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Todayôs speakers

ÅMarisa Kopec
Service Director, Product Marketing and Management

ÅJames Ninivaggi
Research Analyst, Sales Optimization Strategies

ÅJim Moliski
Senior Vice President, Strategic Services

http://www.launchinternational.com/blogs/wp-content/uploads/2011/02/Jim_sm.jpg
http://www.siriusdecisions.com/live/home/index.php
http://www.siriusdecisions.com/live/home/index.php


3

@LaunchIntl 

Live Tweeting During the Webinar

#LaunchIntl

#5WaysWebinar 

Sales Enablement Content Group
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The Content Monster

SiriusPerspective: As organizations adopt advanced marketing 
technologies and approaches, the need for targeted content increases.
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Print

One-and-done

Internet/email

One-and-done

MAP

Multi-touch, nurture

MAP, WCM, BI

Multi-touch, nurture, 
inbound, WCO, etc.

The hungry 

content monster
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Content: Critical Processes

ÅContent management

ïOwnership and guidance that ensure quality, strategy adherence and 
the efficient use of resources

ÅAudience definition

ïThe forging of agreement around who content will be intended for, 
and the buying steps that must be facilitated

ÅAudit/mapping

ïIdentification and cataloguing of content to reveal current state

ÅGap analysis

ïComparison of existing content to audience needs in order to 
prioritize short- and long-term efforts

ÅMeasurement

ïTracking of content performance to ensure continuous improvement
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Step 1: Understand the Role of Sales 
Enablement and Content
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Sales Enablement Structure
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Certification Programs

Campaigns

Content

Tools

SME Collaboration

Sales Operations Sales Training
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Marketing
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ProgramsDefinition

Department
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The Role of Sales Enablement and Content

8

Sales

Operations

Sales 

Training

Process

Skills

Product/Solution

Marketing

Product 

Management

Field 

Marketing

Sales

Communications

Go-to-Market

Plan 

Knowledge

Execution

Marketing Sales

Solution

Roadmap
Analytics

Training

CompetenciesContent

The Marketing 
and Sales

Intersection
Point



© Copyright SiriusDecisions. 

All Rights Protected and Reserved.

The Role of Sales Enablement and Content
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Leadership can varyé

ÅSales Training

ÅSales Operations

ÅSales Effectiveness

ÅMarketing

ÅSolutions marketing

ébut all major groups need a seat at the tableé

Launch Internationalôs View



Step 2: Define Your Audience
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Define Rep Personas
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Field Sales 
Customized, High Touch, One-to-One

Inside Sales
Modular, Hybrid, One-to-Many

Channel
Standardized, High Content, Broadcast
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Launch Internationalôs View
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Launch Internationalôs View



Step 3: Inventory and Audit Content



© Copyright SiriusDecisions. 

All Rights Protected and Reserved.

Content Cleanup

SiriusPerspective: Rank assets based on usage and suggested evaluation 
criteria; retire the bottom 20 percent of assets (at least).
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Audit and Mapping

SiriusPerspective: If a comprehensive inventory of content doesnôt 
already exist, one must be created and maintained.
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Testimonials

Videos

Brochures

White papers

Case studies

Presentations

Content Types

ÅDepth and 
uniqueness

ÅCriteria for gating 

ÅInfluence 
on buyer 
perceptions

ÅClose matches

ÅRepurpose

ÅSame standards 
as 
products/services

Quality Relevance

ValueInfluence

Evaluation Criteria
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ÅIs it clear which activity it supports?

ÅDoes it support the goals of the selling 

stage?

ÅDoes it support the goals of the buying 

stage?

ÅDoes it provide "how to win" information?

ÅDoes it support the intended business 

outcome?

ÅDoes it help connect between stages in the 

process?

Purpose (Example Criteria)

ÅIs the offering clearly defined and presented 

in a compelling way? 

ÅDoes it describe how the offering fits into a 

bigger picture?

ÅIs it "scannable" for quick grasp with 

callouts and sidebars?

ÅDoes it match the expected knowledge level 

and comfort zone of the salesperson using 

it?

ÅDoes it direct the salesperson where to go to 

get more information or assistance?

Usefulness (Example Criteria)

[ŀǳƴŎƘ ƛƴǘŜǊƴŀǘƛƻƴŀƭΩǎ ǾƛŜǿLaunch Internationalôs View

Develop consensus on content evaluation criteria
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Prioritize Based on Importance

U4

U8
U5

U7
P5

U6

U3

U2

P6

U10

U11

P4

U9

P3

P10P7

P11

P1 P2

P8

P9

U1

Importance 

(end user perspective)

Effectiveness

Low

Low High

High

Example:
ά5ƻŜǎ ǘƘŜ ŀǎǎŜǘ ŘŜǎŎǊƛōŜ 
how the offering fits into 
ŀ ōƛƎƎŜǊ ǇƛŎǘǳǊŜΚέ

= Purpose

= Usefulness

P

U
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Poll Question #1

What was the result

of your last internal

audit of your existing

sales tools?

Look for results @:

#LaunchIntl

#5WaysWebinar



Step 4: Align Content to Customer 
Buying Process
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Align Content To Customer Buying Cycle
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We might 

have a 

problem, or 

we are 

conceiving a 
vision. 

Articles
Social Media
Newsletters
White Papers

Blogs

Thought 

Leadership

We 

understand 

the problem 

and how it 

connects to 
our business.

Events/Webinars
Web Site

Analyst Reports
Product Collateral

SEM

Solution 

Knowledge

Your 

solution 

applies to 
our need. 

Case Studies
Blogs
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SEO

Self-Guided Demos

Value 

Story

Your solution 

will have the 

greatest 

impact on 

our 
business.

Competitive Tools
SME Access
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Presentations to  Business 

Owner

Solution

Differentiation
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business 

case is 

justified 
internally. 

Trials
Proofs of Concept 

ROI  Tools
Presentation to 
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Financial 

Justification

We are 

confident 

and ready 

to move 
forward.

Executive 
briefings

Analyst reports
Customer 
references

Decision

Validation

Solution Vendor SelectionEducation

Loosening 

of the 

Status Quo

1.

Exploring 

Possible 

Solutions

3.

Committing 

to a Solution

4.

Justifying 

the 

Decision

5.

Making the 

Selection

6.

Committing 

to Change

2.
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B-to-B Buyers Survey: Tactic Mix Summary
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Source:  SiriusDecisions Buyers Survey 2010
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Launch Internationalôs View
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Launch Internationalôs View

Thought Leadership
Case StudiesWhiteboard Conversation


