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Getting 
your 
head 
right

Analytics 
without a 

cause

• comfort in numbers…

• Analytics= “Certainty”

• our hard work. 

• Over-tax the viewers’ brains.

• Forcing them to do the Deciding.

Should…

• Respond to a challenge or problem.

• The supporting cast, not the star.

• have a cause. something you want your 
viewer to do.
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Why Stories?

• Stories engage.

• They leverage our primal wiring.

• Before writing.

• Before analytics.

• how we learned as Children / in your job.

• make your analytics more powerful.

• motivate action from your audience.

Getting 
your 
head 
right
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You might be 
an introvert 

if…

• Let’s get into 
your headGetting 

your 
head 
right
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You might be 
an introvert 

if…

• We’re often Left-Brainers

• We’re passionate about analytics. 

• don’t use the same part of our brains.

• Don’t have the patience.

• What’s up with this story? 
Get to the Answer! 

Getting 
your 
head 
right
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You might be 
an introvert 

if…

Storytelling 
involves risk

• Storytelling is risky.

• Taking the leap.

• What if they don’t listen?

• Can’t back out.

Getting 
your 
head 
right
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You might be 
an introvert 

if…

Storytelling 
involves risk

It’s not about 
a formula

• Not about a formula.

• Setting, character, action, climax, 
resolution.

Getting 
your 
head 
right
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Creating 
context

Sales Comp 
Analytics 

and the 

stories they 
can tell

My SEVEN 
Favorite
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Creating 
context

What are you 
trying to 
solve?

• Stories to Solve, not entertain.

• What’s your challenge question?
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Creating 
context

What are you 
trying to 
solve?

Who is your 
audience?

• Who needs to be persuaded?

• How?

• Message

• Proof source

• Medium

• Timing
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Creating 
context

What are you 
trying to 
solve?

Who is your 
audience?

What do you 
want them to 

do?
• Make a change?

• Make An investment?

• Build Credibility?
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Creating 
context

• The analytics are your tools.

• Start with your challenge.

• You may have a hypothesis.

• Use them to find your story.

• Then build the storyline.

What do you 
have to 

work with?



Page 17 © 2021 SalesGlobePage 17 © 2021 SalesGlobe

Creating 
context

C-Level 
Goals & 

Sales Roles

Target
Pay

Pay Mix

1

2
Upside 

Potential

3

Framing the Plan

Performance 
Threshold

4

5
Levels & 
Timing

6

Measures & 
Priorities

Lin
kin

g P
ay

 and 

Perfo
rm

ance

Evaluation

12
Operations

11
Governance

10

Operatin
g f

or R
esu

lts

Objectives & 
Quotas

9
Team 

Alignment

8

Mechanics

7

Aligning Team and 

Financials

The sales comp 
diamond is a 
foundation

What do you 
have to 

work with?
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setting

The current 
state

Character
Who’s impacted?

do we care?

Creating 
context

not too rigid… Capture the reader and make the point

Trouble

Highlighted by your analytics

References your challenge 
question

problem
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Creating 
context

Quotas have 
increased faster 
than productivity, 
resulting in 
declining goal 
attainment.

Declining Organization Target Attainment

Increasing Quotas StorY LINE:

1. Business performance trend

problem

Aggressive 
quota 
increases 
and under-
attainment.



Page 20 © 2021 SalesGlobePage 20 © 2021 SalesGlobe

Creating 
context

We had to grow 
21% to grow just 
5%. Churn and weak 
new customer 
selling are holding 
us back.

2a. Rep Growth by RPN

Story LINE:Business Growth by Retention, Penetration, and New Customer Selling 

Revenue 
Retention

86.6%

New 
Customer 

Selling
4.5%

Customer
Penetration

13.7%
Churn
13.4%

Revenue 
Last Year

100%

Revenue 
This Year

104.8%

All Accounts- Combined Revenue

problem

Lack of new 
business 
focus.
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Creating 
context

Our rep focus is on 
retaining, with some 
penetration, and 
little new customer 
growth.

2b. Rep Growth by RPN

Story LINE:

problem

Lack of new 
business 
focus.
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Creating 
context

3. Pay Mix

Pay mix is 
driven by 
strategy 
and roles…

90%

TTC 
(Target Total 
Compensation)

70%
50%

Account 
Acquisition

Account 
Management

Service 
Delivery

30%
50%

10%
problem

That dog 
don’t hunt.
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Creating 
context

3. Pay Mix

Pay mix doesn’t 
align with our 
Doberman roles and 
high earners get 
there with base 
salary.

Story LINE:
Pay Mix

Percentile of Total Compensation

To
ta

l C
om

pe
ns

at
io

n

problem

That dog 
don’t hunt.
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Upside and Downside AnalysisCreating 
context

4. Upside/Downside

We are overpaying 
low performers and 
upside for 90th 
percentile 
performers is only 
130% of target 
incentive.

Story LINE:

problem

Can’t attract 
top talent.
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Creating 
context

5. Pay vs. Performance

Goal attainment is 
the C-level 
priority…

But our plan pays 
for revenue, 
whether it’s 
managing the base 
or winning new.

Story LINE:

problem

The C-level’s 
priority isn’t 
the reps’ 
priority.



Page 26 © 2021 SalesGlobePage 26 © 2021 SalesGlobe

Creating 
context

6. Quota Attainment

31% of the team is 
at goal. 

But about a quarter 
are between 90% 
an 99% of quota. 
Hmmm…

Story LINE:

problem

History has 
caught up 
with us.
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Creating 
context

7A. Y-o-Y Performance- To Goal

Year-over-year 
quota attainment is 
sporadic…

Story LINE:Year Over Year Quota Consistency

Year 1 Quota Attainment Percent

Ye
ar

 2
 Q

uo
ta

 A
tt

ai
nm

en
t P

er
ce

ntproblem

History has 
caught up 
with us.
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Creating 
context

But bookings 
performance is 
consistent, 
suggesting a 
historical quota 
process or a 
productivity issue.

Story LINE:

7 B. Y-o-Y Performance- Units

Year 1 Bookings

Ye
ar

 2
 B

oo
ki

ng
s

Year Over Year Performance Consistency

problem

History has 
caught up 
with us.
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Creating 
context

• With Your WIP Analytics, directed by 
your challenge…

• Find the stories in your analytics

• Filter out the rest and simplify

• Painful to put the extras aside

• Craft into a story line but not too rigid

• Capture the reader and make the point

Find your 
story
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!!!Creating 
context

setting

The current 
state

Character
Who’s impacted?

do we care?

problem
Trouble

Highlighted by your analytics

References your challenge 
question

!!!
The build of the problem

Taking it to the climax

Climax
The eventual impact of the 
problem

Current or future

Rising Action

Resolution

The Solution Vision

Your Recommendation

Or, An open question to 
resolve

not too rigid… Capture the reader and make the point
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The future of sales 
will go to the data-

driven, creative 
problem-solvers…

What’s your back-
to-work plan for 

customer innovation 
and Employee 

Retention?

60% of 
employees are 

working 
remotely

And 76% say 
they want to 

continue working 
remotely, at 

least part time

But companies 
anticipate only 

34% will continue 
working 
remotely

SalesGlobe and WorldatWork surveyed 380 
employers and 1,400 employees about their 
back-to-work plans and we found an 
interesting story…

32% of employees 
won’t return to 

work or will look 
for a new job if 
their employer 
doesn’t allow 
remote work

77% of employers 
will make remote 

work policies more 
flexible

X

A Large portion of 
employers are 
accelerating 
investment in:

Virtual conferencing:95%
Network security:70%

But only a small portion in:
project management 22%

internal communication 36%

While large populations of 
idea-generating employees 
try to collaborate and 

create at a distance

Expectations…

Retention Risk…

Investment in remote…

Future innovation deficit?

!!!!!!

!!!

setting

Character

problem

!!!Climax

Rising Action

Resolution

Potential Turnover

Collaboration deficit

Innovation deficit

Back-to-work plan

Employee value 
proposition

Collaboration solutions

Being intentional and 
action-oriented
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Getting 
your 
head 
right

Analytics 
without a 

cause

Why Stories?

You might be 
an introvert 

if..

Storytelling 
involves risk

It’s not about 
a formula

Sales Comp 
Analytics 

and the 

stories they 
can tell

My SEVEN 
Favorite

Creating 
context

What are you 
trying to 
solve?

Who is your 
audience?

What do you 
want them to 

do?
What do you 

have to 
work with?

Find your 
story

Recap

• Get your head right 
with your purpose and 
comfort level

• Start with a clear 
challenge

• Know what you want 
your audience to do

• Use your analytics as 
the supporting cast to 
your story

• Find your story lines 
and put the rest aside

• Practice any chance 
you get
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why?

rethink

We are rethinking sales.
SalesGlobe is a data-driven, creative problem-solving firm for 
sales that solves the most challenging problems. We work with 
you to design and implement solutions that give you the results 
and ROI you need.

We started SalesGlobe to go beyond the benchmarking and common practices 
that many firms dispense to their clients as the answer.

We are committed to bringing new problem-solving approaches to sales 
effectiveness that make a difference and deliver results for our clients. 

So, we approach each client assignment as a special creative problem-solving 
opportunity. We leverage left brain and right brain creative approaches to 
develop a solution that will give our client a differentiated advantage and a real 
return on their investment.

We’ve spent a long time in business. 
And during that time, we’ve seen too 
many companies replicating 
competitive practices and repeating 
old approaches rather solving 
problems in a way that would produce 
innovative solutions. We asked,

Why do companies repeat the same 
old solutions?

Why do they use benchmarks and 
current practices as the answer and 
leave themselves vulnerable to 
competition?

How can we solve the right sales 
problem(s) analytically and creatively 
to give our clients a differentiated 
advantage in the market?

• Sales Strategy and Go-to-Market

• Account Segmentation and Targeting

• Voice of the Customer Insight

• Sales Process Optimization

• Sales Organization Design

• Channel Programs

• Sales Capacity and Goal Design

• Talent Assessment and Planning

• Strategic Account Programs

• Sales Compensation

• Quota Setting

• Technology Readiness

Our Story: Data-Driven, Creative Problem-Solving for Sales
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Here are a few links to some SalesGlobe content. For more, please visit 
SalesGlobe.com.

SalesGlobe Rethink Sales Round Table

SalesGlobe Rethink Sales Podcast

Strategic Sales Compensation Report Card

How to Grow Your Accounts in the New Economy- Salesman Podcast

The Four Phases of COVID-19 Recovery for Sales

How to Hit 300% Quota- Salesman Podcast

Accelerating into 2021: Quotas, Compensation, and Enablement- Evolvers Podcast

How to Build a Better Sales Compensation Plan

On Amazon.com On Amazon.com On Amazon.com On Amazon.com

Sales Compensation and Sales Effectiveness Content

https://www.salesglobe.com/rethinksalesroundtable/
https://open.spotify.com/show/0Gj2FC0oSTAj3BKntqJTh8?si=LJc4CR6MRi-3v7f30bgdgg&nd=1
https://www.salesglobe.com/books/what-your-ceo-needs-to-know-about-sales-compensation/
https://www.youtube.com/watch?v=i6sWjLnWxQ8
https://apips3f2792o8mzkp91we894-wpengine.netdna-ssl.com/wp-content/uploads/2020/05/The-Four-Phases-of-COVID-19_SalesGlobe_2020.pdf
https://www.youtube.com/watch?v=uhkugBR8kPY
https://open.spotify.com/episode/2jxPweIwPisF8a7OEeJtmW
https://www.mycustomer.com/selling/sales-performance/how-to-build-a-better-sales-compensation-plan
https://www.amazon.com/What-Needs-About-Sales-Compensation/dp/0814437559/ref=sr_1_1?crid=2EQK4434ICCDP&dchild=1&keywords=what+your+ceo+needs+to+know+about+sales+compensation&qid=1603816298&sprefix=what+your+ceo+%2Caps%2C165&sr=8-1
https://www.amazon.com/Quotas-Design-Thinking-Biggest-Challenge/dp/1950496236/ref=sr_1_1?crid=9OMSKJLQU1OQ&dchild=1&keywords=quotas&qid=1603816371&sprefix=quotas%2Caps%2C172&sr=8-1
https://www.amazon.com/Innovative-Sale-Creativity-Solutions-Extraordinary-ebook/dp/B00FBYT7B8/ref=sr_1_1?dchild=1&keywords=The+innovative+sale&qid=1603816457&sr=8-1
https://www.amazon.com/Essential-Account-Planning-Helping-Revenue-ebook/dp/B071Z352D1/ref=pd_sim_351_4/133-6968992-7633501?_encoding=UTF8&pd_rd_i=B071Z352D1&pd_rd_r=96dce550-08f6-4383-89cb-fcc8d00fcc90&pd_rd_w=CJM9B&pd_rd_wg=eAEFl&pf_rd_p=d338b989-51db-4d99-9bd8-988f67d205eb&pf_rd_r=7KNZ9DZ17M9QKVNPVFRB&psc=1&refRID=7KNZ9DZ17M9QKVNPVFRB

