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Building Sales Enablement Functions

2014
Series G: $35m

2019
IPO - NYSE

2016
PE Acquisition by 

Vista Equity

2020
Series C: $100m

$1b valuation

Series D: $100m
$2b valuation

2021
Series E: $100m
$4.2b valuation

2021
Series B: $20.5m

2023
Acquisition by 

Sailpoint

2023
Owner



Sales Enablement Function Overview

Onboarding
Self-paced learning 

In-person shadowing + conversations
Knowledge validation

Regular training cadence
(varies by tenure/skill)

Cross-organizational conduit for information

Creating content (training materials, sales tools) 
Organizing relevant materials in knowledge hub

Training & Coaching

Content Management

Communication



3 Levels of Learning

MASTERY
What you can do really well

COMPETENCY
What you can do

AWARENESS
What you know

Onboarding

Continuous 
Learning + 
Tenure in Role



Components of Onboarding

General
•Company 
•Culture
•People
•Industry

Solution
•Product(s)
•Service(s)
•Competitors

Process
•Pipeline Management
•Forecasting
•Demos
•Quoting
•RFPs
•Contracts/Legal

Methodology
•BANT
•MEDDICC
•Sandler Training
•Force Management

Tools & Systems
•CRM
•Prospecting
•Conversation 
intelligence

•Content Management
•LMS

Self-Paced
In-Person
Role Plays



Building an Onboarding Program

Existing

Consider the following when 
designing your onboarding
• HR Orientation 
• Existing sales materials 
• Systems in place
• Sellers who can help enable

Assess
Onboarding Program

• Week-by-Week Ramp Plan
• Sales Bootcamp

CreateDefine
Learning Levels

• Define what sellers should be 
able to know and do for each 
Onboarding Component 

• Define the time frame for your 
ramp plan (minimum 1 month, 6 
months recommended)

• Define format, milestones & 
competencies 



Example Ramp Plan



Ongoing Training & Coaching

MASTERY
What you can do really well

COMPETENCY
What you can do

AWARENESS
What you know

Onboarding

Continuous 
Learning + 
Tenure in Role



Ongoing Training & Coaching

General
•Company 
•Culture
•People
•Industry

Solution
•Product(s)
•Service(s)
•Competitors

Process
•Pipeline Management
•Forecasting
•Demos
•Quoting
•RFPs
•Contracts/Legal

Methodology
•BANT
•MEDDICC
•Sandler Training
•Force Management

Tools & Systems
•CRM
•Prospecting
•Conversation 
intelligence

•Content Management
•LMS

Regular Cadences
Cross-Functional Efforts 

for:

Solution decks
Competitive battlecards

Messaging guides
Call scripts

Pricing guides

System optimization
Call coaching
Call planning

Lead qualification
Account/Territory planning

Customer stories
Proposals

Outbound emails
Sales playbooks

Process how-to’s



Enablement Tech Stack

Content 
Platforms

Learning 
Management

Coaching



Sales Enablement as a Cornerstone

Sales 
Enablement
(Revenue or Marketing org)

Sales 
Operations

Marketing

Product

Customer 
Success

Services

Channel

Campaigns & Events
GTM Messaging
Lead Generation

Value Articulation
Feature Requests
Customer Advisory Boards

CRM
Pipeline & Forecast Management
Pricing & Quoting

Partner enablement
Partner communication

Channel processes

Sales to CS Handoffs
Upsell/Renewal

Product deployment
Value articulation



Investing in Enablement

If you’re growing quickly 
Revenue, product offerings, 30+ sellers

If you sell a complex 
enterprise productCompany

First Hire Sales Enablement Program 
Manager

In the Interim HR
Marketing

Sales Operations
Seller(s) + Management



Hiring for Sales Enablement

Empathy StructureSelf-Starter Creativity



Measuring Enablement Success



Questions


