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We asked survey respondents what part of the 
early sales cycle takes the biggest personal toll on 
them. 

The biggest personal tolls reported are getting 
treated unkindly by disinterested prospects (30%), 
feeling unprofessional when reaching out to non-
relevant prospects (28%), and getting frustrated 
by the time wasted on admin work such as 
prospecting (27%) when they could be selling. 

When deep diving to compare these answers by 
company size, we see that at smaller companies 
(< 200 people), 38% of SDRs feel unprofessional 
when reaching out to wrongly targeted prospects. 
This number drops to 30% in companies of 500+ 
people. 





To what extent do sales teams rely on the sales 
intelligence technologies provided by their 
companies? 

95% of survey respondents have access to these 
kinds of tools, with 76% reporting that they rely on 
them to some extent, either alone or supplemented 
with other tools. 

There is a significant correlation between company 
size and usage of tools. The bigger the corporation, 
the more SDRs report relying on the tools provided 
by their company (45% vs. 25%). 







According to respondents, the biggest effects of 
wrongly targeted outreach are believed to be an 
ongoing loss of sales (52%) and damage to the 
company’s reputation (49%). 38% of respondents 
also call out that poor outreach may result in 
negative reviews and low ratings on social media, 
which may also amount to reputational damage. 
These issues are all connected, and it’s important to 
remember that any damage to a company’s 
reputation causes a negative impact on sales too.  

A direct correlation can be seen between company 
size and the perceived negative effects of wrongly 
targeted outreach. The bigger the company, the 
more this is believed to cause reputational harm 
(49% vs. 30%).  

Bad reviews also substantially contribute to 
reputational harm, and the same curve can be seen 
when comparing negative reviews between 
companies of different sizes (30% in small 
companies vs. 49% in larger companies).







According to respondents, the top sales intelligence 
tools their companies are planning to purchase are 
ZoomInfo (41%), HubSpot Sales Hub (41%), and 
Lusha (36%).
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