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Enterprise sales teams are going through a market transformation: 
buyers today are self-driving their product and service education 
long before they engage with a company’s sales team. In fact, recent 
research shows buyers spending only 17% of their time talking 
with potential vendors when evaluating a new solution. And 
when do they engage, buyers are asking salespeople to help them 
succeed. 

In late 2017, MindTickle surveyed sales and sales enablement 
leaders to find out how they were coping with the new sales 
environment. We asked them in-depth questions about their take 
on the current state of sales enablement, how they reacted to 
change, and how they saw the role of sales enablement tools and 
technology. Beyond sharing the survey results, we’ve also drawn 
some conclusions and insights to help you transform your sales 
teams—not just survive but thrive in the new sales environment. 

mindtickle.com

Introduction

This new role 
of sales as an 
advisor requires 
rethinking training 
and motivation. 

KEY TOPICS COVERED IN THE SURVEY 

Effectiveness of sales enablement 
programs and initiatives 

Latest developments in sales enablement

Management of sales onboarding

Key priorities and initiatives for 2018

Importance of mobile learning
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MindTickle commissioned Canam Research to conduct an online survey of sales 
and sales enablement leaders from companies with over 2,500 employees to 
gauge and understand the behavior and opinions of sales organizations today. 

We wanted to understand how sales organizations are being 
affected by the changes in the marketplace and what role sales 
enablement was playing in getting them ready for the new 
challenges they face. Topics included technology’s role, budget, and 
resources, as well as sales enablement strategies. 

The survey solicited opinions on a variety of topics including the 
role of technology, the allocation of resources to sales enablement, 
the budget and resource requirements, the effectiveness of their 
sales enablement initiatives, and, how they as well as sales, kept up 
to date with the latest developments, and enablement strategies, 
handled sales onboarding, and how millennial behaviors and 
expectations were affecting their salesforces. 

The results are objective, unbiased, and represent the most current 
thinking in the industry today. Whether you need to reinvent your 
sales enablement approach, or fine-tune how it’s performing, these 
study results should help you both see the challenges your sales 
organization faces and, also show you how you measure up against 
others like you.

Topics included the 
role of technology, 
budget, and 
resources, as well 
as sales enablement 
strategy.

mindtickle.com

THE RESPONDENTS

27% 

3% 

Senior VPs and VPs 

‘C’ level Executives

18% 

52% 

Senior Managers and Managers

Senior Directors and Directors

Methodology
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Is sales enablement being taken seriously by top-level executives and does it have the 
support it deserves? Our research sheds light on the topic, and the results are surprising.

“Before sales enablement” is often used as a buzzword in 
articles, presentations, and proposals. But in reality, it’s being 
implemented in the salesforce. What reputation does it have so 
far? The survey results show the gap between the intentions and 
actual applications of sales enablement. 

The good news is that sales enablement is being taken 
seriously both intellectually and practically. Nearly two-thirds of 
companies saying they devote more than twenty people to the 
practice full time tells us that companies are committed in the 
long-term to its success and have dedicated considerable human 
resources to the role.

How well-respected is sales enablement by sales executives 
and managers at your company? 

of respondents 
stated that sales 
enablement 
garners extreme 
respect from sales 
executives and 
their managers.

15% Not enough

30% 
55% 

Extremely

Somewhat

Sales enablement, though well 
supported by management, isn’t 
having the perceived impact it should.

30%

Sales Enablement Today
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Sales Enablement’s reputation leaves a lot to be desired. 
Over half of respondents stated that sales enablement was 
“somewhat” respected in their organization. There could be 
many reasons for this; perhaps it’s because Sales Enablement has 
to compete for attention with other initiatives in the company. 
Or maybe, Sales Enablement professionals are having trouble 
justifying their projects, or don’t have any way to correlate their 
efforts with business outcomes. 

Nevertheless, the gap between the investment some companies 
are making in Sales Enablement and the results they are getting 
seems clear. 

A significant take away from the survey is that Sales Enablement, 
though well supported by management, isn’t having the impact it 
should. If management provides sales enablement both support 
and resources, then why is there a perception that it lacks 
impact? We wondered if what’s missing is the technology that 
could demonstrate its effectiveness? The survey showed that 
without the right sales enablement technology most companies 
are struggling to connect their programs with sales effectiveness. 

Of respondents 
claimed sales 
enablement was 
somewhat effective.

Of respondents 
stated that they had 
assigned more than 
20 full-time people 
to work on Sales 
Enablement.

60%

58%

How many people are 
assigned full time to work 
on sales enablement at 
your company?

20%
13%
9%
58%

Less than 5 

Between 5 and 10

More than 20

Between 10 and 20

24%
61%
15%

Extremely

Somewhat

Not enough

How effective would you 
say your sales enablement 
programs and initiatives 
truly are?

of respondents 
stated that their 
Sales Enablement 
programs and 
initiatives are 
extremely effective.

24%



We learned from the survey results that sales organizations take 
learning very seriously. When you consider that over half of 
respondents employ multiple teaching tools and almost half of 
those take up to three months to onboard their staff, it’s clear 
there’s a lot of effort invested in learning. 

of respondents 
reported that it 
takes 1 to 3 months 
to onboard sales 
reps and get them 
ready to sell. 

46%

How long  
does it take to 
onboard sales 
reps and get 
them ready  

to sell?

11%
Less than a 

month

46%
1 to 3 

months 29%
3 to 6 

months 

10%
6 to 9 

months

4%
Over 9 
months 

How is sales onboarding handled today at your organization?

51% 13% 13% 8% 4% 4% 7% 

Combination of in-person 
virtual and e-learning

Combination 
of in-person 
and virtual Mostly in-person, 

classroom training 

Mostly virtual

Mostly 
on-demand 
e-learning

Combination of e-learning 
and in-person

Combination of 
e-learning and 
virtual

How We Practice Sales Learning Today

7
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We know that in-person learning is great for enabling an 
instructor to get instant feedback and assessing how their 
teaching is going in real-time, however, pulling people from the 
field for in-person education is expensive and takes them offline. 
Also, in-person learning is not an effective method for sustaining 
learning over time. Though in-person learning is is a highly 
favored method; we were curious about our survey respondents’ 
thoughts on its effectiveness and sustainability in today’s rapidly 
changing sales environment.

The main take away is that companies are augmenting in-person 
learning with technology apps and tools, but the majority have 
yet to embrace the right technology solutions to cover all their 
teaching needs. There’s clearly a significant opportunity for 
companies to get a leg up on the competition by formalizing 
their training. They need a technology platform, not just a set of 
tools, which enables salespeople to continuously learn through 
multiple mediums that won’t take them away from their day-to-
day jobs. 

of respondents 
stated that they 
have an informal 
sales coaching 
program.

48%

How is sales coaching approached at your company?

Formal and structured  
sales and sales 
coaching program 

38% 48% 

7% 7% 

Informal sales 
coaching

No program, plan  
to establish one 

No program, no plan 
to establish one
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Maintaining a random approach 
to sales coaching, or doing 
nothing, results in below average 
performance. Investing in a 
formal coaching or dynamic sales 
coaching approach pays off: the 
performance improvement shows 
up to 27.6% better win rates.

—CSO Insights, “Sales Coaching is Finally 
Heading in the Right Direction.

ONE LAST THING TO THINK ABOUT
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What are your key priorities and initiatives for 2018?

Ongoing 
enablement

of respondents said 
that creating a sales 
coaching initiative 
was a key priority 
for 2018.

43%

Sales methodology 
and processes

Sales coaching 
enablement 

The priority given to sales methodology and processes could 
be due to organizations having achieved sales maturity which 
would lead to their needing to formalize their systems and 
selling methods. It could also mean they’re trying to adapt their 
traditional sales approaches. Enablement professionals need 
to think about how they will measure and track the impact of 
new processes or methodologies on customer engagement and 
ultimately, revenue generation.

As we reviewed the responses to the key priorities question, it 
made the challenges and responsibilities of the sales enablement 
leaders clear. 

Sales methodology and processes 

Sales coaching 

Ongoing enablement

Product training

Sales assets and content

Competitive training 
and certification

Sales onboarding

57% 

43%

38%

36% 

29%

27%

25%

Sales Enablement Key Priorities

Sales enablement 
leaders are 
reacting to the 
realities of a new 
sales environment.
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COACHING

ONGOING ENABLEMENT

PRODUCT TRAINING

Sales coaching ranks second as a priority. We believe this 
is important because it shows that enablement leaders 
are reacting to the realities of the new sales environment. 
Coaching can help sales reps develop the behaviors and 
skills that can make them more successful. Companies know 
to change the way sales reps interact with customers they 
need to provide reps with precise guidance. A great way to 
give this guidance is through coaching that’s tied to the key 
competencies management knows the reps need to master 
for success.  

The priority focus on ongoing enablement points to the fast-
changing nature of most markets today. Sales reps need to 
be kept up-to-date on competitive intelligence, changes in 
product and services, pricing updates, new sales collateral, 
new markets, evolving messaging, and more. It’s no longer 
feasible to rely on emails, webinars, or taking reps out of 
the field for in-person training every time sales’ needs to be 
brought up to date on anything. Ongoing enablement is now 
a critical requirement for effective sales’ teams.

We can all agree that sales reps need a good understanding 
of the products and services they sell. The fact that product 
training is currently among one of the top priorities may 
indicate that companies fast-paced product development 
cycles have created an ongoing product training and updating 
challenge for reps. The takeaway is, ongoing product training 
is now more critical than ever to a rep’s success. 
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SALES ASSETS AND CONTENT
With thought leadership and sales partnerships becoming 
more and more valuable to the sales relationship, it’s vital that 
the salesforce have the content to support their efforts. The 
problem has always been getting the latest content out to the 
field and letting them know exactly how to use it.

COMPETITIVE TRAINING 
AND CERTIFICATION
The same way your product is rapidly changing and evolving 
so are the products and services of your competitors. Getting 
sale reps to become knowledgeable about the competitions’ 
offerings is essential in today’s market.

SALES ONBOARDING
You can’t become a productive sales team member without 
having been onboarded effectively. The age-old question 
remains for all sales and sales enablement leaders alike, “How 
can we get the most salespeople onboarded in the shortest 
amount of time at the lowest cost possible?”
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There’s a gap between sales enablement’s promise and  
the results.

Our survey results clearly illustrate the gap between 
the promise of sales enablement and the results it’s 
currently delivering. To explore this gap and quantify more 
accurately where the issues may be occurring, we asked 
some questions about how learning is being carried out.

For instance, one goal is to enable all reps, across the 
board, to deliver consistent product and company 
messages out in the field. So, we asked respondents how 
accurately they thought their salesforce could deliver 
their company’s value proposition. Only half thought up 
to 50% of their salesforce were able to do so. When you 
consider the sheer effort respondents said they’ve put into 
sales enablement training, this is troubling. The current 
methodologies are not doing the job.

63% of respondents expressed a strong desire to 
incorporate mobile learning into their initiatives, and 61% 
currently use an LMS or training platform tells us that the 
current technology is falling short in meeting expectations.

Finally, we asked a question about the sales force itself. 
Specifically, we asked what percentage of the sales force 
was comprised of millennials? The percentage was below 
the average for millennials entering the workforce, and 
that surprised us as we understand that this number is 
set to grow in the coming years. The millennial question 
was key for us to gain insight into whether a learning 
technology will be massively adopted in the future, 
as millennials are much more likely to embrace new 
methodologies like mobile learning and video role-play.

The Enablement Gap

The millennial 
question was 
key for us to 
gain insight into 
whether a learning 
technology will be 
massively adopted 
in the future, as 
millennials are 
much more likely 
to embrace new 
methodologies like 
mobile learning and 
video role-play.
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Most sales reps are unable to 
articulate their company’s value 
proposition accurately. 

63% of respondents stated mobile 
learning was critical or very important 
for their sales organization.

Learning systems are still a large 
part of the sales enablement stack.

51% of respondents stated that 
their current sales force comprised 
of less than 30% of millennials.

Other

If you were to listen to your sales reps 
on the phone, how many would you 
say are on-point and delivering your 
value proposition accurately? 

How important is mobile learning 
for your sales organization?

What is your current Sales Enablement 
technology stack? What percentage of your sales force 

are millennials? 

2% 
24% 

8% 
39% 

50% 
32% 

29%
29%

11%

0% to 10%

Critical

11% to 20%

Very important 

21% to 50%

Somewhat important 

51% to 75%

Not important 

Over 75% 

Sales analytics 

LMS/training platform 

Sales onboarding system 

Content management system 

Sales coaching tool 

Video role play solution 

70% 

61%

56% 

52% 

42% 

21% 

5%

51% 

33% 

15% 

1%

Less than 30% 

30% to 50%

50% to 80%  

More than  
80%
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Although there is a strong commitment to 
sales enablement reflected in the number 
of resources (people) doing it, the results 
so far have been underwhelming. 

Companies should look at their sales 
training methodologies and structure 
them in a more formal way for better 
overall results. 

Technology can play a crucial role in 
closing the gap between the hopes 
that companies have for their sales 
enablement and the actual results. 

WE’VE LEARNED ABOUT

 LEARNING

3
KEY THINGS
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For sales enablement teams to gain respect, their sales 
enablement technology and tools will need to track and report 
their programs’ effectiveness.  And then tracking will have to tie 
effectiveness to business outcomes requiring that it goes beyond 
just capturing completion rates, statistics and satisfaction ratings.

If your organization is not among those where ramp times are 
three months or less, technology can play a part in decreasing 
the time it takes for your reps to become fully productive. 

Research from CSO insights shows a correlation between formal 
and dynamic coaching and increased win rates. Technology can 
both help establish and manage coaching programs and then, 
evaluate their effectiveness.

Most respondents don’t believe their sales teams can 
consistently articulate their value props. Using technology 
for video role-play and field coaching can help to change the 
chronic issue of delivering on-point company messaging.

Most responses showed the need for mobile learning. The 
ability to access training and coaching on the devices everyone 
uses all the time allows for flexible and increased engagement.

What Technology Can Do

For REPORTING

For RAMP TIMES

For COACHING

For CONSISTENT COMMUNICATION

For MOBILE LEARNING
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Streamline sales onboarding with structured 
and dynamic learning paths. Reinforce 
knowledge and ensure mastery of product 
and company messages and processes.  

• Create milestone-driven structured, 
gamified learning 

• Enable reps to practice their skills and 
get feedback

• Keep managers up-to-date on sales’ 
readiness

Ensure reps are ready to respond to 
competitive threats, deliver new messaging 
and counter objections.  

• Bite-sized content keeps reps up-to-date 
on critical information  

• Quizzes delivered online and via mobile, 
ensure knowledge retention  

• Mobile notifications create an open 
channel of communication with field reps  

• Reps can easily find content in preparation 
for sales meetings  

Before they engage with buyers, ensure 
sales reps certification for product and 
company messaging. 

• Voice and video role-play
• Voice-over slideshow  
• Write-up role-play
• Screen-capture for demo practice  
• Multiple task-based role-play scenarios  

Identify specific knowledge, skills and execution gaps in sales teams.  

• Trains reps on real-life sales situations 
• Provides online assessments that highlight coaching opportunities 
• Guides and structures field coaching 
• Identifies skill gaps
• Provide actionable insights

Share best practices and ensure that reps 
can always excel at objection handing and 
competently handle any sales situation.  

• Delivers content that’s easy to remember  
• Drives higher adoption with quizzes and 

gamification 
• Certifies reps with full-length assessments  
• Provides reps virtual role-play scenarios for 

practice  

For SALES ONBOARDING For ONGOING ENABLEMENT

For SKILLS DEVELOPMENT  

For COACHING

For READINESS CERTIFICATION  

MindTickle for Enabling  
Sales Excellence
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About Us
MindTickle offers the industry’s most comprehensive sales 
enablement solution for closing knowledge and skill gaps 
found in customer-facing teams. Organizations across a wide 
range of industries use MindTickle’s award-winning platform 
to train, coach and align their teams to make end users and 
their managers more effective.

Ready to learn More?

Contact us at 1 (800) 231 5578  or  mindtickle.com

mindtickle.com

