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AGENDA

In this webinar we’ll discuss...
v"Why sales enablement initiatives fail

v'The foundation of a successful sales
enablement program

v'The role of coaching to take sale enablement
to the finish line

v"How to prove the business impact of your
sales enablement programs
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What are the biggest challenges getting
in the way of sales enablement success?

a) Fuzzy definitions of sales enablement
b) Poor alignment to sales leadership

c) Too many competing priorities

d) Metrics not measured to outcomes
e) Lack of executive sponsorship
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5 Outcomes Revenue Leaders Care About

Win rate (%)
Time to Close (days)

Avg. deal size (S)
Pipeline (# of Opps)
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Sales Enablement

What metrics are most
important to you to measure

Success Metrics SUCCeSS?
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Coaching Produces Better Sales Results

Sales managers at top performing
organizations spend more time coaching
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SALES MANAGERS SPEND 20%+ OF THEIR TIME COACHING

Source: SRG — Selling Power Sales Management Research Report



Sales Coaching Success Factors

COACHING SUCCESS FACTORS

I

01 02

Executive Sponsorship Manager Motivation
* Executive kickoff/support + Performance improvement
» Ongoing communication + Professional development

« Tie to business vision/goals + Credentials/certification

Skill Development

03 04

Coaching Training Field Support

« ILT, VILT, OnDemand + Coaching the coaches
* Roleplay & skill application + Feedback and continuous
+ Reinforcement improvement

Accountability

05 06

Cadence & Expectations Tracking & Measurement

* When, how, what evidence? + Compliance and quality
« Coaching plans, field coaching + Link to performance goals
reports + Coaching certification
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Business impact of sales enablement 16
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The Company: Fast growing tech company The Company: Hypergrowth SaaS company selling
provides an online marketplace for legal POS software
SEIVICES. Challenge: Added a new product to their portfolio,
Business Challenge: Equip managers to but sellers were using the same talk tracks as
achieve aggressive growth goals through before.
better coaching. Unite segmented sales teams
for a seamless customer sales experience. Solution: Leveraged call intelligence to track new

product keywords, then embedded those trackers

Training Audience: Frontline managers leading . . .
as milestones in ongoing enablement programs.

Sales Development, Sales and Account

Management teams. Results

Services Performed: Customized sales See if sellers are using the new talk track
management training program, including

coaching tools and common framework. * Tie new language directly to revenue outcomes
Result: 20% growth in productivity per * |dentify sellers who need additional coaching

Account Executive within six months. because they’re not pitching the new product /

their pitch isn’t leading to new product sales. ‘




* Understand and plan for common Sales
Enablement challenges

* Create a clear sales enablement vision
and plan - focus

. I . I .
* Align your program objectives with
Key Takeaways revenue goals

* Enable managers to be great coaches to
support change

* Increase the visibility of your program by
sharing the value your program is creating
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