
1Copyright © 2020. All Rights Reserved.

H o w  Te c h n o l o g y  C o m p a n i e s  P l a n  To  
I n n o va t e  A n d  D r i ve  S a l e s  Ef fe c t i ve n e s s

SALES 
ENABLEMENT 
OUTLOOK 2021



2Copyright © 2020. All Rights Reserved.

S A L E S  E N A B L E M E N T  O U T L O O K  2 0 2 1

About this Benchmarking Report

Economic Disruption and Its Impact on Sales

COVID-19 has had a significant impact on sales channel 
usage and preferences. The disruption has amplified and 
accelerated the migration to non-traditional, digital 
channels.

For Sales Enablement teams, this presents an urgent 
mandate to not only upskill 1,000s of sellers on new 
techniques like digital selling and solution selling strategies, 
but also to drive more scalable and programmatic 
investments to improve pipeline performance and seller 
effectiveness in the new go-to-market environment.

In recognizing these changing dynamics, MarketBridge
surveyed Tech companies to understand how sales 
enablement is changing and identify where companies are 
beginning to place their investments to drive sales 
effectiveness in 2021 and beyond.

Responses from 35+ tech industry leaders, including:

$10M - $49M, 
3% $50M - $99M, 

3%

$200M –
$499M, 40%

$500M - $999M, 
29%

$1B -
$4.9B, 
14%

$5B+, 11%

Annual Company Revenue

Covering a mix of companies by size and sales channels supported:

66%

63%

51%

Sales Channels Supported

Direct 
Field Sales

Channel
Partners

Inside
Sales
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Two Sales Enablement 
imperatives for Tech 
industry leaders to 
drive innovation

The two most pressing (and persistent) Go-to-Market challenges that Tech 
executives seem to grapple with are successfully embracing and reacting to the 
growing control that buyers have over the purchase process and accelerating the 
ability to quickly make tactical internal changes to sales programs in an agile way. 

Those who accomplish both will enjoy competitive advantage in 2021.

1 2
Innovation through Commercial Agility
Optimizing internal processes, tools, 
analytics, and skills for sales outcomes.

Sales enablement is the process of 
equipping sales team with proper 
process, tools, guidance and training 
for engaging more buyers.

Innovation through Customer-Centricity 
Aligning content, messaging, and 
programs to new buyer wants and needs.

Sales enablement maximizes every point 
of engagement salespeople have with 
buyers and improves the experience they 
provide with the most effective content 
and programs across the buyer journey.

Larger organizations and those with more Marketing-led Sales Enablement functions tend to 
combine both responsibilities into a more expansive Sales Enablement mandate.

““
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Sales Enablement is a 
collaboration between 
Sales & Marketing

20%

43%

71%

77%

Product

Operations

Sales

Marketing

Functions Involved in Sales Enablement

More than any other factor, size of company indicates which 
department takes the lead with Sales Enablement, with 
larger companies (over $500 million in revenue) opting for 
Marketing and firms under $500 million opting for Sales.

53%
of companies over
$500M in revenue 

tap Marketing

Who Leads the Sales Enablement 
Function by Size of Company?

64%
of companies under
$500M in revenue 

select Sales

$500M

MarketingSales
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Over 60% of companies increased or 
maintained their Sales Enablement 
budget in light of COVID-19

22%

39%

39%

Impact of COVID-19 on Sales Enablement Budget

How COVID-19 has 
focused priorities…

“We are making use of less tools 
and are focusing on only using the 
tools that are most effective”

“We accelerated the need to move to 
Digital Selling.  We had to rethink 
change management to help sellers in 
the moment instead of focusing on 
offline training”

It increased my sales 
enablement budget

It didn’t impact it

It decreased my sales 
enablement budget

61%
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The most important Sales 
Enablement metrics focus 
on individual effectiveness
and speed to productivity.

RAMP UP
NEW SELLERS

SHORTEN 
SALES CYCLES

ADOPT
TOOLS

INCREASE 
WIN RATES

51%
emphasize 

lead-to-customer 
conversion rate

49%
focus on sales 
rep/partner 

onboarding time

43%
prioritize direct/ 

partner tool usage 
rate

43%
measure impact 

on sales cycle 
length

The top four metrics used to track program effectiveness address the 
foundational Sales operational needs of (1) onboarding new selling 
resources, (2) gaining adoption of existing technology tools, (3) improving 
win rates on deals in pipeline and (4) reducing the duration from lead-to-
close.
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Over 40% of firms see room 
for improvement with the 
current effectiveness of their 
Sales Enablement strategy 
and programs.

The good news is that a majority of companies view their Sales 
Enablement efforts as “very” or “extremely” effective.  The bad news is 
that close to half currently see serious gaps in how they’re driving 
impact within their direct and indirect sales channels.  In part as an 
effort to overcome this gap, almost two-thirds are optimistic in seeing 
their budgets grow over the next two years to drive greater impact.

6%

51%

34%

9%

Extremely effective

Very effective

Moderately effective

Slightly effective

57%
Strong effectiveness

43%
Needs improvement

Effectiveness of current sales enablement? 

anticipate INCREASING 
Sales Enablement budgets over 

the next two years

65%

To drive improved performance…
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A look at top priorities: Where market leaders are focusing energy
Many leaders recognize their Sales Enablement is not as powerful as it should be.  New sellers and channel partners must be 
better equipped to engage a more educated and demanding buyer set that ever before.  On top of that, the long-term 
disruption caused by COVID is sure to make 2021 one of the most complex selling environments ever seen.  

To succeed, we see Marketing and Sales leaders emphasizing three critical priorities to create long-term competitive 
advantage with their Sales Enablement.

Understanding and diagnosing 
disruption and the impact on the 
business

01

03

Knowing Buyers Better 
Than Ever Before

Building Data-Driven 
Enablement Programs 

Radical Alignment of 
Sales and Marketing For Sales Enablement teams to deliver the greatest impact on productivity, there must be shared 

objectives across Sales and Marketing to know “what great looks like” and to map the programs 
and technologies that can deliver on that.  

Over the past year, your buyers have changed a lot.  For direct and channel sellers to be most 
effective in today’s environment, Tech companies must listen to their customers and place enormous 
importance on new buying journeys and the content and messaging that speaks to new needs.

Companies continue to invest heavily in scalable data-driven sales programs.  Leveraging 
internal and external data to pinpoint buying signals and supporting sellers with vastly 
improved targeting is how most Tech companies are pursuing faster pipeline velocity.

02
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Radical Alignment of 
Sales and Marketing

01
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Radical Alignment of 
Sales and Marketing

01

Sales and Marketing leaders plan to 
increase strategic alignment efforts to 
deliver on sales readiness objectives
At every company we surveyed, Sales and Marketing work 
together to deliver on Sales Enablement requirements. 
But some better than others. Across areas like generating 
buyer insights, developing new content and messaging, 
and applying technology tools and data analytics, it’s 
critical for Sales and Marketing leaders to be in lock-step 
to establish and track shared objectives and outcomes for 
maximum impact on seller productivity.

of companies say they 
currently align sales 
and marketing well.53%

36%
will increase their focus on 

aligning marketing and sales 
over the next 12 months.

however, given the strategic
importance of alignment…

52%

30%

6%

Maintain current

Slightly increase

Strongly increase

“ [We’re going to] increasingly focus on digital marketing 
to boost sales pipeline and collaboration with local 
players for strong dominance in regional market.

- Sales Director
“[We’ll be increasing] alignment around a 

common and consistent content framework 
for products and go to market motions.

- Operations VP
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Radical Alignment of 
Sales and Marketing

01

Utilizing technology tools to 
align and streamline Sales 
Enablement processes appears 
to be a mission critical goal.
While investments in Sales Enablement technologies have 
proliferated, companies struggled to make the business 
case for more investment…instead focusing on realizing 
greater returns on existing tools.  Doing this well requires 
addressing the underlying processes and workflows that 
ramp up sellers faster, increase win rates, and shorten sales 
cycle times for direct and channel partners alike.

“ We are unable to provide training to the employees 
effectively, so we have increased our budget on tools 
that help training the employees better.

- Indirect/Partner Channel Director 
“Since sales have been disturbed, we are 

making use of less tools and are focusing on 
only using the tools that are most effective.

- Sales Director
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#1
Effectively leveraging existing tools and 
technologies is perceived as today’s top
Sales Enablement challenge.

While 63% of firms see 
technology tools as critical to success, 

79% feel they’re currently 
performing average or better. 

Because of this only 33% expect to 
increase focus here over the next 12 months.
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Knowing Buyers Better 
Than Ever Before

02
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Knowing Buyers Better 
Than Ever Before

02

Understanding and aligning to 
buyer wants and needs is seen 
as critical for seller effectiveness.  
While a clear majority of companies realize the importance 
of buyer insights on sales performance, only one-quarter 
(24%) feel they currently excel at sourcing and delivering 
that insight to direct sellers and channel partners to drive 
superior engagement.  

Perhaps somewhat more concerning, almost 60% do not 
plan to increase their focus on buyer insights in the next 
year.  At a time when COVID is disrupting so much of how 
prospects want to engage with suppliers and how their 
needs are changing, paying greater attention to refreshing 
and equipping sellers with those insights seems more 
important than ever.

However…

of companies think buyer
insights are “extremely” or “very 
important” to a successful Sales 
Enablement program

74%

Over half of companies today are 
performing at or below average on 
such a critical issue to equip sellers 
with insights to engage their buyers.

56%

Next year…
Just over 40% of companies plan 
to increase their focus on buyer 
insights over the next 12 months.

42%
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Knowing Buyers Better 
Than Ever Before

02

Enterprises face challenges 
creating the right content to 
arm sellers at different 
stages of the buyer journey.

Sellers need the right content at the right time to 
effectively communicate value and fit.  Frequently, 
success isn’t about creating more content, instead 
it’s about curating and versioning the right content 
to give sellers the best chance to align to a buyer’s 
needs to learn and advance the sale.

Companies that Perceive Content Development as a Critical 
Component of Sales Enablement Performance

0% 20% 40% 60% 80%

71%

40%
Companies currently

performing at or 
below average on 

content development

Those planning to place 
a greater focus on 

content development 
next year

Current Performance and Planned Focus Next 12 Months

“ Content management will evolve in line with buyer 
journey - from first call to overcoming objections - with 
attention to more reliable proof points and claims.

- Sales Senior Manager
“[We need to] ensure content aligns to the 

steps in the sales process and buying journey.  
Clean out the garbage.

- Sales Director
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Knowing Buyers Better 
Than Ever Before

02

Enabling sellers to effectively 
position value requires 
custom messaging that is 
relevant and role-specific.

Reaching and connecting with prospective buyers has become harder than 
ever.  The requirement to deliver just the right message based on a buyer’s 
personalized needs can be a task that many Sales Enablement teams have 
had considerable difficulty with.  Nonetheless, messaging must vary based 
on specific buying personas and be implemented in a scalable way to create 
competitive advantage in sellers’ ability to build and convert pipeline. 

But…

Companies that believe effective 
custom messaging is “extremely” 

or “very important” to Sales 
Enablement success.

Over half of companies today are 
performing at or below average on 

such a critical way to speak directly to 
a customer’s unique needs.

53%

Less than 30% see an increasing focus 
on this aspect of Sales Enablement 

over the next 12 months, representing 
a potential missed opportunity.

27%69% and
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Building Data-Driven 
Enablement Programs

03
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Building Data-Driven 
Enablement Programs

03

Most companies recognize the 
importance of data analytics 
and rigorous measurement 
and feel it’s a foundational 
area where they perform well.

Outstanding Sales Enablement performance requires 
intense focus on analyzing what works and what 
doesn’t…and making constant course corrections in 
an agile manner.  

More than just using data to measure a program’s 
impact after the fact, data insights now must be 
used to prescribe what programs to execute, when, 
and to which sellers based on real-time performance 
measurement.  

57%

63%

63%

69%

71%

74%

Sales and Marketing Alignment

Tools and Technology

Data and Measurement

Custom Messaging

Content Development

Buyer Insights

Although tied for 4th in importance to overall Sales Enablement performance, Data 
& Measurement was viewed as the second highest “extremely important” factor 
behind Buyer Insights.

Importance of the Following Areas to 
Successful Sales Enablement Performance

Most companies 
believe their current
Data & Measurement 
performance is 
above average.

56%

As a result, less than 
one-third of 
companies will focus 
more on this area over 
the next 12 months.

30%
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Go Forward 
Priorities: 

Three Imperatives 
to Drive Next Gen 
Sales Enablement 
Performance in the 
Tech Vertical

R A D I C A L  
A L I G N M E N T  O F  

S A L E S  A N D  
M A R K E T I N G

Jointly define “what great looks like” for Sales Enablement 
performance. Think big!

Set shared objectives across Sales and Marketing with 
common KPIs across teams

Relentlessly pursue mutual goals with (only) programs that 
can deliver on them

01

K N O W I N G  
B U Y E R S  B E T T E R  

T H A N  E V E R  
B E F O R E

Buyers have changed!  Capture shifting needs with always-on 
big and small data research

Activate insights into collateral and messaging that aligns to 
the buyer journey

Trigger the right message for the right prospect at the right 
time through the right channel

02

B U I L D I N G  
D ATA - D R I V E N  
E N A B L E M E N T  

P R O G R A M S  

Lock in on the data and models that drive positive Sales 
Enablement outcomes

Pursue an “always on” intelligence engine that pinpoints top 
factors for seller success 

Spread winning practices across direct and partner channels 
and inspire broad adoption

03

RECOMMENDED GUIDANCE
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A Roadmap for Agile Sales Enablement

Market leaders have changed how they go to market during this disruption, focusing on how to accelerate sales initiatives in a 
more agile and customer-centric way.  Now is the time for all B2B enterprises to consider a seismic shift in sales enablement, 
one that equips direct and indirect sellers with data-driven targeting, messaging relevance, and unique differentiation.

MarketBridge’s Agile Sales Enablement Roadmap guides clients through the process of innovating their Sales Enablement 
strategy and programs.
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DOWNLOAD THE FRAMEWORK

“Building An Agile Sales 
Enablement Program Roadmap”

Alignment
Orientation and 
specialization of 

enablement function Agile Sales Enablement

Tools/Technology
Automation and 

technology to support 
sales process

Insights
Ability to leverage buyer 

insights to guide 
enablement

Messaging
Resonance and 
relevance of message to 
the target audience

Content
Alignment of support 
material to intended 
sales outcome

Data/Measurement
Application of 
data to drive sales 
effectiveness

https://www.market-bridge.com/resource/building-an-agile-sales-enablement-program-roadmap/
https://www.market-bridge.com/resource/building-an-agile-sales-enablement-program-roadmap/
https://www.market-bridge.com/resource/building-an-agile-sales-enablement-program-roadmap/
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We wrote the book on multichannel go-to-market strategy and execution, literally. Based on 
25+ years of experience, made actionable with industry-specific best practices and 
benchmarks, we connect always-on strategy with agile execution to future-proof your success.

YOUR PARTNER IN 
REVENUE GROWTH

Capture timely and 
actionable customer, 

competitor and partner 
insights to drive change

Harness internal and external 
signals to optimize decisions 

across the buyer journey

Enable sales and 
marketing with the right 
content for every buyer 

at every stage

MARKET

INTELLIGENCE
CUSTOMER

ANALYTICS

MARKETING
& SALES 

ENABLEMENT

50+
Fortune 1000 clients

CONTACT US TO LEARN MORE

https://www.market-bridge.com/contact-us/

