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FROM LOST TO

250% GROWTH

“As it turned out, what we

couldn’t do in nine months,

David did in under three. We

had a good range of

candidates. David made sure

that he presented candidates

to us that met our

requirements, not just from a

technical point of view, but

also on our corporate culture

point of view, which is very

important to us.

 

We got the VP of sales in, gave

him what our mandate was,

and told him to go for it. David

picked the winner!

 

Since then, sales have been

record- breaking, quarter

after quarter. The number of

new customers we’ve gotten

has just been phenomenal.

When he came on board, we

were a little under 400

customers. We are now close

to 1,000 one year later.”

Stanley Janas

Director of HR -

Halogen Software
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After spending nine months advertising in expensive media outlets and conducting countless
interviews with various candidates, the company realized it was doing it wrong.   “Of course,
we had some bites,” said HR Director Stanley Janas.
 
“(But) the bites weren’t what we were looking for. “We finally got to the realization, ‘we have to
go outside,’” he said. The amount of time and money they’d spent trying to find the perfect
candidate were becoming a serious drain, and not just on the HR director.
 
“This was a direct report to the president, so of course he wanted to see who potentially was
coming on board. Every time I interviewed someone and passed him up the line, he then spent
a bit of time with them.” It was all becoming a bit too much.  
 
So, after hearing about Perry-Martel International’s David Perry at the local Human Resources
Association, he looked him up.

CHALLENGE

CASE STUDY

In it's early growth stage, Ottawa’s Halogen Software was
looking for a Vice-President of sales to boost its fleet of employee

performance management software products.
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Janas says he knew it was the right decision almost immediately. “The thing that struck us
most,” he said, “and the predominant reason why we chose David is that David listened, but he
also gave us ideas. He really seemed to get the grasp of what we were looking for. There was an
interesting comfort feel.”  
 
After undergoing an intensive, research-based search that matched not only the candidate’s
skills to the opportunity’s technical requirements, but also personality to corporate culture,
David presented the first candidate to the hiring authority.  
 
This was what David calls his “benchmark candidate.”
 
“The first candidate he brought in, after we interviewed him, David came back to us and said,
‘Okay. I’m going to use him as our benchmark. What does he not have that I need to get you
guys, and what does he have that I have to make sure the other candidates have?’”

STRATEGY

RESULTS

Two candidates later, Halogen had found its next VP of sales.  
 
David accomplished in three months what Halogen hadn’t achieved internally in nine: Find the
perfect candidate, one who translated into record-breaking quarter-over-quarter sales, and
who in just one year helped grow the company’s client base from under 400 to close to 1,000.  
 
“The amount of time and money and effort that we had put forth (during the internal search)
was unbelievable,” said Janas, adding that Halogen also hired David to find its next customer
care director.   
 
“We got the VP of sales in, gave him what our mandate was, and told him to go for it. David
picked the winner!”
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PROCESS:

THE INSIDE OUT

APPROACH

CLIENT INFO

Name: Halogen Software Solutions

Industry: SAAS

Role: Vice-President of Sales

STATS AT A

GLANCE

 NEEDS ANALYSIS

CAMPAIGN PREPARATION
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TALENT ATTRACTION

TALENT ASSESSMENT

DEAL MAKING

ON-BOARDING

SUCCESS

SEARCH INFO

Candidates Contacted: 78

Screening Interviews: 65

Search Committee Interviews: 5

Candidates Presented: 3

 

Time to 1st Interview: 8 days

Time to Offer:  49 days

 

Growth: 250% in 1 Year

LEARN HOW TO ADOPT OUR

PROCESS AT

PERRYMARTEL.COM

https://perrymartel.com/inside-out-approach/


PETER CLAYTON STANLEY JANAS
CEO - TOTALPICTURE.COM HR DIRECTOR - HALOGEN

CASE INTERVIEW

Peter Clayton from TotalPicture.com interviews Halogen's

director of Human Resources Stanley Janas, a year following the

hire of a new Vice President of Sales.

PETER CLAYTON

Hi. This is Peter Clayton. Joining me today is Stanley Janas, the Director of Human Resources for

Halogen Software, based in beautiful Ottawa,Ontario, Canada. Stan, thanks for talking with us

today.

STANLEY JANAS

You’re quite welcome.

PETER CLAYTON

Tell us a little bit about Halogen.What does your company do?

STANLEY JANAS

We are a software developer for employee performance management. We currently have a fleet of

products for appraisals, compensation, and succession planning, as well as surveys.

PETER CLAYTON

Back in 2005, you were looking for a senior executive to join your team, a V.P. of Sales; a rather

important position for most companies. How did you go about conducting this search?

STANLEY JANAS

We started off with the usual “Let’s advertise for it. Let’s put it out on Monster. Let’s see what’s

available and go from there.”  Of course, we had some bites. Then the bites weren’t what we were

looking for, so  we  got  into  a  more  aggressive advertising mode. 
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STANLEY JANAS

Over the period of about nine  months,  when  we  finally  saw  that there just wasn’t any way we

were getting the  results  we  wanted  –  yes,  we  weregetting lots of candidates, but we weren’t

getting the right candidate – we did an ad across Canada in the career section of all of the large

papers that you would normally associate with executives reading. Again we got quite a few names

and quite a few interviews, but they just weren’t what we were looking for.

PETER CLAYTON

I would imagine this was eating up quite a bit of your time.

STANLEY JANAS

Not just my time, but our president’s, as well. This was a direct report to the president, so of course

he wanted to see who potentially was coming on board. Every time I interviewed someone and

passed him up the line, then he spent a bit of time with them.  Then, of course, you get into “Maybe

this person, so let’s go to the next step. Let’s get references done.”   We had a psychologist do a

profile on the candidates, as well, so that took time and money.  We  finally  got  to  the  realization,

“We have to go outside. We cannot do that efficiently and cost-effectively on our own.”

PETER CLAYTON

So, you went outside and you hired my friend, David Perry at Perry-Martel International. How did

you learn about David, and how did you end up using his services for this search?

STANLEY JANAS

I had heard about David through the   local   Human   Resources   Association here. The feedback

was quite positive, so I got a hold of him. I was comfortable with the  way  he  was  approaching

our  search. The next step was arranging a meeting with our president.

 

The thing that struck us the most, and the predominant reason why we chose David was that David

listened, but he also gave us ideas. He really seemed to get the  grasp  of  what  we  were  looking 

for. There was an interesting comfort feel.   As it turned  out,  what  we  couldn’t do  in  nine

months, David did in under three.

 

We had a good range of candidates. David made sure that he presented candidates to us that met

our requirements, not just from a technical point of view, but also on our corporate culture point of

view, which is very important to us.

PETER CLAYTON

That is so important with so many companies; I think with every company. There has to be a

cultural fit for something to work. Obviously, a Director of Sales is a very important position and,

culturally, that individual really has to click with your organization.
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STANLEY JANAS

When you think that back in 2005, when we were a third of the size we are now, bringing in

someone as a V.P. of Sales and basically giving them the mandate to grow that area, the cultural fit

was extremely important.

PETER CLAYTON

I guess, since your company is three times the size it was in 2005, the person you ultimately ended

up  hiring through Perry- Martel really has done an exceptional job.

STANLEY JANAS

Very much so. Our sales have been record-breaking, quarter after quarter. The number of new

customers we’ve gotten has just been phenomenal. When he came on board,  we  were  a  little

 under  400 customers. We are now close to 1,000.

PETER CLAYTON

That’s terrific! How many candidates did David actually present to  Halogen for this position?

STANLEY JANAS

David presented three to us.

PETER CLAYTON

That   saved   you   a   tremendous amount of time itself: instead of having to wade through 600

résumés from Monster, to have three pre-qualified candidates presented to you.
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STANLEY JANAS

Very much so. Here’s the other thing I liked about David. The first candidate he  brought  in, after

we interviewed him, David came back to us and said, “Okay. I’m going to use him as our

benchmark. What does he not have that I need to get for you guys, and what does he have that I

have to make sure the other candidates have?”

PETER CLAYTON

That’s a pretty unusual approach.

STANLEY JANAS

It is. It’s very much so.

PETER CLAYTON

Then you really start getting into, “Here’s this one candidate that we liked. He certainly met the

qualifications, but wasn’t quite right.”

STANLEY JANAS

Exactly. So, when the other candidates   were   brought   forward,   they were  as  close  to  a

 perfect  match  as  we could have hoped for.
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PETER CLAYTON

This  was  all  in  a  period of  two  or three months?

STANLEY JANAS

Correct.

PETER CLAYTON

After you had spent nine months.

STANLEY JANAS

Nine   months,   right;   and   the amount of money and effort that we had put forth was

unbelievable.

PETER CLAYTON

Well,  sure.  Then,  for  nine  months, you were without a Director of Sales to build your

organization.

07

STANLEY JANAS

Right. Also, our president was handling that role in the interim, but he had other things to do. We

got the V.P. of Sales in, gave him what our mandate was, and told him to go for it. David picked the

winner!

PETER CLAYTON

That’s great. So, I would guess that if you have a need for a senior executive in the future, you’d

probably be calling David up instead of going through nine months of frustration.

STANLEY JANAS

We actually have already. He did another search for  us, and now we  have engaged him  to  find

 marketing individual that will be a second in command.

PETER CLAYTON

Stan, thank you very much for taking time to speak with us today. It’s been great having the chance

to meet you over the phone.

STANLEY JANAS

Thank you, Peter.

Perry-Martel International Inc. 
200-440 Laurier Ave. West,
Ottawa, Ontario, Canada,

K1R 7X6
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