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Definitions | Disclaimer
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“The beginning of
wisdom (s the
definition of
terms.’”’

— Socrates
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Term |pefiton _Bempe

Measures Numbers or independent values that you can The number of full-time, quota-carrying sellers is a
mathematically manipulate. You can add, subtract, measure. So is the total revenue they produce.
multiply, or divide them, average them, arrange them
in order, compare them, etc.



Term |Defiton _ Bample

Metrics Quantitative measures of activity or results used to The revenue per sales rep (often referred to as sales
assess, compare, and track performance or productivity) is a metric.
production. Metrics can be a single measure or a
combination.



Term |Defiton _ Bample

Leading
Indicators

The measures or metrics that track activity that tend
to forecast a result.

For an account executive who receives leads in the form
of appointments set by a sales development rep, the
number of meetings set and held, and the resulting
qualified opportunities would be leading indicators.



Term |Defiton _ Bample

Lagging The results themselves. Might be measures or For the sales development rep, this would be the number
Indicators metrics. of appointments set. For the account executive, it would
be the number of opportunities closed and won.



Term |Defiton _ Bample

Key Performance Metrics that indicate progress toward the Year-over-year (YoY) growth in sales productivity or
Indicators (KPIs) achievement of pre-determined business objectives.  operating income might be KPIs (or for sales leaders,
perhaps just YoY improvement in revenue minus SG&A).



Term  Defion ____ |Eempe

Critical Success These are the essential KPIs that an organization A CSF for sales might include increasing win rates, quota
Factors (CSFs) must achieve to reach its objectives. CSFs are very attainment, cross-sell metrics, or new business acquisition,
contextual and dependent on objectives. or decreasing discounts, loss/no decision rates, or key

customer churn rate.



Term |pefiton _Bempe

Measures

Metrics

Leading
Indicators

Lagging
Indicators

Key Performance
Indicators (KPIs)

Critical Success
Factors (CSFs)

Numbers or independent values that you can
mathematically manipulate. You can add, subtract,
multiply, or divide them, average them, arrange them
in order, compare them, etc.

Quantitative measures of activity or results used to
assess, compare, and track performance or
production. Metrics can be a single measure or a
combination.

The measures or metrics that track activity that tend
to forecast a result.

The results themselves. Might be measures or
metrics.

Metrics that indicate progress toward the
achievement of pre-determined business objectives.

These are the essential KPIs that an organization
must achieve to reach its objectives. CSFs are very
contextual and dependent on objectives.

The number of full-time, quota-carrying sellers is a
measure. So is the total revenue they produce.

The revenue per sales rep (often referred to as sales
productivity) is a metric.

For an account executive who receives leads in the form
of appointments set by a sales development rep, the
number of meetings set and held, and the resulting
qualified opportunities would be leading indicators.

For the sales development rep, this would be the number
of appointments set. For the account executive, it would
be the number of opportunities closed and won.

Year-over-year (YoY) growth in sales productivity or
operating income might be KPIs (or for sales leaders,
perhaps just YoY improvement in revenue minus SG&A).

A CSF for sales might include increasing win rates, quota
attainment, cross-sell metrics, or new business acquisition,
or decreasing discounts, loss/no decision rates, or key
customer churn rate.



Term |Defiton _ Bample

Metrics

Leading
Indicators

Lagging
Indicators

Quantitative measures of activity or results used to
assess, compare, and track performance or
production. Metrics can be a single measure or a
combination.

The measures or metrics that track activity that tend
to forecast a result.

The results themselves. Might be measures or
metrics.

The revenue per sales rep (often referred to as sales
productivity) is a metric.

For an account executive who receives leads in the form
of appointments set by a sales development rep, the
number of meetings set and held, and the resulting
qualified opportunities would be leading indicators.

For the sales development rep, this would be the number
of appointments set. For the account executive, it would
be the number of opportunities closed and won.



Disclaimer: A Word of Caution

Generic Metrics

+ This will be our focus, out of
necessity, in a presentation
aimed at everyone in every
vertical in every company.
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Disclaimer: A Word of Caution

Generic Metrics Vertical-Specific Metrics
¢ This will be our focus, out of * You'll want to add to this generic
necessity, in a presentation advice with industry/company-
aimed at everyone in every adjusted metrics. (Example
vertical in every company. coming later.)
YOLLETIRA
(ampiy
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Sales Metrics
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Overall Sales Force
Performance Metrics
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Overall Sales Force Performance

Sales Productivity

Over a given timeframe...

Revenue - Total # Reps Sales Productivity

> SPARXIQ {QADROR



Overall Sales Force Performance

Sales Productivity

Over a given timeframe...

Revenue - Total # Reps Sales Productivity

¢ Complex metric to benchmark outside your company or industry.
¢ Track the trend line inside your company.
- Is productivity increasing, decreasing, remaining stable, or waving?
- Are there logical and acceptable reasons why?
- If not, what diagnostic and correction actions will you take?

> SPARXiQ
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Overall Sales Force Performance

Sales Productivity

Other Perspectives

+ Efficiency X Effectiveness [Advice: Think Effectiveness + Efficiency]
¢+ Percent of Time Selling [Advice: How You Define “Selling Activity” & “Total Hours”]

# of buyer/customer meetings per [timeframe] + # of total possible meetings per [timeframe]
# of hours spent in buyer/customer meetings per [timeframe] + # of total productive hours per [timeframe]
# of buyer/customer contacts engaged per [timeframe] + # of average contacts engaged per [timeframe]

> SPARXIQ () ADVISORY
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Overall Sales Force Performance

Sales Productivity

Other Perspectives
+ Efficiency X Effectiveness [Advice: Think Effectiveness + Efficiency]
¢+ Percent of Time Selling [Advice: How You Define “Selling Activity” & “Total Hours”]

- # of buyer/customer meetings per [timeframe] + # of total possible meetings per [timeframe]
- # of hours spent in buyer/customer meetings per [timeframe] + # of total productive hours per [timeframe]
- # of buyer/customer contacts engaged per [timeframe] + # of average contacts engaged per [timeframe]

Nuances to consider for “% of Time Selling”

Total : g : g Preparation for
Productive Client-Facing Client-Facing ClientFacins

Time Time Selling line Selling Time

> SPARXiQ



Overall Sales Force Performance

Sales Velocity
# of Qualified X Average X WinRate ~  Average _ Sales
Opportunities Sales Price Percent ° Sales Cycle Velocity
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Overall Sales Force Performance

Sales Velocity
# of Qualified X Average X WinRate ~  Average _ Sales
Opportunities Sales Price Percent ° Sales Cycle Velocity

¢+ SV =The MPH of your sales force (the speed at which they produce revenue)

¢ Advice:
- Use “qualified” opportunities to avoid noise in the signal
- Be cautious of averages... see this, this, this, and this, and use them wisely
- EXxpress sales cycle in days, weeks, months, whatever makes the most sense
- Scope by company, division, region, team, individual, product line, and more
- Look for trends: where improvement is needed and where to dive deeper

> SPARXIQ () ADVISORY
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https://betterexplained.com/articles/how-to-analyze-data-using-the-average/
https://towardsdatascience.com/why-averages-are-often-wrong-1ff08e409a5b
https://hbr.org/2002/11/the-flaw-of-averages
https://martinfowler.com/articles/dont-compare-averages.html

Lead Generation &
Prospecting Metrics
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Lead Generation / Prospecting

Prospecting Pipeline Activity
Top of the Funnel (Outbound / Phone)

Dials

Connects
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Lead Generation / Prospecting

Sequence Conversion Ratios

* A/B tests for each sequence
+ A/B tests for each approach in the sequence

LinkedIn

Follow the buyer’s profile.
This plugs i h
post/share

interest an

them rather than pushy tactics.

in

Example

Phone (voicemail)

Refer to value-added resource
sent by email; natural transition
to brief POSE.

CREATE AN OMNICHANNEL PROSPECTING SEQUENCE

using carefully-planned messaging to build AIR (Awareness, Interest, and your
Relationship) with POSE Value Stories (Problem, Outcomes, Solution, Explore).

Phone (answereq)

Refer to value-added resource
sent by email, ask for feedback;
natural transition to POSE,

with Problem and Outcome
related to value-added asset,

if feedback is positive,

©

Email

Follow-up with new, additional
lue-a

help solve and ask if any
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Lead Generation / Prospecting

Conversion Ratios

¢ Sequences that produce Initial Sales Conversations

¢+ Appointments Set to Appointments Held (Discovery Meetings)
¢+ Initial Sales Conversations to Discovery Meetings

¢ |nitial Sales Conversations to Qualified Opportunities

¢ Discovery Meetings to Qualified Opportunities

> SPARXIQ () ADVISORY
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Lead Generation / Prospecting

The Buyer Engagement Content

+ Track the content used during prospecting to correlate the content to the
conversion ratio to know what is working best.

+ If you’ve built your content to address exit criteria by persona, track it that way, as
well. (Content by persona to conversion.)

> -

=

H =
Process / Conversion %

Opportunity
-‘-

Personas -0-
()
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Opportunity
Management Metrics
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Opportunity Management

Rearview Mirror Pipeline Analysis

Rearview Mirror: Pipeline Analysis [Date] to [Date]

Known Top Producers
Known Mid Producers

Your Team Roll-up
Rep 1

Rep 2

Etc.

Leads

Discovery

Presentation

Proposal

1000 11% 110 79% 87 75% 65 67% 44
874 8% 70 71% 50 68% 34 61% 21
861 7% 60 66% 40 66% 26 54% 14
749 6% 45 49% 22 63% 14 43% 6
642 4% 26 79% 20 47% 10 33% 3

Note: Consider by product line
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Opportunity Management

Other Pipeline Metrics to Consider

* Big Rocks: First Appointments Run, Opportunities Qualified, Proposals Made, and Deals
Won/Closed, Stage-to-stage conversions.

¢+ Time in Stage: Correlate this measure to outcomes — it can help predict when deals are
likely to stall or end in No Decision status.

+ Qualification Scores: Track whether deals are qualified and how well. This can radically
improve pipeline quality and forecasting accuracy.

- This is an active pipeline metric that can make a real difference.
- Managers must dig into the details behind the surface scoring.
- Consider: win-rates on deals with and without verified Champions.

> SPARXIQ IQSRVEs



Opportunity Management

Buyer Engagement Content

¢+ Track the content used during the sales process to correlate the content to various

conversion ratios (between stages and opportunity/decision), to know what is
working best.

+ If you've built your content to address exit criteria by persona, track it that way, too.

Personas
-

o
L
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Strategic Account
Management Metrics
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Strategic Account Management

Net Promoter Score (NPS)

“How likely are you to recommend
[Company/Product/Service]
to a friend or colleague?”

The NPS Survey

Respondents give a rating between O (not likely) and 10 (extremely likely). They fall into three categories:

¢ Score of 9-10 Promoters: They are typically loyal and enthusiastic customers.
¢ Score of 7-8 Passives: They are satisfied but not considered promoters.

¢ Score of 0-6 Detractors: They experience various levels of dissatisfaction, are unlikely to buy from
you again, and may discourage others from buying from you.

> SPARXIQ () ADVISORY
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Strategic Account Management

Net Promoter Score (NPS)

“How likely are you to recommend
[Company/Product/Service]
to a friend or colleague?”

The NPS Calculation
% Promoters - 9% Detractors = NPS

¢+ The final NPS is expressed as a number, not a percent.
¢+ >0 is considered good.
* NPS helps you determine long-term customer loyalty and brand equity/ambassadorship.

> SPARXIQ () ADVISORY
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Strategic Account Management

Customer Satisfaction Score (CSAT)

+ Ask satisfaction-related questions on a 10-point Likert scale.

¢ Divide the number of scores from 8 to 10 to the number of total
responses to calculate a satisfaction score.

#of 8-10 —- # Total = CSAT

CSAT measures short-term happiness, usually based on a recent experience.

> SPARXIQ IQSRVEs



Strategic Account Management

Customer Effort Score (CES)

“On a scale of ‘very easy’ to ‘very difficult,” how
easy was it to interact with [your company]”

The CEB’s research leading to their book, The Effortless Experience, showed that
96% of customers with a high-effort service interaction become more disloyal
compared to just 9% who have a low-effort experience.

CES Thoughts

¢+ CES can be skewed based on one bad interaction, so it is often used in conjunction with NPS for a
balanced picture.

¢ The CES question can be incorporated into the CSAT measurement.

> SPARXIQ () ADVISORY
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Strategic Account Management

Customer Lifetime Value (CLV)

Avg.
O‘roélvegr.ﬂ; X FI::rcuh::Ce X Customer = CLV
“ y Lifetime
CLV Thoughts

¢+ When you know NPS, CSAT, and/or CES, you can check for the correlation between scores and
revenue that accounts produce.

+ This will help you establish values or ranges for Customer Lifetime Value.

> SPARXiQ
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Strategic Account Management

Account Retention / Churn / Growth / Renewal Rates

+ Retention Rate = (#Clendl — #Clnew]) = #Clstartl = Retention %

¢ Customer Churn Rate =100% — Retention %
- Think: “Regrettable Churn” (Profitable/Growth Potential vs. Non-regrettable Churn

¢ Revenue Churn Rate = (($/Plstertl — $/plendl) — $Upgrades/P) + $/PIstart]
¢ Customer Growth Rates = $/Clend] — §/Clstart]
¢ Renewal Rate = %C that Renew as Scheduled

C = Customer; P = Time Period; [start/new/end] = the place in the Time Period

https://blog.hubspot.com/service/customer-retention-metrics

> SPARXIQ () ADVISORY
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https://blog.hubspot.com/service/customer-retention-metrics

Strategic Account Management

Account Plan Metrics

* Percent of Key Accounts with an Active, Dollarized Plan
¢ PCF-L Metrics

Past performance, Current performance, Future potential, Likelihood of achieving F

¢ Growth Tracking
¢ Plan Progress Reports

> SPARXIQ () ADVISORY
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Other Considerations
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Consider: Customize for Vertical Industry Nuances

Example: Wholesale Distribution

Share of Wallet Vertical Targeting

The metrics that matter most can vary greatly by
@ @ MEDI vertical industry. The SPARXIiQ Profit Diamond for
e - wholesale distributors is one example of the possible
Vendor PERFORMANCE O 0  Contract variance in measures, metrics, KPIs, and CSFs.
Cost Support ¥ Efficiency
./i Ei/’ Sidebar: For anyone in wholesale distribution or

industrial B2B, check out this webinar to learn more;
+ http://bit.ly/ProfitDiamondWebinar

COST OF
GOODS PROFIT

SOLD DIAMOND

(COGS) |j_\

Strategic Supplier
Alignment

Price
Performance

Cost-To-Serve
Analysis

Profitability Analysis
(Whale Curve)
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http://bit.ly/ProfitDiamondWebinar

Example

Consider: Think in Tiers

Tier 1

The dashboard
metrics you need to
run the business —
the leading and
lagging indicators
that you need on a
daily/weekly/monthly
basis.

Tier 2

The next tier of
metrics you need
below those (the drill-
down metrics), when
the dashboard-level
metrics indicate a
problem that you
want to explore.
These are the metrics
to improve the
business.

Tier 3

The sidebar metrics
you need for
something specific,
such as tracking
performance
milestones for new-
hire onboarding
(assuming some are
different from tiers

one and two above).

Tier 4

The “put them on the
back-burner” metrics
that you may need to
dig even deeper than
the tier-three level. If
the rare need arises,
you can put these
into effect, as
required.

A
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APPENDIX
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Mike Kunkle is a respected sales transformation architect and an internationally-
recognized expert on sales training, sales effectiveness, and sales enablement.

Mike has spent 37 years in the sales profession and 27 years as a corporate leader or consultant,
helping companies drive dramatic revenue growth through best-in-class training strategies and
proven-effective sales transformation systems. At one company, as a result of six projects, he and
his team enabled an accretive $398MM in revenue, year-over-year. At another, new sales reps with
120 days on the job were outperforming incumbent reps with five years with the company.

Mike is the founder of Transforming Sales Results, LLC, and today works as the Vice President of

Sales Effectiveness Services for SPARXIQ, where he advises clients, publishes thought leadership,

M | ke KU n kle speaks at conferences, leads webinars, develops sales training courses, delivers workshops, and
designs and implements sales enablement systems that get results. He collaborated with co-author

Doug Wyatt to develop SPARXiQ’s Modern Sales Foundations™ curriculum and also authored

VP, Sales Effectiveness Services SPARXiQ’s Sales Coaching Excellence™ course. His book on The Building Blocks of Sales

\ Enablement is available on Amazon.
> SPARXIQ

e . Connect with Mike & Follow His [Mostly Free] Content

SPARXIQ Blog https://sparxig.com/author/mikekunkle

mike.kunkle@sparxig.com

Sales Effectiveness Straight Talk Webinars  https://bit.ly/MikeKunkle-OnDemand (60 Free Recorded Webinars)

https://www.sparxig.com
The Building Blocks of Sales Enablement Book https://bit.ly/BBofSE (Paperback and Kindle)

Mike’s LinkedIn Articles http://bit.ly/MK-LinkedInArticles

Mike’s Linkedln Profile https://www.linkedin.com/in/mikekunkle

Mike on Twitter https://twitter.com/mike_kunkle



https://www.sparxiq.com/msf
https://sparxiq.com/sales-coaching-excellence/
https://www.amazon.com/Building-Blocks-Sales-Enablement/dp/1952157625/
mailto:mike.kunkle@sparxiq.com
https://www.sparxiq.com/
https://sparxiq.com/author/mikekunkle
https://bit.ly/MikeKunkle-OnDemand
https://bit.ly/BBofSE
http://bit.ly/MK-LinkedInArticles
https://www.linkedin.com/in/mikekunkle
https://twitter.com/mike_kunkle

We’re Here to Help!
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Need support with something
for your sales transformation?

Email: hello@sparxig.com or

Visit: https://sparxigq.com/contact-us

What Exactly
Does iQ Advisory
Services Mean?

We are available on a subscription, retainer, or
project basis to:

Offer guidance and advice

Share best practices (or research, when
available)

Suggest caution on avoiding unnecessary
risks

Provide frameworks, models, and
approaches...

... for sales effectiveness, sales enablement,
sales talent management, sales training, sales
operations, or general sales performance
improvement.



mailto:hello@sparxiq.com
https://sparxiq.com/contact-us

\ E Intelligent Sales & Profit Acceleration
4 S PA RX : Q WWW.sparxig.com

SPARXIiQ provides profit-maximizing pricing and sales analytics, sales training, sales
enablement, and sales effectiveness services. Clients turn to us to improve sales results and
accelerate profitable growth.

Our mantra is “Diagnose First, Then Prescribe.” We’ll work with you to analyze root causes, co-
create solutions that will deliver business results, and then support you in implementing to get
the outcomes you need.

Sales & Profitability Analytics
Sales Hiring Assessments
Sales Force Diagnostics
Sales Advisory Services

Sales Methodology

Sales Training Courses
Sales Management Systems
Sales Consulting Referrals
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