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As you review the charts, keep in mind what you would have answered to the
guestions so that you can best interpret our comments. We recommend you use this
report alongside our 2011 Telemarketing/Inside Sa¢searchreport, as best

practices and case studies included in the report will help you devise an action plan.

We have provided comment on the charts it metrics thatgive us a good snapshot
2T GKS 2 NHI yThe fesi of the/chaits, fe@dsdntingladswers to all the
guestions in our survey, are included without comment

The data used for this benchmark comes from surveys completed by sales executives
betweenOctober 201land February2011.
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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.
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PowerPoint file.
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What percentage of your sales reps achieved their full year quota for 2010?

No portion of these materials may be reproduced or distributedin

© 2011 CSO Insights any form without the prior written permission of the authors

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
guality of sales managementthe higher the percentage, the better the coaching

and mentoring is.

TheSample Industrgompanies arelightly behind the entire survey population
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.



C S Msigrs

Measuring  Effectiveness
Chief Sales Officer

2011 Telemarketing/ Inside Sales Performance Optimization Sample Industry

How will the size of your sales organization change over the next 12 months?

Decrease
0.0%

Increase 1% - 10%
31.6%

No portion of these materials may be reproduced or distributedin
any form without the prior written permission of the authors
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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 theSample Industry companietkie 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 almés% 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 ramjpup programs for newly hired sales reps.

This metric is covered on page 9 of the 2011 Telemarketing/Inside Sales Optimization
report.



C S Msigrs

Measuring  Effectiveness
Chief Sales Officer

2011 Telemarketing/ Inside Sales Performance Optimization Sample Industry

What are your current annual sales rep turnover rates (total does not equal 100%, actual
numbers)?

%

% Voluntary Turnover (rep leaves) % Involuntary Turnover (rep is let go)

N No portion of these materials may be reproduced or distributedin
any form without the prior written permission of the authors
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We watch turnover rates to determine the health of a sales organizatiosth past

YR ¥ dzii dzZNB | A3K GdzZNYy 2SN AYRAOIFI(1Sa Aaa
hires and effectiveness in coaching and mentoring sales reps. High turnover today

also predicts problems in the future, as the raiup for new sales reps can be so long

that they make little or no contribution in their first year of tenure.

¢KS NBalLRyRSyda G2 (GdKAA &SI NXQa adzN®¥Seé NB
involuntary turnover. This translates to having to replace 28.9% of the sales force
even before beginning to increase headcount.

The Sample Industry companiaiso reported high turnover 15.5% voluntary

GdzNYy 2BSNJ YR mMmMmoOp: Ay@2tdzyidr NB (dzNY 2 @S ND
the sales force in 2011. We have been told that the cost of losing a sales rep is equal

G2 2yS @8SINBRQ alftl NEO® 2S5 0StAS@®S GKS 02
industry averages over $300K per rep.

Best practices include improved screening of new hires;tarjeted rampup
programs and rigorous coaching and mentoring by sales management.
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On average how long does it take for a new sales rep to be fully productive (achieve
the same sales volume as other experienced sales reps)?
10 - 12 Months Do Not
5-3% >1Year Know
0.0% __-0.0%

No portion of these materials may be reproduced or distributedin

© 2011 CSO Insights any form without the prior written permission of the authors

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
LINP RdzOAYy3a (G FdzZf &aLISSR® ¢CKIFIG YSEya AF
speed until Q3 or later.

15.8% of the Sample Industtgmpanies requirenore than 6 months to ramp up

their new hires. 57.9% say it take€ 3nonths. Which means plans to beef up
NBEZSydzS&d Ay Hwnmm KFIR 060SGGSNIo6S G4SYLISNBR
Yy dzY o SNA ® 52y Qi F2NBASGX GKAa 3INRdAzZI ySSRa
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-tgmp

time.
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Effectively Communicate with Customers

50%
40%
30%

27.8%

10%

AT

Needs Improvement Meets Expectations  Exceeds Expectations ~ Don't Know or N/A

0%

No portion of these materials may be reproduced or distributedin
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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 Indusicpmpaniesweréi | G A A FASR A G0K GKSANJI
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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Consistently Hire Reps Who Succeed at Selling

50%
44.4%

%
49 38.9%

30%
20%

. a '

[
Needs Improvement Meets Expectations Exceeds Expectations Don't Know or N/A

No portion of these materials may be reproduced or distributed in
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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
AYLERNIFYG YEYF3ISYSyd FTdzyOlirazy o LGQa Lidzl
turnover. Either the survey respondents are kidding themselves or there are other

issues causing turnover.

44.5% of théSample Industry companies indicateatisfaction 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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Proactively Identify Which Sales Reps Need Coaching

40% 38.9%

27.8%

22.2%
20%

m.1%

o% *
Needs Improvement Meets Expectations Exceeds Expectations Don't Know or N/A
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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% ofSample Industry companies asatisfied 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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Which description best defines the way your sales force operates?

Level1- Random
Process

16.7%

Level 3 - Formal Process
55.5%

No portion of these materials may be reproduced or distributedin
any form without the prior written permission of the authors
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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
leaves57%g K2 R2y Qi @

The Sample Industry companigisow better resultswith only72.2%using a formal
sales processOnly 27.8%f 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.
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What percentage of your sales force consistently uses the sales methodology they have
been trained on?

Do Not Know
5.9%

76 -90% of Reps 51-75% of Reps
17.6% 29.4%

No portion of these materials may be reproduced or distributedin
any form without the prior written permission of the authors
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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
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TheSample Industry compani@se 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.

Qx
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Approximately how much do you spend on training per sales person per year?

No Training
0%

No portion of these materials may be reproduced or distributed in

©2011 CSO Insights any form without the prior written permission of the authors

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
artSa YIylFr3asSySyid 2N AG ¢2yQi adAaAo] o I 2Y
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 postedy 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.

12
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What is your sales organization's 2011 revenue target
compared to your 2010 plan?

Less than/ same
as 2010
1%

No portion of these materials may be reproduced or distributedin
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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 theSample Industry companies arereasing quotas more than 10%, with
28% bumping the numbers up more than 25%! This will be a big challenge for Inside
Sales management.

13
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Which of the following statements best reflects your views on your company's
ability to achieve your 2011 revenue target?

Will not meet
revenue goal
5.6%

No portion of these materials may be reproduced or distributedin

©2011 CSO Insights any form without the prior written permission of the authors

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.

cnodc: 2F GKS /I {ha Ay 2dzNJ 23S NI f f aiddzReée
worried.

72.2%0f the Sample Industry companies expaximake 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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our survey

You may discover other metrics in this
group of charts that give you insights into
your markets.
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Top Sales Effectiveness Initiatives for 2011

Analyzing buying process ||
Revising lead generation
Revising sales process 35.3%
Revising sales team structure

Aligning sales and marketing

Improving sales rep access to information
Enhancing sales team communications
Implementing new CRM tools

Revising sales tools

Revising channel strategy

Revising hiring strategy

Revising compensation program

No portion of these materials may be reproduced or distributed in

©2011 CSO Insights any form without the prior written permission of the authors
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Increase Revenues

Optimize Lead Generation

Increase Sales Effectiveness

Improve Up-selling/Cross-selling

Reduce Sell Cycle Time

Reduce Cost of Sales

Increase Reorder/Renewal Rates

Improve Margins/Reduce Discounting

Reduce Administrative Burden on Sales Force

Improve Customer Loyalty/Satisfaction

Improve Team Selling
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What are the top THREE objectives you have for your sales
organization for the next twelve months?

P— ]

%

30%

17%

17%

13%

13%

%

4%

No portion of these materials may be reproduced or distributedin
any form without the prior written permission of the authors
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What percentage of your forecasted opportunities results in the following? (Total
must equal 100)

% No Decisions, 24.2%

No portion of these materials may be reproduced or distributedin

© 2011 CSO Insights any form without the prior written permission of the authors
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2011 Telemarketing/ Inside Sales Performance Optimization

What percentage of your sales organization's revenue goal was
achieved for the full year 2010?

2010 Attainment 2009 Overall Attainment

No portion of these materials may be reproduced or distributedin
any form without the prior written permission of the authors

Sample Industry
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On average, how much of your sales people's time is spent on the
following? (Total must equal 100 percent)

No portion of these materials may be reproduced or distributed in
any form without the prior written permission of the authors
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What impact does your sales methodology have on your sales performance?

Do Not Know
6%

No Impact
6%

No portion of these materials may be reproduced or distributed in

© 2011 CSO Insights any form without the prior written permission of the authors
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What percentage of your total leads come from the following? (Total must equal 100)

No portion of these materials may be reproduced or distributedin
any form without the prior written permission of the authors
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CRM 2.0 Adoption

Sales Analytics/Forecasting

Sales Knowledge
Management/Playbooks
& m Currently Using
= Planned for 201

Lead Generation Management

Sales Force Collaboration

No portion of these materials may be reproduced o distributedin
any form without the prior written permission of the authors
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What is the user adoption rate for your CRM system? (Defined as the % of sales reps who
use the application as part of their daily work flow)

25-50%
0% \51-75%
o%

No portion of these materials may be reproduced or distributedin
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Definition of a"Qualified Lead"

No portion of these materials may be reproduced or distributedin
any form without the prior written permission of the authors

© 2011 CSO Insights

25



/Als/q/&rs

CSO

Chief Sales Officer

Measuring  Effectiveness

2011 Telemarketing/ Inside Sales Performance Optimization Sample Industry

Which of the following best describes how you are viewedin
your marketplace?

Dominant Player
4%

No portion of these materials may be reproduced or distributedin
any form without the prior written permission of the authors

© 2011 CSO Insights

26



/Als/qﬂ'rs

CSO

Chief Sales Officer

Measuring  Effectiveness

2011 Telemarketing/ Inside Sales Performance Optimization Sample Industry

Which of the following statements best describes how the
majority of your customers and prospects view your company?

Preferred
Supplier
8.7%

No portion of these materials may be reproduced or distributedin

© 2011 CSO Insights any form without the prior written permission of the authors
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What percentage of your revenues come from existing versus new customers?

No portion of these materials may be reproduced or distributedin
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How many sales people does your sales organization
have?

251-500reps
4.3%

51-250reps
8.7%

No portion of these materials may be reproduced or distributedin
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What percentage of your sales representatives are inside sales reps?

No portion of these materials may be reproduced or distributedin
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Which of the following best describes the profile of the MAJORITY of new sales
people you hire?

Non-selling
Professionals.
10.5%

-\

No portion of these materials may be reproduced or distributedin

©2011 CSO Insights any form without the prior written permission of the authors

31



/Als/q#rs

CSO

Chief Sales Officer

Measuring  Effectiveness

2011 Telemarketing/ Inside Sales Performance Optimization Sample Industry

As part of your new sales rep hiring process do you
conduct any formal sales aptitude/competencies
assessment testing?

No portion of these materials may be reproduced or distributedin
any form without the prior written permission of the authors
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What type of aptitude/competencies assessment tool do you
use?

No portion of these materials may be reproduced or distributedin
any form without the prior written permission of the authors
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What impact is your aptitude/competency testing having
on your ability to hire sales reps who succeed at selling
your products/services?

No portion of these materials may be reproduced or distributedin
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Would you recommend your Aptitude/Competency approach
to others?

Unlikely Never
0.0%_ ~0.0%

NI

Somewhat Likely
40.0%

© 2011 CSO Insights

Sample Industry
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Which of the following do you consider primary functions for
inside/telesales representatives?

Outbound Telesales 70.0%

Lead or Demand Generation 70.0%

Prospect Qualification 65.0%

Renewals 0%

Existing Customer Sales 20.0%

Inbound Telesales 20.0%

Product Upgrades 15.0%

@
&

No portion of these materials may be reproduced or distributedin
any form without the prior written permission of the authors

© 2011 CSO Insights

36



37



