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INTRODUCTION
Your sales organization’s success is dependent on your ability to properly enable the salesforce. But what does 
that mean? 
Forrester defines sales enablement as:

“A strategic, ongoing process that equips all client-facing employees with the ability to consistently and 
systematically have a valuable conversation with the right set of customer stakeholders at each stage of the 
customer’s problem-solving life cycle to optimize the return of investment of the selling system.”

This sounds great, but most sales organizations either don’t know where to start or are overwhelmed with the 
different options and technologies. Some key questions are: 
• What are all the components that make up a leading sales enablement program?
• How do we perform against those components?
• What components are most important for our business?
• What components should we invest in in the next year?

This report is designed to help you answers those questions and put you in a position to better plan your sales 
enablement approach by focusing on high value opportunities.

Operations

Opportunity Management

Sales Intelligence

Communications Solutions 9/10 
The number of B2B buyers who access business-
related content on mobile devices. 
– Genwi

Knowledge/Content Management
Providing sellers with the right content 
and resources when they need it, 
wherever they are.

2/3
The fraction of sales reps that say they can’t find 
content to send to prospects - the most common 
complaint of sales teams. - Kapost

Providing sellers with the insight to have the 
right conversations with the right contacts at 
the right time.

Helping sellers effectively engage prospects in 
any way from the systems where they already 
work.

Helping sellers identify, prioritize, and perform 
the most impactful activities.

Establishing a dedicated function that bridges 
the gap between sales strategy and execution.

15%
The average difference in quota attainment by best 
in class sales organizations compared to their lower 
performing peers.   - Aberdeen

Over 2x 
The frequency at which salespeople who use 
social media outsell their peers.
– Forbes

10%
The average increase in revenue companies 
experience by implementing a sales enablement 
function.  – CSO Insights
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KEY COMPONENTS OF SALES ENABLEMENT:



Your sales enablement maturity stage is: 
Progressive

Your rating by sales enablement component is:

Knowledge /
Content

Management

Sales Intelligence

Communications
Solutions

Opportunity
Management

Operations

Your Score Component Average

A majority of organizations fall into this category. Companies in this 
stage are beginning to see the benefits of SE solutions with functions 
such as lead scoring, CRM systems, and web conferencing tools. 
Although there might not be a central SE function, most organizations 
have given enablement responsibilities to specific roles. In this stage, 
sellers typically are focusing on more qualified leads and are more 
efficient with those leads due to tools such as content management 
systems, sales intelligence platforms, and dynamic playbooks.
Companies looking to progress should establish a formal SE function. 
A major focus should be on integration of the different systems likely 
into a CRM platform. 

50% of 
organizations with at 
least 10 sellers fall 
into this category.

Knowledge/Content 
Management

33% 

Sales Intelligence
22%

Communications Solutions
60%

Opportunity Management
75%

Operations
30%

Performance Summary
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High Performing Low Performing High Impact
1. Configure, Price, Quote Social Integration Pitch Tools/ Virtual Meetings
2. CRM Roles & Responsibilities Roles & Responsibilities
3. Best Practice Sharing Processes Processes
4. Metrics Onboarding/Training
5. Content Management Content Management

Component Driver Prioritization Effectiveness Score High-Impact 
Short List (Rank)1 2 3 4 5 6 7

Knowledge/
Content 
Management

Content Management 5
Best Practice Sharing
Onboarding/Training 4

Sales Intelligence
Predictive 8

3rd Party Data/Data Enrichment 7
Social Integration

Communications 
Solutions

Pitch Tools/Virtual Meetings 1
Phone/Email Integration
Microsites/Client Portals

Opportunity 
Management 

Analytics 6
CRM

Playbooks
Configure, Price, Quote (CPQ)

Operations
Roles & Responsibilities 2

Processes 3
Metrics

Performance Breakdown

High Performing: [Scored 6 
or 7 in the assessment]

Low Performing: [Scored 1-3 
in the assessment]

High Impact: [Identified as 
important drivers]

Sales Enablement Drivers: 

Detailed Scoring:
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- Driver Average



Investment Landscape 
Driver Impact vs. Effectiveness

Focus Areas
Focus your sales enablement efforts 
here. Improving these will have the 
greatest impact relative to your effort 
and spending.

Maintain Efforts
You are performing well in these 
areas. Keep attention on these drivers 
because they are important to your 
success.

Deprioritize

You are not performing well in these 
areas, but there is little relative value 
in investing in them.

Reallocate Resources

You are performing well with these 
drivers, but should reallocate 
resources to higher impact areas.

1

2

3

4

5

6

7

8
1 2 3 4 5 6 7

Focus Areas Maintain Efforts

Deprioritize Reallocate Resources

Analytics

Onboarding/Training

3rd Party Data/Data Enrichment

Processes

Predictive

Pitch Tools/Virtual Meetings

Roles & Responsibilities

IMP
ACT

 RA
NK

EFFECTIVENESS
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Content Management



NEXT STEPS
Use the report outputs to inform your planning:
• Map prioritized drivers to potential initiatives
• Scope initiatives and map to a timeline
• Build business case and identify resource requirements

ABOUT LENATI
For more information about sales enablement, check out our Sales Enablement and Performance 
Services.
Lenati is a marketing and sales strategy consultancy that helps companies acquire, grow, and retain customers. Our 
clients come to us to build market leadership, whether through radical innovation or intelligent evolution.
OUR SERVICES
• Customer Analytics and Insights
• Customer Acquisition
• Go-to-Market Strategy

• Customer Experience
• Customer Retention and Loyalty
• Sales Enablement and Performance

ADDITIONAL SUPPORT & RESOURCES
Lenati can help move things forward in the following ways:

• In-depth audit of all of the sales enablement drivers on 
effectiveness and impact

• Strategic planning including prioritization and roadmap 
development

• Initiative implementation including scoping, business case 
development, vendor selection and operational management

Have Feedback?
Please share your feedback here: feedback@Lenati.com

Email us at: info@Lenati.com or call 1-800-848-1449
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