Five Ways to Improve the Quality and Value of
Sales Enablement Content

October 25, 2011




Todayos speakers

Marisa Kopec <i:SIRIUSDECISIONS
Service Director, Product Marketing and Management

Iy

|l James Ninivaggi :i:SIRUspecisions
# Research Analyst, Sales Optimization Strategies



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

Live Tweeting During the Webinar

p

.l [ @Launchintl }

N

#Launchintl
#5WaysWebinar

/

Sales Enablement Content Group

L




The Content Monster

SiriusPerspective: As organizations adopt advanced marketing

technologies and approaches, the need for targeted content increases.

The hungry
content monster

Scary

- big

- claws

- sharp teeth
- will eat you
- monobrow

Print Internet/email MAP MAP, WCM, BI

One-and-done One-and-done Multi-touch, nurture Multi-touch, nurture,
inbound, WCO, etc.
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Content: Critical Processes

A Content management

I Ownership and guidance that ensure gquality, strategy adherence and
the efficient use of resources

A Audience definition

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

A Audit/mapping
I Ildentification and cataloguing of content to reveal current state
A Gap analysis

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

A Measurement

I Tracking of content performance to ensure continuous improvement
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Step 1: Understand the Role of Sales

Enablement and Content




Sales Enablement Structure

Definition

Department

Deliverables
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Skills Knowledge

Methodology and Talent and Content and
Technology Competencies Programs

Product or Solution

Sales Operations Sales Training Marketing

Pipeline Classroom Campaigns

Forecast Online Training Content

Territory Roadshows Tools
Compensation Certification Programs SME Collaboration
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The Role of Sales Enablement and Content

Solution
Roadmap
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The Marketing
and Sales
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The Role of Sales Enablement and Content

The Marketing
and Sales
Intersection

Point

Sales
Enablement

-:E:-SIRIUSDECISIONS

Knowledge
Solution
Roadmap
"“"' Product
K Management
:
Product/Solution
Marketing Content
4
S
‘en, Field
. .
Go-to-Marke.t = Marketing
Plan
Execution
Marketing

Process
Analytics
Sales Y
. ‘ ny s

Operations o,
a

[ |
4

Sales

Competencies R
Communications

. l>

Sales 4

L ]
. . -“
Training <% Training

Skills

Sales

© Copyright SiriusDecisions. 9
All Rights Protected and Reserved.



Launch I nternational 6s VI e

Leader ship ca
A Sales Training
A Sales Operations
A Sales Effectiveness
A Marketing
A Solutions marketing

ébut al l maj or groups need a
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Step 2: Define Your Audience




Define Rep Personas

Field Sales
Customized, High Touch, One-to-One

Inside Sales
Modular, Hybrid, One-to-Many

Channel
Standardized, High Content, Broadcast
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ABC

>ystems  ggles Success Toolkit

Overview Information  Sales Stage Links

@ Qualification

M Business Issues

-
FH
3
-
-
L

.

e

:

E 8
V7L 9o

P L /U N C H

international



Launch

|l nternati onal 6s

Vi e

ABC

Systems

Talk Tracks

IT Executive
Compliance Executive
Security Executive

Tools

Executive Briefing Overview

Intro to ABC Capabilities
Presentation

Overview Information
Sales Stage Links

I

Solution Identification Phase Activities

Qualification | Solution Identification | Solution Validation | Propose | Close

What Is My Buyer Doing?

» Defining requirements
» Exploring possible solutions

What Is The Goal? ) ¢
What Should | Be Doing? l’ﬂ » Commitment to an executive briefing

» Requirements definition that includes
» Validating the business problem ABC strengths

» ldentifying key players and
their priorities

» Introducing ABC capabilities

You need help complying Cost-cutting initiatives are Managing multiple platforms
with new data protection forcing you to do more with has created a maintenance
rules...read more fewer people...read more nightmare...read more
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Problems We Solve
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Step 3: Inventory and Audit Content




Content Cleanup

SiriusPerspective: Rank assetsbased 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

comprehensi ve

already exist, one must be created and maintained.

Content Types

White papers

Brochures

Testimonials

Videos

Case studies

Presentations

Evaluation Criteria

as

A Influence
on buyer
perceptions

4 A Same standards

products/services

A Close matches
A Repurpose

Relevance

L

Influence

A Depth and
uniqueness
A Criteria for gating
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Develop consensus on content evaluation criteria

Purpose (Example Criteria) Usefulness (Example Criteria)
A Is it clear which activity it supports? A Is the offering clearly defined and presented
A Does it support the goals of the selling in a compelling way?
stage? A Does it describe how the offering fits into a
A Does it support the goals of the buying bigger picture?
stage? A Is it "scannable" for quick grasp with
A Does it provide "how to win" information? callouts and sidebars?
A Does it support the intended business A Does it match the expected knowledge level
outcome? and comfort zone of the salesperson using
A Does it help connect between stages in the It?
process? A Does it direct the salesperson where to go to
get more information or assistance?
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Prioritize Based on Importance

High

Effectiveness

Low

e = Purpose

Q = Usefulness

@ @
@

A

Example:
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how the offering fits into
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Low

Importance
(end user perspective)

High




Poll Question #1

What was the result
of your last internal
audit of your existing
sales tools?
/

Look for results @:
#Launchintl
#5WaysWebinar
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Step 4: Align Content to Customer

Buying Process



Align Content To Customer Buying Cycle

(1. | ) [ 2. \
. .J
—1‘ — s ‘
J )
Loosening Committing
of the to Change
Status Quo

Education

We might We
have a understand
problem, or the problem
we are and how it
conceiving a connects to

vision.

Solution
Knowledge

Thought

Leadership

Articles
Social Media
Newsletters Analyst Reports
White Papers Product Collateral

Blogs SEM
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Events/Webinars
Web Site

our business.

Exploring
Possible
Solutions

Your
solution

applies to
our need.

Case Studies

Blogs
Microsites
SEO

SeltGuided Demos

Solution

([ 4. \
‘—1_'.'_1

Committing
to a Solution

Your solution
will have the

greatest

impact on
our

business.

Solution
Differentiation

Competitive Tools
SME Access
In-PersorDemos

Presentations to Business Presentation to

Owner

6.
Y
i

Justifying Making the
the Selection
Decision

Vendor Selection

The We are
business confident
caseis and ready
justified to move
internally. forward.

EEREE] De_cisipn
Justification Validation
Trials Executive
Proofs of Concept briefings
ROI Tools Analyst reports
Customer
references

Financial Owner
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B-to-B Buyers Survey: Tactic Mix Summary

Most often
selected

70%

60%

50%

40%

30%

20%

10%

0% . .
Early Middle Late

Source: SiriusDecisions Buyers Survey 2010
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===\\/hite papers
e==Peer referrals
«==\\ebinars
e==Email

«==|Jser Events
«==Analyst reports

«==Case Studies
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SMB Archive Solution Sales Process
SMB Archive Solutions Sales Map

This sales map represents the typical flow of a sales campaign to help you visualize the process, avoid missteps and improve your

chances for success.

[ PHASE 1 Y PHASE 2 L PHASE 3 AR P+t s
|

Build Momentum | Make it Real | Close the Deal

Find the Way In Get the Ball Rolling
I

Start High/Stay High s i
(Prospect has few or no
project controls in place)

* Assess the current need(s) | | 1
* Educate initial contact A | | 1
Proposals & Pricing | Field 1 Business vt

Start Low/Sell Up =t Assessment | questions | o SuPPY : s Sokes | Negotiations
(Prospect is already using On-site Workshop Deployment
software) (optimal approach, used in Presentations I PV/POC Plan Proposal |
* Assess the current need(s) 75% of super-sized deals) Engage | (ontional) Approvals  Acceptance |
* Educate customer . . Legal |
« |s this a deal? Individual Meetings (Save 4-6 I Work with IT

— Yes: Go to Phase Two, (alternate approach) weeks by .

Assessment in sales map Lif;gﬂ'(';z) :

— No: Submit limited scope

proposal and monitor for
readiness at a later date

FAST FACT

* Starting high and staying high
reduces the length of the sales
cycle by at least 40%.

WHO TO CALL ON

Start High/Stay High

* Vice President, Construction

* Senior Vice President, Operations

* Manager/Director/Vice President,
Project Controls

* CEO, CFO and COO

Start Low/Sell Up

* Manager, Project Controls

* Manager, Workload and Planning
* Chief Scheduler

* Project Manager

Conduct in-depth assessment

* Is prospect willing to schedule an
assessment workshop?
— Yes: Perform a formal, on-site

assessment seminar (optimal approach)
— No: Hold individual meetings with key

stakeholders (alternate approach)

* Identify key business needs
* Present value proposition

Develop preliminary proposal(s) and pricing

* Consider licensing options

* Involve Legal

* Review preliminary proposal with
project champion (confirm roles and
number of users)

« Verify proposal assumptions with executive
sponsor and other senior management

* Revise proposal
* Present proposal

Respond to questions
using technical resources

Conduct one or more
formal presentations
leveraging resources

Engage prospect’s Legal

I
|
I
]
I
]
I
] |
] |
| |
I |
| |
| Supply references i
i [
| |
: and Procurement teams :
i [
!
!
!
!
!
!
|

Optional: Production Validation
(PV) software or conduct proof-
of-concept (POC), if required

* Consider a “wide but thin” PV

Assist with business case
development

Work with IT

Develop deployment plan

FAST FACTS
* Running a “wide but thin”
PV closed a $330k deal.

* 33% of super-sized deals used
a deployment plan as a tactic
to build momentum.

contact
* Bring in senior-level 1
and/or PAR executive resources -

Garner senior executive and/or
board-level approvals

Conduct procurement and
legal negotiations

|
|
|
|
|
|
|
|
|
|
Continue on-going sales i
i
|
|
|
|
|
|
|
Achieve proposal acceptance |
|

SUPER-SIZE

THAT SUPER-SIZED DEAL
More than 80% of super-sized
deals have the potential for
significant follow-on revenue.
Ask for referrals and keep selling
standardization!
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Thought Leadership _
Whiteboard Conversation Case Studies
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