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Introduction

Beyond the
Numbers Game

For decades, volume was the primary
driver of success. If you knocked enough
doors, revenue generally followed.
Inefficiencies were often accepted as a
natural part of the process. But the data
from our recent industry survey suggests of the process.
this model is becoming unsustainable.

1
Inefficiencies were often
accepted as a natural part

A singular narrative emerges for the

year ahead: The industry has hit an
Efficiency Paradox. Sales organizations
are investing heavily in growth, yet losing

Most door-to-door and field
sales teams still operate

a substantial amount of their productive i .
_ _ a on static assumptions...
capacity to internal friction.

Meanwhile, the smartest

players are starting to layer

To win, field sales teams must get serious

about using technology to eliminate in real-time data. For this report, we surveyed 400 sales professionals, from canvassers to C-Suite
wasted time. This report is your strategic executives, entering 2026. We dug into team structure, compensation, technology
roadmap for that transition—from the -Steve Mills, SalesRabbit adoption, and the biggest challenges facing the industry to provide a comprehensive
intuition-based models of the past to the Chief Sales Officer benchmark for the year ahead.

data-driven precision of the future.
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Executive Summary

The Era of
Etticiency

While ambition remains high, with 53% of
companies planning significant growth,
the traditional playbook of “more reps,
more doors” is facing diminishing returns.

Our 2026 survey reveals a stark
Efficiency Paradox: Companies are losing
significant amounts of productive time

to tasks that should be automated. The
winners of 2026 will be the organizations
that operationalize Data-Driven Precision
over Volume at All Costs.

Key Findings:
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The Efficiency Crisis:

60% of reps lose 1-2+ hours
daily to non-sales activities
like manual data entry and
inefficient travel.

The Talent Imperative:

Burnout is a primary driver
of turnover. Retention in
2026 hinges on removing
administrative burdens and
providing clear career paths.

The Al Divide:

While 63% of the industry
IS hesitant to adopt Al,

early adopters are reporting
massive time savings and
productivity gains.

The Hybrid Model:

The most successful teams
are merging physical
canvassing with digital “air
support,” using data to warm
up territories before arep
ever knocks a door.

This report is a strategic message for C-Suite leaders and Sales Managers: reclaim lost time.
The winners of 2026 will be the companies that use technology to scale through precision.
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Part 1: The Efficiency Crisis

The Hidden Cost of The “Time-Wasters” Hierarchy
Friction in the Field

To understand why growth stalls, we must look at where the hours go.

Revenue is vanity; efficiency is sanity.

We asked respondents to identify Companies invest heavily in

the single biggest non-sales CRMs to centralize data and gain

challenge their business faces visibility. Conversely, the act of
When we asked industry leaders The data exposes a critical today. The answers pointed largely feeding that system is often a
about their forecasts for 2026, bottleneck that threatens to to operational inefficiencies rather primary reason reps aren’t selling.
the outlook was overwhelmingly limit this growth: highly skilled than market conditions.
optimistic. However, optimism salespeople are often functioning If your “system” requires a rep to
without operational discipline can as part-time data entry clerks. Drilling down into the daily pull over to the side of the road
lead to missed opportunities. needs optimization. workflow reveals three distinct and type for ten minutes after

challenges: every interaction, your system

needs optimization.

Manually Updating the CRM /
01 Entering Data
(Cited by 24% of respondents)

y Inefficient Travel / Route
3 O2 Pianning
i (Cited by 18% of respondents)
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O 3 Internal Meetings
(Cited by 14% of respondents)
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The “Lost Quarter”

Perhaps the most notable statistic from the survey is the time allocation.

42% of respondents reported
spending 1-2 hours per day on
non-sales activities (admin work,
updates, planning). A further 18%
reported spending even more: up
to 3-4 hours.

That means 60% of reps spend
at least 1-2 hours daily on non-
sales activities.

Taken as an average, each rep
loses a little more than an hour
and a half each day.

Let’s monetize that data.

Part 1: The Efficiency Crisis

.

For a single rep, losing 8 hours
a week to administrative tasks is
problematic.

For an enterprise team of 50
reps, that equals 400 hours of
lost selling time every single
week.

That is the equivalent of paying
10 full-time employees to do

nothing but drive in circles and
type on iPads.

For an enterprise team

of 50 reps, that equals
400 hours of lost selling

time every week.
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This inefficiency directly correlates
to the “Aggressive Competition”
cited as a top threat in our survey.
In a tight market, the team

that maximizes face-time with
homeowners wins.

If your reps are stuck in a parking
lot manually planning their route
or entering disposition data, they
are losing ground to competitors
who have largely automated those
Processes.
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Action Plan: The Efficiency Audit

C-Suite Directive: Field Playbook:

Mandate a “Touchpoint Audit.” Map the exact steps a rep takes to Implement “No-Meeting Zones” If “Internal Meetings” are a top
log a lead. If it takes more than 60 seconds, it is too long. Invest in drain, confine them to the first 30 minutes of the day. The prime
selling hours (3:00 PM - 7:00 PM in many industries and seasons)

must be protected at all costs.

tools that automate data capture.
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Part 2: The Lead Generation Landscape

Quality Over Quantity
in a Crowded Market

As the economy tightens and
homeowner skepticism rises, the
“spray and pray” method of lead ground against an influx of digital
generation is yielding diminishing strategies, creating a new “Hybrid”
returns. model for success in 2026.

The data shows a fascinating mix
of traditional methods holding their

Despite the hype surrounding digital
marketing, “Canvassing / Door-to-
Door” (31%) and “Word of Mouth

/ Referrals” (38%) remain the
undisputed kings of lead generation
effectiveness according to our
respondents.

This reinforces the intrinsic value of
the field sales model. face-to-face
trust cannot be easily replicated by a
Facebook ad in many markets.

But the data indicates that the

mechanics of the knock are changing.

The

Effectiveness
of the Knock

When asked about the biggest
challenge faced when canvassing,
“Homeowners not answering the door”
was the dominant response, selected
by 34% of respondents.

This suggests that while the door
knock is effective when a conversation
happens, the “connection rate” is
dropping. The modern homeowner is
more guarded and less likely to open
the door to a stranger without context.

34% say “Homeowners
not answering” is their

biggest canvassing
challenge.
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The Digital-Physical Handshake

To combat lower connection rates,
forward-thinking teams are layering
digital strategies on top of their
physical efforts.

The survey shows a strong reliance

on Social Media (Organic or Paid) and
Google (SEO/PPC) as supplementary
channels. This “Hybrid Strategy” is
becoming the standard for elite teams.
They are no longer choosing between
“Digital” and “Door-to-Door”; they are
merging them.

This merger works by using digital
channels to establish familiarity before
the physical interaction occurs.

Part 2: The Lead Generation Landscape

If a homeowner sees a targeted
Facebook ad or a social post about

a project in their neighborhood on
Tuesday, they are statistically more
likely to open the doortoarepon
Thursday. The rep is no longera
stranger; they are a recognized entity.

Conversely, a dangerous trend
appeared regarding company
websites.

A surprising 18% of respondents
indicated they have “No website”, and
another 22% operate with just a basic
“one-page website” that acts as more
of a placeholder.

In 2026, where homeowners instantly
vet contractors on their phones while
the rep is standing on the porch, a lack
of digital presence limits credibility.

If a rep builds trust in person, but the
homeowner finds a digital ghost town
upon verification, that lead is often lost
to the competitor with a professional
online footprint.

In 2026... a lack of digital presence limits credibility.
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Action Plan: The Hybrid Strategy

C-Suite Directive: Field Playbook:

Stop viewing “Marketing” and “Sales” as separate silos. Use Leverage the “Referral Loop.” Since “Word of Mouth” is a top lead
digital ads to “warm up” a specific zip code one week before your == source, formalize the ask. Reps should not just be trained to close;

canvassing team hits the ground. Ensure your website serves as a they must be trained to extract the next lead immediately upon
validation tool for credibility, not just a brochure. closing. Equip them with digital referral links they can text to the

homeowner instantly.
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Part 3: The Al Divide

The Chasm
Between
"Researching”
and “"Optimizing”

If 2025 was the year of Al hype,

2026 is the year of the Al divide.

The survey results illuminate a stark
separation between companies that are
leveraging Al to solve the efficiency crisis
mentioned in Part 1, and those that are
hesitating due to complexity.

When asked to describe
their team’s adoption of Al
tools, the industry is split.

28% are stuck in the
“Researching” phase,
while 35% reported “No
Adoption” at all.

The primary barrier is clear
and consistent: 38% of
respondents say “We don’t
know where to start or
which tools to pick.”

63% of the industry has
either “No Adoption” oris
still just “Researching” Al.

The State
of Adoption

The marketplace is
flooded with “Al-powered”
solutions, leading to
decision paralysis

among sales leaders.
This hesitation has an
opportunity cost.

While these teams debate
which tool to use, their
competitors are already
using any tool to gain a
speed advantage.

The Early Adopters’

Advantage

Conversely, the teams that
have crossed the chasm
and adopted Al tools are
reporting measurable,
tangible benefits.

The number one reported
impact of Al adoption is
“Significant time savings
(less admin work),” cited
by 41% of users.

These early adopters are
not using Al to replace
salespeople; they are
using it to remove the
“robot work” from the
human.

1
41% of Al adopters

report “Significant
time savings.”

The survey shows
active usage of Al for
three specific, high-
impact tasks:

Automating more
01 data entry and
CRM syncing

02 Al-powered lead
scoring and
prioritization

03 Al-powered route
optimization
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FFO m Stat | C tO Dyn a m |C De p | Oym e nt The shift in “Route Optimization” is particularly striking.

In the old model, a manager might This means leveraging real-time
circle a neighborhood ona map data to guide the rep.
based on a static assumption: “This
area has good income.” The reps
would then flood that zone, knocking
indiscriminately.

“The leaders who
In the new, Al-enabled model, figure out how to merge
deployment is dynamic. boots-on-the-ground

salesmanship with

Before your reps even get out ) ) i
y P & real-time intelligent

of their trucks, an Al assistant
prioritizes their day based on the
|atest data feed—weather patterns,
recent permit filings, storm paths,

and “intent-to-buy” modeling. This
allows for live, in-the-field strategy -Steve Mills, SalesRabbit

adjustments. Chief Sales Officer.

deployment are going to
succeed in the next few
years.”
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Action Plan: Operationalizing Al

C-Suite Directive: Field Playbook:

Stop looking for a “Magic Pill” Al that does everything. Focus on Use Al for “Pre-Knock Intelligence.” Equip reps with data on the
“Narrow Al” Implement one tool specifically to solve the “Route homeowner (propensity to buy, home age, income level) before they
Planning” bottleneck identified in the survey. Measure success by walk up the driveway. This shifts the interaction from a cold pitch to a

“Time Saved” not just “Revenue Gained.” warm consultation.

S
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Part 4: The Talent Crisis & Retention

Why Reps Leave (and
What Makes Them Stay)

The field sales industry has
historically been plagued by high
turnover. The “churn and burn”
mentality was accepted as the cost
of doing business.

But with “Labor Shortages” and
“Inability to find/retain good
employees” appearing as significant
threats in the 2026 data, retaining
top talent has become a strategic
Imperative.

You cannot grow if you are
constantly backfilling your core
producers.

The Burnout Epidemic

We asked respondents, “What is the
primary reason good reps leave a
company?”

The answer was rarely about the
product or the commission structure.

280/ Burnout / Poor work-life
O palance

1 9% Poor company culture

This connects directly back to the
Efficiency Paradox.

Reps are burning out because they
are fighting inefficient processes.
They are spending their evenings
catching up on CRM entry instead of
recharging.

When the “admin tax” becomes too
high, even the highest compensation
plan cannot prevent turnover.

14
28% of attrition is driven

by “Burnout / Poor work-
life balance.”
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The Ramp-Up
Investment

The majority of respondents (54%)
indicated that the average “ramp-up”
time for a new rep to become fully
productive is 1-3 months.

If a rep churns at month three due to
burnout, the company may not have
realized any months of full productivity
after a significant training investment.

Part 4: The Talent Crisis & Retention

What Drives Loyalty?

Beyond compensation, what keeps
reps in their seats? The data points
to three pillars of retention:

O,] Flexible work
schedule

02 A clear career
growth path

03 Belief in the
product/service

68 % of respondents noted that
gamification is effective in driving
team morale. This suggests that while
sales is an individual sport, the “team”
aspect remains a vital psychological
anchor for retention.

Average managers
track numbers; elite
managers translate
numbers into
purpose.

-Steve Mills,
SalesRabbit Chief
Sales Officer.
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Action Plan: The Culture of Retention

C-Suite Directive: I Field Playbook:

View your tech stack as a retention tool. If you can use Al to Formalize the Career Path. The survey indicates reps leave due

reduce the administrative burden by 20%, you are directly to a lack of growth opportunities. Create a “Senior Rep” or “Team

addressing the “Burnout” factor. Lead” tier that involves mentoring, not just selling, to give your top
performers a future within the org.
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Part 5: The Sales Process & Customer Experience

The Trap of the
One-Call Close?

Navigating a
Longer, More
Complex Cycle

The “one-call close” is great,
but it’s rarely the rule.

As homeowners become
more educated, economic
budgets tighten, and interest
rates fluctuate, the sales
cycle is elongating. This
requires a more sophisticated
approach to follow-up and

deal management.
e

 — -

Part 5: The Sales Process
& Customer Experience

While some respondents
still report closing deals in
a single visit, a significant
portion of the industry
indicates that closing a
typical job takes longer.

41% of respondents report
a cycle of 1-4 weeks from
first contact to signed
contract.

Furthermore, the data
reveals that it often takes
3-4 touchpoints (calls,
emails, texts, visits) to
close a deal for 39% of
respondents.

of sales cycles

41 O/o take 1-4 weeks

to close.

This shift creates a
vulnerabillity: pipeline
leakage

When chasing
“one-call close”
deals at the cost
of inefficiency,
organization

N EWCTEREES
(the old model).

But for the much
more prevalent
multi-touch
deals, ifarep
forgets to follow
up on day 3, the
deal dies.

The Communication

Gap

If the sales cycle is longer,
communication becomes
the lifeline of the deal.

The survey asked

which communication
channel is most effective
for generating repeat
business and follow-

ups. Text messaging

and Phone calls remain
dominant, but Email plays
a supporting role.

The danger lies in the lack
of strategy. A concerning
18% of respondents
admitted, “We do not
have a strategy for repeat
business.”

In an era where customer
acquisition costs are
rising, failing to monetize
the existing customer
base through reviews
and referrals is a massive
operational oversight.
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Coaching the Individual and
the Team: Data vs. Feelings

This lack of guidance is
a primary contributor to

the ‘skill gap’ hindering

retention.

To navigate this complex cycle, coaching is essential.

However, the data shows that
22% of teams dedicate less
than 1 hour per week to sales
coaching, and 17% have “No
formal coaching process” at all.

This lack of guidance is a
primary contributor to the “skill
gap” hindering retention.

1
Nearly 40% of teams

have little to no formal
coaching process.

Part 5: The Sales Process
& Customer Experience

A clear distinction exists
between managers who coach
based on feelings and those
who coach with data.

Managers who rely on intuition
might tell a rep to “work harder”
or “bring more energy.” Elite
managers use data to provide
specific, actionable feedback.

They look at the dashboard and
say, “Your knock-to-contact ratio
Is solid, but your conversion
from contact to appointment
dropped 25% last week. Let’s
focus on that step.”

This data-driven approach
personalizes the growth path
forthe rep.

The survey data supports
this: respondents listed
“The quality of coaching and
training” as a key factor in
retention.

When reps receive targeted
coaching that improves their
skills and, consequently, their
paycheck, retention rates
Improve.
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Action Plan: Building the Pipeline

C-Suite Directive: Field Playbook:

Invest in “Nurture Automation.” If a lead doesn’t close on the first Increase Coaching Cadence. Move from “pipeline inspections”

visit, they should automatically be placed into a text/email drip (asking what will close) to “skill coaching” (role-playing the objection
campaign. Do not rely on the rep’s memory to manage a 3-week handling). Use the data to identify the exact step in the funnel where
sales cycle. the rep is struggling.

Part 5: The Sales Process & Customer Experience 19



2026 Field Sales Benchmarks

We explored key metrics to understand how sales teams are
adapting to new technologies and shifting retention strategies.
(Key observations below the table.)

Enterprise Managers

Time Spent on Non-Sales Tasks
(2+ Hours Per Day)

Fully Ramped in 3 Months
(Who Thinks This Happens?)

Al & Automation Usage
(Who’s Adopting Al?)

Predictive Analytics Usage
(Who’s Using Al Analytics?)

Weekly Coaching Investment
(Who Thinks It’s Worth While?)

Onboarding Boosts Retention
(Who Thinks Structure Matters?)

Retention: Compensation
(Listed as Top Consideration)

Retention: Career Growth
(Listed as Top Consideration)

Sales Trends: Gamification
(Who'’s an Early Adopter?)

CRM Usage for Efficiency
(Who Updates Their CRM?)

Key Observations

from the Data:

The Enterprise
Efficiency Gap:

With 71% of enterprise respondents
reporting high “Time Spent on Non-
Sales Tasks” versus only 58% for
SMBs, it’s clear that scale often
introduces friction, reinforcing the
efficiency paradox.

Gamification:

When we look at “Sales Trends:
Gamification,” enterprise teams
are adopting it at nearly double the
rate of SMBs (53% vs 29%), likely
as a tool to maintain culture across
distributed teams.

The Al Divide:

While enterprise teams are

leading slightly, adoption for “Al &
Automation Usage” remains below
45% across the board, confirming
that the industry is still in the early
stages of this transition.

Retention:

The low percentages for “Retention:
Compensation” (6-7%) as the
primary exit driver across all
segments validate the finding that
culture and burnout are the true
silent killers of retention.
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Part 6: 2026 Outlook & Predictions

Aggressive
Competition
Meets Strategic
Opportunity

As we settle into 2026, the sentiment
among field sales leaders is a mix of
caution and ambition. The industry is
bracing for a fight, but the prize for the
winner is substantial.

The Top Threats

The industry is acutely
aware of the headwinds.

The most cited threats to 22% CIte.
success in 2026 are: Aggressive
Competition
as the top
22% Aggressive threat.
Competition J)
1 90/0 ET\Z:?tr:iir?ty | Tighter
Customer Budgets

1 50/ Rising Cost of
O  Goods & Materials

This indicates that the «easy wins» are gone.
Reps are encountering more competitors on
the same doors and homeowners who are
more price-sensitive than in previous years.

The Top Opportunities

Despite these threats, This outlook reinforces

the forecast is not bleak. the central theme of this
Companies see clear paths to report: Expansion requires
growth, specifically through: Efficiency.

You cannot successfully

21 O/O Exp_ano_ling into new expand into a new territory
territories if your current territory is
plagued by inefficient routing
Improved marketing and high rep turnover.

1 80/0 strategies

You cannot combat
aggressive competition if
your team is moving slower
than the market due to
manual admin work.

,I 40/ Adopting new Al and
O salestechnology
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The Rise of
Consolidation

Respondents expressed frustration
with disjointed systems, asking for
software that can handle everything
from lead tracking to estimates in
one place.

The market is consolidating, and

platforms that offer a unified “single
pane of glass” are winning.

Part 6: 2026 Outlook & Predictions
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Action Plan: Future-Prooting

C-Suite Directive: Field Playbook:

Prioritize Operational Resilience. Expanding revenue is the Train for Value, Not Price. With “Economic Uncertainty” as a
goal, but the method must be efficiency. Audit your tech stack for threat, reps must be trained to sell the value of the solution, not
redundancy and ensure that every tool is actively serving the rep, just the monthly payment.

not just the manager.

Part 6: 2026 Outlook & Predictions 23



The Final Word

Evolve or
EXpire

The 2026 Field Sales Report leaves
us with an undeniable conclusion:
Inefficiency is deadly. The friction in
your process is costing you more
than your competitors are.

The era of intuition-based,
unstructured sales is incompatible
with the current market reality

of tight budgets, aggressive
competition, and sophisticated
homeowners.

The winners of 2026 will be the
organizations that successfully
pivot away from all-consuming,
volume-based models to a model
of Data-Driven Precision that lends
itself to efficiency.

To thrive in this new landscape,
field sales organizations must:

Automate the Drudgery:

Attack the “1-2 hours” of lost time per day
by utilizing technology and Al for CRM
updates and routing.

Professionalize the Rep:

Move from “hiring bodies” to “supporting
consultants” with structured onboarding,
gamification, and clear career paths to
reduce burnout.

Digitize the Door:

Support physical canvassing with robust
digital marketing and automated follow-up
strategies to nurture the longer sales cycle.

The future of field sales is bright, but

it belongs to the efficient. It is time to
replace the guesswork with intelligence
and embrace the data.

Stop losing time. Start winning deals.

SalesRabbit




