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The State of Sales Development 2022

Nearly three years into a remote-first world, teams have a stronger understanding of digital sales
development and have relaxed barriers to entry into the field, paving the way for highly effective talent who
had been previously overlooked. This has made sales development efforts more effective overall.

However, large percentages of teams are still missing revenue targets and quota. With the rapid changes in
the macroeconomic and geopolitical environment we've seen this year, revisiting forecasts more often can
help give a more accurate picture of your business and better align growth targets with the market.

That's the key to success in this climate — alignment. Structuring teams around shared goals and metrics
helps reduce friction, drive efficiency, and grow revenue. This includes alignment with your customers. The
most effective channels for outreach are the ones your customers use. What works for some might not work
for you. Multi-threading and connecting with prospects on the channels they use most is what's important.

On the whole, sales development is poised to be even more effective in 2023 so long as sales leaders continue
to drive alignment, truly understand their customer needs in an uncertain economy, and remain adaptable.
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About This Report

The State of Sales Development Survey was commissioned by Pavilion and conducted by
Benchmark Research Partners with support from Operatix between October 13 and October
24,2022, to understand the structure, strategy, performance and plans of sales development
teams today.

230 leaders representing a cross-section of companies based in the North America, Europe,
and Asia participated in the study.
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#1: Sales Development Has Become More
Effective Over The Past Year

Quota attainment is up 30% compared to our survey last year and 75% reported sales
development was more effective this year. Seed, Series C, and Public companies reported the
highest levels of effectiveness.

Those respondents were:

More likely to expect SDRs to qualify opportunities
More likely to use texting and mail

More likely to have a fully distributed (remote) team
Less likely to require SDRs to have a college degree
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https://5242563.fs1.hubspotusercontent-na1.net/hubfs/5242563/State%20of%20Sales%20Development%202021%20(1)%20(1).pdf

#2: But Teams Are Still Struggling to Hit Quota

73% still reported they were under 100% quota attainment YTD 2022 with respondents at Series
C companies reporting the lowest quota attainment (27% are at <60% attainment).

This data aligns with findings from monthly Pavilion Pulse Surveys, where:
e 63% of respondents reporting their companies missed September 2022 revenue targets

e Just 27% feel somewhat to very likely they'll hit original revenue targets
e 34% don't feel confident in hitting revised targets (adjusted 10-19% below original goals)
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https://5242563.fs1.hubspotusercontent-na1.net/hubfs/5242563/October%202022%20-%20Pavilion%20Pulse%20Benchmarking%20Survey%20-%20Non-Members%20(1).pdf

“As the recession becomes a reality, it will be
imperative that companies become obsessed at
knowing, identifying, and targeting their ICP (Ideal
Customer Profiles) to maximize the impact and

success of their SDR program.”
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#3: Team Structure Impacts Performance

In this economic climate, alignment is more important than ever. Structuring teams around shared
goals and metrics helps reduce friction, drive efficiency, and grow revenue.

Fully remote teams were:
e More likely to ramp SDRs to full productivity in 3 months or less

Those with 80%+ total outbound SDR quota attainment were more likely to:
e Have SDRs focused on both inbound and outbound sales development
e Split target accounts by geography

Those with SDRs focused exclusively on outbound sales development were less likely to:
e Have attained 90%+ total outbound SDR quota attainment
e Say sales development has become more effective over the past year
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#4: Video and Social Are Exciting, But Tried and
True Methods Still Work

The debate on the most effective channel rages on, but the takeaway is to double down on
the channels that work for your business and your customers.

e 75% say phone calls and email are the most effective channels for getting responses
e 50% are most excited about social and video
e Those who use video in prospecting are:

o More likely to be selling to technology companies (77% vs 69%) and

B2C/Ecommerce (39% vs 29%)

o 29% more likely to incentivize Sales/AE-qualified opportunities sourced

[]PERA AAAAA B=NCHMARK A Pavilion

RESEARCH PARTNERS



“For sales development to become increasingly
efficient, it needs to be better aligned with
marketing and product growth strategies... it must
be a centrally coordinated function that works as a
well choreographed channel alongside product

and marketing.”
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Raw data available exclusively to
Pavilion Executive Members
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Few teams operate full time in office

100%

Distributed 49.5%
Hybrid 46.7%
Office 3.8%
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SDRs tend to target larger companies

Q: What size companies do your SDRs target?

Startups / Small companies 41.7%

Mid-Market companies 76.8%

Enterprise companies 78.6%
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Most outbound SDR teams report into Sales

Q: Which organization does your outbound SDR team report into?

Sales 84.5%

Marketing

Other

T T T T T T T T T T
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Most inbound SDR teams report into Sales, too

Q: Which organization does your inbound SDR team report into?

Sales 71.3%

Marketing

Other
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Most believe SDR teams should report to Sales

Q: In your opinion, which organization should SDR teams report into?

Sales 78.6%

Marketing

Other
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Most SDRs support more than one salesperson

Q: What is your SDR to AE ratio?

1SDR:1 AE

1SDR:2 AEs

1SDR:3-4 AEs

1SDR:5-7 AEs

1 SDR:8+ AEs

Other

sssssssssssssssss
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Most SDR managers support more than 4 SDRs

Q: What is your SDR to Manager ratio?

1-3 SDRs:1 Manager
4-6 SDRs:1 Manager

38.6%

7-9 SDRs:1 Manager

10+ SDRs:1 Manager 12.1%
Other 5.4%
T T T T T T T T T
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Acquisition & payback
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Most sales leaders don’t know their target CPM

Q: What is your target average cost per meeting?

<$500 23.6%

$500-$599

$600-$699
$700-$799 5.7%
$800-$899 | 0.7%
$900-$999 [ 0.7%

$1,000+ . 3.6%

Unknown 48.6%
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Most sales leaders don’t know their actual CPM

Q: What is your actual average cost per meeting?

<$500 14.4%
$500-$599 10.1%
$600-5699
$700-$799
$800-5899
$900-$999
$1,000+

Unknown 54.0%
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Most sales leaders don’t know their target LTV/CAC

Q: What is your target LTV/CAC on Outbound SDRs?

14.6%
4/1+ 11.0%
Notsure 65.0%
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Most sales leaders don’t know their actual LTV/CAC

Q: What is your actual LTV/CAC on Outbound SDRs?

1/1

2/1

3/1 16.3%
4/1+ 5.2%
Notsure 68.9%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Sales leaders also don’t know CAC payback periods for SDR efforts

Q: What is your CAC Payback Period on Outbound SDRs (in months)?

1-6

20.9%

13-18
19+ 2.2%
Unknown 50.4%
T T T T T T T T T
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About a third of sales leaders have tried outsourcing SDRs

Q: Have you ever utilized an outsourced SDR/BDR company?
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Sales leaders split accounts based on geography or named accounts

Q: How are your accounts split/managed?

Geography

Named account list

Account size (e.g. revenue or employee count)

Vertical orindustry

Other

36.9%

30.8%

13.1%

13.1%

0.0%

Other (please specify) . 6.2%

sssssssssssssss
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Less than a quarter of leads come from marketing

Q: What percent of leads come from marketing?

0%/ None

1-24% 45.4%
25-49%
50-74% 21.5%
75-100% 1.5%
N/A - not sure . 2.3%
T T T T T T T T T T
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Most SDR teams are self-sourcing leads

Q: What percent of leads are self-sourced by your SDR team?

0% / None 7.8%
1-24% 27.1%
25-49% 24.8%
50-74% 19.4%
75-100% 18.6%
N/A - not sure _. 2.3%
O:%) l(;% ZO:% 30i% 4OI% 5(;% 60% 7(;% 8(;% 9(:')% 106%
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There is an untapped opportunity to source leads

from existing customers
Q: What percent of leads come from your database or existing customers?

0%/ None
43.4%

1-24%

25-49%

50-74% 10.9%

75-100% 5.4%

N/A - not sure - 6.2%
T T
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Most SDRs are qualifying their own leads

Q: Do you expect SDRs to qualify opportunities?

Yes 66.9%

No

Notsure 0.0%

T T T T T T T T
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Defining your ICP is crucial for SDR efforts

Q: How does your SDR team qualify opportunities? (Select all that apply)

BANT 42.9%
Correct persona 38.1%
CorrectICP 54.8%
Meeting accepted 33.3%

Other (please specify) - 17.9%
T T T
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Social is surpassing traditional channels

Q: Which outreach strategies do your SDRs use?

Social

Phone call

Video

Texting/SMS

Gifting

Mail

Other (please specify)

sssssssssssssss

1 T T
0% 10% 20%

43.1%

33.1%

29.2%

89.2%
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SDRs support the entire AE team

Q: How do you distribute leads from your SDRs to AEs?

Round robin to the entire AE team 39.5%

SDRs are paired directly with 1 AE 34.1%

SDRs are placed in a pod of 2-3 AEs and distribute among pod

Other 9.3%
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Sales leaders need to be involved in budgeting
to optimize tech spend on SDR efforts

Q: What is your annual SDR tech spend/budget per rep?

<$1,000
$1,000-$1,999
$2,000-52,999
$3,000-$3,999
$4,000-54,999
$5,000+

Unknown

T T T T T 1
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LinkedIn reigns supreme for SDR tech

Q: What's in your SDR tech stack? (select all that apply)

LinkedIn Sales Navigator
ZoomlInfo
Gong
Outreach
Vidyard
Salesloft
Chili Piper
Apollo
Highspot
Drift
Clearbit
Chorus
Qualified
UserGems

Dialpad

OPERATIY ™

13.4%

o

12.6%

= 9‘5%
9.5%

7.1%

5.5%
3.9%

41.7%
38.6%

33.1%

18.1%

85.0%
61.4%
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Sales leaders value sales engagement tools

Q: What's the most important technology in your SDR tech stack? (choose one)
Sales engagement (Outreach, Salesloft, etc) 62.9%

Data (Zoominfo, etc)

Conversation intelligence (Gong, etc)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Successful SDRs open doors for the sales team

Q: How do you measure the success of your SDR team? (Select all that apply)

Opportunities created

Meetings completed

Meetings booked

Pipeline generated

Sales/AE-qualified opportunities sourced

sssssssssssssssss

48.0%

42.4%

40.8%

39.2%

36.0%

0%

T T T T T T T T T
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But, it’s not enough for SDRs to just book meetings,
the sales team needs to complete the call

Q: Which metrics do you incentivize for your SDR team? (Select all that apply)

Meetings completed 40.0%
Sales/AE-qualified opportunities sourced 34.4%

Opportunities created

Meetings booked

Pipeline generated 23.2%

T T T T T T T 1
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73% of SDR teams were under quota

Q: As your company measures it, what was your total outbound SDR quota attainment between

January-September 20227

<60%
60% - 70%
70% - 80%
80% - 90%

90% - 100%

100%

110%

120%

130%

sssssssssssssssss

-110%

-120%

-130%

- 140%

22.6%
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Phone calls most successful in getting responses

Q: What outbound channel is currently the most successful in getting responses for your SDR team?

Email 35.8%
Social 14.2%
Texting/SMS 2.5%
Video 1.7%
Gifting 0.8%
Mail | 0.0%
1 T T 1 1 T ]
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..but phone calls are also close to the top of
ineffective channels for getting responses

Q: What outbound channel is currently the least successful in getting responses for your SDR team?

Social 25.2%
Email 16.0%

Video 7.6%
Mail 6.7%

Texting/SMS . 5.9%

Gifting 1 5.0%

0% 10% 20% 30%
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SDR teams are optimistic on the future of social

Q: What channel are you currently most excited about?

Social

Phone call

Video

Email

Texting/SMS

Gifting

Mail

sssssssssssssssss

28.8%
23.7%
7.6%
“ 4.2%
0.9%
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Many have found sales development
effectiveness has increased over the past year

Overall, how would you describe the effectiveness of outbound sales
development over the past year?

It's become
more effect
Effectiveness
hasn’t changed
It's become
less effective
N/A - unknown 9.2%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Compensation
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Most SDRs have a base salary between $50-70K

Q: What is your average base salary for an SDR?

N/A - unknown

<$40,000 14.4%

$40,000-$49,999 18.6%
$50,000-$59,999 28.0%
$60,000-569,999 22.9%
$70,000-$79,999 - 9.3%
$80,000+ | 0.0%
T T T T T T T T T 1
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44% of SDRs make between $70-89K OTE

Q: What is the total on-target earnings (OTE) for a fully ramped SDR?

sssssssssssssssss

N/A - unknown

<$60,000

$60,000-569,999

$70,000-579,999

$80,000-$89,999

$90,000-599,999

$100,000+

6.8%
15.3%
11.9%
20.3%
23.7%
14.4%
7.6%
1 T T T T T T T T T 1
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70/30 base to commission ratio is most common

Q: For on-target earnings, what is the expected base/commission breakdown for your SDRs?

sssssssssssssssss

N/A - unknown

100% base / 0% commission

90% base / 10% commission

80% base / 20% commission

70% base / 30% commission

60% base / 40% commission

50% base / 50% commission

12.7%

37.3%

0%

10%

20%

T T T
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The majority of SDRs are compensated based

on monthly goals

Q: Is compensation based on Monthly, Quarterly, or Annual attainment?

Monthly 60.2%
Quarterly

Annual

Notsure

T T T T T T T T T T
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Hiring, Onboarding & Career Paths
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Respondents requiring a college degree for SDR
roles has decreased 47% since 2020

Q: Do you require your SDRs to have a college degree?

22.8%

77.2%

T T 1
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SDR roles are a common entry point to sales

Q: What is the average sales experience of a new-hire SDR? (in months)

None

1-6 49.1%

7-12
13-23 7.0%
24 ormore 5.3%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Most expect SDRs to have a short tenure

Q: How long are you expecting SDRs to stay in their role? (in months)

N/A _ 2.6%
No expectation . 3.5%

Less than 6 months 0.9%
6-12 17.5%
13-24 70.2%
More than 24 months . 5.3%
T T T T T T T T T T 1
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Most SDRs move on to other roles in <2 years

Q: How long do your SDRs typically stay in their role? (in months)

N/A - 8.8%

Less than 6 months J' 0.9%

6-12 28.1%
13-24 57.0%
More than 24 months . 5.3%
|
T T T T T T T T
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Three-month ramp time is most common

Q: On average, how long does it take to ramp your SDRs to full productivity?

N/A

1 month (or less)

2 months 15.0%
3 months 39.8%
4 months 16.8%
5 months 2.7%
6 months (or more) 14.2%
L T T T T T T T T T
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The majority of SDRs go on to AE roles

Q: What is the most common next step in the career path when promoting SDRs?

Account Executive

SDRTeam Lead or Manager

N/A

Account Manager

Other (please specify)

Marketing

Customer Success

sssssssssssssssss

3.5%

l 3.5%

0.9%

0.9%

74.6%
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After promotion, former managers do not have
as much visibility into performance

Q: How many promoted SDRs have over 100% quota attainment in their next role?

N/A - not sure

0-24%

25-49%

50-74%

75-100%

sssssssssssssssss

41.2%

20.2%

17.5%

0%
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After promotion, former managers do not have
as much visibility into performance

Q: For SDRs who have been promoted into AE roles specifically, what percent are hitting quota?

N/A or Unsure 41.6%

<40%

40-49%
50-59%
60-69%
70-79%
80-89%
90-100%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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About the Participants
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Where are you based?

Participants: 231

us
Europe
Canada
UK
Asia

Other

OPERATIY ™

_ 60.90/0
- 15.70/0

9.1%

7.0%

6.1%

I 1.3%
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What is your company’s funding stage?

0

OPERATIY ™

Bootstrapped - 121%

Pre-Seed I 2.7%

Seed . 7.7%

Series A 15.9%
Series B 20.3%
Series C - 11.5%

Series D - 10.4%

Series E 6.0%

Public Company - 13.2%

0% 10% 20% 30%
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What is your company’s ARR range?
|

0

OPERATIY ™

None /
pre-revenue

0.5%

<$5 million 20.1%
$5 - $9 million 11.4%
$10 - $25 18.5%
million
$25-1$50 14.1%
million

$50 100 13.6%
million
million

$250 - $500

Fat 4.9%
million

$1 billion

$1 billion or l 4.9%
more

0% 10% 20% 30% 40%

$500 million - I 1.6%
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Whatisy

OPERATIY ™

our company’s primary sales focus?

Technology:
Software

Financial
services

Healthcare

B2C &
Ecommerce

Manufacturing
and...

Cybersecurity

Education

HR tech and
human capita...

Technology:
Hardware

Energy &
Utilities

Other (please
specify)

Other (please
specify)

68.5%

33.2%

30.4%

28.8%

25.0%

23.9%

22.3%

22.3%

21.7%

19.6%

10.9%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
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What is your primary function?

Sales

Marketing

Revenue
Operations

Other

Customer
Success

CEO

AAAAAAAAAAAAAAA

5.2%

I 3.9%

3.5%

3.0%

I 3.0%
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Additional Resources

A Pavilion



Additional Resources

Pavilion Pulse Survey October 2022 (further data available to Pavilion members)

State of Sales Development 2021

State of Sales Development 2020
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https://5242563.fs1.hubspotusercontent-na1.net/hubfs/5242563/October%202022%20-%20Pavilion%20Pulse%20Benchmarking%20Survey%20-%20Non-Members%20(1).pdf
https://5242563.fs1.hubspotusercontent-na1.net/hubfs/5242563/State%20of%20Sales%20Development%202021%20(1)%20(1).pdf
https://5242563.fs1.hubspotusercontent-na1.net/hubfs/5242563/Revenue%20Collective%20The%20State%20of%20Sales%20Development%202020%20(2).pdf

State of Sales Development and Pulse Survey
raw data available exclusively to
Pavilion Executive Members

Q =, o
Join the Pavilion Learn more about Learn more about
community Pavilion for Teams CEO Pavilion

Get started

Learn more

A Pavilion


https://www.joinpavilion.com/apply-now
https://www.joinpavilion.com/for-teams
https://www.joinpavilion.com/premium

About the Authors
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About the authors

Pavilion is the essential community-powered learning platform for high-growth CEOs, GTM

leaders, and their teams. Learn more at https://www.joinpavilion.com

Operatix provides outsourced SDR teams fueling the B2B software industry. Learn more at

https://www.operatix.net

Benchmark Research Partners conducts studies to help industry participants understand
market changes and opportunities through peer benchmarking data. Learn more at

https://benchmark.partners
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https://www.joinpavilion.com
https://www.operatix.net
https://benchmark.partners

