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INTRODUCTION

G2 NI A& drEr AYTF2NYEFGA2YHE
T Napoleon Bonaparte

Roughly 300 years ago, Napoleon made the almbaervation 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 pragcts to be theirsustainablecompetitive edge. So, in addition to
focusing orwhat they sell, they are now placing more attention baw they sell. This trend has
given rise to the emergence of a new discipline within sales organizations: sales enablement.

In 2013, we started asking Percentage of Companies That Have a
participants in the CSO Insights Sales Enablement Function
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 ** 19.3%
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.

30%

2013 2014 2015 2016

To further understand how sales enablement is evolving and to determine the best practices for
ensuringsales enablement has the best possibhpact on sales results, CSO Insights launched
our inaugural Sales EnablemedptimizationStudy in 2015. We used that report to present our
definition of what this discipline should entail within a company:

Sales Force Enablement: A strategic, crassctional discipline
designed to increase sales results and productivity
by providing integrated content, training, and coaching services
for salespeople and frontline sales managers
Ff2y3 GKS SYGANB OdzaG2YSNIDa 22dzNySeé:
powered by technology.
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We have further broken awvn this definition into a lindy-line analysis of each of the digestible
components. To review this in more detail, download the CSO Insights ResearcBaese=orce
Enablement Definition(membership required). With increasing maturity, sales enablement
evolves into sales force enablement, whishihe foundation for our definition.

Focusing on line two of the definition, we see an objective that nearly all sales organizations want
to achievejncrease sales results and productivityhile eag to say, many companies fitchard
to achieve.

The chart to the right shows a oOutcome of Sales Enablement Initiatives over the Last 2 Years

Met or Exceeded All

breakdown of the input we received 1 e
when we asked companies to assess the T
outcome of the sales effectiveness L e
initiative(s) they implemented during e y
the past two years. Only 31.3% of e wcemin e Y

companies achieved all, or at least a S
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 determinengleds to be

given access to this information and that it needs to be tailored not to the colygad 22 dzNy S& > 6 ¢
ratheri KS Odza G 2YSNRad® CAylffezr ¢S y204S GKIFIG ¢S KI @
provide sales teams with eddemand access tthat information from wherever they are.

Now, it would be great if saleforce enablement could create a framework for the sales
organization, populate it with all the

information that sales teams need Assessment of Change Impacting Sales Organizations

to execute effectively, get everyone e et
up to speed onthe new process,

and declare victory! But that is not Competitve Aty
the reality of the world we live in

today. Customer's Miaretsiace

As part of our eablement research ... .vou procuc e
efforts, weintroduced changeinto

the equation. To do this, we asked ... orvour moduct e t07% |

the study participants to assess the

types and scopef change that are .. oswew sroduct inroductions 5.3%

impacting their sales organizations.

2

10% 20% 30% 40% 50% 60% 70% 80% 90%

W Increasing Modestly Increasing Noticeably W Increasing Sigs\iaRGIBbal, Inc. All Rights Reserve d

This chart makes it clear that

SylFoft SYSyid -wm@R32H¢ IS BV iISdorcevéndbierBeNbmusi tohstudtly
dzLJRI GS G KS 02 Y LihafigeiitheMiBrietplace, avisich wilfiréquire providing sales
with a constant stream of new or improved information.
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To better understand how best to accomplishof this, theCSO Insights 2016 Sales Enablement
OptimizationStudy 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 respondentsWe are continuing to gather more data to saop the
development of industnspecific benchmarks. By way of study demographics, the following two
charts break down the participation based mgionsand revenues.

Study Participants by Region

Study Participants by Revenue

$251M- $1B

12.1%

$51M - $250M
14.4%
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To kick off the study, we looked Sales Enablement Reporting Structure
at the reporting structure for

I Training/L&D
sales enablement in the 2%

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 hew

function that reports to executive e
sales management versus being
an extension of sales operations,
marketing, training, etc.

Executive Sales

[ SGQa SEIYAYS GKS 18& FAYRAyYy3Ia (GKFG &adz2NFI OSR T NI
chart set with the answers we received to all the key survey questions has been created for those
looking for more data beyond ¢hareas 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 t@#8@iinsights
analyst and we encourage you to use this service. Contact us if you have questions or comments
regarding this report oto discuss how to refine your enablement strategy and maximize your
sales enablement budgets.
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CHAPTER 1: SAIHBODUCTIVITY GOALS ANALYSIS

When we asked the 2016 Sales Enablement Optimizefiody participants what their top

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

study participants. While this is a commdretne 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 tilelwf sales. As companigary

widelyred NRAY 3 aK2gé¢ GKS@& aStfx adNIGS3IASa FyR GF OGA
they are implemented) vary as well.

Sales Enablement Productivity Goals Have a Broad Scope

We added a new question to our Sales Enablement Productivity Goals
2016 StUdy to begln to Identlfy Decrease New Salesperson Ramp-up Time to Full

e S Productivity . e
the specific sales productivity

Increase in Available Selling Time |GGG 20.2%

initiatives companies are Improve Salesperson/Client Communications  IEEG— 33.5%
|mp|ement|ng 5 The Chart tO the Streamline the Opportunity Management Process [N 0 .49
rlg ht Summarlzes the responses Reduce Admin Burden on Salespeople [N 20.1%
we recelved . Improve Visibility Into Buyer Intent [ N 27 5%

Improve Salesperson/Sales Manager Communications [N .29

. educe Cost of Sales [N 20.9%

Reducing new salesperson e osterse o
Improve the Ability to Collaborate with Other Functional
ramp-up time heads the list. The freas n the Company
Streamline the Forecast Process [N 14.6%

2016 Sales Performance
Optlmlzatlon StUdy Surraced Decrease in Client Interaction Preparation Time [N 5.1%
reasons behind this. The average o O
turnover rate is currently 16.3%,
and 67.3% of sales organizations are planning to adeheet salespeople. Wheroy consider
that 40.2% of respondents reported a rarap time of greater than 10 months, getting new
salespeople fully productive more quickly is paramount. We will explore more regarding

onboardingin Chapter 6

I 16.5%

Decrease in Content Search Time [ 7.6%

Increasing selling time came in secondtba 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

2dzad KItF (GKS Sldzr GA2yd {IfSalIS2LS R2y Qi 2dzad vy
lj

calg ¢ Fa ¢Sttt LGSY (GKNBS 2y GKS OKINI aKz2ga
communication.n Chapter 7you will see the content challenges hindering the achievement of
this goal.
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Formalizing Your Sales Enablement Charter Sets the Stagéuocess

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 maptnts who reported using one of the

four different types of approaches:

Treat Sales Enablement as GsféProjects: %%

Have an Informal Sales Enablement Visior6%0.

Have a Formal Sales Enablement Visiorv95.

Have a Formal Sales Enablement Chaftieat covers vision, services, reathp, and
success metrics): 13%

| =]

There is a 50/50 split between Initiatives Meeting All/Majority of Expectations as Related to
companies that have implemented Sales Enablement Function Structure

a formal structure around sales
enablement and those that have
not. Our study shows that o

formality matters. The chart tde o

right compares the success of sales
effectiveness initiatives

implemented over the past two

&SI Na 02 0dKS 2NBI Y
approach to structuring the sales o e e s o e oot e
enablement function. Here we see Structuring Sales Enablement for Structuring Sales Enablement
the odds of success increase

noticeably with a more formal approhc

60%

Yy Qa

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

for each of the initiatives under consideratiochK S / { h Q& DdzA RS prévideg aNl y & F 2 NI/
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 sa@ablement planning and

execution:

i Blog: Enablement: Setting the Right Priorities
1 Blog: Do You Need an Enablement Charter?
1 Research Note: Creating a Sales Force Enablement C{maetiebership required)

&
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CHAPTER 2: SCOPE OF SALES ENABISHWEMNIES

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 breakddwn

responses:
9 Salespeople/Account Managers 94.3%
9 Frontline Sales Managers 63.1%
9 Business Development 54.8%
1 Higher Level Sales Managers 50.3%
1 Presales/Sales Engineers 45.9%
1 Marketing Personnel 382%
9 Channel Personnel 34.4%
9 Services Persomh 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 Managere@giRed

Primary Enablement Services for Salespeople The chart to the left proflles the
primary sales enablement

ales Training [N Go.0° H i I
Sales Training s services in  which sales

Sales Tooks K — c0.6% enablement  programs  or
Sales Process Improvemens - I 5:.5% functions are involved.
sales On-boarding | - 1.2
Content service: | EEG— .7 Sales training is again the top
cRMY/Technology Management N :- o service offering. This includes

education on products, sales
process and methodologies,
selling skills, value messaging,
social selling, etc. We explore

Proposal Development: Y 10.6% the effectiveness of training
Compensation Plan Management [ 10.1% Services'n Chapter 8.

0% 10% 20% 30%  40% 50% 60% 70% 80%
© MHI Globaljnc. All Rights Reserved

Coaching Services N ::.c%
Assist With Pipeline/Forecast Management Analysis [ NNNNRNREREEGEGEGEGEGEGEGN 27.5%
Competitive Analysis [ NNRNRNREGE 2.1

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

&
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Primary Enablement Services for Sales Manager This year, we expanded the
survey to assess the scope of
services sales enablement
54.8% provides to sales management.
The chart to the left

Provide Sales Management With Enablement Analytics and

Metrics 61.3%

Specific Sales Coaching Skills Development

CRM/Sales Analytics Technology Management _50.3% Summarlzes the |nput Of '&Be
Assist With Pipeline/Forecast Management Analysis [ N - new flndlngs
Dedicated Sales Manager Development Program _33.5% When you thlnk abOUt the
Compensation Plan Management _ 20.6% people Who are CoaChIng your
sales teams, it begs the
Recruiting support [N 121 question: Who is coaching the

10% 20% 30% 40% S0% 609 70% CoaCh? Here we see Sales
' enablement step in to become
part of the support network sak management turns to for help in elevating their skills and

competencies.

0

®

BestIn-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 biestlass sales enablement programs and functions,
we identified two key trends that make them successful. Thst ifirthat they take a holistic view
toward sales enablement.

For example, sales enablement may decide changes n
to be made to the sales process based on changes in
competitive landscape. As sales enabént considers Technology
these changes, they must also take into account the ott
implications this change may have for the sal
organization. Will changes in the sales process reqt
changes in their CRM system to monitor the new proce: .

What new content and kowledge will need to be Klsll:‘lvlfegge
developed to help salespeople execute the new proce:
How will coaching need to evolve to help reinforce tt
process changes? By taking this holistic approach, trey M Glabal, I, Al ighs Reservd
make sure they identify and consider all the aspects of peoptegss, technology, skills, and
knowledge that a single change may impact.

The second practice is thaestin-class functionR 2 y QG G NB (&l atRre. IBRSANE ( KA y 3
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.

&
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CHAPTER 3: CRAERSNCTIONAL COLLABORATION

In the previous two chapters, we lookatithe 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 repot show that, of the study participants that had anablement function in plac&9.4%
reported that it was staffed by a team of three or fewer people. For half of that group, sales
enablement was basically a operson operation. Expecting a few resources to accomplish a wide
range of challenging objectives is unrealistic.

As we considethe 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.
Salesforce enablement does not have to play all the instruments, but oestead, 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 andwmceffectively these groups are working with salesce
enablement.

Sales Enablement Needs the Help of Many Functions to Succeed

When asked about methods used to foster crfimsctional collaboration between enablement
and other parts of their compan®,6% of participants in our study reported no crégsctional
collaboration, Z.1% reported that collaboration takes place on an ad hoc basig%lbave an
informal collaboration in place, and.26 have a formal process for collaboration.

g

19.6%

Sales Operations

development,
information technology,
human resources, and
marketing Y2 NB GKIYy pms: 2F addzReé LI NIAOALNI yGa 3L @S
NERSaAAIYKYSSRA AYLNROSYSyloé

Sales Enablement Collaboration Assessment Going further we asked
ot Mamagement eseiopment _— - the study participants to
formstion Techmology assess how effectively
Human Resources  INEER sales enablement
Marketing collaborated with specific
Training/Leaming Development functions within their
Event Management 43.0% 76 company. In the chart to
Sales Management  FEE the right, we see a mixed
Customer Support/Service bag of ratings. For four
Legal areas C product
Executive Management I management or
b :
1%

o 20% 40% 60% 80% 100%

o
=1

W Needs Major Redesign Needs Improvement | Meets Expectations W Exceeds Expectations
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Enablement Initiatives Meeting All/Majority of Expectations as The chart to the left shows
Related to Cross-functional Collaboration 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
o objectives.
No or Ad-hoc Cross-functional Informal Cross-functional Formal Cross-functional

Collaboration Collaboration Collaboration
© MHI Global, Inc. All Rights Reserved

60%

50%

40%

30%

20%

10%

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 salesid marketing leader in the technology industry, shared the following on
SFFSOGAGS O2ttl 02N GA2yd G2 KSYy GKSNB Aa yz2a4G | Ol
AN GAGEGS (2 ¢KFG (GKS@& gl yld G2 R2fyoulederhaveYSGl LIK 2|
any children that play soccer under the age of 10, you know what | am talking about. The entire
organization basically swarms around the ball and the ball is whatever the issue is at that

moment£

owWhen | share this image with neyganization, | 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 environntevhere they're a wing, a center argoalie.

They play that role and just trust that the ball is going to be passed along to them at the
FLIINBLINAFGS Y2YSyidz Ay GKS FLILINRBLINRIFGS YIyySNpE

To help you understand and define those roles, we encourage you to complete the Sales Process
Mapping exerise outlined in detailinthé { h Q&4 DdzA RS (2. ¢ NI yATFT2NN¥AYy I { | f

Refer to the following resources to help foster effective collaboration between sales enablement
and other functional areas your company:

1 Blog PostCollaboration in Enablement: Potential for Huge Performance Improvement
1 Research NoteEnablement: Collaboration and Performance
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ISt cOREEE n YSRe | OEEERE o+ 8/ 9 “he Lil-{.¢h
ALIGNMENT

The most important decision for every sales organizatignisA f f G KS Odza G 2YSNRa od
This decision is the prerequisite for sales organizations to achieve their revenue targets. The
0dz2Ay3a RSOAaAA2Yy Aa o0lFlaSR 2y GKS O0dzad2YSNBRQ I LI
decisions, and implementing ardtd A y3 | @SYR2NDa LINRPRdzOGa&a |yR &S|
experience that determines whether or not there will be a follap purchase with the same

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

the cusi 2 YSNRAaA 22dz2NySeé a2 GKFd arfsSawlsz2Lix S Ory Sy13
customers on how they want to tackle challengeske buying decisiorand implement and use

I @SYR2NRa LINRRdzOG& | yR &ASNIWAOSa

/[ dza 12 YSNRa W2dzNy Se | {569dof StullyPartictpants wS L2 NI SR 6@

lyFfelAaya GKS RFEGEFZT A
to see that 9% of the study
s participants reported that they do
o< 0 y 2 i O2yaiARSNI (KS  Odz
journey. An informal alignment
was reported by 32%. Thissums
up to 446% who have not
- purposefully aligned their sales
opnemicaly g processtotl Odza (i 2 YSNRA& 22 dzN.
' The remaining 55.4% reported a
formal (27.26)or even a dynamic

© 1 Gloal, . Al Fighs Reservd alignment (27.%).

Sales Process Aligned to Customer’s Journey

35.2%

An informal alignment means that the issue has been discussed and etsiolit 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 processagedhbeen adjusted or that there is a formal alignment
or even implementabn. Such a formal alignmemtas the case for 27% of all study participants.

A dynamic alignment (272%) goes even further: either deriving the sales process from the

Odza i 2 PEMNIE e 22N ReylFrYAOLftfte FftAIyAy3a AlG G2 GKS
modifications as soon as changes in the marketplace are detected.
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/] dza G2 YSNDR&a W2dNYySe ! fA3yYSyid LYLNROSR 2iy wl d$8a

Customer’s Journey Alignmentand Impact on Wins, Analyzing the impact of the
Losses, and No Decisions c') dza lj 2 Yoérm 5alignment
53.0% on win rates, loss rates, and no

Dynamically Aligned 24.4% P
22.6% decisions shows why a formal, or

b even better, a dynamic

Formalky Algned -z&a% alignment, is no longer optional.
B Instead, it is mandatory,

' because an informal alignment is

i not even enough to achieve
10.5% average results.
Not Considered 34.3%
25.1%
0% 10% 20% 30%

o - w Our study éund an average win
Winrate N Lossrate No Deckion o s fALE fOr forecast deals of 46.2%,
an overall loss rate of 28.3%, and an overall no decisiorofé®.5%. With a dynamic alignment,
the win rate improved significanttyup to 53%. No sales leader can ignore a 15% better win rate.
Simila 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% dowrbih A¢lost impressive
Aa GKS KdzAS t2aa NIXaS 27 onodoo: ¢gKSYy (KSt Odzaidi2 YSN
21% worse than the average loss rate.

To achieve significant

Customer's Journey _
performance  wins,

Awareness Buying Implementation

& Adoption sales force
S EsEl Future Vision of Best B.uying Deliver and enablement has to
Success Option Leverage Value i i
build a solid
nami |
Sales Force Training on Skills, Strategies and Expertise a dy amic sales

Enablement’s
Responsibility

process alignment to

Coaching Services for Frontline Sales Managers G§KS Odzaiiz YSNDa
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.

Powered by Technology

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

0KS SYGANB Odzad2YSNRa 22dNySeéed hyte GKSy OFly (K
terms of content, training, and coaching. The ultimate goal is t;meonthe dots between the

content and training services for the salespeople and the coaching services for the managers.
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CHAPTER 5: SOCIAL ENGAGENMENTL b/ w9 ! { LbD w9 ][ 94

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

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

a1 3S 2F GKSANI Odza i 2 YSNIs&ocialgelli)fkile ® ¢ KA & ySg aSftf

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 socialllsey effectively requires enablement leaders to develop a

strategic, holistic, and integrated social enablement approach that is based on social strategy
FfAIYYSYyild 06SG6SSYy YIFINJSGAYy3a FyR altSa yR 02 @SN

Social Selling is 4¢d for Many Purposes, but Benefits Are Unclear if Social Strategies Are Not
Aligned

Ly GKAa w&irstbught ta KnolzRwvlich social tools salespeople use regularly. It comes
as no surprise that LinkedIn is the most used social selling tod)(8dllowed 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 sgllistrategies 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 Respondegtsup.

This chart shows howsocial selling tools are used for various tasks, e.g., lead development
(68.9%), account research (64.9%), and call preparation (60.3%).

How Social Selling Tools Are Used
tead Development | - o
account Research | ¢ <
Contact/stakeholder Research [N, - -
Awareness Building _ 50.3%
Building Own Social Brand _ 41.4%

Content Curation _ 24.5%

Competitive Analysis _ 16.9%

0% 10% 20% 30% 40% 50% 60% 70% 80%
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Next, we wanted to better understand the benefits expected from these tools. For 39% of All
wSalR2yRSytas aNBRdzOSR F002dzyi FyR O2yidl Ot aStk N
F2tft26SR o0& ay20 adaNBé SAGK o3 arlafichdhps & SRy dzY
gAGK Of ASyidaé¢ O6omM>:0d ¢KS &adzoINRdMzL) gA 0K FfA3IYySR a
Ada YdzZOK Y2NB F20dzaSR® Ly GKS 3INRBdzZ) A GK 3INBIF SN
Y2480 SELISOGSR o0SySTAM BB x2yaKARIBSRAGK ORS SIS A
2yte my:: FNB ay2i adNBé¢ gKFEG G2 SELISOG FTNRBY dza A
at 37% from All Respondents may be interpreted as a lack of maturity.

Primary benefits as a result of using social selling tools

Reduced account/contact research time || A :: ::
Not sure [ :7.2%
Increased number of leads [ Y ::
Deeper relationships with clients || N 0.
Improved lead conversion rate | R ::.%
shorter sell cycles [N 12.1%
Increased win rate of forecast deals | NN 13.5%

other [l 3.3%

0% 10% 20% 30% 40% 50%

Social Selling Based on Formallliigned 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
O dza ( 2joudheyddyaleveraging social media.

Impact of Social Strategy Alignment on Win Rates 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

Nt Algned _ asx pod®ciz 6002YLI NBR (2 @K

average win ratef 46.2%).

Formally Aligned 53.6%

Informally Aligned 45.7%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50% 55% 60%
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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 mablement plays a critical role when it comes to developing social capabilities across

GKS alfSa FT2NOS® 2KIGQa y2i 62Nl Ay3IS I O02NRAYy 3 |
isolated enablement issue, such akiakedIn tool trainingand neglect to integrate such services

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

common mistake is to forgetthe conter® &y L2 y Sy & | f 623SGKSNI 2NJ (12 06Sf A S
AdaadsSe LGQa y22i9

It is not by accident thatvorld-class performers are two years aheaflaverage 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.
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CHAPTER 6: DECREASING NEW SALESPERSQI¥ RAWE

As highlightedn Chapter £ 1 KS (2LJ LINBRdzOGA@AGe 321t FNBY GKA
ramp-up time for new salespeople. Successfully onboarding new hires (training on your

02 YLIJ y & Qsisalkdypbdesgz@alue 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 helma to get deals approved, etc.

This is a universal challenge for sales. Even if you are not addingwetales professionals, you

will likely be replacing salespeople who left because of turnover.

Sales Ramyup 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 chdrelowshows that 60.7% of the study participants reporeechmpup time
of seven months or more.

Average Ramp-up Time for New Hires

3-6 Months
26.1%

7-9 Months
21.3%

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 thee to six months and the remaining 14.6% a ramptime of less than three
months.
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To begin to understand the impact the complexity of a deal has on4gmpne, we segmented
the study data based on average deal size. The dbeldw summarizes the asults of that
analysis.

New Hire Ramp-up Time as Related to
Average Deal Size

Average Deal Size <$25k 40.9% 16.7% 19.1%
Average Deal Size $25k - $100k 20.5% 17.5%
Average Deal Size > $100k 24.6% 25.5% 22.5%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

W <G6months 7-9 months ®10-12 months W >12 months

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 ammediate increase in sales from hiring mew people.

[ SOSNI IAYy3 tl&ad /tASyld 9ELISNASYyOSa /Iy 1StL) bS5

To start to deal with this continuing challenge, sales leaders need to first determine what their
ramp-up timereally 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. Inpesimg 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 rampgdime must be known so that

plans can be made accordingly. Of course, @slladesR2 y Qi € A1 S GKS NBadzZ Ga 2

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 salespeopdiictbuy cycle

reviews (i.e., interviewinglients 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 saléspecpance to

Y2NB Of SINIf & dzyRSNEGIYR GKS 0Odzali2YSNRa 22dz2NySe
marketplace. To learn how taodhis, please contactyodr{ h LYy aWsEKGaQ |yl
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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
Ff2y3 GKS SYyGANBE Odzad2YSNRa 22daNySeod /2yaSyd ash
playbooks, guided selling scripts, and email templates as agltustomeffacing content

including white papers, success stories, and references. Where does the content salespeople use
originate? According to the data, marketing creatmsly 39% of the content, followed by

salespeople (24.2%), product management &%), sales enablement (11.9%), and
operations/legal (6.%0). That clearlyshowsthat sales force enablement is npist a discipline

FNRdzy R aYINJESGAYT O2yaSydao

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 higlguality
Quality Meets or Exceeds Expectations _ O 2 y lj é y l:l O’ NJ y'l g ﬁ d Y g é l:l é S
2NJ aSEOSSRa SELISOGHGA?2

59.3%

Impact of Content Quality on Quota Attainment

improve quota and revenue
attainment sothat it is above average.
For example, with quality content,

Quality Needs Improvement or Major Redesign - 53.1% quota atta.lnment COUld be |mpr0ved
by 6% up to 59.3% (average quota
0 40% 507

attainment: 5.8%). On the other
« hand, content with quaty gaps led to
omaa, e argnsresenes @ WIN rate9% lower than average.

30%
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ContentUsage A3 G KS / dzai2YSNR& W2dz2NySé adzid .S LYLNNRC
2S {(KSy t221S8SR i K2g OFNAR2dza O2yiSyid FaasSia I N
simple, we focused on the three big phases: awareness phase/prospecting, actual buying
phase/selling, and after theuying decision.

Content Usage Along the Customer’s Journey Unfortunately, we
e Templates e found no significant
white Papers | focus of what
Product Collateral 42.0% E happens after ) the
buying decision
Needs Analysis Template E
where content can be
Customer Case Studies . P
used to maintain and
References 4.5%
deepen the
Client Focused Presentations _12.7% | . .
relationships and
ROI/Business Value Justification Template O -
) increase business
Proposal Templates m 1] Withln eXlStlng
Technical Presentations 11.9% I O O 2 dzy l:l é q) h @ S NJ f f

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

interesting to see tht

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 i stork to do to get to a buyefocused engagement
OSYGiSNBR 2y (GKS Odzad2YSNRa OKIFffSy3aSa IyR RS&ANE

B Awareness/Prospecting Buying/Selling B Implementation/Maintain Relationship

J 2y Syl 'ft2y3 GKS 9yGANB /dzad2YSNDa W2dNySe Aa 3

Sales content, internal enablement content, and cli&ating content aref 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 relationghlievels that can be achieved (see Going
C2NBFNR OKILIGSND® wStSOIyd IyR Grtddots O2yidsSyl
22dz2NySed LGQa | RIFEIYy3ISNRdza Affdzaizy G2 NBRdAzOS (KS
as this produces inewdble content gaps As discussed above, only 39% of the content used by
alkfSalsS2Lx S Ff2y3a OKiScresgtbyhmaetiydza G 2 YSNR& 22 dzNy Sé
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What does that mean for sales enablement leaders? Here are three actions to take, especially
before implementing enablement technology.

1. / 2y RdzOG | K2fAaGA0 O2yiGSyid lFaaSaxonend £ 2y3
types (e.g., whitepapers, caseudies, and presentations) have to be definedk.(
purpose, target audience, internal/external, and content creator) and mapped against the
OdzaGi2YSNRa 22daNySed Ly@g2ft @S alfSalLlS2LxS | yF
perspectives. If you cannot decigéhich customer journey phase the content maps to,
assign it to all phases.

2. Analyze the resultsTypically, there will be one or more of these types of gaps in content:
ONBFYATFGA2YyFfS LISNBRLSOGAGBSS yR Odzerd 2 YSNDa 2
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 groduction and collaboration process to orchestrate
various content creating functions f 2y 3 (G KS Sy GANB Odzadi2YSNRa
contert 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
suggsstionsfor salespeople.
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CHAPTER 8: EFFECTIVENESS AND IMPACT OF TRAINING SERVICES

GECKAY]l GNIAYAYy3 Aa KFENRK ¢NB f2aiy3doé
o5+ @SS w2ySa

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 saleadranei still more focused on

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

Ppnn YR PHIpnnd® LYyGSNBadAy3ates > 2F GKS aiddzRi
al f SalLIS2LIY ST ¢ K kdnBg for gatsiitanagedsy QG 2 FFSNJ

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

Effectiveness of Training Services The central theme we
_ identified last year
Socal Seling Training _ o

continues: training

Customer's Marketplace Training A
services that are well

customer's Journey Training [ EEZIE .
rmerioimsy T . - established and
usiness Value Justification Trainin 6%

ROI/B Value Justification Training 28.6% 5.2 centered aound

New Salesperson On-boarding Training products and processes

Value Messaeing are ranked as more

CRM Usage Training effective compared to

Sales Methodalogy/Process Traimin those services that
T have to be designed

with customers at the

]

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Needs Major Redesign Needs Improvement | Meets Expectations W Exceeds Expectations Core

Like last yearsocial selling training services shithe highest need for major redesi¢80.4% this

year, 33.1% last year). Although the order has slightly changed since last year, overall,
NBALRYRSY(Ga Ffaz2z NIy]{SR OdAadG2YSNRA Yiad SGLX I 08
ROIl/business value justétion training services as needing major redesign and improvement.

b2¢gz tSGQa dGFr1S I 221 Fd GKS AYLIOG 2F alrtSa
attainment and win rates.
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¢KS . SGGSNI hNBI yAT I GA 2y Sourngysk helMotel EffetivetAkeStHe NJ / dza G 2
Related Training Services

9FFSOGADBS Odzali2 YSNRA 22 dzNy S éthadiaNdrabe/(5.8/qudtas Sa a Sy i
FGdFrAYyYSyiGed Ly OlFaSa 6KSNB (KAa GNIAYAYy3 Aa
climbsto 74.1% 1y AYyONBF &S 2F ow:d /fSIFENIesx Odzaidz2YSND

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

Ly 3ISYySNIf>xX GNIAYyAy3d aSNBAOSa GKFG IIN& NIylSR
improvements in both attainment and win rates.

In the chart on the left, we
show the sales
Exceeds 63.6% performance impact of
B e social  selling  training
services. If these training
60.0% services are ranked as
needing improvement or
redesign, quota attainment

Impact of Social Selling Training on Sales Performance

Meets 50.6%
Expectations

Needs 43.2%

imerovement - || 5
and win ratesfall below
Needs Major s1e% average by a significant
R margin. If social selling
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% training meets or exceeds

expectations, win rates can
be improved by 38%
(compared to the average win rate of 46.28&®)d quota attainment by 51%compared to the
average quota attainment of 58%)

Win Rate m Quota Attainment

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
2NBIFyATFGA2y Qa al f Scrial dallidg{i&ing miis2 notdhé redBcEFt8 Bal A S ©
trainingF 2 NJ [ AY1{ SRLY 2NJ ¢6A0GSNY ¢KIGQa LINBOAaSte GK
comes to social selling. It seems that lessons learned from implementing CRM were not applied

here. Salespeople are agaasked 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 thel,new

social selling, a timeonsuming adebn task rather than an effective enabler to create more and

better business.
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CHAPTER 9: FRONTLINE SALES MANAGER ENABLEMENT

Frontline sales managers are the most critical role in any sales organizatiomol€hiecides,

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 isewhthe rubber meets the road. Execution happens at the
FNRYGEAYSS 2N y20 +d Fftd . dzi GKS FTNRYyGtAyS atb f S
even though an investment in a single sales manager can positively impact the performance of

many salespeople. For more details, see the CSO Insights ResearchBNitdéng a Case for

Frontline Sales Manager Developmémembership required).

Still Not Enough Investment in Sales Managers Despite Significant Performance Impact

How Much Do You Spend on Sales Manager The relevance of sales managers as a
Training Per Person/Per Year? target audience of sales force

enablement is increasing. Like last

year, frontline sales managers came in

5500 11
s

9.0% .
P 0 N 1 as the second most important user
1o 500 16.9% community (631%) for sales force
S | 7.7 .
enablement teams, right after
$500-$1,500 £3%
I 15.27% salespeople and account managers
O - 20.8% (943%)
/e Don" er Trainin, 25.7% . . )
e DonttOffer Training | 10.1% Organizations with an enablement
o s% 1% 16 20% 2% 30% function spend significantly more on

Without Enablement ~ ® With Enablement

their sales managers than those

without an endlement 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%
GAOK2dzl Ly Syl otSYSyl TFdyOiArzyo L dpamsswitiol2 Ay SNE
an enablement function spend nothing at all to develop their sales managers, compared to 10.1%

with an enablement function.
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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 inectay 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%s compared to the average revenue attainment of 90.18%esting in
frontline sales managers pays off, and developing ithis has to become a strategic issue on
SOSNE alftSa fSIFIRSNRa F3aASyRI®

Investments in Sales Manager Development and
Impact on Sales Performance

55.7%

Quota Attainment

88.3%
Revenue Attainment

106.7%

43.7%
Win Rate

50.5%

0% 20% 40% 60% 80% 100% 120%

Annual Investment $500-52,500 B Annual Investment >52,500

© MHI Global, Inc. All Rights Reserved
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Take a Stefby-Step Approach to Develop Your Frontline Sales Managers
Organizations seeking to improve frontline sales mandgeelopment 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 fdsu®o often on end
results (such as revenue) which cannot be managed directly. Instead, their focus should
0S SINXe Ff2y3 GKS OdaAadG2YSNRa 22dNySes F20dz
coaching the related behaviors. Omrontline Sales Manager Triangied Frontline Sales
ManagerMantra 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.

2.1 3a8aa @e2dzNJ alt£Sa YFyF3aSNBEQ OdzNNByd YI GdzNR G @
When creating a solidbusiness case for frontline sales manager development
(membership required) and a tailored developmenNB ANJ Y= A (G Q4& A Y LR NI
understand the current maturity levels across the organization. Bumtline Sales
Manager Maturity Modelthere ae several followup 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 Framewark valuable
resources fogetting 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 coarsating a coaching
framework and developing theseoaching capabilities in_different areas fast as
possibleare essential, but if coaching remains the only training aspect, frontline leader
development will fallshar 2 ¥ GKS YIN] ® CdzZNOKSNXY2NB>X (KS 7T
as collaborator, communicator, change ageahd escalation manager must not be
underestimated and should be addressed in a comprehensive development program.
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CHAPTER 10: SALES COACHING

{rtSa O2IFIOKAy3 A& | tSIRSNEKALI alAftft GKFG FAvYa i
sales managers must use their domain expertise along with social and communication skills to

facilitate conversations with salespeople to discoverartor improvement and opportunities to

ONBIF{1 GKNRBdAAK (2 ySg tS@Sta 2F adz00Saao {23z 021
@2dzNJ T2NBOFald GKAa Y2y UKKE

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

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.
58LISYRAY3 2y |y 2NBHFEYATFGA2YyQa d ma§alsowe RSt > | C
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 {46% in 26 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 alesjned
coaching approach.

Approach Regarding Coaching Salespeople

9.1%
Formal Coaching Process Aligned to Enablement -
5.3%

20.2%

Formal Coaching Process

25.5%

Informal Coaching Process

45.2%

Process is Left Up to Each Manager

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
2015 = 2016
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Coaching Approach Impacts Quota Attainment CO&Ching does matter. The
and Win Rates impact on quota attainment is
remarkable, and the impact

6L5% on win rates is significant.
When coaching is left up to
managers, quota attainment
is only 53.4%, as compared to
a7.6% 0KS & lwazRge Qyaiota |

59.1%
Dynamic Coaching

51.5%
Formal Coaching

60.6%

Informal Coaching

attainment of 5.8%. An
Al e informal coaching approach
Oaching Le pto anagers . .
KX improves quota attainment to

30% 35% % asx s0% ss e D0.4%, slightly better than
= Achicyement omnsea e airasresernes— gVerage. 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 isgaked to the enablement framework) can improve quota
attainment by10.2% up to 61.5%.
/ 2F OKAy3Qa AYLI OG 2y oAy NIraGSa FT2NJ F2NBOlI aidSR
rate in the study was 46.2%. A formal coaching process led to an 11% immgnatyand a dynamic
coaching process improved the win rate by 27.9%. What sales leader can igria88maltter
win rate and a 1% better quota attainment? None. Investing in sales force enablement to build
coaching frameworks and develop sales managespecially their coaching capabilities, is the
key to seeing the kinds of performance improvements sought by sales leaders everywhere.

pufi

Four steps to make your sales coaching implementation a success:

1. Build a case for a coaching framework:
When making thecase for a coaching framewgqrkales force enablement leaders must
accept two vital truths: the importance of the frontline sales nf F ISNNR& NRfS NB3II
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 détadur Research Not&he Case for a
Coaching Framewoifnembership required).

2. Design a sales coaching framework:
The CSO Insights Coaching Framew@nembership required) consists t¥e different
coaching layerdead and opportunity, skills and behaviors, funnel, account, and territory.
¢tKS O2FOKAYy3a FNIYSE2N] arAda RANBOGEE o0Sios
Al f SALISNE2Y Qa 22 dzNY S acohaclig aréed.y y SOl a
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w
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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
https://www.csoinsights.com/research-library/research-notes/2016/the-case-for-a-coaching-framework
https://www.csoinsights.com/research-library/research-notes/2016/designing-a-sales-coaching-framework
https://www.csoinsights.com/blog/june-2016/coaching-isn%E2%80%99t-just-coaching-which-coaching-areas
https://www.csoinsights.com/blog/june-2016/coaching-isn%E2%80%99t-just-coaching-which-coaching-areas
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3. Create a solid foundation with coaching services:
Based on a defined coaching framewognablementservices to develop coaching
capabilitiescan 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 isades 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 bet\aralss the
orgarization and at multiple levetsabout why this initiative is so important and the
results that it can bring. In addition, salfessce enablement must hold regular cheaks
with both managers and salespeople to provide important perspectives on how to
optimize the stepby-step approach.
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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 1ENABLEMENTECHNOLOGY REVIEW

¢t2 SYR (KA& @SINRa RIGF Fylteairaxr tSiQa NBFSNI ¢
definition presentedin the Introduction: powered by technologywe believethat this is not a

GyAO0S (2 KIFI@S¢ LINI 2F GKS RSFAYAOGA2Y I odzi NI K¢
training, messaging, content, etc. and sales teams cannot easily access them, then you are
effectively fighting with one hand tied betd 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)
azfdziazy G2 2LIWGAYAT S a
to access the things they need to
sell effectively. This is essentially
unchanged from last vyear.
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 yaantimber dropped to 19.8%
as more firms opted to leverage commercially available platforms.
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