
CSO Insights 2012 Sales Performance Benchmark Report 
  
Surveys Included:  Sample Industry  
 
These charts represent answers to our 2012 Sales Performance survey from sales 
executives in the Sample Industry.   
 
As you review the charts, keep in mind what you would have answered to the 
questions so that you can best interpret our comments.  We recommend you use this 
report alongside our 2012 Sales Performance Optimization research report, as best 
practices and case studies included in the report will help you devise an action plan. 
 
We have provided comment on the charts for 12 metrics that we find have the most 
impact on sales results.  The rest of the charts, representing answers to all the 
questions in our survey, are included without comment. 
  
The data used for this benchmark comes from surveys completed by sales and 
marketing executives between October 2011 and February 2012. 
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The information in this report is for internal use only.  Feel free to share the report 
with colleagues within your company. 
 
For any other use of this report, please contact CSO Insights. 
 
You may receive a PowerPoint version of this report so that you can use the slides in 
presentations to your management team.  Email Laura Andrus and request your 
PowerPoint file. 
 
Laura.andrus@csoinsights.com  
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Win, Loss and No Decision rates  give us a good snapshot of the effectiveness of the 
sales organization.  High loss rates tell us the competition is beating you or the reps 
are weak in the last steps of the sales process.  High no decision rates are the killers.  
!ƴ ŀŎŎƻǳƴǘ ǎǘŀȅǎ ƛƴ ǘƘŜ ǇƛǇŜƭƛƴŜ ǊƛƎƘǘ ǳƴǘƛƭ ǘƘŜ ŜƴŘ ŀƴŘ ǘƘŜƴ ŘƻŜǎƴΩǘ Řƻ ŀƴȅǘƘƛƴƎΦ  
This is really expensive to your sales organization.  Getting these accounts out of the 
pipeline early is critical to long-term success. 
 
No decision rates are our first target for remedies.  Freeing sales rep time to pursue 
qualified prospects rather than chasing lost causes can have a dramatic impact on win 
rates and revenues.  Teaching sales reps to qualify out prospects is much easier than 
changing your product to be more competitive. 
 
The Sample Industry, at 50.4%, have nearly the same win rate as the combined 
results, at 49.0%.  Their 31.7% loss rate is a bit higher than the overall results of 
28.4%.  The 17.9% no decision rate is a little higher than the 22.6% from our overall 
study.  If this were real data, we would recommend that CSOs from this industry pay  
attention to the loss rate for the payoff. 
 
Best Practices in this area are understanding the customer buy cycle and effective 
management coaching. 
 
This metric is covered in the 2012 {ŀƭŜǎ tŜǊŦƻǊƳŀƴŎŜ hǇǘƛƳƛȊŀǘƛƻƴ ǊŜǇƻǊǘΩǎ {Ŝƭƭ /ȅŎƭŜ 
topical report. 
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We look at the percent of reps achieving quota because it is an indicator of Sales 
Management Effectiveness, which is one of our featured critical success factors. 
 
51% of the companies taking our 2011 Sales Compensation and Performance 
Management survey indicate that they expect the average rep to achieve over 70% 
of quota, which many in our study did not achieve. 
 
The percent of reps making quota for the Sample Industry is 63.6%, which is a bit 
higher than the 62.6%  overall number in the study.  This leaves 36.4% of the reps in 
this group who missed their numbers last year.  If this were real data, we would say 
this will be a challenge for sales managers in 2012, where quotas are going up. 
 
This metric is discussed in the 2012 Sales Performance Optimization Key Trends 
topical report. 
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This metric represents another leading indicator on the health of a companyτor an 
industry group.  Plans to increase or decrease the headcount in the sales organization 
tell us a lot about what new should expect in the upcoming year.   
 
Increasing the headcount in sales does not produce rapid results, however.  The 
length of sales rep ramp-up time frequently means that results will not emerge until 
the next fiscal year, not the current one.  And the cost of hiring and nurturing new 
sales reps is higher than many believe.  
 
Sample Industry companies are hiring at a slower rate than the companies in the 
overall study, with 27.5% increasing headcount more than 10%, compared with 31.5% 
in our overall survey.  37.9% of the Sample Industry are keeping headcount the same, 
compared with 28.8% in the overall study.  
 
If this were real data, we would say that with the Industry increasing headcount, sales 
managers will be under pressure to get hiring right. 
  
Learn more about this metric in the 2012 Sales Performance Optimization Sales Rep 
Hiring & Compensation topical report. 
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Turnover is one of the first metrics we look at.  It is a leading indicator of a long list of 
issues, including: 
ÅPoorly crafted compensation plans 
ÅOverly ambitious quotas 
ÅSales management weaknesses 
ÅSales force morale problems 
ÅPoor training programs 
 
Of course there are industries that accept turnover as a part of doing business.  We 
believe that, if anyone analyzed the cost of turnover, they would take extraordinary 
measures to avoid it. 
 
¢ƘŜ {ŀƳǇƭŜ LƴŘǳǎǘǊȅΩ ǾƻƭǳƴǘŀǊȅ ǘǳǊƴƻǾŜǊΣ ŀǘ мрΦр҈Σ ƛǎ ŀ ōƛǘ ƘƛƎƘŜǊ ǘƘŀƴ ǘƘŜ мнΦр҈ 
average for our survey.  The involuntary turnover, at 11.6%, is lower than 12.4% in the 
overall survey.  This adds up to a 27.1% turnover rate for the Sample Industry, which 
is comparable to other industries in our study.  If this were real data, we would say 
that turnover will be an important task for sales managers in this industry to address.  
 
In addition to any increase in headcount, this group has to incur the cost of hiring and 
ramping up over a fourth of their sales force lost in this turnover. 
 
There is further discussion of turnover in the 2012 Sales Performance Optimization 
Sales Rep Hiring & Compensation topical report. 
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The ramp-up time metric is very valuable in determining when the results from new 
hires will begin to impact the revenue stream. 
 
74% of companies in our overall survey need more than 6 months to ramp up new 
hires.  63.2% of the Sample Industry say the ramp-up time is over 6 months.   If this 
were real data, we would say that even if the new reps are already on board, their 
sales will have very little impact on the current yearsΩ ǊŜǎǳƭǘǎΦ  
 
Learn more about this metric in the 2012 Sales Performance Optimization Sales Rep 
Hiring & Compensation topical report. 
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Annual training investment is a leading indicator of how hard companies are working 
to increase the professionalism of their sales force.  This does not mean they always 
succeed, but it is an indicator of the funds companies are willing to throw at the 
challenge. 
 
In our overall survey, 53.1% of companies spend under $1500 per rep on training. 
67.3% of Sample Industry are under the $1500. If this were real data, we would say 
that with over half of the companies in this group needing over 6 months to ramp up 
new sales reps, this industry should examine whether their training expenditures (or 
lack thereof) contribute to shortening the length of time it takes reps to become fully 
productive. 
 
We would also say that with 62% of the Sample Industry increasing their headcount, 
and the average company having to replace 27.1% of the sales force due to turnover, 
these companies should focus on shortening ramp-up time, and training expenditures 
will be involved in solving this. 
 
Read more about training investment and types of training in the 2012 Sales 
Performance Optimization Sales Process topical report. 
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We are convinced that the sales process metric is one of the most important.  We 
find a high correlation between responses to this metric and success or failure rates 
in sales performance. 
 
Our research shows that the more formal the sales process and the more consistently 
it is used, the more successful the sales organization.  
 
41.8% of the Sample Industry use a formal sales process, compared with 47% of 
companies in our overall survey.  If this were real data, we would say that this is an 
area for improvement. 
 
Learn about best practices for this metric in the 2012 Sales Performance Optimization 
Sales Process topical report. 
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This metric on the adoption rate for the sales methodology might be more important 
than the type of sales methodology. Without a high adoption rate, any sales process 
is like the tree that fell in the forest when no one was there to hear it. 
 
We find that the more informal the sales process, the lower the adoption rate, which 
makes sense.   
 
46.1% of companies in our overall survey have a 75%+ adoption rate for their sales 
process, which is up more than 5% from last year.  37.8% of the Sample Industry have 
a high sales process adoption rate. 
 
If this were real data, we would say that in the 58.2% of Sample Industry with low 
adoption rates, their reps are not buying the process, formal or informal. 
 
This makes it much more difficult to measure results, train new reps, and determine if 
more sales process work is necessary.  This industry should focus on sales process in 
2012. 
 
Learn more about process adoption rates in the 2012 Sales Performance Optimization 
Sales Process topical report. 
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Over the 18 years that we have conducted our research, the client relationship has 
proven to be vital to increasing win rates. The sweet spot is being a Strategic 
Contributor or a Trusted Partner.  In combination with the type of sales process, this 
metric has an important effect on sales results, no matter what the industry. 
 
The companies in our overall survey are segmented almost into thirds, with 38% 
Approved Vendor or Preferred Supplier, 26% Solutions Consultants and 35% as 
Strategic Contributor or Trusted Partner.  48.7% of the Sample Industry are Approved 
Vendor or Preferred Supplier.  30.2% of the Sample Industry are at the strategic end 
ƻŦ ǘƘŜ ǎǇŜŎǘǊǳƳΣ ǿƘƛŎƘ ƳŜŀƴǎ ƛǘΩǎ ƴƻǘ ƛƳǇƻǎǎƛōƭŜΦ  LŦ ǘƘƛǎ ǿŜǊŜ ǊŜŀƭ ŘŀǘŀΣ ǿŜ ǿƻǳƭŘ 
say that this segment of the Sample Industry are at the right end of the relationship 
scaleτthe others should figure out how to get there. 
 
Learn more about this and the Sales Relationship/Process matrix in the 2012 Sales 
Performance Optimization Key Trends section. 
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Competency testing is beginning to catch on.  Now over half our survey companies 
are using testing, and many began several years ago. 
 
78.4% of Participants using testing in the overall survey say the testing has an impact 
on their ability to hire successful sales reps. 
 
70% of the Sample Industry using testing see results in their hiring success 
attributable to testing. 
 
We conclude that the 50% of companies who do not use assessment testing should 
investigate this powerful tool. 
 
Learn more about our results on assessment testing in the Sales Rep Hiring & 
Compensation section of our 2012 Sales Performance Optimization report. 
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Comparing 2012 revenue targets to 2011 targets help us see how optimistic 
companies are about the new year.  In general, 2012 targets are way up from 2011. 
 
55.7% of the companies in our overall survey plan to increase revenue targets more 
than 10%.  20% of them are looking at increases over 25%. 
 
50% of the Sample Industry are planning 10%+ increases.  18.5% of them will 
increase targets more than 25%.   Only 11.1% of the Sample Industry are reducing or 
holding targets at 2011 levels. 
 
See the 2012 Sales Performance Optimization Going Forward report for more 
information. 
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We look at planned sales initiatives to see where CSOs are focusing their attention.   
 
This year, our Sales Performance Optimization top 3 initiatives were revising lead 
generation, revising the sales process and giving sales reps better access to 
information.  We would like to think that some of our survey participants are taking 
our advice. 
 
The {ŀƳǇƭŜ LƴŘǳǎǘǊȅΩ ǘƻǇ ǘƘǊŜŜ ŎƘƻƛŎŜǎ ǿŜǊŜ  ǊŜǾƛǎƛƴƎ ǘƘŜ ǎŀƭŜǎ ǇǊƻŎŜǎǎΣ ŜƴƘŀƴŎƛƴƎ 
sales team communication and revising lead generation.  If this were real data, we 
would enthusiastically approve the sales process initiative for this group. 
 
Review the 2012 Sales Performance Optimization Going Forward analysis for more 
information on 2012 Sales Initiatives. 
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