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Purpose & Sample Size

In November 2012, Vorsight surveyed 963 B2B Sales Reps, Managers, and VPs on their sales kickoff meetings (SKOs).

The purpose of this research is to provide insights and benchmarks to people who organize sales kickoff meetings. In
searching for information on SKOs, there seemed to be a lack of objective information. What you are about to read is

the only known objective research on sales kickoff meetings.

We first ask respondents simply, “Does your organization have a sales kickoff meeting?”
No SKO: 32.92% Yes SKO: 67.08%

The 464 B2B sales reps, managers, and VPs who completed the survey and work at companies that

hold a SKO represent our sample size for the remainder of this research.

We divided the “yes” respondents into two segments: those who are responsible for the vision, budget, and/or
organization of their company’s SKO and those who are not.

Responsible: 41.38% Not Responsible: 58.62%

The segmentation allowed us to ask more detailed questions of organizers vs. participants to see if there were any

interesting findings between the two groups.
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Timing

When is your FYE?

When is your sales kickoff?

December 73.06% January 56.25%
January @l 5.17% February —_ 13.36%
February § 1.29% March | 2.80%

March _— 5.60% April —— 4.53%
April _. 1.51% May —- 1.51%
May | 0% June [ 1.29%
June fm 3.02% uly | 1.72%
July __ 1.29% August —- 2.37%

August _| 0.22% Septemb..._- 2.37%

September \a 4.96% October i 4.09%
October & 2.16% November |ui 3.02%

November W 1.72% December |l 6.66%

“Look at how the FYEs don'’t correlate more closely with the SKOs. If 73% are Dec
FYE, one would think that 73% of those SKOs would happen in Jan. In reality many
push until Feb. This is a bad way to start off the year — one month behind.

It's very interesting that 7% hold SKOs in December. You would think that these sales
teams are busy closing Q4 business, yet they still make time for a SKO before the year
even ends. Do these organizations who get a jump on next year know something that
bucks conventional wisdom and gives them a leg up?”

Steve Richard
Co-Founder
Vorsight
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Demographics

How many reps attend your
sales kickoff?

How many days does your
sales kickoff last?
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Guest Speaker

Have you hired a guest speaker for you SKO?

What guest speaker did you hire most recently?

Top two responses:

“l find it interesting that companies

invest a lot in their sales kickoff
1. Do not recall . meetings yet the attendees can’t
2. One of our customers/client remember who spoke at the event.”

Please see the appendix for a complete list of speakers.

Ingrid Freemyer
Marketing Manager
Vorsight
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Guest Speaker [

How would you rate the overall experience with that speaker?

Excellent (I still use what they taught us) — 39.30%
Good (Good experience but | can't
I 553
remember too much)

Average (When does the bar open?) _ 11.28%

“The data suggests that companies invest substantially in
their overall meetings, and understand the need for and
importance of sales skills and prospecting training. But only
39% rated their past speakers as ‘Excellent’, with the
remainder not remembering what was covered (and worse).
Long after the band, the booze, the golf outing, and the logo
shirts are forgotten, the investment in your training can and
should still be paying off, if you pick the right person and
don’t skimp on the investment in this most impactful area.”

Poor (Why did we hire these clowns?) r 3.89%

Art Sobczak
President
Business by Phone Inc.
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The following are responses from the 192 (41%) of our respondents who indicated
they are responsible for the strategic vision, content, and/or planning of their
company’s sales kickoff meeting.

ORGANIZER’S RESPONSES
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Funding L

What groups attend your How much do you spend per

sales kickoff? person on your sales kickoff?
Field Sales _ 88.02% $0-5999 — 39.06%
Marketing | 76.56% $1,000-51,999 || 33.85%

Sales operations _ 70.83%
| $2,000-$2,999 [ 17.19%
Quota carrying inside sales _ 67.19% .
] $3,000+ 9.90%
Lead generation/qualification _ 61.46%
Sales enablement/training _ 51.56%

Customer success/services/support 36.46%

Channel sales partners/distributors 30.73%

H
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The Meeting

Is your sales kickoff virtual
or in person?

Live and in person

Over the web in a virtual
format

I 3.13%

Is your sales kickoff part of a
larger company meeting?

No

Yes

- 23.44%
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Organizing the Meeting

Who owns responsibility for the...

strategic vision of the SKO content of the SKO

Sales Leadership 68.23% Sales Leadership 63.54%

CEO or Board 20.31% CEO orBoard [ 17.19%

Sales Operations Sales Operations [l 6.25%

Marketing Marketing |Wl 6.25%

Sales enablement/training Sales Enablement/training [l 4.69%
HR | 0.52% HR _. 1.04%
Executive Assistant | 0.52% One of the Sales Reps 1 0.52%
One of the Sales Reps | 0.52% Finance —I 0.52%
Finance | 0% Executive Assistant | 0.00%

“Communication is wildly important to the success of your team. Just because your senior executives know the plan
doesn’t meant that anyone else does. Sharing the vision and aspirations of your organization does more to drive
sales productivity than most of the ongoing training and coaching you provide the rest of the year. Take time to
over-communicate what your sales team should be passionate about. You'll be shocked at the extra motivation that
ripples through your entire sales team.”

Dan Waldschmidt
President
Waldschmidt Partners Intl.
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The following are responses from the 272 (59%) of the survey respondents who
were not responsible for the vision or planning of their company’s sales kickoff
meeting.

PARTICIPANTS’ RESPONSES
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Prospecting/Lead Qualification

How important is prospecting and lead
qgualification to your sales organization?

Critical (prospect or die) —— 47.43%

Important (if we don't keep up with our prospecting

[v)
and lead qualification, we'll miss our number) ————————— 47.79%

Not essential (we need to do a little, but not much) - 3.31%

Not needed (opportunities fall in our laps) f 1.47%

“Sales professionals are yearning for more
professional development opportunities and they
want more of those opportunities at their sales
kickoffs. Sales leadership should take advantage
of that captive and engaged audience to really
invest in their sales team’s skills.”

Jamie Shanks
Managing Partner
Sales for Life
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Sales Process

Which part of the sales process do you find most challenging?

Prosecting and oo | "
Managing opportunities _ 21.32%

Negotiation — 15.07%

Account management F 12.87%

“There are a plethora of statistics
showing that sales reps are having lead
generation/prospecting challenges.
The top of the sales funnel can be
perplexing for sales teams to master —
yet vital to overall success.”

Jamie Shanks
Managing Partner
Sales for Life
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What Reps Learned

What was the most useful thing you learned at your last

sales kickoff meeting?

Company vision and/or new information on
products and services

Sales skills for taking qualified opportunities
through to close

Sales skills for prospecting and qualifying
opportunities

How to close down the bar and still look fresh the
next day

How to better use internal systems like CRM or
proposal automation tools

_ 70.96%

L 11.40%
L 10.29%

h 3.68%

k 3.68%

“This is an important stat for sales leaders. |
suspect the reason why 71% feel product
training is valuable is due to the high
percentage of kickoffs that only present new
product training. Why are they not satisfying
their sales reps’ need for greater prospecting
tools when over 50% of sales reps have
indicated that prospecting & qualification is
the most challenging part of the sales process
for them?”

Henry Schuck
VP of Sales
DiscoverOrg
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What Reps Want

What would you like to see more of at your next sales
kickoff meeting?

Sales skills for taki lified
aless |.s' or taking qualifie 18 60%
opportunities through to close e

Sales skills for prospecting and qualifying

ities M 23-16%
opportunities

Company vision and/or new information

0,
on products and services [ 21.32%

How to better use internal systems like
i I 3-60%
CRM or proposal automation tools

Partying r 3.32%

“This is an interesting point for
executives to note as there is a
disconnect. Executives don’t think
salespeople want to have skill training,
but clearly they do based on the
findings.”

Lee Salz
CEO
Sales Architects
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Thank you to our supporters!
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Accenture

Addidas VP eCommerce

Agilent Training

Alex Kermisch - Achieve Global
American Management Association
Art Sobczak

Barry Rhein

Basho

Billy Beane, GM for Oakland A's (Moneyball)
Blanchard

Blue Angel

Board member

Bob Potter, trainer & autho or "Winning in the
Invisible Market"

Bonnie St. John
Brian Dobson

Brian Kardon, former CMO of Forrester & Eloqua
Bruce Schneier

CEB

Colin Powell

COO of ParAccel

Dale Carnegie

Dan Heath - author of "Switch"
Dave Dewalt

Dave Hibbard

Dave Lapham - NFL Hall of Famer
Eric Abrashoff

Erik Weihenmayer

Gartner Group

George Donovan

George H Bush

George W Bush

Gilbert Thuabonye

Jack Daly
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Jack Welch

Jeff Evans

Jeff Gitomer

Jennifer Azzi

Jim Goetz - Partner at Sequoia Capital
John Boyens

John Deadman

Just Sell Afterburner

Justin Cohen

Karass Sales Training

Kensei Partners

Kevin Corooran

Kevin Knebi

Mark Sanborn

Marshall Goldsmith

Matthew Dixon, author "The Challenger Sale"
Miller Heiman

Momentum

Monty

Namoi Rhode

NASA Astronaut

Nathan Jamail

NFL Steeler, Rocky Blier

One of our customers/clients
Our investors

Paul Batz

Performance Now

Peter Ostrow - Aberdeen Group
Phil Mydiach

Pro football player

Quicken Loans

Rick Conlow

Rick Page - The Complex Sales
Rory Mackengie

Ross Shafer

Rudy Rudiger

Sales Benchmark Index

Sales Executive Council

Sales Performance International
Salesforce.com CEO

Sandler Sales Institute

Scott Levy, VP Client Development for AOTMP
Shaku

Sims Wyeth

SiriusDecisions

Solution Selling

SPIN selling expert

Stan Slap

Steve Forbes

Steve Gaffney

Steve Gielda, Ignite Selling Inc
Steve W Martin, Sales Trainer
Steve Maul - the Semantics Group
Steve Prichard

Steve Richard

Steve Thompson

Terry Kew

The Bridge Group

The Essential Path

Tim Sanders

Tom Freese

Tom Hopkins

Tom Snyder

Under Armour

Value Selling

Virgin Media

Vorsight

Appendix: guest speakers for sales kickoff meetings
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