
CORPORATE PARTNERSHIPS  
The reason I mention the above statements is not to be crass, 
but rather show that there is a broad misunderstanding of how 
sales programs operate financially. For many, but not all, sales 
programs are only required to teach sales courses that offer 
credit toward graduation. These courses are covered from stu-
dent tuition. The countless hours of professional development 
activities, travel, events, student workers, faculty support, etc. 
must be covered through external funding. The three primary 
ways to generate funds are through student fees, donors, 
and company partnerships. While personally, I do not believe 
that a student should be charged a penny extra beyond their 
tuition, some schools use student fees/dues to support a 
program. However, when programs have operating budgets 
between 100k–500k, there needs to be other external sources 
of revenue. 

SO HOW DO PARTNERSHIPS WORK?  
Well, like most of my previous topics, it depends on the 
program. For the most part, a company makes a financial 
commitment to gain access to the program and participate in 
the engagement opportunities outlined below. These commit-
ments will provide entry in the program for a year or possibly 
longer, depending on the terms of the partnership. Partnership 
commitment levels vary across schools, but most offer some 
type of tiered structure which allows different types of access 
into the program. 

So why do sales programs subscribe to a partnership model? 

First, as discussed above, many programs have to be self- or 
partially funded through external monies. Second, partnering 
with a company provides a deeper opportunity for the universi-
ty to ‘vet out’ the company and their available positions. Years 
of experience would suggest that not all sales jobs are good 
sales jobs! Third, when companies have some ‘skin in the 
game’ they take the role much more seriously. They look for 
more and better ways to build their brand on campus and will 

attempt to maximize their ROI by attending events and being 
a good citizen of the program. Fourth, it allows the program 
to ensure that not every single job is being blasted out to stu-
dents. It provides a level of quality control, but it also ensures 
that industries are not over-saturated with companies or jobs 
and students are applying to trusted positions. 

So why make the investment to partner? 

Most recruiters and sales managers do not realize some of 
the intangible benefits of partnering. If you are recruiting on 
a college campus, do you have a dedicated individual listing, 
promoting, and working with you to build your company brand 
and gain access to the talent? Do you have someone you can 
discuss applicants with to see how they perform on campus 
both in and out of the classroom? Are you provided multiple 
opportunities each semester to engage students beyond just a 
career fair? How many students are you seeing at these career 
fairs that are truly interested in and understand what a sales 
position requires? Nearly all programs have dedicated staff to 
work with companies, promote their opportunities, and host 
events to interact with dozens to hundreds of undergraduate 
students interested solely in a sales position. 

An article written in Harvard Business Review shows that stu-
dents that graduate from a sales program have longer tenure 
at sales organizations (+40%) and tend to perform at a much 
higher level (30% faster to quota) than non-sales graduates. 
Sales program students have immediate impact, and these 
numbers translate directly into revenue dollars for a firm. 
Hundreds of hours of sales coursework, professional devel-
opment, sales internships and other similar activities provide 
students with an incredible knowledge base to springboard 
into an organization’s sales unit. 

But, let’s make it simple. How much does a new sales hire 
cost a firm? Recruiting, on-boarding, training, etc. can exceed 
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If you are familiar with university sales education or have read 
my series of articles on LinkedIn, you might think that a sales 
program sounds too good to be true. A chance to gain access to 
some of the top young sales talent the country has to offer, why 
not? If that is your sentiment, you are probably curious on what 
the next steps are to partner with a sales program and what that 
partnership entails. If you are interested in starting a conversa-
tion with a university-based program, it is critical to understand 
that the program will have expectations of your organization, 
much like you will have of the program. 

The notion of reciprocity was one of the factors on why I wrote 
this series of articles. Simply, the impetus of writing this series 
of articles on sales programs was to both a) educate those that 
may not be familiar with sales programs and b) have a chance 
to explain what a corporate partnership is and why many sales 
programs subscribe to one. 

Candidly, over the years I have had folks say things to me about 
why they ‘deserved’ access to students without knowing every-
thing that occurs behind the scenes. For my fellow sales program 
directors out there, some of the following might sound familiar: 

“We invest in skills over schools.” 

“I’m alumni, I have the right to recruit without being a partner.” 

“This is your job to give me access, just give me your  
resume list.” 

“Let us just sample the career fair or hire a couple of students, 
if it works out, we will consider partnering.” 

“We have the best sales jobs out there, you owe it to the  
students to share them.” 

 Let’s dig in. 
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120k in the first year. But more importantly, how much does a 
BAD sales hire cost a firm. 120k plus lost customers, rela-
tionships, and time that can’t be recovered—150k, 200k? We 
have all experienced a bad hire. We spend resources in finding 
and securing talent and months in training, waiting for them 
to make the turn to generating revenue and building customer 
relationships only to have them decide that ‘sales is not for 
them.’ Suddenly a small sales program investment to avoid 
some of these time investments and financial challenges 
seem well worth it. A sales program can help you avoid that 
‘new hire remorse.’ 

ENGAGEMENT OPPORTUNITIES  
At this point you may be asking what sales programs do outside 
of teaching classes and what type of access does a partnership 
provide your company. As always, engagement opportunities 
vary across sales programs, but I do want to provide an exam-
ple of some of the different ways to participate in the program 
activities. Rather than define each, I am providing a ‘laundry list’ 
of activities. If there is anything here you would like more infor-
mation on, reach out to me via LinkedIn, or contact any sales 
program faculty or staff. 

Partner Engagement Opportunities 

·  Classroom panels 

· Class guest lectures 

· Career fairs 

· Student interviewing for program entry 

· Sales competition training 

· Sales competition evaluator/buyer 

· Sales conferences/symposiums 

· Advisory board membership 

· Curriculum development 

· Professional development workshop 

· Executive education sessions 

· Alumni access 

· One-on-one interviews 

· Candidate referrals 

· Live business case studies 

· Class role play involvement 

· Resume database 

· Company commercial 

· Multiple forms of virtual interaction 

· Student travel to partner 

I would argue that there are a few things to consider. While there 
may be more or less opportunities to engage with a program, 
it is important to understand that the more you put in, the 
more you get out. Students will personify your company with 
the person attending the event. Your company brand may be 
strong, but for a 22-year-old person, it may not be that strong. 
Your presence and student interaction are what will create that 
brand strength and desire to work with your organization. Also, 
be prepared to answer tough questions from students. With a 
deeper knowledge of sales comes deeper and more meaningful 
questions. Suggesting that your opportunities are ‘the best’ 
or are ‘unique’ and you can’t explain them well are difficult for 
students to interpret. 

Simply, I firmly believe that companies that work with sales 
programs have the best recruiting experience and gain access to 
the top sales talent graduating. ∆

So, more and more businesses should be looking to the higher 
education sector to attract graduates to the sales profession. 
There are many reputable global firms with state-of-the-art 
graduate sales programmes recruiting significant numbers of 
business graduates. Businesses look to graduates as a source 
for managers of the future since Sales is of strategic importance 
to all businesses. 

Well, here’s the good news, there are across Europe and the UK 
pockets of hard working, motivated, enthusiastic and talented 
professors, lecturers, teachers in B2B selling and sales helping 
turn out talented students ready to embrace challenging sales 
roles and to make selling their career of choice. And the number 
of pockets, and size of the pockets is growing. It is vital we con-
tinue to support and celebrate these advancements.

B2B Sales teaching is happening across Europe from Finland in 
the north, to Portugal in the south, and UK in the west to Poland 
in the east where there are B2B Sales Programmes and mod-
ules embedded in the curricula. There are B2B sales workshops, 
student placements in sales roles in industries large and small, 
and there is the EUROPEAN SALES COMPETITION (ESC) and the 
European Sales Competition Association (ESCA) that conceived 
of this initiative. This is the organisation being coalesced around 
to promote and drive the B2B Sales Agenda across Universities 
in Europe and the UK.

The European Sales Competition Association was formed back 
in 2015, the founding fathers were the Universities of Applied 
Sciences in Turku and Haaga-Helia in Finland, Vlerick in Belgium 
and Wiener Neustadt in Austria supported by and propelled by a 
grant from European Union. Their vision under the leadership of 
Liisa Kairisto-Mertanen inspired a call to action, with the torch 
handed to, and now firmly in Dr. Timo Holopainen’s grasp.

Mindful of the success of emergent sales competitions in the 
US, Europe initiated its version of this now popular and success-
ful mechanism. For the last 7 years ESCA has worked in partner-
ship with businesses across industry sectors, professional bod-
ies, government economic agencies, research active academics, 
sales practitioners and sales recruitment firms which have a 
vested interest in the B2B sales agenda. 

To date the roll call of co-operation partners enabling ESC is 
very impressive indeed: Palo Alto, Gartner, PinMeTo, Qualtrics, 
LinkedIn, Shopify, Tavata, StratX Simulations, Academic Associ-
ation of Sales Engineering and many more. These have gener-
ously helped fund the Competition and in return have gained 
exclusive access to emergent sales talent from our European 
and UK Universities. 

Iiro Antero, Country Manager Pin-Me-Too, spoke highly of the 
quality of the student talent, “From a company perspective, 
we got multiple new fresh viewpoints of how PinMeTo can help 
multi-location companies, as well as new ideas for our sales 
teams.” And evidence of the need for ESC to continue to ex-
pand, “We hope that this sales concept will grow, because it is 
a real opportunity for students to show their skills and attract 
interest and sales employment opportunities and offers from 
multiple companies…”

The ongoing support from sponsors enables the future success 
of connecting business with our Universities to deliver meaning-
ful employment for our brightest graduates. Last year’s winner 
Anna-Maria Klimmek who studied at Aalen University of Applied 
Sciences, Germany, now works for Salesforce as a Business 
Development Associate for the DACH market.

Due to the pandemic the 2020 and 2021 Competitions were 
virtual. The most recent iteration hosted by The University of 
Applied Sciences at Turku in Finland attracted 335 participants 
who took part in 48 different events, with 112 seller-buyer 
interactions, great keynotes and much networking. In ESC2021, 

60 competitors from 25 Universities competed online in the four 
stages, trying to negotiate best deal related to location market-
ing service provided by PinMeTo.

The winner of the ESC 2021 was Sjoerd Smeltink from HAN Univer-
sity of Applied Sciences, in 2nd place Tarik Jahic from FHWien der 
WKW, in 3rd place Artur Schmal from Hochschule Aalen and in 
4th place Andre Ostheimer from Technische Hochschule Aschaf-
fenburg. A quote from the winner says it all, “Even though the 
experience was wholly online, we thoroughly enjoyed competing 
and I improved my selling skills every round of the competition, a 
little bit more.” It was agreed by all competitors that the Europe-
an Sales Competition was one of the best ways to experience the 
sales process from start to finish.

And the future? The ESCA Board has been enhanced recently and 
now comprises 12 academics, sales professionals, and busi-
nesspeople with a vested interest in its continued success and a 
passion to see B2B Selling and Sales gain its rightful place as a 
bona fide profession in the eyes of Universities and Businesses.

ESC 2022 will be hosted by HAN University of Applied Sciences in 
Arnhem and Nijmegen May 18th–20th. For more information visit 
www.europeansalescompetition.com. ∆

continued from page 33
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