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The average buyer gets 100+ emails a day,
opens just 23 percent and only clicks on 2
percent.

Now consider that the average B2B buying
committee consists of eight people, all
with differing opinions and objectives, and
it's no wonder B2B buyers are looking for
ways to cut through the chaos.

- Pragmatic Marketing



WHAT IS SALES ENABLEMENT?

The foundation of sales enablement is to provide sales
people with what they need to successfully engage the
buyer throughout the buying process.
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Why is it important?

Research by Aberdeen has shown

that 84% of sales reps at companies
with best-in-class sales enablement

strategies achieve their quotas,
compared with 55% at companies
with average strategies and 15% for

laggard companies.

- Aberdeen



What would you consider to be the most
important element in the sales enablement
process?

Sales training

Technology
(e85

Social selling

Sales tools
(e85

Engagement
calendar

Don't know
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8 ELEMENTS TO
EFFECTIVE
SALES
ENABLEMENT
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"Companies with alighed sales
and marketing generate 208%
more revenue from marketing."

- Marketing Profs



Who should own the sales enablement
process?

Marketing team .
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WAYS TO
ACHIEVE
ALIGNMENT

MarketlngWorks

inking. Smart Marketing.

Define shared metrics,
processes, rules

& objectives

Clearly define roles
Agree on the definition
of a sales-qualified lead
& prospect

Engage sales when
building personas
Work together to
nurture leads

Create a marketing-
sales feedback loop
CRM & marketing
automation integration




The Local Home

stmiegymdlhelrfami-yts acti
business. Homeownetseomeb
they are a recognizable name in

becameltlshowmeystarbdm

methodology is what has given
in their community.

Why they are an ideal GLW dealer:

Business maturity: Established business, pays his bilk
market awareness and reputation, known as the home

Marketing & Promotions: High volumes, drives
advertising, a local personality
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Has your company clearly defined personas of
the buyers for your products/services?

Dion't know
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DEFINE YOUR
CUSTOMER
PERSONA

S MarketlngWorks

Leverage existing customer
profile data and personas
to define audience
segments and identify
value points (e.g., WIFM)

Identify primary
touchpoints for each
audience

Conduct a discovery
session and/or interviews
with audiences and
stakeholders




GREAT B LAKES

WINDOW

DEFINE
(What you want
10 accomplsh)

ENGAGE
(How you get
there with the
mndset of
Be Ddferent,
Be There and

Be Indspensativ)

TOOL

SUGGESTIONS

(What 10 use)

oAy Gem

PLAN

(Map the Journay)

B3

Resoearch dealer by
Understanding the market
And how it Pliys Mo your
MSA strategy

Be There:

* Idontify Gealer prospocts
* Do they ¢ our ideal
Customer filtor?

* Which persona are they?

Be Difterent:

* Identity Curront window and

GO0 Mmanulactuners they
B0 t10day and determine
how we are afferont

INITIATE

(S0t Sad)

4

Be Croative 10 gan doader
Atention, Poak thow iNterest
0 livning mord about
GLW and conduct an
ntal moeting

Be There

* Ask Questions about thew
Dusiness challenges and
OPPOtUItes

* Send personal note wih
idoas on SOING at loast
one chalienge

e Difforent:

« Walk through Keynote
(NOw CusIOMer Section)
* Show wintow Samplo Or

COmer cut

Be Indispensable:

* Masl or delever an
NiorMmatonal pece
Overview Brochure,

10 reasons Dookiet, etc )

« Send an ermal thank you note

* Keynote-new Customers
OCHON

* Product samples

* Personal Thank you
(mal or emad)

« 10 Roasons Bookdet (Q1)

* Overview Brochure (Q3)

* Why GLW wideo 102)

NURTURE

(Sad 10 Destinaton)

Continue 10 Nurture the
doaler Prospect

+ Offer 10 take them to
anner/lunch 10 contnue
10 build relatonship

Be Ditferont:

* Engage dealer by
shanng product ne
Informasion and
CORE technology

* Walk through Keynoto
(New CusSIOmer SeCton)

Be Indispensable:

+ Shawe videos on GLW
YouTube channel

+ Send o hand written thank
you note

HS5

MAP THE
CUSTOMER
JOURNEY
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On ascaleof 1to 5 (5 is the best), how well do
you think your sales team understands the

buyer’s journey?

] -
1 -
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e Leverage what you
learned about your
customers
Create and deploy the

KEYS TO customer journey map

that includes a

MAPPI NG TH E road.map for.sales and
C U STO M E R provides clarity o.n roles

between marketing
JOURN EY and sales

Identify additional

collateral needs and

internal education

opportunities for

5 MarketlngWorks customer-facing teams
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Brand Positioning
(The primary value we
offer our customers)

As a partner dedicated
to help your business
succeed, we offer
flexible product lines
with customizable
options, as well as
access to the
experience, resources
and support you need
to drive sales.

Brand Pillars

(The 3 things that make u
different and how we brin

them to life everyday)

Be There.

Provide uncompromised
customer, repair and sales
service excellence. Deliver
consistently and reliably.
Respond to every need, big
or small. Offer peace of min

that our longevity means
will be here.

Be Different.

Provide a range of options
based on what dealers need
Help them drive sales and
invest in their success.

Empower home improveme
deaslers to grow through

patented technology,
warranty support and
resources.

H4

TOUCHPOINT
. AND
MESSAGE
MAPPING
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Audit existing collateral,
sales kit and current email

DEFINING THE e
RIGHT
M ESSAG E that includes offline and
FOREACH  [istuiuiees

AU DI ENCE customer is on the

journey

Develop a content map

MarketlngWorks
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Scoring

High Propensity
to Purchase | C1 B1

ca B4




Focus on behaviors
Keep it simple at first
Match goals with

H OW TO compensation

Stick to measurable

SCORE YOUR daita
LEADS Reevaluate program

every 3 months

Get sales to buy-in and
follow-up based on
ratings

Rate the impact of lead

. scoring
-------- MarketlngWorks

inking. Smart Marketin







Which of the following sales enablement tools
does your company have in place to help your
sales team sell effectively?

Sales training
program

Onboarding
(e.g., speci...

Technology

Sales-specific
content {e.g...

Sales playbook

Mone of the
above

There are only two of us today, so while we have a lot on our website and we have a sales
pipeline, 1'd still say our sales-specific content and sales playbook need the most help.

Other (please
specify)

0% 10% 200 0% 400 S0% 600 TO% 0% 20%: 100%



Create or update tool kits
PROVI DE to include competitive
" YOUR TEAM offerings, art';swers to )
common objections, key
WITH TH E value points and FAQs

RIGHT TOOLS

Create, update and
deploy content as
needed

’ S MarketmgWorks



SOCIAL
SELLING

S MarketmgWorks



In this socially connected world,

78 percent of salespeople engaged
in social selling are outselling their
peers wWho are not using social selling.

Over 62% of B2B buyers respond to
salespersons that connect with
relevant insights and opportunities.

- Hootsuite



e Create a professional
brand

KEYS TO e Focus on the right
SOCIAL prospects (research)
S E L LI N G e Engage with insights

(share articles you have
enjoyed or written)

e Build trusted
relationships

S MarketlngWorks




B2B - LinkedIn, YouTube,
Twitter

B2C - Facebook, YouTube,

- WHERE AND Twitter, Instagram
HOW TO 1. Target and monitor
BEGIN SOCIAL [lsidatiis

SELLING

2. Nurture relationships
by commenting, liking,
retweeting, etc,

...... MarketlngWorks 3. Build your presence
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SALES
ENABLEMENT
TECHNOLOGY

A MarketlngWorks
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We currently use the following sales
enablement technology (check all that apply):

CEM (e.g.
sSalesforce,...

Marketing
automation...

Email
marketing...

Sales content
hubs

Sales
enablement...

Mone of the
above

1. Lots of info on the website and a pipeline spreadsheet.
2. Blast emails.

Other (please
specify)
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"Leverages the data
captured in your CRM,
with the power of a

# 8 marketing automation
platform to help the sales

team capture, display,

UTILIZING save and share
T EC H N O LOGY information."
TO DR'VE e Bigtincan

e Brainshark
SALES e ClearSlide

e Highspot

e KnowledgeTree

MarketlngWorks * Quidian
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e The OneTEAM Method:
How Sales+Marketing
Collaboration can boost
Big Business -

Peter Strohkorb

US E FU L The Sales Enablement
R ESOU RC ES Playbook - Cory Bray &

Hilmon Sorey

Win/Loss Analysis: How
to Capture and Keep the
Business You Want -
Ellen Naylor

MarketlngWorks
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QUESTIONS?




THANK YOU!

Join us for our next MOM event on Brand Strategy!

""" MarketingWorks



