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Selling Environment
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Less Informed Buyers
Eroduct Focused
Individual Decision Makin

Go-To-Market Models
Relationship Based




Selling Environment
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Sales Leaders
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galesforce not agile
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Executive Managemenviewpoint

Most Important to Executive Management
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Improving overall quota attainment

Shortening sales cycles H@
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Not achieving quotas

opportunities ending in no decision [N /29
sales burdened with other administrative tasks _ 36%

amping up reps tokes too long | 3¢

sales managers aren't able to effectively coach reps 30%
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Top ChallengeBacing Sales Organizations

29%

Difficulty 27% 2504

Presenting er:
Differentiation DI SEUCSREYET SIS 22%

inaccurate 199

Pipeline

Establishing 52y Qi

ROI Enough Time to
Coach

18%

Lack Common
Sales Process

Sales Cycles

Forecasts Too Long




Top Sales Objectives

Top Sales Objectives for 2014

Capture new accounts (I E s s (@)

Up-sllCross el existing accoun- s E——(0)

Increase win rates of forecasted dealﬁ@
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Increase sales effectivenes_@
Improve margins |
Optimize deal size @)

Reduce sales cyc|e—@ ‘
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More Choices




Increasing Pressure

Personalized
Content

Communicating
Value

+11%

Inaccurate

Pipeline

+10% +11%

more important more important key challenge key challenge
over 2014 over 2014 over 2014 over 2014






Ramp Up Faster

71%

of sales reps

take longer
than 6 months

to ramp up

16%

cite onboarding
taking too
long as a key
challenge




(Gap widening

80%

of companies’

systems are not
connected or
streamlined
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Sales Rep Ramp Up



