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Does your CRM £
leave money
on the table?
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Roughly one-third of sellers struggle with many
parts of traditional selling, including closing
deals and meeting quota. This degrades overall
sales organization performance.

O/ spend too much time working
O in different technologies.
O/ say they have too many manual
z 7 O tasks that keep them from selling.
O/ over 40% of sellers rate their
+ O resources for lead generation,
scoring, quantity, and quality

as neutral, inadequate, or
completely inadequate.

Market changes caused A
by COVID-19 and the 43 °

397%

_ _ say customers are say customers are
Great ReS]gnat]Oﬂ pulling back on taking longer to
purchases. make decisions.

exposed shortcomings

with modern selling. 25% 37%

say their customer say churn has led to
contacts keep greater responsibilities,
changing. but no additional

resources or pay.

Sales processes can help
csuide sellers through
16% say it's the Wild, Wild West-they d buyer75 jOumey, bUt
have no defined sales process. Se”erS adm]t that ﬂOt a”
(o ) say they have a defined sales process, - I
38 Off SV they organizations use them.

but it's not supported by technology.

O/ say they have a defined sales
(o process supported by technology.

- - o of sellers are involved
Key ﬁnd]ngs 59 /o in onboarding.

Traditional CRM tools help maintain customer

data and track deal progress, but in today’s o/ of this group spend 4 to > hours

_ O 5 week training new sellers.
volatile market they fall short for seller
onboarding, transferring seller knowledge, z o/ of this group spend more than
and guiding the sales process. 6 O 5hours a week training new sellers.

When sellers change jobs, more than half
of sales organizations struggle with how to
preserve and share detailed account knowledge.

O/ use spreadsheets/digital notes
O outside of CRM to pass knowledge.
0/ share deal knowledge
O via word of mouth.
0/ do nothing, deals fall
1 z © through the cracks.

Sellers feel that their sales force automation

technologies are helpful but falling short. 1 4 of sellers feel SFA
They're keen for automation and Al to do E‘great for data entry

3 ut not much else.
more than just tracking deal progress and

basic customer information.

O/ want tools to automate data entry O/ want tools to recommend next
O o generic tasks, such as sending (o) steps to progress opportunities.

follow-up letters.

(o) want tools to recommend content to (o ) want tools to automatically
I‘ '4 /o share with a customer. 6‘ ' /o qualify leads.

Want more information?

Download “Fusion Sales Survey” ebook to find more.

Download here
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Source: In January 2022, Beagle Research surveyed 518 professional sellers, 76 percent of whom had more than six years of experience. They came from companies with
revenues of at least $500 million, with one-third from companies with at least $1 billion in revenues. And 24 percent had 20,000 or more employees. Seller industries
included banking and financial services, consumer packaged goods and retail, industrial manufacturing, and technology. The vast majority were employed full time.



https://www.oracle.com/cx/what-is-crm/seller-research/

