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Agenda

Changes in B2B buying
How revenue enablement is reducing complexity by:
- Aligning revenue team roles and functions
- Unifying the revenue technology stack
- Gathering end-to-end revenue data and using Al to

automate and simplify revenue-generating tasks

A look at revenue enablement maturity levels
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Polling Question 1 of 2

What is the size of your sales
organization?

1to 100

101 to 500
501 to 2000
2001 to 5000
5001+
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How to participate in our polling

If you are in full screen mode — click Esc
The poll question is on the “Vote” tab.
Please click the box to make your selection.
Upon voting you will see the results.

Thank you!

Ask & guestion Attachments Rate this Details

Q. Polling Question
(please choose 1 answer)

A. Answer
B. Answer
C. Answer
D. Answer

E. Answer
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Buyers Are Increasingly Comfortable Being
Self-Reliant During the Buying Journey

Gartner



Customers Prefer a Rep-Free Experience

Preference for a Rep-Free Experience by Generation
Percentage of B2B Buyers in a Rep-Involved Purchase

1

Il Strongly Agree M Agree HE Somewhat Agree

0.5

0
Baby Boomers Gen X Millennials

n = 285 B2B customers
Source: 2021 Gartner B2B Buyer Survey

Note: Calculations based on number of B2B buyers who involved a rep in their purchase, selected “Somewhat agree,”
“Agree,” or “Strongly agree” in response to the statement “I prefer a rep-free sales experience” and completed a

purchase of $30,000 or more. ( i t
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Customers Prefer a Rep-Free Experience

Preference for a Rep-Free Experience by Generation
Percentage of B2B Buyers in a Rep-Involved Purchase

100%

57%

50%

0%

Baby Boomers

n = 725 B2B customers
Source: 2021 Gartner B2B Buyer Survey

Note: Rep-free preference defined as selecting “Somewhat Agree,” “Agree,” or “Strongly agree” in response to the statement
“| prefer a rep-free sales experience.” Percentages should not be compared to 2020 Gartner Digital Buying Survey due to

key differences in sampling. Ga rtner®
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Customers Prefer a Rep-Free Experience

Preference for a Rep-Free Experience by Generation
Percentage of B2B Buyers in a Rep-Involved Purchase

100%

75%

57%

50%

0%
Baby Boomers Gen X

n = 725 B2B customers
Source: 2021 Gartner B2B Buyer Survey

Note: Rep-free preference defined as selecting “Somewhat Agree,” “Agree,” or “Strongly agree” in response to the statement
“| prefer a rep-free sales experience.” Percentages should not be compared to 2020 Gartner Digital Buying Survey due to

key differences in sampling. Ga rtner®
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Customers Prefer a Rep-Free Experience

Preference for a Rep-Free Experience by Generation
Percentage of B2B Buyers in a Rep-Involved Purchase

100%
75% 72%
Overall
1 Average:
50% 12%
0%

Baby Boomers Gen X Millennials

n = 725 B2B customers
Source: 2021 Gartner B2B Buyer Survey

Note: Rep-free preference defined as selecting “Somewhat Agree,” “Agree,” or “Strongly agree” in response to the statement
“| prefer a rep-free sales experience.” Percentages should not be compared to 2020 Gartner Digital Buying Survey due to

key differences in sampling. Ga rtner®
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In an Increasingly Revenue-Focused World,
Sales Enablement Still Focuses on Sellers
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What Is Revenue Enablement?

by bringing together content, training,
coaching, technology and intelligence to drive
better revenue outcomes.
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Key Milestones on a Path to Revenue Enablement

; x *I:?{I* @é

Align Roles Unify Gather Data
and Functions Technology and Deploy Al
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By 2026, B2B organizations unifying
commercial strategies and leveraging
multithreaded commercial engagements
will realize revenue growth that
outperforms their competition by 50%.
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Customers Talk to More Than Just Your Sellers

n

Customer

- Buyer’s Experiences

Marketing

SDRs/BDRs
Websites

Marketing Outreach

Digital Commerce Sites

Sales Engineers
Enterprise Sellers
Solution Architects

Channel Partners

~ | ~~
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Customer Success

N

Self-Service Sites

Customer Success
Managers

Customer Service
Specialists
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Polling Question 2 of 2

How many individuals work in your sales
enablement function?

0 (We don’t have a sales enablement function)
1to 10

11 to 25
26 to 50
51 +

mo O w >
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How to participate in our polling

If you are in full screen mode — click Esc
The poll question is on the “Vote” tab.
Please click the box to make your selection.
Upon voting you will see the results.

Thank you!

Ask & guestion Attachments Rate this Details

Q. Polling Question
(please choose 1 answer)

A. Answer
B. Answer
C. Answer
D. Answer

E. Answer
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Align Roles and Functions
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Silos Create Complexity and Barriers to Growth

o o1 Q)8

Buyer Marketing Sales Customer Customer
Success
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Sales Enablement Enables Sellers

Q

Buyer
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Marketing Sales Customer

Success

Onboarding, Training, Sales Tech, Sales Content

affiliates. All rights reserve
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Q)

Customer
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Revenue Enablement Transcends the
Customer Journey

Onboarding, Training,
Sales Tech, Sales Content

1)

Sales

Communications, Onboarding, Customer
Content, Tools, ﬂ Engagement,
Website Marketing Customer Customer Support
\/Success
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Simplified Commercial Journey

n

Customer

Marketing Sales Customer Success

Buyer’s Experiences
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Consistent Customer Experience

- Buyer’s Experiences

Customer

Marketing Sales Customer Success

Marketing

Technology Support Communications

22  © 2022 Gartner, Inc. and/or its affiliates. All rights reserved. Gartner is a registered trademark of Gartner, Inc. and its affiliates. Ga rtnerﬁv




Action Items for Section

« Identify and list enablement efforts for client-facing, revenue-
generating roles

« Select functions best suited for each enablement effort (onboarding,
sales content management, training)

« Agree on roles and responsibilities for ensuring the effectiveness of
each revenue-generating role

Gartner
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o ke,

Unify Technology
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Unify End-to-End Revenue Technology
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Execution

Revenue Account
Tech Retention

and Growth

Pipeline
Generation
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Optimize Your Revenue Tech Stack

Ensure
Technology Is
Integrated and

Aligns With

Measure
Technology
Adoption and
Impact

Revenue Tech
Stack Audit

Workflow
Address Tech Evaluate and

Redundancy Pilot Emerging
and Gaps Tech
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What Tech Does Your Commercial
Organization Deploy?

Revenue Tech

Stack Audit

MarTech?
Sales Tech?

Customer Success
Tech?
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Where Are Gaps and Redundancy?

Evolution of
current tech

Identify gaps

Address Tech

Redundancy
and Gaps

Gartner
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Ensure Tech Is Aligned Across the
Customer Journey

Ensure
Technology Is

Integrated and
Aligns With
Workflow

CRM
Communications
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Stay on Top of Emerging Revenue Tech

30

© 2022 Gartner, Inc

. and/or its

affiliates. All rights reservel

d.

Gartne

r is a registered trademark of Gartner, Inc. and its affiliates.

Engagement
Enablement
Operations

Evaluate and

Pilot Emerging
Tech
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Measure Technology Adoption and Impact

Measure
Technology

Adoption and
Impact

Adoption
Seller experience
Revenue workflow

Gartner
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Action Plan

 |dentify the technology revenue-generating roles use

* Review tech stack with a Gartner expert to identify
redundancies, gaps and opportunities for integration

« Optimize the tech stack to align with revenue-generating activity
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@ P
Gather Data and Deploy Al
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By 2026, 65% of B2B sales
organizations will transition from
intuition-based to data-driven decision
making, using technology that unites
workflow, data and analytics.

Gartner
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Revenue Data and Al iImprove Learning

Onboarding and

Training

« Conversation
intelligence

» Talk track
optimization

» High-performer
insights

Decrease
onboarding times
and scale frontline
sales certification
programs
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Revenue Data and Al Simplify Selling

Onboarding and Interpal
Training Oper_at_lenal
Activities
« Conversation * Pipeline and
intelligence forecast
» Talk track management
optimization * Optimized lead
* High-performer routing
insights * Frontline manager
guidance
Decrease Reduce time spent
onboarding times on internal activities
and scale frontline and improve win
sales certification rates and forecast
programs accuracy

36  © 2022 Gartner, Inc. and/or its affiliates. All rights reserved. Gartner is a registered trademark of Gartner, Inc. and its affiliates. Ga rtner®



Revenue Technology Automates Sales Tasks

Onboarding and
Training

 Conversation

Internal

Operational
Activities

* Pipeline and

Using Revenue
Technology

« Automatic activity

intelligence forecast capture
» Talk track management « Application
optimization * Optimized lead integration to
« High performer routing reduce burden
insights * Frontline manager » Proactive alerts
guidance and notifications
Decrease Reduce time spent Reduce reliance on

onboarding times
and scale frontline
sales certification
programs

on internal activities
and improve win
rates and forecast
accuracy

seller to accurately
capture activity data
and identify activity
insights tied

to outcomes
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Revenue Data and Al Improve CX

Onboarding and Inter!‘al Using Revenue Customer
Training Sl b Technology Engagement
Activities
« Conversation * Pipeline and « Automated activity * Real-time
intelligence forecast capture guidance
» Talk track management « System integration * Asynchronous
optimization * Optimized lead to reduce buyer visibility
« High performer routing technology burden » Aligned with buyer
insights * Frontline manager * Proactive alerts engagement
guidance and notifications preferences
Decrease Reduce time spent Reduce reliance on Improve call

onboarding times
and scale frontline
sales certification
programs

on internal activities
and improve win
rates and forecast
accuracy

seller to accurately
capture activity data
and identify activity
insights tied

to outcomes

outcomes and
accelerate pipeline
velocity
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Action Plan

39 ©2022

ldentify and select key revenue KPIs for enablement efforts

Agree on a simplified reporting process that allows all
customer journey stakeholders an end-to-end view of
revenue-generating activity

Establish a cadence to review various processes, and work
to identify ways to simplify or automate those processes

Gartner, Inc. and/or its affiliates. All rights reserved. Gartner is a registered trademark of Gartner, Inc. and its affiliates.
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Revenue Enablement
Maturity Model
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Level 1 — Manual

M Enablement [ Technology & Data Metrics & KPIs [ Org & Process Structure
Noncompetitive Competitive Evolutionary

High

Manual

Indirect support teams

Disconnected and siloed

Revenue Enablement Maturity

No-tech/low-tech seller-
focused enablement
efforts

Low Complexity and Automation Spectrum High

Low

»
»
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Level 2 — Technology Focused

M Enablement M Technology & Data Metrics & KPIs [ Org & Process Structure
Noncompetitive Competitive Evolutionary

SU) A 1 1

T ' !

| |

| |

2 ' l
= | |
2 I I
s ! Technol !
S : echnology :
= I Focused I
) | |
CIE) . Dedicated enablement I
ro) : function :
g | |
L | [
) | |
o . [
Q | Centralized repository |
> | with some integration to |
S:) | sales force automation |
| |

I Technology- I

= I focused seller I

3 I enablement efforts I

Low Complexity and Automation Spectrum High
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Level 3 — Productivity

M Enablement [ Technology & Data [ Metrics & KPIs [ Org & Process Structure
Noncompetitive Competitive Evolutionary

51 1 '
T | |
| |
- @ -
Py l |
% | Productivity Led |
| |
o
‘25 | |
- | Cross-function |
cC | enablement, both by geo |
(aD] | and business unit |
- [ [
Q I : : I
O | Shift toward leading I
3] indicators and
c I outcome correlation I
L | |
% : Provide next-best action, :
C behavioral insights,
(D] | analytics, centralized |
> | content |
Q I I
o
| Broader functional |
I enablement efforts with I
= I regional deployment I
o teams
— | | >
Low Complexity and Automation Spectrum High

43  © 2022 Gartner, Inc. and/or its affiliates. All rights reserved. Gartner is a registered trademark of Gartner, Inc. and its affiliates. Ga rtner@



Level 4 — Real-Time Insights

M Enablement [ Technology & Data [ Metrics & KPIs [ Org & Process Structure
Noncompetitive Competitive Evolutionary

g,’ A 1 1
T | |
- O
| |
Pin | l Insight Driven
% | |
| |
o
© I [ "
2 I I Unified enablement
— across sales, marketing
% I I and CX orgs
| |
& [ [
Q [ | In-the-moment guidance
Q | | and buyer need; real-time
®©
cC | | recommendations
L | |
(b} | I Real-time insights across
> I | sellers and buyer
C I I behaviors, with dynamic
g I I recommendations and
o) support
| |
o
| |
I | Adaptive and guided
= I I enablement environment
o
- | | .
Low Complexity and Automation Spectrum High
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Level 5 — Hyperautomated

B Enablement [ Technology & Data [ Metrics & KPIs [ Org & Process Structure
Noncompetitive Competitive Evolutionary

.-5,’ A 1 | e
T | |
| |
I I Hyperautomated
P l |
= I |
3 | | Autonomous Al-driven
© | | end-to-end revenue
E | I production across org,
— I I and with buyers
c
g I I Speed to outreach,
| | metrics drive automated
@ | | and coordinated
-C% | | personalization across all
c I I revenue teams
LLI I | Coordinated intelligence
Q | | of buyer signals, with
> | | automated responses
% | | based on relationship and
> I I preferences
)
| |
o o
| | Commercial digital twins,
| | Al-driven automated and
= I I prescriptive enablement
o
— | |
Low Complexity and Automation Spectrum High
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Revenue Enablement Is a Maturity Evolution

High

a

[ Metrics & KPIs M Org & Process Structure

Evolutionary

Hyperautomated

B Enablement
Competitive

M Technology & Data

Noncompetitive

Insight Driven

Productivity Led

Cross-function
enablement, both by geo
and business unit

Technology
Focused

Manual

Indirect support teams

Dedicated enablement

function Shift toward leading

indicators and

Lagging indicators outcome correlation

and asset
engagement metrics

Measuring task-based
activities

Provide next best action,
behavioral insights,
analytics, centralized
content

Centralized repository
with some integration
to sales force automation

Disconnected
and siloed

Revenue Enablement Maturity

Broader functional
enablement efforts with
regional deployment
teams

No-tech/low-tech seller-
focused enablement
efforts

Technology-focused
seller enablement efforts

Low

Unified enablement
across sales, marketing
and CX orgs

In-the-moment guidance
and buyer need; real-time
recommendations

Real-time insights across
sellers and buyer
behaviors, with dynamic
recommendations and
support

Adaptive and guided
enablement environment

Low Complexity and Automation Spectrum
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Autonomous Al-driven
end-to-end revenue
production across org,
and with buyers

Speed to outreach,
metrics drive automated
and coordinated
personalization across all
revenue teams

Coordinated intelligence
of buyer signals, with
automated responses
based on relationship and
preferences

Commercial digital twins,
Al-driven automated and
prescriptive enablement

High
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Action Plan

 Identify where your organization sits within the enablement maturity
model

 |dentify two focus areas for the coming quarter
« Agree on timelines, process and metrics for success
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Ask your questions

9 Ask a question Attachments Rate this Details

Ask a question

Type your question here...

P
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The Chief Sales

Officer Quarterly
Journal

The Chief Sales Officer is a quarterly
publication featuring the latest insights on
leading and managing the sales function. Draing During
In this issue, we explore leading a sales '
organization during disruption.

RESTRICTED DISTRIBUTION
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Gartner for Sales on Social
Media

L k d m Jobs ¥  Gartne

Get daily updates and
Insights to help you lead a
faster, better, smarter sales
organization.
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Gartner can help you
achieve your mission
critical priorities

Strengthen and accelerate key decisions
with actionable insights and expert advice.

Learn More
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Get more Gartner insights

Download the research slides

at gartner.com/webinars

Rate this webinar

E View upcoming and on-demand Gartner webinars
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