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Enablement
Strategy

Aligning Content with

the Buyer’s Journey & Sales Process



The Importance of Sales & Marketing Alignment
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Before Enablement — No Alignment of Buyer’s Journey and Sales Process
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Classic Sales Process




After Enablement - Aligned Buyer’s Journey and Sales Process
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Aligned Sales Process



* Are others struggling with

Awareness

Is there a fix to my
problem?

this?
How do | define the
problem?

What does the Buyer need to move through the Buyer’s Journey?

Interest

* What solutions exist?

* What are the pros & cons
of these solutions?

* What can | learn online vs
in person?

Consideration | IS

Does this solve my
problem?

Is the benefit worth the
cost?

Is this a priority for me
right now?

Can | get others on my
team to go along?

Decision

| need to prove the
capabilities will work as
expected.

Does it work within our
environment?

How can | validate the
requirements of all
stakeholders?

Validation

Can | talk to others that

have used your solutions?

Help me justify the cost
and value.

Are there 3™ party
references?

Purchase

What is a reasonable
price?

Help me through the
buying process.

Help me work though
our internal purchasing
process.



Attract Buyers

What does the Seller need to complete the Sales Process?

Online
Education -

Get high quality leads.
How can | help the
buyer?

I need to qualify that the
buyer meets our sales
criteria.

| need to discover info
about the buyer to help
our sales process.

How can | help the buyer
understand what we do?

Aligned Sales Process

Aligning Desired

Outcomes

Solution

Consulting b 4

| need to make the buyer
commit to a project.

How can | help the buyer
understand what is
important?

How can | help them
understand the benefit of
making a change?

I need to convince the
buyer that our solution is
the best.

How can | prove value?
How can | help our buyer
convince internal
stakeholders?

| need to prove that
buying my solution will
have an optimal outcome
for the buyer.

Can | help them with 3
party reference?

Can | help them
understand
implementation with best
practices & services?

Guide the
Purchase

Process

| need to get them to
sign.

How can | help them
navigate and accelerate
ours and their
processes?

How can | help our
buyer convince internal
stakeholders?



BUYER'S JOURNEY

Align your Content with the Buyer’s Journey & Sales Process

HOW TO CREATE INTEREST IN YOUR
PRODUCT?
HOW TO INCREASE YOUR BUYER'S PURCHASE
INTENT2
' MAKING THE DECISION TO BUY?

HOW TO ENSURE A SMOOTH IMPLEMENTATION AND
ADOPTION OF YOUR PRODUCT?

HOW TO CREATE CUSTOMER ADVOCACY?<

HOW TO REASSURE YOUR BUYERS WHILE THEY'RE
R
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Align your Content with the Buyer’s Journey & Sales Process

Consideration

In this stage the prospect is aware of the
challenge they are facing, but not of the
available solutions.

Articles
Blogs
Infographics
White papers
Videos
Press releases
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Align your Content with the Buyer’s Journey & Sales Process

Awdareness

Consideration

In this stage the buyer has a better
understanding of his problem. His purchase
intent is rising as he has found a few
solutions for his challenge.

Solution Videos
Sales Presentations
WWEIRELS
Conferences
Market Research Reports
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Align your Content with the Buyer’s Journey & Sales Process

Awdareness
Intferest
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Here your buyer is considering the pros and
cons of various solutions that are available.

> At this stage, the buyer needs more
F

Brochures
Case Studies
Video Testimonials
Pricing Comparisons
Feature Comparisons
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Align your Content with the Buyer’s Journey & Sales Process

Awdareness
Intferest

Industry Reports
Executive Presentations

Demos
Business Proposals
High-conversion Landing Page

Consideration

At this stage, buyers have shortlisted the
solution, but they need reassurance that
they're making the right choice.
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Align your Content with the Buyer’s Journey & Sales Process

Awdareness
Intferest

How-to Guides
FAQs
Demos
Use Cases

Reference Guides
Best Practices
Tips & Tricks

Playbooks

Consideration

The customer has purchased your solution
and now it's time to help them understand
how to use it.
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Align your Content with the Buyer’s Journey & Sales Process

Awdareness
Intferest

Consideration

Journals
Newsletter

Feature Updates
Q&A Forums

The buyer is pleased with the product and
he becomes an advocate for it by
reviewing your product online.
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Organize Content & Make it Accessible

#1 CHALLENGE FOR TEAMS IS TO FIND THE RIGHT CONTENT
GOOD CONTENT IS THE BACKBONE OF WINNING DEALS!

How to make Existing Content
Discoverable

e Make sure each content piece has a proper unique title.
e E.g.: [Product Name] Case Study_ [Client Name] [Date]

ADD HEADINGS

e Tag your content with the right keywords as it will make it easy to search for and also help in
ADD TAGS grouping together your content.

* Every content piece you give your sales reps must answer two questions...

DESCRIBE CONTENT e What’s in it for the sales reps?

e How is this content going to help their customers buy from them?




Organize Content & Make it Accessible

REPS SPEND 8 HOURS A WEEK SEARCHING FOR CONTENT.
FOR MOST REPS IT'S FASTER TO CREATE CONTENT, THAN FIND IT!

Howto = your
Sales Content

CONTENT TYPE « Videos, PDF’s, Infographics, Presentations, Guides, etc.

CAMPAIGNS ¢ Segment content based on the various campaigns you are running.

INDUSTRY « Different industries will have content specific to them.

GEOGRAPHIES * Group content based on geographical content consumption.

BUYERS JOURNEY * Each buyer’s stage needs content specific to them.




Build out a Sales Playbook

GO-TO-GUIDE AND AN INSTANT ACCESS POINT OF THE MOST RELEVANT
ASSETS AND INFORMATION FOR YOUR REPS TO RELAY TO PROSPECTS.

What should you
include in your
Playbook?

Ny Ny
. Competitive Battle Cards . Sales Documentation Process
) )

. Objection Handling Email / Call / Demo Script




Personalize your Messaging using your Tech Stack

CUSTOMERS THESE DAYS EXPECT PERSONALIZED CONVERSATIONS
NOW MORE THAN EVER BEFORE...

IN THIS HIGHLY COMPETITIVE ARENA, IT IS ESSENTIAL TO INCORPORATE
POWERFUL TOOLS THAT HELP YOU:

« Drive contextual conversations,
+ Shorten sales cycles, and
+ Generate valuable business insights.

Let’s get started!

ABdigital

www.emsdigital.co.za
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