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INTRODUCTION 
 

ά²ŀǊ ƛǎ фл҈ ƛƴŦƻǊƳŀǘƛƻƴΗέ 

τNapoleon Bonaparte 

 

Roughly 300 years ago, Napoleon made the above observation about competing in battle. Fast 

forward to today, and one can make a compelling argument that the same holds true for 

competing in sales in the global marketplace. With collapsing product life cycles, companies can 

no longer count on their products to be their sustainable competitive edge. So, in addition to 

focusing on what they sell, they are now placing more attention on how they sell. This trend has 

given rise to the emergence of a new discipline within sales organizations: sales enablement.  

 

In 2013, we started asking 

participants in the CSO Insights 

Sales Performance Optimization 

Study: Does your company have 

a dedicated sales enablement 

person(s), program, or function 

to support your sales 

organization? The chart to the 

right shows the continuing 

growth of sales enablement 

adoption from the past four Sales 

Performance Optimization 

Studies. While we continue to 

find that more companies dedicate resources to optimizing how their sales teams sell, through 

our benchmarking efforts, we have also discovered that this discipline is designed in a variety of 

different ways. 

 

To further understand how sales enablement is evolving and to determine the best practices for 

ensuring sales enablement has the best possible impact on sales results, CSO Insights launched 

our inaugural Sales Enablement Optimization Study in 2015. We used that report to present our 

definition of what this discipline should entail within a company: 

 

Sales Force Enablement: A strategic, cross-functional discipline 

designed to increase sales results and productivity 

by providing integrated content, training, and coaching services 

for salespeople and frontline sales managers 

ŀƭƻƴƎ ǘƘŜ ŜƴǘƛǊŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅΣ 

powered by technology. 
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We have further broken down this definition into a line-by-line analysis of each of the digestible 

components. To review this in more detail, download the CSO Insights Research Note: Sales Force 

Enablement Definition (membership required). With increasing maturity, sales enablement 

evolves into sales force enablement, which is the foundation for our definition. 

 

Focusing on line two of the definition, we see an objective that nearly all sales organizations want 
to achieve; increase sales results and productivity. While easy to say, many companies find it hard 
to achieve.  
 
The chart to the right shows a 
breakdown of the input we received 
when we asked companies to assess the 
outcome of the sales effectiveness 
initiative(s) they implemented during 
the past two years. Only 31.3% of 
companies achieved all, or at least a 
majority, of the original expectations.  
 
Moving on to the remainder of the 
definition, we first establish that a key 
cornerstone of success is the 
information shared with the sales 
organization in the form of content, training, and coaching. We then determine who needs to be 
given access to this information and that it needs to be tailored not to the companȅΩǎ ƧƻǳǊƴŜȅΣ ōǳǘ 
rather ǘƘŜ ŎǳǎǘƻƳŜǊΩǎΦ CƛƴŀƭƭȅΣ ǿŜ ƴƻǘŜ ǘƘŀǘ ǿŜ ƘŀǾŜ ǘƻ ƭŜǾŜǊŀƎŜ ǘŜŎƘƴƻƭƻƎȅ ƛŦ ǿŜ ŀǊŜ ƎƻƛƴƎ ǘƻ 
provide sales teams with on-demand access to that information from wherever they are. 
 
Now, it would be great if sales force enablement could create a framework for the sales 
organization, populate it with all the 
information that sales teams need 
to execute effectively, get everyone 
up to speed on the new process, 
and declare victory! But that is not 
the reality of the world we live in 
today. 
 
As part of our enablement research 
efforts, we introduced change into 
the equation. To do this, we asked 
the study participants to assess the 
types and scope of change that are 
impacting their sales organizations. 
 
This chart makes it clear that 
ŜƴŀōƭŜƳŜƴǘ ƛǎ ƴƻǘ ŀ άƻƴŜ-and-ŘƻƴŜέ ŜǾŜƴǘΦ wŀǘƘŜǊΣ ǎŀƭŜǎ force enablement must constantly 
ǳǇŘŀǘŜ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǊŜǎǇƻƴǎŜǎ ǘƻ changes in the marketplace, which will require providing sales 
with a constant stream of new or improved information.  

© MHI Global, Inc. All Rights Reserved 

https://www.csoinsights.com/research-library/research-notes/2015/sales-force-enablement-definition
https://www.csoinsights.com/research-library/research-notes/2015/sales-force-enablement-definition
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To better understand how best to accomplish all of this, the CSO Insights 2016 Sales Enablement 

Optimization Study looked at how enablement is evolving to meet the needs of sales teams and 

where it needs to go next. The data and analysis we share in this report are based on input from 

the first 400 survey respondents. We are continuing to gather more data to support the 

development of industry-specific benchmarks. By way of study demographics, the following two 

charts break down the participation based on regions and revenues. 
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To kick off the study, we looked 

at the reporting structure for 

sales enablement in the 

companies that have already 

established that function. In the 

chart to the right, we see that for 

the vast majority of 

organizations, this is a new 

function that reports to executive 

sales management versus being 

an extension of sales operations, 

marketing, training, etc. 

 

[ŜǘΩǎ ŜȄŀƳƛƴŜ ǘƘŜ ƪŜȅ ŦƛƴŘƛƴƎǎ ǘƘŀǘ ǎǳǊŦŀŎŜŘ ŦǊƻƳ ǘƘƛǎ ȅŜŀǊΩǎ ŀƴŀƭȅǎƛǎΦ Lƴ ŀŘŘƛǘƛƻƴ ǘƻ ǘƘƛǎ ǊŜǇƻǊǘΣ ŀ 

chart set with the answers we received to all the key survey questions has been created for those 

looking for more data beyond the areas we cover here.  

 

As you read this analysis, we encourage you to make notes regarding the areas where your 

company is underperforming. Advisory Services clients have direct access to their CSO Insights 

analyst, and we encourage you to use this service. Contact us if you have questions or comments 

regarding this report or to discuss how to refine your enablement strategy and maximize your 

sales enablement budgets. 

 

  

http://www.csoinsights.com/about-us/contact-us
http://www.csoinsights.com/about-us/contact-us
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CHAPTER 1: SALES PRODUCTIVITY GOALS ANALYSIS  
  

When we asked the 2016 Sales Enablement Optimization Study participants what their top 

objectives were for this year, increasing revenues was number one and was cited by 68% of the 

study participants. While this is a common theme for many sales enablement programs, our study 

found that there are many opinions about what should be done to achieve those higher revenue 

targets. This is a result of the lack of universal standards in the world of sales. As companies vary 

widely regŀǊŘƛƴƎ άƘƻǿέ ǘƘŜȅ ǎŜƭƭΣ ǎǘǊŀǘŜƎƛŜǎ ŀƴŘ ǘŀŎǘƛŎǎ ŦƻǊ ƛƴŎǊŜŀǎƛƴƎ ǎŀƭŜǎ ŜŦŦŜŎǘƛǾŜƴŜǎǎ όŀƴŘ Ƙƻǿ 

they are implemented) vary as well.  

 

Sales Enablement Productivity Goals Have a Broad Scope  

 

We added a new question to our 

2016 study to begin to identify 

the specific sales productivity 

initiatives companies are 

implementing. The chart to the 

right summarizes the responses 

we received.  

 

Reducing new salesperson 

ramp-up time heads the list. The 

2016 Sales Performance 

Optimization Study surfaced 

reasons behind this. The average 

turnover rate is currently 16.3%, 

and 67.3% of sales organizations are planning to add net-new salespeople. When you consider 

that 40.2% of respondents reported a ramp-up time of greater than 10 months, getting new 

salespeople fully productive more quickly is paramount. We will explore more regarding 

onboarding in Chapter 6. 

 

Increasing selling time came in second on the list. Currently, salespeople are spending 35.9% of 

their time selling, with the rest of their week consumed by other tasks. But more selling time is 

Ƨǳǎǘ ƘŀƭŦ ǘƘŜ ŜǉǳŀǘƛƻƴΦ {ŀƭŜǎǇŜƻǇƭŜ ŘƻƴΩǘ Ƨǳǎǘ ƴŜŜŘ ǘƻ ƳŀƪŜ άƳƻǊŜέ ŎŀƭƭǎΣ ǘƘŜȅ ƴŜŜŘ ǘƻ ƳŀƪŜ άƎǊŜŀǘ 

callǎέ ŀǎ ǿŜƭƭΦ LǘŜƳ ǘƘǊŜŜ ƻƴ ǘƘŜ ŎƘŀǊǘ ǎƘƻǿǎ ǘƘŜ ƴŜŜŘ ǘƻ ƛƳǇǊƻǾŜ ǎŀƭŜǎǇŜǊǎƻƴκŎƭƛŜƴǘ 

communication. In Chapter 7, you will see the content challenges hindering the achievement of 

this goal.  
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Formalizing Your Sales Enablement Charter Sets the Stage for Success 

 

In considering best practices for optimizing goal setting for your sales effectiveness initiatives, far 

and away, number one is to consider/reconsider how you approach sales enablement. The 

following is a breakdown of the percentage of study participants who reported using one of the 

four different types of approaches: 

 

¶ Treat Sales Enablement as One-off Projects: 9.6%  

¶ Have an Informal Sales Enablement Vision: 39.5% 

¶ Have a Formal Sales Enablement Vision: 35.7% 

¶ Have a Formal Sales Enablement Charter (that covers vision, services, road-map, and 

success metrics): 15.3% 

There is a 50/50 split between 

companies that have implemented 

a formal structure around sales 

enablement and those that have 

not. Our study shows that 

formality matters. The chart to the 

right compares the success of sales 

effectiveness initiatives 

implemented over the past two 

ȅŜŀǊǎ ǘƻ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ 

approach to structuring the sales 

enablement function. Here we see 

the odds of success increase 

noticeably with a more formal approach. 

 

A second recommendation for goal setting is to determine the expected effort/projected payback 

for each of the initiatives under consideration. ¢ƘŜ /{hΩǎ DǳƛŘŜ ǘƻ ¢ǊŀƴǎŦƻǊƳƛƴƎ {ŀƭŜǎ provides a 

field-tested methodology for how to accomplish this task to ensure you focus your sales 

enablement efforts on successfully overcoming the right challenges facing your sales teams. Refer 

to the following for additional resources to leverage in your sales enablement planning and 

execution:  

 

¶ Blog: Enablement: Setting the Right Priorities 

¶ Blog: Do You Need an Enablement Charter? 

¶ Research Note: Creating a Sales Force Enablement Charter (membership required) 

 
 

https://www.csoinsights.com/transforming-sales
https://www.csoinsights.com/blog/april-2016/enablement-setting-the-right-priorities
https://www.csoinsights.com/blog/january-2016/do-you-need-an-enablement-charter
https://www.csoinsights.com/research-library/research-notes/2015/creating-a-sales-force-enablement-charter
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CHAPTER 2: SCOPE OF SALES ENABLEMENT SERVICES 
 
When we asked the 2016 Sales Enablement Optimization Study participants to identify the user 
communities they are focusing their efforts on this year, we found the following breakdown of 
responses: 
 

¶ Salespeople/Account Managers   94.3% 

¶ Frontline Sales Managers   63.1% 

¶ Business Development    54.8% 

¶ Higher Level Sales Managers   50.3% 

¶ Presales/Sales Engineers   45.9% 

¶ Marketing Personnel    38.2% 

¶ Channel Personnel    34.4% 

¶ Services Personnel    22.3% 

These figures are generally in line with the results of the 2015 study. This then prompted us to 
seek to better understand the scope of services in which sales enablement is involved.  
 
Meeting the Needs of Sales Professionals and Managers is Required   
 

The chart to the left profiles the 
primary sales enablement 
services in which sales 
enablement programs or 
functions are involved.  
 
Sales training is again the top 
service offering. This includes 
education on products, sales 
process and methodologies, 
selling skills, value messaging, 
social selling, etc. We explore 
the effectiveness of training 
services in Chapter 8.  
 

 
Sales tools include aids for value justification, ROI analysis, configure/price/quote, etc. These, 
along with content services (which we dive deeper into in Chapter 7 are two of the key assets 
salespeople use to engage customers. CRM/technology is also part of the scope of services for 
many sales enablement functions. 
 

 

 

© MHI Global, Inc. All Rights Reserved 
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This year, we expanded the 

survey to assess the scope of 

services sales enablement 

provides to sales management. 

The chart to the left 

summarizes the input of these 

new findings.  

 

When you think about the 

people who are coaching your 

sales teams, it begs the 

question: Who is coaching the 

coach? Here we see sales 

enablement step in to become 

part of the support network sales management turns to for help in elevating their skills and 

competencies.  

 

Best-In-Class Programs Take a Holistic View of Sales Enablement  

 

Adding all of these services together shows the wide variety of support activities with which sales 

enablement is tasked. By benchmarking best-in-class sales enablement programs and functions, 

we identified two key trends that make them successful. The first is that they take a holistic view 

toward sales enablement.  

 

For example, sales enablement may decide changes need 

to be made to the sales process based on changes in the 

competitive landscape. As sales enablement considers 

these changes, they must also take into account the other 

implications this change may have for the sales 

organization. Will changes in the sales process require 

changes in their CRM system to monitor the new process? 

What new content and knowledge will need to be 

developed to help salespeople execute the new process? 

How will coaching need to evolve to help reinforce the 

process changes? By taking this holistic approach, they 

make sure they identify and consider all the aspects of people, process, technology, skills, and 

knowledge that a single change may impact. 

 

The second practice is that best-in-class functions ŘƻƴΩǘ ǘǊȅ ǘƻ Řƻ ŜǾŜǊȅǘƘƛƴƎ all at once. Instead, 

while they may identify multiple things that need to change, they select a few and successfully 

implement them; then select a few more, and so on. 

 

© MHI Global, Inc. All Rights Reserved 

 

© MHI Global, Inc. All Rights Reserved 

https://www.csoinsights.com/blog/july-2016/formula-for-successful-sales-transformation
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CHAPTER 3: CROSS-FUNCTIONAL COLLABORATION  
 

In the previous two chapters, we looked at the objectives sales enablement wants to achieve and 

the types of services they can leverage to do so. But knowing what you want to do must be 

followed up with actually doing it, and that requires people. Data presented in the introduction 

of this report show that, of the study participants that had an enablement function in place, 69.4% 

reported that it was staffed by a team of three or fewer people. For half of that group, sales 

enablement was basically a one-person operation. Expecting a few resources to accomplish a wide 

range of challenging objectives is unrealistic.  

 

As we consider the other internal resources available that could, or already are, contributing to 

increasing the efficiency and effectiveness of the sales organization, we see a road to success. 

Sales force enablement does not have to play all the instruments, but can instead, via cross-

functional collaboration, conduct the orchestra. It can focus on ensuring that other key areas work 

in concert with each other to achieve the desired results. That prompted us to assess what types 

of collaboration are taking place and how effectively these groups are working with sales force 

enablement. 

 

Sales Enablement Needs the Help of Many Functions to Succeed  

 

When asked about methods used to foster cross-functional collaboration between enablement 

and other parts of their company, 9.6% of participants in our study reported no cross-functional 

collaboration, 27.1% reported that collaboration takes place on an ad hoc basis, 42.7% have an 

informal collaboration in place, and 21.% have a formal process for collaboration. 

 

Going further, we asked 

the study participants to 

assess how effectively 

sales enablement 

collaborated with specific 

functions within their 

company. In the chart to 

the right, we see a mixed 

bag of ratings. For four 

areas ς product 

management or 

development, 

information technology, 

human resources, and 

marketing ς ƳƻǊŜ ǘƘŀƴ рл҈ ƻŦ ǎǘǳŘȅ ǇŀǊǘƛŎƛǇŀƴǘǎ ƎŀǾŜ ǘƘŜƳǎŜƭǾŜǎ ŀ ƎǊŀŘŜ ƻŦ άƴŜŜŘǎ ŀ ƳŀƧƻǊ 

ǊŜŘŜǎƛƎƴκƴŜŜŘǎ ƛƳǇǊƻǾŜƳŜƴǘΦέ  
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The chart to the left shows 

collaboration can have a 

significant impact on 

enablement success. For 

companies that had no or ad hoc 

collaboration, only 36% 

reported that the sales 

effectiveness initiatives they 

implemented over the past two 

years achieved all or the 

majority of their original 

objectives.  

 

 

That percentage increased to 42% for organizations with informal collaboration and further 

jumped to 59% for organizations with a formal collaboration process. 

 

Clearly Defining Responsibilities is the First Step to Collaboration Success  

 

Kevin Joyce, a sales and marketing leader in the technology industry, shared the following on 

ŜŦŦŜŎǘƛǾŜ ŎƻƭƭŀōƻǊŀǘƛƻƴΦ ά²ƘŜƴ ǘƘŜǊŜ ƛǎ ƴƻǘ ŀ ŎǊƛǎǇ ŘŜŦƛƴƛǘƛƻƴ ƻŦ ǿƘŀǘ ǇŜƻǇƭŜ ǎƘƻǳƭŘ ŘƻΣ ǘƘŜȅ ǿƛƭƭ 

ƎǊŀǾƛǘŀǘŜ ǘƻ ǿƘŀǘ ǘƘŜȅ ǿŀƴǘ ǘƻ ŘƻΦ !ǎ ŀ ƳŜǘŀǇƘƻǊΣ L ǊŜŦŜǊ ǘƻ ǘƘƛǎ ŀǎ ΨǎǿŀǊƳ ōŀƭƭΦΩ Lf you ever have 

any children that play soccer under the age of 10, you know what I am talking about. The entire 

organization basically swarms around the ball and the ball is whatever the issue is at that 

moment.έ  

 

άWhen I share this image with my organization, I make it clear that this has to change. Like players 

on a professional soccer team, they need to focus on consistently playing their defined role. They 

have to transition from swarm ball to an environment where they're a wing, a center or a goalie. 

They play that role and just trust that the ball is going to be passed along to them at the 

ŀǇǇǊƻǇǊƛŀǘŜ ƳƻƳŜƴǘΣ ƛƴ ǘƘŜ ŀǇǇǊƻǇǊƛŀǘŜ ƳŀƴƴŜǊΦέ 

 

To help you understand and define those roles, we encourage you to complete the Sales Process 

Mapping exercise outlined in detail in the /{hΩǎ DǳƛŘŜ ǘƻ ¢ǊŀƴǎŦƻǊƳƛƴƎ {ŀƭŜǎ. 

 

Refer to the following resources to help foster effective collaboration between sales enablement 

and other functional areas in your company: 

 

¶ Blog Post: Collaboration in Enablement: Potential for Huge Performance Improvement 

¶ Research Note: Enablement: Collaboration and Performance  

© MHI Global, Inc. All Rights Reserved 

https://www.csoinsights.com/transforming-sales
https://www.csoinsights.com/blog/february-2016/collaboration-in-enablement-potential-for-huge-pe
https://www.csoinsights.com/research-library/research-notes/2016/enablement-collaboration-and-performance
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/I!t¢9w пΥ ¢I9 w9[9±!b/9 hC /¦{¢ha9wΩ{ Wh¦wb9¸ 
ALIGNMENT  
 

The most important decision for every sales organization is ǎǘƛƭƭ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ōǳȅƛƴƎ ŘŜŎƛǎƛƻƴΦ 

This decision is the prerequisite for sales organizations to achieve their revenue targets. The 

ōǳȅƛƴƎ ŘŜŎƛǎƛƻƴ ƛǎ ōŀǎŜŘ ƻƴ ǘƘŜ ŎǳǎǘƻƳŜǊǎΩ ŀǇǇǊƻŀŎƘ ǘƻ ǘŀŎƪƭƛƴƎ ŎƘŀƭƭŜƴƎŜǎΣ ƳŀƪƛƴƎ ōǳȅƛƴƎ 

decisions, and implementing and ǳǎƛƴƎ ŀ ǾŜƴŘƻǊΩǎ ǇǊƻŘǳŎǘǎ ŀƴŘ ǎŜǊǾƛŎŜǎΦ LǘΩǎ ǘƘŜƛǊ ŎǳǎǘƻƳŜǊ 

experience that determines whether or not there will be a follow-up purchase with the same 

vendor. Consequently, internal processes from marketing to sales to service have to be aligned to 

the cusǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅ ǎƻ ǘƘŀǘ ǎŀƭŜǎǇŜƻǇƭŜ Ŏŀƴ ŜƴƎŀƎŜ ŀƴŘ ŎƻƭƭŀōƻǊŀǘŜ ǿƛǘƘ ǇǊƻǎǇŜŎǘǎ ŀƴŘ 

customers on how they want to tackle challenges, make buying decisions and implement and use 

ŀ ǾŜƴŘƻǊΩǎ ǇǊƻŘǳŎǘǎ ŀƴŘ ǎŜǊǾƛŎŜǎ.  

 

/ǳǎǘƻƳŜǊΩǎ WƻǳǊƴŜȅ !ƭƛƎƴƳŜƴǘ ²ŀǎ wŜǇƻǊǘŜŘ ōȅ 56% of Study Participants 

 

!ƴŀƭȅȊƛƴƎ ǘƘŜ ŘŀǘŀΣ ƛǘΩǎ ƛƴǘŜǊŜǎǘƛƴƎ 

to see that 9% of the study 

participants reported that they do 

ƴƻǘ ŎƻƴǎƛŘŜǊ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ 

journey. An informal alignment 

was reported by 35.2%. This sums 

up to 44.6% who have not 

purposefully aligned their sales 

process to thŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅΦ 

The remaining 55.4% reported a 

formal (27.7%) or even a dynamic 

alignment (27.7%).  

 

An informal alignment means that the issue has been discussed and considered but not formally 

implemented. In many of the organizations we work with, we find that great effort has been made 

in customer journey mapping, frequently for different buying situations. But this mapping does 

not necessarily mean that sales processes have been adjusted or that there is a formal alignment 

or even implementation. Such a formal alignment was the case for 27.7% of all study participants.  

 

A dynamic alignment (27.7%) goes even further: either deriving the sales process from the 

ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅ ƻǊ ŘȅƴŀƳƛŎŀƭƭȅ ŀƭƛƎƴƛƴƎ ƛǘ ǘƻ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅ ŀƴŘ ƛƳǇƭŜƳŜƴǘƛƴƎ 

modifications as soon as changes in the marketplace are detected.  

 

 

 

 

© MHI Global, Inc. All Rights Reserved 
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/ǳǎǘƻƳŜǊΩǎ WƻǳǊƴŜȅ !ƭƛƎƴƳŜƴǘ LƳǇǊƻǾŜŘ ²ƛƴ wŀǘŜǎ ōȅ ŀǎ aǳŎƘ ŀǎ мр҈  

 

Analyzing the impact of the 

ŎǳǎǘƻƳŜǊΩǎ journey alignment 

on win rates, loss rates, and no 

decisions shows why a formal, or 

even better, a dynamic 

alignment, is no longer optional. 

Instead, it is mandatory, 

because an informal alignment is 

not even enough to achieve 

average results. 

 

Our study found an average win 

rate for forecast deals of 46.2%, 

an overall loss rate of 28.3%, and an overall no decision rate of 25.5%. With a dynamic alignment, 

the win rate improved significantlyτup to 53%. No sales leader can ignore a 15% better win rate. 

Similar improvements can be achieved for the loss rate and for no decisions. The results for the 

loss rates are especially impressive: in a dynamically aligned environment, the losses can be 

reduced by 9% down to 24.4%, and the no decision rates by 8% down to 22.6%. Most impressive 

ƛǎ ǘƘŜ ƘǳƎŜ ƭƻǎǎ ǊŀǘŜ ƻŦ опΦо҈ ǿƘŜƴ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅ ƛǎ ƴƻǘ ŎƻƴǎƛŘŜǊŜŘ ƛƴ ǘƘŜ ǎŀƭŜǎ ǇǊƻŎŜǎǎτ

21% worse than the average loss rate.  

 

To achieve significant 

performance wins, 

sales force 

enablement has to 

build a solid 

foundation, based on 

a dynamic sales 

process alignment to 

ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ 

journey. Only then 

can they equip 

salespeople and their managers with the skills, knowledge, strategies, and expertise to make 

every customer interaction relevant, different, and valuable.  

 

Sales force enablement has to consider the different dynamics salespeople must navigate along 

ǘƘŜ ŜƴǘƛǊŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅΦ hƴƭȅ ǘƘŜƴ Ŏŀƴ ǘƘŜ ŘƛǎŎƛǇƭƛƴŜ ǇǊƻǾƛŘŜ ǘƘŜ ŀǇǇǊƻǇǊƛŀǘŜ ǎŜǊǾƛŎŜǎ ƛƴ 

terms of content, training, and coaching. The ultimate goal is to connect the dots between the 

content and training services for the salespeople and the coaching services for the managers.  
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CHAPTER 5: SOCIAL ENGAGEMENTΩ{ Lb/w9!{LbD w9[9±!b/9 
 

Before the internet and social networks changed our lives, salespeople had a knowledge 

advantage regarding their products and services. But this knowledge advantage is gone. The new 

selling in the age of the customer is defined by creating value for prospects and buyers at each 

ǎǘŀƎŜ ƻŦ ǘƘŜƛǊ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅΦ ¢Ƙƛǎ ƴŜǿ ǎŜƭƭƛƴƎ ǊŜǉǳƛǊŜs social selling skills.  

 

One of the biggest misconceptions is to equate social selling with tools, especially with LinkedIn. 

LinkedIn and other tools are vital to social selling, but social selling is about more than just 

technology. Leveraging social selling effectively requires enablement leaders to develop a 

strategic, holistic, and integrated social enablement approach that is based on social strategy 

ŀƭƛƎƴƳŜƴǘ ōŜǘǿŜŜƴ ƳŀǊƪŜǘƛƴƎ ŀƴŘ ǎŀƭŜǎ ŀƴŘ ŎƻǾŜǊǎ ǘƘŜ ŜƴǘƛǊŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅΦ  

 

Social Selling is Used for Many Purposes, but Benefits Are Unclear if Social Strategies Are Not 
Aligned 
 

Lƴ ǘƘƛǎ ȅŜŀǊΩǎ ǎǘǳŘȅΣ we first sought to know which social tools salespeople use regularly. It comes 

as no surprise that LinkedIn is the most used social selling tool (84%), followed by Twitter (38%), 

Facebook (28%), Google+ (15%), and other smaller or regional applications.  

 

These social selling tools have an even greater degree of penetration with participants who 

reported having their social marketing and social selling strategies aligned (21% of All 

Respondents). In this group, 100% use LinkedIn, 69% use Twitter, and 48% use Facebook. Also, 

the social productivity tools such as Hootsuite or TweetDeck are used by 20% of this group, 

compared to 9% in the All Respondents group.  

 

This chart shows how social selling tools are used for various tasks, e.g., lead development 

(68.9%), account research (64.9%), and call preparation (60.3%). 
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Next, we wanted to better understand the benefits expected from these tools. For 39% of All 

wŜǎǇƻƴŘŜƴǘǎΣ άǊŜŘǳŎŜŘ ŀŎŎƻǳƴǘ ŀƴŘ ŎƻƴǘŀŎǘ ǎŜŀǊŎƘ ǘƛƳŜέ ǿŀǎ ǘƘŜ Ƴƻǎǘ ŜȄǇŜŎǘŜŘ ōŜƴŜŦƛǘΣ 

ŦƻƭƭƻǿŜŘ ōȅ άƴƻǘ ǎǳǊŜέ ǿƛǘƘ от҈Σ άƛƴŎǊŜŀǎŜŘ ƴǳƳōŜǊ ƻŦ ƭŜŀŘǎέ όоо҈ύ ŀƴŘ άŘŜŜǇŜǊ relationships 

ǿƛǘƘ ŎƭƛŜƴǘǎέ όом҈ύΦ ¢ƘŜ ǎǳōƎǊƻǳǇ ǿƛǘƘ ŀƭƛƎƴŜŘ ǎƻŎƛŀƭ ƳŀǊƪŜǘƛƴƎ ŀƴŘ ǎƻŎƛŀƭ ǎŜƭƭƛƴƎ ǎǘǊŀǘŜƎƛŜǎ όнм҈ύ 

ƛǎ ƳǳŎƘ ƳƻǊŜ ŦƻŎǳǎŜŘΦ Lƴ ǘƘŜ ƎǊƻǳǇ ǿƛǘƘ ƎǊŜŀǘŜǊ ŀƭƛƎƴƳŜƴǘΣ άƛƴŎǊŜŀǎŜŘ ƴǳƳōŜǊ ƻŦ ƭŜŀŘǎέ ƛǎ ǘƘŜ 

Ƴƻǎǘ ŜȄǇŜŎǘŜŘ ōŜƴŜŦƛǘ όрт҈ύΣ ŦƻƭƭƻǿŜŘ ōȅ άŘŜŜǇŜǊ ǊŜƭŀǘƛƻƴǎƘƛǇǎ ǿƛǘƘ ŎƭƛŜƴǘǎέ όрс҈ύΦ Lƴ ǘƘƛǎ ƎǊƻǳǇΣ 

ƻƴƭȅ му҈ ŀǊŜ άƴƻǘ ǎǳǊŜέ ǿƘŀǘ ǘƻ ŜȄǇŜŎǘ ŦǊƻƳ ǳǎƛƴƎ ǎƻŎƛŀƭ ǎŜƭƭƛƴƎ ǘƻƻƭǎΣ ǎƻ ǘƘŜ άƴƻǘ ǎǳǊŜέ ŀƴǎǿŜǊ 

at 37% from All Respondents may be interpreted as a lack of maturity.  

 

 
 

Social Selling Based on Formally Aligned Social Strategies Shows 16% Better Win Rates 

 

Social engagement, as we call our approach, is about equipping salespeople with skills, tools, and 

content to successfully navigate the change, decision, and value dynamics along the entire 

ŎǳǎǘƻƳŜǊΩǎ journey by leveraging social media.  

 

Our research shows that social 

strategy alignment has a 

tangible impact on quota and 

revenue attainment and, most 

significantly, on win rates for 

forecast deals. When sales and 

marketing social strategies 

were formally aligned, the win 

rate climbed by 16% up to 

роΦс҈ όŎƻƳǇŀǊŜŘ ǘƻ ǘƘŜ ǎǘǳŘȅΩǎ 

average win rate of 46.2%).  
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The data show another important finding: Only a formal alignment of the social strategies enables 

a sales force to perform better than average. Informally aligned or unaligned social strategies lead 

to win rates below average. 

 

Sales force enablement plays a critical role when it comes to developing social capabilities across 

ǘƘŜ ǎŀƭŜǎ ŦƻǊŎŜΦ ²ƘŀǘΩǎ ƴƻǘ ǿƻǊƪƛƴƎΣ ŀŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ Řŀǘŀ ŀōƻǾŜΣ ƛǎ ǘƻ ǘǊŜŀǘ άǎƻŎƛŀƭ ǎŜƭƭƛƴƎέ ŀǎ ŀƴ 

isolated enablement issue, such as a LinkedIn tool training, and neglect to integrate such services 

into the sales process, sales methodology, or sales force enablement framework. Another 

common mistake is to forget the content cƻƳǇƻƴŜƴǘ ŀƭǘƻƎŜǘƘŜǊ ƻǊ ǘƻ ōŜƭƛŜǾŜ ƛǘΩǎ ƻƴƭȅ ŀ ƳŀǊƪŜǘƛƴƎ 

ƛǎǎǳŜΦ LǘΩǎ ƴƻǘΦ  

 

It is not by accident that world-class performers are two years ahead of average performers. 

Focus, speed, integration, and adoption are their critical success factors for leveraging social 

media effectively across the organization. Refer to the Going Forward chapter to learn more on 

how to effectively set up social selling.  

 

  

https://www.csoinsights.com/blog/may-2016/is-social-selling-training-effective
https://www.csoinsights.com/blog/april-2016/social-selling-world-class-performers-are-two-yea
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CHAPTER 6: DECREASING NEW SALESPERSON RAMP-UP TIME  
 

As highlighted in Chapter 1Σ ǘƘŜ ǘƻǇ ǇǊƻŘǳŎǘƛǾƛǘȅ Ǝƻŀƭ ŦǊƻƳ ǘƘƛǎ ȅŜŀǊΩǎ ǎǘǳŘȅ ǿŀǎ ŘŜŎǊŜŀǎƛƴƎ ǘƘŜ 

ramp-up time for new salespeople. Successfully onboarding new hires (training on your 

ŎƻƳǇŀƴȅΩǎ ǇǊƻŘǳŎts, sales process, value messaging, etc.) is just the start of this process. There is 

then the full gambit of things new hires need to learn about how to effectively sell into their new 

territory, what internal subject matter experts to turn to for help, how to get deals approved, etc. 

This is a universal challenge for sales. Even if you are not adding net-new sales professionals, you 

will likely be replacing salespeople who left because of turnover. 

  

Sales Ramp-up Times Are Much Longer Than in the Past 

 

We asked the study participants to share how long it took to bring a new hire up to full 

productivity, which we defined as generating the same level of revenue as experienced 

salespeople. The chart below shows that 60.7% of the study participants reported a ramp-up time 

of seven months or more. 

 

 
 

To put that in perspective, looking back to the first time we published this metric in the 2003 Sales 

Performance Optimization Study, that figure was 40.2%, with 45.3% of the respondents reporting 

a period of three to six months and the remaining 14.6%  a ramp-up time of less than three 

months. 
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To begin to understand the impact the complexity of a deal has on ramp-up time, we segmented 

the study data based on average deal size. The chart below summarizes the results of that 

analysis. 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

The growing length of time it takes to see full revenue productivity from new hires can have a 

significant impact on current year performance if you see a spike in turnover. Only a few 

organizations ever see an immediate increase in sales from hiring net-new people. 

 

[ŜǾŜǊŀƎƛƴƎ tŀǎǘ /ƭƛŜƴǘ 9ȄǇŜǊƛŜƴŎŜǎ /ŀƴ IŜƭǇ bŜǿ IƛǊŜǎ ¦ƴŘŜǊǎǘŀƴŘ ǘƘŜ /ǳǎǘƻƳŜǊΩǎ WƻǳǊƴŜȅ 

 

To start to deal with this continuing challenge, sales leaders need to first determine what their 

ramp-up time really is. A fast/easy way to determine this metric is to list all the new salespeople 

hired in the past two years in column A of a spreadsheet. Then, in columns B through Y, enter 

their revenue contribution for each month since they came on board. In comparing new hire 

performance to experienced sales professionals, the analysis might show that the time to full 

productivity is actually 16 months. The point is that the true ramp-up time must be known so that 

plans can be made accordingly. Of course, if sales leaders ŘƻƴΩǘ ƭƛƪŜ ǘƘŜ ǊŜǎǳƭǘǎ ƻŦ ǘƘŜƛǊ ŀƴŀƭȅǎƛǎΣ ƛǘ 

is up to them to figure out what needs to be done to shorten the time. 

 

One tactic we really liked the first time we heard it was having new salespeople conduct buy cycle 

reviews (i.e., interviewing clients of deals that were recently won, lost, or ended as no decisions). 

Reviews from new hires, with no vested interest in the status quo, can help the sales team better 

understand what factors influence success or failure. It will also give new salespeople a chance to 

ƳƻǊŜ ŎƭŜŀǊƭȅ ǳƴŘŜǊǎǘŀƴŘ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅ ŀǎ ǘƘŜȅ ǿƛƭƭ ƘŜŀǊ ƛǘ ŦƛǊǎǘƘŀƴŘ ŦǊƻƳ ǇŜƻǇƭŜ ƛƴ ǘƘŜƛǊ 

marketplace. To learn how to do this, please contact your /{h LƴǎƛƎƘǘǎΩ ŀƴŀlyst. 

 

  

https://www.csoinsights.com/about-us/research-team
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CHAPTER 7: EFFECTIVENESS AND IMPACT OF CONTENT SERVICES  
 

Salespeople require a broad variety of content assets to engage with their prospects and clients 

ŀƭƻƴƎ ǘƘŜ ŜƴǘƛǊŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅΦ /ƻƴǘŜƴǘ ǎŜǊǾƛŎŜǎ ƛƴŎƭǳŘŜ ŜƴŀōƭŜƳŜƴǘ ŎƻƴǘŜƴǘ ŀǎǎŜǘǎ ǎǳŎƘ ŀǎ 

playbooks, guided selling scripts, and email templates as well as customer-facing content 

including white papers, success stories, and references. Where does the content salespeople use 

originate? According to the data, marketing creates only 39% of the content, followed by 

salespeople (24.2%), product management (14.8%), sales enablement (11.9%), and 

operations/legal (6.6%). That clearly shows that sales force enablement is not just a discipline 

ŀǊƻǳƴŘ άƳŀǊƪŜǘƛƴƎ ŎƻƴǘŜƴǘΦέ 

 

Content Quality is Mandatory to Drive Quota Attainment Above Average 

 

We wanted to understand how 

content quality and quantity impact 

quota and revenue attainment. The 

data show that only high-quality 

ŎƻƴǘŜƴǘ όǊŀƴƪŜŘ άƳŜŜǘǎ ŜȄǇŜŎǘŀǘƛƻƴǎέ 

ƻǊ άŜȄŎŜŜŘǎ ŜȄǇŜŎǘŀǘƛƻƴǎέύ Ŏŀƴ 

improve quota and revenue 

attainment so that it is above average. 

For example, with quality content, 

quota attainment could be improved 

by 6% up to 59.3% (average quota 

attainment: 55.8%). On the other 

hand, content with quality gaps led to 

a win rate 9% lower than average.  

  

© MHI Global, Inc. All Rights Reserved 
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Content Usage AloƴƎ ǘƘŜ /ǳǎǘƻƳŜǊΩǎ WƻǳǊƴŜȅ aǳǎǘ .Ŝ LƳǇǊƻǾŜŘ 

 

²Ŝ ǘƘŜƴ ƭƻƻƪŜŘ ŀǘ Ƙƻǿ ǾŀǊƛƻǳǎ ŎƻƴǘŜƴǘ ŀǎǎŜǘǎ ŀǊŜ ǳǎŜŘ ŀƭƻƴƎ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅΦ ¢ƻ ƳŀƪŜ ƛǘ 

simple, we focused on the three big phases: awareness phase/prospecting, actual buying 

phase/selling, and after the buying decision.  

 

Unfortunately, we 

found no significant 

focus on what 

happens after the 

buying decision 

where content can be 

used to maintain and 

deepen the 

relationships and 

increase business 

within existing 

ŀŎŎƻǳƴǘǎΦ hǾŜǊŀƭƭΣ ƛǘΩǎ 

interesting to see that 

apart from email 

templates, white papers (65.3%) are the most used asset in the prospecting phase. However, 

there is still a preference to use product collateral (42%) over customer case studies (38.4%) and 

references (21.4%). It seems that there is still work to do to get to a buyer-focused engagement 

ŎŜƴǘŜǊŜŘ ƻƴ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ŎƘŀƭƭŜƴƎŜǎ ŀƴŘ ŘŜǎƛǊŜŘ ǊŜǎǳƭǘǎΦ  

 

/ƻƴǘŜƴǘ !ƭƻƴƎ ǘƘŜ 9ƴǘƛǊŜ /ǳǎǘƻƳŜǊΩǎ WƻǳǊƴŜȅ ƛǎ ƻŦ {ǘǊŀǘŜƎƛŎ wŜƭŜǾŀƴŎŜ 

 

Sales content, internal enablement content, and client-facing content are of strategic relevance 

for several reasons. In the age of the customer, content quality and content quantity have a 

remarkable impact on quota and revenue plan attainment as discussed above. Furthermore, 

content quality determines the customer relationship levels that can be achieved (see Going 

CƻǊǿŀǊŘ ŎƘŀǇǘŜǊύΦ wŜƭŜǾŀƴǘ ŀƴŘ ǾŀƭǳŀōƭŜ ŎƻƴǘŜƴǘ ƛǎ ǊŜǉǳƛǊŜŘ ŀǘ ŀƭƭ ǎǘŀƎŜǎ ƻŦ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ 

ƧƻǳǊƴŜȅΦ LǘΩǎ ŀ ŘŀƴƎŜǊƻǳǎ ƛƭƭǳǎƛƻƴ ǘƻ ǊŜŘǳŎŜ ǘƘŜ ǊŜǉǳƛǊŜŘ ǎŀƭŜǎ ŎƻƴǘŜƴǘ ǘƻ ƻƴƭȅ άƳŀǊƪŜǘƛƴƎ ŎƻƴǘŜƴǘέ 

as this produces inevitable content gaps. As discussed above, only 39% of the content used by 

ǎŀƭŜǎǇŜƻǇƭŜ ŀƭƻƴƎ ǘƘŜ ŜƴǘƛǊŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅ is created by marketing. 

 

 

 

 

 

 

https://www.csoinsights.com/blog/june-2015/three-gaps-that-lead-to-insufficient-content-cover
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What does that mean for sales enablement leaders? Here are three actions to take, especially 

before implementing enablement technology. 

 

1. /ƻƴŘǳŎǘ ŀ ƘƻƭƛǎǘƛŎ ŎƻƴǘŜƴǘ ŀǎǎŜǎǎƳŜƴǘ ŀƭƻƴƎ ǘƘŜ ŜƴǘƛǊŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅΥ Content 

types (e.g., whitepapers, case studies, and presentations) have to be defined (i.e., 

purpose, target audience, internal/external, and content creator) and mapped against the 

ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅΦ LƴǾƻƭǾŜ ǎŀƭŜǎǇŜƻǇƭŜ ŀƴŘ ǘƘŜƛǊ ƳŀƴŀƎŜǊǎ ǘƻ ƎŀǊƴŜǊ ŘƛŦŦŜǊŜƴǘ 

perspectives. If you cannot decide which customer journey phase the content maps to, 

assign it to all phases.  

 

2. Analyze the results: Typically, there will be one or more of these types of gaps in content: 

oǊƎŀƴƛȊŀǘƛƻƴŀƭΣ ǇŜǊǎǇŜŎǘƛǾŜΣ ŀƴŘ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅΦ .ȅ ƛŘŜƴǘƛŦȅƛƴƎ ǘƘŜ ŀǊŜŀǎ ǿƘŜǊŜ ǘƘere 

is insufficient content coverage, the results of the analysis become actionable. 

 

3. Define the next required actions: These can include creating a holistic content 

management framework and a production and collaboration process to orchestrate 

various content creating functions ŀƭƻƴƎ ǘƘŜ ŜƴǘƛǊŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅΦ Lƴ ǇŀǊŀƭƭŜƭΣ 

content gaps have to be closed and redundancies removed. Additionally, a multi-

dimensional sales taxonomy (e.g., selling scenarios, buyer roles, industries, languages, 

regions, business challenges, products, etc.) has to be defined to make relevant content 

suggestions for salespeople.  

  

https://www.csoinsights.com/blog/september-2015/the-dark-side-of-enablement-why-you-need-an-enable
https://www.csoinsights.com/blog/september-2015/the-dark-side-of-enablement-why-you-need-an-enable
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CHAPTER 8: EFFECTIVENESS AND IMPACT OF TRAINING SERVICES 
  

ά¢Ƙƛƴƪ ǘǊŀƛƴƛƴƎ ƛǎ ƘŀǊŘΚ ¢Ǌȅ ƭƻǎƛƴƎΦέ 

φ5ŀǾŜŜ WƻƴŜǎ 

 

Sales training includes a broad range of services covering product, skills and competencies, 

methodology and process, tools and CRM, as well as the training part of onboarding programs 

(see Chapter 6). Across all of these areas, investments in sales training are still more focused on 

salespeople than on sales managers. For both roles, the majority of investments range between 

Ϸрлл ŀƴŘ ϷнΣрллΦ LƴǘŜǊŜǎǘƛƴƎƭȅΣ с҈ ƻŦ ǘƘŜ ǎǘǳŘȅ ǇŀǊǘƛŎƛǇŀƴǘǎ ŘƻƴΩǘ ƻŦŦŜǊ ǘǊŀƛƴƛƴƎ ǎŜǊǾƛŎŜǎ ŦƻǊ 

ǎŀƭŜǎǇŜƻǇƭŜΣ ǿƘƛƭŜ муΦп҈ ŘƻƴΩǘ ƻŦŦŜǊ ǘraining for sales managers.  

 

Training Services That Are Product or Process Centered Are Ranked Most Effective  

 

The central theme we 

identified last year 

continues: training 

services that are well-

established and 

centered around 

products and processes 

are ranked as more 

effective compared to 

those services that 

have to be designed 

with customers at the 

core.  

 

Like last year, social selling training services show the highest need for major redesign (30.4% this 

year, 33.1% last year). Although the order has slightly changed since last year, overall, 

ǊŜǎǇƻƴŘŜƴǘǎ ŀƭǎƻ ǊŀƴƪŜŘ ŎǳǎǘƻƳŜǊΩǎ ƳŀǊƪŜǘǇƭŀŎŜ ǘǊŀƛƴƛƴƎΣ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅ ǘǊŀƛƴƛƴƎ, and 

ROI/business value justification training services as needing major redesign and improvement. 

bƻǿΣ ƭŜǘΩǎ ǘŀƪŜ ŀ ƭƻƻƪ ŀǘ ǘƘŜ ƛƳǇŀŎǘ ƻŦ ǎŀƭŜǎ ǘǊŀƛƴƛƴƎ ƻƴ ǎŀƭŜǎ ǇŜǊŦƻǊƳŀƴŎŜΣ ŜǎǇŜŎƛŀƭƭȅ ŦƻǊ ǉǳƻǘŀ 

attainment and win rates.  

 

 

 

 

 

 

https://www.csoinsights.com/blog/may-2016/is-social-selling-training-effective
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¢ƘŜ .ŜǘǘŜǊ hǊƎŀƴƛȊŀǘƛƻƴǎ ¦ƴŘŜǊǎǘŀƴŘ ¢ƘŜƛǊ /ǳǎǘƻƳŜǊǎΩ Journeys, the More Effective Are the 

Related Training Services 

 

9ŦŦŜŎǘƛǾŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅ ǘǊŀƛƴƛƴƎ ƛǎ ŜǎǎŜƴǘƛŀƭ ǘƻ ŀŎƘƛŜǾŜ ōŜǘǘŜǊ than average (55.8%) quota 

ŀǘǘŀƛƴƳŜƴǘΦ Lƴ ŎŀǎŜǎ ǿƘŜǊŜ ǘƘƛǎ ǘǊŀƛƴƛƴƎ ƛǎ ǊŀƴƪŜŘ άŜȄŎŜŜŘǎ ŜȄǇŜŎǘŀǘƛƻƴǎΣέ ǉǳƻǘŀ ŀǘǘŀƛƴƳŜƴǘ 

climbs to 74.1%τŀƴ ƛƴŎǊŜŀǎŜ ƻŦ он҈Φ /ƭŜŀǊƭȅΣ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅ ŀƭƛƎƴƳŜƴǘ ƳŀǘǘŜǊǎΗ  

 

Social Selling That Exceeds Expectations Improves Quota by 51% and Win Rates by 38% 

 

Lƴ ƎŜƴŜǊŀƭΣ ǘǊŀƛƴƛƴƎ ǎŜǊǾƛŎŜǎ ǘƘŀǘ ŀǊŜ ǊŀƴƪŜŘ ŀǎ άŜȄŎŜŜŘ ŜȄǇŜŎǘŀǘƛƻƴǎέ ƭŜŀŘ ǘƻ ǘŀƴƎƛōƭe 

improvements in both attainment and win rates.  

 

In the chart on the left, we 

show the sales 

performance impact of 

social selling training 

services. If these training 

services are ranked as 

needing improvement or 

redesign, quota attainment 

and win rates fall below 

average by a significant 

margin. If social selling 

training meets or exceeds 

expectations, win rates can 

be improved by 38% 

(compared to the average win rate of 46.2%) and quota attainment by 51% (compared to the 

average quota attainment of 55.8%)!  

 

These results cannot be ignored by any sales leader: not the performance gap resulting from poor 

social selling training and not the positive impact of effective social training services. So, what 

makes social selling training services effective? 

 

In social selling training (or any other training area) the concepts have to be integrated into an 

ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǎŀƭŜǎ ǎȅǎǘŜƳ ǘƻ ōŜ ŜŦŦŜŎǘƛǾŜΦ Social selling training must not be reduced to tool 

training ŦƻǊ [ƛƴƪŜŘLƴ ƻǊ ¢ǿƛǘǘŜǊΦ ¢ƘŀǘΩǎ ǇǊŜŎƛǎŜƭȅ ǘƘŜ ǘǊŀǇ Ƴŀƴȅ ƻǊƎŀƴƛȊŀǘƛƻƴǎ ǎǘƛƭƭ Ǌǳƴ ƛƴǘƻ ǿƘŜƴ ƛǘ 

comes to social selling. It seems that lessons learned from implementing CRM were not applied 

here. Salespeople are again asked to take tool training when at the same time the tool and the 

required skills have not yet been integrated into the current sales system, methodologies, and 

processes. The results are distressingly similar. This leads salespeople to consider the new tool, 

social selling, a time-consuming add-on task rather than an effective enabler to create more and 

better business.  

https://www.csoinsights.com/blog/may-2016/is-social-selling-training-effective
https://www.csoinsights.com/blog/may-2016/is-social-selling-training-effective
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CHAPTER 9: FRONTLINE SALES MANAGER ENABLEMENT  
 

Frontline sales managers are the most critical role in any sales organization. This role decides, 

based on an overall sales strategy, what salespeople sell, where they sell, to whom they sell, and 

even how they sell. Their span of control gives frontline sales managers the highest leverage effect 

in any sales organization. This role is where the rubber meets the road. Execution happens at the 

ŦǊƻƴǘƭƛƴŜΣ ƻǊ ƴƻǘ ŀǘ ŀƭƭΦ .ǳǘ ǘƘŜ ŦǊƻƴǘƭƛƴŜ ǎŀƭŜǎ ƳŀƴŀƎŜǊΩǎ ǊƻƭŜ ƛǎ ƻŦǘŜƴ ǇƻƻǊƭȅ ŘŜŦƛƴŜŘ ŀƴŘ ŜƴŀōƭŜŘΣ 

even though an investment in a single sales manager can positively impact the performance of 

many salespeople. For more details, see the CSO Insights Research Note: Building a Case for 

Frontline Sales Manager Development (membership required).  

 

Still Not Enough Investment in Sales Managers Despite Significant Performance Impact 

 

The relevance of sales managers as a 

target audience of sales force 

enablement is increasing. Like last 

year, frontline sales managers came in 

as the second most important user 

community (63.1%) for sales force 

enablement teams, right after 

salespeople and account managers 

(94.3%).  

 

Organizations with an enablement 

function spend significantly more on 

their sales managers than those 

without an enablement function. From all study participants, 54.7% with an enablement function 

spend more than $1,500 per sales manager to develop their sales managers, compared to 33.4% 

ǿƛǘƘƻǳǘ ŀƴ ŜƴŀōƭŜƳŜƴǘ ŦǳƴŎǘƛƻƴΦ LǘΩǎ ŀƭǎƻ ƛƴǘŜǊŜǎǘƛƴƎ ǘƘŀǘ нрΦт҈ ƻŦ ǘƘŜ ǎǘǳŘȅ ǇŀǊǘƛcipants without 

an enablement function spend nothing at all to develop their sales managers, compared to 10.1% 

with an enablement function.  

  

https://www.csoinsights.com/research-library/research-notes/2015/building-a-case-for-frontline-sales-manager-develo
https://www.csoinsights.com/research-library/research-notes/2015/building-a-case-for-frontline-sales-manager-develo
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Investing in Sales Managers Improves Quota and Revenue Attainment as Well as Win Rates 

 

Based on our data, organizations realize a tangible business value when they invest in their sales 

managers. We looked at the differences between annual investments smaller or larger than 

$2,500 per person per year. We found that win rates could be increased by 9% up to 50.5% as 

compared to the average win rate of 46.2%. Revenue plan attainment could be increased by 

18.4% up to 106.7% as compared to the average revenue attainment of 90.1%. Investing in 

frontline sales managers pays off, and developing this role has to become a strategic issue on 

ŜǾŜǊȅ ǎŀƭŜǎ ƭŜŀŘŜǊΩǎ ŀƎŜƴŘŀΦ  

 

  

© MHI Global, Inc. All Rights Reserved 
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Take a Step-by-Step Approach to Develop Your Frontline Sales Managers  

 

Organizations seeking to improve frontline sales manager development should follow three steps: 

 

1. Raise awareness of the complexity and the focus of the role:  

Sales managers always operate in three dimensions that are often competing against each 

other: customers, business, and people. Additionally, their focus is too often on end 

results (such as revenue) which cannot be managed directly. Instead, their focus should 

ōŜ ŜŀǊƭȅ ŀƭƻƴƎ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅΣ ŦƻŎǳǎŜŘ ƻƴ ƳŀƴŀƎƛƴƎ ǘƘŜ ǊƛƎƘǘ ŀŎǘƛǾƛǘƛŜǎ ŀƴŘ 

coaching the related behaviors. Our Frontline Sales Manager Triangle and Frontline Sales 

Manager Mantra are frameworks that help sales enablement leaders understand the 

complexity and the focus of the role and demonstrate the need to invest in frontline sales 

managers.  

 

2. !ǎǎŜǎǎ ȅƻǳǊ ǎŀƭŜǎ ƳŀƴŀƎŜǊǎΩ ŎǳǊǊŜƴǘ ƳŀǘǳǊƛǘȅ ƭŜǾŜƭ ŀƴŘ ōǳƛƭŘ ŀ ōǳǎƛƴŜǎǎ ŎŀǎŜΥ 

When creating a solid business case for frontline sales manager development 

(membership required) and a tailored development pǊƻƎǊŀƳΣ ƛǘΩǎ ƛƳǇƻǊǘŀƴǘ ǘƻ 

understand the current maturity levels across the organization. Our Frontline Sales 

Manager Maturity Model (there are several follow-up blog posts on each maturity level 

available, as well as deeper research notes and webinars for research members) in 

combination with the Frontline Sales Manager Capability Framework are valuable 

resources for getting started. 

 

3. Create a tailored frontline sales manager development program: 

To be successful, a frontline sales manager development program must address all three 

areas of the triangle: customers, business, and people. Of course, creating a coaching 

framework and developing these coaching capabilities in different areas as fast as 

possible are essential, but if coaching remains the only training aspect, frontline leader 

development will fall shorǘ ƻŦ ǘƘŜ ƳŀǊƪΦ CǳǊǘƘŜǊƳƻǊŜΣ ǘƘŜ ŦǊƻƴǘƭƛƴŜ ǎŀƭŜǎ ƳŀƴŀƎŜǊΩǎ ǊƻƭŜ 

as collaborator, communicator, change agent, and escalation manager must not be 

underestimated and should be addressed in a comprehensive development program.  

 

 
 

 

 
  

https://www.csoinsights.com/blog/july-2015/what-driving-licenses-have-to-do-with-fsm-developm
https://www.csoinsights.com/blog/november-2014/frontline-sales-manager-s-mantra-managing-activiti
https://www.csoinsights.com/blog/november-2014/frontline-sales-manager-s-mantra-managing-activiti
https://www.csoinsights.com/research-library/research-notes/2015/building-a-case-for-frontline-sales-manager-develo
https://www.csoinsights.com/blog/november-2014/frontline-sales-manager-s-mantra-managing-activiti
https://www.csoinsights.com/blog/november-2014/frontline-sales-manager-s-mantra-managing-activiti
https://www.csoinsights.com/blog/december-2014/frontline-sales-managers-what-are-their-key-capabi
https://www.csoinsights.com/blog/may-2016/why-effective-coaching-requires-a-coaching-framewo
https://www.csoinsights.com/blog/may-2016/why-effective-coaching-requires-a-coaching-framewo
https://www.csoinsights.com/blog/june-2016/coaching-isn%E2%80%99t-just-coaching-which-coaching-areas
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CHAPTER 10: SALES COACHING  
 

{ŀƭŜǎ ŎƻŀŎƘƛƴƎ ƛǎ ŀ ƭŜŀŘŜǊǎƘƛǇ ǎƪƛƭƭ ǘƘŀǘ ŀƛƳǎ ǘƻ ŘŜǾŜƭƻǇ ŜŀŎƘ ǎŀƭŜǎǇŜǊǎƻƴΩǎ Ŧǳƭƭ ǇƻǘŜƴǘƛŀƭΦ CǊƻƴǘƭƛƴŜ 

sales managers must use their domain expertise along with social and communication skills to 

facilitate conversations with salespeople to discover areas for improvement and opportunities to 

ōǊŜŀƪ ǘƘǊƻǳƎƘ ǘƻ ƴŜǿ ƭŜǾŜƭǎ ƻŦ ǎǳŎŎŜǎǎΦ {ƻΣ ŎƻŀŎƘƛƴƎ ƛǎ bh¢ ŀǎƪƛƴƎ ǉǳŜǎǘƛƻƴǎ ǎǳŎƘ ŀǎΣ ά²ƘŀǘΩǎ 

ȅƻǳǊ ŦƻǊŜŎŀǎǘ ǘƘƛǎ ƳƻƴǘƘΚέ  

 

Sales coaching is often equated to lead and opportunity coaching, but the actual scope of coaching 

has to cover much more to create a sustainable impact on sales performance. Lead and 

opportunity coaching is complemented by coaching on skills and behaviors and funnel coaching. 

5ŜǇŜƴŘƛƴƎ ƻƴ ŀƴ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǎŀƭŜǎ ƳƻŘŜƭΣ ŀŎŎƻǳƴǘ ŀƴŘ ǘŜǊǊƛǘƻǊȅ ŎƻŀŎƘing may also be 

necessary.  

 

Dynamic Coaching Process Improves Win Rates by 28% and Quota Attainment by 10% 

 

The way organizations approach coaching their salespeople has not changed a lot since last year. 

Almost half of the study participants (47.5% in 2016 and 45% in 2015) reported that coaching is 

left up to the managers. Only 27% follow a formal or dynamic approach, and as we will see, only 

this group is in the position to leverage the tremendous performance impact of a well-designed 

coaching approach. 
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Coaching does matter. The 

impact on quota attainment is 

remarkable, and the impact 

on win rates is significant. 

When coaching is left up to 

managers, quota attainment 

is only 53.4%, as compared to 

ǘƘŜ ǎǘǳŘȅΩǎ ŀverage quota 

attainment of 55.8%. An 

informal coaching approach 

improves quota attainment to 

56.4%, slightly better than 

average. These findings show 

that investing in anything less than a formal coaching approach is a waste of money. It requires a 

formal coaching approach to get significantly better than average performance, and only a 

dynamic approach (coaching that is aligned to the enablement framework) can improve quota 

attainment by 10.2% up to 61.5%.  

 

/ƻŀŎƘƛƴƎΩǎ ƛƳǇŀŎǘ ƻƴ ǿƛƴ ǊŀǘŜǎ ŦƻǊ ŦƻǊŜŎŀǎǘŜŘ ŘŜŀƭǎ ƛǎ ŜǾŜƴ ƳƻǊŜ ƛƳǇǊŜǎǎƛǾŜΦ ¢ƘŜ ŀǾŜǊŀƎŜ ǿƛƴ 

rate in the study was 46.2%. A formal coaching process led to an 11% improvement, and a dynamic 

coaching process improved the win rate by 27.9%. What sales leader can ignore a 27.9% better 

win rate and a 10.2% better quota attainment? None. Investing in sales force enablement to build 

coaching frameworks and develop sales managers, especially their coaching capabilities, is the 

key to seeing the kinds of performance improvements sought by sales leaders everywhere.  

 

Four steps to make your sales coaching implementation a success:  

 

1. Build a case for a coaching framework: 

When making the case for a coaching framework, sales force enablement leaders must 

accept two vital truths: the importance of the frontline sales mŀƴŀƎŜǊΩǎ ǊƻƭŜ ǊŜƎŀǊŘƛƴƎ 

sales execution and driving performance and that coaching is a leadership skill that needs 

to be developed from scratch as most people are not born as natural coaches. Creating a 

case for a coaching framework is explained in detail in our Research Note: The Case for a 

Coaching Framework (membership required). 

 

2. Design a sales coaching framework: 

The CSO Insights Coaching Framework (membership required) consists of five different 

coaching layers: lead and opportunity, skills and behaviors, funnel, account, and territory. 

¢ƘŜ ŎƻŀŎƘƛƴƎ ŦǊŀƳŜǿƻǊƪ ǎƛǘǎ ŘƛǊŜŎǘƭȅ ōŜǘǿŜŜƴ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ƧƻǳǊƴŜȅ ŀƴŘ ǘƘŜ 

ǎŀƭŜǎǇŜǊǎƻƴΩǎ ƧƻǳǊƴŜȅ ŀƴŘ ŎƻƴƴŜŎǘǎ ǘƘŜǎŜ ŘƛŦŦŜǊŜƴt coaching areas. 

 

 

© MHI Global, Inc. All Rights Reserved 

https://www.csoinsights.com/blog/may-2016/why-effective-coaching-requires-a-coaching-framewo
https://www.csoinsights.com/research-library/research-notes/2016/the-case-for-a-coaching-framework
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3. Create a solid foundation with coaching services: 

Based on a defined coaching framework, enablement services to develop coaching 

capabilities can be created. When designing training services to teach coaching skills, we 

always recommend laying a solid foundation by teaching people how to coach in general 

before adding training geared toward coaching in a sales context. Coaching guidelines 

equip sales managers to apply what they have learned in the field.  

 

4. Pay attention to clear communication, implementation, and adoption: 

Executive sponsorship is mandatory. Sales leadership must be vocalτacross the 

organization and at multiple levelsτabout why this initiative is so important and the 

results that it can bring. In addition, sales force enablement must hold regular check-ins 

with both managers and salespeople to provide important perspectives on how to 

optimize the step-by-step approach.  

 

 

 

  

https://www.csoinsights.com/research-library/research-notes/2016/laying-a-solid-foundation-with-coaching-services
https://www.csoinsights.com/research-library/research-notes/2016/laying-a-solid-foundation-with-coaching-services
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CHAPTER 11: ENABLEMENT TECHNOLOGY REVIEW 
 

¢ƻ ŜƴŘ ǘƘƛǎ ȅŜŀǊΩǎ Řŀǘŀ ŀƴŀƭȅǎƛǎΣ ƭŜǘΩǎ ǊŜŦŜǊ ōŀŎƪ ǘƻ ǘƘŜ ƭŀǎǘ ƭƛƴŜ ƻŦ ƻǳǊ ǎŀƭŜǎ ŦƻǊŎŜ ŜƴŀōƭŜƳŜƴǘ 

definition presented in the Introduction: powered by technology. We believe that this is not a 

άƴƛŎŜ ǘƻ ƘŀǾŜέ ǇŀǊǘ ƻŦ ǘƘŜ ŘŜŦƛƴƛǘƛƻƴΣ ōǳǘ ǊŀǘƘŜǊ ŀ άƳǳǎǘ ƘŀǾŜΦέ LŦ ȅƻǳ ŀǊŜ ŎǊŜŀǘƛƴƎ ǘƘŜ ǊƛƎƘǘ ǘƻƻƭǎΣ 

training, messaging, content, etc. and sales teams cannot easily access them, then you are 

effectively fighting with one hand tied behind your back. Furthermore, if you cannot track what is 

being used and how effective it is in helping sales teams, the value of what you provide will 

diminish over time. 

 

More Sales Organizations Are Leveraging Sales Enablement Content Management Solutions 

 

In the chart to the left, we see that 

only 36.2% of the study 

participants surveyed had 

implemented a sales enablement 

content management (SECM) 

ǎƻƭǳǘƛƻƴ ǘƻ ƻǇǘƛƳƛȊŜ ǎŀƭŜǎΩ ŀōƛƭƛǘȅ 

to access the things they need to 

sell effectively. This is essentially 

unchanged from last year. 

However, 8.6% are planning to 

implement a solution in the next 

year. 

 

 

Digging a bit deeper into the data, we found that in 2015, 33.3% of the organizations with an 

SECM system had developed the application internally. This year that number dropped to 19.8% 

as more firms opted to leverage commercially available platforms. 

  






















