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Research Brief: Benchmarking Sales Manager Activity

This document has been prepared by The Sales Management Association for
use by its members. The Sales Management Association has worked to ensure
the accuracy of the information it provides to its members. This report relies
upon data obtained from many sources, however, and The Sales Management
Association is not engaged in rendering legal, accounting, or other professional
services. Its reports should not be construed as professional advice on any
particular set of facts or circumstances. Members requiring such services are
advised to consult an appropriate professional. Neither the Sales Management
Association nor its programs are responsible for any claims or losses that may
arise from a) any errors or omissions in their reports, whether caused by The
Sales Management Association or its sources, or b) reliance upon any recom-
mendation made by the Sales Management Association.

Descriptions or viewpoints contained herein regarding organizations profiled in
this material do not necessarily reflect the policies or viewpoints of those organi-
zations.

About The Sales Management Association

The Sales Management Association is a global, cross-industry professional
organization for sales operations, sales effectiveness, and sales leadership pro-
fessions. We provide our members with tools, networking, research, training, and
professional development.

Our research initiatives address topics relevant to practitioners across a broad
spectrum of sales effectiveness issues. Our research is available to members on
our site at www.salesmanagement.org.

In addition to research we publish best practice tools, archived webcasts, and
expert content. Visit our website at http//salesmanagement.org to learn more.
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1 RESEARCH SUMMARY

1.1 STUDY OBJECTIVES:

Sales managers have an outsized impact on sales force
productivity. That impact is shaped by decisions sales
managers make in allocating their time across a broad set of
accountabilities. This research examines how sales managers
spend time and distribute managerial effort across their
assigned responsibilities and direct reports.

Research issues addressed in this study include identifying
sales managers’ core activities, quantifying manager time
allocation by activity, uncovering gaps in actual and ideal
time allocation, and prioritizing high-value activities for sales
managers. Special focus is given to identifying differences in
high-performing firms’ sales managers, compared with their
peers in lower-performing firms.

1.2 SUMMARY OF KEY FINDINGS

Sales managers spend about half their time (51%) working
directly with salespeople; of this amount 33% is spent working
directly with or observing salespeople, and 16% in meetings
with salespeople. Their remaining time is spent working alone,
in internal meetings not involving salespeople, or working with
customers.

By functional activity, sales managers spend 28% of their

time on internally focused, non sales-related activities

(15% is focused on administrative activities, and 13% on
managing internal resources). An additional 17% of time is
spent planning, and 17% on reviewing performance. Fifteen
percent is spent coaching and developing salespeople, and 10%
providing performance feedback to salespeople.

m COPYRIGHT © 2014-15 THE SALES MANAGEMENT ASSOCIATION. ALL RIGHTS RESERVED.




RESEARCH SUMMARY

Few firms consider sales managers’ time utilization ideal across
these activities. For example, just 26% believe their sales managers
spend the ideal amount of time observing salespeople. More than
more than 70% believed their sales managers spent too much time
observing salespeople.

High-performing firms’ sales managers spent significantly less
time than lower-performing firms’ in three activities: managing
internal resources, planning, and administrative activities.
Lower-performing firms’ sales managers spend, on average, 1.5
hours more each week on administrative activities, and about

30 minutes more time each week on planning activities and

in managing internal resources. High-performing firms’ sales
managers spent 1.4 hours more each week in one-on-one meetings
with salespeople than their counterparts in low-performing firms;
and, they spent about 50 minutes more each week working alone.

Sales managers must adapt to a number of factors that influence
their time allocation decisions. Of these, the capability of the
sales team managed represents a significant influence. High-
performing firms therefore have significantly greater populations
of A salespeople (36% of the total force compared to 28% for
low- performing firms), and B salespeople (51% of the total
force, compared to 45% for low-performing firms). In firms with
the highest proportion of A contributors, sales managers spent
significantly more time observing salespeople, and less time
meeting with them; they also spent significantly less time on
administrative activities or in working alone. These They also
spent more time planning, reviewing salesperson performance, and
managing internal resources. Most significantly, they spent much
more time providing opportunity-specific advice to salespeople,
and much less time in more generic coaching or developmental
activities.

Our research found that sales managers in high-performing firms
exercise more decision-making autonomy than their counterparts
in lower-performing firms. High performing firms are also more
apt to support sales managers with technology and training, but
significantly less likely to be highly directive in suggesting how
sales managers should spend their time, when compared to low-
performing firms.
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2.1 RESEARCH APPROACH

This study aggregates participating firms’ responses to a web-
based survey. The Sales Management Association developed
the survey and recruited participants from our membership
and broader audience of sales managers and sales operations
professionals. In exchange for participating, we offer
respondents advance copies of the detailed study report.

Before reporting results, we eliminate invalid or ineligible
responses, and sometimes contact respondents to clarify their
responses. Survey results are only reported in aggregate, and
never in a way that would compromise the identity of any
single respondent. All individual respondent data are treated
with strict confidentiality.

2.2 RESEARCH TIMING AND SCOPE

This research represents summarized data from 87
participating firms, directly employing more than 20,000 sales
managers and 114,000 sales professionals. Data was collected
during the months of October, November, and December 2014.
Respondent demographics and descriptive information is
summarized in the Respondent Demographics report section
below.

2.3 RESEARCH UNDERWRITERS

This study was made possible in part through the underwriting
support of Richardson. Sales Management Association
underwriters provide annual financial support to the Sales
Management Association. Underwriters may suggest research
topics, participate in ongoing research projects, and encourage
participation or otherwise promote research initiatives.

RICHARDSON

THE POWER TO SELL

Underwriters are not involved with research administration,
data collection, analysis, interpretation, or report development,
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ABOUT THE RESEARCH

unless explicitly noted in the report. Also, unless noted,
underwriters do not pay a research-specific fee or directly
commission research initiatives.

3 SALES MANAGERS’ ACTIVITY BENCHMARKS

3.1 THE COMPANY MANAGERS KEEP

Our first activity benchmark addresses the question, “With whom
do sales managers work?” We found that sales managers spend
half their time (51%) directly working with salespeople. Of this
amount, 21% is spent in one-on-one settings with salespeople;
16% meeting with groups of salespeople; and 12% observing
salespeople. The balance of sales managers’ time is spent working
alone (20% of total time), in meetings where salespeople are not
present (19%), or working on customer issues (12%).

SALES MANAGER TIME SPENT
PERCENTAGE DISTRIBUTION OF TIME

1 ON 1 MEETINGS WITH SALESPEOPLE 21%

WORKING ALONE 20%
INTERNAL MEETINGS NOT WITH SALES 19%
MEETING WITH MULTIPLE SALESPEOPLE 16%
OBSERVING SALESPEOPLE 12%

WORKING ON CUSTOMERS 12%

3.1 DISTRIBUTION OF SALES MANAGER TIME SPENT WORKING WITH OTHERS

3.2 MANAGER TIME SPENT BY FUNCTIONAL ACTIVITY

Sales managers allocate their time remarkably evenly across
the seven functional activity categories included in our

COPYRIGHT © 2014-15 THE SALES MANAGEMENT ASSOCIATION. ALL RIGHTS RESERVED. m
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survey. Seventeen percent of sales managers’ time is spent
planning, 17% spent on reviewing performance of salespeople
managed, and 15% spent on each of the following: offering
opportunity-specific advice to salespeople, completing
administrative responsibilities, and coaching or developing
salespeople. Thirteen percent of sales managers’ time is spent
managing internal resources (which, when combined with
“administrative” time, suggests at least 28% of managers’ time
is dedicated to internal activities ), and 10% is spent providing
performance feedback to salespeople.

SALES MANAGER ACTIVITY
PERCENTAGE DISTRIBUTION OF TIME SPENT

PLANNING 17%

REVIEWING PERFORMANCE 17%
OPPORTUNITY-SPECIFIC ADVICE 15%
ADMINISTRATIVE 15%
COACHING OR DEVELOPING SALESPEOPLE 15%
MANAGING INTERNAL RESOURCES 13%

10%

PERFORMANCE FEEDBACK

3.2 DISTRIBUTION OF SALES MANAGER TIME SPENT BY FUNCTIONAL ACTIVITY

3.3 How MucH TIME IS ENOUGH?

Few firms consider sales managers’ time utilization ideal
across these activities. Just 26% believe their sales managers
spend the ideal amount of time observing salespeople.

It's the activity respondents were least likely to consider
optimally addressed with sales manager time; more than 70%
believed their sales managers spent too much time observing
salespeople.

Fifty-four percent of respondents believe sales managers
spend the right amount of time meeting with multiple
salespeople. It was the activity most likely to be judged
optimal based on time spent (35% of respondents believed

m COPYRIGHT © 2014-15 THE SALES MANAGEMENT ASSOCIATION. ALL RIGHTS RESERVED.
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their sales managers spent too much time in multiple-
salesperson meetings; 11% too little time).

AMOUNT OF SALES MANAGER TIME SPENT

4%

TOO LITTLE
26%
JUST THE
RIGHT AMOUNT
70%
Too MUCH

OBSERVING SALESPEOPLE

16%

TOO LITTLE
43%
JUST THE
A0% RIGHT AMOUNT
Too MUCH

WORKING ON CUSTOMERS

29% 39%

Too MUCH JUST THE
RIGHT AMOUNT
32%
TOO LITTLE

WORKING ALONE

21%

Too MUCH
43%
JUST THE
RIGHT AMOUNT
36%
TOO LITTLE

INTERNAL MEETINGS NOT
WITH SALES

3.3 RATING SALES MANAGER TIME OPTIMIZATION

7%
TOO LITTLE

41%
JUST THE

51% RIGHT AMOUNT

Too MUCH

10N 1 MEETINGS WITH

SALESPEOPLE
11%
TOO LITTLE
54%
35%
Too MucH JUST T2

RIGHT AMOUNT

MEETING WITH MULTIPLE
SALESPEOPLE

3.4 DIFFERENCES IN MANAGER TIME ALLOCATION IN
HiGH- AND LOW-PERFORMING FIRMS

Comparing high-performing sales organizations (those

that met or achieved their firm sales objective in the prior

12 months) with lower-performing organizations revealed
differences in aggregate sales manager time allocation
between the two groups. Applying these differences to a 45-
hour work week enabled comparison using weekly difference
in hours. Compared to their peers in low-performing firms,
high-performing firms’ sales managers spent significantly more
time in two activities: reviewing performance and providing
direction to salespeople on specific opportunities. On average,

COPYRIGHT © 2014-15 THE SALES MANAGEMENT ASSOCIATION. ALL RIGHTS RESERVED.
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high-performing firms’ sales managers spent about two hours
more per week reviewing performance, and 50 minutes more
directing salespeople on specific sales opportunities.

VARIANCE IN SALES MANAGERS' TIME SPENT

HoURS PER WEEK VARIANCE, HIGH-PERFORMING FIRMS’ SMsS vS. LOWER-
PERFORMING FIRMS’

+2
+0.85
DIRECTING
SALESPEOPLE
" ON SPECIFIC
OPPORTUNITIES
-0.10
COACHING OR
DEVELOPING
o SALESPEOPLE

+2.09
REVIEWING
PERFORMANCE

-0.38
PERFORMANCE
FEEDBACK

-0.56 -0.52
PLANNING MANAGING
INTERNAL

1 RESOURCES

-1.31
ADMINIS-
TRATIVE

-2
3.4 DIFFERENCE IN HIGH-PERFORMING FIRMS’ SALES MANAGER TIME SPEND COMPARED
TO LOW-PERFORMING FIRMS’

High-performing firms’ sales managers spent significantly less
time than lower-performing firms’ in three activities: managing
internal resources, planning, and administrative activities.
Lower-performing firms’ sales managers spend, on average, 1.5
hours more each week on administrative activities, and about
30 minutes more time each week on planning activities and in
managing internal resources.

Comparing the two groups of managers’ time allocation revealed
only very minor differences in the amount of time spent coaching
salespeople, or providing performance feedback.
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We found similar differences when comparing time spent

by sales managers working with salespeople and customers.
On average, high-performing firms’ sales managers spent

1.4 hours more each week in one-on-one meetings with
salespeople than their counterparts in low-performing firms;
and, they spent about 50 minutes more each week working
alone. High-performing firms’ sales managers also spent
about 45 minutes less time each week observing salespeople,
40 minutes less each week working on customer issues, and
35 minutes less each week in non-sales-related internal
meetings.

VARIANCE IN SALES MANAGERS' TIME SPENT

HouRrs PER WEEK VARIANCE, HIGH-PERFORMING FIRMS’ SMsS vS. LOWER-
PERFORMING FIRMS’

+2

+1.40

+1

WORKING 10N1
ALONE MEETINGS WITH
SALESPEOPLE

-0.23

MEETING
WITH
-0.64 -0.59 MULTIPLE
WORKING ON INTERNAL  SALESPEOPLE
-0.79 CUSTOMERS MEETINGS
-1 OBSERVING NOT WITH
SALESPEOPLE SALES

3.4.1 DIFFERENCE IN HIGH-PERFORMING FIRMS’ SALES MANAGER TIME SPEND COMPARED
TO LOW-PERFORMING FIRMS’

COPYRIGHT © 2014-15 THE SALES MANAGEMENT ASSOCIATION. ALL RIGHTS RESERVED. m
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4

THE IMPACT OF SALESPERSON CAPABILITY ON
MANAGER TIME

4.1 BENCHMARKING SALESPERSON CAPABILITY

Sales managers must adapt to a number of factors that

might influence their time allocation decisions. Our research
hypothesized that the capability of the sales team managed is one
of the more significant of these factors.

In aggregate, respondent sales managers estimate about one-third
of salespeople managed (32%) are “A”-level contributors (on an “A,
B, C” scale where “A” is best). Fifty percent are judged “B"-level
contributors, and the remaining 17% allocated to a “C” rating.

SALESPERSON VALUE SEGMENTATION
PERCENTAGE DISTRIBUTION OF SALESPEOPLE

32%
“A" SALESPEOPLE (BEST)

50% 4.1 RATING
“B"” SALESPEOPLE SALESPERSON
CAPABILITY

17%
“C” SALESPEOPLE

4.2 SALESPERSON CAPABILITY DIFFERENCES IN HIGH- AND
Low-PERFORMING FIRMS

High-performing firms (those which met or exceeded the firm
sales objective in the preceding 12 months), had a significantly

m COPYRIGHT © 2014-15 THE SALES MANAGEMENT ASSOCIATION. ALL RIGHTS RESERVED.




THE IMPACT OF SALESPERSON CAPABILITY ON MANAGER TIME

4.2 RATING SALESPERSON
CAPABILITY IN HIGH- AND
Low-PERFORMING FIRMS

different mix of A, B, and C-rated salespeople than their lower-
performing peer firms. In high-performing firms, there are fewer
than half the number of C contributors in the salesforce as in low-
performing firms (13% of the total sales force in high-performing
firms, compared to 27% in low-performing firms). High-performing
firms therefore have significantly greater populations of A
salespeople (36% of the total force compared to 28% for low-
performing firms), and B salespeople (51% of the total force,
compared to 45% for low-performing firms).

SALESPERSON VALUE SEGMENTATION, HIGH-PERFORMING FIRMS VS. LOW-PERFORMING

PERCENTAGE DISTRIBUTION OF SALESPEOPLE

60
[1 Low-PERFORMING FIRMS

I HiGH-PERFORMING FIRMS
50

40
30
20

10

“A” SALESPEOPLE “B” SALESPEOPLE “C"” SALESPEOPLE
(BEST)

SALESPERSON VALUE

4.3 MANAGER TIME ALLOCATION DIFFERENCES IN MANAGING
HiGH AND Low CAPABILITY SALES FORCES

Sales manager time allocation varies significantly according

to sales team capability, and the distribution of high and

low performers managed. Our research compared firms whose
percentage of “A”-level salespeople (based on an A, B, C rating
scale where A is the highest-performing) were in the top one-
third of all respondents with firms whose percentage of “C”-
level salespeople were similarly ranked. These two populations
of sales managers - those with an atypically higher percentage
of top-performing salespeople, and those with an atypically
higher percentage of low-performing salespeople - spend time in
significantly different ways.

Sales managers in firms with lots of high-performers spend far
more time observing salespeople than their peers in firms with

COPYRIGHT © 2014-15 THE SALES MANAGEMENT ASSOCIATION. ALL RIGHTS RESERVED. m
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lots of low-performers; more than four times as much in fact (18%
of total sales managers’ time vs. 4%). Managers in firms with more
A-level salespeople also spent less time meeting with salespeople
than managers in the low performers’ group - either in one-on-
one settings (which took 20% of sales managers time in the
high-performing sales forces, and 23% of managers’ time in the
low-performing group), or in meetings with multiple salespeople
(8% of total managers’ time vs. 13%). The high-performing group’s
sales managers spent slightly less time working on customer-
related issues (7% vs. 9%), and significantly less time working
alone (22% vs. 28%).

SALES MANAGER TIME SPENT

PERCENTAGE DISTRIBUTION OF TIME

30%

25%

20%

15%

10%

5%

MORE Low PERFORMERS
I MORE HIGH PERFORMERS

10N 1 MEETINGS MEETING WITH WORKING ON INTERNAL WORKING ALONE
WITH MULTIPLE CUSTOMERS MEETINGS NOT
SALESPEOPLE SALESPEOPLE WITH SALES

4.3 SALES MANAGER TIME ALLOCATION IN FIRMS WITH HIGH PERCENTAGES OF A AND C PERFORMING SALESPEOPLE

In the second group of activities we researched, the high-
performing group’s managers spent more time planning (15% vs.
11%), reviewing salesperson performance (21% vs. 19%), and
managing internal resources (11% vs. 5%). The largest variance
between the two groups was in time spent providing opportunity-
specific advise to salespeople - the high-performing group did
vastly more of this than their low-performing peers (27% vs. 4%),
and also spent far less time on administrative activities (11% vs.
31%).

COPYRIGHT © 2014-15 THE SALES MANAGEMENT ASSOCIATION. ALL RIGHTS RESERVED.




SALES MANAGER TIME SPENT

PERCENTAGE DISTRIBUTION OF TIME

30%
MORE LOW PERFORMERS
I MoRE HIGH PERFORMERS

25%

20%

15%

10%
) I
0

PLANING REVIEWING COACHING OR  OPPORTUNITY-  PERFORMANCE MANAGING ADMINISTRATIVE
PERFORMANCE DEVELOPING  SPECIFIC ADVICE FEEDBACK INTERNAL
SALESPEOPLE RESOURCES

4.3.1 SALES MANAGER TIME ALLOCATION IN FIRMS WITH HIGH PERCENTAGES OF A AND C PERFORMING SALESPEOPLE

5 MANAGER AUTONOMY AND TIME ALLOCATION

5.1 SALES MANAGERS’ DEGREE OF DECISION-MAKING
AuTONOMY

Sales managers exercise decision making with varying degrees
of autonomy across firms. Thirteen percent of respondents’ sales
managers have “complete” autonomy, and only three percent
operate with “no autonomy.” In between these extremes, the
distribution of sales managers’ levels of autonomy arrange in

a roughly normal distribution around the median rating of
“moderate autonomy,” with a slight skew toward greater, rather
than less, autonomy for most managers.

COPYRIGHT © 2014-15 THE SALES MANAGEMENT ASSOCIATION. ALL RIGHTS RESERVED. m
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DEGREE OF SALES MANAGER AUTONOMY

PERCENTAGE DISTRIBUTION OF FIRMS

30
20
10
0
1 2 3 4 5 6 7
5.1 DEGREE OF SALES NO AUTONOMY MODERATE COMPLETE
MANAGER AUTONOMY AUTONOMY AUTONOMY

5.2 SALES MANAGER AUTONOMY AND FIRM PERFORMANCE

Our research found that sales managers in high-performing firms
exercise more decision-making autonomy than their counterparts
in lower-performing firms. In high-performing firms (those

which met or exceeded the firm sales objective in the preceding
12-month period), sales managers are most likely to have a “high”
level of autonomy (59% of the time). In contrast, only 33% of
sales managers in low-performing firms enjoy high autonomy.

SALES MANAGER AUTONOMY

60
[ ] Low PERFORMING FIRMS
I HIGH PERFORMING FIRMS
50
40
30
20
10
5.2 DEGREE OF SALES 0 —1
MANAGER AUTONOMY Low MODERATE HIGH
IN HIGH- AND Low-
PERFORMING FIRMS DEGREE OF SALES MANAGER AUTONOMY
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Forty percent of sales managers in low-performing firms exercise
“low” decision-making autonomy, compared with 27% of sales
managers with low autonomy in high-performing firms. High-
performing firms are more likely to have sales managers with
high or low autonomy rather than “moderate” autonomy (59%,
27%, and 14%, respectively), while in low-performing firms the
variances between these levels of autonomy are less significant.

DEGREE OF SALES MANAGER AUTONOMY, BY FIRM PERFORMANCE

PERCENTAGE DISTRIBUTION OF FIRMS

35
Low-PERFORMING FIRMS

I HIGH-PERFORMING FIRMS
30

25

20

15
| I l
5.2.1 DEGREE OF SALES 0 I I
1 2 3 4 5 6 7

MANAGER AUTONOMY

IN HIGH- AND Low- No AuToNOMY MODERATE AUTONOMY COMPLETE AUTONOMY
PERFORMING FIRMS

o

(S}

AUTONOMY RATING (SEVEN-POINT SCALE)

6 DIRECTING AND SUPPORTING SALES MANAGER
TIME ALLOCATION DECISIONS

6.1 SUPPORTING SALES MANAGERS

Our research asked respondents to rate firm effectiveness in

four areas related to supporting sales managers’ effective time
allocation. These ratings were based on respondents’ agreement
with statements describing their company’s various manager
support initiatives. (Ratings are based on a seven-point agreement
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scale, where 1= complete disagreement, 4= neither agreement

nor disagreement, and 7= complete agreement.) Average ratings
were uniformly low - each of the four support initiatives had an
average rating below the median value of 4. Lowest rated was sales
manager training and development (a rating of 3.07), followed
closely by salesperson training and development (3.10), enabling
technology for sales managers (3.22), and general sales manager
productivity support (3.40).

Fewer than 20% of respondent firms gave positive ratings on any
of the four categories (a positive rating is five or higher on our
seven-point scale).

SALES MANAGER SUPPORT INITIATIVES

AGREEMENT RATING
7 COMPLETELY AGREE

4 NEITHER AGREE NOT DISAGREE

3.40
3.07 3.10 3.22

1 COMPLETELY DISAGREE

OUR COMPANY OUR COMPANY OUR COMPANY OUR COMPANY

INVESTS IN TRAINS AND TRAINS AND ENABLES SALES

SALES MANAGER DEVELOPS DEVELOPS MANAGERS WITH
PRODUCTIVITY ~ SALES MANAGERS  SALESPEOPLE TECHNOLOGY

6.1 RATINGS OF INITIATIVES TO SUPPORT SALES MANAGERS’ EFFECTIVE TIME ALLOCATION

6.2 MANAGER SUPPORT DIFFERENCES IN HIGH- AND LOW-
PERFORMING FIRMS

In three of the four categories, high-performing firms (those that
met or exceeded their firm sales objective in the preceding 12
months) rated their firms’ sales manager support programs higher
than did their counterparts in low-performing firms, though these
differences were marginal. One category, salesperson training and
development, was more prevalent in low-performing firms than
high-performing firms.
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PRESENCE OF SALES MANAGER SUPPORT PROGRAMS

PERCENTAGE OF FIRMS
20%

Low-PERFORMING FIRMS

Il HIGH-PERFORMING FIRMS
15%
10%
6.2 SALES MANAGER 0

SUPPORT INITIATIVE TRAINS AND SUPPORTS SALES TRAINS AND TECHNOLOGY
RATINGS IN HIGH- AND DEVELOPS MANAGER DEVELOPS SALES USED TO HELP
Low-PERFORMING FIRMS SALESPEOPLE PRODUCTIVITY MANAGERS SALES MANAGERS

6.3 DIRECTING SALES MANAGERS’ TIME ALLOCATION
DECISIONS

Using the same seven-point rating scale, we asked respondents

about methods their firms use to direct sales managers.

DIRECTING SALES MANAGERS' TIME ALLOCATION DECISIONS

AGREEMENT RATING
7 COMPLETELY AGREE

6
5
4.17
4 NEITHER AGREE NOT DISAGREE
3.25 3.43
3 2.82
2 .
1 COMPLETELY DISAGREE
CLEAR SALES  SALES MANAGERS SENIOR SALES MANAGERS
MANAGER JOB ARE DIRECTED MANAGERS ARE REQUIRED
DESCRIPTIONS ON How TO COACH SALES TO TRAIN AND
AND PERFORMANCE ~ SPEND THEIR MANAGERS ON DEVELOP
EXPECTATIONS TIME TIME ALLOCATION ~ SALESPEOPLE

6.3 RATINGS OF INITIATIVES TO DIRECT SALES MANAGERS’ EFFECTIVE TIME ALLOCATION
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Using the same seven-point rating scale, we asked respondents
about methods their firms use to direct sales managers. We found,
somewhat surprisingly, that high-performing firms are less likely
to provide more overt direction than low-performing firms. Low
performing firms ...

ORGANIZATIONAL DIRECTION PROVIDED TO SALES MANAGERS

PERCENTAGE OF FIRMS
40%

LOw-PERFORMING FIRMS
I HiGH-PERFORMING FIRMS

30%

20%

10%

0
SENIOR SALES MANAGERS SALES MANAGERS CLEAR SALES
MANAGERS COACH ARE DIRECTED ARE REQUIRED TO MANAGER JOB
SALES MANAGERS HOW TO SPEND TRAIN AND DESCRIPTIONS AND
ON TIME THEIR TIME DEVELOP PERFORMANCE
ALLOCATION SALESPEOPLE EXPECTATIONS

6.3.1 SALES MANAGER DIRECTION INITIATIVE RATINGS IN HIGH- AND LOW-PERFORMING
FIRMS
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7 RESPONDENT DEMOGRAPHICS

RESPONDENTS' FIRM REVENUE
PERCENTAGE OF RESPONDENT FIRMS

28% 27%
MORE THAN US$10 MILLION TO

US$1 BILLION US$100 MILLION
14%
28% USs$1T1O
US$100 MILLION TO $10 MILLION
US$1 BILLION
2%
LESS THAN
7.1 FIRm SIZE US$1 MILLION

RESPONDENTS' SALES OBJECTIVE ACHIEVEMENT

PERCENTAGE DISTRIBUTION OF FIRMS

30
20
10
0
1 2 3 4
FAR BELOW GOAL MET GOAL

FIRM PERFORMANCE

7.1 FIRM S1ZE

Eighty-seven participating firms
ranged in size from small to

very large. Fifty-five percent of
respondents’ firms had annual
revenue in excess of US$100
million; 28% were firms with annual
revenues in excess of US$10 billion.

7.2 FIRM PERFORMANCE

Seventy-three percent of
respondent firms met or exceeded
firm sales objectives in the
preceding 12 months, and 71% met
or exceeded profit objective in the
same period.

Respondents were asked to rate
their firm's achievement of profit
and sales objective based on a

6 7
FAR ABOVE GOAL

7.2 FIRM SALES OBJECTIVE
ACHIEVEMENT
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RESEARCH BRIEF: BENCHMARKING SALES MANAGER ACTIVITY

7.2.1 FIRM PROFIT
OBJECTIVE ACHIEVEMENT

7.2.2 FIRM YEAR-OVER-YEAR
SALES GROWTH

seven-point scale (“1” for far underachieved objective; “4” for met
objective; “7” for far exceeded objective).

We use this performance rating approach in order to normalize
company performance across large and small firms, and high and
moderate growth sectors.

Twenty-two percent of respondents rated profit objective achievement
in the highest two categories (“6” or “7"); 24% of firms rated sales
objective achievement in the highest two performing categories.

Ninety-two percent of respondent firms had positive revenue
growth in the preceding 12 months. Eighteen percent had flat
revenues, and 8% experienced declining firm revenues.

RESPONDENTS' PROFIT OBJECTIVE ACHIEVEMENT

PERCENTAGE DISTRIBUTION OF FIRMS

30
20
10
0
1 2 3 4 5 6 7
FAR BELOW GOAL MET GOAL FAR ABOVE GOAL

FIRM PERFORMANCE

RESPONDENTS' YEAR-OVER-YEAR SALES GROWTH

PERCENTAGE DISTRIBUTION OF FIRMS
50

40
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1 2 3 4 5 6 7
FAR BELOW PRIOR YEAR No CHANGE FAR ABOVE PRIOR YEAR
FIRM PERFORMANCE
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RESPONDENT DEMOGRAPHICS

7.3 SALES FORCE SIZE, STRUCTURE, AND MANAGEMENT SPAN
OF CONTROL

Corresponding median values are 82.5 salespeople per firm, 8
managers per firm, and a salesperson-to-sales manager ratio of
6.7:1.

Respondents firms have an average of 172 sales managers,
and 1,295 salespeople; sales managers have 7.9 direct-report
salespeople on average by firm; when calculated in aggregate,
management span-of-control is 7.8.

TOTAL SALESPEOPLE BY FIRM TOTAL SALES MANAGERS BY FIRM
800 100 _
600 75
HIGH
75TH
MEDIAN
400 50 25TH
—L Low
® MEAN
200 25
0 0 =
7.3 SALESPEOPLE BY FIRM 7.3.1 RESPONDENTS’ JOB ROLE

RATIO OF SALESPEOPLE TO SALES MANAGERS

18

16

14 HIGH
12 75TH

MEDIAN
10 25TH
8 Low
°

6 MEAN
4

2

0

7.3.2 SALES MANAGER SPAN OF CONTROL
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74 JOB ROLE

Respondents are predominately sales operations leaders in

their firms. Fifty-one percent of respondents are first-line sales
managers (i.e., they directly manage salespeople). An additional
26% are senior sales leaders, managing sales managers. Nineteen
percent are in non-sales-related management positions, and 4%
are salespeople.

RESPONDENTS' JOB ROLE
PERCENTAGE OF RESPONDENTS

26%
MANAGES SMS

51% 7.4 SALES
SALES MANAGER MANAGERS
(SM) BY FIRM

19%
SALES OPS

5%
MANAGER (NON SALES)

m COPYRIGHT © 2014-15 THE SALES MANAGEMENT ASSOCIATION. ALL RIGHTS RESERVED.




