
SALES KICK-OFF EVENTS –
GOOD, BAD OR JUST PLAIN UGLY?



SALES KICK-OFF EVENTS –
GOOD, BAD OR JUST PLAIN UGLY?
Chief Sales Officers (CSOs) are, on the whole, 
an energetic bunch – after all, flying around 
the nation/globe in support of their team and 
spearheading profitable relationships tends 
to dictate such behaviours. Yet despite the 
frenetic nature of their day-to-day role, 
nothing demands more energy, focus and, 
let’s be candid, sleepless nights than the 
annual sales kick-off event. 

The stakes are high - inspiring your sales 
organisation to deliver against a new target, 
sell a new service line or maximise the 
company’s footprint in a competitive 
marketplace are all measures of a CSO’s 
worth. Knock it out of the park and things 
look rosy…mess it up and the opposite 
applies.
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SECRET SAUCE
It won’t come as a surprise to any 
experienced CSO that there is no one simple 
fix to ensure that the sales kick-off event 
delivers on your objectives. 

Success of the event hinges on getting the 
basics right first - a combination of common 
sense factors:

FACTOR 1 – OBSESSING OVER ROI (IN A GOOD WAY)
Sales events don’t come cheap (venue, travel, 
the bar bill) but what of the opportunity cost 
of taking your sales team off territory for the 
duration of the event? It’s a costly exercise…

As you stare down the barrel of a large cost, 
ask yourself what would happen if you didn’t 
run the event this time around? What are the 
implications (positive and negative) and are 
they surmountable in other ways?

If, after careful consideration, you conclude 
that the event is worth running, we have one 
over-riding piece of advice – become 

obsessive about the reason for the sales kick-
off. If it’s due to a new message, ensure that 
each and every part of the event is focused 
on delivering and then reinforcing this new 
message. Equally if the event is based around 
the launch of a new product line, focus your 
energies on ensuring that the delegates leave 
with all the information they need to make it 
a success. 

Anything less than obsession is going to 
erode your ROI.

https://vimeo.com/196401546


This may make for uncomfortable reading 
but sometimes the CEO and the rest of the C-
Suite are not the right people to be leading a 
sales kick-off event. Akin to a wedding seating 
plan, the running order for these events are 
often seen as a political exercise rather than 
what is of most value to the audience.

To ensure you’ve not fallen into the trap of 
pleasing the boss and ignoring your 
audience, ask some basic but valuable 
questions:

Why am I asking them to speak and what 
value can they bring to the delegates?

How will they support the event’s key 
message (ref. obsession in Factor 1)?

Are there better people (internal or external) 
to get this message across?

Eyeful is a presentation design company that 
has built reputation for obsessing about the 
connection between presenter and audience, 
building stories and visuals that maximise the 
unique opportunity presentations bring. 
Using tools like Audience Heatmapping, we’ve 
become pretty adept at knowing what works 
and what doesn’t work for different 
audiences. One thing we can say with total 
confidence is that a typical sales kick-off 
audience are more interested in what they 
can get out of the event than listening to a 
leadership team meandering their way 
through a series of generic presentations.
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FACTOR 2 – BEWARE THE EGO SPEAKER

There is a well-worn phrase in the world of 
presentations – “no-one ever complained 
about a presentation being too short”. The 
same applies to sales kick-off events.

Cramming too much content into an event is 
one of diminishing returns – no matter how 
smart your sales team, few will remember 
much of anything (including the important 
stuff) if you stuff it to the gunnels with 
information.

The same goes for that perennial bugbear of 
sales kick-offs – Death by PowerPoint. Sales 
events shouldn’t become an exercise in 

PowerPoint presentation design mastery, 
searching for new animations, transitions and 
video inserts to keep your audience 
awake. Look to a more ‘blended’ approach to 
presenting to ensure that your key message 
is delivered in as an engaging way as possible 
– the use of whiteboards or by bringing 
interactivity into the presentation can really 
resonate with an audience.

A sales kick-off event should be viewed on 
the impact it has on the audience, not how 
many PowerPoint slides were created to fill 
the time…

FACTOR 3 – LESS IS MORE

http://www.presentation-lab.co.uk/2016/03/09/is-the-audience-heatmap-one-of-the-best-presentation-ideas-ever/
http://eyefulpresentations.co.uk/sales-kick-off-events/index.php


FACTOR 4 – GIVE YOURSELF A FIGHTING CHANCE
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Great intentions fly out the window when 
panic sets in. As with many events, sales kick-
offs are prone to last minute ‘headless 
chicken’ moments – final changes to the 
agenda, speaker materials being 
tweaked/completely re-worked (apparently 
on a whim) and a woeful lack of rehearsal 
time.

Some people relish these last-minute panics 
–there is an almost perverse pride that 
seems to come from turning up to the event 
blurry eyed but with respect of your 

immediate boss for ‘pulling an all-nighter’.

Sorry but there is never an excuse not to 
have presentations written, reviewed and 
designed in advance of an important event. It 
is important that the CSO ensures that the 
‘last minute all-nighter’ culture does not 
pervade their business – it has a hugely 
negative impact on the event and delegates, 
potentially rendering the entire process a 
waste of time, money and energy. It’s that 
serious…

FACTOR 5 – FOLLOW UP TO MAXIMISE ROI
Too many sales events are seen as a single 
moment in time – once the awards dinner is 
complete and the tables tidied away, life very 
quickly goes back to normal. 

What a waste of time, money and effort…

CSOs should spearhead a yearlong follow 
up/reinforcement program to ensure that the 

investment made at the event is maximised. 
This might be in the form of regular updates 
(online meetings, shared success stories 
using the insights gained at the kick-off), a 
regular drip feed of valuable sales collateral 
(not just PowerPoint decks but case studies, 
testimonials, ROI calculators) or, ideally, a 
combination of both.

IN SUMMARY
For too long, CSOs have ploughed the same 
furrow with diminishing returns. The 
commercial reality is that this is no longer 
tenable – the sales kick-off of old needs to be 
rethought and refocused. The upside of 
approaching these events in a new way is 
considerable. Equally, doing the same old 
thing year in, year out is unlikely to deliver 
the results you or your business demands.

Eyeful are here to help. Our experience of 
working with a wide range of companies, 
both in size and sector, means that we can 
act as that ‘critical friend’ so many CSOs miss 
when preparing a sales kick-off event.

http://eyefulpresentations.co.uk/sales-kick-off-events/index.php

