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Sales managers have a lot to contend with. They sit between their 

reps and upper management, and therefore need to worry about their 

team quotas, each individual rep’s performance, their own numbers, 

recruiting the right reps, increasing team performance, and retaining 

their top reps -- all at the same time. 

This can definitely be daunting, but luckily there’s a solution to every 

one of these problems: sales coaching. Sales coaching often seems 

like a large, complex undertaking. But with the right plan it can be so 

simple that you can start tomorrow.

Sales coaching boosts team performance, encourages collaboration, 

increases the effectiveness of your reps, and retains your top sellers. 

It’s all done by aligning personal, team, and organizational goals while 

simultaneously increasing the quality and impactfulness of sales 

conversations. When conversation quality increases, reps can provide 

better value to your current and potential clients. 

One of the best things about sales coaching is you can start anytime. 

You don’t have to be a new manager with a new plan. You can be a 

veteran manager looking to bring your team to the next level.

INTRODUCTION
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WHAT IS SALES COACHING?
To truly understand the components and purpose of sales 
coaching, we must first break the term itself into its two 
elements: sales and coaching. Regardless of context, we 
are all familiar with the concept of a coach, but how does 
this apply to sales?
 
Coaching is defined as, “An interactive process to help 
individuals and organizations develop more rapidly and 
produce more satisfying results; improving others’ ability 
to set goals, take action, make better decisions and make 
full use of their natural strengths.” Sales is defined as the 
“act of selling, or being sold to.”

Therefore, sales coaching is an interactive process to help 
salespeople improve and increase their performance. It is a 
focused approach to develop your sales team through one-
on-one sessions with individual reps.
 
Take the coach of any professional sports team. They 
are responsible for the development of individual players, 
strategic playmaking, and leading their team to a win. Good 
coaches don’t tell their team to go out and score more 
touchdowns, nor do they simply command their players to 
stop the other team from running around the bases. Good 
coaches know the end goal, and how to guide their team to 
achieve those goals. They develop strategies for the team 
as a whole, but ensure individual players receive one-on-

one attention. They create game plans for each position 
and work with players to improve their skills.

As another example: picture your sales team like an 
orchestra. Depending on the type, the group can be 
composed of a few to over one hundred musicians. 
Much like how a sales team may be divided by territory, 
region, or industry expertise, an orchestra is comprised 
of sections grouped by instrument. Regardless of what 
instrument a musician plays, every member is expected 
to learn the music individually and ensure their instrument 
is tuned before rehearsals or performances. However, 
when it comes time to rehearse with the entire orchestra, 
the conductor has the responsibility to help shape the 
ensemble’s sound. They make sure every aspect of the 
group is cohesive and properly executes the interpretation 
of the piece. Much like a sales coach, the conductor 
critically listens to each section (and sometimes individual) 
to create a beautiful symphony. 

Ultimately, the primary goal of sales coaching is to improve 
sales team performance. This requires that individual reps 
get the proper attention, focus, and guidance to improve 
their skills which translates into to a positive contribution 
to the team. To accomplish this, the “Sales Coach” 
must guide their team through an ongoing process that 
educates, trains, motivates, and reinforces the team.

SALES COACHING VS. SALES TRAINING
Sales coaching is not just sales training. While they may 
seem similar, the two are actually extremely different. The 
best way to understand the difference is to think about the 
role of a trainer versus the role of a coach.
 
A trainer is someone who shows you how to perform 
specific tasks that result in a certain outcome. In the same 
way, sales training is a framework in which someone is 
taught sales tactics and techniques to successfully sell a 

product or service. Entire sales teams can train together, 
making it an efficient method to transfer knowledge but 
not necessarily an effective way to transfer skills. While 
sales training can take place either during the onboarding 
phase or even regularly scheduled throughout the year, 
it often lacks the essential feedback loop and behavior 
reinforcement between sales management and their reps 
that’s required post training.

http://www.insightsquared.com/2013/05/what-is-sales-coaching/
https://www.ringdna.com/blog/sales-training-vs-sales-coaching
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On the other hand, a coach is someone who is always 
available. They help the team to refine their skills, 
develop weaknesses into strengths, and improve past the 
fundamental training. A sales coach supports the ongoing 
development of a rep alongside training. They create a true 
partnership with the individuals that make up their team 

and welcome a two-way conversation. Coaching requires 
constant interaction and feedback between managers and 
reps where listening, communication, and development 
become paramount on an individual level. 

TRAINING AND COACHING WORK TOGETHER
While training and coaching are fundamentally different, 
both are important components to achieving optimal sales 
performance. In fact, sales training is a critical part of the 
entire sales coaching process. Training is great when you 
onboard new hires and need to educate reps about your 
product, processes, or tools. Certainly, new reps need to 
know the benefits of your product, how to use your sales 
stack, and how to log their activities and monitor their 
performance. Yet, even with the proper training, reps can 
easily forget what they’ve learned if it’s not implemented in 
their day-to-day. Despite companies spending thousands 
of dollars per rep each year on sales training, totaling to 
$20 billion, The Rain Group found that 85 to 90 percent of 
training fails within 120 days after its delivery. 

Effective sales managers empower their reps by giving 
them the insight and tools they need for continued 

development. Sales training is a great first step and can 
help educate reps, but an increasing reliance on sales 
coaching is needed to ultimately ensure your teams 
growth and optimization.

Sales coaching actually begins during sales training. Training is often the content 
of what should be learned, coaching is the context as it relates to your business.

Richard Harris
FOUNDER

THE HARRIS CONSULTING GROUP

“

https://cdn2.hubspot.net/hubfs/123161/PDFs/World-Class_Sales_Training.pdf?t=1521673596528
https://cdn2.hubspot.net/hubfs/123161/PDFs/World-Class_Sales_Training.pdf?t=1521673596528


4

Sales coaching can improve every aspect of your team’s 
performance. CSO Insights found that on average, 57.1% 
of salespeople make quota and the overall revenue plan 
attainment is 82.7%. That means 43% of reps fail to meet 
quota. However, in the same study, they found that a 
dynamic sales coaching process helps close this gap by 
10% and improves win rates by 28%. Another CSO study 
found that reps with formal coaching attain revenue goals 
18% more than those who without. It’s no surprise that 
reps who receive regular coaching increase their likelihood 
of hitting and even exceeding their quota. 

Of course, if you only analyze quota attainment you don’t 
get the whole picture. To understand how reps move leads 
through their pipeline, you must measure productivity. 
Productivity considers how effectively a rep’s activities 
create revenue from their pipeline. The CSO study found 
that reps who are effectively coached are four times more 
productive than those who are not. 

Sales coaching is especially beneficial to increasing the 
performance of “middle of the pack” players. These reps 
tend to make up the majority of a sales team and is a great 
starting point for sales coaching. They have the highest 
propensity (and likelihood) to improve their performance. 
Research by the Sales Executive Council shows that 
coaching “middle performers” has the highest payoff with the 
best-quality coaching improving performance up to 19%. 

THE BENEFITS OF SALES COACHING

Source: CSO Insights

Source: CSO Insights

Sales coaching where a manager owns the 
plan is not going to be successful. To be truly 
successful, the coach and reps must own the 
plan together. A sales coach with six different 
reps does not want to own six different plans. 
Instead, the manager and each rep should co-

own their personalized coaching plan. To do 
this, always begin coaching with a discussion 
and assessment so there is an agreement on 

the skills you’re going to coach on.

Norman Behar
MANAGING DIRECTOR
SALES READINESS GROUP“

https://www.csoinsights.com/wp-content/uploads/sites/5/2016/08/2016-Sales-Performance-Optimization-Study-Key-Trends-Analysis.pdf
https://www.csoinsights.com/wp-content/uploads/sites/5/2016/08/2016-Sales-Enablement-Optimization-Study.pdf
https://blog.bridgegroupinc.com/hubfs/resources/Leading_and_Retaining_Sales_Reps.pdf?t=1505757074651
https://www.csoinsights.com/wp-content/uploads/sites/5/2016/08/2016-Sales-Performance-Optimization-Study-Key-Trends-Analysis.pdf
https://www.trainingindustry.com/content/uploads/2017/07/high-impact-sales-coaching-guide.pdf
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Before we move into the implementation of a sales 
coaching strategy, we must first cover the basic elements. 
Every successful sales coaching strategy includes the 
following building blocks. 

Data and Reporting
Data lays the groundwork for sales coaching. Tools to 
collect and disseminate data are crucial to evaluating your 
team’s performance, including your effectiveness as a 
coach. As you develop a sales coaching plan, consider the 
following data segments to prioritize your efforts:

Transparency  
Transparency is the amount of insight you and your reps 
get into your organization’s performance. You need to 
create transparency between individual, team, department, 
and company goals. This allows each rep to understand 
how their personal actions contribute to overall success. 
You can do this is by setting up reports and dashboards 
to track goals. RingDNA includes many important reports 
out-of-the-box, such as:

• Call Disposition by Rep
• Number of Calls by Rep
• Talk Time by Rep
• Total Inbound vs. Outbound Calls
• Average Call Duration by rep
• Total Number of Calls by Rep

• Outbound Calls by Hour of Day
• Average Time to First Lead Response

This allows reps to hold themselves accountable by 
tracking their progress. It also fosters some healthy 
competition among your reps by allowing you to set up 
contests or leaderboards.

Setting Expectations
Before sales coaching can begin, you must lay out the 
foundation and framework for your program, so all reps 
and managers know what to expect. Explore why you are 
going to begin sales coaching, what it will accomplish, 
and what specifically you will improve. Ensure that your 
reps understand this is an individual process,with an 
individualized coaching plan. There will no longer be a 
single standard template for everyone. 

Similarly, you need to show how sales coaching will benefit 
the organization, as well as each individual rep. Your 
company’s goals must be in line with the ones you wish 
your team to achieve. That requires that key processes 
and activities are always incentivized.  

Source: Jacco Van der Kooij (Winning by Design)
via Sales Hacker

RingDNA Salesforce Reporting

THE ELEMENTS OF SALES COACHING

https://www.saleshacker.com/data-driven-sales-coaching/#point1
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Defining Goals
It is imperative that you clearly define goals, desired 
outcomes, and expectations when it comes to sales 
coaching. One of the most common mistakes occurs 
when managers  just toss their reps a target number and 
expect them to reach it with no further input. If you fail 
to provide a coachable path to a goal, reps will develop 
their own methods of achieving it. Instead of instituting 
a number, ask your reps how they plan to reach a goal. 
Then, work with them to refine and perfect their path to 
help them achieve their target. Furthermore, when you set 
a goal, you must share both how to accomplish it and the 
reason behind it so your team feels involved. This not only 
builds a foundation for reaching the goal faster, it provides 
specific, coachable steps to take.
 
If you ask your team to upsell five accounts by the end of 
the month, create criteria around what accounts to focus 
on, determine the contacts to engage, provide direction on 
types of conversations to have, and explain how to handle 
possible objections.

Within every sales process there are certain activities 
and scripts that are used for specific prospects, like a 
target customer. If reps deviate from your standard sales 

process, not only will they not hit goal, but the inconsistent 
activities will make it difficult to measure performance.
  

Personalization
There may be a temptation to apply the same coaching 
strategy across the entire sales team. Yet, effective 
coaching happens on an individual rep level. For example, 
an NFL coach looking to improve his kicker’s performance 
would never ask the entire team to participate in his 
training; each position has a certain objective. It’s the 
coach’s responsibility to help develop those skill sets while 
considering how it fits into the entire team’s strategy. 

The relationship between the sales manager and sales rep 
is a cornerstone of sales coaching. It begins with regular 
one-on-one meetings. Once you’ve determined areas of 
improvement according to key metrics, remember to also 
focus on the qualitative aspects of coaching. For instance, 
work through any challenges or concerns you or your rep 
may have regarding certain prospects or opportunities. 
This detailed guidance will improve performance overall. 
Be open, direct, and consultative in your approach. Allow 
reps to partner with you in the coaching process by having 
them propose strategies and solutions.

Sales training is typically a periodic, mandatory program that includes 
presentations, workshops, breakout sessions, and more. But in order for training 

to be effective, there needs to be a coaching element as a mechanism for training 
application, feedback, development, and continuous learning.

Bill Borzage
FOUNDING PARTNER 

BRYANT STIBEL

“
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Education
This is where sales training comes in. Once you identify 
what must be improved, create a series of formal 
classroom sessions or workshops for your entire team. 
The format can vary; some organizations have reps lead 
the classes, others have the managers teach, some even 
hire outside instructors. Experiment with these trainings to 
find the method that best resonates with your reps. 

When you decide on training topics, focus only on the 
one or two most pressing, like researching prospects 
or maintaining relationships. Once you see a marked 
improvement in performance, focus on the next big 
priority. Knowing how to intentionally hold back from 
tackling everything at one time is how you’ll begin to 
evolve as a coach and become better over time. Be wary of 
unloading too much information without the proper time 
for practical application. 

Training resources come in various formats and doesn’t 
necessarily have to be something you assemble on your 

own. Utilize books, podcasts, guest speakers, or trending 
articles to facilitate discussions during training sessions.

Reinforcement
Like anything you learn, the application of the concepts 
is key. One of the best ways to reinforce sales training 
is through front-line managers. Especially when sales 
managers develop into the resident sales coaches.

As a sales coach, you’ll have to monitor the pulse of your 
reps’ activities and how that influences the entire sales 
process. Sales acceleration tools can help with this, 
especially as they typically provide features like real-time 
analytics that integrate with your CRM, call monitoring, 
conversation analytics and more.  

Pipeline reviews, walking the sales floor, and one-on-ones 
provide additional opportunities to fortify relationships  
developed through training.

IMPLEMENT YOUR SALES COACHING PLAN

First, you’ll need to figure out how you want to implement 
the coaching program. Especially if this is the first time 
you’re implementing coaching, it’s important to be upfront 
about how you’ll go about it and, most importantly, explain 
why sales coaching is being implemented. You may feel 
some push back or resistance from your team because of 
the change, but be clear that coaching will not only make 
your team better salespeople, it’ll help increase revenue. 

As you develop your plan, think about how often you 
want to have formal training or classroom time, team 
meetings, one-on-ones, pipeline reviews, or call recording 
listening sessions. Additionally, you may want to roll out 
this plan one team at a time depending on the size of your 
organization. That way, you can refine the plan as you test 
drive it.

The following is an example outline of a coaching plan 
provided by Richard Harris:

• Classroom/training sessions - 45 minutes
• Formal time in a classroom where reps are taught a 

specific subject
• Team meetings - Held once a week for 15 minutes. 

These are quick check-ins with the entire team where 
each rep goes through the following: 
• What did I accomplish yesterday?
• What will I do today?
• What obstacles are impeding my progress?

• One-on-ones - 30 minutes per rep, once per week
• Pipeline review - 30 minutes, every two weeks
• Call review - 2-3 times per week, on your own with call 

recording

01 PLAN

https://www.salesreadinessgroup.com/blog/importance-of-sales-training-reinforcement
https://www.salesreadinessgroup.com/blog/importance-of-sales-training-reinforcement
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You don’t have to start your coaching plan all at once. 
Start with a few reps and see what methods works for 
them, then once you smooth out the general plan you can 
include more members of the team. Remember to use a 
measurable baseline to track the impact of your coaching 
and how it individually affects your reps’ numbers. 
 
Next, implement your meeting schedule for various 
sessions. It’s imperative that you have a regularly 
scheduled meetings from one-on-ones to formal training 
sessions. However, remember that you’ll need to be 
efficient with these as you want to protect your reps’ 
selling time.

To start, set one meeting to launch your strategy and 
explain the overall objectives. Following these meetings, 
set up time to meet with individual reps on a weekly 
basis. Group training sessions could occur at the same 
frequency. Your first month of coaching could look 
something like this:

WEEK 1
Day 1:  Kick-Off & Expectations, 60 minutes
Day 2:  Team Goal Setting, 60 minutes
Day 3 to 5:  One-on-ones, 30 mins each
WEEK 2
Day 1:  Team Meeting, 15 minutes
Day 1:  Training Session 1, 45 minutes
Day 3:  Pipeline Reviews, 30 mins each
Day 3-5:  One-on-ones, 30 mins each
WEEK 3
Day 1:  Team Meeting, 15 minutes
Day 3-5:  One-on-ones, 30 mins each
WEEK 4
Day 1:  Team Meeting, 15 minutes
Day 1:  Training Session 1, 45 minutes
Day 3:  Pipeline Reviews, 30 mins each
Day 3-5:  One-on-ones, 30 mins each

It may seem like all these meetings are a significant time 
commitment, but ideally these sessions will never be over 
an hour each and shouldn’t take more than five hours per 
week. In fact, research shows that three to five hours of 
learning and coaching each week is ideal.

For your first meeting, present your plan of action plainly 
and set your team expectations. Define what you want 
to do with your reps, how you want to do it, and what 
you need from them. It is important that you get their 
commitment to the process. Gather their input and find 
what they want processes, they want to improve, skills 
they want to learn, and what they feel they need from you. 
In this meeting, you can also coordinate schedules and 
decide on the best days to hold training and coaching 
sessions.

Not only is providing this level of clarity essential, it’ll help 
overcome some of the common challenges to coaching 
success. The Brooks Group found that the following three 
challenges are often experienced by reps going through 
the coaching process: applying the learnings on the job, 
feeling supported by managers, and feeling motivated to 
participate.

With the input of your reps, create specific goals that 
you will achieve through sales coaching. Focus on the 
initial purpose of sales coaching: improving selling skills 
to positively impact the bottom line. There are several 
components of this to consider -- are you looking to 
increase sales? Grow your pipeline? Drive more upsells?  It 
seems simple but remember, goals should be S.M.A.R.T.: 
Specific, measurable, achievable, relevant, and time 
limited. Only set goals that you can create a direct path to.

For example, to increase sales consider the following 
process to set your goals. 

INCREASE SALES BY X% 
1. Number of dials to connections 
2. Number of connections to demos
3. Number of demos to leads in deal stage
4. Number of deal stage leads to customers
5. Number of new customers needed to reach sales goal

If it is your goal to increase sales by a certain amount, you 
can reverse engineer your sales process to determine how 
much effort it will take to produce those results. Look at 

02 START SMALL 03 SET EXPECTATIONS

04 CREATE GOALS

https://salesmanagement.org/web/uploads/pdf/11470adf34633a75d945badd75877a01.pdf
https://prodweb.trainingindustry.com/content/uploads/2017/08/the_brooks_group_World_class_coaching_Redesign.pdf
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your current contract values and work backwards. How 
many prospects become a client from the deal state? How 
many demos lead to contract being sent? How many calls 
does it take to get a demo? Build a model for rep quotas 
that directly relates to achieving your goal. 

 While it may be exciting and tempting, do not set lofty 
goals. Keep in mind that you want your reps to hit every 
single goal.

Now that your reps know that they have to do, you have 
to educate and equip them with the knowledge and skills 
they need to succeed. Hold regular training sessions to 
improve your reps’ skills. Training topics can be based on 
either areas of improvement you have identified through 
your team’s overall performance metrics, or specific topics 
your reps have asked for help on. 
 
Research tells us that we forget up to 50% of what we 
are taught in just 24 hours and that ongoing repetition 
dramatically increases retention, so keep training sessions 
short but frequent.

Regularly scheduled one-on-ones will be an important part 
of the overall sales coaching process. From role playing 
to identifying areas of optimization through sales activity 
metrics, this is the time where you can readily customize, 
discuss, and brainstorm sales strategies.

Remember, when it comes to sales coaching one size 
doesn’t fit all. Each of your reps start from a different point 
of reference whether that’s by role, years of experience, 
personality, etc. This means you’ll have to come up with 
individualized plans for each rep.
 
For example, if your a rep is doing a great job of making 
connections on the phone and having conversations with 
prospects, they probably have figured out the right time of 
day to call. They don’t need much coaching here. But if you 
find that they’re not scheduling nearly enough demos, then 
perhaps they need help improving their pitch. Monitoring 

their activity metrics help reveal this to you, but you’ll 
have to listen to your reps’ calls by either sitting within 
earshot, using a listen-in feature to hear both your rep and 
the prospect, or call recordings to help further diagnose 
the issue. It may be that it’s not only their pitch that needs 
improvement, but they also find it challenging to handle 
objections. With this in mind, you’ll be able to tailor your 
feedback to coach on these specific areas. Plus, it’ll be 
something that can be readily applied on the next follow 
up call. When reps start to see how these one-on-ones 
actually help them sell better, you’ll start to find they’re more 
motivated to actively participate in the coaching process.05 TRAIN

06 HOLD ONE-ON-ONE MEETINGS

The way you coach is as important as 

the what when it comes to coaching. 

You’re approach should aim to both 

change behavior as well as establish 

trust and confidence within your team. 

To that end, your coaching should 

not just be a “don’t” statement telling 

someone not to do something - it 

should contain some context for why 

and actual real world examples of a 

better version, show them that desired 

state in action.

Olivia Bodnar
VP SALES

RINGDNA

“

http://www.flashcardlearner.com/articles/hermann-ebbinghaus-a-pioneer-of-memory-research/
http://www.flashcardlearner.com/articles/hermann-ebbinghaus-a-pioneer-of-memory-research/
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Data is an integral part of the sales coaching process. 
To properly coach reps, it’s crucial that you provide 
them with valuable, data-led feedback to help them 
improve. Determine the metrics that are crucial to your 
team’s success and ensure that both you and your reps 
understand its impact on the company’s overall objectives. 

Here are some of the reports you may want to consider: 

Dials-to-Connection Ratio
What it measures: The number of dials required to result in 
a prospect picking up the phone. 

Why it matters: You may have reps on your team that are 
constantly dialing leads, and yet they never actually speak 
with prospects. On the other hand, reps with fewer dials 
may actually be having conversations with prospects. 
Overall, these reps are technically more productive and 
efficient. Factors like time of day, the types of voicemails 
left, or even the consistency of their email/text follow 
ups can all play a role in how many dials actually result in 
prospects picking up the phone.

Revenue from Calls by Source
What it measures: Tells you which marketing efforts are 
driving the most valuable calls

Why it matters: To make the wisest marketing investments 
to generate call volume, it’s vital to accurately track leads 
by source. Doing this also allows you to give your reps 
context into how they should be handling these calls.

Sum of Contact Attempts 
What it measures: The number of contact attempts it 
takes a rep to reach a specific contact.

Why it matters: You’ll want to make sure that reps are 
following up with leads the necessary number of times 
by phone, email, etc. as determined by the SLAs (service 
level agreements) you may have with the Marketing team. 
This ensures that reps aren’t “giving up” too quickly before 
moving on to the next batch of leads.

Data can only tell you so much. In order to truly key into 
how your reps are doing, you’ll need to actively listen to 
your reps’ conversations whether that’s by walking the 
sales floor or listening to their call recordings.

Are reps using the correct tone and projecting confidence? 
Are they actually listening to prospects or are they simply 
waiting to respond so they can follow their script? Do they 
take the time to pause and think before speaking? What 
about their phone etiquette? Do they allow prospects to 
respond without interruptions?

When you combine the quantitative with the qualitative, 
you’ll get a truer sense of how your reps are doing. 

Providing constructive, yet critical feedback is probably 
everyone’s least favorite job, but it has to be done. If 
you want to drive serious improvement, you can’t ignore 
this. Richard Harris recommends using the “coaching 
sandwich” method -- “Place your negative feedback 
between two positive pieces.” Start and finish your 
conversation on positive notes. Make sure to set clear 
next steps and when you’ll check in to see if there’s been 
any improvement. 

It’s possible that there may be some resistance towards 
sales coaching, especially for reps who have no trouble 
hitting (or exceeding) their quotas. They may not see its 
purpose if they’re already “getting the job done.” However, 
part of implementing a successful sales coaching plan is 
developing a culture of coaching and learning across the 
entire team and even organization. 

Beyond base compensation and OTE (on-target earnings), 
creating a well-developed incentive program may help 
motivate reps to actively take part in the sales coaching 
process. Extrinsic incentives can include travel rewards, 
additional paid-time off, or special events, but don’t 
overlook intrinsic motivators like purpose and recognition. 

07 TRACK AND REPORT 08 LISTEN TO CONVERSATIONS

09 COACH THE NEGATIVE

10 INCENTIVIZE
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Give these rewards to those who prove themselves in the 
organization by successfully reaching their individual 
goals that you determined in their one-on-ones. Or perhaps 
you notice a particular rep who’s taken the time to mentor 
their peers for the last quarter -- a reward can go a long 
way in helping to create a coaching culture in the sales 
organization.

As a sales coach, you’ll need to inspire your team. One way 
to do this is to celebrate the wins with your team. Creating 
an incentive plan is great, but don’t underestimate how a 
positive demeanor, attitude, and personality can heavily 
influence your team. As a coach you are there to uplift, 
encourage, and empower your team. This increases 
workplace happiness and leads to better employee 
engagement and retention.
 
While learning from mistakes is undeniably important, 
a good sales coach doesn’t solely focus on what needs 
to be improved. Instead, highlight the wins and reinforce 

the positives. Especially in sales, much can be learned 
from wins, and it’s important to share and learn from the 
successes. 

One of the biggest, yet most easily avoidable sales 
coaching mistakes is a lack of consistency. In some 
cases it’s because some organizations view coaching 
as simply any conversation a manager has with a direct 
report. In actuality, a true coaching plan takes on a more 
systematic approach.12 But by implementing a clear 
plan, setting expectations, scheduling training meetings, 
and holding consistent coaching sessions, you’ll begin to 
create a structure for how coaching should look in your 
organization.

Sales coaching is an ongoing process of constant 
improvement. It can be quite an undertaking, but the 
beauty of coaching is the partnership you begin to develop 
with your individual reps which then translates to how your 
reps may interact with one another. 

11 CELEBRATE!

12 REPEAT

Great sales coaches emerge when 
business leaders create a safe, learning-

focused, and entrepreneurial company 
culture. This is the type of environment 

which attracts and develops sales leaders 
who ask, “What more can we do to help the 
whole team win?” as opposed to attracting 

sales managers who say, “Let’s just do 
what the boss says.”

They don’t simply focus on quota attainment to scale the business and increase ROI;  
they emphasize regular sales coaching to develop the true potential of their team.  

When this type of culture is not ubiquitous, companies can spend thousands (even millions) 
of dollars on external training which ultimately may not generate the expected ROI that 

ongoing coaching can yield.

Bill Borzage
FOUNDING PARTNER 

BRYANT STIBEL“
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With the rapid explosion of artificial intelligence, we are 
witnessing an incredible change in the world that will 
impact nearly every facet of our lives. For sales coaching, 
artificial intelligence and conversation analytics will 
significantly improve the frequency and effectiveness of 
sales coaching to produce optimal sales productivity.

Today, most sales teams have a tech stack that includes 
platforms that will drive a level of sales efficiency within 
their team. Sample metrics of efficiency might be “number 
of sales calls per rep” or “number of demos booked.” 
Coaching around sales efficiency, though, focuses on all 
the activities leading up to the most crucial component 
-- the actual sales conversation. While visibility into sales 
efficiency data is valuable, these metrics don’t help to 
measure the effectiveness of your sales team once they’re 
on the phone with prospects. And true sales productivity 
happens when you combine sales efficiency with sales 
effectiveness.

With A.I.-powered conversation analytics, sales coaching 
is elevated to a new level. Now, key coaching opportunities 

are presented in real-time. That means sales managers no 
longer waste time waiting for a meaningful call to coach 
when shadowing reps with features like listen-in or call 
barging. Instead, all sales calls are recorded, transcribed, 
then analyzed to identify key trends, keywords, and 
sentiments across an entire sales team. The quality of 
reps’ conversations can also be individually scored based 
on factors like talking speed, talk-to-listen ratio, or even 
number of questions asked. All of this results in the ability 
for sales managers to focus their coaching efforts on 
specific components of a sales conversation to help reps 
become more effective. 

We are only in the beginning stages of what’s possible. But 
with conversation analytics and A.I., you’ll be able to track 
and monitor which conversations are propelling leads 
through the sales funnel and, most importantly, why. This 
becomes a vital resource for onboarding new reps, peer-
to-peer mentoring opportunities, and ongoing training and 
coaching to replicate success across the entire team.

THE RISE OF A.I. AND CONVERSATION ANALYTICS TOOLS

With conversational intelligence companies blazing a path in call recording and analysis, it 
takes the data that coaches have at their disposal to a whole new level of insights, allowing 

them to coach in ways never before possible.

As companies continue to grow and hire in 
sales, sales coaching will only continue to 

scale in its importance to efficient revenue 
growth.

“
Max Altschuler

FOUNDER & CEO
SALES HACKER
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www.bryantstibel.com

William is a founding partner at Bryant Stibel, a firm which provides strategic, financial, and 
operational support to entrepreneurs and their companies, with a focus on the convergence 
of technology, media and data, as well as sports and wellness. He previously served as 
the Chief Sales Officer at Dun & Bradstreet for the Emerging Businesses division where 
he oversaw sales, operations, and support across the U.S. and Canada. Prior to Dun & 
Bradstreet, William was the GM/SVP of Marketing and Lead Generation at Web.com. He has 
been a serial entrepreneur in the digital marketing space since 1998. 

Norman Behar
Managing Director
Sales Readiness Group
www.salesreadinessgroup.com

Norman Behar is a proven sales leader with over 25 years of CEO and senior sales 
management experience. He is recognized as a thought leader in the sales training industry, 
and has worked with clients in a wide range of industries including financial services, 
healthcare, technology, manufacturing, and distribution. Norman’s white papers and blog 
posts are frequently featured in leading trade publications. Previously, Norman served as 
President and CEO of Catapult, Inc., a leading provider of personal computer training services, 
where he oversaw operations and managed growth prior to the company’s acquisition by 
IBM. Norman received his B.A. from the Foster School of Business at the University of 
Washington, where he graduated Summa Cum Laude.

Max Altschuler
Founder & CEO
Sales Hacker
www.saleshacker.com

Max Altschuler is the founder and CEO of Sales Hacker, the leading community for the next 
generation of sales professionals.  He’s the author of Hacking Sales and Career Hacking For 
Millennials.

A widely recognized thought leader on sales and technology, Max has been been published 
by the Harvard Business Review, Forbes, Money, and more.  He was named a top sales expert 
by both Salesforce and Inc. He keynotes conferences globally and is an investor and advisor 
for rapid growth startups.

Previously, Max held top positions at Udemy and AttorneyFee. An avid traveler, he has visited 
80 countries.  He lives in New York City, but also spends time in San Francisco.

http://www.bryantstibel.com/
http://www.bryantstibel.com/
https://www.salesreadinessgroup.com/
https://www.saleshacker.com/
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Richard Harris
Founder
The Harris Consulting Group
theharrisconsultinggroup.com
 
Richard brings over 20 years of technology and SaaS experience in sales training, operations 
and sales leadership into his role as a Sales Consultant. He has built, led and consulted 
with a wide range of organizations including start-ups, mid-size companies, and global 
organizations.  Richard is also the current Director of Sales Consulting and Training for 
Sales Hacker and is a regular speaker at the various Sales Hacker events, workshops, and 
SalesStack conference.  Some of the companies that Richard consults for include Mashery 
(acquired by Intel), Spanning (acquired by EMC), Outbound Engine, TopOpps, Village Voice 
Media, Riverdeep (acquired by Houghton Mifflin Harcourt), PC Guardian (acquired by Acco 
Brands), DotNext Inc., Telecom Inc., and Yozio.

Olivia Bodnar
VP Sales
RingDNA
www.ringdna.com

Olivia Bodnar runs sales at RingDNA. She has been selling B2B SaaS technology since 
RuPaul was on billboards for WebEx and is a self-professed start-up addict. Olivia has a 
background leading successful sales teams in selling sales and marketing technology at 
SAVO and Influitive. She is a devotee of empathetic selling and truly helping clients achieve 
their goals. Olivia is also an aspiring essentialist, and all-in on L.A.’s burgeoning Tech scene.
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Powering Intelligent Conversations
A brilliant voice and conversation analytics solution for inside sales teams using Salesforce

RingDNA is an enterprise sales acceleration 

engine and voice communications platform. 

Inside sales teams use RingDNA to 

dramatically increase productivity, engage in 

smarter sales conversations, gain predictive 

sales insight, and coach reps to success 

faster than ever before. The company’s array 

of powerful, transformative, and easy-to-use 

applications are consistently cited as the top 

solution for teams using Salesforce.

To learn more about RingDNA and how it can help you sales team,

you can call us at 844-283-1547, or contact us.

https://www.ringdna.com/contact-us

