
 
AchieveGlobal is exploring the critical aspects of Prospecting as part of our ongoing 
research into sales performance.  This includes both the processes and the skills needed to 
succeed in gaining interest and initiating the sales cycle with potential customers.  In 
order to identify and prioritize these elements, we conducted various surveys designed to 
collect the impressions of Sales Training Managers, Sales Managers and Salespeople 
themselves. The overall goal of these surveys was to paint a “big picture” of prospecting 
from those who do the prospecting and those who make decisions for what prospecting 
training and development occurs. 
 
We thank you for your participation in this effort and are providing the following 
preliminary insight into our findings.  
 
The Salesperson Perspective 
In our initial research, we surveyed 300 salespeople to generate a list of key prospecting 
activities and to better understand the current challenges being faced by those who 
prospect as part of their selling activities.  Highlights of this data are found below: 
 
Attitudes Towards Prospecting 
• Prospecting was more important to salespeople who sell to higher levels of the 

organization (VP level or higher) than it is to those who sell to frontline levels of the 
organization. 

• Business to Business (B2B) salespeople are more likely to consider prospecting to be 
‘very important’ to their selling activities than those who sell to consumers. 

• While there is not a strong relationship between deal size and importance of 
prospecting, data suggests that the larger the average size deal, the more important 
prospecting is to salespeople. 

 
Time Spent on Prospecting 
Not surprisingly, those who considered prospecting ‘important’ to their selling success 
tended to spend more time on it than those who did not.  What did come as surprise 
though was that even those who considered it important still spent little time on 
prospecting. In fact, 28% indicated that they spent less than 4 hours per week on it, and 
an additional 19% reported spending between 4 and 8 hours on prospecting. 
 
Challenges with Prospecting 
The top reported challenges from those who consider prospecting ‘important’ are as 
follows (respondents were allowed to check all that applied): 
• Sourcing leads (mentioned by 35% of respondents) 
• Tracking activity and evaluating success (34%) 
• Finding the time to do it (30%) 
• Getting motivated to do it (28%) 
• Research (24%) 
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• Getting through to the right person / getting through gatekeepers (23%) 
• Sparking the person’s interest (21%) 
• Psyching your self up to do it (17 %) 
• Asking the right questions (12%) 
• Qualifying the lead (13%) 
 
The Sales Training Manager perspective 
We then sent a brief survey to Sales Training Managers and Sales Managers to gain the 
perspective of those responsible for the training and development of salespeople. We 
received 56 responses and used them to better understand what prospecting activities are 
important to those in a development role and whether they were being addressed within 
training initiatives.   
 
Importance of Sales Force Mastering Specific Prospecting Activities 
Sales managers were asked to rate a list of prospecting activities based on their 
importance to selling success.  These activities were selected based on their relevance in 
the previous survey of salespeople and from other research into the area.  The result was 
that those in a managerial role found basically all steps of the prospecting process to be 
important. 
 

Importance for Sales Force to Master Activities
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Almost all activities scored high (a 4 or above on a 5-point scale), but activities related to 
prospecting strategy (organizing and prioritizing) scored the highest ratings (4.3 or 
above). 
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Is Training Offered to Your Salespeople on these Activities? 
Today, most respondents indicated that they had some level of training geared towards 
key prospecting areas such as pre-call planning and call skills (overcoming indifference, 
gaining interest etc.) 
 
Almost 40% of the decision makers indicated that they plan to implement training related 
to the process-oriented elements of prospecting: Determine strategy (39%), Track 
pipeline (39%), Prioritize prospects (38%) and Find prospects (38%). 
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Is training offered on these topics to salespeople?

Offer now Plan to offer No plan to offer  
 
Few organizations offered training on tactical items today such as Successfully Using E-
mail (25%) and Leaving Effective Voicemail (25%). Many reported plans to offer these in 
the future while just as many reported no plans to offer training on them. 
 
This is just a first look at some of the data we have collected. We are continuing to 
explore this area and are conducting deeper analysis on our findings. So, stay tuned! 
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