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“ Rework alone consumes 

up to half the working 

week for 85% of these 

teams. At any realistic team 

size, that represents a six-

figure annual cost hidden 

inside the payroll budget— 

tracked as hours worked 

rather than value lost.”

53%

67%

85%
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T WO IN THREE 

TEAMS PRODUCE

MORE THAN 20 

CUSTOMER-

FACING DECKS 

A MONTH
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Roughly 67% of teams produce more than 20 customer-facing decks 

a month, and about one in five produce more than 50. This number 

doesn’t reflect a seasonal spike or a one-off project. It is a steady 

stream of deliverables that teams are expected to produce month 

after month, in addition to everything else their role requires.

T HE WORK IS HIGH-

VOLUME AND REPETITIVE

67% 

produce more than 20 

customer-facing decks a month
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The most common formats are also the 

ones tied to revenue: sales pitch decks 

(59.1%), customer business reviews 

(57.3%), and quarterly business reviews 

(53.7%) are at the top. These are not 

formats that can be produced carelessly or 

handed off to a junior resource for a first 

pass. They go to buyers in active 

conversations, to accounts mid-renewal, to 

executives making budget decisions. The 

volume is high, and the stakes attached to 

every individual piece are equally high.

C USTOMER-FACING DECKS PRODUCED PER MONTH

Decks produced in a typical month n=164. 

Highlighted the 67% producing more than 20
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What makes the volume problem especially demanding is the dual 

expectation built into it. On one hand, 92.7% of teams say at least half of 

what they produce follows the same format each time. But repetition doesn't 

mean copy-paste: 81.7% personalize their deliverables frequently or always. 

  

The same deck template might be used over and over, but each version still 

needs to reflect a different customer, opportunity, or business outcome. 

That combination of repetition and personalization is what makes customer-

facing content so demanding. The work looks standardized enough to scale, 

but customized enough that teams still have to rebuild it every time.

C ONTENT TYPES PRODUCED REGULARLY

Respondents selected all that apply; totals exceed 100%. n=164.

say at least half 

their output 

repeats the 

same shape

9 2.7%

customize their 

deliverables 

frequently or 

always

81.7%

produce more than 

50 customer-

facing decks in a 

single month

1 in 5
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N O SINGLE PAIN 

POINT DOMINATES;
TEAMS FEEL 
IT ACROSS 
THE ENTIRE 

WORKFLOW
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57%

" Everything gets messy and last-minute, so 

the content feels rushed and inconsistent." 

D  irector, Australia
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S HARE OF TEAMS WHO CALL EACH PAIN SEVERE

Share rating each pain 4 or 5 on a 5-point severity scale. n=164. The nine pains sit within 16 points of each other.
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T EAMS LOSE AS 

MUCH AS HALF

THEIR WEEK 

REDOING WORK

THEY ALREADY 

COMPLETED
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85% 

lose 10% to 50% 

of their week to rework

" The manual amount of effort it takes 

to extract data into a workable format 

that we can then use in pitches or 

presentations. It takes far longer

than it should, and it's very manual."

S  ales manager, United Kingdom
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T IME TO PRODUCE ONE CUSTOMER-FACING DECK

Time to produce one deck. n=164. Highlighted the 20% spending more than a day

75%
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W HERE DECK DATA COMES FROM

Data sources for a customer facing deck.  Select all that apply n=164
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SHARE OF THE WEEK 

SPENT ON REWORK

Rework versus new content in a typical week. n=164. Highlighted: the 85% at 10 to 50%
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Q UALITY

T HE APPROVED 

DECK OFTEN

DOESN'T REACH 

THE CUSTOMER

UNTOUCHED



Q UALITY
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94.5% 

of deliverables involve 

more than one contributor
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How often reps modify the approved version. n=164. Highlighted: the 80% who modify.

How often outdated or off-brand content reaches a customer. n=164. 

Highlighted: the 53% monthly or more
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V ISIBILITY

H ALF OF THE 

TEAMS HAVE NO

REAL IDEA WHAT 

HAPPENS AFTER

THEY HIT SEND



V ISIBILITY

B enchmark Report

The moment content leaves the team, 

most of its creators lose sight of it 

entirely. They may receive a message 

from a rep saying the meeting went well. 

They may hear secondhand that a 

proposal was well received. 

  

Occasionally, they will learn that a deck 

was rejected and a deal was lost. What 

they almost never receive is the 

granular engagement data needed to 

51% 

have only basic, informal, or no 

analytics once content is sent

optimize the content. 50.7% have 

only basic analytics, informal 

feedback, or no tracking at all. They 

might see that a file was opened, but 

not which parts got read or whether 

it moved the deal. 

  

Without that feedback, teams can't 

tell which decks land, which slides get 

read, or which formats move deals. 

They keep producing on instinct.
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In contrast, the other half tracks engagement 

in detail, which splits the market down the 

middle. That visibility pays off: They can see 

which sections of a deck hold attention and 

which get scrolled past without engagement. 

They know when a prospect spends six 

minutes on the commercial terms slide. 

They can trigger a follow-up call while the 

deck is still being  read. 

They can look across every deck sent in the 

past quarter and identify patterns: this 

format performs with enterprise accounts, 

this one loses momentum in the second half, 

this slide consistently generates questions 

that are worth anticipating in the next 

meeting. Every piece of content they send 

generates intelligence that makes the next 

piece more effective.

V ISIBILITY INTO WHAT HAPPENS AFTER CONTENT IS SENT

How teams know what happens to after sending.  n=164. 

4 9.4 have detailed 

engagement tracking

4 9.4%

CLEAR VIEW 

Sees which slides hold attention and 

which get skipped

▪ 

Knows how long each section was read ▪ 

Can follow up while a prospect is still in 

the deck

▪ 

Tracks whether and with whom the deck 

was shared

▪ 

Identifies format patterns that correlate 

with closed deals

▪ 

Every send sharpens the strategy for the 

next one

▪ 

50.7 have basic, none, or 

informal tracking

50.7%

FLYING BLIND

Sees that a file was opened▪ 

Cannot see which slides were read▪ 

No data on time spent per section▪ 

Cannot see whether content was 

shared internally

▪ 

Follows up on rep anecdote and gut feel ▪ 

Iterates the next deck without any 

feedback signal

▪ 
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A I

M OST TEAMS 

TRIED AI FOR
CONTENT, BUT IT 

DIDN'T KNOW
THEIR BUSINESS
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68% 

hit a context problem: AI didn't 

know their business
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Reasons teams reduced AI use. Select up to two. n=164. Highlighted reasons are context failures; 67.7% cite at least one.
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D EMAND

T EAMS STILL 

WANT AI, BUT
PREFER ONE BUILT 

ON THEIR OWN
BRAND AND DATA
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65% 

would adopt AI built on their brand, 

data, and past results



B enchmark Report

10.4% 24.4% 36.0% 29.3%

Unlikely or would not Might consider Likely Definitely

" A truly practical AI content tool would need to 

produce accurate, brand-consistent content with 

minimal editing, while integrating smoothly into 

our existing workflow and collaboration tools."

M  anager, United States



B enchmark Report

W HAT THE

DATA
TELLS US
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M ETHODOLOGY
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30.5%
United Kingdom

12.2%
Canada

5.5%
Australia

51.8%
United States
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