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A fixed amount paid 
on regular intervals 

across a term

Subscription
Model

Revenue streams at 
regular intervals 

with fluctuations in 
amounts paid 

Subscription
Plus-Consumption 

Model
Products and 

services that are 
paid for only when 

used. 

Usage Based
Model

• Cable TV 

• Add-ons to the basic 

package offer

• Utilities

• Downloads

• Pay per usage only  

• Magazines

• Software – Microsoft 365 

Everything as a Service
Business Models 
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Everything as a Service
Attributes 

Subscription-Based Services 
In lieu of ”project based” sale

Packaged Offerings 
Software – Hardware - Managed 

Services

Same Offering
Across all customers

One-Time Charges
May include hardware purchase 

option, installation or set-up 

Customizable
May be slightly to highly 

customizable

No Equity
Very little to no equity 

Exception may include hardware 
purchases
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• Business Valuation

• Scalability 

• High Margin

• Customer Retention

Why?
Why the Provider 
Likes It

Why the Buyer 
Likes It
• Lower Up-Front Cost

• Ease of Access - OpEx

• Most Up-to-Date 
Products and Services

• Flexibility

Does the Rep 
Understand?



Page 6 © 2021 SalesGlobePage 6 © 2022 SalesGlobe

The Revenue RoadmapSM

Insight
Voice of the 

Customer
Macro
Market 

Environment
Competitor 

Performance
Business 

Performance

Enablement

Sales Strategy
Products 

& Services
Segmentation 

& Targeting
Value 

Proposition
Approach to 

Market

Customer Coverage
Sales 

Channels
Sales Roles 
& Structure

Sales 
Process

Sales 
Deployment

Incentive 
Compensation

& Quotas
Recruiting 

& Retention
Talent 

& Development
Tools 

& Technology

Product Packaging

Identifying the right 
product market fit

Presenting the value to 
the customer – “why”

Go-to-Market

Rules of Engagement and 
Roles

Current skill set is not a fit

How to pay our people
How long to pay and 

payment triggers

Metrics

Challenges: Setting Strategic Context 
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Sales Compensation Diamond
Setting Context

2. Calculating upside eligibility due    
to nature of the sale

3. What to measure threshold 
against (bookings, revenue)7. How to set quota, what metric 

to use, and the eligibility cut-off.
One quota or two?

4. Measures can be misaligned 
with the role and too many 
measures crop up in the plan 

5. Payment timing can be 
misaligned with the sale

6. Concerns with claw backs, 
overpayments and underpayments 
create complexity with the plan

1. Who gets paid for the sale? 
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XaaS - Context
Deals Are Paid When They Booked or When Revenue is Recognized

Bookings
The
Complexity 
Begins

Revenue

How Deals Are Paid Contracts

TCV

ACV

MRR

Product Volume

Product Units

New Business 

Renewals 

One-time sale 

When do we pay?

What part of the sale is paid for 
across each role in the sales process?

Who is accountable for each part of 
the sale through delivery?

Who owns net new, penetration and 
renewals?

What roles are needed to support 
cross sell?

What are the hand-offs across roles?

????
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What plan measures do you use at your organization 
for the following sales roles, and why? 

SalesGlobe and WorldatWork Survey: 
2022 Sales Compensation Programs and Practices

Sales Compensation
Plan Measures
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Sales Compensation

How do you recognize the sale?

How do you reconcile recognition to payment?

• Bookings: TCV, ACV

• Revenue: Invoiced, Received, MRR

• Churn- Cancellations
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Sales Compensation Advice

What is the biggest mistake you’ve made or seen when designing 
an incentive plan for XaaS?
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Sales Compensation Advice

What is the biggest mistake you’ve made or seen when designing 
an incentive plan for XaaS?
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Sales Compensation Advice

What’s the best advice you’d give to our audience today?
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5 Big Take-Aways
EVERYTHING
AS A SERVICE 1. Get internal alignment and be very clear on nomenclature and 

definitions. External hires and even internally – there is 
unexpected confusion and assumptions. 

2. Know what you expect each person to do in their role and pay 
for that. Nothing more, and nothing less. Role clarity is 
everything.

3. Don’t underestimate change management and get Finance on 
board as quickly as you can. 

4. Just because you built it and you are paying people to sell it 
doesn’t mean salespeople know how to sell it…Or that “they will 
come”. 

5. Align the plan to your most important priorities and if you can’t 
measure it with confidence…don’t build it into the plan 
until you can. 

Subscription 
Plus-

Consumption

Subscription
Model

Usage
Based
Model
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rethink
Our Story: Data-Driven Problem-Solving for Sales

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

Rethink Sales Podcast- M&A 
(Spotify, Apple)

Get the books for great practices 
(Amazon)

Talk with us for advice and action 
(SalesGlobe.com/contact-us)

https://open.spotify.com/show/0Gj2FC0oSTAj3BKntqJTh8?si=LJc4CR6MRi-3v7f30bgdgg&nd=1
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Michelle Seger

mseger@salesglobe.com

770 558 4650 
395 South Atlanta Street
Suite 130
Roswell, GA 30075

SalesGlobe.com

THANK YOU. 

mailto:molly.meisenzahl@worldatwork.org

	Everything as a Service…�How Should We Compensate Our People?
	Meet the Panelists! 
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Our Story: Data-Driven Problem-Solving for Sales
	Slide Number 16

