
CSO Insights 2016 Sales Enablement Optimization Study 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



CSO Insights 2016 Sales Enablement Optimization Study 

 

 

 
Terms and Conditions 

 

Printed in the United States of America. Except as permitted under the United 

States Copyright Act of 1976, no part of this publication may be produced or 

distributed in any form or by any means, or stored in a database or retrieval 

systems, without the prior written permission of the publisher. For additional 

information, contact Miller Heiman Group, Inc. 10901 W. Toller Drive, Suite 202, 

Littleton, CO 80127 email: barry.trailer@csoinsights.com. 

 

The reader understands that the information and data used in preparation of 

this report were as accurate as reasonably possible at the time of preparation 

by the publisher. The publisher assumes no responsibility to update the 

information or publication. The publisher assumes that the readers will use the 

information contained in this publication for the purpose of informing 

themselves on the matters which form the subject of this publication. It is 

licensed with the understanding that neither the authors nor those individuals 

interviewed are engaged in rendering legal, accounting, or other professional 

service. If legal or other expert advice is required, the services of a competent 

professional person should be sought. The publisher assumes no responsibility 

for any use to which the purchaser puts this information. 

 

All views expressed in this report are those of the individuals interviewed and 

do not necessarily reflect those of the companies or organizations they may be 

affiliated with Miller Heiman Group, Inc. All trademarks are trademarks of their 

respective companies. 
 

 

  

 
© 2016 Miller Heiman Group. All rights reserved. 

 

 

mailto:barry.trailer@csoinsights.com


CSO Insights 2016 Sales Enablement Optimization Study 

 

 

Acknowledgments 
 

We would like to thank all of the sales professionals who shared their insights around the 

ŎƘŀƭƭŜƴƎŜǎ ǘƘŜƛǊ ǎŀƭŜǎ ǘŜŀƳǎ ŦŀŎŜ ƛƴ ǘƻŘŀȅΩǎ ŎƘŀƭƭŜƴƎƛƴƎ ǿƻǊƭŘ ƻŦ sales. Sales enablement is 

addressing those challenges through sales training, content management, sales team coaching, 

and technology. Without their support and insights, the development of this research 

knowledge base used to create the 2016 Sales Enablement Optimization Study would not be 

possible.  

 

Next, we would like to thank the following thought leadership companies for their partnership 

and insights into how sales enablement can help companies sell with a sustainable competitive 

advantage. We acknowledge Brainshark, Seismic, and Showpad  for their forward thinking 

ideas.  

 

We would also like to recognize Social Centered Selling and PeopleLinx that helped us formulate 
compelling social engagement questions for our survey and helped us review and understand 
the data. 
 

Finally, we would like to thank our editing team whose hard work, diligence, and endless hours 

made this project possible. Thanks to Paul Maxwell, Diane Hodges, Melissa Paulik, and Andy 

Jesmok. 

  

https://www.brainshark.com/
https://seismic.com/
https://www.showpad.com/
http://scs-connect.com/
http://peoplelinx.com/


CSO Insights 2016 Sales Enablement Optimization Study 

 

 

TABLE OF CONTENTS 

 

INTRODUCTION ................................................................................................. 1 

CHAPTER 1: SALES PRODUCTIVITY GOALS ANALYSIS .......................................... 5 

CHAPTER 2: SCOPE OF SALES ENABLEMENT SERVICES ........................................ 7 

CHAPTER 3: CROSS-FUNCTIONAL COLLABORATION ........................................... 9 

/I!t¢9w пΥ ¢I9 w9[9±!b/9 hC /¦{¢ha9wΩ{ Wh¦wb9¸ ![LDba9b¢ .............. 11 

/I!t¢9w рΥ {h/L![ 9bD!D9a9b¢Ω{ Lb/w9!{LbD w9[9±!b/9 ........................ 13 

CHAPTER 6: DECREASING NEW SALESPERSON RAMP-UP TIME ......................... 16 

CHAPTER 7: EFFECTIVENESS AND IMPACT OF CONTENT SERVICES .................... 19 

CHAPTER 8: EFFECTIVENESS AND IMPACT OF TRAINING SERVICES ................... 22 

CHAPTER 9: FRONTLINE SALES MANAGER ENABLEMENT ................................. 24 

CHAPTER 10: SALES COACHING ........................................................................ 27 

CHAPTER 11: ENABLEMENT TECHNOLOGY REVIEW .......................................... 30 

GOING FORWARD ............................................................................................ 32 

ABOUT CSO INSIGHTS ...................................................................................... 40 

  



CSO Insights 2016 Sales Enablement Optimization Study 

1 

 

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. 

© 2016 Miller Heiman Group, Inc. All rights reserved. 
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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 
but rather ǘƘŜ ŎǳǎǘƻƳŜǊΩǎΦ CƛƴŀƭƭȅΣ ǿŜ ƴƻǘŜ ǘƘŀǘ ǿŜ ƘŀǾŜ ǘƻ ƭŜǾŜǊŀƎŜ ǘŜŎƘƴƻƭƻƎȅ ƛŦ ǿŜ ŀǊŜ ƎƻƛƴƎ 
to 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 ŎƘŀƴƎŜǎ ƛƴ ǘƘŜ ƳŀǊƪŜǘǇƭŀŎe, which will require providing 
sales with a constant stream of new or improved information.  

© 2016 Miller Heiman Group, Inc. All rights 
reserved. 

© 2016 Miller Heiman Group, Inc. All rights reserved. 
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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. 

 

 

  

© 2016 Miller Heiman Group, Inc. All rights reserved. 
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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 a 

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. 

 

  

© 2016 Miller Heiman Group, Inc. All rights reserved. 
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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 ǾŀǊȅ ǿƛŘŜƭȅ ǊŜƎŀǊŘƛƴƎ άƘƻǿέ ǘƘŜȅ ǎŜƭƭΣ ǎǘǊŀǘŜƎƛŜǎ ŀƴŘ ǘŀŎǘƛŎǎ ŦƻǊ ƛƴŎǊŜŀǎƛƴƎ ǎŀƭŜǎ 

effectiveness (and how 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 Ŏŀƭƭǎέ ŀǎ well. Item three on the chart shows the need to improve salesperson/client 

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

this goal.  

 

 

 

 

© 2016 Miller Heiman Group, Inc. All rights reserved. 
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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 years to the 

ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ŀǇǇǊƻŀŎƘ ǘƻ 

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) 

 
 

© 2016 Miller Heiman Group, Inc. All rights reserved. 

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. 
 

 

 

© 2016 Miller Heiman Group, Inc. All rights reserved. 



CSO Insights 2016 Sales Enablement Optimization Study 

8 

 

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 ŀƭƭ ŀǘ ƻƴŎŜΦ LƴǎǘŜŀŘΣ 

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. 

 

© 2016 Miller Heiman Group, Inc. All Rights 
Reserved 

 

© 2016 Miller Heiman Group, Inc. All rights reserved. 
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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  

© 2016 Miller Heiman Group, Inc. All rights reserved. 
































































