
XYZ Company
Sales Team Audit ‐ 2008
Awareness of Analyst Landscape

Assesses the degree to which the sales organization is
familiar with the major analyst firms

impacting your markets

Assesses the degree to which your sales organization is familiar 
with the research/advisory orientation of the major firms 

impacting your markets
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Familiarity with Analyst Firms
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Awareness of Analyst Firm Focus
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XYZ Company
Sales Team Audit ‐ 2008
Influence by Influencer Group

Examines differences between how your sales organization rates the degree of influence of key influencer groups at 
several stages of the sales cycle vs ratings from technology buyers/decision‐makers collected in ASG's most recent 

Technology Buyers Study
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XYZ Company
Sales Team Audit ‐ 2008
AR‐Provided Information / Impact of Analyst Report Reprints

Weekly, 11 Monthly, 10

3‐4 Times/Yr, 
10

Not Familiar 
with AR 
Portal, 98

AccessAR Portal
Very 

Useful, 0 Somewhat 
Useful, 22

Not Very 
Useful, 9

Not Familiar 
with AR 
Portal, 98

Usefulnessof AR Portal

>20 reports, 
4

10‐19 reports, 
2

5‐9 reports, 15

1‐4 reports, 27

Aware, but not 
used, 44

Not Aware, 37

Shared Reports
Very Positive 
Impact, 11

Somewhat 
Positive 

Impact, 29

Informational
Only, 8

Negative 
Impact, 0

Not Shared 
Reprints, 81

Impact of Shared Reports

Assesses how frequently the sales organization is accessing 
information provided by the AR program

Assesses how the sales organization rates the usefulness of 
the information provided by the AR program

Looks at how frequently your sales organization is sharing 
analyst report reprints with their prospects/customers

Assesses how your sales organization rates the impact of 
sharing analyst report reprints
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XYZ Company
Sales Team Audit ‐ 2008
Interest in Training Topics
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Industry Analyst Landscape

Understanding why/when/how
prospects use industry analysts

Discovering a prospect's
ties to the analysts

Steering prospects to 
positive analysts

Using analysts to 
get on short‐list

Countering negative
analyst commentary

Leveraging positive
analyst commentary

Understanding Gartner's
Magic Quadrant

Understanding
Forrester's Wave

Using analyst
research reprints

Decision process for
participating in conferences

Working with the
AR team

Interest in Education Topics

Low
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Moderate
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Strong
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Very Strong
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No
Interest

Assesses Sales Organization's Interest in Various Education 
Topics Related to Industry Analyst Impact on Sales
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