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Do your team’s eyes glaze over during sales meetings? Time that could be used 
for solving problems and creating strategies somehow turns into a sales version 
of show and tell. t doesn’t have to be that way. In this whitepaper, we’ll show you 
how to use CRM-driven reporting to transform your sales meetings from dull  
to dynamic.

One of the first lessons new salespeople learn is that sales meetings are almost 
always a complete waste of time. A typical meeting is structured more like a series  
of off-the-cuff progress reports. For instance, the sales manager talks to each person 
about the deals they’re currently working on. 

Instead of talking about deals that are stuck or problematic, most reps focus  
on the most promising opportunities they have. Other reps try to provide an overview 
of the progress with each deal, but mix together updates from opportunities in early, 
middle, and late stages of the pipeline. So, a salesperson who loves to talk might 
dominate the entire meeting with grand visions for a deal that’s only in its initial 
stages, which takes time away from reps who need help with stalled sales.

To someone coming from the detail-driven, efficiency-focused world of manufacturing, 
a typical sales meeting often seems like a complete waste of time. Even the structure 
of these meetings is bewildering. It prompts some serious questions:

• Who are these sales meetings really helping?
• Is vital information actually being shared with the sales manager?
• What value does this kind of meeting provide to the organization?
• What tangible benefits do these meetings give the team?
• If sales meetings are so inefficient, why do companies still structure their sales 

meetings in round-robin formats?

It’s important to understand that few people—even in sales management—think  
of sales in terms of traditional structure and analysis. We talk about the “art of selling,” 
but rarely the “science of sales.” It’s not like you need a degree before you can apply 
for a sales job.
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Salespeople make up a huge part of the workforce, but there’s no industry standard 
for how a sales organization should actually operate. The structure and content  
of something as universal as a sales meeting is often left up to the individual sales 
manager. Even within the same organization, these meetings can have completely 
different formats, which leads to inconsistent reports, sales projections, and results.

THE CRM-DRIVEN SALES MEETING
Is it any wonder that team-level sales meetings often have a reputation for only  
being marginally valuable? Nevertheless, CRM-driven sales meetings have changed 
this opinion. CRM provides a wealth of tools for reports and analyses, but it also forces 
the sales organization to use the same language, processes, and workflows.  
During a sales meeting, this new level of insight, consistency, and focus can  
be extraordinarily valuable.

How does a CRM-driven sales meeting work? For starters, it does away with the 
typical round-robin/show-and-tell meeting format. Instead, the sales manager starts 
by pulling up something as simple as a sales-pipeline report. 

The manager can now ask specific reps about the statuses of individual opportunities 
at specific stages along the pipeline. Once managers have the information they need, 
it’s time to move on to the next rep’s opportunities. Relying on salespeople to provide 
these updates can be a problem for a group of individuals that love to talk, so the sales 
manager will now be driving the conversation with real data from the CRM system.

This approach also allows the sales manager to focus on specific problems, including 
some that might not even be discussed in the old meeting format. CRM allows the 
manager to look at opportunities along the pipeline. For instance, this change makes  
it possible to only discuss deals that are nearing the closing stage. 

Without CRM-generated reports, these kinds of discussions can be a difficult place  
to start. Reps might not even know how long certain deals have been stalled in  
a specific stage. Now that managers have these reports at their fingertips, it’s easy  
to ask specific questions, identify issues, and move toward solutions. Topics that were 
once tricky to discuss can now be dealt with quickly and efficiently.

Sales managers can also use this technique to focus on meeting-specific priorities. 
Instead of discussing early-stage opportunities that are six months away from closing, 
they can limit the conversation to deals that are nearing completion. Along the same 
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lines, a manager can now limit the discussion to the highest-value deals, the most 
promising new opportunities, and countless other topics.

Another important aspect of this situation involves activities reporting. Are the sales 
reps making the right amount of calls? Is an underperforming sales rep ignoring their 
CRM-tracked tasks? Are hard-working reps achieving their activity goals, but hitting 
bad patches when it comes to closing sales? 

CRM allows sales managers to see: 

• How their entire team is performing 
• Which reps are struggling
• Which reps are simply slacking

In addition, a CRM-focused approach forces the sales staff to use the system correctly. 
CRM adoption can be a major issue in some sales organizations, particularly if the reps 
have little incentive for keeping their records up-to-date. By using CRM data in these 
sales meetings, it provides the perfect motivation for keeping everyone on track.

It’s embarrassing for a rep to be called out on incorrect or out-of-date information,  
so the last thing a rep wants is to be asked a pointed question about why a closed 
deal is still open in the system, or why an expected closing date has now been overdue  
for days. Using this approach, sales meetings become effective ways to enforce  
the stewardship of data, which keeps the data clean and the reports accurate.

BENEFITS TO THE SALES TEAM
If sales reps use CRM as a tool to demonstrate they aren’t getting enough lead flow 
(or that their geography is weak, compared to another rep), CRM data can help them 
make their case. For instance, if a sales rep is worried they don’t have enough deals  
in the pipeline, they can use CRM to demonstrate it.

How many sales organizations have lost exceptionally talented salespeople because 
they felt like they weren’t being given enough opportunities? Or because they felt like 
they were being treated unfairly, due to something outside of their control preventing 
them from making their quota for that quarter? From an employee-management 
perspective, it’s always better to discuss these kinds of problems by stating cold,  
hard facts.
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CRM objectively collects and reports sales data, and having access to these kinds  
of reports can give the sales staff a new perspective on their performance. The more 
the staff values CRM data, the higher their overall adoption rate will be.

With CRM-reports driving the sales meeting, the focus changes. Instead of being an 
off-the-cuff general update from other members of the team, the meetings now focus 
on identifying and solving specific problems. Without the more loquacious members 
of the team talking about their hopes and dreams regarding the biggest deals in their 
pipeline, the other reps have something more to do than watch the clock until they  
can get back to work.

A CRM-focused meeting cuts out the noise, and focuses on the solution. If a rep is 
struggling to understand why an opportunity isn’t moving forward, the rest of the 
team now has the chance to offer their collective advice and insight. These meetings 
allow the entire sales team to leverage their combined experience, in order to solve 
problems (both big and small).

Here’s an example: 

A company manufactures and sells heavy-duty farm equipment, and there’s 
a new rep named Chris. He joined the team a few months ago, and only has 
a basic understanding of the farming industry. Chris has worked hard, and 
has a big opportunity to sell two combine harvesters to a new customer. This 
deal is worth nearly $1 million in the first year alone, but it’s been stalled for 
almost a month.

At a typical sales meeting, Chris would probably just say, “I haven’t closed it 
yet, but I’m working on it.” In a CRM-driven deal, the sales manager would 
say, “I see that this two-combine deal has been stuck for a month. What’s 
keeping it from moving forward? Is there anything we can do to help it 
along?”

In all likelihood, Chris will explain his situation at this point. Then the other 
reps could ask him questions, tell him how they solved similar problems in the 
past, volunteer to sit in on his next call, or provide other kinds of assistance. 

Instead of simply being a status report, a sales meeting has now become 
a form of collaborative problem-solving. After a few minutes of discussion, 
Chris should have several new ideas about how to nudge the deal forward.
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BUSINESS INTELLIGENCE & KPIS
If sales managers find themselves relying on sales meetings to learn about what’s  
in the pipeline, they’re in bad situations. You never want to be surprised by an update 
from a rep. Everything you need to know should already be in the CRM system,  
so you’ll have it available during the meeting. With mature CRM, you can do far more 
than hold great sales meetings. You can offer your organization the benefits  
of automation, more efficient workflows, and enhanced business intelligence. 

The deeper and richer your sales data, the easier it becomes to extract actionable 
insights from it. By using this data to inform your sales strategies (even at the level of 
individual sales reps), you can also dramatically increase your results. Even something 
as simple as sales-pipeline reports can provide big insights that your reps can take 
immediate advantage of. 

A properly implemented CRM can provide many different types of pipeline reports. 
Here are a few examples that can be used to drive a sales meeting:

• General pipeline reports show opportunities according to stage and user.
• Opportunities show the length of time in each stage, from latest to earliest.
• A historical-velocity report (which is cyclically adjusted to the season) shows  

an opportunity for movement across the entire sales team.

CRM is also extremely useful for key performance indicators (KPIs), goals,  
and forecasts. The measurement of current team performance against the sales 
forecast should be a standard part of every sales meeting. It doesn’t matter if the 
organization is doing its own forecasting, or using a forecasting module within  
the CRM, the forecasts should be weighted (based on stage, probability, amount,  
and best- and worst-case scenarios).

For instance, overlaying a forecasting report with a rep’s self-assessed pipeline report 
gives managers a fact-checking tool.

A pipeline report might show you that a given sales rep has six opportunities stalled 
at a certain stage, but the forecasting report might show that the rep is only confident 
about two of them. By combining the reports, the sales manager now has the opportunity  
to separate fact from fiction. Are some of those other four opportunities actually going 
nowhere? If so, is the rep reporting them stuck making them seem further along  
than they really are? Using this approach, your forecasts can actually fact-check  
the pipeline report.
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What about team quotas? By using CRM reports, you can more accurately project 
whether or not a team will hit its quota. Even individual quotas can be monitored 
through CRM. (However, a manager wouldn’t generally bring up personal quotas 
during a sales meeting.)

The same principle applies to goals. You’ll have a clear snapshot of how well  
the team is performing by using CRM to track goals, such as conversions, the amount 
of opportunities at each stage in the pipeline, and deals closed per month. By making 
these reports a part of team meetings, you can also encourage group discussion  
and collaboration, in order to enhance these goals. 

If your CRM system doesn’t include this functionality by default, there are countless 
options for generating the reports you need. Here at FayeBSG, we’ve even developed 
a specialized Google module for SugarCRM, which allows organizations to set goals 
and gauge their progress.

CONCLUSION
Sales meetings shouldn’t be rambling, dull show-and-tell sessions. And in those 
meetings, reps shouldn’t dream aloud about closing their biggest deals, or tiptoe 
around the opportunities that are quietly gumming up the pipeline. A sales meeting 
also shouldn’t feel like an obligation, leaving everyone feeling like they just wasted 
their time.

With the right workflows set up within the CRM system (including the proper reports 
and alerts), these meetings can become genuinely useful to the team. When a sales 
meeting is driven by CRM, the entire team collaboratively pulls together, addresses 
problems, and makes sure everyone has the resources they need to do their job  
at peak performance. 

If you have any questions about CRM implementation—from the benefits of specific 
modules to the costs of developing a solution for your business—contact us  
at fayebsg.com.

https://fayebsg.com/
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About FayeBSG 
Faye Business Systems Group is a technology consulting and software  
company that helps companies grow by working with them to implement, 
customize and integrate innovative and effective financial and business  
systems. As a SugarCRM Elite partner and awarded the 2018 SugarCRM 
Global Reseller of the Year, FayeBSG is also a leading partner with Sage,  
Zendesk, Acumatica, Ytel, Hubspot and a variety of custom software solutions.

FayeBSG is known for their SugarCRM integrations with Sage 100,  
Quickbooks, NetSuite, Acumatica, Intacct, Constant Contact, Authorize.Net, 
HubSpot, Ring Central, Box, Jira, Ytel, and more. Services include project  
management, software implementations, consulting, training, custom  
development, and support.

Specializing in software implementations for a variety of industries,  
FayeBSG has customized successful CRM and ERP platforms for a variety  
of mid-market and enterprise businesses.

5950 Canoga Ave., Suite 615 Phone 818-280-4820
Woodland Hills, CA 91367 Fax 818-280-4821


