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COVID-19 HAS  
IRREVOCABLY  
CHANGED THE WORLD.  
IT’S TOUCHED EVERYTHING, FROM HOW 
WE ATTEND WORK AND SCHOOL TO HOW  
WE SHOP AND PAY FOR GROCERIES.  
AND IT’S FOREVER CHANGED THE WAYS  
THAT BUYERS BUY AND SELLERS SELL.

1  Korn Ferry Research, 2019 World-Class Sales Practices Study.
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With these shifts has come a widening of the gap between 
buyers and sellers. Even before 2020, individual seller 
metrics were declining: for example, lead conversion and 
quota attainment had fallen by double digits (13% and 10%, 
respectively).1 That’s because, for some time now, buyers 
have looked at sellers less as resources and more as a 
means to an end: by the time buyers reach out to a seller, 
they’ve already decided what they want and how they 
want to buy it. All buyers need is someone to close the 
transaction and deliver the goods. And that’s bad news 
because it means that sellers’ ability to influence the 
outcome of a transaction has been considerably reduced– 
limiting opportunities to be on the front foot and to be 
able to direct up-sell and cross-sell deals.  

Buyers’ indifference toward sellers is even more evident 
now that digital sales have thoroughly penetrated the B2B 
sales realm as a result of the pandemic.  However, it’s not 
too late to take action.  Sales organizations need to rethink 
and transform how they engage with the customer—  
through their go-to-market strategy, their approach to 
talent, their sales structure, process, and methodology.

HERE ARE THE SEVEN LEVERS THAT SALES ORGANIZATIONS CAN 
PULL TO ACCELERATE THEIR TRANSFORMATION JOURNEY.
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1 REVISIT YOUR GO-TO-MARKET STRATEGY.

2  RE-DEFINE AND RE-ALIGN YOUR SALES 
STRUCTURE AND SALES PROCESSES. 

3  FOLLOW AND EMBED A CONSISTENT,  
PROVEN SALES METHODOLOGY.

4 PUT THE RIGHT PEOPLE IN THE RIGHT ROLES.

5 ESTABLISH AN ONGOING SALES TRAINING  
AND COACHING PROGRAM.

6  MOTIVATE YOUR SELLERS WITH THE RIGHT  
SALES COMPENSATION PLAN.

7 REVIEW YOUR SALES TECHNOLOGY STACK.
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The COVID-19 pandemic has resulted in changes 
to buying patterns and markets that are unlikely 
to shift back anytime soon, if at all.  How people 
are buying—what they are buying—and where 
they are buying it—have all changed.

Even prior to COVID-19, many buyers preferred a more  

digital, self-service approach to sales. And post-lockdown,  

it’s extremely likely that remote buyer engagement will persist. 

The convenience of virtual selling is clear; it’s easier, faster,  

and cheaper for buyers and sellers to exchange information, 

place orders, and arrange for customer service. 

OF WORLD-CLASS SALES 
ORGANIZATIONS ARE FOCUSING  
ON EXPANDING THEIR CORE CLIENT 
BASE DURING THE PANDEMIC.

YOUR GO-
STRATEGY

#1



These changes make it imperative for you to revisit a number  

of aspects of your sales strategy. First, consider how your 

customer segments have changed as a result of the pandemic. 

Are you still focusing on expanding what you deliver to your 

core client base, like 69% of world-class sales teams?2   

Or are you among the 10% who plan to pivot back to acquiring 

new accounts?3 It’s key to address this: only 46% of sales 

organizations currently have an ideal customer profile 

(compared to 66% of world-class sales functions).4

You also need to evaluate whether you’re using the right 

channels to reach your customers and still offering the right 

product and service mix. How are you making the most of digital 

opportunities to reach your current customers and prospect  

for new business? 

Your overall go-to-market sales plan is the architectural  

blueprint for your sales transformation.  Done correctly, it 

specifically identifies what products and services you are going 

to sell, what customers you are going to target, and how you  

will build a sales strategy to match your products to your 

customers in an effective way.

2/3/4 Korn Ferry, 2020-2021 Sales Performance Study
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QUESTIONS  
TO ASK:

What are the relative 
priorities of your 
customer retention, 
penetration and 
acquisition strategies?

With pandemic-related 
changes, how are you 
now optimizing your 
reach to existing 
customers and prospects?

How quickly can you 
align resources to the 
most compelling 
opportunities?

1 

2 

3

3 
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5 Korn Ferry Research, Sales Performance Study, 2018

6 Korn Ferry Research, Sales Performance Study, 2020-2021
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The alignment of sales structures and 
processes to the go-to-market approach  
is an essential building block in making  
sales transformation happen.

Back in 2018, we asked sales leaders what they would  

do if they could start their organizations over with a blank  

sheet of paper. Reworking their sales structure came in as 

second, only behind making significant changes to talent.5  

Fast forward to today, and there’s obviously more work  

to be done with less than one third (32%) agreeing that  

they are structured to support the optimal delivery  

of the sales process.6

PROCESSES AND 
SALES
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QUESTIONS  
TO ASK:

In this new operating 
environment, how  
well does your sales 
process align with your  
customers’ needs?

How do your 
organizational structure 
and reporting relationships 
foster sales growth?

Are you capturing the 
right metrics to know  
how to evolve your sales 
process and structure?

7   Korn Ferry Research, 5th Annual Sales Enablement Study.
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OF WORLD-CLASS SALES 
ORGANIZATIONS CLEARLY 
DEFINE THE SALES PROCESS 
TO ADVANCE DEALS96% 

The impact of getting this right is clear.  Businesses that  

have a defined, dynamic sales process that aligns with their 

organizational structure have 17.9% higher win rates and  

11.8% higher quota attainment.7 And nearly all world-class  

sales organizations (96%) clearly define the sales process 

activities needed to advance deals, compared to 42%  

of other organizations. 

To be most effective, your structure and process must align 

externally, matching your customers’ goals and needs so you 

can maximize their buying potential. And, in times of change, 

your structure and process must be dynamic rather than static, 

so they address buyers’ fluctuating demands. At the same time, 

your structure and process must also be internally aligned, so 

every department, from sales to marketing to customer  

service, is on the same page.



8 Korn Ferry Research, 2019 World-Class Sales Practices Study.

9 Korn Ferry Research, 2018–2019 Sales Performance Study.
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In a chaotic, rapidly changing market, where 
buyers are less reliant on sellers than ever 
before, your sales organization needs a 
consistent, methodical approach to reach 
reluctant, demanding buyers and  
to win more complex deals. It’s critical that 
sellers know how to engage with potential 
buying influences, as six or more decision-
makers often play a role in every deal. The 
numbers bear this out: more than three-
quarters of top sellers use a formal sales 
methodology to engage their customers.8  

AND ORGANIZATIONS THAT FOLLOW A MATURE  
SALES METHODOLOGY HAVE WIN RATES THAT ARE  
10% HIGHER THAN ORGANIZATIONS THAT FOLLOW  
A RANDOM OR INFORMAL METHODOLOGY. 9 

#

PROVEN

AND

A CONSISTENT, 
EMBED
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A sales methodology is the glue that connects your sales 

process to your customer’s path. At each phase of the 

buying journey, a methodology spells out what your sellers 

should do and how and why they should do it. For example, 

your sales methodology should cover things like how to 

prepare for sales calls, how to identify decision makers, and 

how to analyze opportunities. 

But which methodology should you choose? It’s critical  

to select a sales methodology that has proven success  

over decades of market changes and disruption. The  

right sales methodology will offer a consistent, repeatable 

approach that gives your sellers a common vocabulary, 

vision, and goals. Such a consistent approach makes it  

easier to cascade transformation throughout your sales 

organization. And, when your sales methodology imparts 

perspective—offering differentiating solutions and sharing 

knowledge—your buyers are able to see their challenges  

in a different light, strengthening your relationship.

QUESTIONS  
TO ASK:

How well is your sales 
methodology integrated 
into your sales processes?

How much of your seller 
training and coaching  
is focused on reinforcing 
your sales methodology?

How do you measure  
the success of your sales 
methodology—and is  
it still fit for purpose?

1 

2 

3

3 
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What’s the top internal challenge cited by sales 
organizations? Talent gaps. This challenge has 
plagued organizations for at least five years,  
but the gap is larger than ever now in our virtual 
selling environment. Why? Because sales gets 
done differently now, and a new skillset and 
mindset is needed to reflect the new selling 
model.  Individuals who were successful in the 
past are not necessarily going to be successful  
in the future.

PUT
THE RIGHT

RIGHT ROLES
PEOPLE
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QUESTIONS  
TO ASK:

When did you last revisit 
your profile of successful 
sales talent?

How clear are you on 
whether your sales people 
really match up against 
what you need?

Will a buy or a build 
approach help close  
your talent gaps?

1  

2  

3

3 SALES ORGANIZATIONS WITH THE RIGHT 
TALENT FOR VIRTUAL SELLING HAVE 13% 
HIGHER QUARTERLY WINS.

The right talent makes all the difference. Sales organizations 

with the right talent to succeed in virtual sales have higher 

quarterly revenue attainment (9%) and quarterly wins 

(13%).10 That’s why world-class organizations are taking  

steps to address their talent gaps and are 22% more likely  

to rank investing in acquiring new sales talent as their 

highest talent priority over the next two years.11

Given the importance of sales talent, it’s surprising that only 

20% of sales organizations have changed their requirements 

of what success looks like in a job—and only 24% assess  

why their top performers win.  

Leading organizations are taking three steps to future-proof 

their sales talent.  Firstly, they invest time in identifying the 

traits and competencies that have become more prominent 

because of shifting trends.  Secondly, they use talent 

assessments to evaluate their current teams, new hires and 

redeployments against this agreed profile for success; and 

thirdly, they make a plan to close the talent gap.  And with 

only 27% of organizations planning to add to their sales 

team over the next year, the most likely route to closing the 

gap is to work on developing and deploying existing talent.

10 &  11    Korn Ferry Research, 2020 Virtual Selling Study.



12  Korn Ferry Research, 4th Annual Sales Enablement Study.
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Sales training and coaching 
are essential to delivering 
results—especially in an 
environment where the skill 
and mindset requirements are 
changing, and for 
organizations skeptical about 
whether they have the right 
talent to succeed.  When 
organizations follow a formal 
or dynamic coaching program 
that reinforces their sales 
methodology and process, 
their win rates increase by 
16.6%.12 And, with ongoing 
development, seller 
engagement rises while 
attrition drops.

#
SALES



QUESTIONS  
TO ASK:

What behaviors and 
attributes lead to your 
top sellers’ success?

What cadence have 
you established for 
training and coaching 
your sellers? 

How do you train  
your sales managers  
to become better 
coaches?

13 Korn Ferry Research, 2019 World-Class Sales Practices Study.

14 Korn Ferry Research, 2019 World-Class Sales Practices Study. 13

1 

2 

3

3 

OF WORLD-CLASS SALES 
ORGANIZATIONS EMBED 
ONGOING DEVELOPMENT INTO 
THEIR SALES CULTURE. 

PERHAPS 
THAT’S 
WHY 90% 

But with only a third of sales organizations reporting sales 

coaching as a strength,13 and with 60% of sales organizations 

having an informal coaching process or a random one left up  

to their sales managers to implement, coaching still presents  

a huge opportunity.14

The first step to a successful coaching program is to understand 

what drives your top sales performers’ success. According to 

our research, less than a quarter (24%) of organizations assess 

their top sellers to understand why they succeed. Instead, 

making quota is often the litmus test for top status. But you 

need to understand how to replicate your sellers’ success.  

Use behavioral and predictive assessments to discover the 

behaviors and traits that lead to success, such as agility  

and connectedness, as well as learning gaps in your sales  

force against the new criteria for today’s success, so you  

can target your training and coaching efforts.



15 Korn Ferry Research, 2019 World-Class Sales Practices Study. 14

Only 50% of sales organizations align 
their sales compensation plan to their 
business objectives.15 This is a major  
issue, as reward is one of the most 
powerful levers in the sales leader’s 
kitbag. It means that in many 
organizations, sellers don’t have  
the proper incentive to reinforce the 
change of skillset and mindset that’s 
needed as part of sales transformation.

6# MOTIVATE

YOUR 
WITH THE RIGHT

SALES
COMPENS

OF SELLERS SAY THAT WHAT 
GETS REWARDED DOESN’T 
MATCH THE BEHAVIORS THEY 
ARE ASKED TO DELIVER.58% 



16 Korn Ferry Research, 2020 Sales Performance Study
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1  

2  

3

3 

Plus, with today’s swiftly evolving market, compensation is  

a concern for sellers; only 42% think that their compensation  

plan is fair, and 58% say that what gets rewarded and celebrated 

doesn’t match up to the behaviors they are being asked to 

deliver.16  Meanwhile, sales organizations want to appropriately 

reward sales teams to learn how to sell in the virtual environment 

without putting their organization in a financial bind. 

As you determine the compensation best suited to your sales 

organization, you’ll need to decide whether it’s best to adjust  

your sellers’ compensation and short-term incentives or their  

sales targets or quotas. Factors to consider include job roles, 

target pay levels, pay mix and upside, key performance indicators, 

mechanics and links, and quota setting and allocation. 

No matter which path you choose, your sales compensation plan 

needs to do three things. First, it must link to your sales objectives, 

so it’s meaningful to sellers. Second, it must be cost-effective 

while rewarding your sellers appropriately for their performance. 

Third, it must be easy to understand, so your sellers know what 

they have to do, and why, to optimize their compensation. When 

all three of these components are in place, you’ll raise the morale 

of your sales team and retain your highest performers.

QUESTIONS  
TO ASK:

How does your sales 
compensation plan  
relate to your overall  
sales transformation 
objectives?

How well does your 
compensation plan, 
particularly its variable 
incentive pay provisions, 
respond to changes  
in the market?

In this new operating 
environment, are your  
top performers still  
your top earners?
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#
Sales technology isn’t just a nice to have; it’s 
essential to improving win rates. By tapping  
into the right sales analytics, organizations  
with formal sales processes boost their  
win rates by 13%.17

OF WORLD-CLASS SALES ORGANIZATIONS 
USE ANALYTICS TO MEASURE AND PREDICT 
SALES PERFORMANCE, COMPARED TO 31% 
OF SELLERS OVERALL.18

YOUR SALES
STACK

78% 
17 Korn Ferry Research, 2018–2019 Sales Performance Study.

18 Korn Ferry Research, 2019 World-Class Sales Practices Study.



 

But all too often, sales organizations add technology for the 

sake of technology. The average organization uses 10 sales tech 

tools and plans to add four more.19 Many of these tools aren’t 

implemented correctly, which drives down usage. However, the 

most successful sales organizations not only choose the right 

technology, but they also reinforce its usage by integrating that 

technology into their sales methodology and process.20

One of the most useful tools for sales is a CRM. Yet less than 

half of sales teams report widespread CRM usage, even though 

most organizations (94%) have implemented them.21 Tools that 

seamlessly support a seller’s routine and the organization’s 

sales process and methodology can maximize selling time.

One way to increase the effectiveness of sales tech is to 

integrate a sales analytics platform with your CRM. The most 

powerful analytics platforms use CRM data to predict which 

action sellers should take next to advance deals through their 

sales funnel. They also offer just-in-time instruction with 

microlearning bursts, reinforcing key sales concepts that 

strengthen a seller’s skills and make deals more likely to close.

QUESTIONS  
TO ASK:

How are your sellers  
using sales technology  
to improve their  
win rates?

What is the adoption rate 
of sales technology in  
your organization?

How well does your sales 
technology integrate with 
your sales methodology 
and sales process?

19 Korn Ferry Research, The 2nd Sales Operations & Technology Report.

20  Korn Ferry Research, The 2nd Annual Sales Operations & Technology Report.

21 Korn Ferry Research, 2018 Sales Operations Optimization Study.
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AS THE FUTURE 
BEGINS TO TAKE 
SHAPE, IT’S TIME  
TO ENSURE THAT 
YOUR SALES 
ORGANIZATION  
IS READY.

The pandemic has permanently changed 
how organizations approach sales. And 
organizations have already started to 
transform in response. 

But transformation cannot occur only on 
the surface, and it can’t be temporary.  
To recover fully from the pandemic, you 
must take stock of what has served your 
organization well in the past and let it go, 
realizing that fundamental, transformative 
change is essential if you want to remain 
relevant in the market and appeal to ever 
more demanding buyers.

To accelerate out of the pandemic, you 
must take a close look at not only how 
your sellers execute sales but also how 
you create and implement growth 
strategies. You must re-examine the 
fundamental building blocks of your sales 
organization—from your go-to-market 
strategy to your sales structures and 
processes through to your sales 
methodology. And then, on the execution 
side, you must reconsider who you hire, 
how you develop your talent, how you 
compensate them, and what tools they 
need to excel. 

By examining these seven transformative 
elements, you’ll position your sales 
organization to not only weather  
any shifts in the market but thrive  
through them.,
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KORN FERRYWITH

We work with forward-looking organizations 
to help them map out and fulfil their vision  
for sales transformation.  Whether it’s in  
their go-to-market strategy, team structure, 
processes, technology, reward strategy,  
or people skills, we bring a future-looking 
perspective plus the ability to execute.

CONTACT US TO GET STARTED TODAY 

https://www.kornferry.com/contact?utm_source=outreach&utm_medium=nurture&utm_term=pdf-cta&utm_content=7-ways-to-transform-ebook&utm_campaign=21-05-gbl-accelerating-revenue-growth
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About Korn Ferry 
Korn Ferry is a global organizational consulting firm. 

We work with our clients to design optimal organization 

structures, roles, and responsibilities. We help them hire 

the right people and advise them on how to reward and 

motivate their workforce while developing professionals 

as they navigate and advance their careers.  

Visit kornferry.com for more information. 

https://www.kornferry.com

