
PDAgroup 
CAPABILITY CHECK

A R E  Y O U  R E A D Y  F O R  S A L E S  E N A B L E M E N T ?



Introduct ion

Sales enablement is a fluid concept. In fact,
there is a good chance you already engage in it
without even knowing. Sales enablement can
be scattered across various departments with
different names such as sales leadership, sales
excellence, sales optimization, or simply sales
management. But after a closer look, you can
often spot sales enablement hiding deep
within companies like a chameleon in a rain
forest.

It may come as a surprise that sales
enablement is nothing new. In fact, it is so
commonplace and often deeply embedded
within companies because it aims to improve
what is already there: sales and marketing.

The new generation of buyers craves content,
and sales and marketing need sales
enablement to provide them with the right
tools to keep buyers engaged. Thanks to
digitalization, buyers are more powerful and
knowledgeable than ever before. Because they
have direct access to information online, they
are more aware of the sales process and
competitors’ offers. As a result, buyers can now
skillfully use this information to bargain.

Consequently, there is an unprecedented and
permanent shift taking place. It is transforming
how enterprises create value, engage with
customers and partners as well as compete
with each other. In this environment, it cannot
be stressed enough that sales and marketing
must work in unison to create the highest
possible value for customers.

Sales enablement is the business function that
aligns divergent teams within a company,
ensures that sales reps have all the necessary
skills and relevant content to successfully
engage buyers and, ultimately, optimizes the
sales process with the help of technology.
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A significant element of sales enablement
involves equipping salespeople with
information they can use to engage buyers in
every part of the sales cycle. This information
might take many forms such as marketing
content, industry insights, competitor
information, or market research.

The role of sales enablement is to make this
information relevant, accessible, and reusable
across the whole sales organization and to
combine it with sales analytics, tools, and
targeted sales training to ensure that
salespeople have the correct tools and
knowledge to drive the sales process forward.

On the pages which follow you will find four
checklists. These summarize specific sales
enablement activities that have been divided
into the following four key areas:

» Strategy & Collaboration

» Content

» Training

» Tools

The aim is to help you assess the maturity level
of the sales enablement function within your
company or division.

You can benefit from this preliminary
assessment in two significant ways. First, you
will gain an understanding of what you are
currently doing well if you answer ‘yes’.
Second, this assessment can reveal areas in
which there is still room for improvement if
you answer ‘no’.

At your next internal meeting, you can also use
this tool to detect where your sales
enablement strategy should be adjusted to
improve results and yield the largest benefits.

We are sure you will profit from using this 
simple tool!
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To know what 
you know and 

what you do not 
know, that is true 

knowledge.

“

”( C o n f u c i u s )

Def ini t ion



Capabil ity  Check
S t r a t e g y  &  

C o l l a b o r a t i o n
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Each company should 
have its own sales 

enablement strategy in 
place, with 

commitment and 
alignment among all 

stakeholders involved, 
as well as C-level 

sponsorship. However, 
it should be carefully 

planned, as an ill-
designed sales 

enablement strategy 
will have more of a 

negative impact on the 
bottom line than a 

non-existent one.

Strategy & Collaboration

Do you have a clear sales enablement strategy that is aligned 

with the company’s current goals?
☐ yes ☐ no

Do you have a formal sales enablement plan that you are 
currently executing?

☐ yes ☐ no

Are the sales enablement activities managed on a strategic level, 

e.g. from a senior manager, director or C-level?
☐ yes ☐ no

Is the performance of sales enablement activities measured? ☐ yes ☐ no

Are sales enablement KPIs (Key Performance Indicators) 

connected with the sales performance KPIs?
☐ yes ☐ no

Is your sales enablement strategy currently based on sales and 
marketing analytics?

☐ yes ☐ no

Is someone responsible for evaluating the impact of sales 

enablement activities on bottom-line results? 
☐ yes ☐ no

Do sales and marketing have aligned KPIs? ☐ yes ☐ no

Do sales, marketing and product teams have regular knowledge 
sharing meetings?

☐ yes ☐ no

Do you have detailed knowledge of the customers buying 

journey for each industry you operate in? 
☐ yes ☐ no

Do the sales team support in building marketing content? ☐ yes ☐ no



Capabil ity  Check
C o n t e n t
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Content

Is content made available in one, centralized place? ☐ yes ☐ no

Can sales people access content when and where they 
need it?

☐ yes ☐ no

Is content shared in a collaborative platform accessible by

both sales and marketing?
☐ yes ☐ no

Is sales and marketing content up-to-date? ☐ yes ☐ no

Is content created based on data from multiple sources

(e.g. product management, marketing, sales, …)?
☐ yes ☐ no

Do you have tailored content for each customer 
stakeholder? 

☐ yes ☐ no

Do you have tailored content for each buying cycle step? ☐ yes ☐ no

Is it possible to determine which pieces of content are the

most used?
☐ yes ☐ no

Is it possible to track how prospects or buyers interact with

the content received?
☐ yes ☐ no

Is data analytics on content shared in a timely manner

among marketing and sales teams?
☐ yes ☐ no

Sales and marketing 
content have become 
incredibly important 
over the past years. It is 
no longer strictly 
solution-based or 
mainly instructive. It 
acquires now not only 
the role of an 
inestimable mean to 
deliver different 
insights and add value 
to the customer 
journey, but it should 
also be targeted to the 
type of industry, 
stakeholder and step 
of the buying cycle.



Capabi l i ty  Check
Tr a i n i n g
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Training

Do you have a internal sales training department? ☐ yes ☐ no

Do sales team members have easy access to coaching? ☐ yes ☐ no

Is training tailored for individual sales team members? ☐ yes ☐ no

Are you able to measure training and coaching effectiveness? ☐ yes ☐ no

Do you measure the impact of training and coaching? ☐ yes ☐ no

Do training activities address multiple departments (sales, 

marketing, customer success, …)?
☐ yes ☐ no

Is there a tool to assess the sales team’s training and 

coaching needs?
☐ yes ☐ no

Are the training initiatives built around sales and marketing 

teams data?
☐ yes ☐ no

Do you use blended learning methods for training and 

coaching, e.g. virtual, workshops, microlearning, …?
☐ yes ☐ no

Is there a sales onboarding program for new hires? ☐ yes ☐ no

Training is necessary to 
keep the sales teams 
as effective as possible, 
but its impact needs to 
be pinpointed through 
the use of respective 
metrics. In addition, 
training activities 
should address not 
only the sales team, 
but all those players 
that contribute either 
directly or indirectly to 
revenue, e.g. the 
marketing and 
customer success 
teams.



Capabil ity  Check
To o l s
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Tools

Do you use a dedicated sales enablement platform? ☐ yes ☐ no

If yes, does it include training and coaching assets? ☐ yes ☐ no

If yes, does it integrate with the other tools (e.g. CRM and LMS)? ☐ yes ☐ no

Do you use marketing automation tools? ☐ yes ☐ no

If yes, is the CRM system integrated with marketing automation 

features?
☐ yes ☐ no

Are the tools you are using easy to use and intuitive? ☐ yes ☐ no

Are the tools you are using agile and scalable? ☐ yes ☐ no

Are the tools you are using accessible from all devices, e.g. 

mobile?
☐ yes ☐ no

Is someone responsible for selecting, monitoring and updating 
the various tools?

☐ yes ☐ no

Do the sales and marketing tools provide real-time analytics? ☐ yes ☐ no

Do the analytics provide insights on customer engagement? ☐ yes ☐ no

Do the analytics provide insights on the sales team 

performance?
☐ yes ☐ no

Are you confident in your sales and marketing analytics? ☐ yes ☐ no

Do you have dedicated person to collect and analyze sales and 
marketing data?

☐ yes ☐ no

In the market, there is 
a great deal of sales 
technology in terms 

of tools and 
platforms, which can 

assist sales and 
marketing teams 

seeking to optimize 
their performance. 

The efforts of any 
sales team can 

multiply thanks to 
the aid of a tailored 

system. However, this 
system needs to be 
well-integrated into 
the sales operations 

for it to effectively 
impact the sales 

process.



PDAgroup
C o m p a n y

PDAgroup is a training and consulting company based in
Innsbruck, Austria. Its experts design and deliver excellent
learning experiences that are skillfully tailored to your
company's unique onboarding, enablement, and training
needs.

Through our analytics, tools, and expertise, your business will
be able to optimize its sales channel performance, learning &
development processes as well as its digitalization strategy.

On top of that, PDAgroup’s unrivalled network of researchers,
business experts, and senior consultants allow us to offer you
customized, innovative, and human-centered solutions based
on best practices, compelling insights, and proven methods.

F o l l o w  u s :
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http://www.linkedin.com/company/pdagroup
https://twitter.com/pdagroup
https://www.facebook.com/PDAgroup.EnablingBestPerformance/?utm_source=Signatur&utm_medium=CompanyEmail
http://www.youtube.com/user/pdagroup

