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2010 Sales Performance Optimization Study Introduction  
 
The data used for this analysis were gathered as part of CSO Insights’ 16th annual Sales 
Performance Optimization (SPO) study. As part of this research effort we surveyed over 2,800 
companies worldwide, collecting information on over 100 sales effectiveness related metrics. A 
detailed breakdown of the survey participants can be found in the introduction to the 2010 SPO 
Key Trends Analysis Topical Report. 
 
The following graphs reflect the aggregated results from the study participants. Research clients 
looking for segmented responses based on factors such as industry, company size, country, 
complexity of sales process, etc., can obtain this information by contacting their CSO Insights 
analyst. 

 
Sales Process Analysis Introduction 

 
Sales process, sales methodology, or training. Call it what you will―we’ve both defined and 

differentiated these in other writings. he common thread throughout these is increasing 

knowledge, competence, and capability by investing in your people and their skill set. The 
argument in favor of process is that having a standard allows not only the coding of what seems 
to work best while reducing trial and error (it does); it also allows for group learning so that 
individuals are not limited to/by their own experience. Group learning leverages everyone’s 
experiences and enables more rapid improvement. 
 
How do you know that learning has taken place? Certainly one way is to test for comprehension; 
pre-testing establishes benchmark understanding and post-testing can quantify the uplift in 
understanding and/or ability. But over time, the surest proof that learning has occurred is when 
behavior has changed. Not only is this a simpler definition, it’s also easier to observe. 
 
What is telling, and repeatedly told in this and other of this year’s analyses, is that sales teams 
that consistently use the tools, training, and processes made available to them—and by definition, 
adopted by their companies—fare better than those that continue to operate on an ad hoc basis. 
What you’ll see in the pages that follow is that in some instances the advantage is minor, while in 
others it’s quite dramatic. 
 
The real question is not whether you should invest in training. It’s whether you’re committed to 
reinforcing, enforcing, coaching, and consistently managing use of the concepts and constructs of 
the training in which you invest. This is true whether you’re bringing in a commercial training 
program as part of a big kickoff or an informal/internal sharing of best practices that seem to 
work. In each and every case what happens during the ―training period‖ is important; what 
happens after the training and during actual practice (i.e., implementation) is critical. 
 
The questions addressed in this report include: 
 

 How much do firms invest in training each rep, and has this been affected by the 
economy? As you’ll see, the spectrum ranges from no training to investing more than 
$5K/rep/year. What you’ll also see is one-third fewer firms reported at the top segment, 
while firms investing zero held steady. In-between, the figures definitely slid toward the 

lower ranges suggesting that firms did, in fact, cut back on training to control expenses 

the past year. 
 

 With particular respect to sales skills training, when you hire experienced reps haven’t 
they already been exposed to a fair amount of training? Exposed? Probably. Already 
incorporated these concepts into their day-to-day activities, become facile in their use, 

http://www.csoinsights.com/
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and qualify as consciously competent? Umm…Sales skills training held steady the past 
year and reported results were actually slightly higher. 

 

 ―I want my reps doing more consultative and/or solution selling, so is product training still 
necessary?‖ Good question. Product training has always been king, likely because in a 
product-driven sales approach product knowledge was a rep’s most powerful weapon. 
But what about when you’re adopting a solution-driven approach? Sooner or later you 
have to translate that talk into action and that solution into implementation. ―You don’t 
make the poor rich by making the rich poor.‖ This same logic applies to training 
programs, and the suggestion is made that other types of training should join rather than 
replace product training in its favored position. 

 

 ―If product training still dominates, is this enough to dominate in sales?‖ Short answer: no. 
The other types of training profiled in this report, namely marketplace training and training 
to justify the purchase, have their own stories to tell. In one case, the results are not that 
conclusive/impressive; in the other case they are. 

 

 ―Do sales managers need to be trained or will they have what they need from their 
previous experience as sales reps?‖ They will have what they need to be reps if they 
were trained as reps, but one-half of the firms recognize they Need Improvement when it 
comes to sales manager training. The discussion points out the leverage first-line 
managers provide, and that not stepping up in this area of training is really short-
changing your entire organization. 

 

 ―You’re kidding. We invested in a CRM system, now we have to invest in training our 
people to use the system?!‖ It’s your call, but the data are clear: consistent CRM usage 
tracks with consistent CRM training. Today’s CRM systems are miles further down the 
ease of use road, but to get the most from your investment (i.e., to maximize your CRM 
ROI), you do not want to skip the CRM training session. You do want to focus on training 
that increases user adoption and supports your sales process.   

 

 ―Does sales (methodology) training really make a difference? And if so, which is the 
best?‖ At the risk of flogging the obvious, no program will help if you don’t use it. The last 
few metrics in this report deal with user adoption, adherence to sales process, and look 
at internally developed (the current majority holder) versus commercially available 
programs. You will see that the numbers align with consistency, and firms that 
demonstrate this are rewarded with demonstrably better performance figures. 

 
This is one of the longer reports with a dozen separate metrics; yet, in many ways we’ve only 
scratched the surface. Sales process, sales methodology, and training have been invested in at 
varying levels over time. During the past year, these investments may have been reduced, but 
many firms continued to rack up impressive performance figures. If there is one takeaway from 
this report, it should be this: The standout performers were distinguished, not because of how 
much they spent, but rather how much they used, implemented, and inculcated the training they 
bought.  
 
We hope you find this report to be a useful guide toward meeting your 2010 goals. We welcome 
your feedback. If you have any questions or comments please contact:  
 
Jim Dickie      Barry Trailer 
Managing Partner    Managing Partner 
CSO Insights     CSO Insights 
(303) 521-4410     (415) 924-3500 
jim.dickie@csoinsights.com   barry.trailer@csoinsights.com 
 

file:///C:/Users/Jim%20Dickie/Documents/2009%20SPO%20Project/Local%20Settings/Local%20Settings/2007%20SPO%20Project/From%20Jimbo%202.07.07/jim.dickie@csoinsights.com
mailto:barry.trailer@csoinsights.com
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2010 Sales Performance Optimization Study Analyses 
 

 Key Trends Analysis: Declines in sales performance over the past year, what contributed to 
this drop in effectiveness, and insights regarding how and why some firms are outselling their 
peers through investments made in supporting sales teams. 
 

 Sales Rep Hiring/Compensation Analysis: Focus on planned changes in the size of sales 
forces for 2010, voluntary and involuntary sales rep turnover, experience profiles of new 
hires, use of competency testing in hiring, average rep ramp-up time, average sales rep and 
sales manager compensation targets, and impact incentive plans have on selling behavior. 

 

 Sell Cycle Review Analysis: Average sell cycle length, number of calls required to close a 
deal, pipeline conversion rates (number of leads resulting in a discussion, discussions 
resulting in a presentation, presentations and proposals that result in a sale), average 
win/loss/no decision rates, percentage of deals that close as forecast. 
 

 Sales Strategy Analysis: The ability to prioritize accounts to pursue, develop strategic 
account plans, thoroughly research accounts prior to contacting them, generate enough 
leads, properly qualify prospects, and incubate leads that have interest but currently no time. 

 

 Sales Execution Analysis: Understand the customer’s buy cycle, effectively present 
features and benefits, differentiate from the competition, align solutions to customer’s needs, 
generate a proposal/bid/configuration, cross-sell/up-sell, sell value/avoid discounting, and 
close business. In addition, we review the key reasons why companies win and lose deals. 
 

 Account Management Analysis: Ability to introduce new products, farm additional business 
from existing customers, effectively communicate with customers, renew business, create 
customer loyalty, and generate/maintain case studies and references. 
 

 Sales Management Analysis: Ability of sales management to handle the following: effective 
personnel hiring, accurate forecasting, incentive management, win/loss reviews, access to 
key sales metrics, adapting sales process to changes in the marketplace, effective rep 
coaching/mentoring, and effective sharing of best practices across the sales force. 

 

 Sales Process Analysis: Types of sales processes being utilized, adherence to that 
process, analysis of sales organizations developing their own versus licensing a 
commercially available methodology to support the process, analysis of commercial offerings 
being used, and the overall impact sales process has on their sales performance. 

 
 Core Customer Relationship Management (CRM) Analysis: Percentage of firms that have 

evaluated/implemented a CRM system, comparison of licensing a commercially available 
system versus building the application in-house, analysis of the impact that CRM has on a 
sales force’s ability to sell, and usage of outside resources to implement CRM systems. 

 

 CRM 2.0 Usage Analysis: Adoption of additional CRM functionality including sales 
collaboration, lead management, sales management analytics, sales knowledge 
management, CRM/sales process integration, and incentive management. Also, a review on 
how the Internet and access to sales knowledge are being leveraged by sales. 
 

 Sales and Marketing Alignment Analysis: Sales rating of the support they are receiving 
from marketing in terms of the impact of the company's Web site, availability of sales  
tools/collateral, an assessment of the quality and quantity of leads generated by marketing, 
and the amount of time it takes for lead generation programs to start to generate sales. 
 

 2010 Going Forward Analysis: A summation of lessons learned from this year’s data and a 
seven-step road map outlining where and how to look for improvement in the coming year. 
Sneak peek: maintaining the status quo from 2009 is not an option. 
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Key Findings Observations 

  
 Investment in 

training per rep is 
down this year. 
 

 Firms not doing 
any training are 
up for a second 
straight year. 

 
 Cutting training 

investment may 
be short-term 
gain, long-term 
pain. 

Last year, companies investing over $5K/rep/year were 10.7%; this year 
it’s 6.8%. Each of the two higher brackets is down; those segments 
$1500 and below have increased. There is no question that companies 
sought, at least in part, to make their profitability numbers in 2009 by 
cutting expenses. It could also be argued that with fewer new hires and 
less turnover, the existing sales reps have already benefited from earlier 
training investments. But this is a short-term strategy.  
 
The number of firms not doing any training is only up slightly from one 
year ago (5.9%), but it is up dramatically from 2008 when only 2.2% of 
firms registered in this segment. Was this a winning game plan looking 
back, and will it continue going forward? The table below shows the 
impact of training.  
 

Annual 
Investment in 

Training 

Reps 
Achieving 

Quota 

Rep 
Turnover: 
Voluntary/ 
Involuntary 

Outcome of 
Forecast Deals: 

Won/Lost/No 
Decision 

No training 45% 11%/17% 47%/32%/21% 

<$500 47% 12%/14% 44%/32%/24% 

$500-1,500 51% 11%/14% 47%/31%/22% 

$1,501-2,500 51% 14%/15% 47%/30%/23% 

$2,501-5,000 57% 10%/12% 50%/30%/20% 

>$5,000 62% 13%/20% 51%/29%/20% 

 
This table reveals some interesting correlations. The most striking 

2010 Sales Performance Optimization – Sales Process Analysis 
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column is the first, where the percentage of reps meeting/exceeding 
quota tracks in direct proportion with training investments. Similarly, the 
last column showing forecast accuracy tracks in nearly the same linear 
fashion, with a brief dip in the under $500/year slot and then increasing 
with training investment amounts from there on. 
 
The counterintuitive column is the middle column which shows both 
voluntary and involuntary turnover. The highest turnover is in the 
companies with the highest training investment. And the figures between 
high and low bounce around as you move up from the bottom. What 
would account for this?  
 
One possible explanation is that the firms investing the most have the 
least tolerance for poor performance—they report the highest rate of 
involuntary departures. Voluntary turnover remains consistently low 
across all segments. We believe the economic climate and layoffs which 
outnumber the hiring of new reps account for this. We expect this trend 
to turn around along with confidence in the economy. 
 
What is the proper move for 2010? Invest more or continue to show 
restraint? The remaining metrics in this section should help answer this 
question. 
 

Notes: 
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How Would  
 

 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Key Findings Observations 

  
 Slight decrease in 

Needs 
Improvement 
over last year. 
 

 Companies 
meeting 
expectations are 
gaining. 

 
 Similar findings 

suggest 
companies may 
have played a 
waiting game this 
year. 
 
. 

 

While overall investments in training sales forces decreased in 2009, this 
did not appear to have a negative impact on the quality or quantity of 
sales skills training. However, we see that a high percentage of 
companies are still underperforming at this aspect of supporting their 
sales teams. 
 
The static nature of this metric from last year to this suggests that many 
companies likely ―froze‖ their training, travel, and other budgets. This is a 
common reaction to slowed business conditions, but training firms are 
quick to point out that training should be viewed as an investment rather 
than an expense. They also suggest that a consistent approach pays 
higher returns over time than a starting-and-stopping approach of fits 
and starts. 
 
By industry, Manufacturing is the most represented (as a percentage of 
survey population) in the Needs Improvement group, followed by 
Commercial Banking. As for Exceeds Expectations, smaller companies 
(<$10M annual revenues) were best represented, with large enterprises 
(>$1B annual revenues) second.  
 
Not surprisingly—but perhaps reassuringly for training companies—firms 
investing the least were more heavily in the Needs Improvement column 
while firms spending more than $1500/rep/year disproportionately 
comprised the Exceeds Expectations category. 
 
The table on page 7 illustrates how firms’ self-assessments are borne 
out in their results (quota and revenue plan attainment) as well as in  

2010 Sales Performance Optimization – Sales Process Analysis 
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conversion rates in the sales cycle. In the following, we see a link 
between sales skills training and sales rep performance. 
 

Amount of 
Sales Skills 

Training 

Sales Skills 
Training: 

Needs 
Improvement 

Sales Skills 
Training: 

Meets 
Expectations  

Sales Skills 
Training: 
Exceeds 

Expectations 

% Reps Meeting 
Quota 

48% 55% 60% 

% Overall Plan 
Attained 

78% 80% 85% 

Presentations 
Leading to Sale 
>50% 

16% 19% 24% 

Proposals 
Leading to  

Sale >75% 

8% 12% 23% 

>75% Reps 
Consistently  Use 
Sales Process  

16% 38% 58% 

 
The last row of this table is also instructive. It does not matter which 
program is used or how much is invested, performance will not improve if 
the program is not used consistently. The Meets and Exceeds 
Expectations groups are significantly more consistent in using their 
adopted methodology than the Needs Improvement group. 
 
In our 2009 Sales Compensation & Performance Management study, we 
found that only 25% of the firms tied compensations to sales process 
adoption, incentivizing reps to leverage the company's sales process. 
So, if your sales training does not result in high adoption of these skills, 
you may want to revisit how you have designed your compensation 
plans. 
 
Another factor to consider is the type of sales skills training you are 
providing. Sales organizations using commercially available training 
courses had higher adoption ratings than those firms with internally 
developed programs. In addition, scores varied noticeably between the 
various players offering commercial solutions.  
 
To get more insights into which training approaches could best meet the 
needs of your sales teams, research clients can call their CSO Insights 
analyst for an update on user perceptions of the various training 
programs available.  
 

Notes: 

  

 

http://www.csoinsights.com/
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How Would  
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Key Findings Observations 

  
 Product training 

remains the 
highest rated 
training program. 
 

 Gains are 
reported for a 
second straight 
year. 

 
 Exceeds 

Expectations 
dropped from last 
year.  

Product training has been, and remains, the perennial favorite in terms of 
funding, amount offered, and level of expectations met. This year is no 
exception as 55.9% (up 1.2% over last year) of firms said the amount of 
product training their companies provided Meets Expectations. However, 
the Exceeds Expectations group fell by nearly a full point from last year. 
 
Given the high levels of satisfaction and historic levels of funding, you 
might feel product training is an area that could afford to be cut back in 
the coming year. Two thoughts argue against this notion. The first, of 
course is, ―If it ain’t broke, don’t fix it.‖ One of the reasons product 
training likely remains so highly rated is that it has enjoyed fairly 
consistent support/funding over the years. A more appropriate strategy 
might be to invest in other forms of training to the same extent product 
training has enjoyed, rather than cutting product training to invest in 
other areas. 
 
Second, when you look at the amount of change sales forces are and 
will be facing, nearly one-half to two-thirds of companies report 
increasing to significantly increasing change in the breadth of their 
product line, product complexity and rate of new product introductions! 
So, despite the fact that CSOs continue to push for solution and 
consultative sales practices, the reality are that product training will 
continue receive a high ranking. 
 
The numbers support the investments that have been and continue to be 
made in this area, as shown in the table on page 9. The abilities listed 
are for exceeding expectations for the three groups shown. 

2010 Sales Performance Optimization – Sales Process Analysis 
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Amount of 
Product Training 

Product 
Training: 

Needs 
Improvement 

Product 
Training: 

Meets 
Expectations  

Product 
Training: 
Exceeds 

Expectations 

Ability to 
Differentiate from 
Competitors − 
Exceeds 

15% 23% 44% 

Ability to Align 
Solution with 
Client’s Problem − 
Exceeds 

17% 26% 43% 

Effectively 
Introduce New 
Products − 
Exceeds 

5% 10% 22% 

Effectively Cross-
Sell/Up-sell  − 
Exceeds 

6% 9% 18% 

 
In these product-related areas, it’s interesting to see which abilities to do 
well while others do not. Differentiating from competitors Exceeds 
Expectations 15% of the time, even for those firms in the Needs 
Improvement group in the amount of product training they provide—and 
nearly three times as well in those companies exceeding in this regard. 
 
The same companies that are exceeding expectations are doing so three 
times as often when it comes to effectively cross-selling and up-selling, 
but even this top rated group Exceeds Expectations less than 20% of the 
time. 
 
Research clients and members of the CSO Forum may want a more in-
depth analysis to target the aspects of product training which provide the 
highest leverage going forward. 
 

Notes: 

  

 

http://www.csoforum.com/CSO-Forum
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How Would  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Key Findings Observations 

  
 Improvement 

over the past year 
moves this metric 
out of last place. 
 

 Companies 
Exceeding 
Expectations in 
this ability have 
dropped. 

 
 Performance gap 

between the 
Needs and 
Exceeds groups 
has narrowed 
over the past two 
years.  

The good news: this metric is no longer the worst rated ability by survey 
respondents. The bad news: this metric is still in the cellar with nearly 
55% of firms in the Needs Improvement group. As with other metrics 
tracked in this section, the difference in performance seen in prior years 
is much less dramatic this year. Again, it is our impression that hard 
dollars have, to a certain extent, modulated the impact of soft skills. 
While hard-liners may derive satisfaction from this (―It’s a numbers 
game. Just win, Baby.‖), we believe conditions are in place to reverse 
this again in 2010. 
 
Let’s consider the three groups related to levels of customer relationship.  
 

Amount of 
Customer 

Marketplace 
Training 

Customer 
Marketplace 

Training:  
Needs 

Improvement 

Customer 
Marketplace 

Training:  
Meets 

Expectations  

Customer 
Marketplace 

Training:  
Exceeds 

Expectations 

Level 5 − Trusted 
Partner 

8% 10% 13% 

Level 4 − Strategic 
Contributor 

19% 22% 24% 

Level 3 − Solutions 
Consultant 

27% 29% 32% 

Level 2 − 
Preferred Supplier 

22% 20% 20% 

Level 1 − 
Approved Vendor 

24% 19% 11% 

2010 Sales Performance Optimization – Sales Process Analysis 
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The diagram below shows the five levels of relationship along with the 
roles/responsibilities associated with each of these levels. 
 

 
 
The table below shows how performance numbers (e.g., quota 
attainment, rep turnover, levels of relationship, etc.) vary among the 
groups in two rated abilities, differentiating from the competition and 
creating a solution aligned with the customer’s problem(s). 
 

Amount of 
Customer 

Marketplace 
Training 

Customer 
Marketplace 

Training: 
Needs 

Improvement 

Customer 
Marketplace 

Training: 
Meets 

Expectations 

Customer 
Marketplace 

Training: 
Exceeds 

Expectations 

Reps Achieving 
Quota 

50% 55% 55% 

Forecast Outcome: 
Win/Loss/No 
Decision 

46%/32%/22% 49%/29%/22% 52%/28%/20% 

Total Rep Turnover 27% 26% 25% 

 
Two years ago, eleven points separated the Needs Improvement group 
from the Exceeds (57% versus 68%). Thirteen points separated the win 
rates of these two groups (45% versus 58%), and there were seven 
points between them in total rep turnover (25% versus 32%). Does this 
mean customer marketplace training provides no real value?  
 
While it may be tempting to say understanding the customer’s 
marketplace (and market position), you don’t want to be fooled. 
Remember, these are aggregated results across nearly 2,800 
companies. The figures can look very different for a specific industry. For 
example, in Software the percentage of reps meeting/exceeding quota 
was 52% for companies needing improvement in marketplace training 
versus 60% for companies in the Exceeds area of training. Total turnover 
was 31% versus 23%, respectively. 
 
So don’t give up the ship just yet. Investing in your people so they can be 
knowledgeable about their customers still seems like a smart bet. 
 

Notes: 
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Key Findings Observations  
  

 No change in this 
metric over the 
past year. 
 

 Majority of firms 
still feel they need 
improvement in 
this training area. 

 
 Firms exceeding 

expectations in 
this area of 
training correlate 
with much better 
results. 

There was essentially no movement in this metric, better or worse, in the 
past twelve months. These percentages are within fractions of a point of 
where they stood in the 2009 report. This is all the more striking, given 
the fact that more than one-half of all firms responding for the second 
year in a row feel they need improvement in this area.  
 
Are these merely good intentions? And is there no real value in training 
your salespeople to be more conversant on things financial? You need to 
answer the first of these questions yourself, but the survey numbers say 
the answer to the second question is, no.  
 
Unlike the prior metric (amount of customer marketplace training), this 
metric offers clear performance differences between those needing 
improvement and those exceeding expectations in this area. 
 

Amount of Purchase 
Justification Training 

Customer 
Marketplace 

Training: 
Needs Improvement 

Customer 
Marketplace Training: 

Exceeds 
Expectations 

Reps Achieving Quota 49% 57% 

Presentations  
Leading to a Sale >50% 

15% 24% 

Proposals  
Leading to a Sale>75% 

9% 20% 

   

2010 Sales Performance Optimization – Sales Process Analysis 
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Deals Closing as 
Forecast > 75% 

9% 24% 

Our Price and Terms 
Among Top 3 Reasons 
We Win 

29% 10% 

 
It would seem that the tight economic climate has raised the importance 
of financial discussions, and those firms prepared to speak in financial 
terms to justify the purchase of their goods/services are experiencing 
higher hit rates, better forecasting, and less emphasis on price.  
 
If you compete on the basis of price, that is, your company is the low 
price leader, this area of training may be of less interest to you—though 
we would not rule it out, if only as a defensive measure. If, on the other 
hand, you are not the low-priced spread, then there is every indication 
that your reps would be well served by investing in this area. 
 
Final note: the Exceeds Expectations group also reported higher level 
relationships (34% versus 24%) and fewer price-competitive vendor level 
relationships (13% versus 25%). 
 

Notes: 
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How Would  
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Key Findings Observations 

  
 Firms needing 

improvement in 
this area are 
down 2% from 
last year. 
 

 Needs 
Improvement 
group still 
outnumber 
Exceeds group by 
nearly 10:1. 

 
 Sales managers 

remain a high 
leverage 
opportunity for 
improved 
performance. 

There was a modest shift of two points from the Needs Improvement 
column to Meets Expectations in the past year. It’s good to see, but 
hardly earth shattering news, particularly given the enormous economic 
challenges 2009 presented to managers. These typically include higher 
quotas but fewer support resources, layoffs, sales reps easily distracted 
by the turmoil, confusion, and fear in the marketplace. 
 
Can you do better by your managers and, if so, what would better look 
like? Through 2008, 35-40% of firms responding to a slightly different 
question indicated they planned to increase or significantly increase the 
amount of sales management training they offered. Perhaps this has 
happened, but there are indicators that substantially more could and 
needs to be done. 
 

Amount of Sales 
Management 

Training 

Sales 
Management 

Training: 
Needs 

Improvement 

Sales 
Management 

Training: 
Meets 

Expectations 

Sales 
Management 

Training: 
Exceeds 

Expectations 

Reps Achieving 
Quota 

48% 56% 62% 

Level 3-4 Process  29% 51% 66% 

CRM Adoption >75% 59% 66% 75% 

Sales Methodology 
consistently used 
≥75% 

18% 41% 55% 
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How would you rate the level of sales management training you provide? 
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The table tells the tale: use the tools that are provided to you and you’ll 
do better. This is the message that needs to be given to sales reps. 
―Yes, we have a sales process, and you will not only be exposed to and 
trained on it, your manager will reinforce and enforce its use and give 
you feedback on how you’re doing. Yes, we’ve adopted CRM and your 
manager uses it as a management tool to stay current on your activities, 
opportunities, and issues; you have to use the system for your manager 
to do these things. And, yes, we have and continue to invest in sales 
training, and if you aren’t using the skills, frameworks, and techniques 
provided through these trainings, then: a) these things cannot work for 
you; and b) your facility with them cannot improve. 
 
On the other hand, if you do these things, statistically you’ll do 33% 
better in attaining your quota, and we as a company will come ten full 
points closer to making our overall revenue number (88% versus 78% for 
the Needs group).‖ 
 
Here’s the message for the CSO. ―In order for managers to be 
comfortable and competent at coaching and managing in this way, you 
need to invest in their training—and systems.‖ Of the Needs 
Improvement group above, 10% also reported they Exceed Expectations 
in providing their managers timely/accurate sales performance metrics; 
this figure is 32% for the Exceeds group. 
 
Are you investing in the tools and training your managers need to be 
effective today? CSO Insights will be examining this question in greater 
detail in Q1 2010 when we launch our Sales Management Effectiveness 
Survey. 
 

Notes: 

  

 

http://www.csoinsights.com/
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How Would  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Key Findings Observations 

  
 Consistent CRM 

usage tracks with 
consistent CRM 
training. 
 

 Consistent usage 
is still reported by 
a minority of firms 
but correlates 
with outstanding 
performance. 

 
 CRM 2.0 means 

continued need 
for CRM training 
in years ahead.  

CRM’s ability to gain acceptance and adherence over time is reminiscent 
of Star Trek’s Borg: Resistance is futile. Still, sales reps, sales 
managers, and sales organizations are, by definition, an independent lot. 
So while resisting CRM may be futile, it is docile. Not to put too fine a 
psychological point on this, but passive-aggressive seems to be the 
powering fuel for those reps not embracing CRM. 
 
―Too cumbersome to navigate, too much data entry, too much Big 
Brother‖—Please. ―Nothing in it for me as a rep, don’t have time to use it, 
I’m too busy making calls and selling.‖ Enough said. 
 
Sure, all of these have been true at one time or another, and in the early 
years, the return on effort may have been a tricky balance with unproven 
results. But the jury is in. Wake up and smell the coffee. Firms 
consistently using CRM (more than 90% of the time) are doing better 
across the board than those that aren’t. Don’t know how to use the 
system, that’s a training problem (see table below). Don’t feel like it, 
that’s a management problem.  
 

CRM Training 
Ratings as 

Related to CRM 
Adoption 

CRM 
Training: 

Needs 
Improvement 

CRM 
Training: 

Meets 
Expectations 

CRM 
Training: 
Exceeds 

Expectations 

CRM Adoption 
75% - 90% 

19% 28% 21% 

CRM Adoption 
>90% 

26% 46% 68% 
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How would you rate the level of CRM system training you provide? 
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So that’s the tough love for reps. Here are the messages for sales 
management. Look at the difference in CRM uptake between sort 
of/mostly using CRM (75-90%) and really/consistently using CRM 
(>90%). The difference in the first category is very little regardless of 
whether you Need Improvement, Meet or Exceed Expectations in CRM 
Training.  
 
The difference in the second category—consistent usage—is HUGE! 
 
But CRM alone is not the answer to significantly improved performance. 
Yes, you want your reps to want to use it and to do so consistently. 
However, the big performance gains come when consistent CRM usage 
is coupled with higher level sales process implementation as shown in 
the table below.  
 

Performance 
Metrics by CRM 
Usage & Sales 

Process 
Implementation 

% Sales Reps 
Meeting/ 

Exceeding 
Quota 

% Annual 
Revenue 
Target 

Attained 

% Deals 
Closing as 
Forecast 

>75% 

CRM Adoption 
75% – 90% and 
Level 2 Process 

49% 78% 12% 

CRM Adoption 
>90% and 
Level 4 Process 

64% 90% 24% 

 

Notes: 

  

 



2010 Sales Performance Optimization – Sales Process Analysis 

 

© CSO Insights    18    
No portion of this report may be reproduced or distributed in any form 
 or by any means without the prior written permission of the authors. 

    

How Would  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Key Findings Observations 

  
 Firms are 

stepping up their 
level of process 
implementation. 
 

 Data continue to 
tie higher sales 
performance with 
higher levels of 
implementation. 

 
 Some industries 

are further ahead 
in process 
adoption and 
implementation.  

 

It’s heartening to see an increase in higher levels of process 
implementation this year, though the figures above are really a return to 
where they were two years ago. Despite all that’s been written, 
resources that have been invested, and results recorded, 60% of 
responding firms continue to operate on an ad hoc or informal basis.  
 
Really? Yes, really. This would be a good time to take a deep breath, sit 
back, and ask two questions: 1) at what level are we currently operating?  
2) and if, Level 1 or Level 2, why? 
 

Level of Sales 
Process 

Implementation 

Ad Hoc 
Level 1 

Informal 
Level 2 

Formal 
Level 3 

Dynamic 
Level 4 

Rep Quota 
Attainment 

46% 51% 51% 62% 

Revenue Plan 
Attainment 

74% 79% 82% 86% 

Presentation to 
Sale >50% 

15% 16% 16% 31% 

Proposal to  
Sale >75% 

7% 8% 12% 24% 

Deals Close as 
Forecast >75%  

6% 9% 11% 23% 

 
The table above demonstrates as clearly as anything that more can be 
said about the value of moving to a Dynamic sales process. No, it’s not 
easy, it’s not quick, and it’s not automatic. But is it an option? 
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How would you describe your adherence to the use of a sales process? 
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The numbers become more compelling when linked to higher levels of 
CRM adoption. Still, some industries lead while others lag in 
implementing sales process.  
 
Software and Professional Services: Business lead with the highest 
percentage of representation in the Level 4 Process category. 
Distribution and Manufacturing: Non-computer is well represented in the 
Level 1 Process category—although disproportionately. Another sector 
that weighted heavily toward the lower levels of process implementation 
is Financial Services. Retail Banking is the only segment escaping the 
pull to Level 1 Process; Commercial Banking, Insurance and 
Investment/Brokerage have not. 
 
For a detailed look at sales process implementation in the Insurance 
industry and the difference it can make, research clients should review 
the case study on AON Insurance in the CSO Forum. 
 

Notes: 

  

 

http://www.csoforum.com/CSO-Forum
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How Would  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Key Findings Observations 

  
 Significantly 

Improves 
performance is 
down by nearly 
one-third in the 
past year. 
 

 Modestly 
Improves 
performance is up 
from 2009. 

 
 Biggest increase 

is firms reporting 
Do Not Know the 
impact of their 
sales 
methodology. 

The ―halo effect‖ we flagged in past reports seems to have come 
crashing down this year. Historically, companies have given high ratings 
and attributed significant contributions to sales improvement to their 
adopted sales methodology. Not this year. 
 
Significantly Improves performance is down nearly ten full points from 
35.1% last year. And Modestly Improves performance is up 8.5 points 
during the same period. Really, is ―modest improvement‖ what you 
hoped for when you agreed to invest in sales training and take time out 
from the field to present it? Of course not. 
 
The single biggest increase is firms reporting they Do Not Know the 
impact of their sales methodology on sales performance, which has 
doubled from last year (4.2%)! What has happened? Will the data offer 
insights and suggest some path out of these dark woods? 
 
For starters, everyone knows it was a tougher year. No question, but 
shouldn’t using a sales methodology have helped even more in tough 
times? Well, yes, if you use it. The consistent use of the methodology by 
the sales force, that is greater than 90% of the time, falls off dramatically 
as you travel clockwise in the chart above (see table). 
 

Impact of Sales 
Methodology on 

Performance 

No 
Impact 

Modest 
Impact 

Significant 
Impact 

>90% Reps 
Consistently Use   

0% 10% 34% 
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If you are using a sales methodology, what’s the impact on performance? 
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These figures remind us of a rep who talked with Barry Trailer just before 
he delivered a Sales Mastery presentation. He attended a sales training 
program Barry ran a year earlier and was telling him that it was terrific. 
―Really, it’s a fabulous program!‖ Barry said that was quite an 
endorsement and asked specifically what he thought made it fabulous. 
The rep responded, ―The only time it doesn’t work is when I don’t use it.‖ 
 
His reply was so genuine Barry wondered if he fully comprehended what 
he had just said, so Barry asked him, ―How often would you say you use 
it (the methodology)?‖ He replied, ―Uh, maybe half of the time.‖ 
 
Now, just think about that for a minute and then look at the preceding 
table once more. Coincidence? We don’t think so. Also not a 
coincidence, the levels of process implementation are similar:  
 

Impact of Sales 
Methodology on 

Performance 

No 
Impact 

Modest 
Impact 

Significant 
Impact 

Ad Hoc or Informal 85% 58% 23% 

Dynamic  3% 9% 42% 

 
The growth in the Do Not Know category is an eye-opener. The fact that 
these firms don’t know is a likely indicator that they are not monitoring 
the use of the methodology on a regular/ongoing basis. In fact, 80% of 
these firms report they are Level 2 in their process implementation. 
 
There is another reason they may not have a tangible sense of 
contribution. Did these firms identify one or more specific abilities they 
wanted improved before they brought in a methodology? Pre- and post-
testing on these specific skills is another important step in benchmarking 
training’s initial impact. And, finally, reinforcing/enforcing its continued 
use over time to both anchor the skills and ensure the maximum impact. 
Given that the super-majority of these firms are informal in their process 
implementation, it’s a good bet these actions were not part of the plan. 
 
This lays the foundation for disappointing, or at least not knowing, 
improved results. You should learn from their lesson. 
 

Notes: 
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How Would  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Key Findings 

 

Observations 

 Internally 
developed 
programs down a 
couple notches 
from prior years. 
 

 Internally 
developed is still 
in the majority of 
firms reporting. 

 
 Internal versus 

commercial less a 
performance 
factor than 
consistent use 
and 
reinforcement. 

The pendulum continues its swing to and fro between commercially 
available sales methodologies and those developed/delivered internally. 
Internally developed programs were in the minority (41.9% in 2004) 
through 2006, then moved to a majority, and have remained there the 
past four years. However, we did see results peak at 59.2% last year--
and saw a significant drop of 5.4 points  this year--so we may be seeing 
the cycle reverse once again. 
 
Size of company seems to have some bearing, with larger companies 
favoring commercial programs. Firms over $500M in annual revenues 
report a majority use of commercial programs. Slight variations are seen 
by industry, but the ratio is very similar to the overall population depicted 
above. 
 
On strictly the basis of buy versus build, there is no difference in several 
performance measures. The percentage of sales reps meeting or 
exceeding their assigned quotas is the same (53%), and the percentage 
of annual revenue plan attained is also identical (81%). Percentage of 
presentations made by reps resulting in a sale and proposals resulting in 
a sale are also nearly identical, as were rates of forecast accuracy. 
 
Of course, what should make a difference is how consistently companies 
use, reinforce, and enforce the use of whichever training they provide. 
This is really just common sense, but do the data support it? The answer 
is a resounding yes!  
 
In addition, internally developed programs reflect a bit of an advantage. 
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What type of methodology do you use within your sales process? 
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The percentage of sales reps meeting or exceeding their assigned 
quotas is higher in both cases, but is 64% for internally developed versus 
59% for commercial programs. The percentage of annual revenue plan 
attained 85% in each case. 
 
When you force the issue, the numbers are overwhelming, but the 
number of companies drops to only two (internal) to three dozen 
(commercial) firms. By ―forcing the issue‖ we mean consistent use of the 
methodology (>90%), high user adoption of CRM (>90%), and Level 4 
Process implementation.  
 
Sure, these are unrealistic standards. Or are they? For the dozens of 
firms that managed to these high levels, the percentage of sales reps 
meeting or exceeding their assigned quotas was 75% for internally 
developed versus 67% for commercial programs. The percentage of 
annual revenue plan attained was 95% for internally developed versus 
92% for commercial programs. 
 
These figures are much higher than the general population this year of 
52% and 78%, respectively. We also looked at companies that offered 
any answer on training (ranging from ―we do not do any training‖ to 
―spending >$5K/rep/year‖), and had Level 1 (ad hoc) Process 
implementation and no CRM. This group’s numbers were 46% and 72%, 
respectively. 
 
Of course, like any standard distribution, the bulk of companies fall in 
between. It’s up to you and your sales management team to figure how 
close your team’s performance comes to either end of the curve.  

  

Notes: 
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How Would  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Key Findings Observations 

  
 Little change in 

this metric over 
the past few 
years. 
 

 Consistently 
adhering to sales 
methodology 
correlates with 
consistent 
performance. 

 
 70% of all firms 

still apply their 
companies’ 
adopted 
methodology on 
an infrequent 
basis. 

 

If you’ve reached this metric by reading from the beginning of this Sales 
Process Analysis topical report (rather than getting here via a CSO 
Forum search), then this may feel it’s becoming a bit of a harangue. Still, 
whether this is the first or the eleventh metric on sales process you’re 
reading, the results/conclusion are the same: consistency has its 
rewards. Ignore this basic fact and you will pay a price. 
 
Some companies have learned this lesson over the past year but, in 
general, consistent use of a company’s sales methodology (i.e., >90% of 
the time) has dropped a half-point since last year and two points since 
2008. The result displayed in the graphic above is that 70% of all firms 
over the past three years report infrequent or inconsistent (≤75% of the 
time) use of their sales methodology. 
 
―It’s not really needed on this deal,‖ or, ―This opportunity is too 
small/different/special/an isolated case/whatever,‖ are comments 
managers frequently hear (and sometimes offer) as to why the 
methodology is not being used this time. The implication is that naturally 
you use the methodology on big/important/usual opportunities and, 
therefore, know and are competent at applying it—it’s just not required 
here/now. Of course the net result is that it’s not required/applied by the 
super majority of firms (70%) the super majority of the time (75%)! 
 
Two things should be said about this. One, anyone saying this or 
accepting it should realize they’re confusing consistent and rigorous use 
and reinforcement of the concepts and vocabulary (whatever the 
program) with stopping selling and doing something else. Anytime a rep 
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What percentage of your sales force consistently uses your sales methodology?  
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challenges, ―Look, do you want me to fill out this stupid form or close this 
deal?‖ ―Do you want me to spend all day entering stuff into the CRM 
system or go out and see clients?‖ ―I don’t have time to answer all these 
questions, I need a ______________ (fill in the blank: system engineer, 
price concession, proposal generated, etc.) right away or the buyer’s 
going to walk!‖ 
 
All of these statements suggest that an experienced rep knows how and 
what to do naturally or by instinct after so many years, cycles, wins, 
whatever. As Al Davis of the Oakland Raiders would say, ―Just win, 
Baby.‖ You can see how well that’s working out these days (years). And 
consistently applying the methodology somehow takes longer or is 
getting in the way of winning. 
 
Two, the numbers do not support this logic (see table below). 
 

% of Reps Consistently 
Use Sales Methodology 

<50% 51-90% >90% 

% Reps Meeting Quota 46% 56% 62% 

% Revenue Plan Attained 77% 83% 85% 

Rate of Rep Turnover 34% 27% 17% 

Outcome of Forecast Deals 
% Won/Lost/No Decision 

43%/33%/
24% 

50%/28%/
22% 

54%/25%/
21% 

Proposal to Sale >75% 7% 11% 28% 

 
Your company’s adopted/implemented sales methodology should not be 
something you stop selling to do; it should be the way you sell. This does 
not mean mindless, lockstep regimentation, but it does mean consistent, 
disciplined, rigorous use—and transparency. Managers and other team 
players should be able to inspect where you are in the process with any 
deal by looking at what’s been recorded/reported in the CRM system—or 
wherever it is you track these. 
 
Sure, the numbers above could be wrong. Sure, not applying 
methodology routinely could be saving you loads of time. Sure, this deal 
really is different. 
 
Sure. 
   

Notes: 

  

 



2010 Sales Performance Optimization – Sales Process Analysis 

 

© CSO Insights    26    
No portion of this report may be reproduced or distributed in any form 
 or by any means without the prior written permission of the authors. 

    

How Would  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Key Findings Observations 

  
 Training ―halo‖ 

may still be in 
place in 2010. 
 

 Positive ratings 
up again this year 
despite fall off in 
performance 
figures. 

 
 Recommendation 

levels track with 
consistent usage 
levels. 

Firms that would absolutely recommend their training vendor are up over 
two full points from last year, and nearly nine full points over the past five 
years. And yet, various performance measures are off this year to levels 
not seen since 2003 and the tech bubble’s collapse. Is it fair to say that 
it’s not training’s fault performance is down—rather, it really is the 
economy? Or, is it a fairer assessment, as seen elsewhere in this report 
(Sales Process Impact on Sales Performance), that despite the 
investment in methodology/training the impact simply isn’t that great? 
 
Companies with the first perspective seem not to be ―blaming‖ the 
training but rather recognizing the reality of the situation—times are very 
tough and lower revenue attainment and lower levels of reps meeting 
quota are to be expected. The second more critical perspective suggests 
training’s halo is slightly tarnished and the impact of applying 
methodology to sales performance is overrated. 
 
What’s fair? Well, as the saying goes, ―If you don’t vote, don’t complain.‖ 
In this case, if you don’t consistently apply the methodology it very likely 
colors your perspective (see table below).  
 

% of Reps Consistently 
Use Sales Methodology as 
Related to Vendor Ratings 

<50% 51-90% >90% 

Absolutely Recommend  27% 37% 75% 

Likely Recommend 30% 36% 17% 

Somewhat Likely 27% 20% 8% 

Unlikely/Never 16% 7% 0% 
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If using a commercial methodology, would you recommend the vendor? 
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Respondents’ perspectives are directly tied to their consistent adherence 
to whatever methodology they’ve implemented, and as seen in the prior 
metric (Sales Methodology Adoption Rates), so is performance. How do 
you get the most performance and highest adoption from your training? 
 
For starters, the success of an ―event‖ is easy but does not have much 
impact. Participants come to a program, are exposed to new or old but 
underutilized ideas, and are re-energized to begin using them. There can 
be an immediate ―bump‖ in applying the concepts and using the new 
vocabulary. Then, two or three months later, most of the excitement is 
gone, as is any effort to rigorously apply the concepts.  
 
Use of the concepts becomes spotty, the vocabulary terms become 
jargon with less rigorous meaning or usefulness, and the methodology 
eventually falls into casual use.  
 
If you can relate to this but want to get past the ―feel good‖ or ―smile test‖ 
training event to actual improvements, then the onus is on you as CSO. 
A consistent and appropriate use of the sales process terms and 
knowledge of its steps, analysis of opportunities against it, and 
understanding of it are key bricks in the foundation of improvement. 
 
If your approach to making calls is to ask, ―What are we doing here 
today?‖ and to opportunities you ask, ―What is it going to take to do this 
deal?‖ – You are relegating training to event status.  
 
The past year has also seen an increase in ―virtual classroom‖ or 
distance learning--sessions conducted via the Internet leveraging 
collaboration technologies. This approach not only reduces travel time, 
expenses, and time out of the field, it also provides an opportunity for 
incremental training (rather than a drink from a fire hose)--ongoing 
reinforcement by managers and via archived sessions that allow reps to 
review on their own schedule. 
 

Notes: 

  

 

 

 

 


