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why?
rethink

• Go-to-Market

• Sales Organization Design

• Sales Capacity and Goal Design

• Talent Assessment and Planning

• Strategic Account Programs

• Sales Compensation

• Quota Setting

• Technology Readiness

Our Story: Data-Driven, Creative Problem-Solving for Sales

MICHELLE SEGER
Partner

MARK DONNOLO
Managing Partner

We are rethinking sales.
SalesGlobe is a data-driven, creative problem-solving firm for sales 
that solves your most important sales challenges.
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About the Survey

• 472 participants 
• Approximately half of companies have been 

involved in a M&A 

• Privately held (51%) vs. publicly held (41%)
• Multiple Industries represented below:
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> 10,000
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*75% of respondents 
answered this question
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Key Findings

• Hybrid sales roles are the fastest growing role 
in sales today.

• Pre-pandemic Inside sales fastest growing role 
at 15:1 over field sales hires. 

• Voluntary turnover is a greater challenge than 
ever before. 

• Financial and structural controls are showing 
up to mitigate ongoing uncertainty. 

• Non-financial measures are growing. 
• Customer Satisfaction 
• Number of new accounts won 
• Account retention
• New deals signed or won 
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Sales roles…
What’s the story?

More hiring and new roles.

During the pandemic, 60% of 
people worked remotely... And 

found ways to work with 
customers virtually

• Remote Work 
• Flexibility
• Culture

67%
of organizations OVER 

THE NEXT YEAR

Field sales is alive 
and well…

And inside sales is 
growing.

Hybrid sales roles 
have emerged…

AND ARE LEADING planned 
headcount increases.

But higher voluntary turnover is 
putting pressure on hiring…

Is it the end 
of sales as 
we know it?

Talent is at a 
premium value 

prop is a 
priority!

1

2

3

4

5

6

7

37%
of companies increasing 
field sales headcount

44%
of companies are increasing 

inside sales headcount

44%
of sales organizations

adding these roles

39%
of organizations anticipate 
higher voluntary turnover



The Future 
of Sales is 

Now!

1

Pandemic changed how 
people work, with all 
sales forced to work 

"inside" their homes

2

3

Geographic 
boundaries 
matter less

The evolution of the 
hybrid sales Role!

4

The war 
for talent 

is on!

EVP Must 

Change!
Higher pay 

demands!

5

Incentive 
compensation is 
more important 

than ever!

But it is
not a 

Panacea

6

Higher 
Productivity 

reported… For 
now…

Fears:

• Low Productivity

• Connections with 

customers

• Lack of face-to-face

No Commute!

LOVE
hate

Pre-pandemic,
inside sales fastest growing role

15:1

Lower cost 
of sales

Job 
Decontamination

Center of 
Excellence

The Impact of the hybrid role
What’s the Story?
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Roles – the data behind the story 

• Field and Inside sales roles are both growing.
• Hybrid sales roles have emerged.

• 56% of companies with <10,000 employees
• 28% of companies with >10,000 employees

• 44% of companies surveyed have implemented 
a hybrid sales role. 
Top industries below: 

Current sales roles 2021 YOY
Difference

Inside Sales Outbound 33%  13%

Field New Account Seller 45%  11%

Field Current Customer Seller 43%  8 %

Inside Sales Inbound 35%  8 %

Field Blended New Account and Current 
Customer Seller

57%  7 %

Inside Sales Inbound and Outbound 43%  7 %

Field First-Line Sales Manager 49%  2 %

Field Channel Seller 33%  1%

Inside First-Line Sales Manager 33%  -2%

Hybrid roles added in the last 12 months

Hybrid New Account Seller 20%
Hybrid Current Customer Seller 18%
Hybrid Blended New Account and Current Customer Seller 28%
None of these 56%
n=472

Manufacturing

41%

Technology

44%

Financial Services

67%

Retail

76%
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Roles – what’s ahead? 

• Hybrid roles will become the fastest growing 
role across new company hires. 

• Responsibilities most aligned with the 
traditional field sales role 

• Sales to be conducted with a balance between 
face-to-face and remote/virtual interaction 

• Inside sales as we know it is still in flux. 
• Greater focus on lead generation and 

qualification for many companies 
• The center of excellence call center is losing 

ground to working from home 
• Issues with isolation, individual development 

and career pathing 

Sales roles over the next 12 
months

n= Decreased Increased

Field New Account Seller 187 7% 51%

Field Current Customer Seller 176 8% 45%

Field Blended New Account and 
Current Customer Seller 235 4% 52%

Inside Sales Inbound 150 7% 53%

Inside Sales Outbound 140 5% 57%

Inside Sales Inbound and
Outbound 179 3% 50%

Field Channel Seller 135 5% 48%

Field First-Line Sales Manager 205 7% 32%

Inside First-Line Sales Manager 135 4% 39%

Hybrid New Account Seller 85 2% 68%

Hybrid Current Customer Seller 78 5% 64%

Hybrid Blended New Account and 
Current Customer Seller 125 3% 69%
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Pay Mix

• Variable pay is increasing as a percentage of 
pay, ranging anywhere from 3-10% across field 
and inside sales roles. 

• There is little difference between new 
acquisition and account management sales 
roles

• Inside sales roles are becoming more 
aggressive

• Hybrid roles have the highest pay mix.
• This could be a leading indicator to the future 

since this role is NEW 
• New hires brought into the role with greater 

pay mix 
• Existing salespeople who are qualified may 

transition over to this role (from a traditional 
field or inside sales role) 

n=

2020 2021

Base Variable Base Variable

Field New Account Seller 171 56% 46% 57% 43%

Field Current Customer Seller 161 67% 39% 60% 40%

Field Blended New Account
and Current Customer Seller 218 63% 37% 60% 40%

Inside Sales Inbound 144 69% 30% 65% 35%

Inside Sales Outbound 129 70% 30% 59% 41%

Inside Sales Inbound and
Outbound

164 71% 30% 64% 36%

Field Channel Seller 128 64% 36% 60% 40%

Field First-Line Sales Manager 188 66% 34% 63% 37%

Inside First-Line Sales Manager 119 67% 34% 66% 34%

Hybrid New Account Seller 81

*new in 2021

55% 45%

Hybrid Current Customer Seller 75 54% 46%

Hybrid Blended New
Account and Current
Customer Seller

118 54% 46%

1

1

3

3

2
2

Pay Mix 
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The Story on Upside 

• At first glance, it appears not much upside, 
with 40% of companies less than 50% upside 
opportunity. 

• On closer inspection, we see that 
demographics tell the rest of the story.  

• Best practice- the greater the pay at risk, the greater the 
upside* potential should be in the plan for the 90th

percentile.

40%

29%
31%
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*Upside Defined as a percent of target incentive that is available as an addition 
to Total Target Compensation (TTC). 
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The Story on Upside 
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Percentage of Target Incentive

Upside Percentages Reported by Industry

Financial Services Technology (including IT) Manufacturing Retail
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Percentage of Target Incentive

Upside Percentages Reported by Company Size

1,000 or less employees 1,000-9,999 employees 10,000 or more employees

Larger companies pay 
more upside as a 

percent of TI

Retail pays less
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46% adjusting quotas for higher earnings
36% lowering performance thresholds to 

deliver pay earlier

and increasing the use of incentive pay caps and 
bluebird policies.

As the economy has recovered, organizations have increased financial 
controls, nearly doubling the use of performance thresholds…

incentive compensation measures 
What’s the story? 

Increasing control.
During COVID, 

organizations relaxed 
performance thresholds, 

adjusted quotas, and 
removed earnings caps

Companies have
increased the number of 
performance measures in 
2021,  getting more specific 

about results.

1

3

2

4

56% of organizations are using incentive pay caps
41% are using bluebird policies to cap large deals

61% of companies used performance 
thresholds as an entry point to incentive pay

57% of companies are now using three or more 
measures in their plans

Top Measure – All Roles 
Customer Satisfaction

Other Top Measures 
Product Units or Volume 
New Deals Signed / Won

Accounts Won / Retained

5
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The Story on Plan Governors

• Plan cap increase could be related to cost of 
sales risk mitigation:

• Economic uncertainty 
• Inability to set accurate quotas and targets 

• Thresholds – the entry point to incentive pay 
is on the increase supporting a “pay for 
performance” plan 

• Where are governors greatest? 
• Financial Services and Retail companies have 

the tightest control
• Technology relies more on Blue-birds as a 

governor

Governors in the Plans

2020 2021

n= 288 399

Caps (a limitation to attainment and/or payout) 35% 56%

Blue-bird/mega-deal policy: special treatment
for very large deals

28% 41%

Thresholds for new account sellers 36% 59%
Thresholds for existing account sellers 35% 62%
Regressive payout rate above a certain level 
of quota attainment (e.g. the rate of pay or
effective commission rate decreases above

30% 36%

that level)
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56%

41%

59%
62%

36%

77%

49%

61%

79%
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40%

58%
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59%

36%
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70% 72%
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Governors Reported by Industry

2021 Average Financial Services Technology (including IT) Manufacturing Retail

The Story on Plan Governors

Financial 
Services
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The Story on Plan Governors

Technology
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The Story on Plan Governors
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Governors Reported by Company Size

2021 Average 1,000 or less employees 1,000-9,999 employees 10,000 or more employees

Greatest controls 
companies between 

1,000-10,000 
employees
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The Story on Plan Measures

14%

24%

11%

31% 32% 31%

26%
24%

39%

18%

13% 12%
11%

7% 6%
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25%
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35%

40%

45%

2016 2020 2021

Average Number of Performance Measures

One

Two

Three

Four

Five or more

• One performance measure isn’t typical in plan 
designs. 

• 2020 an anomaly and more than likely COVID 
mitigation plan

• Three performance measures are most 
common. 

• Best practice: no more than 3 measures 

• Two plan measures most consistent over five -
year period. 

• Companies using four or more performance 
measures has steadily decreased over the past 
5 years.  

2

2

1

1
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The Story Behind Performance Measures 

Top measures in plans: 
• Customer Satisfaction
• New Deals Signed or Won
• Product Units or Volume 
• Acquiring and Retaining Accounts

Gross profit is becoming more 
important as companies look towards 
deal quality. 

• More than 50% of companies 
report gross profit dollars as a plan 
measure

Acquiring new and retaining existing 
accounts is a priority. 

Customer satisfaction is showing up 
more than we typically see in a sales 
plan. 

Levels 
• Individual measures still trump 

although we are seeing a slight 
shift to team measures.  

Could this shift be correlated to 
difficulty setting targets and 
quotas… Or something else? 
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Top Performance Measures by Role – Field and Hybrid 

Field Sales Role Type Top Performance Measure 2nd Highest Performance Measure 3rd Highest Performance Measure

Account Acquisition Number of new accounts (65%) New deals signed or won (65%) Customer satisfaction (58%)

Account Retention Account retention (66%) Customer satisfaction (60%) New deals signed or won (59%)

Acquisition & Retention Product units or volume (65%) Total revenue (65%) Account retention (62%)

Hybrid Sales Role Top Performance Measure 2nd Highest Performance Measure 3rd Highest Performance Measure

Account Acquisition Product units or volume (79%) Customer satisfaction (79%) Number of new accounts (63%)

Account Retention New deals signed or won (73%) Account retention (60%) Customer satisfaction (60%)

Acquisition & Retention New deals signed or won (76%) Customer satisfaction (64%) Customer revenue retention (57%)
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Top Performance Measures by Role – Inside

Inside Sales Role Top Performance Measure 2nd Highest Performance Measure 3rd Highest Performance Measure

Inbound Product units or volume (70%) Customer satisfaction (65%) Number of new accounts (53%)

Outbound Product units or volume (62%) Account retention (60%) MBOs (58%)

Inbound & Outbound Product units or volume (66%) Number of new accounts (63%) Customer satisfaction (61%)
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72% of organizations use 
quotas for front-line 

sellers

68% of companies using individual measures.

25% of companies using 
regional measures for 

front-line sellers

quota performance is rebounding to 
pre-pandemic levels… Or is it?

Individual goals are still at the top

salesglobe

Quotas…
What’s the story?

Increasing attainment.

• In 2019, 65% of reps finished at or above quota 
• In 2020, this declined to 50%
• For 2021, they are projecting 65% of reps at or above quota

but yielding 
slightly to 
regional 

goals

Quotas and target 
setting are king 

for most 
organizations

1

2

3

4

History is History!
Companies are not solely 
relying on historical data 

to set quotas anymore

5
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The Story of Quotas and Targets

• Companies are not solely relying on historical 
data to set quotas. 

QUOTA METHODS BY 
SEGMENTATION

n= Consumer
Small/Mid  
Accounts

Major  
Accounts

Strategic/  
Global 

Accounts

Current  
Customer  
Accounts

New  
Customer  
Accounts

Flat 164 21% 20% 24% 16% 10% 9%

Flat tiered 164 13% 24% 20% 13% 18% 12%

Historical 185 11% 16% 24% 18% 26% 5%

Market factors 173 12% 15% 24% 19% 17% 13%

Account potential 178 10% 16% 25% 17% 21% 12%

Opportunity
forecast 184 8% 12% 26% 20% 17% 19%

Account planning 180 7% 11% 24% 21% 22% 16%
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51% of organizations plan investments in 
technology over the next twelve months. 

CRM, SPM, and virtual communications 
leading the pack. 

45% of organizations plan to revise their 
approach to sales compensation.

Sales skills training is a 
priority in the reopening

The twelve-month plan…
What’s the story?

Technology, skills, compensation.

47% of organizations rate sales 
skills training as a top priority.

Sales 
compensation 

improvements are 
an imperative

Technology tops the list 
of planned investments, 
accelerating from last 

year.

1

2

3
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Investment to Support the Future of Sales is a Priority 

Technology investment 51%

Sales skills training 47%

Revising approach to sales compensation 45%

Revising approach to sales coverage 39%

Task automation 34%

Recession-proofing the business 23%

Expand efforts/investment in experience management 22%

Altering sales strategy based upon election events 21%

None of these 8%

• Technology provides.. 
 Visibility and accountability through 

dashboards and reporting
 Enablement through insights
 Collaboration and support for a virtual and 

remote hybrid workforce

• Sales skills training provides… 
 A playbook to support a modern sales coverage 

and go to market model

• A fresh look at compensation provides… 
 The ability to attract, retain and reward top 

talent while managing cost of sales and aligning 
roles to a new coverage model… 

Investments – The Next 12 Months 
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All Eyes on Technology 

39%
44%

29% 28% 26% 28%
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33%
37%
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19%

46%
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15%

33%

22%
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18%

41%

50%

66%

44% 44%
40%
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Sales Performance
Management (SPM)
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Management (CRM)

Virtual
communications

Productivity
monitoring software
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measuring tool

None of these
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Technology Investments Reported by Industry

2021 Average Financial Services Technology (including IT) Manufacturing Retail

Retail companies 
making most 

investments across 
the board
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Communicating the Plan 

COMMUNICATION METHODS RANKED BY
EF F EC T I V EN ES :

Strategies Used: 

1  

1 22

3

3
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why?

rethink

We are rethinking sales.
SalesGlobe is a data-driven, creative problem-solving firm for 
sales that solves the most challenging problems. We work with 
you to design and implement solutions that give you the results 
and ROI you need.

We started SalesGlobe to go beyond the benchmarking and common practices 
that many firms dispense to their clients as the answer.

We are committed to bringing new problem-solving approaches to sales 
effectiveness that make a difference and deliver results for our clients. 

So, we approach each client assignment as a special creative problem-solving 
opportunity. We leverage left brain and right brain creative approaches to 
develop a solution that will give our client a differentiated advantage and a real 
return on their investment.

We’ve spent a long time in business. 
And during that time we’ve seen too 
many companies replicating 
competitive practices and repeating 
old approaches rather solving 
problems in a way that would produce 
innovative solutions. We asked,

Why do companies repeat the same 
old solutions?

Why do they use benchmarks and 
current practices as the answer and 
leave themselves vulnerable to 
competition?

How can we solve the right sales 
problem(s) analytically and creatively 
to give our clients a differentiated 
advantage in the market?

• Sales Strategy and Go-to-Market

• Account Segmentation and Targeting

• Voice of the Customer Insight

• Sales Process Optimization

• Sales Organization Design

• Channel Programs

• Sales Capacity and Goal Design

• Talent Assessment and Planning

• Strategic Account Programs

• Sales Compensation

• Quota Setting

• Technology Readiness

Thank You!
SalesGlobe’s Story: Data-Driven, Creative Problem-Solving for Sales
www.SalesGlobe.com
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Here are a few links to some SalesGlobe content. For more, please visit 
SalesGlobe.com.

SalesGlobe Rethink Sales Round Table

SalesGlobe Rethink Sales Podcast

Strategic Sales Compensation Report Card

How to Grow Your Accounts in the New Economy- Salesman Podcast

The Four Phases of COVID-19 Recovery for Sales

How to Hit 300% Quota- Salesman Podcast

Accelerating into 2021: Quotas, Compensation, and Enablement- Evolvers Podcast

How to Build a Better Sales Compensation Plan

On Amazon.com On Amazon.com On Amazon.com On Amazon.com

Sales Compensation and Sales Effectiveness Content

https://www.salesglobe.com/rethinksalesroundtable/
https://open.spotify.com/show/0Gj2FC0oSTAj3BKntqJTh8?si=LJc4CR6MRi-3v7f30bgdgg&nd=1
https://www.salesglobe.com/books/what-your-ceo-needs-to-know-about-sales-compensation/
https://www.youtube.com/watch?v=i6sWjLnWxQ8
https://apips3f2792o8mzkp91we894-wpengine.netdna-ssl.com/wp-content/uploads/2020/05/The-Four-Phases-of-COVID-19_SalesGlobe_2020.pdf
https://www.youtube.com/watch?v=uhkugBR8kPY
https://open.spotify.com/episode/2jxPweIwPisF8a7OEeJtmW
https://www.mycustomer.com/selling/sales-performance/how-to-build-a-better-sales-compensation-plan
https://www.amazon.com/What-Needs-About-Sales-Compensation/dp/0814437559/ref=sr_1_1?crid=2EQK4434ICCDP&dchild=1&keywords=what+your+ceo+needs+to+know+about+sales+compensation&qid=1603816298&sprefix=what+your+ceo+%2Caps%2C165&sr=8-1
https://www.amazon.com/What-Needs-About-Sales-Compensation/dp/0814437559/ref=sr_1_1?crid=2EQK4434ICCDP&dchild=1&keywords=what+your+ceo+needs+to+know+about+sales+compensation&qid=1603816298&sprefix=what+your+ceo+%2Caps%2C165&sr=8-1
https://www.amazon.com/Quotas-Design-Thinking-Biggest-Challenge/dp/1950496236/ref=sr_1_1?crid=9OMSKJLQU1OQ&dchild=1&keywords=quotas&qid=1603816371&sprefix=quotas%2Caps%2C172&sr=8-1
https://www.amazon.com/Quotas-Design-Thinking-Biggest-Challenge/dp/1950496236/ref=sr_1_1?crid=9OMSKJLQU1OQ&dchild=1&keywords=quotas&qid=1603816371&sprefix=quotas%2Caps%2C172&sr=8-1
https://www.amazon.com/Innovative-Sale-Creativity-Solutions-Extraordinary-ebook/dp/B00FBYT7B8/ref=sr_1_1?dchild=1&keywords=The+innovative+sale&qid=1603816457&sr=8-1
https://www.amazon.com/Essential-Account-Planning-Helping-Revenue-ebook/dp/B071Z352D1/ref=pd_sim_351_4/133-6968992-7633501?_encoding=UTF8&pd_rd_i=B071Z352D1&pd_rd_r=96dce550-08f6-4383-89cb-fcc8d00fcc90&pd_rd_w=CJM9B&pd_rd_wg=eAEFl&pf_rd_p=d338b989-51db-4d99-9bd8-988f67d205eb&pf_rd_r=7KNZ9DZ17M9QKVNPVFRB&psc=1&refRID=7KNZ9DZ17M9QKVNPVFRB
https://www.amazon.com/Innovative-Sale-Creativity-Solutions-Extraordinary-ebook/dp/B00FBYT7B8/ref=sr_1_1?dchild=1&keywords=The+innovative+sale&qid=1603816457&sr=8-1
https://www.amazon.com/Essential-Account-Planning-Helping-Revenue-ebook/dp/B071Z352D1/ref=pd_sim_351_4/133-6968992-7633501?_encoding=UTF8&pd_rd_i=B071Z352D1&pd_rd_r=96dce550-08f6-4383-89cb-fcc8d00fcc90&pd_rd_w=CJM9B&pd_rd_wg=eAEFl&pf_rd_p=d338b989-51db-4d99-9bd8-988f67d205eb&pf_rd_r=7KNZ9DZ17M9QKVNPVFRB&psc=1&refRID=7KNZ9DZ17M9QKVNPVFRB
https://www.salesglobe.com/books/what-your-ceo-needs-to-know-about-sales-compensation/
https://open.spotify.com/show/0Gj2FC0oSTAj3BKntqJTh8?si=LJc4CR6MRi-3v7f30bgdgg&nd=1
https://www.salesglobe.com/rethinksalesroundtable/

	Slide Number 1
	Slide Number 2
	Slide Number 3
	Key Findings
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Roles – the data behind the story 
	�Roles – what’s ahead? 
	Pay Mix
	The Story on Upside 
	The Story on Upside 
	Slide Number 18
	Slide Number 19
	The Story on Plan Governors
	The Story on Plan Governors
	The Story on Plan Governors
	The Story on Plan Governors
	The Story on Plan Measures
	The Story Behind Performance Measures 
	Top Performance Measures by Role – Field and Hybrid 
	Top Performance Measures by Role – Inside
	Slide Number 28
	The Story of Quotas and Targets
	Slide Number 30
	Investment to Support the Future of Sales is a Priority 
	All Eyes on Technology 
	Communicating the Plan 
	Thank You!�SalesGlobe’s Story: Data-Driven, Creative Problem-Solving for Sales�www.SalesGlobe.com
	Sales Compensation and Sales Effectiveness Content



