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A FRAMEWORK FOR MEMBER CONVERSATIONS

The mission of the Corporate Executive Board is to create revolutionary economic advantage for leaders of the world’s great enterprises by enabling them to act with unparalleled 
intelligence and confidence. We lift their performance at key decision points and career moments by delivering insight drawn from the most powerful global executive and professional 
network. When we bring leaders together, it is crucial that our discussions neither restrict competition nor improperly share inside information. All other conversations are welcomed and 
encouraged. We look forward to the continued and robust sharing of insights by member executives and professionals at Corporate Executive Board events.

COPIES AND COPYRIGHT

As always, members are welcome to an unlimited number of copies of the materials contained within this handout. Furthermore, members may copy any graphic herein for their own 
internal purpose. The Corporate Executive Board Company requests only that members retain the copyright mark on all pages produced. Please contact your Member Support Center 
at +1-866-913-6451 for any help we may provide.

The pages herein are the property of The Corporate Executive Board Company. Beyond the membership, no copyrighted materials of The Corporate Executive Board Company may 
be reproduced without prior approval.

LEGAL CAVEAT

The Sales Executive Council 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 Executive Council cannot guarantee the accuracy of the information or its analysis in all cases. Furthermore, the Sales Executive Council 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 The Corporate Executive Board Company 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 Executive Council or its sources, or b) reliance upon any recommendation made by the Sales Executive Council.
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B2B SALES INDEX—KEY INSIGHTSThe following are four 
trends that detail why 
sales reps are spending 
less time in front of 
customers, and more 
time on pre-sales, post-
sales and Non-Sales 
admin activities.

1. Customer Face Time is Down

Across the board sales people are getting decreased access to potential customers.  In fact, sales reps report that time 
spent doing actual sales activities is down 26% compared to three years prior.

2. Sales Pre-call Planning is Up

Pre-sales planning has been, and will continue to be a proven marker of high performance.  Sales reps report spending 
15% more time developing call strategy and vetting opportunities internally.  These findings are clear indicators of 
several important trends: 

■■ Deal complexity has increased 

■■ Sales leaders are placing more emphasis on solutions selling 

■■ A reduction in sales support resources 

3. An Increase in Post-Sales Activities

Sales Reps are spending 15% more time on post-sales activities in 2007 -2009. This means that reps are spending 
time servicing business that is already sold instead of rebuilding the “top of the funnel”.

However, there are some post-sales activities that will improve customer face time in future interactions. Sales leaders 
are making sure that their teams are focused on high value post-sales activities to drive deeper account penetration.  
These include:

■■ More account planning 

■■ More win/loss analysis 

■■ More back-end customer education, less back-end service 

4. From Selling to Administration

As revenues decreased during the downturn, forecasting scrutiny increased.  In fact, Non-Sales/Administrative time-
spend increased by 21%.

Organizations are now working to understand the current administrative burdens of their sales teams; then executing 
to ensure that internal reporting is minimized by developing organizational capabilities to reduce this effort.
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A REBALANCING OF THE SALES CYCLE?

Changes in Time Spend, 2007–2009 Versus 2004–2006
Percentage of Overall Time

SEC Solutions has seen 
a dramatic shift in time 
spend across the sales 
cycle over the last three 
years.

■■ Sales reps are spending…

–– Less time on sales 
activities

–– More time on pre-sales, 
post-sales and non-sales 
admin

24%
27%

39%

29%

25%

29%

12%
15%

Pre-Sales Post-SalesSales
Non-Sales/

Admin

15% Increase 26% Decrease 15% Increase 21% Increase

Pre-Sales Sales Post-Sales Non-Sales/Admin

2004–2006 (n = 5,147.)

2007–2009 (n = 5,557.)
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ACTIVITY LEVEL ANALYSISTime has shifted away 
from customer-facing 
selling, and into pre-
sales, post-sales, and 
non-sales activities.

■■ Time spend has increased 
in 2007–2009, relative to 
2004–2006.

■■ Time spend has decreased 
in 2007–2009, relative to 
2004–2006.

Pre-Sales 
Activities

Pre-Sales 
Activities

Contacting Existing 
Customers Territory Planning

Creating Sales Plans Vetting Opportunity/ Pre-
Selling Internally Compensation Tracking

Negotiation and Following 
Up on Sales Call

Generating/Modifying 
Contract

Gathering Customer 
Feedback (Win/Loss)

Tracking Orders/Payment

Identifying Customer/ 
Prospect Needs Researching Competitors Team Meetings

Identifying Decision Makers Creating Meeting/ 
Presentation Materials

Sales Pipeline Reporting 
and Forecasting

Implementing Solution with 
Customer Strategizing with Manager

Joint Marketing to End 
User/Product Education

Handling Billing

Contacting New Customers Identifying Prospect/ 
Opportunities

Training/Personal 
Development

Presenting Value 
Proposition

Developing Product/ 
Service Solution Travel and Expense Admin

Closing/Reaching 
Agreement

Lining Up Internal Cross 
Functional Stakeholders

Networking/Relationship 
Building

Supporting Customer 
Implementation (Internal)

Scheduling Meetings Creating Sales Call Strategy
Internal Reporting and 
Admin

Involving Specialists/
Manager Creating Proposal/Pricing

Providing Customer 
Service Support

Setting Up/Activating 
Account

Performing Win/Loss 
Analysis

Updating Account Plan

Sales 
Activities Sales 

Activities

Post-Sales 
Activities

Post-Sales 
Activities

Deal-Related

Customer-Facing

Non-Sales Activities

Non-Customer-Facing

Increased Time Spend

Decreased Time Spend
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ACTIVITY LEVEL ANALYSIS:  
COMPARING HIPERS AND CORE PERFORMERS

SEC Solutions has seen 
a dramatic shift in time 
spend across the sales 
cycle.

■■ Tan shading indicates 
activities where high 
performers overinvest 
relative to core performers.

■■ Blue shading indicates 
activities where core 
performers overinvest 
relative to high performers.

Pre-Sales 
Activities

Pre-Sales 
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Customers Territory Planning

Creating Sales Plans Vetting Opportunity/ Pre-
Selling Internally Compensation Tracking

Negotiation and Following 
Up on Sales Call
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Contract

Gathering Customer 
Feedback (Win/Loss)

Tracking Orders/Payment

Identifying Customer/ 
Prospect Needs Researching Competitors Team Meetings

Identifying Decision Makers Creating Meeting/ 
Presentation Materials

Sales Pipeline Reporting 
and Forecasting

Implementing Solution with 
Customer Strategizing with Manager

Joint Marketing to End 
User/Product Education

Handling Billing

Contacting New Customers Identifying Prospect/ 
Opportunities

Training/Personal 
Development

Presenting Value 
Proposition

Developing Product/ 
Service Solution Travel and Expense Admin

Closing/Reaching 
Agreement

Lining Up Internal Cross 
Functional Stakeholders

Networking/Relationship 
Building

Supporting Customer 
Implementation (Internal)

Scheduling Meetings Creating Sales Call Strategy
Internal Reporting and 
Admin

Involving Specialists/
Manager Creating Proposal/Pricing

Providing Customer 
Service Support

Setting Up/Activating 
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Performing Win/Loss 
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Sales 
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Post-Sales 
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Customer-Facing
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Creating Sales Plans

Presenting Value 
Proposition

Creating Sales Call Strategy

Developing Product/ 
Service Solution

Gathering Customer 
Feedback (Win/Loss)

Involving Specialists/
Manager

Updating Account Plan

Internal Reporting  
and Admin

Vetting Opportunity/ 
Pre-Selling Internally

Closing/Reaching 
Agreement

Joint Marketing to End 
User/Product Education

Strategizing with Manager

Setting Up/ 
Activating Account

Sales Pipeline Reporting 
and Forecasting

ISOLATING THE DRIVERS OF CHANGE

+58%

+42%

+64%

-20%

-43%

-22%

+11%

+83%

+74%

+84%

+71%

-73%

+41%

+66%

Potential Root Cause DriversMagnitude  
of Time Shift

Activity Level DriversCategory Level  
Time Shift

15%
 Pre-Sales Time

26%
 Sales Time

15%
 Post-Sales Time

21%
 Non-Sales/Admin

■■ Increased Deal Complexity

■■ Emphasis on Solutions Selling

■■ Reduced Sales Support Resources

■■ Reduced Customer Access

■■ Lower Deal Volume

■■ Increased Focus on the First Line Sales Manager— 
Manager as Key Agent of Change

■■ Constant Reassessment of the Current Approach

■■ Increasingly Complex Solutions

■■ Focus on Account Penetration

■■ Increased Forecasting Scrutiny During Downturn

■■ Fewer Reporting Resources

Increased Time Spend

Decreased Time Spend
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Creating Sales Plans

Presenting Value 
Proposition

Creating Sales Call Strategy

Developing Product/ 
Service Solution

Gathering Customer 
Feedback (Win/Loss)

Involving Specialists/
Manager

Updating Account Plan

Internal Reporting  
and Admin

Vetting Opportunity/ 
Pre-Selling Internally

Closing/Reaching 
Agreement

Joint Marketing to End 
User/Product Education

Strategizing with Manager

Setting Up/ 
Activating Account

Sales Pipeline Reporting 
and Forecasting

KEY PROCESS IMPLICATIONS

Implications for Designing Effective ProcessActivity Level DriversCategory Level  
Time Shift

15%
 Pre-Sales Time

26%
 Sales Time

15%
 Post-Sales Time

21%
 Non-Sales/Admin

■■ Pre-Sales is a proven marker of high performance—Ensure 
your team’s planning and internal activities are executed with 
the customer experience in mind.

■■ Make more out of less—Ensure your team is delivering the 
“right” message to maximize Customer-Facing Sales time.

■■ Leverage the first line manager to build consistent messaging 
and deliver high impact conversations.

■■ Support your team in such a way that sales reps are 
focused on high value Post-Sales Activities (e.g., LESS 
implementation support/coordination and MORE account 
planning / customer education).

■■ Minimize the internal reporting burden that is on your sales 
team—Consider regulating such requests to the field, and 
developing organizational capabilities to reduce this effort.

Increased Time Spend

Decreased Time Spend
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25+ Years of Experience

50+ Countries Represented

4,800+ Participating Organizations

200,000 Business Professionals

300+ Companies

4,200 Web Visits a Month

18,000+ Business Professionals

6%–12% Increase in Top-Line Sales

30% Improvement in Forecast Accuracy

25% Reduction in the Cost of Sale

A View of The Corporate Executive Board
To drive corporate performance, senior executives at the world’s leading 
organizations use CEB to help them and their teams with actionable 
insights, analytic tools, and advisory support.

The Sales Executive Council
The Sales Executive Council’s (SEC) proprietary research yields insights 
that upend conventional wisdom and change the way sales executives 
address long-standing and emerging business challenges. 

SEC Solutions
SEC Solutions accelerates top-line sales for the world’s elite selling teams. 
Our Sales Training, Manager Development and Sales Productivity services 
have created significant advantages for organizations seeking to return to 
growth or undergoing sales force transformations.

DERF 10-6847

Catalog # ■■ SEC7300610SYN

Title ■■ MC: SEC 2011 Pitch Deck-MT

ABOUT US
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CONTACT US

SEC Solutions
www.secsolutions.com
+1-571-303-3000 (U.S.)
+44-(0)20-7632-6000 (UK)
+61-(0)2-9321-7500 (APAC)

Sales Executive Council
www.sec.executiveboard.com
+1-571-303-3000 (U.S.)
+44-(0)20-7632-6000 (UK)
+61-(0)2-9321-7500 (APAC)

Simon Frewer
Practice Leader
+1-571-303-4403
sfrewer@executiveboard.com

Joe Bisagna
Marketing Director
+1-571-303-6108
jbisagna@executiveboard.com

Matt Dixon
Managing Director
+1-571-303-4257
dixonm@executiveboard.com

Nick Toman
Research Director
+1-571-303-4265
tomann@executiveboard.com


