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About the Research
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About the Research
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Sales forces are busy digitizing their
assets, processes, and business practices.
This research examines

- the impact of these efforts on
buyer/seller interactions,

- management’s challenges and
improvement priorities in digitization
efforts, and

- the business impact of digitization
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Respondents
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Digitization’s Importance
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Importance of Future Digitization Efforts

FIG 1.1. IMPORTANCE OF DIGITATION EFFORTS OVER THE NEXT THREE YEARS

PERCENTAGE OF FIRMS THAT CONSIDER IMPORTANT

DIGITIZING KEY ASPECTS OF BUYER AUTOMATING SELLING ACTIVITIES
SELLER INTERACTIONS
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Effectiveness of Prior Digitization Efforts

FIG 1.2. EFFECTIVENESS OVER THE PAST THREE YEARS OF DIGITATION EFFORTS

PERCENTAGE OF FIRMS THAT CONSIDER IMPORTANT

DIGITIZING KEY ASPECTS OF BUYER AUTOMATING SELLING ACTIVITIES
SELLER INTERACTIONS
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Sales Force Characteristics
and Their Impact on
Digitization Success
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Supporting Sales Interactions, Firm Characteristics

FIG 2.1. SUPPORTING SALES INTERACTIONS, FIRM CHARACTERISTICS

PERCENTAGE DISTRIBUTION OF FIRMS
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Impact of Sales Force Characteristics on Effectiveness
in Digitizing Sales

FIGURE 2.2. IMPACT OF SALES FORCE CHARACTERISTICS ON EFFECTIVENESS IN DIGITIZING SALES
EFFECTIVENESS IN DIGITIZING BUYER/SELLER INTERACTIONS OVER PAST THREE YEARS
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Impact of Sales Force Characteristics on Effectiveness

in Digitizing Sales

FIGURE 2.3. IMPACT OF SALES FORCE CHARACTERISTICS ON EFFECTIVENESS IN DIGITIZING SALES
EFFECTIVENESS IN DIGITIZING BUYER/SELLER INTERACTIONS OVER PAST THREE YEARS
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Digitization Objectives
and Outcomes

© Copyright 2020 The Sales Management Association. All rights reserved.



Importance of Digitization Objectives

FIG 3.1. IMPORTANCE RATINGS OF DIGITIZATION OBJECTIVES

PERCENTAGE OF TOTAL SALESPERSON TIME

PREFERENCES
TO OTHER TASKS 5.4
COMPETITORS' EFFORTS :

1 4 7
NOT AT ALL SOMEWHAT EXTREMELY

AVERAGE RATED IMPORTANCE
N=58

© Copyright 2020 The Sales Management Association. All rights reserved.

16



Impact of Digitization

FIG 3.2. SALES DIGITIZATION'S IMPACT ON SALES FORCE RESPONSIVENESS
AVERAGE RATINGS OF SALES FORCE RESPONSIVENESS
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Impact of Digitization

FIG 3.3. SALES DIGITIZATION'S IMPACT ON SALES FORCE RESPONSIVENESS

AVERAGE RATINGS OF SALES FORCE RESPONSIVENESS
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Selected Tactical
Priorities



Importance of Digitalization Outcomes

FIG 4.1. SALES ORGANIZATION IMPORTANCE AND EFFECTIVENESS IN DIGITAL CAPABILITIES
PERCENTAGE OF FIRMS THAT CONSIDER IMPORTANT, ARE EFFECTIVE
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Importance of Digitalization Outcomes Compared

with Firms’ Effectiveness

FIG 4.2. SALES ORGANIZATION IMPORTANCE AND EFFECTIVENESS IN DIGITAL CAPABILITIES

PERCENTAGE OF FIRMS THAT CONSIDER IMPORTANT, ARE EFFECTIVE
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Importance of
Digitalization
Outcomes
Compared with
Firms’ Effectiveness
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FIG. A.2.2. FACTORS AFFECTING ANNUAL MEETING SUCCESS
PERCENTAGE OF FIRMS THAT CONSIDER FACTOR IMPORTANT, CONSIDER THEIR FIRM EFFECTIVE.
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Business Outcomes
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Digitization’s Business Impact

FIG 9. EFFECTIVENESS IN DIGITIZING KEY ASPECTS OF BUYER SELLER INTERACTIONS
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Performance Improvement Correlated with Customer
Responsiveness

FIG. 14. VARIANCE IN PERFORMANCE OF FIRMS RESPONSIVE IN MEETING BUYER EXPECTATIONS
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Speed Kills (Competitors)

FIG 5.3.1. RESPONSIVENESS IN RESPONDING TO NEW CUSTOMERS' REQUESTS TO ENGAGE SALESPERSON
PERCENTAGE DISTRIBUTION OF RESPONSES
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Faster, Pussycat

FIG 5.3.2. RESPONSIVENESS IN RESPONDING TO NEW CUSTOMERS' REQUESTS TO ENGAGE SALESPERSON

PERCENTAGE DISTRIBUTION OF RESPONSES
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Transaction Speed Responsiveness Correlated with
Sales and Profit Objective Achievement

FIG 5.4.1. SPEED IN COMPLETING SALES TRANSACTIONS

PERCENTAGE DISTRIBUTION OF RESPONSES
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Transaction Speed Responsiveness Correlated with
Sales and Profit Objective Achievement

FIG 5.4.2. SPEED IN COMPLETING SALES TRANSACTIONS

PERCENTAGE DISTRIBUTION OF RESPONSES
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Summary Observations
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Summary Observations

- Effective digitization efforts correlate with substantial
performance advantages: 18% higher rates of sales objective
achievement, 26% higher rates of profit objective
achievement.

- Similarly, improving customer responsiveness profoundly
impacts both sales and profit productivity. Firms enjoy
performance advantages for meeting customer expectations,
and significant additional advantages for exceeding them.
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Summary Observations

- Incorporating customer input is a requirement for improving
buyer/seller interactions as part of a digitization effort

- Assigning accountability (person, function) also improves
success rates, especially if combined with above.

- Digitization efforts of past three years have focused on
improving responsiveness, quality, and sales productivity
rather than cost advantages or competitive reaction.
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Summary Observations

- Effective digitization initiatives are profoundly impacting
customer responsiveness and sales productivity. Evidence
suggests that most firms can not reach acceptable levels of
customer responsiveness without digitization.

- Firms’ effectiveness in digitizing customer documents and
document related workflows lags well behind the
acknowledged importance of these capabilities.
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Summary Observations

- The most critical improvement priorities: automating pricing
and proposals, tracking online document activity, and
automating document workflows.
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Did we run out of time before we got
to your question?

Presenters can follow-up with you via
email. Feel free to submit more questions
if you'd like an offline response.
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