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Executive Summary 
This document was created due to a need to closely examine potential new opportunity channels for the 

software engineering consulting firm Dartamon Consulting, Inc. Being a newcomer to the software 

engineering consulting industry, it had not yet developed the necessary brand presence and needed new 

avenues of generating business that would be available to a company of <10 employees. 

The authors decided to perform both academic and applied research in sales prospecting methods. Academic 

research includes researching the industry standard practices, interviewing potential customers and similar 

software engineering consulting companies. In order to test applied techniques such as cold calling, online 

marketing, networking and partnership channels several applied experiments were designed to test them as 

applicable to Dartamon Consulting. The findings and results are presented at the end of the document. 

Research - Interviewing other consulting vendors 
In order to better understand what other software engineering consulting firms are doing for client 

prospecting, the authors decided to conduct phone interviews with a sample of similar firms that do not 

directly compete with Dartamon Consulting either geographically or via technology segmentation. A set of 

standard interview questions was created to provide insight in understanding the prospecting techniques, 

prospecting time management and lead qualification. 

Of the six software consulting vendors that were interviewed, the most effective prospecting technique was 

determined to be networking and industry conferences (57%) (Refer to figure 1). Networking and industry 

conferences allow software consulting vendors to build face-to-face relationships and create future business 

opportunities.  The other prospecting methods in the industry include customer relationship management 

(14%), word-of-mouth (14%), and email (14%).   

 

 

Figure 1: Prospecting process mix of industry competitors 



Some of the vendors interviewed recommended creating a time budget with a split between prospecting 

activities. One example of such a budget would equally split time between direct prospecting (33%), 

leveraging the existing network (33%), and administration (33%).  

There was no consensus reached on how to qualify prospects. Most of the vendors interviewed advocated 

using a “gut feeling” in determining whether there was a potentially opportunity to be had with a prospect. 

One vendor observed that using checklists and pre-planned qualification methods was detrimental to 

building a business relationship and would lead to missed opportunities. 

Research - Interviewing customers 
Similarly to interviewing vendors, a set of 3 software engineering consulting consumers was chosen for 

interviews and a standardized set of questions about their purchasing preferences was used. 

The answers that the consumers gave were somewhat surprising. They were agnostic to being chased vs. 

finding a vendor, as long as the vendor demonstrated knowledge of their problems and did not harass. The 

consumers preferred to work with vendors that were established, easily found and maintained honesty in all 

situations. The fastest way to open a door to a potential customer is via a warm introduction, the fastest way 

to close it was to be misleading or non-transparent.  

Application - Cold Calling 
One of the common prospecting techniques that the authors wanted to test was cold calling. A pre-qualified 

list of one-hundred and fifty contacts was purchased from SalesGenie with a NAICS code selection of 

medium-sized businesses in industries that Dartamon Consulting had focused on in the past. All of the leads 

were called with a standardized script and the results are presented in Figure 2 below. 

 

 

Figure 2: Results of the cold calling experiment 



Application - Networking 
To test the prospecting method of networking, one of the authors attend 5 industry events in the Boston 

area, meeting 32 leads of which 15 became prospects for future business. The networking events were 

chosen based on the general Boston geographical area to expose the experiment to a larger number of 

chance encounters with industries that were not previously serviced by Dartamon Consulting and also to 

maximize the number of events that could be attended within one month. The experiment led to the 

following conclusions about maximizing the effectiveness of networking as a prospecting channel: 

 Step outside of your comfort zone and engage with strangers 

 Listen first and intently 

 Ensure that your handshake is strong, your palms are dry, make strong eye contact, approach others 

with confidence and smile 

 Focus the conversation on what you actually do, not what your title says 

 A true sign of success is when a lead asks you to exchange business cards first, for follow-up  

Application - Online: 
In order to generate sales leads, the authors cooperated with Dartamon Consulting in exploring using paid 

services with Google AdWords, Bing Ads, and LinkedIn sponsored content to find prospects. 

Google AdWords has over 1.2 million businesses advertising on its search network and businesses make an 

average of $2 in revenue for every $1 they spend on targeted ads (Ebiz MBA. 2015). There are many 

advantages to using Google AdWords for a business of Dartamon’s size, including instantly appearing on page 

one of the search engine, attracting visitors who are looking for what they offer and the ability to track ROI 

down to the penny. Dartamon Consulting invested $725 in Google AdWords, but the campaign was 

unsuccessful. While there were over 1 million impressions and 685 clicks (an average of $1.06 per click), no 

leads were generated.  

Similarly to Google, Dartamon Consulting invested $100.8 in Bing, the second most popular search engine 

and generated 75 impressions and 120 clicks without any sales leads. LinkedIn, a great vehicle to reach 

business professionals, added sponsored updates in 2013. As Dartamon Consulting offers B2B solutions, this 

medium was explored as well. Similarly to Google AdWords and Bing, Dartamon’s success rate was poor, 20K 

impressions and 2 clicks ($25 per click). However, one lead was generated from LinkedIn sponsored content. 

Application - Partnerships 
One of the biggest channels for software engineering consulting firms are partnerships. Other companies that 

are positioned in complementary industries often bring software engineering consultants as partners into an 

engagement in order to reduce technical risks or perform the direct creation of the solution. 

Technology vendors 

Technology vendors include software product and platform companies such as Microsoft, Google, Amazon or 

Salesforce. Dartamon Consulting provides value added services, such as custom development, on the 



products and platforms that belong to the vendor. Forming a partnership with Dartamon to provide 

additional services may be part of the value proposition of the technology vendor to the client. 

Subcontracting 

Certain large companies, such as BoozAllenHamilton, specialize in proposal-writing and obtaining 

government/military contracts. These contracts are then resold in managed pieces to individual 

subcontractors, forming another prospecting avenue for Dartamon Consulting. 

Business service vendors 

Business service providers, such as management consulting companies and business outsourcing companies, 

often partner with software engineering consulting firms in order to implement a business process change 

that also requires a substantial technological change via custom software development. 

Costs and Results 
 

 

After the results of the research were collected, there were several surprises, as evident from the table 

above. Cold calling had a relatively small cost per prospect and could potentially be a viable prospecting 

process if the leads were properly qualified. On the other hand, LinkedIn advertising was very expensive and 

did not produce the desired results, despite having a reputation as a social network that builds new business 

relationships. As industry feedback had us believe, the main reliable channels of prospects are vendors and 

partnerships. The data above contains a bias - it does not include the results on closing the business based off 

the prospects. This may be assessed at a later date. 

Channel Name Time 
invested 

Cost Prospects 
found 

Cost per prospect 

Cold calling 1 hr $15 2 30 min + $7.50 

Google Adwords 2 hrs $792 0 Infinite 

Bing Ads 2 hrs $100.8 0 Infinite 

LinkedIn Ads 1 hr $50 1 $50 + 1 hr 

Networking 20 hrs $200 15 1.3 hr + $13.3 

Partnerships 5 hrs $500 3 1.67 hr + $167 



Recommendations 
Based on the results of the academic and applied research, the authors recommend the following process 

changes for Dartamon Consulting to create a new sales prospecting process: 

A new CRM system 

The implementation of a new CRM system would allow better tracking of prospecting via cold calling and 

other marketing methods. Currently at Dartamon, only primitive spreadsheets methods are used for tracking 

leads and prospects, without an organized follow-up system. 

A calendar 

Prospecting should become a regular, scheduled process alongside other business activities. It is 

recommended that the salesforce at Dartamon Consulting establishes a regular prospecting routine for cold 

calling, attending networking events and managing partnerships. 

Enlisting assistance 

Some of the prospecting methods, such as cold calling and lead qualification, could be outsourced to 

specialized prospecting service vendors or assistants. Similarly, it is recommended that the purchasing of 

calling lists and list vendor qualification be outsourced to specialized assistants. 

Improving the LinkedIn presence 

Based on the advice of the LinkedIn expert Ben Zayandehroudi, Dartamon Consulting should improve and 

standardize its LinkedIn presence for better reach to prospective clients. 
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