
O utsourced prospectingðspecifically teleprospectingðis gaining popularity among Higher Education marketers 

as they try to close gaps in their selling processes that they canôt address internally. These managers are 

discovering that lead development and appointment -setting are best outsourced, freeing sales personnel to focus on 

selling and closing deals. 

Outsourcing teleprospecting and appointment -setting activities can help equalize ñpull and pushò marketing 

programs, provide better market coverage, manage costs more effectively and gain speed in the pursuit of revenue 

generation. 

Essence of Teleprospecting 
Teleprospecting is the act of phoning profiled, targeted individuals with the intent to engage them in a business 

conversation, ascertain their level of interest and commit them to take a meeting to learn more (classic push 

marketing).  

Telemarketing , on the other hand, is quantitative, characterized by the use of contact centers and primarily focused 

on creating interest, not commitment.  

Lead generation is traditional pull marketing ðan act of capturing contact info  of interested individuals within 
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organizations that have responded to outbound marketing activities.  Higher Ed marketers 

currently employ a variety of pull marketing programs, including trade shows, advertising, 

webinars and email. 

Pull marketing and other 2.0 strategies and tactics are important, but are limited in the types of 

respondents that are captured. High level decision makers and buyers with real power must be 

researched, identified and contacted in real time in order to determine if fit and timing are 

present. Teleprospecting is highly suitable for generating the live conversation that can lead to a 

critical first meeting.  

The difference between a lead and a meeting is not 

to be underestimated, particularly in a complex 

technology sale to a university. Identifying decision 

makers and influencers is very challenging in higher 

education because itôs difficult to identify a true 

economic buyer while building consensus among 

the many influencers. In the complex Higher Ed 

sale, there may be a lot of people involved, but few 

decision makers. 

Research is an essential and time-consuming aspect 

of a solid teleprospecting plan. Titles and hierarchy 

can be inconclusive. My firm was engaged by an 

early stage tech vendor to research institutions 

based on target contact profiles, identify the right 

contacts and generate appointments for three 

territory managers. The companyôs solution was 

used primarily by the university library, but the 

decision might rest with Academic Technology, 

Information Technology, Media Services or the 

library Dean.  

Depending on the university structure, we might start our conversation with IT, and they would 

defer to the library Dean. Or weôd talk with the Dean, who would defer to IT, Academic 

Technology or Media Services. And in some cases, the prospect was interested but did not know 

how to begin the due diligence process, and weôd have to identify the internal process on our 

own.  

This is the essence of effective, professional teleprospectingðdoing the homework, digging into 

the organization, identifying not only the prospects but the process and delivering a meaningful 

meeting to the sales representative. It takes thousands of ñdialsò and hundreds of connections 

to get these results. This is the kind of focused, dedicated, repetitive and persistent effort most 

Higher Ed marketers cannot manage internally, nor should they try.  
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 The Economics of Outsourced Teleprospecting 
Outsourcing teleprospecting and appointment -setting is a classic ñbuy versus buildò decision. 

Even in the best of economic times, it may not make sense to hire and manage an in-house 

prospecting team. Utilizing a third party prospecting firm offers better economics when you 

consider the true cost of full time prospecting employees, particularly if those employees are 

not productive.   

Ʒ A full time employee costs more than just the 

base salary. The generally accepted measure 

of a fully-burdened employee cost is 1.5 

times base salary. If a full time inside sales 

rep is making a $50K base, the true cost is 

closer to $75K.   

Ʒ A full time employee works and is paid for a 

40-hour work week, but thereôs plenty of 

hard evidence that only a fraction of the 

hours in that work week are applied to 

outbound prospecting. Inside sales 

representatives are frequently asked to jump 

back-and-forth from chasing pull marketing 

leads to generating appointments, diluting 

their effectiveness and often leading to 

turnover, compounding the cost.  

Ʒ Lack of dedication to outbound activities 

results in fewer qualified prospects and 

critical first meetings. Iôve seen evidence of 

inside sales personnel that obtained very few 

meetings on behalf of a senior territory 

representative, the result of bifurcated 

direction from management and generally 

poor prospecting skills.  

Hereôs a cost comparison example. A single full-time employee, base salary $50,000 ($75,000 

with benefits and overhead) is generating about 4 meetings in a month, at a cost to the 

employer of over $1,500 per meeting.   

An experienced teleprospector, spending the same number of hours on outbound activity could 

easily generate 10 meetings per month (candidly, we have obtained over 20 meetings per 

month and as many as 30 but weôll use this number as a sample).  This will bring the cost per 

meeting down to around $800, and for every meeting booked over 10 the price per meeting 

will continue to fall. Moreover, a 10 meeting month (vs. 4 meetings) creates an efficiency gain 

of 150%. 
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Efficiency = coverage and speed. If a single teleprospector can initiate 10 meetings in a month, 

that companyôs sales representatives are holding 10 more business conversations that month 

than they would have, increasing their reach and eliminating the time they would have spent 

generating these initial prospects. This kind of coverage and quickness creates a competitive 

advantage for the companies that utilize outsourced teleprospecting. 

Characteristics of Companies Utilizing Outsourced 
Teleprospecting 
Higher Ed marketers that offer technology -based 

solutions for improving processes or the overall 

educational experience are good prospects for 

outsourced teleprospecting. I have observed the 

following common characteristics among these 

types of firms. 

Ʒ They are niche-oriented. Many tech firms 

have created categories they can own and 

exploit. Theyôve developed messaging that 

aims directly at an identified constituency. 

These products or services may attract 

established technology providers that have 

gaps the solutions can help cover, creating 

new partnership opportunities.  

Ʒ They offer disruptive technology. Weôve 

received feedback from prospects that they 

werenôt aware of the problemðbut validated 

the problem existed and that they wanted to 

understand the impact.  

Ʒ They have aggressive sales targets. 

Companies that want to exploit niche 

opportunities know thereôs a limited amount of time to make an impact. Hence a 

common desire to gain speed and coverage. 

Ʒ Theyôre involved in a complex sales cycle. Thereôs usually more than one decision maker 

and multiple buying influences at colleges and universities. 

Ʒ They want to balance risk. Budgets are tight, sales teams are lean. In the current 

economy, Higher Ed marketers arenôt adding headcount unless thereôs data to support 

the hire. Consequently theyôre looking for ways to cover their market without adding a 

lot of expense. 
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Higher Ed Technology Marketers Best Practices 
Iôve had the opportunity to observe some very good sales and marketing practices among our 

Higher Ed tech vendor clients. 

Ʒ They have a dedicated Higher Education focus. Tech vendors that take higher education 

business opportunistically will not gain a meaningful foothold in this segment. The ones 

that do the homework, develop and execute a focused plan have a distinct advantage 

over those that donôt. 

Ʒ They have developed an educational value 

proposition. The product or service will 

measurably improve the education quality or 

will lower the costs associated with 

delivering a quality education.  

Ʒ They seek a balance of ñpullò and ñpushò 

marketing programs. Over-reliance on pull 

marketing activities like trade shows and 

webinars creates a lead pile thatôs generally 

ignored by the sales team. Savvy marketers 

have calibrated budgets to create real selling 

opportunities.  

Ʒ They are open to partnerships. They seek 

partnerships with established vendors and 

solution providers. These types of 

partnerships create significant additional 

value for the prospective buyer. 

Ʒ They are utilizing 2.0 sales tools. LinkedIn 

and Jigsaw along with the Higher Ed 

Directory.  WebexÊ and GoToMeetingÊ for 

desktop sharing, making it easy to engage with geographically dispersed influencers in a 

single event. 

Ʒ They want to maximize campus visits. Utilizing an outsourced prospecting firm, 

vendors can set additional meetings around an anchor event like a tech expo, getting  

more bang for the travel buck. 

Ʒ They ñgetò outsourcing. Tech firms that have identified and want to exploit a critical 

niche opportunity in Higher Ed choose to augment their sales development by 

outsourcing teleprospecting and appointment -setting. These firms ñget itòðthat it 

doesnôt make sense to employ a full-time lead development staff when the pressure to 

create opportunities is acute. 
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Guidelines for Selecting an Outsourced Teleprospecting 
Firm  
There are a number of criteria that should be considered beyond Higher Ed experience when 

contemplating outsourcing to a 3 rd party prospecting firm.  

Ʒ Intelligence Gathering. Identifying all of the potential contacts within a campus or 

group of campuses requires is only part of the process. Firms must be able to decipher 

titles and hierarchy in order to find real 

decision-making power. 

Ʒ Solid Track Record. There should be a 

history of long -term engagements with tech 

vendors with low or no turnover among 

teleprospectors. This demonstrates a high 

level of quality, professionalism, 

commitment and customer service. 

Ʒ Lean Organizational Structure. Virtual 

teleprospecting firms are better than contact 

centers for teleprospecting. High quality 

prospecting outsourcers recruit the ideal 

teleprospectors for their clients versus 

assigning someone sitting in a cubicle. 

Teleprospecting is qualitative sales work, not 

telemarketing.  

If your company is currently marketing to Higher 

Ed or is considering exploring this market, you can 

execute your plan faster and with less risk by 

outsourcing the teleprospecting and appointment -

setting to an established, experienced firm.  
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