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I. SALES STRATEGY 

For each practice below, please note the degree to which the description describes your overall sales organization’s 
practice. (Select NA if the practice is not applicable to your sales organization.) 
 

 

Best-in-Class Description NA 

Strongly 
Disagree 

Moderately 
Disagree 

Slightly 
Disagree 

Neither 
Agree Nor 
Disagree 

Slightly 
Agree 

Moderately 
Agree 

Strongly 
Agree 

Driver 1 2 3 4 5 6 7 

1. Customer and 
market 
insights 

Comprehensive understanding of the 
customer buying processes and 
decision-maker, influencer and user 
requirements. 

                

In-depth customer research provides 
deep understanding and actionable 
customer and market insights that are 
widely and consistently shared across 
the sales team. 

                

Our customer knowledge consistently 
and effectively informs our planning and 
decision-making at all levels of the 
sales organization. 

                

2. Segmentation Customer segments are well-
developed, understood, and actionable. 
Segments reflect customer needs, 
buying behaviors, buying preference 
and sales potential, helping to tailor 
value propositions and sales strategies. 

                

3. Growth 
Strategy 

The sales force is intensely focused on 
high value customers, ensuring high 
levels of customer satisfaction, strong 
relationships, and effective cross-
selling. 

                

Across the sales force, sales people 
use the segmentation and sales 
potential estimates to optimize their 
efforts and achieve an effective balance 
of their time across new and existing 
accounts. 

                

Knowledge of competitor offerings and 
strategies consistently and effectively 
informs our planning and decision-
making at all levels of the sales 
organization. 

                

4. Market 
offering and 
value 
propositions 

Market offerings are translated into 
compelling value propositions which are 
clearly differentiated, specify the 
benefits and economic worth the 
customer will realize relative to the next 
best alternative and supported by 
actionable messages. Customers 
incorporate our value propositions into 
internal discussions and decision-
making. 

                

Products, services and programs (i.e. 
market offerings) are tailored to 
customer segments based on their 
needs, organizational capability, cost to 
deliver, and competitive differentiation. 

                

 Messages and campaigns target 
specific customer needs and 
preferences, and include a creative mix 
of traditional and new media (e.g., Web 
2.0, social networking, and community 
building). 

                



 

 

 
Advertising and promotional program 
design and spending levels are based 
on solid data and analytics, with input 
from marketing, sales, leadership and 
other functions and teams. 

                

5. Pricing 
strategy 

Pricing reflects total value that can be 
provided for customers, and is executed 
in tandem with the value-based selling 
process.  

                

Appropriate pricing guidance or controls 
exist to optimize win rates and 
profitability for company 

                



 

 

 

II. SALES FORCE DESIGN 

 

Best-in-Class Description NA 

Strongly 
Disagree 

Moderately 
Disagree 

Slightly 
Disagree 

Neither 
Agree Nor 
Disagree 

Slightly 
Agree 

Moderately 
Agree 

Strongly 
Agree 

Driver 1 2 3 4 5 6 7 

6. Sales force 
structure and 
roles 

Differentiated sales resources and 
channels deliver tailored customer 
value and achieve high win rates, sales 
productivity and customer satisfaction. 
Sales channels have been selected 
based on cost-effectiveness. Channel 
options address customer preferences 
and deliver the company value 
proposition 

                

Sales force structure and role decisions 
are consistent with sales strategy, and 
are based on in-depth analysis, helping 
to achieve an optimal balance of 
product and customer specialization. 
Low value, non-customer facing sales 
activities are moved to centralized 
resources. 

                

Sales manager span of control is 
consistent across the organization and 
is highly effective, resulting in improved 
sales person retention rates and rapid 
execution of sales initiatives. 

                

7. Sizing and 
allocation 

Sizing decisions are fact-based and 
linked to analysis of workload, response 
to sales efforts, carry over from past 
sales efforts, and market potential; 
subsequent decisions revisit and build 
on past analysis, improving sales force 
sizing over time. 

                

8. Territories 
Sales territories are based on workload 
and potential and this is well supported 
by data and analysis as well as local 
knowledge; territories are consistently 
rebalanced to address variations, 
resulting in measurable growth and 
improved sales person motivation. 

                

9. Account 
targeting 

Key accounts and priority territories are 
supported by the right sales people; 
sales person and customer disruption is 
kept to manageable levels through 
diligent planning and sales person 
development. 

                

Sales management develops clear 
targeting plans that are based on 
account potential, responsiveness, and 
targeting lists and disseminated to the 
sales force. Target execution is 
regularly & closely tracked 

                

 

 

 

 



 

 

 

III. SALES & ACCT MANAGEMENT PROCESS 

 

Impact Assessment 

 
Low 

Impact   
Medium 
Impact   

High 
Impact 

Driver NA 1 2 3 4 5 6 7 

10. Sales, service and 
account management 
process 

The sales process, including 
all critical sales and service 
activities, is well-defined and 
documented, matches the 
customer buying process, is 
comprehensive and 
measurable, gives clear 
direction, and defines sales 
and supporting roles at each 
step. 

                

Frontline managers reinforce 
a consistent approach to 
selling and use metrics to 
reinforce the positive impact 
on individual sales person 
results. Customer value and 
acknowledge the support 
provided by sales people. 

                

11. Selling tools and 
enablers 

Accurate account level sales 
and potential data are 
integrated, enabling highly 
effective targeting, account / 
territory planning, and 
annual sales planning 
processes. 

                

Easily accessible, usable 
and configurable IT systems 
provide relevant insights to 
sales managers and sales 
people, and make a strong 
contribution to sales force 
productivity. 

                

  

 



 

 

 

IV. KNOWLEDGE & SKILLS 

 

 

Best-in-Class Description NA 

Strongly 
Disagree 

Moderately 
Disagree 

Slightly 
Disagree 

Neither 
Agree Nor 
Disagree 

Slightly 
Agree 

Moderately 
Agree 

Strongly 
Agree 

Driver 1 2 3 4 5 6 7 

12. 
Competency 
Model 

Our competency model identifies specific 
behaviors and clear distinctions between 
basic and advanced mastery; the 
competency model is actively used through 
360 degree evaluation and other methods. 

                

Competency models and regular 
assessments provide direction for recruiting 
and training requirements; coaching is 
enhanced by complementary performance 
feedback and individual competency 

development plans. 

                

Regularly scheduled sales meetings are 
highly productive and well attended. As a 
result, effort is focused on high-impact 
metrics, and feedback from the field is 
considered. 

                

13. Hiring & 
Selection 

Candidate attraction is an active and 
productive part of the recruiting process, 
with appropriate and effective attraction 
events, materials and one-on-one contacts. 

                

There is a consistent candidate evaluation 
and selection process, which includes 
behavioral interviews, psychological testing, 
and role play exercises. 

                

14. Training  

Training content includes product and 
selling skill subjects, and is specifically 
tailored to your organization’s required 
competencies and sales behaviors. 

                

A blended learning approach is in place, 
combining classroom, self-taught, and on-
the-job training; classroom training makes 
heavy use of role plays and case studies. 

                

15. Coaching Frontline managers are consistently well-
trained in the coaching process; results of 
the overall coaching program are tracked 
and make a measurable contribution to 
sales performance. 

                

First-line managers spend at least 50% of 
their time on one-on-one coaching and 
selling activities with their direct reports. 

                



 

 

 

V. CULTURE & MOTIVATION 

SUCCESS MEASURES 

For each practice below, please note the degree to which the description describes your overall sales organization’s 
practice. (Select NA if the practice is not applicable to your sales organization.) 
 

 

Best-in-Class Description NA 

Strongly 
Disagree 

Moderately 
Disagree 

Slightly 
Disagree 

Neither 
Agree Nor 
Disagree 

Slightly 
Agree 

Moderately 
Agree 

Strongly 
Agree 

Driver 1 2 3 4 5 6 7 

16. Sales 
culture 

The sales organization has an assertive, 
performance-based culture; the entire sales 
force can articulate the organization’s sales 
values and consistently ‘walk the talk.’ 

                

Working relations between sales, marketing, 
operations and other functions are productive 
and yield positive long-term results and ad hoc 
problem solving. 

                

17. 
Measures 
and 
metrics 

Sales strategies, assessments and decisions 
consider comprehensive metrics with 
organization-wide consensus, as well as 
rigorous measurement and analysis based on 
accurate and timely data. 

                

18. 
Recognitio
n & 
rewards 

The incentive plan is very well aligned with 
company and sales objectives, providing 
leadership with an effective lever for directing 
sales effort and accelerating results. 

                

Salespeople have a clear understanding of plan 
details and consistently make correct choices; 
compensation is fair and perceived as 
achievable. 

                

The plan creates meaningful pay differentiation 
between high and low performers, creating 
significant motivation and improving overall team 
performance. 

                

19. Goals There is a rigorous performance management 
process with consistent application of standards 
and consequences; the approach is updated 
routinely to reflect rising competency levels and 
competitive challenges. 

                

Goals are allocated to sales personnel 
transparently, based on territory potential and 
growth opportunities. 

                

20. 
Performan
ce reviews 

Delivering effective performance reviews is a 
critical requirement for sales leader 
advancement; performance reviews cull sub-par 
sales people and provide positive direction and 
accountability for others. 

                



 

 

 
 


