growth and bottom line of your business or desk. 
Whether you’re a billion-dollar staffing firm or you just started in the permanent placement recruitment business, 
we have products and services that you need to succeed.

For over 15 years, Jon Bartos has helped hundreds of recruiting and staffing firms all over the world aggressively 
grow, whether it is getting them on the industry-standard RPM Dashboard or one of our many programs for owners 
or big billers.

If you are a recruiting or staffing firm owner, check out the RPM Dashboard, the Leadership Summit Club Program, 
individual or group coaching, and our Alpine Double Black-Marketing Automation Services. If you are an individual 
performer, check out our Big Biller Summit Program and the RPM Dashboard.

The purpose of Jonathanbartos.com is for recruiting and staffing professionals to climb to the highest level.



Jon is a premier thought leader, entrepreneur, trainer,  
speaker and consultant on all aspects of Human  
Capital, Talent Management, and Human Performance  
Management. Jon was the founding partner of Jonathan 
Scott International, started in 1999, Revenue Performance  
Management in 2008, Global Performance  
Coaching in 2012, Global Performance Search in 2015,  
and jonathanbartos.com in 2017.

As president and CEO of Jonathan Scott  
International in Ohio, Jon achieved industry-leading success as one of an  
elite group of executive recruiters who billed over $1 million annually.  In a  
ten-year period (1999–2009), he cashed in over $10 million in personal  
production and established JSI as a top 10% executive search and staffing firm  
with 17 international awards in the MRINetwork.  As of today, he has billed  
over $16 million in personal production.  Today, he also runs one of the  
fastest-growing retained search firms in the country, GPS, with offices in  
Toronto, Ohio, Kentucky, Colorado, Missouri, Colorado, Columbia, India, 
and the Philippines.  GPS is the leader in talent solutions for Workday,  
Data Analytics, and Supply Chain Technology (www.globalperformancesearch.com).

In 2008, Jon founded Revenue Performance Management, LLC.  The RPM Dashboard 
System is a business intelligence tool for metrics management and performance  
improvement used by over 400 companies worldwide (www.rpm-usa.com). 

In 2017, Jon founded www.jonathanbartos.com, a services firm dedicated 
to the recruiting and staffing industry. The firm offers research services,  
contract staffing, back office, Sherpa groups, Sherp Big Biller programs, and 
marketing automation services via a targeted service called Alpine Double 
Black (www.alpinedoubleblack.com).

Additionally, Jon has helped hundreds of business owners world-
wide to achieve their maximum potential. Jon has been a top-rated  
speaker at events all over the world. He has spoken to audiences in South  
Africa, Canada, Mexico, Puerto Rico,  Aruba, the Dominican Republic, New  
Zealand, Ireland, Scotland, Bulgaria, Australia, Greece, France, the UK, and  
numerous locations across North America.  

His two blockbuster seminars “Making it Rain – How to get 2-10x 
More Billings without Working Harder,” geared to the Executive Search  
Industry and “Hiring High Performing Teams,” which is targeted toward Hiring  
Managers and Human Resource teams, are both been highly praised and well 
received by over 200 clients worldwide.

In the last 10 years, Jon has published over 100 articles, 10 white papers, 
and 4 eBooks on the above topics. He has a BS in Advertising and Marketing 
from Michigan State University and a MBA in International Marketing from  
Amberton University in Garland, Texas. 

Jon also owns and operates the Red Gate Farm and Vineyard in Quincy,  
Kentucky, which serves as the location for many training and coaching events 
(www.redgate-vineyard.com).

Jon can be reached at 513-515-1267 or jon@rpm-usa.com 

Finding the Impossible

JON BARTOS


