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Sales Excellence Hub

The Sales Excellence Hub (SEH) is based at Warwick Business School. It is a primary knowledge transfer hub for sales managers
and sales professionals in the UK, connecting sales professionals with leading sales researchers to achieve sales thought
leadership. It was founded by Dr Roland Kassemeier and Professor Nick Lee in 2024 and has the objective to initiate and conduct
actionable research to connect its findings to those who take action. Dr Roland Kassemeier is Associate Professor of Marketing
and Professor Nick Lee is Full Professor of Marketing at Warwick Business School. The Sales Excellence Hub is supported by the
Institute of Sales Professionals, and Akeron as a technical partner.

Warwick Business School wbs.ac.uk


http://salesexcellencehub.com/
mailto:salesexcellencehub@wbs.ac.uk

Executive Summary

The State of Sales Study explores the State of the UK Sales Profession and Challenges for UK Sales Organisation. The Sales Excellence Hub conducted five events throughout
2024 to identify key topics and challenges of the UK sales profession and UK sales organisations. Around 70 sales leaders from leading UK sales organisations participated
in these events to connect sales research and sales practice. Based on the events, the Sales Excellence Hub designed the State of Sales Study. 125 sales professionals
participated in the State of Sales Study. The findings from the State of Sales Study provide an overview of the State of the UK Sales Profession and the challenges that it is
facing, while providing implications on improving and professionalising the sales industry, and best practices on mastering the challenges of UK sales organisations.

State of the Sales Profession

Sales is a critical organisational function, but suffers from a lack of professionalisation and a mixed reputation. Only 34.7% of sales professionals feel the profession is well-
regarded, with 47% holding a negative perception. However, those working within sales view it as demanding yet rewarding and would recommend it as a career.
Correlated with the rather negative image of the profession is that talent acquisition and development reflects a key challenge for it. Only 21% of professionals find it easy
to hire sales talent, and just 4% believe the UK education system adequately prepares candidates for sales roles. The profession in itself needs to improve in providing
attractive career pathways and avenues for development as satisfaction with professional development opportunities (31%) and career pathways (37%) remains low.

To address this challenge, the sales function needs to become more professional and attractive to current and future sales talent. This can be achieved by unified
standards, a code of ethics, mandatory governance and by creating professional sales qualifications and an accreditation system for benchmarking sales professionals and
industries. Sales modules and courses at different education levels can address the skills-gap and help promote it as an attractive profession with credible careers

Challenges for UK Sales Organisations

Achieving sales targets is the primary challenge for UK sales organisations, followed closely by adapting to evolving customer needs and purchasing behaviours, attracting
and developing sales talent, and implementing and adapting to digital technologies. The State of Sales report provide in-depth insights to the attracting and developing
sales talent, integrating digital and ai, and designing compensation and incentive plan challenges:

¢ Attracting and Developing Sales Talent: While most organisations rate themselves as average or above average in managing this challenge, there is significant room
for improvement. Effective training and clear career development pathways are essential for success.

* Integrating Digital and Al: Integration of artificial intelligence and digital tools remains a significant hurdle, with 43% of sales leaders describing their organisations as
underperforming in this area. Reluctance to adopt non-standardised Al tools exacerbates the issue. Despite this, 48.7% of leaders are optimistic about Al’s potential to
drive future growth, highlighting the need for strategic investments in Al adoption.

¢ Compensation and Incentives: Incentivising revenue while aligning compensation plans with organisational goals builds confidence in achieving targets. Simplicity,
fairness, transparency, and achievable goals are critical to effective plans. Offering career development and training opportunities as incentives has proven particularly
effective in motivating high performance.
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State of the Sales Profession
Key Findings and Paths to a Better Future

State of the Sales Profession

* While there is strong agreement that sales is a critical function in organisations, sales professionals are concerned about how the sales
profession is regarded. Only 34.7% say that it is regarded well and 47% believe it is not

* Those within the profession do not share this negative view. While working in sales is demanding and requires constant adaption to change,
sales professionals perceive it as rewarding and would recommend working in sales

* Akey reason for the negative sentiment of the sales profession is its lack of professionalisation. The sales profession, therefore, has much to
gain by attracting and developing higher skill levels and by becoming more rigorous and regulated

* However, talent acquisition and development, which are critical for this, are key challenges. Only 21% of sales professionals find it easy to find
and hire sales talent and with 4% even fewer sales professionals say that the UK education system helps with this by producing good sales
professionals

* Nonetheless, the profession has much to catch-up itself to become more attractive and professional. Only 31% of sales professionals are
satisfied with professional development opportunities and 37% with organisational career development pathways

Paths to a Better Future

* Sales needs to be seen as a credible and professional career choice. Chartered Salesperson status, unified standards, a code of ethics, and
mandatory governance can contribute to this

* To meet the sales talent challenge of the sales profession, there need to be professional sales qualifications and an accreditation system sales
professionals and industry can be benchmarked against. These developments need to ensure that the necessary skills to navigate the sales
function in the future are considered in their design.

* Sales needs to be promoted as a career in schools and universities. Sales modules help to produce better sales professionals and to promote
the profession to future talent. University education must equip future sales professionals with the skills to navigate a constantly evolving sales
function while effectively integrating human intelligence and expertise with artificial intelligence and capabilities.
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State of the Sales Profession:
Relevant and recommendable to work in, but not highly regarded

How do sales professionals

perceive their profession

and how do they feel it to

be perceived by others?

While there is strong agreement that
sales is a key function for organisations,

sales professionals are concerned about

how sales as a profession is regarded.
Only 34.7% feel that the profession is

regarded well. In contrast, 47% believe it

is not. This sentiment is even more

pronounced among those with more than

10 years of selling experience.

When asking sales professionals about
their own profession, the majority of
respondents would recommend a job in
sales to others and tend to be optimisic
about the future of the profession.

Warwick Business School

~92%

say that sales is a
critical function in
their organisation

~58%

would recommend
sales as a profession

~35%

do not perceive
the sales

profession as well

regarded
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State of the Sales Profession:
Talent acquisition and development are key challenges

Sales talent is a scarce resource

Sales professionals who say that... There are significant challenges in the recruitment of skilled sales professionals indicating
a critical shortage in the market. This intensifies competition among businesses,

L . ) 21% increasing recruitment costs and the time to fill key sales positions.
...it is easy to find and hire
skilled sales professionals. The UK education system's limited contribution to producing skilled sales professionals
4% may stem from two issues: First, the education system may fail to effectively promote
...education in the UK produces sales as a career path to young people. Second, there might be a disconnect between the
good sales professionals. theoretical knowledge and the practical competencies required in the workforce.

Career development opportunites need development

Sales professionals who are satisfied with... Despite the lack of sales talent, satisfaction among sales professionals with career
development opportunities is rather low. This suggests a significant gap in support for

0,
fessional devel o 31% long-term professional growth, which could impact retention and engagement within
...professional development opportunities. sales teams.
37% Internal upskilling and training programs are crucial to development and retain sales

talent. More attractive development opportunities can also increase the attractiveness of

...organisational career development pathways.
the profession to future graduates.
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State of the Sales Profession:
What three words best describe the sales function?

developing good-career
exciting aspirational transitional I
S same-but
Fa— focused
consultative underpaid JERNAREIE
.. potential
optimistic . "
. professional agile transformational
demanding ,
- unprofessional
untraine . adaptability untrusted competitive broad
relationships I . o .
p eVO Vlng busy mlsunderStOOd vibrant Changlng
essential ®
S lack-of
repositioning ‘ a e l Ig I l 'g highly-skilled

adapting

o rewardng Ndervalued

professionalising

We asked respondents what three words best describe the sales function. Our sample comprises overall 223 words of which 162 words are unique.
In the wordclouds, fewer words show a higher coherence and larger fonts a higher number of mentions of the word.
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State of the Sales Profession:
How do sales leaders perceive working in sales?

Working in sales is rewarding but requires constant adaption to transformation

There is a strong sense among the respondents

that the sales profession is evolving and .
transforming at a pace. This transformation is C h a ngl ng . .
perceived as an opportunity to advance sales i rewa r‘d | ng consultative
and is welcomed. comperEe o transformational

aspirational optimistic .
Within this environment, the emphasis is on
adaptability, high levels of skill and experience, . d - eVO V I n g
and on a consultative approach to selling. ocuse adaptability

agile relationships fast—paCEd dynamic

Ove(;all, sales ishperceived as rewardingand a vibrant potential
good career to have. transformi ng

exciting

We asked respondents what three words best describe the sales function. Our sample comprises overall 223 words of which 162 words are unique.
In the wordclouds, fewer words show a higher coherence and larger fonts a higher number of mentions of the word.
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State of the Sales Profession:
How do sales leaders perceive working in sales?

Constant change is making it demanding to achieve sales targets and fuels anxiety

Working in sales is challenging. Salespeople are declining

.
dealing with a difficult work environment and a o stressed C h a I I e n I n
demanding workload. underachieving stressful

sometimes-toxic
The changing environment, whilst offering

. replaceable
opportunities, also brings uncertainties about demand INg uncertain
the future such as question whether sales jobs pressurised adhoc
might become obsolete. Demanding sales challenging, difficult
targets and this volatile environment are fragmented overworked limiting
creating feelings of stress and anxiety. volatile struggling tough
outdated complacent

obsolete
no-longer-needed

We asked respondents what three words best describe the sales function. Our sample comprises overall 223 words of which 162 words are unique.
In the wordclouds, fewer words show a higher coherence and larger fonts a higher number of mentions of the word.

Warwick Business School wbs.ac.uk




State of the Sales Profession:
How do sales leaders perceive the sales profession?

The sales profession — A profession that is not perceived as professional

The sales profession faces significant challenges unfocused

with its public image, as sales professionals are .

often met with scepticism and a lack of trust. u nt ra I n e

One contributing factor is the profession's lack u n t r u Sted

of a clear and recognized professional identity. \ . \

The absence of established career pathways and overpromise

formal qualifications makes it difficult to p rOfeSS I O n a I,I S I n g
[ |

. . . - undertrained
distinguish between trained and untrained sales amateur | nequlated

unprofessional -

insufficiently-rigorous

This negative perception is further reinforced by , ,
lack-of-education/skills

the need for greater rigor, regulation, and
higher skill levels within the profession.
Consequently, the sales function has much to
gain by professionalising.

We asked respondents what three words best describe the sales function. Our sample comprises overall 223 words of which 162 words are unique.
In the wordclouds, fewer words show a higher coherence and larger fonts a higher number of mentions of the word.
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State of the Sales Profession:
How do sales leaders perceive the sales profession?

The sales profession — Whilst business-critical it is hugely undervalued

Sales professionals perceive the role of sales
within organisations as misunderstood. While

sales is a critical function in organisations, sales l l n d e rva I l l e d

professionals feel undervalued. )
unappreciated

Feeling undervalued has multiple reasons such

as being underpaid and not receiving sufficient underappreciated overworked

respec.:t fr‘om other functions of the ' misconceived misu nd erStOOd

organisation. Furthermore, there is a feeling

that sales is often invisible and not adequately . .

supported through investments. critical U nderpa id

disrespected

underrated under-recognised

essential

We asked respondents what three words best describe the sales function. Our sample comprises overall 223 words of which 162 words are unique.
In the wordclouds, fewer words show a higher coherence and larger fonts a higher number of mentions of the word.
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State of the Sales Profession
Future Outlook

The only constant is change. Sales professionals The largest consensus (73%) among sales leaders concerning the future of the sales
agree that the sales profession will continue to profession is that the skill needed for successful selling will change. Al will be a driver of this
change in the next five years and this change is change and the way to sell successfully is likely to change.

fueled by artificial intelligence. Although sales
jobs and necessary skills are going to change,

there is a notable ambivalence regarding Percentage of sales professionals who disagreed or agreed with the statements
whether these changes will significantly impact or rated them as neutral
the number of sales jobs.
73%
The slightly higher availability of formal sales
qualifications in the future is a key finding 59% .
indicating a potential blind spot. While these >3% 6%
qualifications may better equip sales °
. . 37% 9 39% 39%
professionals to address emerging challenges, 36%
they must be designed to suit a profession in 27% 29%
constant flux. Importantly, training should also
emphasize developing skills in managing and 13% 16% 11% 15%
adapting to change—abilities that have always 9%
been critical for salespeople and are likely to l . .
become even more essential in the years ahead. ) ] ]
There will be less Formal sales Al will change the The way how to sell The skills for
. sales jobs in five  qualifications will be job of a sales successfully will  successful selling will
64.9% Of Sales prOfe55|0na|S Say years more widely available professional inthe change alotinthe change alotin the
in the next five years next five years next five years next five years

it is important to have widely
acknowledged qualifications

M Disagree M Neutral Agree
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Summary
Challenges of UK Sales Organisations and Best Practises

Key Challenges

Achieving sales targets is the primary challenge for UK sales organisations, followed closely by adapting to evolving customer
needs and purchasing behaviours, attracting and developing sales talent, and implementing and adapting to digital technologies

01 - Sales talent

. ____________________________________________________________________________________|

Although the majority of sales professionals rate their organizations as average or above average in mastering and adapting to
the sales talent challenge, it is still one of the most relevant challenges. To improve, sales organisations must prioritise providing
effective training and, most importantly, clear and rewarding career development pathways.

02 - Integrating digital and Al

Integrating Al effectively is a major challenge. Currently, 43% of sales leaders describe their organisations as underperforming in
this area and express reluctance to adopt (non-standardised) Al tools. However, 48.7% are optimistic about artificial
intelligence’s potential to drive future sales growth, underscoring its importance for long-term success.

03 — Compensation and incentive plans

Incentivising revenue enhances confidence in addressing compensation and incentive challenges. Effective plans should
prioritise simplicity, fairness, transparency, alignment with organisational goals, achievable targets, and the motivation of
positive behaviours and outcomes. While career development and training opportunities are the least commonly offered
incentives, organisations that provide them as rewards for strong performance report the greatest success in designing effective
compensation and incentive plans.

Warwick Business School wbs.ac.uk




Challenges of UK Sales Organisations B cicing saes arets

. Adagting to evolving
customer needs and
purchasing behaviour

. Adapting to social and
economic uncertainty

1 Achieving sales targets 4 Attracting sales talent [ Atiracting =sles talent

. Designing sales
compensation and
incentive plans

Developing sales talent

2 Adapting to evolving customer Implementing and adapting to
needs and purchasing behaviour digital technology

Employee wellbeing

. Implementing and adapting
to digital technology

. Imtegrating artificial
intelligence

Developing sales talent

. Retaining sales talent

The most important challenge — enabling salespeople and sales organizations to
achieve their sales targets — is likely driven by the multitude of other challenges that
organizations face.

The second-ranked challenge underscores the need for sales organisations to adapt
to a changing environment at the customer level, while the third- and fourth-ranked
challenges highlight the difficulty of finding and developing sales professionals
capable of succeeding in a more complex environment.

Finally, the fifth-ranked challenge reflects the difficulty sales organisations
face in transforming their internal processes and structures to become
more digital.

Warwick Business School wbs.ac.uk



01 — Sales Talent
Status Quo in Mastering and Adapting to the Sales Talent Challenge

The majority of sales professionals rate their

organizations as average or above average in 4.8% say their  4.8% say their

mastering and adapting to the sales talent organisationis  organisation is

challenge. However, developing sales talent doing excellent doing terrible

ranks as the third most significant challenge, 15.7% evaluate their
while attracting talent rar.1ks fourth.Thls . organisation as
suggests that sales organizations face

. e . . performing poorly
considerable difficulties in improving their

performance in this area, and sales leaders may
hold a rather pessimistic outlook on the future Mastering and
of addressing this challenge. .
32.5% of sales leaders adaptmg to the

Interestingly, there are no significant say their organisation challenge of
differences in performance evaluations among is doing a good job

sales professionals from small, medium, or attracting’ deve|oping’
large organizations, nor between organizations . .

offering low-complexity versus high-complexity and retalnlng sales
products or services. talent

42.2% rate their
organisations’
performance as
average

Only 21% of sales professionals
say it is easy to find and hire
skilled sales professionals

Warwick Business School wbs.ac.uk




01 — Sales Talent
Offering the Right Training Helps Mastering the Sales Talent Challenge

Amount of training provided % of organisations Performance in mastering the sales talent
Sales professionals receive on average 39 hours of providing this training challenge (1 = terrible; 5 = excellent)
training per year (Standard deviation = 47.08 hours). . _ I
However, in our data, receiving more training hours 42.1% Self-paced learning materials 2.98
does not correlate with sales leaders’ perceptions of
mastering the sales talent challenge.

54.0% Workshops or seminars* _3.‘3'924
Top 3 training types offered
72% of :sales organisa.tions gffer their sales ‘ 59.2% Mentorship or coaching [ ;7
professionals on the job training, 71% self-directed brograms 274
online courses or webinars, and 59% mentorship or
coaching programs.

72.4% On-the-job training _262 3.38
Effectiveness of training types
The majlorlty of t'ralnlng types c.ontrlbute to sales 7L1%  Self-directed online courses or | ¢
leaders’ perceptions of mastering the challenge of webinars* 291

attracting, developing, and retaining sales talent.
However, providing workshops or seminars or self-
directed online courses or webinars are training types 46.1% Formal classroom style training _290 3.49
that make organisations not perform better in :
mastering this challenge.

B Training provided Training not provided

*Training type does not improve performance in mastering the talent challenge

Warwick Business School wbs.ac.uk




01 - Sales Talent
Satisfying Career Development Pathways help Meeting the Challenge

Our data shows that improving satisfaction with Relationship between satisfaction with organisational career development
career development pathways by one unit, pathways and performance in meeting the sales talent challenge
makes sales organisations perform 30% better in
meeting the sales talent challenge.

Thus, offering attractive career development
pathways contributes to becoming a more
attractive employer for sales talent.

Excellent

Performance in
attracting,
developing, and
retaining sales
talent

In contrast, opportunties for professional
development (e.g., recognised qualifications,
mentorship programs) at the sales profession
level are less effective in helping sales
organisations to meet the sales talent challenge

Terrible -

Sales leader quote:

.‘ “It is all centred around financial Extremely Extremely

targets/quotas and not around progression dissatisfied satisfied
and development. The landscape has

changed massively and sales organisations
need to change with it.” Frequency

Satisfaction with organisational career development pathways

— Relationship

Warwick Business School wbs.ac.uk




02 - Digital Enhancement

Organisational Performance in Integrating Digital Technology and Al

With Artificial Intelligence being a relatively new
challenge, 43% of sales leaders describe their
organisations as underperforming when meeting this
challenge. In contrast, sales leader’s performance
evaluations are much higher for meeting the challenge of
implementing and adapting to digital technology. Here,
34% of sales leaders describe their organisations as
performing above average.

The reluctance is probably due to the fact that 53.5 % of
sales leaders assume that Al will significantly change the
sales job. Nonetheless, nearly half of the sales leaders is
optimistic that their organisation will be able to effectively
use Al assisted tools in the future to drive sales growth.

48.7% of sales leaders are confident
that their sales organisation will
use Al to increase sales growth

Warwick Business School

Organisational performance evaluations in meeting the challenges to
integrate artificial intelligence and implement and adapt to digital technology

High performers

34%

35%

Average performers
41%

43%

Underperformers
25%

B Integrating artificial intelligence

Implementing and adapting to digital technology

wbs.ac.uk




02 - Digital Enhancement

How do sales organisations utilize Artificial Intelligence in 2024?

The use of artificial intelligence in sales
organisations remains relatively low. Most sales
teams primarily use generative artificial
intelligence applications. The use of these can
likely be attributed to the easy accessibility of
standardised tools.

While these tools can effectively support
salespeople in their day-to-day activities, it is
evident that sales organisations have yet to fully
leverage the broader potential of artificial
intelligence. Advanced applications that could
significantly enhance sales effectiveness—such
as predictive intelligence, artificial intelligence-
driven product classification, prediction, and
recommendation systems—are rarely utilized.

One key challenge with integrating non-
standardised artificial intelligence tools is their
higher upfront cost, which can deter
organizations from investing in these more
tailored solutions.

Warwick Business School

48.6% of sales organisations use Generative Al.
However, most of them do not use any other Al applications.

Generative Al (e.g. writing
support for emails or proposals)

Customer needs anticipation and

Guided selling and coaching task prioritisation

Email and call sentiment analysis Marketing automation

Automated lead-to-cash process Sales automation

onfigure, price, and quoting

Predictive intelligence
8 (cPQ)

Al product classification,
prediction, and recommendation

+-=Use of Al tools

wbs.ac.uk




02 - Digital Enhancement
Effectiveness and Impact of Al Tools on Al-Sales-Integration

Al tools that are widely utilized, such as
generative Al, customer needs
anticipation, task prioritization, and
marketing automation, tend to have
moderate effectiveness. Sales
organizations using these tools perceive
themselves as better at addressing the
challenge of integrating Al.

However, the tools with the highest
impact on mastering Al integration are
sales automation, Al-driven product
classification, prediction and
recommendation systems, and predictive
intelligence.

Some tools, however, do not necessarily
enhance an organization's perceived
ability to master Al integration. These
include CPQ systems, automated lead-to-
cash processes, guided selling and
coaching, and email and call sentiment
analysis.

Warwick Business School

% of organisations using

Correlation between use of Al based tools

this Al tool and mastering the integration of Al challenge
Sales automation
10.4%
¢ (e.g., Outreach, Salesforce Einstein) 43
8.0% Al product classification, prediction, and recommendation
(e.g., Zoho Zia, Salesforce Einstein) 42

6.4%

Predictive intelligence (e.g., for lead scoring,
predictive forecasting People.ai, Clari)

.30

28.8%

Generative Al
(e.g., writing support for emails or proposals)

.28

16.0%

Marketing automation
(e.g., Salesforce Marketing Cloud)

16.8%

Customer needs anticipation and task prioritisation
(e.g., Salesforce Einstein, HubSpot Sales Hub)

I 27

I 24

10.4%

Configure, price, and quoting (CPQ)*
(e.g., Salesforce CPQ, Zoho CRM)

I .22

5.6%

Automated lead-to-cash process*
(e.g., Salesforce Einstein, HubSpot Sales Hub)

I 12

4.0%

Guided selling and coaching*
(e.g., gong.io, chorus.ai)

I 12

4.8%

Email and call sentiment analysis*
(e.g., Gong.io, Chorus.ai)

. .07

*Use of Al tool does not improve performance in mastering the integration of Al

wbs.ac.uk




02 - Digital Enhancement
Biggest Challenges of Salespeople in Using Al Assisted Tools

What are the biggest challenges salespeople face in using Al assisted tools in the sales process?
(share of sales leaders who selected the challenge in %)

The majority of sales organizations identify a lack 57%

of training or expertise as the top challenge for

salespeople in effectively using Al-assisted tools

in the sales process. To keep pace with digital 45%
advancements, sales organizations must

prioritize effective training and attract the right 36%
talent, addressing broader challenges related to

sales talent.

34%

27%

A second, widely recognized challenge for many 22%

sales leaders is the insufficient quality and
reliability of data. Predictions made with Al are
ineffective when based on poor data. Therefore,
improving data quality and reliability should be a
top priority. This also facilitates better
integration of data across systems, paving the

10%

the effective integration of artificial intelligence training or  and reliability  budget or integration constraints  change from
expertise resources across systems employees

Q Sales leader quote:

“I anticipate that the best salespeople will increasingly be trained and coached to shift from "trusted advisor" to "effective coach." This initiative could
. lead to fundamentally different and better conversations with a greater range of stakeholders in processes that Al can support but not replace.”

Warwick Business School wbs.ac.uk




03 — Compensation and Incentives

Incentivised metrics and impact on compensation plan performance

88.3% of sales organisations incentivise sales revenue,
making it the most commonly used metric. Sales
leaders tend to rate their organisations' performance in
designing incentive schemes more favourably when
sales revenue is an incentivised outcome. However, its
impact on creating effective compensation and
incentive plans remains limited. While incentivising
sales revenue may differentiate between average and
outstanding performance, it is rarely transformative.

In comparison, only 35.1% of sales organisations
include activity metrics in their incentive schemes.
Interestingly, sales leaders report significantly greater
confidence in their organisations' ability to design
effective compensation and incentive plans when
activity metrics are incorporated. However, identifying
the appropriate activity metrics and ensuring that these
are not gamed is challenging, and poorly chosen ones
may result in unintended negative consequences.

Profit, used by 44.6% of organisations, and conversion
rates, used by 32%, appear to play the smallest role in
shaping sales leaders’ perceptions of their
organisations’ success in mastering sales incentive and
compensation plans.

Warwick Business School

45% of sales organisations incentivise profit

88%
Profit correlates by .07 with the performance in designing
compensation and incentive plans
45%
35%32  32% 32% 30%31
17 0 7 21%20 4,40
07 : I 0 g
Sales Profit Activity Conversion Customer Dealsize Customer  Other
Revenue metrics Rates Retention Satisfaction
Rates Scores

B Use M Impact on performance in designing compensation and incentive plans

Performance in mastering the challenge of designing incentive
and compensation plans

22%

Overperformers
. 50%

56%

Average performers
D 25%

0,
Underperformers 22%
D 25%

Revenue not incentivised H Revenue incentivised

wbs.ac.uk




03 — Compensation and Incentives
Types of incentives offered by sales organisations

Sales organisations most frequently offer individual Sales organisations that provide training, development,
financial incentives to reward sales performance. .. . .
However, in our data, offering this financial reward al‘ld career advancement Opportunltles as II‘ICEI‘ItIVES
seems to be too much of a standard approach to excel in mastering the challenge of crafting effective
master the challenge of designing effective . . .

compensation and incentive plans. compensation and incentive pIa ns

When career advancement opportunities are offered % of organisations Performance in mastering the challenge of
as incentives, sales leaders’ perceive to perform better offering this incentive designing incentive and compensation plans
in designing compensation and incentive plans. Yet only 3.07

4 out of 10 organisations reward sales performance 46% Organisation-based bonuses q
with opportunities for career advancement because,

often, career advancement makes top performers no 3.11

. . . Traini d devel t *
longer available for contributing to future performance 20%  'reining and development programs

goals. To avoid this limitation, sales leaders can offer

their salespeople training and development programs 43%  Career advancement opportunities* 2.84
as a reward, which show to be effective in meeting the _ﬂ
challenge as well.
- 3.08
50% Recognition awards

3.39

Recognition awards, however, used by half of
organisations is the least likely incentive to move the - ) - ) 3.00

, . . 84% Individual financial incentives
needle on how sales’ leaders perceive their 3.28
organisations’ performance in the sales incentive and
compensation plans challenge.

Incentive not used M Incentive used

*Offering these incentives makes sales leaders perceive to perform significantly better in mastering
the challenge of designing compensation and incentive plans

Warwick Business School wbs.ac.uk




03 — Compensation and Incentives
Drivers of effective variable compensation and incentive plans

Relationships between characteristics of variable and compensation plans and the extent to

Compensation and incentive plans that are fair, : A . - : -
which the organisational incentive plan drives performance (measured as correlation)

transparent, and designed to motivate positive
behaviours and outcomes are the most effective at

.70 67
driving performance. These are closely followed by 61 .57
plans with achievable targets, simplicity, and alignment 49
with organisational strategy. Frequent changes to plans 32
do not appear to harm performance; on the contrary,
they may enhance their effectiveness.

There is also a growing demand for a shift away from
purely financial targets and incentives towards a
greater focus on skills, development, and career

progression. This suggests that compensation and ~27
incentive plans should not only reward current Fair criteria  Transparent  Motivates Achievable Simple Aligns with Is changed too
performance but also motivate salespeople to equip for earning  criteria for good targets organisational frequently
themselves for meeting future challenges. incentives  earning  behaviour and strategy

incentives outcomes

Sales leader quote:

“ “A change in attitude of executive management to treat the sales function as a professional team as they do finance, engineering and
supply chain. | see so many sales teams that are fundamentally not managed by their leaders. It isn't good enough to say “here's a big
bonus scheme now get on with it!”
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Partner of the Sales Excellence Hub:

Institute of
5; Sales Professionals

Promoting Professional Selling, Driving Business Growth
The ISP is the membership body for sales and the representative voice of the
profession. They work with corporate partners, individual members and training

organisations to promote and advance excellence in sales.

www.the-isp.org
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Technology Partner of the Sales Excellence Hub:

AAI(eron

Enterprise Software to drive Growth and improve Efficiency

www.akeron.com

Warwick Business School wbs.ac.uk



http://www.akeron.com/

Survey Demographics

Warwick Business School wbs.ac.uk



Survey Demographics
125 sales professionals participated, 78 completed the questionnaire in full

Leadership or management position Sales experience in years
YES oviieeeriiee e 82.4% Lessthan 1 year......cccoeveevveeeceenennenn. 1.4%
NO ot 17.6% 1-3 YRAIS. ceeeiieeee ettt 4.3%

3-5 YArS ottt 4.3%

5-10 Yars cceeeeeeeeeiiieeeeee e 4.3%

Over 10 Years .....eeeeeeeeeeeceieeeeeeee e 85.7%
Span of control Size of organisation Complexity of the offering of the
None .....ccevvvinveeinininnnn. 11.5% 1-10 . 16.4% respondents’ sales organisation
1-10 i 36.1% 11-50 oo 13.7% SIMPIe e 9
11-25 e 27.9% 51-100 coviirriiieeeeiene 12.3% Moderate ....eovveeeeeeeeeeeeennn 21
26-50 .coviiiirrie i 13.1% 101-500 ....covvvvvrvverniennn. 11% (@0]00] o] 1= G 41
51-100 ..oooieeeiiiee e, 3.3% 500+ oo 46.6%

Role types Job titles

Executive Leadership ......ccccecvcvvivivvvesecveeceseeeneenen. €.8. CEO, Founding Director, Chief Growth Officer, VP of Sales etc.

Sales ManagemeNnt.......cceveueieieineiseeeeeeese e e e.g. Head of Sales, Sales Director, Sales Manager, Account Director etc.

Business Development/ Specialised Sales................ e.g. Business Development Executive, Commercial Lead, Consulting Partner etc.

Sales Enablement & Strategy........cccccevveveeneereeceenennn. e.g. Sales Coach, Sales Training Manager, Head of Sales Strategy and Operations etc.
Functional & Cross-Department.........cccceceevevvreruennen. e.g. Director Cloud & Cyber Security, Commissions Manager, HR & Training Manager etc.
EMErging ROIES.....ccocvveeeeieieiert et e.g. Chief Outcomes Officer, Sales Reset Coach
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Survey Demographics
125 sales professionals participated, 78 completed the questionnaire in full

Respondents with professional sales or related
qualifications or accreditations

Types of qualifications and accreditations

1 Formal degrees or higher education certifications.
(Academic Qualifications: under/postgraduate degrees)

2 Industry-recognized certifications or professional

affiliations (Sales-specific certification, professional
memberships, accreditations and awards)

3 Certifications focused on leadership and management
skills (Leadership and Managements Qualifications)

4 Specific to certain fields or industries.
(Sector-specific Accreditations)

wbs.ac.uk
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Appendix

State of the Sales Profession

Warwick Business School

Variable|Average
The UK Education system produces good sales professionals. -:|

It is easy to find and hire highly skilled sales professionals. -:|

Working in sales is a highly regarded profession.
I am optimistic about the future of the sales profession.
If | could advise my younger self on career choices, | would recommend them a career in sales.
The sales function is a critical function in my organisation.

Scale: O Definitely False to 5 Definitely True

o
.
.

1.40
1.46
2.78
3.37
3.59

4.67

wbs.ac.uk




Appendix

Satisfaction with the professional development opportunities

Extremely satisfied
Somewhat satisfied
Neither satisfied nor dissatisfied 28.4%
Somewhat dissatisfied 28.4%

Extremely dissatisfied

Satisfaction with career development pathways

Extremely satisfied - 4.1%

Somewhat satisfied

16.2%

40.5%

Somewhat dissatisfied

Extremely dissatisfied - 4.1%
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Appendix

Ranking of challenges for UK sales organisations

There is a clear divide between the top 5 priorities and the bottom 5 indicating wider trends within the UK sales overall.

Variable Mean

ACNIEVING SAIES TAIZELS ..eoveevriiiiie ettt ettt b sbesreeress e b sebaesben e enenne s 3.61
Adapting to evolving customer needs and purchasing behaviour.........ccccoveeeieeeveenrvevecnenn. 411
DeVeloPiNg SAIES TAIENT....cv ittt ettt e sae b sarerenaeraes 452
Implementing and adapting to digital teChNOIOgY......cccoeeveeeivrieieieeeeee e 4.87
ALracting SalES talENT. ... i e e et r e aean 491
RetainiNg SQIES tAlENT...c.iceiceeeeee e e e st e e r e nan 5.49
Designing sales compensation and incentive Plans........cccceve e ceeecceeveieise e s e 6.48
Adapting to social and economic UNCErtaiNty.......ccovcceieeieiieiee e 6.59
EMPIOYEE WEIHDEING. ...ttt et st st e e et r s e e e saesne s 6.75
Integrating artificial INtEIIGENCE.......cuveeee e e e e 6.84
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Appendix

Sales leaders’ perception of their sales organisation’s performance in mastering and adapting to the challenges

Sales compensation and incentive plans across the UK’s sales organisations have received the best overall evaluation,
followed by sales talent, and digital technology. Integrating artificial intelligence is the poorest performing, comparatively.

Integrating artificial intelligence  Implementing and adapting to digital technology  Attracting, developing and retaining sales talent  Designing sales compensation and incentive plans

Terrible | 960% 0 |

550% 0 | 550%0 | 5.50%
roor T Do ] 2050% [T | 15.00% T | 19.20%
aversge [ 3550% D 3840 [NEEEEEER a1.10% NG  2880%
Good [ | te40 I | 27.40% NN | 34.20% [ 41.10%
Excellent || sso% | 820% | a10% | 5.50%
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