
CSO Insights 2011 Telemarketing/Inside Sales Benchmark Report 
 Surveys Selected:  Sample Industry 
 
These charts represent answers to our 2011 Telemarketing/Inside Sales survey from 
sales executives in Sample Industry.  CǊƻƳ ǘƘŜƛǊ ŀƴǎǿŜǊǎΣ ȅƻǳΩƭƭ ƎŜǘ ŀ ƎƻƻŘ ƛŘŜŀ ǿƘŀǘ 
other executives are ŜȄǇŜǊƛŜƴŎƛƴƎ ƛƴ  ǘƻŘŀȅΩǎ ōǳǎƛƴŜǎǎ ŜƴǾƛǊƻƴƳŜƴǘ. 
 
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 2011 Telemarketing/Inside Sales 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 give us a good snapshot 
ƻŦ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ƘŜŀƭǘƘΦ  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  executives 
between October 2011 and February 2011. 
 

1 



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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We watch the average % of reps making quota because it can be a leading indicator of 
problems (like turnover) in the future.  It is also one of the benchmark metrics for the 
quality of sales managementτthe higher the percentage, the better the coaching 
and mentoring is. 
 
The Sample Industry companies are slightly behind the entire survey populationτ
56.2% compared to 59.1%. 43.8% of the reps did not make their quotas, which could 
cause problems in 2011. 
 
Issues here are that quotas are going up in 2011, and so is hiring.  This can put more 
stress on the organization, particularly the amount of time managers can spend 
coaching the reps. 
 
Best practices include coaching and mentoring and controlling turnover. 
 
This metric is covered on page 7 of the Telemarketing/ Inside Sales Performance 
Optimization report. 
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We watch the metric on planned sales force change to gauge how optimistic 
organizations are that sales can grow.  43% of our 2011 survey takers plan to grow 
their sales force more than 10%.  28.9% will hold headcount the same or decrease.  
This represents a stunning rate of planned growth compared to past years. 
 
For the Sample Industry companies, the growth planned is quite similar.  42.1% of 
these companies will grow the sales force more than 10%.  26.3% will keep the sales 
headcount the same or decrease it.  With almost 75% of these companies increasing 
the sales force, sales management will be challenged with hiring well and bringing 
the newly hire reps up to speed quickly. 
 
Best practices include caution that your competitors will be trying to hire your best 
reps, retention measures in management practices and compensation plans, and 
accelerated ramp-up programs for newly hired sales reps. 
 
 
This metric is covered on page 9 of the 2011 Telemarketing/Inside Sales Optimization 
report. 
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We watch turnover rates to determine the health of a sales organizationτboth past 
ŀƴŘ ŦǳǘǳǊŜΦ  IƛƎƘ ǘǳǊƴƻǾŜǊ ƛƴŘƛŎŀǘŜǎ ƛǎǎǳŜǎ ǿƛǘƘ ƳŀƴŀƎŜƳŜƴǘΩǎ ŀōƛƭƛǘȅ ǘƻ ǎŎǊŜŜƴ ƴŜǿ 
hires and effectiveness in coaching and mentoring sales reps.  High turnover today 
also predicts problems in the future, as the ramp-up for new sales reps can be so long 
that they make little or no contribution in their first year of tenure. 
 
¢ƘŜ ǊŜǎǇƻƴŘŜƴǘǎ ǘƻ ǘƘƛǎ ȅŜŀǊΩǎ ǎǳǊǾŜȅ ǊŜǇƻǊǘŜŘ моΦм҈ ǾƻƭǳƴǘŀǊȅ ǘǳǊƴƻǾŜǊ ŀƴŘ мрΦт҈ 
involuntary turnover.  This translates to having to replace 28.9% of the sales force 
even before beginning to increase headcount. 
 
The Sample Industry companies also reported high turnoverτ15.5% voluntary 
ǘǳǊƴƻǾŜǊ ŀƴŘ ммΦр҈ ƛƴǾƻƭǳƴǘŀǊȅ ǘǳǊƴƻǾŜǊΦ  ¢Ƙƛǎ ƳŜŀƴǎ ǘƘŜȅΩƭƭ ƘŀǾŜ ǘƻ ǊŜǇƭŀŎŜ нт҈ ƻŦ 
the sales force in 2011. We have been told that the cost of losing a sales rep is equal 
ǘƻ ƻƴŜ ȅŜŀǊǎΩ ǎŀƭŀǊȅΦ  ²Ŝ ōŜƭƛŜǾŜ ǘƘŜ Ŏƻǎǘ ƛǎ ŎƭƻǎŜǊ ǘƻ ƻƴŜ ȅŜŀǊǎΩ ǉǳƻǘŀΣ ǿƘƛŎƘ ƛƴ ǘƘƛǎ 
industry averages over $300K per rep. 
 
Best practices include improved screening of new hires, well-targeted ramp-up 
programs and rigorous coaching and mentoring by sales management. 
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We look at this metric just as soon as a research survey closes.  It tells us so much 
about how well organizations do at bringing on new sales reps.  It also helps us prove 
to companies that they need to temper their expectations for new hires. 34.3% of the 
companies in our survey say it takes more than 6 months to get their new sales reps 
ǇǊƻŘǳŎƛƴƎ ŀǘ Ŧǳƭƭ ǎǇŜŜŘΦ  ¢Ƙŀǘ ƳŜŀƴǎ ƛŦ ǘƘŜȅ ŀǊŜ ƘƛǊŜŘ ƛƴ WŀƴǳŀǊȅΣ ǘƘŜȅ ǿƻƴΩǘ ōŜ ǳǇ ǘƻ 
speed until Q3 or later. 
 
15.8% of the Sample Industry companies require more than 6 months to ramp up 
their new hires.  57.9% say it takes 3-6 months.  Which means plans to beef up 
ǊŜǾŜƴǳŜǎ ƛƴ нлмм ƘŀŘ ōŜǘǘŜǊ ōŜ ǘŜƳǇŜǊŜŘ ǿƛǘƘ ǘƘƛǎ ƪƴƻǿƭŜŘƎŜ ƻǊ ǘƘŜȅΩƭƭ Ƴƛǎǎ ǘƘŜƛǊ 
ƴǳƳōŜǊǎΦ  5ƻƴΩǘ ŦƻǊƎŜǘΣ ǘƘƛǎ ƎǊƻǳǇ ƴŜŜŘǎ ǘƻ ǊŜǇƭŀŎŜ нт҈ ƻŦ ǘƘŜ ǎŀƭŜǎ ŦƻǊŎŜ ǘƘŜȅ ƭƻǎǘ ǘƻ 
turnover last year. 
 
Best practices include better hiring screening, improved coaching and mentoring and 
increased tools so sales managers can identify reps who need additional coaching 
early.  In addition, these companies should explore ways to shorten the ramp-up 
time. 
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²Ŝ ŀǊŜ ƪŜŜǇƛƴƎ ŀƴ ŜȅŜ ƻƴ ǘƘƛǎ ƳŜǘǊƛŎ ōŜŎŀǳǎŜ ǿŜΩǊŜ ǎŜŜƛƴƎ Ƴŀƴȅ ƻǊƎŀƴƛȊŀǘƛƻƴǎ ǎƻ 
intent on signing on new customers that they have lost sight of the base.  Inside Sales 
is being used increasingly to qualify leads and also to follow sales through to the 
finish.  However, in doing this they run the risk of ignoring the base and having 
business leave via the back door.  In our overall survey, 65% of the survey responders 
said their customer contact was fine.  A third, not so much. 
 
72.2% of the Sample Industry companies were ǎŀǘƛǎŦƛŜŘ ǿƛǘƘ ǘƘŜƛǊ ƻǊƎŀƴƛȊŀǘƛƻƴǎΩ 
ability to stay in touch with customers.  The 27.8% who are not happy with their 
customer contact need to address the issue. 
 
 Best practices include improved territory assignment and customer specialists in the 
Inside Sales organization. 
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This metric tells us how sales executives feel about their hiring process.  Please note 
it does not always tell us how good the hiring process is, just how they feel about it.  
61% of respondents in the overall survey said their managers succeed in this 
ƛƳǇƻǊǘŀƴǘ ƳŀƴŀƎŜƳŜƴǘ ŦǳƴŎǘƛƻƴΦ  LǘΩǎ ǇǳȊȊƭƛƴƎΣ ǘƘŜƴΣ ǘƘŀǘ ǘƘŜ ƎǊƻǳǇ ŜȄǇŜǊƛŜƴŎŜŘ нф҈ 
turnover.  Either the survey respondents are kidding themselves or there are other 
issues causing turnover.  
 
44.5% of the Sample Industry companies indicated satisfaction on this metric.  The 
44.4% of these companies who are not satisfied have an opportunity to address this 
in 2011. 
 
What our research tells us is that companies that truly succeed at hiring successful 
reps have a higher percentage of reps making quota, and lower turnover. 
 
Best practices include the use of formal sales aptitude assessments. 
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As you have already seen in this report, good coaching and mentoring are best 
practices for sales organizations.  If sales managers have tools to help them begin 
remedial coaching and mentoring early, so much the better.  This has an effect on 
sales rep success and turnover. 
 
Almost 65% of respondents in our overall survey are happy with proactive 
identification of reps needing coaching.  There are an unfortunate 29.7% who feel 
they need improvement. 
 
61.1% of Sample Industry companies are satisfied with their performance.  27.8% say 
they need improvement.  CSOs in this group should consider addressing this issue. 
 
Best practices include providing managers with timely performance metrics and 
increasing the amount of training offered to reps. 
 
See more about this metric on page 15 of the 2011 Telemarketing/Inside Sales 
research report. 
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Combined with the level of client relationship, this metric has the largest impact on 
sales effectiveness, according to our results.  The more formal the sales process, the 
easier it is to train reps, measure their performance, forecast outcomes and win 
more. 
 
43% of the participants in our study have a formal or dynamic sales process, which 
leaves 57% ǿƘƻ ŘƻƴΩǘΦ 
 
The Sample Industry companies show better results, with only 72.2% using a formal 
sales process.  Only 27.8% of the Sample Industry companies have much lower win 
rates than they could if they made their sales process more formal.   
 
Best practices for this metric include a 20% increase in the % of reps who make quota 
with a dynamic sales process versus a random process. 
 

10 



This metric shows us whether the sales reps are buying into the sales process, no 
matter what type.  We also learn whether companies think enough of the sales 
process to train reps to use it.  In addition, it tells us whether sales managers are 
reinforcing use of the sales process.  No matter what type of sales process is chosen, 
if managers are not evangelists for it and if the company does not invest in training 
reps to use it, the sales process is irrelevant.  Only 39% of our overall survey 
ǇŀǊǘƛŎƛǇŀƴǘǎ ǎƘƻǿ тр҈Ҍ ŀŘƻǇǘƛƻƴ ƻŦ ǘƘŜ ǎŀƭŜǎ ǇǊƻŎŜǎǎΦ  LǘΩǎ ǘƻǳƎƘ ǘƻ ƭŜǾŜǊŀƎŜ ŀ 
ǇǊƻŎŜǎǎ ǘƘŀǘ ǎŀƭŜǎ ǊŜǇǎ ŘƻƴΩǘ ǳǎŜΦ 
 
The Sample Industry companies are in a better position, with 47% of the companies 
reporting high adoption rates.   Of course, 47% of these companies do not have high 
adoption rates. 
 
Best practices show process adoption is a direct result of your training investment 
and Win Rate is a dependent variable of both. 
 
 
Read more about this metric on page 10 of the 2011 Telemarketing/Inside Sales 
Optimization. research report. 
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We track this metric because it shows us how committed firms are to developing 
their sales talent.  Does throwing money at training ensure that win rates will be 
higher? Nope.  The training needs to be combined with constant reinforcement from 
ǎŀƭŜǎ ƳŀƴŀƎŜƳŜƴǘ ƻǊ ƛǘ ǿƻƴΩǘ ǎǘƛŎƪΦ  /ƻƳōƛƴƛƴƎ ǘƘŜ ǘǿƻΣ ƻƴ ǘƘŜ ƻǘƘŜǊ ƘŀƴŘΣ ƎŜƴŜǊŀƭƭȅ 
produces fabulous results. 
 
58% of the participants in our overall survey spend under $1500 training sales reps.  
Only 5% are at the $5000 level of spending on training, where we see the best 
results. 
 
The Sample Industry companies posted very similar results, with 50% spending under 
$1500 on training and only 11% spending over $5000. 
 
Best practices include combining training with management reinforcement. 
 
You can read more about the results of investing in training on page 10 of the 2011 
Telemarketing/Inside Sales Optimization research report. 
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This metric is a great benchmark point.  It tells us how pessimistic or optimistic 
companies are about the upcoming year. 
 
60% of survey respondents told us that revenue targets will increase 10% or more. 
31% said the targets will be more than 25% greater than 2010 levels.  This looks fairly 
optimistic to us. 
 
50% of the Sample Industry companies are increasing quotas more than 10%, with 
28% bumping the numbers up more than 25%!  This will be a big challenge for Inside 
Sales management. 
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This metric is where the CSO gets to tell us what kind of chance the organization has 
of making the optimistic numbers.  For us, it reflects the level of realism sales 
executives have.  It also tells us the revenue targets frequently come from further 
down the hall. 
 
слΦс҈ ƻŦ ǘƘŜ /{hǎ ƛƴ ƻǳǊ ƻǾŜǊŀƭƭ ǎǘǳŘȅ ǘƘƛƴƪ ǘƘŜȅΩƭƭ Ƙƛǘ ǘƘŜ ƴǳƳōŜǊΦ  !ƭƳƻǎǘ от҈ ŀǊŜ 
worried. 
 
72.2% of the Sample Industry companies expect to make their numbers.  27.8% of 
them are worried about the 2011 numbers.  Given the amount their targets are 
increasing, we can appreciate their concern. 
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