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• Sales rep attrition is 25% to 35%. 
• Ramp-up to productivity is 7+ months.
• Average quota attainment is 59%.
• Average time to hire is 60-90+ days.
• Cost of direct B2B sales are up to 40% of revenue.
• Only 59% of sales reps are attaining their annual quota 
• Companies achieved 85.9% of their revenue goals last year.
• Enhancing lead generation at 48.2% is the top initiative.
• 50% - 82% of leading companies possess multi touch/multi 

channel sales and marketing skills

Are you struggling to meet your sales goals?  How long does it take to ramp up a new sales 
rep?  What percentage of your sales reps are achieving quota?  What is your sales team 
attrition rate?  It’s harder than ever to sell to the enterprise.  Whether you are a technology 
start-up or F1000 VP of Sales, industry analysts report that customers don’t engage sales 
people for 60-70% of their evaluation and decision process.  You are no longer in control...

First, consider these metrics about current business-to-business sales success and read on
if you are interested in learning 5 reasons you should consider working with TSR. (Then call us 
when you want to debate it.)

Source: Various B2B Sales Research Studies



With average time to hire a rep of 60-90 days and up to two more quarters to make them 
productive you obviously have to get going as soon as possible to get your sales team 
together.  You see, time-to-market the not the only measure of success nowadays.   Once 
you deliver the product you have to find the time to learn how to sell in a repeatable fashion, 
in volume, with a full sales team in tow.  We call this time-to-revenue: understanding your 
value proposition, collecting proof points, and establishing a sales process that gains 
incremental commitment.  Then training a team than can deliver.  It’s a lot harder than most 
CEOs account for and many only realize it once they are already in the race.

Here’s what happens constantly.  The VP of Sales is then tasked with too much and goes 
flat-out in too many directions. Simultaneously hiring, ramping, training, writing content, 
building a pipeline, negotiating with early adopters, developing comp plans and setting a 
pricing strategy. Not to mention actually selling.

Simply put, this is a period where many things requiring sales experience have to happen 
simultaneously. Outsourcing to the right sales enablement partner is like cloning the VP of 
Sales or Marketing for a defined period of time.  

What does it mean in practical terms?  It means you have another virtual VP of sales.  It 
means things like compressing your key hires and having someone pre-qualify them.  It 
means hiring more reps in more locations.   It means getting your marketing automation up 
in time.  It means building an inside sales team to get your automation working and your 
pipeline built while you go cherry pick your own sales stars.  

1.  Compress the 9 months to productive sales volume. 



Ninety percent of enterprise start-ups fail. For lots of reasons. A major common 
denominator is often a great product with poor sales execution.  It’s a fact: 25-35% of the 
reps you hire will leave, or be fired by you.  According to CSO Insights, only 59% of sales 
reps are attaining their annual quota and on average companies achieved 85.9% of their 
overall revenue goals.  

How can you reduce your risk in choosing and managing a sales team?  Hire the ideal rep?  
Catch him, if you can.  Many startups make the mistake of chasing the ideal sales ‘silver 
bullet’ sales rep rather than creating a disciplined targeted missionary sales process, 
articulating a value proposition with proof points and generating a quality qualified pipeline.  
It’s all about overall management of risk: don’t put all your eggs in one basket.

Sales outsourcing is a powerful way to distribute this risk. To give you another way to 
achieve many of your key goals while you wait for your best laid plans come true.  It puts 
someone on your team who knows how to bring new products, services and solutions to 
market.   (In our case, with twenty years experience in successful missionary selling to the 
Fortune 1000.)    Someone who knows what works and what doesn’t.  Someone with the 
network and resources to find and sell your early-adopter customers.  Someone who can 
use state of the art progressive techniques and technology.  Someone comped to deliver 
qualified opportunities to your inside team, or revenue to you with the hassle. 

2. Outsource to spread your risks.



Sales teams have different needs at different times to be effective. Leading organizations are fluid 
but have a lot of the same characteristics.  For example, 48% of them see lead generation as the 
top initiative for the last few years, focus on quality of opportunity in the pipeline, use the latest 
progressive nurturing sales and marketing techniques and jointly goal and align their teams. 
Which type of company are you, a leader or a lagger?   A best practice or a beast to manage? 
What are you focused on?   How often does it change?

Point is, its hard to prioritize when you put yourself in a rigid ‘we only do it in-house’ mentality.  It 
ends up like a spinning plates - some always fall off the sticks.  Who is building the quality sales 
pipeline while you close the early adopter deals?  Who is coming up with the outbound campaigns 
while you sort through the incoming inquiries?  Who is looking for new inside sales reps in a new 
geography.  Is any of this disrupting your current sales forecast?   

Simply put, outsourcing parts of your sales or marketing with the right partner provides more 
flexibility.     Sometimes it ensures that you can manage your priorities to get the tasks that are 
not quite as urgent, but equally as vital, done in time.

By outsourcing, we don’t mean finding a graphic designer who says they can sell, or an 
appointment setter who persuades you that a a thousand dollar meeting is all it takes.  No, you 
need to find a partner who stands beside you, understands your strategy and tailors their 
execution to meet your needs so that you can focus your fixed resources on what matters to you, 
quarter by quarter.  Someone who can initially perhaps augment your existing sales team, then 
provide a kick start to your pipeline, set up your marketing automation, or compress your new rep 
ramp up as you start to hire, or develop an integrated sales and marketing content marketing 
strategy.

Not to be shy about it: we mean someone like us.

3. Outsource for flexibility.



People who buy in large enterprises are becoming more and more sophisticated.  They go 
online and shop ‘away from sales’ until ready to engage, and when they do they know how to 
play the negotiation to the wire.  According to Aberdeen, 50% - 82% of best in class 
companies who sell to these kinds of companies are more likely than industry average to 
possess multi touch and multi channel skills in their sales and marketing teams.   

Selling effectively in 2015 requires lots of different areas of expertise and executional 
abilities.  From positioning and messaging to demand generation tactics, from event and 
content e-marketing & lead nurturing to social media, sales enablement, inside and outside 
sales.   Put it another way, if your sales people don’t know how to use the marketing, and 
your marketing doesn’t bring sales into its campaigns, you’re probably in trouble.

The questions are, do you have these kinds of people?  Worse, are your people working 
around what they know or the best practice from experience with multiple successful 
engagements?  The answer for most companies is a resounding no. The reality is that it’s 
hard to build an internal-only sales and marketing team that has best of breed skills and 
experience in all the areas needed to succeed.  Bottom line: you need to fill the gaps.

That’s why you need to also outsource some or all of your efforts.  Using people who have 
already walked the walk and who have multi touch and multi channel skills.   If only to 
benchmark or train up the internal team. 

4. Outsource for all the speciality skills you need.



The costs of building a direct sales team can be staggering.  According to many experts, up 
to 40% of revenues.  Add full time marketing headcount and a subsequent investment in 
the marketing mix and suddenly you need your sales and marketing to work flawlessly.

In this picture, outsourcing can be great value.  We’re asked a lot - how much?  The same 
cost as doing it in house? Half the cost?  Our advice is: if anyone tells you it costs less to 
outsource or you have to do it piece meal and pay a premium then throw them out.  In our 
experience, it’s about the same if you add it all up.  The difference is in the value you get and 
the confinement of risk.   In a world where no one sales and marketing activity is a ‘silver 
bullet’ the best value nowadays lies in the ability to set up the right strategy with multiple 
executional options and switch it around over time.

When we propose a solution to a client, it’s based on the necessary resources for all the 
job at hand across both marketing and sales functions as one.  Need to build up your 
pipeline?    We create the strategy, bring in the messaging expert, create the collaterals 
and add the right number of inside sales people to your team to get the job done.  Then we 
train and manage them as part of the price.  Need to fix your strategy and train your sales 
team?  We write the plays, create the video portal, write the sales guides, run the virtual or 
face to face training and the management feedback loop.  

In other words, we model how many and what type of resources are needed based on your 
overall sales goals, plus the resource and skill gap you have in house.   For the entire 
project, not just a piece.  And not just to slash your costs necessarily but to get the job done 
effectively without adding extra headcount. Our people work across multiple engagements 
in this way making part time access to them them a much higher value that hiring full time 
equivalents or piece meal consultants over time.

5.  Outsource for value.



We Deliver Real Sales Results
Here is what our customers say about working with us....

“When we started working with TSR two years ago, 
we were selling chaotically and not surprisingly at a 
very low win rate.  Through the TSR frameworks,  
methodology and training, we have now improved 
our win rates by 5X! We’ve also grown our average 
deal size considerably and a lot of that is 
attributable to the structure and sales execution 
consistency we can now achieve as a result of 
working with TSR.” 
Rob van Es, SVP, WW Sales, Aria Systems

“The amount of progress we were able to make in 
our salesforce working with TSR and the pace of 
improvement we were able to deploy into the field 
was 10X what we were able to do on our own prior 
to engaging TSR.”  
Jim Yares COO CrownPeak


