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Sales can be overwhelming. According to the 2018 CSO Sales Talent 
Study the annual attrition rate for salespeople is 16%, and depending 
on your sources, salesperson turnover rates are between 30 and 45%. 
According to Forrester, some contact centers have an annual turnover 
rate of 100%!

Those numbers make a lot of sense: looming deadlines, daily 
rejection, and the pressure to earn commissions can be a lot — 
especially for new sales reps or those who struggle to make their  
sales targets.

The pressure is also on for sales managers who need to make 
quarterly sales goals, but are dealing with new team members and 

high turnover — according to The Bridge Group, the average 
salesperson takes just over three months before they ramp 

up to full productivity. Some industries can take as long 
as six months before reps are up to speed. 

That’s why it’s so important to have a sales 
process that standardizes how your reps sell, 
and tools that can automate and shorten your 
sales cycle.

This ebook will explain what a sales process is, describe 
the parts of a sales process, explain the proposal 

process, and help you set up processes that will support 
your team in meeting their goals.
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“3 to 6 months 
to ramp new 
salespeople.”

https://mhgstg.wpengine.com/in/resources/resource/2018-sales-talent-study/
https://mhgstg.wpengine.com/in/resources/resource/2018-sales-talent-study/
https://go.forrester.com/blogs/13-05-06-contact_center_agent_turnover_is_a_fact_of_life_that_must_be_tracked_and_managed/
https://blog.bridgegroupinc.com/sales-development-metrics
https://www.ringdna.com/blog/heres-how-long-it-should-take-for-your-sales-reps-to-be-at-fully-ramped-quota
https://www.ringdna.com/blog/heres-how-long-it-should-take-for-your-sales-reps-to-be-at-fully-ramped-quota
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What is a sales process and 
why do you need one?

A sales process is a structured, step-by-step formula that tells your 
team exactly what actions they need to do to close a deal. Its steps 
should cover the stages of your sales funnel.

If you search for “sales process” online, you’ll find several allegedly-
foolproof sales processes out there. Some have three steps, some 
have many, many steps, but all of them will take a deal through the 
steps of finding prospects, qualifying them, engaging them and closing 
the deal. 

The point of having a sales process, however, is so that your whole 
sales team is on the same page. You don’t want every member of your 
sales team striking out on their own, or developing their own process. 
Sure, some members of your team may be highly successful reps, and 
absolutely naturals at sales. Others, however, will struggle to meet 
their sales goals and most will be middle-of-the-road sales reps. In 
fact, according to the Bridge Group, only 68% of sales reps will make 
quota on their own — meaning a third of your sales team won’t hit 
quota at all.

A sales process offers your team a clear, repeatable set of steps that 
will take them through the sales process from beginning to end. 
And if you invest in sales enablement, part of that process can be 
automated, making sales much less overwhelming for all of  
your salespeople.
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Prospecting
Many organizations generate prospects through lead generation, while 
others go out and hunt down prospects who may be ideal for their 
product or service. Regardless of how it’s done in your organization, the 
prospecting phase is the process of finding prospective customers. 

Connecting
In this phase, your sales reps make first contacts with leads, either 
through calls, emails, social media, or a combination. 

  
      
Researching or  
Lead Qualification 
This step is about researching your prospects, so sales people know 
which ones really need your product or service; you don’t want reps 
wasting time on leads who are unlikely to buy. 

The steps of a typical  
sales process

  
Proposal
In some companies this is also known as the presentation or 
meeting phase. In this phase, your salespeople present your product 
or services to the most qualified leads, either in the form of a 
presentation or a written proposal. 

 

Closing 
After the presentation, the rep asks for the sale. 

 

 

All of these steps are important, and we could write an entire book 
about each. However, there’s a plethora of content available on 
prospecting, making content with prospects, lead qualification, 
and closing deals. Much of that material tends to skate right by the 
proposal stage — it’s just something sales teams have to do as a step 
in the sales process, right? 

With that in mind, this book will focus on managing the customer’s 
due diligence during the evaluation process: the proposal, responding 
to RFPs and providing other supplemental materials, like an IT  
security questionnaire.

1

2

3

4

5

Most sales processes include some form of the following steps: 
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Writing the proposal

There’s a lot about the sales process that can be unnerving, 
especially for a new salesperson. Cold calling all day, asking for 
a meeting, asking for the deal — it can all be anxiety-inducing. 
However, even for a seasoned sales pro who cold calls all day, 
every day, writing up a sales proposal can be a lot. Responding to 
a formal RFP (request for proposals) can be even worse, especially 
for sales reps who aren’t accustomed to writing RFP responses.

This process can be a big task for a single sales representative, 
considering that the entire process can take hours. Small and mid-
sized businesses, the companies least likely to have a dedicated 
RFP response team, take an average of 80 hours to respond to 
an RFP. 

That can be nerve wracking for sales reps who have to turn 
around a bid quickly, but who also have other sales duties to 
attend to; according to research from the Association of Proposal 
Management Professionals (APMP) 45% of proposal professionals 
are working on other projects aside from the proposals they’re 
writing. This job is made more onerous when the salesperson 
has to track down information for the proposal, either by chasing 
down SMEs who haven’t submitted their responses yet, or by 
digging through old bids or emails to find answers that were  
sent previously. 

This can be a huge time waster — one old and oft-quoted stat 
from CSO Insights claims that sales reps waste 30% of time 
searching for content or creating their own sales content instead 
of actively making sales. It’s also a problem in companies where 
knowledge has been siloed. More on that later, however.
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“...companies least likely to have dedicated 
RFP response team, take an average of 80 

hours to respond to an RFP.”
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of proposal professionals are 
working on other projects 
aside from the proposals 
they’re writing. 

...sales reps waste 30% of time 
searching for content or creating 
their own sales content

45%

30%

https://www.apmp.org/resources/reports/
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       Build Your Proposal Team
Who will respond to the RFP? Some organizations have a dedicated response team, but in some cases, it will be the 
salesperson who identified the opportunity.

       Gather information from subject matter experts (SMEs): 
The proposal writer is going to need information about the client, their needs, the product or service you’re selling, 
statistics related to the problem, and other supplemental information, like responses from your IT team on a vendor 
security questionnaire, or responses from a legal team regarding compliance. 

       Draft the proposal: 
Once the information is gathered, the proposal can be written, pulling together everything you’ve received from your experts. 

       Review your draft:  
Your team should review the draft and offer feedback at this point.

       Submit the final draft:  

Iterate on your first (or second) draft and submit the proposal to the customer. 
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       Qualify the RFP:
Not all RFPs are worth a bid. Once the RFP is qualified, it’s brought to the team that will create the proposal.

1

Let’s quickly break down the RFP process 
(yes, there is a process for everything):

https://www.ombud.com/blog/what-is-the-best-standard-process-for-responding-to-rfps
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How enablement streamlines 
the sales process

To help sales teams do their jobs and to create an easier 
and smoother sales process, sales managers turn to sales 
enablement tools. 

 
What is sales enablement? 
Sales enablement is an umbrella term that covers a wide range 

of tools, content, training, and other support for sellers. In short, 
it helps your sales team do their jobs.Or, to quote Gartner: 

“Sales enablement is the process of providing the sales 
organization with the information, content and tools that help 
salespeople sell more effectively.”

The wide variety of items that fall under the sales enablement 
umbrella include tools like CRMs (Customer Relationship 
Management platforms) and sales training, but it also includes 
automated tools, like RFP automation, that help overtaxed sales 
reps streamline the sales process and the bid writing process.

RFP automation, or bid automation, is the use of 
technology to automate parts of the RFP response 
process. Using artificial intelligence (AI) and machine 
learning, bid automation software is able to assemble a 
basic proposal draft that a writer can then tailor to the 
project’s specific needs. 
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“Sales enablement is the 
process of providing the 

sales organization with the 
information, content and 

tools that help salespeople 
sell more effectively.”

https://www.gartner.com/en/articles/the-who-what-how-and-why-of-sales-enablement#:~:text=Sales%20enablement%20is%20the%20process,help%20salespeople%20sell%20more%20effectively.
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To understand how automation can help your sales team draft a bid, 
consider all the information your sales rep or proposal writer has to 
collect from every SME with a stake in the proposal. 

Your writer is collecting or searching for information from responses 
from the product team, IT, legal, compliance, marketing, and other SMEs. 
This can be a big problem if information is siloed in  
specific departments. 

Knowledge silos happen when one person or department in an 
organization has knowledge that no one else shares. If your 
writer needs that information, they have to track down the 
person who controls it and ask for it. 

Silos tend to develop when a department works in isolation, and they’re 
unfortunately common. A recent report found that more than half of 
organizations (54%) report their customer experience operations are 
managed in silos, while only a third of customer experience professionals 
say they can actively communicate and collaborate across teams to drive 
improved CX. This means headaches for a proposal writer who needs 
to gather knowledge from stakeholders throughout an organization. 
Unfortunately, silos mean knowledge can get stored away in various 
departments, or lost forever when a key person leaves a company. 

How does enablement help 
with the proposal process?

RFP automation can help break down these silos by creating a central 
repository of knowledge, used across the organization, that sales reps 
and proposal writers can pull from while assembling their proposal. 
This content library is where all SME answers, product knowledge, 
compliance information, security questionnaires, and previous RFP 
responses are stored. This can save everyone time;  VentureBeat 
reports that proposal teams using a content library were able to 
respond to, on average, 43% more RFPs a year.

This is also good for your SMEs, who have probably had to provide 
similar answers over and over again. Your SME answers a question 
once, and the software stores it, so it’s always available as a reference 
when a proposal is being put together. 

How does automation and enablement benefit your sales team? 
Rather than frantically messaging every SME that might be able to 
help with a proposal, or dig through old RFP responses, your writer 
can simply search for the content they need in the content library 
and pull it together into a basic first draft. They may need a few new 
pieces of information — perhaps they need to customize the bid to 
the prospect — but the heavy lifting for this step of the sales process 
is done, freeing your rep to move the sale along quickly and engage 
in other activities that bring in more revenue, like engaging new or 
existing clients.
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43%
“...using a content library were 
able to respond to, on average 
43% more RFP’s a year.”

“Knowledge lives in silos 
through organizations, slowing 

customer response times.”

https://www.dimensiondata.com/en-gb/expertise/intelligent-customer-experience/customer-experience-benchmark-report-2020
https://venturebeat.com/2022/03/14/how-automated-rfps-can-help-organizations-thrive/


Enablement is meant to help your team, to make the sales process 
easier and run more smoothly for you and your team. For this reason, 
it’s important to look at the places where your sales team struggles. 

First of all, ask them where they have trouble or which parts of the 
sales and proposal process they don’t like. Make sure you can pin-
point the specific areas that have been giving your team trouble. 
Chances are, they’re going to mention the proposal stage. Some reps 
may not be strong writers. Others may dread the information collec-
tion process. Still others may worry about the amount of time it takes 
to build a strong proposal that will win business. 

Once you know the spots in your sales process where your reps are 
hitting a snag, review the solutions that will make things easier for 
them and integrate those solutions into your sales process so that 
your reps feel supported and confident as they move their deals 
through the sales funnel. 

Building in enablement
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How do you set up the perfect sales process that will help 
your sales team meet their goals? 

The bad news is that there is no one perfect sales process that fits 
every team; you can’t just pull a list of sales process steps off the 
internet (not even the ones in this guide), make your sales team 
follow it and have great sales results.

The good news, however, is that there is a perfect sales process for 
your sales team. You just have to build it with your team’s needs in 
mind. Your process should serve your team. It should make selling 
as easy, structured and repeatable for your reps as possible. It 
should outline the actions your salespeople need to take at each 
stage of your pipeline in order to make a sale, and it should be 
easy to follow — new or struggling reps should be able to look at 
each step of the sales process and know exactly what is expected 
of them.

How can you create this perfect process? Step one is easy: 
include your sales team in developing the process. 

Setting up a sales process for 
your team
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Your sales reps will be using your sales process to make their sales, 
so it’s important you hear their questions and concerns when you put 
your sales process together. Should you add “Overcoming Objections” 
as its own step? Does the proposal stage need to be broken down 
into more granular steps? Should more or fewer people be involved 
in working on proposals and RFP responses? What tools might help 
them do their jobs better? 

Getting your sales team 
on board 

• Talk to your high performers. When you’re designing the 
sales process, talk to your team about what exactly they’ve 
been doing when they make sales. It’s important to pay 
most attention to your sales stars: what specific activities 
are they doing to make sales. How do they put proposals 
together? How long do they spend on each step and on 
each proposal?

• Find out where reps need most help. Where are your 
salespeople struggling? Is there a particular part of the 
sales funnel that gives them a lot of trouble? You may need 
to define those steps more clearly. You may also need to 
see how sales enablement can assist them with  
those steps. 

• Educate your team. Some reps might bristle at being told 
how to do their jobs, or dislike having to learn a new solution. 
Make sure they understand everything that’s new to them, 
from new steps in the sales process to an automated 
process, and be sure to illustrate how much easier their 
jobs will get once they start using it. After all, being able to sell 
more means being able to earn more.

• Be willing to revisit the sales process. A sales process is 
a living document. What works now may not work as well in 
a year or two. Every year or so, review the sales process with 
your team and fine-tune it. 
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The first step in developing a sales process that will help your 
salespeople meet revenue goals is honesty: you should know 
where your weaknesses are— as a team, and as individuals. 
Are reps struggling to meet goals? Are certain team members 
overwhelmed? Does your current proposal process take too long? 
Once you acknowledge the problems, you can be proactive about 
finding the sales solutions that will work best for your team.
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Ombud enables companies to curate knowledge, collaborate, and accelerate the management and 
production of documents. Common use cases are responding to RFPs, DDQs, security questionnaires, 
and building statements of work. Ombud unleashes your most valuable asset - knowledge.
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Want to 
learn more?

Contact us at 
marketing@ombud.com

mailto:marketing%40ombud.com?subject=

