
Top 10 Reasons Companies are 
Investing Heavily in Sales Enablement



www.showpad.com 2

The sales, marketing and buyer worlds we live in are changing faster than ever before, and collaborative 

enablement across all groups is increasingly important. Today the reality is:

• Sales and marketing organizations are still largely disconnected.
89% of organizations have no formal way for sales and marketing to collaborate. (CSO Insights)

• Customers are more educated, leaving sellers playing catch up.
Buyers are 70%-90% down the path prior to engaging a vendor. (Forrester Research)

• Mobile devices and tablets are the future of sales productivity.
In 2015, salespeople accessed content 93% of the time via smartphone or tablet. (Showpad) 

• Content is still king, and is evolving to more engaging formats.
Interactive content such as HTML5 & Video are 7X more leveraged than documents. (Showpad)

• Real time analytics allow us to align and make better decisions.
Customers achieve a 60% Email open rate, giving invaluable analytics on buyer behavior. (Showpad)

Thousands of forward-thinking organizations are seeing success with their Sales Enablement programs and 

technologies. CSO Insight reported that organizations with a Sales Enablement function in place experience 

a 8.2% higher revenue attainment than those without (CSO Insights). For the ever increasing group of 

companies currently evaluating opportunities to invest in that may lead to yours sales force enablement 

and therefore higher productivities and greater results , there are always several questions to answer. How 

do we prioritize over other options? What resources will it take? When can you find the time? This guide is 

meant to uncover areas of opportunity for an investment, educate on the potential value, and share stories 

of customers who have made the investment.

Introduction

http://showpad.com
http://showpad.com
http://content.showpad.com/sales-enablement-optimization-study-cso-insights-showpad
http://www.forbes.com/sites/danielnewman/2014/04/10/the-role-of-influence-in-the-new-buyers-journey/
http://content.showpad.com/sales-enablement-optimization-study-cso-insights-showpad
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Sales Interactions - and Deals -  Are Happening as you Read This.
There’s a lot at stake to finish the year, and you can still make a big impact.

Organizations with a Strategy are Winning.
Research shows that those that invest lead the pack in performance.

Your Biggest Initiatives are at Risk.
Your growth initiatives’ success or failure occurs at the front line.

You Can’t Improve What you Can’t Measure.
In the age of data, insight is the only way companies invest and evolve.

Salespeople Expect a Modern, Mobile Workplace.
A cloud enabled, easy to use platform is the way today’s sales force works.

CRM Alone Won’t Help Sales Close Deals.
However, an integrated CRM and enablement strategy drives results.

Events are Coming and Need a Delivery Vehicle.
2016 Events to drive leads, engagement, and revenue need help.

Salespeople’s First Impression is Based on Onboarding and Training.
Investment in technology impacts their perception, recruiting, ramping, and retainment.

The Customer’s Buying Experience Relies on Enablement.
Buyers pay when their reps aren’t supported. Deals slow down or are lost.

Time to Value: The Biggest Impact at the Smallest Effort. 
Start where you are, make an impact, and improve based on real data.

http://showpad.com
http://showpad.com
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• How many cold calls and customer interactions are happening this week alone? 
• How confident are you that sales are armed to do their job? 
• What is keeping lower performing Salespeople from making quota?

We pay our sales teams well to perform, and we spend a substantial 

amount of marketing budget and resources creating content to enable their 

conversations. How you enabled them is the difference between a closed 

and lost deal. There is a huge opportunity cost lost in revenue when they lack 

the right tools that impact effectiveness in actual interactions with clients. 

Investing a small amount in this area has an enormous and immediate impact 

on your productivity, revenue, cost, and risk.

You have the ability to impact thousands of interactions and millions in 

revenue. The sooner you start, the sooner the results will show.

1. Sales Interactions - 
and Deals - are Happening  
as you Read This

CUSTOMER SUCCESS: 

Electrabel increased 

sales efficiency by 

25% with a 5 month 

return on investment 

using Showpad.

$

What does it cost to enable reps?

A few hour saved is all it takes

= $480 potential / hours of time

$480 * 40 selling hours = $19,166 / week

Adjusted by 60% quota attainment = $11,500 / week

$1,150,000 / week in selling opportunity lost
@ 7.5 hours / searching = $201K wasted / week

Total of 336 hours wasted / rep / year
≈ 1.2 hrs saved per year = cost of software
≈ 2.2 hrs per year = cost of tablet + software

1M quota
2,087 hrs per year

Sales person

Sales team

x 100

x 100

http://showpad.com
http://showpad.com
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• Do you have a central group focused on driving sales performance?
• Have you benchmarked your investments against your peers?
• What is your sales team’s feedback on your support?

If you don’t have a program to enable sales, employees across marketing, 

operations, training, and support are taking on that burden with 

“random acts of enablement”. CSO Insights recently found that only 

25% of companies have a formal program in place, and calculated if 

you were a 100 Million dollar company that is just now investing in a 

Sales Enablement program, you currently underperform your peers 

and competitors that have a plan in place by $19.5 million dollars in 

revenue per year.

Every quarter you don’t have a formal strategy you are operating below 

optimum performance, which means that there is a huge opportunity 

to start investing now.  With Sales Enablement solutions like Showpad 

to realize that strategy for your salespeople, you can impact revenue 

immediately while saving substantial cost. The question this begs for 

every sales and marketing leader is; “what are our competitors doing?”

2. Organizations with  
an Enablement Strategy  
are Winning

CUSTOMER SUCCESS:

Reduced publishing time 

and eliminated duplicate 

efforts, saving Marketing 

50% of their time.

Increased cross sell 
and up sells as 67% of 
reps presented more 
products and 41% 
actually sold more 

products.

http://showpad.com
http://showpad.com
http://content.showpad.com/sales-enablement-optimization-study-cso-insights-showpad
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Source: Linkedin

Percentage of roles focused on 

enabling sales. Does not include 

sales operations roles.

Sales Enablement titles on LinkedIn 
grew 13% from Dec ‘14 - Nov ‘15*

14% 
Sales  

Enablement

26% 
Sales  

Effectiveness

4% 
Sales Productivity

56% 
Sales Training

77% of companies have Sales 
Enablement reporting into sales*

Over 1 Million Professionals Are Directly Focused on Enabling Sales

Companies that Invest Perform Better

Does Not Have a Sales Enablement Program

Invested in a Sales Enablement Program

Assumes 5% YOY growth for each company. Does not include additional benefits of technology investements.

Quarter
Invested:

$100M Each

$2
0,

57
4,

00
0

$ 90,000,000

$ 105,000,000

$ 95,000,000

$ 110,000,000

$ 120,000,000

$ 100,000,000

$ 115,000,000

$ 125,000,000

Q4’15 Q1’16 Q2’16 Q3’16 Q4’16

http://showpad.com
http://showpad.com
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• What are the most pressing strategies currently or initiatives planned for 2016?
• How are you going to communicate this to the sales team?
• Are they 100% prepared to have the conversations you are asking of them?

Your next business year is coming fast and bringing with it your biggest initiatives for success that 

support your growth, which succeed or fail at the front line of revenue generation. If the sales team 

can’t relay the right message, portray the value, and embrace the change, then your organization fails 

to realize the enormous revenue opportunity tied to them. Not to mention the wasted money.

A proper strategy and platform for enabling reps on initiatives like these gives you the catalyst you need 

to succeed with a connected sales content and communication platform. Think of your investment in 

this as insurance for each of your biggest investments.

3. Your Biggest Initiatives  
are at Risk

Behavior Doesn’t Stick

Mixed, Garbled Message

Sell Old, Familiar Stuff

Customer Confusion & Dissatisfaction

Attempts Fall on Deaf Ears

2 Sales Teams & Cultures

Sales Training & New Methodologies

Branding & Messaging Transformations 

Product & Solution Launches 

Strategic Accounts & Upselling

Indirect Sales & Partner Channels

Growth Through Acquisition & Mergers

2016 REVENUE TARGET = $?

Initiatives Risks

http://showpad.com
http://showpad.com
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4. You Can’t Improve what you 
Can’t Measure

• What is your adoption of content and tools? 
• Which reps are succeeding and what are they saying / using? 
• What content types and messages resonate most with customers?

Prioritizing your next investment in content, tools, messaging, training 

or coaching is almost impossible without a way to measure what is 

working, and getting rid of what isn’t moving the needle. Most sales 

and marketing are flying blind to what sales team finds effective as they 

lack the analytics and feedback mechanisms. But, more importantly 

they lack the insight on how the buyers are (or are not) engaging with 

content, and how well the sales team is aligned with the buyer journey.

10% of the content gets 90% of the consumption, and in that top 

content there is a shift to more interactive, engaging formats. Across 

all Showpad customers, the top 10% of content based on usage with 

customers has 25% more content tagged video / multimedia. Customers 

are also leveraging HTML5 to reinforce sales methodologies and create interactive presentations, which 

on average are 7 times more leveraged than static documents.

Without a central hub for enablement that’s easily accessible and easily measured, money spent on 

content can easily be wasted. The most successful customers start from where they are, learn from 

analytics, and then strategically prioritize investments.

CUSTOMER SUCCESSS:

Was able to achieve 

and measure a 300% 

increase in content 

usage ,  simply by 

deploying Showpad.

http://showpad.com
http://showpad.com
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A Significant Portion of Revenue Funds Content for Buyers

This Money is Largely Wasted without a Strategy for Distributing 
Content and Prioritizing New Investments with Analytics

 
  

SPENDS

$100M
Company $10.4M

Marketing
$2.9M

Content

36%

SALES CONTENT 
REPOSITORY

USED, NOT EFFECTIVE
USED, EFFECTIVE

NO SALES CONTENT 
REPOSITORY

74%

FILE SHARINGCMS

60-70 NOT USED

EMAILS

http://showpad.com
http://showpad.com
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• How easy is it to use your existing tools? Do you provide devices? 
• Are they instantly accessible from any device or desktop? 
• How are direct sales or partners channels using their own devices currently?

There is no longer a debate as to whether you need a mobile ready sales 

solution. From 2010-2014 mobile device usage of smartphones has grown by 

394% and tablets by 1,721%, while desktops have grown 37%  (Comscore). We 

all use easy to use, cloud platorms at home. If you built a homegrown solution, 

the challenge you face is the future, as it’s difficult to scale software with in-

house development teams. They lack the rate of innovation and capabilities 

built by a vendor with 1,000’s of clients, that has a platform your peers are 

leveraging. If you haven’t fully solved their challenges bringing content into 

buyer conversations, chances are your team is enabling themselves with 

unsanctioned file sharing tools, meeting technology, and mobile apps.

Hundreds of thousands of salespeople using Showpad show that salespeople access content 93% of the 

time via phone or tablet. Salespeople today require a fully accessible cloud platform that ties into offline 

mobile first apps, much like Mail, Google Maps, Spotify, Salesforce, and many other apps they use.

5. Salespeople Expect a 
Modern, Mobile Workplace

CUSTOMER SUCCESS: 

99% adoption from 

mobile tablets over 

hundreds of reps 

after implementing 

Showpad

   
93% from mobile
 device or tablet

62% of users
access via iPads

26% Higher
Quota Attainment

17% Increase 
  in forecast accuracy

WITH MOBILE SALES ENABELEMENT

http://showpad.com
http://showpad.com
https://www.comscore.com/Insights/Blog/Mobile-Internet-Usage-Skyrockets-in-Past-4-Years-to-Overtake-Desktop-as-Most-Used-Digital-Platform
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6. CRM Alone Won’t Help Sales 
Close Deals.

• What is the adoption of your CRM?
• When was the last time CRM was used in a sales meeting?
• Does it really help your sales teams close deals, or just account for outcomes?

Many times companies try to invest in internal tools they already have in place to try and enable sales, 

as they strive for an integrated experience for the seller. But, what about the buyers? CRM was never 

meant to be used in front of customers. In fact most reps will say it takes them out of territory imposing 

more administrative work rather than driving efficiency. Adoption, incorrect / lack of data, and a non-

integrated experience are companies largest challenges with CRM.

According to Demand Metric, salespeople spend an average of 11 hours per week logging meeting 

notes and customer data into CRM systems. However, only 23% of organizations studied rate the 

quality of the customer interaction data in their CRM systems as high or very high.

Forward thinking companies invest in enabling their sales team with a solution that has an out of the 

box integration with their CRM platform along with other systems. Pre-built, configurable integrations 

help reps close big while giving front line sales managers the ability to impact performance with data. 

The result is an integrated solution from either experience, extending CRM into customer interactions 

and bringing back valuable data linking content to revenue.

Sales Enablement + CRM = Better Results
Showpad captures customer data on interactions back to  CRM 
and serves up relevant content to easily engage customers.
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Productivity: More deals
Effectiveness = Bigger & Faster Deals
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CRM Adoption
Manager Coaching
Resource Allocation

http://showpad.com
http://showpad.com
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7. Events are Coming and  
Need a Delivery Vehicle

• What events are coming up in your near future?
• How are you planning on ensuring a successful experience?
• How much are you spending on your next sales kickoff?

Events are extremely expensive, time consuming, and packed hundreds of extremely valuable 

conversations. The sales training that require content before, during, and after to ensure it’s not lost, 

as 87% of sales training content is forgotten within 30 days (CEB). Sales kickoffs, with a slew of 

new content and initiatives, are right around the corner. Each one averages between $1-$2K in cost 

per sales rep, not to mention the time out of territory and the lost opportunity to drive revenue. If you 

don’t have an enablement strategy, the coolest venue, most compelling presentations, and engaging 

training sessions will soon be forgotten. 

Also think of all the other events and trade shows right around the corner in 2016, along with the 

opportunity they promise. Each of these events have a specific set of training, prep, curated content, 

event conversations, and follow up. Enabling the business teams working on these events to create a 

vehicle to deliver this content from any device amplifies your return on investment and event experience.

2016 Events
How much could 
these events be 

worth in pipeline? 
How much will 
they cost your 
organization?

Company Kicko�

Sales Kicko�

Quarterly Reviews (QBR)

Sales Trainings

Virtual Training

Customer Summit

Customer Events

Trade Shows

= $X,XXX,XXX Investment

http://showpad.com
http://showpad.com
https://www.cebglobal.com/blogs/your-sales-training-is-falling-short/
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8. Salespeople’s First
and Last Impression is Based 
on Onboarding & Training

• What is the average salary and total cost of a sales rep?
• What is their quota and average churn rate?
• What is the time it takes to find and ramp a replacement?

Companies typically hire new salespeople at the beginning of the new 

year, and many times they come from organizations that have invested 

heavily in programs and systems to enable their reps. The next generation 

of sellers expect apps and experiences like they have in their personal 

lives. Also, a major reason salespeople leave their organization is that 

they don’t feel supported or are not hitting quota.

Having a mature Sales Enablement program shows your sales team that 

you are investing in their future and support them with cutting edge 

tools. The increased access to content, knowledge, and communications 

creates a positive, motivating sales culture. The result is retaining your 

best salespeople, attracting top talent when recruiting, and ramping new hires far faster.

CUSTOMER SUCCESS: 

97% of sales people at 

Atlas Copco “confirmed 

they could not live 

without Showpad.”

Average churn rate =  30% * 100 reps = 30

6 months lost (1 month to hire + 5 to ramp) 

6 months * 30 reps = 180 unproductive months

5 years of productive selling time lost
Valued at over $5M in potential revenue

Sales force Churn Costs

http://showpad.com
http://showpad.com
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9. The Customer’s Buying
Relies on Enablement

• When was the last time you interviewed your customers after they purchased?
• What is your experience like engaging with your salespeople?
• How could it have been better for both salespeople and buyers?

Enormous effort is spent streamlining the customer experience from a marketing perspective and again 

once they are a customer, however not many focus on the time in between during a sales cycle. This 

tend to lead to buyers feeling frustrated that sales reps aren’t listening, lost deals to competitors, and 

longer sales cycles. The buying decisions also takes place behind closed doors, where your salespeople 

cannot go, where your champions connect with other key stakeholders to make important decisions.

An Sales Enablement Platform connects marketing with sales, however it also aligns sales with the the 

customer with one connected content distribution system. The result is customers get instant access 

to content and answers to their questions that they can share with the entire buying group. While in 

return both sales and marketing gain full analytics on the content that was shared, how effective it 

was, and knowledge of buyer behavior on what happens after they hit send.

 

 
 

Customer Lifecycle

Lead to opportunity
conversion       38%

when aligned to
the buyer journey

Investing in
guided selling has a  

25% impact
on win rate

Companies are seen       
as strategic partners
38% when content
exceeds expectations
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70-90%
of journey

is complete

Name/Lead Buying Cycle Customer

Buyer
Consumes
11.4 pieces
of content

Typical
NPS Score

is 31

Showpad customers 
achieve a 60% 

email open rate 
(10% increase over 

Nov. ‘14). Over 
40% of the viewers 

then take action 
on content, giving 

sellers instant buyer 
analytics.

http://showpad.com
http://showpad.com
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10. Time to Value:  
The Biggest Impact  
at the Smallest Effort.

• How long do you think it takes to deploy initiatives and see results?
• What is your current process for sharing content and measuring impact?
• How did your last sales system implementation go?

It can feel overwhelming knowing where to invest with so many opportunities for increasing sales 

performance, especially with limited time, resources, and money. The reality is we’ve all dealt with 

difficult deployments of CRM or content management systems that were rigid, involved too much 

customization, or just plain hard. The heartbreaking part is watching them fail to gain adoption, or 

never get off the ground after a time-consuming implementation. 

However, when you implement an out of-the-box, flexible, scalable, and easy to use enablement platform 

the only thing holding organizations back are themselves, not the technology. Most companies realize 

that the current situation has a larger burden and cost than the implementation will take. If they bulk 

load, mass tag, and immediately distribute content to any device sales reps become more productive, 

compelling, and consistent. Then, looking at analytics, marketing and sales leaders gain insight, and 

leverage data to make decisions on what to eliminate and where to double down.

Showpad implementation is easy and can be adopted to each 
country or business line. The solution can re-use existing content, 
which reduces costs and increases time to market, resulting in 
an overall profitability.

Hendrik Van Asbroeck
Manager Sales BeLux 

at GDF Suez

“

http://showpad.com
http://showpad.com
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Get Started Now: Enabled Marketing & Sales Teams Are More Effective & Productive

Based on cutting wasted or duplicate activities.

Enabled Marketing Team of 6 will Save 1,250 Hours in 2016

Enabled Sales Team of 100 Save 12,600 Hours in 2016

Assumes Marketing Team Spends 20% of time 
managing content and on “random acts of 

enablement to support sales.”

Average Salesperson spends 7 
hours per week searching for and 

compiling information.

Not enabledStrategy in place
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Marketing Savings w/Platform Not Enabled

* Time savings scaled over the course of the year

http://showpad.com
http://showpad.com


www.showpad.com 17

Summary

There are many reasons you should not wait to invest in your sales organization’s success, and when 
the question comes up where do we start, the answer is right in front of you. That next content load, 
product launch, event, or sales meeting. Pick a pilot team. You can start with your most strategic 
account team, or the next new hire class that needs help. Just start somewhere, achieve results, and 
refine your strategy from there with the analytics and insight to make the right decisions.

Reasons not to change will always be there, it’s human and company behavior. We’re too busy, we 
don’t have people, we can wait until next year. Hopefully this guide has helped you overcome some 
of these humps, however the best way to understand the value and line of sight to success is to listen 
to our customers, and talk to the people who have helped them on their journey. Our team here at 
Showpad will help you overcome hurdles from a technical, organizational, and content perspective 
because we’ve done this thousands of times, and only succeed when our customers do.

http://showpad.com
http://showpad.com
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Figure 9: 
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