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Why Sales Training Often Fails
Part 1 of a 3 part series...
In the United States alone, industry estimates for corporate expenditures on sales
training and performance improvement are more than five billion dollars annually. A
logical question is then, to what extent are these investments paying off? Research
does illustrate that there are positive correlations (at an aggregate level) between the
sales training spend and sales performance and single company case studies have
demonstrated that improvements do occur in some situations. But multi-year industry
studies also indicate that many, if not most companies have not realized measurable
improvements that have been sustainable. In essence, it appears that sales training
does work, but results taper off quickly, and in many cases return to pre-training levels.
In annual research by CSO Insights and cosponsored by Sales Performance International, the key trends
analysis for 2010 contains some unsettling data. The 2010 Sales Performance Optimization study incorporated
participation by 2,800 global firms ranging from small businesses to the largest global companies. Overall, the
results reflected the difficult economic situation encountered in 2009. Key findings in the study include:

The percentage of sales reps attaining quota in
2009 dropped to 51.8% (58.8% the prior year).
According to the study,
“While we have seen this
-7%
percentage lower one
time (49.1% in 2003),
the 7% drop from 2008
to 2009 is the largest in
the sixteen year history
of our study.”

How well did companies manage to attain their
overall sales plans? Again, the results were quite
disappointing. According
to the study, “Here we
-8%
see an even larger drop
of 8% from 2008 to 2009
(also the largest decline
in performance in the
history of the study).”

2008

2009

Revenue

Revenue Plan Attainment Declined
Significantly

Quota

Quota Attainment Declined
Significantly

2008

2009

While general economic trends clearly contributed to these difficulties, at no point in the last decade have
key sales performance metrics, such as quota attainment, returned to pre 2000 levels. In other words, 2009
simply amplified what has been a decade of non-improvement — in spite of billions of dollars of corporate
investment, aggregate levels of sales performance have remained flat or declined. With revenue growth job
number one at most companies, why have sales training and improvement efforts hit the wall?
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With more than two decades of sales training
experience with leading global corporations, we
at Sales Performance International felt compelled
to identify why companies aren’t attaining a higher
return on their educational investments in sales.
Interviews with multiple customers and experts,
as well as industry research provided a number of
insights. We identified five key barriers to sustained
performance improvements as follows:

1) Too Much Too Soon – The Sales
Training “Event”
Since “time in territory” is often a sacred precept
for sales organizations, exposure to training is often
forced into an intensive classroom experience,
where the goal is to infuse as much “learning” as
possible into a limited time frame. As a result, many
sales training initiatives are intensive, multi-day
events that cover every possible aspect of a new
sales methodology. This is essentially the same as
trying to learn all of the skills and nuances of a sport
such as tennis or golf in a few days – a student
would attempt to apply a few basic ideas related to
each of the strokes, but without repeated coaching,
practice, and reinforcement the learner would never
attain mastery. It is virtually impossible for sales
professionals to learn, retain, and apply more than
a small percentage of what is typically offered in
intensive, multi-day training events – unless there
is a systematic reinforcement approach across an
extended period of time.

2) Sales Training is Often Not Aligned
Around a Proven Sales Process
In many cases, training efforts focus exclusively
on skills and techniques. While these elements are
essential to good training, if there is no process
“backbone” to attach new practices to, the new
methods are applied sporadically and soon fall into
disuse. In essence, new skills fail to “stick” without
a committed change in the overall sales approach
and philosophy. The application of new methods is
typically reduced to a few good ideas gleaned from
the training at an individual level.
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3) Fragmented Approaches Fail to
Provide a Continual Learning Experience
Many initiatives (and training vendors) apply a
partial or fragmented training approach that fails to
address specific types of learning. Simply providing
“blended” learning that is comprised of instructor-led
and eLearning courses may not improve retention
and application results. An appropriate blend of
controlled learning “events,” on-demand resources,
“push” reinforcement, and on-the-job learning is
required to meet the needs of next generation sales
professionals.

4) Gaps Exist in Training Curriculum for
Specific Roles and Competencies
There are as many as 10-12 key competency areas
(groups of skills) for high levels of sales effectiveness
in large sales organizations. Even when there are
attempts to define skills gaps with some level of
rigor, some of the most critical competencies are
often omitted from a formal training regimen. For
example, in territory sales, there is overwhelming
evidence that rigorous targeting of prospects
can pay huge dividends, but many sales training
initiatives never include any formal education and
tools for quantitative targeting methods. Strategic
and complex sales can involve a very different skills
emphasis than more transactional selling situations.
Sales organizations need well defined competency
models and curricula to ensure sustained value.

5) Sales Management is Overwhelmed
Sales management and coaching is often cited
as an imperative when new training is introduced
to a sales organization. While there is a degree
of truth to this perspective, in the high pressure
environment of, “make your numbers this quarter,”
most sales managers simply don’t have time to
address the overall coaching and mentoring needs
of their direct reports. Many of the prescribed sales
management and coaching methods don’t scale
in the real world. As a result, even when sales
management is philosophically committed to a new
sales process and methodology, the ability to follow
through with adequate coaching and mentoring is
often unattainable.
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Most Training Dollars are Wasted
In the absence of a well thought out, “programmatic” approach to sales training; most expenditures are made
with good intentions, but largely wasted. Research indicates that without systematic, ongoing learning and
reinforcement, approximately 50% of the learning content is not retained within five weeks, much less applied.
Within 90 days, 84% of what was initially learned is lost. The chart below illustrates these findings.
On average, half of the content
of a sales training event is lost
in 5.1 weeks.
On average, 84% of sales
training content is lost after 90
days.

More than a year
Seven months to a year
Three to six months
Two months
One month
Less than one month
0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

% of Retention
Very few organizations implement the necessary assessment and measurement vehicles to determine if sales
training investments yield the desired outcomes over some sustained period of time. Perhaps some of this can
be attributed to the volatility of sales leadership – the average CSO tenure is approximately 22 months. That
fact, coupled with the pressures of hitting quarterly targets often creates a very limited horizon for monitoring
sustained improvements. But the aggregate numbers of the past decade indicate that something is seriously
broken in the sales training model.
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The Evolution of Sales Training
Part 2 of a 3 part series...
Mainstream sales methodologies began to appear in the late 1970’s, and were in part
a by-product of the technology boom and the nascent information age. A multitude of
rapidly emerging technology firms in this era resulted in a critical need to scale and train
sales organizations. This demand rich period also produced a large volume of complex,
high potential sales opportunities that needed to be worked systematically. As a result,
processes and procedures that make up an “opportunity management system” became
prevalent for many companies. A number of sales training vendors capitalized on this
market by creating their own methodology and training practices.
For the next two decades, hundreds of sales methodology firms sprang up, and focused almost exclusively
on instructor-led “events” as the primary learning vehicle. By the mid 90’s, the Internet created a connectivity
environment that allowed new forms of learning to reach geographically dispersed audiences cost effectively.
By 2000, companies were beginning to augment event-based training approaches with eLearning, as well as
with some level of process standardization and pipeline terminology incorporated into CRM usage.

1980’s - 2000
Sales Training 1.0

Training “Events”
▪▪ Event-based training sessions
▪▪ One size fits all
▪▪ Skills versus process focused
▪▪ Limited reinforcement
▪▪ Limited management
integration

2000 - Present

The Future

Sales Training 1.5

Sales Training 2.0

Patchwork Programs
▪▪ Process introduction
▪▪ Basic methodology integration
▪▪ Skills assessment
▪▪ Blended training approach
▪▪ Management training
▪▪ Pipeline terminology
implemented in CRM
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Sustainable Programs
▪▪
▪▪
▪▪
▪▪

?
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While current practices are more holistic than traditional, event-only approaches, most organizations continue
to struggle with broad based adoption of sales process and methodology. Annual research performed by
Sales Performance International and CSO Insights indicates that only 14% of companies have attained a
“world class” maturity level in process and methodology adherence. And aggregate performance metrics
suggest that in the past decade, most companies continue to perform at levels lower than pre year 2000
benchmarks.

Key Training Issues for Sales Leadership
To maximize their return on sales training investments, sales leaders and managers need to consider three
key issues before investing in a sales training initiative, as illustrated below.

• What roles are involved in our sales model?
• What best practice competencies (set of skills) are
essential by role for high performance?
• What types of vehicles provide the best ongoing
learning (and application) experience?

Best-Practice
Competencies

Professional
Role Definitions

Comprehensive
Learning Assets

In most corporations, there are multiple selling roles in the overall sales model. These areas may include
major account sales, territory sales, inside sales, channel sales, etc. It is important to consider the mix of
roles in the sales model in terms of the appropriate sales training and development approach.

Controlled Learning
Events

On-Demand Learning

Total Learning
Experience

“Push” Reinforcement

On-The-Job Learning

Best practice competencies (as defined here)
are a collection of skills required to perform a
key task at a high proficiency level. Many high
performing sales professionals have developed
mastery in as many as 7-10 competency areas
that may comprise as many as 20-30 specific
skills. It is important to have a clear definition
for each of these competencies (by role) as well
as objective tools to assess your organization’s
proficiency levels at any point in time.

A third critical consideration is how the learning
will actually take place – across time. A great deal has been written in recent years about formal versus
informal learning and the necessity to consider both. In terms of working with sales organizations, we have
refined this perspective to incorporate four distinct types of learning. Each of these types of training play an
integral role in successful learning, retention, and application.
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Controlled Learning Events
Controlled learning experiences remain an
essential part of any rigorous training regimen.
These “scheduled” training events can include:
▪▪ Instructor-Led Training sessions (ILT)
▪▪ Scheduled eLearning
▪▪ Virtual Review and Coaching Sessions
Although much has been written about the demise of
classroom instruction, most sales organizations still
utilize some form of ILT in sales training initiatives.
Research by Aberdeen Group indicates that 83% of
“best-in-class” sales organizations utilize ILT as a
core sales training modality. Live training still offers
the richest environment for instructor interaction,
group collaboration, and classroom exercises.
While eLearning is considered an “on-demand”
resource, it can still be layered into a “scheduled”
training regimen as either a pre-requisite for
classroom training, or as the primary concepts
presentation approach. For learning new concepts
that do not require high levels of group interaction,
eLearning can be a very effective medium. Virtual
“classroom” sessions are typically the least effective
approach for teaching new concepts, but these
interactive environments (such as WebEx Training
Center) can provide an effective vehicle for review
and coaching by allowing collaboration across a
geographically dispersed audience.
The key point is that no controlled training approach
alone is the silver bullet – but used in concert the
combination of these approaches can be extremely
effective.

On-Demand Learning
When the term “on-demand” is used with respect
to learning, eLearning is typically the first thing
that comes to mind. In a well designed program,
eLeaning can be used as both a “scheduled”
prerequisite for either ILT or virtual sessions, or
© Sales Performance International – All Rights Reserved

as an on-demand resource for later review and
reinforcement – depending on the design of the
eLearning.
There are a number of other on-demand learning
resources that can be effectively utilized to improve
learning and retention, including:
1. A centrally located knowledge repository for
essential tools, “how-to’s,” and best practices
2. On-line forums that are organized around key
selling competencies
3. Recorded webinars that provide “refresher”
material on specific selling and management
skills
4. Videos and simulations that illustrate best
practices (and not so good practices)
The combination of these on-demand learning
resources can provide a form of just-in-time “self
coaching” - allowing the individual seller to explore
and learn about essentially any skill or topic that
they need improvement in. In addition, managers
can easily direct individuals or their team to specific
skill areas that are critical to performance.

“Push” Reinforcement
On-demand access to learning resources is an
integral part of any comprehensive training program,
but the ad hoc nature of these assets don’t address
one highly critical aspect of sustainable learning
– repetition! In the fast paced world of sales, ondemand resources provide unlimited access and
flexibility, but may not be utilized to their fullest
potential because sales people can be pre-occupied
with daily activity. New forms of “push” technology
can provide a steady stream of small learning
“moments” that can significantly improve retention
of specific material. In addition, this type of ongoing
reinforcement requires very small amounts of time
on a weekly basis, and can be aligned carefully with
prior training subject matter.
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On-The-Job Learning
A fourth type of training that is emerging in today’s
workplace is on-the-job or “context-based” learning.
Since nearly all sales organizations today utilize
CRM technology on a daily basis, it is possible to
increasingly integrate learning material directly into
the process of working on an active opportunity.
Essential how-to’s, selling tips, and sales tools can
be made directly accessible from a specific stage
in the sales process within the CRM system. The
key for this type of on-the-job integration is to have
learning assets that are granular and specific to
steps in the sales process. This type of “instant
advice” precludes the need to spend time searching
for the right learning content, and helps to reinforce
a new selling process and methodology on a
continual basis.
While all of the training and learning vehicles
described above can have a positive impact on
sales performance, they are most effective when
they are thoughtfully incorporated into a well
designed learning “program” that spans multiple
months or potentially several years for highest
levels of mastery.
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The Sales Training Program of
the Future
Part 3 of a 3 part series...
In the prior two installments of this series, we explored some of the major reasons
that traditional approaches to training salespeople fail to deliver a suitable return on
investment, and how sales training has evolved across the past three decades. In
addition, we explored four distinct types of learning that, if thoughtfully combined, can
provide an effective, ongoing development approach for sales professionals. Based
on more than twenty years of experience in training global sales organizations and
multiple independent research sources, we have defined a set of core principles for an
ideal learning program for sales organizations. These principles specifically address the
major barriers to successful sales training.
Continual Learning Program Principals:
1. Sales Process Alignment – Without a thorough
understanding of the sales process (or processes)
that enables your salespeople to align with buyers
and close business, it is not possible to determine
the types of competencies required for successful
selling. As a result, most training initiatives omit
critical training requirements completely. In
addition, a sales process map also provides
insight into sales tools and templates that provide
the most impact for successful selling.
2. Objective Assessment and Measurement – Sales
organizations need defined models for evaluating
the knowledge and skills of sales professionals
and managers. Without objective assessment and
measurement, it is impossible to determine where
gaps exist and how training investments impact
the skills and abilities of the sales organization.
3. Realistic Training Plans – Training plans need to
be layered over time, from basic concepts to more
complex topics. Attempting to force too much
© Sales Performance International – All Rights Reserved

learning content into a compressed timeframe
is unrealistic, and yields little performance
improvement. Role-based curriculum plans should
lay out realistic, staged learning and reinforcement
paths for salespeople and managers.
4. Comprehensive Curriculum – Many sales training
initiatives focus on a single aspect of selling, such
as opportunity management, and do not address
many important competencies (e.g., targeting,
account planning, accessing power, etc.) The
“learning library” needs to comprehensively span
sales planning, execution, and management
disciplines. As salespeople acquire core selling
competencies, they should progressively have
access to curriculum “dial-ups” that lead to mastery
in advanced selling skills, such as negotiation,
selling to executives, value selling, etc.
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5. A Two -Tiered Reinforcement Model –
Reinforcement needs to be both scheduled and
on-demand. Many organizations provide ondemand learning and reinforcement assets that
receive limited usage, because salespeople
and their managers are preoccupied with daily
activity. Like other learners, salespeople need
structured reinforcement that is aligned with their
learning path, and “pushed” to the salesperson
on a planned basis. On-demand assets provide
a second tier of reinforcement that provide highly
personalized access to content on an individual
basis.

8. Unlimited Learning Access – The historical
pricing model for sales training has been typically
a cost “per-person, per-class.” As a result,
many aspects of useful intellectual property and
methodology are not made available to the entire
organization because of cost considerations. The
consequences of this approach are that many
useful areas of sales methodology are never
addressed at any point in training initiatives. In
our view, the program of the future provides open
access to all methodological content, allowing
teams and individuals to pursue unlimited learning
opportunities.

6. Repetition and Variety – Essential concepts
need to be learned and reinforced in multiple
forms across planned time horizons. Learning
theory supports an ongoing learning experience
that utilize multiple modalities. These forms of
content delivery should both support the learning
objective and offer variety to retain the interest of
the learner. An effective program combines many
forms of learning and reinforcement delivery,
including instructor-led training, eLearning,
virtual classrooms, “pushed” content, video
sales scenarios, webcast “refresher” lessons,
searchable knowledge repositories, and access
to forums and discussions.

9. On-the-Job Integration – CRM is used by a
majority of sales organizations to organize and
track opportunity related information. The “last
mile” of learning and reinforcement can be
accomplished by integrating essential how-to’s
and learning assets directly into CRM usage.
These “playbooks” reinforce best practices and
can also link to context-based learning resources
that are focused on the actual task being
undertaken.

7. Scalable “Electronic Reinforcement System”
(ERS) – Access to learning assets, essential
how-to’s, and sales tools need to be instantly
accessible to salespeople in multiple forms.
Salespeople should be able to quickly locate and
access learning content through a number of
logical pathways. These pathways can include a
sales process map that links to learning content,
a searchable knowledge base, an indexed
set of sales tools, direct linkage through CRM
“playbooks,” etc. When designed appropriately,
these integrated assets comprise an “Electronic
Reinforcement System” (ERS) that supports
scalable reinforcement and self-coaching.
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10. Ongoing Program Management – Sales training
programs need to be managed as a business
investment. Quarterly business reviews (QBR’s)
that measure both learning and business metrics
should be mandatory in any sales development
program.
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The Anatomy of a Continual Learning Program
With these principles of an ideal sales training program in mind, what does such a program actually look like?
We believe that a continual learning program consists of several critical components, as follows...
First, before launching any actual training, a “Program Planning and Configuration” phase typically is
required to ensure that sales goals and objectives are understood, and that the overall training plan is aligned
with organizational roles and competency levels. Program planning and configuration would typically include
the following activities:
▪▪ Sales Process Design/Validation – A Sales Process Map will reflect your typical customers’ preferred
buying process, and enable the definition of aligned sales steps, with sales activities, verifiable outcomes
and milestones/yield percentages defined for each step. The Sales Process Map may includes definitions
of sales roles, responsibilities, sales tools and technology to be employed per step.
▪▪ Role-Based Curriculum Plans – Recommended learning plans for specific roles (sellers and sales
managers) should be defined with a prescribed learning and reinforcement schedule/timeline. It is
important to note that these curriculum plans may address as many as 7-10 broad competency areas
and span 18-36 months. These should cover both foundation materials as well as advanced topics that
are relevant to the sales position (e.g., territory sales rep, channel sales manager, major account sales
executive, first-line sales manager).
▪▪ Sales Tool Tailoring – Methodology specific sales tools can be extremely valuable for both learning and
consistent application of new selling techniques. It is important to identify and populate these tools and
templates prior to training. The tools provide both a relevant context for training, as well as excellent
reference material after training.
The planning and configuration phase lays the groundwork for a well designed continual learning program. The
diagram on the next page (Figure 1) illustrates an example of a six month window for such a program. The top
half of the diagram depicts a scheduled sequence of planned activities for a salesperson, and the lower half
illustrates on-demand resources that complement the individual’s learning path.
Next, a sales continual learning program will provide scheduled learning and reinforcement. Scheduled training
and learning events provide an impetus and a momentum to any sales development program, and is a key
component to driving results. These scheduled learning and reinforcement components include:
▪▪ Pre and Post-Training Assessments – These assessments should test respondents’ likely compliance
with best practices described in each training course within their defined role-based learning plan. In
addition to measuring the degree of skill improvement, these online assessments help to determine
areas of focus for individual reinforcement activities.
▪▪ Scheduled Training – Based on the learning plan, training content should be assigned at specified intervals.
This training can take the form of instructor-led training and/or eLearning, or even a virtual classroom
with eLearning as a pre-requisite. Regardless of modality, the key to success is to avoid overwhelming
learners with more content than they can assimilate and retain, especially if your organization is making
a major shift in its selling approach.
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The Sales Training / Continual Learning Program of the Future
Scheduled Assessments, Training and Reinforcement
Month 1

Month 2

Month 3

Month 4

Month 5

Month 6
and Beyond...

Skill Assessments

Initial Training

Advanced Training

Virtual Review and Coaching

Scheduled “Push” Reinforcement (Questions, Tips, Refreshers)

On-Demand Learning and Reinforcement
Best
Practice
Forums

CRM
Playbooks
Sales
Knowledge
Center

Topical
Webcasts
eLearning
Courses /
Modules

Video
Sales
Scenarios
Sales
Tools /
Templates

Figure 1

▪▪ “Push” Reinforcement – a series of ongoing “push” questions, tips, and other information to salespeople
and managers to stimulate thinking on the application of corresponding courseware concepts, skills and
tools. This content may vary based on roles, and the duration of the pushed reinforcement is usually for
3-4 months following a scheduled training event.
▪▪ Virtual Review and Coaching Sessions – At least two to three times a quarter, it is extremely valuable to
assemble selling teams and review their actual experiences in applying new methods. These sessions
should be designed around sales issues and best practices surrounding application of concepts learned
during training.
In addition to scheduled learning and reinforcement, a comprehensive learning program will incorporate an
extensive array of on-demand learning and reinforcement resources that all align with scheduled learning
activities. Managers can also direct their team or individuals to specific learning and reinforcement content they
consider relevant to emphasize. These on-demand resources should include:
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▪▪ An eLearning Library – Comprehensive, self-paced training courses in all competency areas – these
modules can be used as part of a scheduled plan, or as post-training reinforcement.
▪▪ A “Sales Knowledge Center” – Standard, searchable content encyclopedia covering essential planning,
sales and management how-to’s, as well as sales tools and templates.
▪▪ Discussion Forums – Well organized discussion forums can provide an effective way for geographically
dispersed sales people to discuss challenges and best practices.
▪▪ Topical Webcasts – Recorded webcasts (10-20 minutes each) can provide a quick “refresher” on key
concepts for common selling, planning and management topics.
▪▪ Video Scenarios – Videos that demonstrate best practices (and bad practices) in common selling situations
and engage the user by providing thought-provoking questions.
▪▪ CRM Playbooks – These playbooks can be imbedded directly within mainstream CRM systems, and they
provide context-based help with sales tools, techniques, and learning resources right in the context of
working a sales opportunity.
Any sales development program represents a significant change to organizational behavior upon which future
success of the enterprise depends. Therefore, dedicated program management and administration is a key
part of the success of any sales continual learning program. Assigned program managers should monitor,
inspect and report progress of the program, identify barriers to success and help to overcome them, and finally,
measure business results.

Benefits of a Continual Learning Approach
A continual learning program approach to sales team development may seem very broad and comprehensive.
Is it worth the time and effort required to make it work successfully? There are numerous benefits to applying
a continual learning and reinforcement approach, including but not limited to the following:
Improved Retention and Application – By
maximizing the relevance of the content to be
learned in role-specific, highly tailored content,
and by matching the delivery of that content to the
way that adult sales professionals actually learn,
a continual learning program greatly improves
the retention and use of those best practices.
Traditional sales training diminishes very quickly.
Our research shows that only 16% of unreinforced
training event content is retained after 90 days,
on average. A continual learning approach raises
that retention and adoption rate to more than 90%,
producing much broader and more consistent
application of effective sales practices, which in
turn, results in much better sales results. In short,
© Sales Performance International – All Rights Reserved

a continual learning program enables your sales
team to become a true competitive differentiator –
one that sets your organization apart, not only by
what they sell, but also by how they engage with
your customers.
Optimization of Time and Expense – A continual
learning program establishes role-based curriculum
for each person in your sales organization. As
a result, no one will waste any time or money in
training on content that is not highly relevant to their
success. Further, a continual learning program
enables more predictable costs, by providing a
fully realized approach that can be licensed and
subscribed to over time, for the entire organization.
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Reduced Dependency on Human Factors – The
weakest link in any sales training project is the firstline sales manager. They must not only develop
proficiency in the methods, processes and skills
being trained, but must also inspect and coach the
development of those new competencies. This is a
heavy burden to bear, and most sales managers do
an inadequate job supporting new sales practices,
no matter how much they try to do so. A continual
learning program relieves sales managers of much
of the load, as the program’s scheduled and ondemand reinforcement components reveal what
aspects of sales training need to be coached and
developed – making their job much easier, and the
program much more successful.
Unlimited Learning Experience – All people learn
in different ways at different times. A continual
learning approach recognizes this fundamental
aspect of human beings, and provides unlimited

access to content required for their success in a
variety of media, modalities, and methods. This mix
of effective content availability supports improved
mastery and development of essential sales skills
– which ultimately translates into improved sales
results.
Tracks Learning and Business Outcomes –
A continual learning approach is a business
investment, built first and foremost on how your
salespeople can best align with your customers,
and how to close more business. Built into a
continual learning program is formal measurement
of key success metrics – before, during, and after
exposure to improved selling practices. These
metrics include both measurement of learning and
retention, as well as key business metrics such
as quota attainment, win rates, and other revenue
and profitability goals.

Conclusion
When considering a sales training initiative, companies have a clear choice to make. Will you continue to invest
in event-based, flavor-of-the month training – or will you make a legitimate commitment to a continual learning
strategy – one that may span multiple years and become ingrained in corporate process and culture. Industry
research clearly indicates that “best-in-class” companies (in sales performance) employ many of the continual
learning ideas discussed in this paper, although they are not always implemented in a formal, programmatic
manner. The challenge is moving from a collection of good ideas to tangible action, and translating these best
practices into a formal program for learning and development. Sales Performance International’s two decades
in the sales training space have led us to such an approach, and we believe the selling challenges of the next
decade will demand nothing less for sales excellence.
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