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What is Sales Enablement ?

Forrester defines sales enablement as “a strategic, ongoing
process that equips client-facing employees to consistently and 

systematically have a valuable conversation with the right
customer stakeholders at each stage of the customer’s

problem-solving life cycle.”



Sales Enablement Platform
Definition

Ø Gartner defines sales enablement platforms (SEPs) as tools that unite sales
enablement functions and customer-facing sales execution. 

Ø They predominantly feature native capabilities for sales content, sales training
and coaching. 

Ø SEPs can also offer open APIs to integrate with offerings from complementary
vendors with selling relationships and prebuilt integration for bidirectional data
sharing and synchronization for seamless access by end users between
applications (CRM, Marketing Tools, etc.)

Ø They are used for internal and partner/channel enablement.



B2B buying is digital-first.
.buying.

Expect hybrid sales to rise Prefer remote human 
interactions

Find new selling models 
more effective

64% 2/3 83%

Source: McKinsey, February 2021.

https://www.slideshare.net/McK_CMSOForum/mckinsey-survey-global-b2b-decision-maker-response-to-covid19-crisis-244529550


buyers’ last purchase was 
very difficult, complex
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avg buying committee 
involved in purchasing 

decision

77%

B2B selling and marketing .not. (yet).

customer’s total purchase 
time 

5%

Source: Gartner: New B2B Buying Journey & its Implication for Sales

https://www.gartner.com/en/sales/insights/b2b-buying-journey


Source: Forrester/SiriusDecisions

Annual voluntary 
sales rep churn

Average cost of 
recruiting a new sales 

rep

Number of months 
required to ramp an 
enterprise sales rep

Average number of days 
required to fill in a sales rep 

position 

44 >6$100K>20%

More .does not. equal more.



The winners will be the 
companies who can .elevate the 
human part. of the new buying 
journey. 



But we need to .stop selling at
buyers.. 



Modern Selling

Collaborative

A conversation, internally 
and with whole buying 

teams.

Digital-first 

Happening primarily online 
but with human

interactions.

Insight-driven

Guided by data from many 
sources.

Value creating

Injecting real value at every 
step of the buying journey.

Cross-discipline

Aligning marketing, sales, 
customer success, partners.

Experiential

Starting with relevant, 
high-value buyer 

experiences.



Stäubli Group at a glance
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KEY FIGURES



Three activities – four divisions
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ORGANIZATION



SEP Capabilities
1. Project Context & Goals
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MARKETING SALES

CRM

SALES ENABLEMENT & COMMUNITY

MARKETING AUTOMATION CONTENT MANAGEMENT

SALES EXPERIENCE & EFFICIENCY

ANALYTICS

BACK OFFICE (Content Production & Delivery)



SEP HISTORY @ STÄUBLI

SOLUTION APPSWM & SOLUTION APP

VIDEO PLAYER

Robotics

TextileElectrical
Connectors

Fluid
Connectors

SALES 
ENABLEMENT

SWM

1. Project Context & Goals
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Take immediate benefits from Showpad

Prepare Perform Share
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Sales rep

Marketing



Improve sales efficiency 
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Share

Follow up

Analyse

Improve

Prepare

Perform

Sales rep
Sales manager

Marketing



Search
Structured

Focused

Find the best content for the right purpose
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Unique content point of truth for sales rep 



Milestones
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Overall Planning

Preparation 1st rollouts Full rollout Mkt strategy Sales Enblt Optimize / Accelerate

2021- Phase 1 2022 - Phase 2

Start with existing contents to take 
first benefits of SEP capabilities

Align Marketing content strategy with Sales 
enablement approach

• Set up first level of 
solution

• Load existing contents

• Take 1st benefits of 
analytics 
(usages/frenquency...)

• Align marketing content 
strategy to sales

• --> On going process

• Engage new 
businesses in SEP

• Optimize marketing 
content strategy for 
sales enablement 
(content and process)

• Define use cases for 
“CRM” integration

• First launch with pilot 
countries/persons

• Embed ambassadors
• Feedbacks -

adjustments • Deploy other 
countries/team

• First analytics 
(sales teams 
and customers)



Assessment post rollout - challenges
• Rollout 2021
• 1000 users deployed in 2021 – Worldwide : IOS/Windows App/Web app
• 5500 marketing assets loaded 
• 50 Showpad experiences created / 800 pages created

TITLE18

First assessments Q1 – 2022 Challenges 2022
94% of users connected at least once
56% of users in a daily usage

Increase/drive adoption plan (change 
management/old habits, incentives, training…)

16% of assets = 0 views
59% of assets < 5 views

rework contents for sales
two axis- efficient on Showpad/relevant for 

customer among their journey



CRM

Marketing Automation

CMS

Content Editing

Collaboration Services

Email

Customer Success

Social Selling

BI

Developer Platform 
Custom sales tools & presentations

Webhooks

Unified APIs

Core Platform

Seamlessly connecting to your tech stack





SUMMARY AND 
KEY TAKE AWAYS



Summary

● You can achieve a high ROI and productivity
● Better alignement between Sales and Marketing 
● Improve your customer experience
● Total flexibility and good integration capabilities



Q&A



Contact
j.puznava@reply.com


