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2021 State of Conversational Sales

Key Findings

’ A lack of automation and self-
%,  service offerings hinders

. productive selling and digital
buyer enablement

59% of sellers very frequently spend their
time having to follow-up just to attempt to
schedule sales meetings with net new buyers.

43% of sellers say they're frustrated most by a
lack of automation or Al to replace manual,
repetitive processes.

37% of sellers report that their buyers are
frustrated by having to fill out repetitive online
forms to get the resources and content they
need.

Sales teams are busy but not

necessarily productive as they é;l Poor data and processes hurt
w attempt to sell to unqualified both buyers and sellers

buyers
70% of sellers report they very * 48% of sellers - and 71% of self-identified
frequently spend their time prospecting unproductive sellers - say their biggest frustration
and qualifying net new buyers. with their current sales process is having limited or
) . siloed data about their buyers to inform their sales
7 6% of sellers often spend their time strategies.

meeting with - specifically - unqualified
net new buyers. e A2% of sellers report their buyers are frustrated
most when they have to repeat the same

o, .
10% of sellers don't frequently meet information to multiple team members.

with qualified net new buyers at all.
*  41% of sellers report their buyers are frustrated

most when asked to schedule a meeting before
they're ready to have one.

Conversational Sales Solutions Play a Critical Role in Digital Transformation
and Enable That Transformation in B2B Sales

e 53% of sellers saw improvements in overall revenue

growth.

* 49% saw improvements in their overall customer lifetime

value.

* 45% were able to learn more about their buyers in less
time.

* 42% were able to accelerate revenue generation

* 38% could book more qualified meetings.
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