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Summary 
Lead Liaison provides an introduction to sales enablement. Learn the definition of sales 
enablement, why companies use it, and how it can help your business. We also compare 
and contrast sales enablement vs. marketing automation and break down how these two 
technologies complement one another. 

Presenter 
Ryan Schefke, Lead Liaison 

Transcription 
*Please note that this content was presented live and then transcribed. It will read exactly as 
presented in the webinar. Welcome message and company introductions have been removed. 

Slide #2 

So let me cover three buckets.  Bucket number one would be your company might be using 
email marketing.  So maybe you're using MailChimp or constant contact, or your even using 
marketing automation, which in a way it’s like version 2.0 of email marketing.  But with 
number one, you might be sending out a bunch of emails.  We just talked to client the 
other day, and they're shooting a bunch of emails out through Mailchimp, and their sales 
team is hoping for people to respond and email them back, and their sales team is even 
following up on people that have just click links.  That's how they're measuring 
engagement, just a link quick and taking action on that.  So we like to say that those kinds 
of company, they're just sending out email blasts.  They’re doing very basic marketing 
around email but they’re blasting their database.  But sending a generic message to your 
entire database, you’re not segmenting people.  Bucket two is really companies that are 
using marketing automation for both sales and marketing purposes.  Definitely sales can 
benefit from using marketing automation.  A good philosophy there is that marketers are 
producers and sales people are consumers.  But what you don't want if you are falling on 
bucket number two, you don't want to be using marketing automation to do your 
prospecting and do your sales outreach.  You don't want to be running your cold contacts 
through your marketing automation system.  Bucket number three is where you carve out 
marketing automation and you dedicate that for marketers, and then you have a sales 
enablement suite, and your sales people use that.  So ideally you want to be in bucket 
number three, and in that way, sales and marketing can kind of work in harmony. 
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Slide #3 

What is killed enablement? Again 24%, 1 out of every 4 people here don't really know what 
it is.  So I'm going to throw a definition out there to everybody. Sales enablement means 
continually increasing efficiency of your sales ecosystem through the use of strategies, 
tools and process.  What does it mean to be continually increasing?  Well the main thing is 
that you can't stop improvement, you can't stop changing,  You know, if I look at our own 
company, Lead Liaison, as an example of that, we introduced marketing automation in 
2014.  So four years ago, we rolled that out.  Obviously, we want to be using our own 
software that’s how we’re growing our business so rapidly.  So we like to say we drink our 
own champagne.  We never say we eat our own dog food.  I don’t like to eat dog food or be 
blasted, like I mentioned earlier.  So the key is always continually improve.  We’re using our 
own software, but we’re always making changes, we’re changing our qualified lead flow, 
we’re changing our messaging, we’re always refreshing the content, for tweaking how we 
do prospecting.  Never rest on your laurels.  Never be complacent because if you get 
complacent, I think that will lead to failure very quickly.  So you're continually going to make 
changes.  Efficiency, well what does that mean?  You got to really be using automation at 
the core to be efficient.  You got to be really organize. So that again, you can scale your 
business.  And in these last three words, I’m going to touch on the next slide about strategy 
tools and concepts, I’ll explain that.  And by the way, sales enablement, you gave a lot of 
definitions out there today.  You may have heard of sales enablement as sales automation, 
sales intelligence.  It's really all the same thing in our crew.  It's a bit subjective but it does 
have different means. 

Slide #4 

So you’ve got to have a strategy.  You got to figure out, are you going to target certain 
accounts?  Are you going to focus on specific industries or regions, and you really got to 
know who your ideal buyers are, that’s very important.  Lead Liaison actually offers a 
particular document, it’s on our website under our resource library.  We call it an SOA, 
Service Level Agreement.  It’s a really good tool to use between your sales and marketing 
teams.  It’s treated down those.  You can get that again from our website.  But here, just 
have an agreement or a template, define your buyers, define your sales plan, know who 
you’re going after, identify, you know, what is a qualified lead, what is the lead, define those 
things, make sure both teams really agree there on what that is.  But, again, you’ve got to 
have a strategy.  The tools, right, so again sales enablement is a bit subjective, but 
remember in the definition, I talked about providing solutions for that failed ecosystem, 
helping sales with everything they do, everything they touch.  You got to have a CRM.  It’s 
great if you have meeting automation.  Send out a link, schedule a meeting, you could use 
solution bud call away.  We're also working on something to help automate the scheduling 
of meetings.  But instead of going back and forth and working out availability for parties, 
send the link, they can click it, see their availability schedule.  You really need stuff like 
visitor tracking that's a great sales enablement tool to help identify businesses and people 
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that come to your website, and give you key sales intelligence.  And again sales automation 
engagement, sales intelligence, whatever you might refer to it, that’s kind of part of the 
suite, which I'll go over in more detail.  And then you got have a process.  You got to 
document what you want your sales team to do.  It could be in Google Docs.  Within Lead 
Liaison we use a solution from atlasin, it’s called Complements, its kind of a Wiki.  We use 
that for our public documentation and internal documentation.  And then you got to train 
your sales team.  So all of our demos, our client meetings, on boarding, we record 
everything.  So we use notes, we use GoToMeeting, record everything, upload it into 
YouTube, make it unlisted, so that you can just pass out links to people as needed.  But use 
that material to give back to your sales people to train them, to make them more efficient. 
And then the last thing is measure.  It doesn't get measured.  It doesn't get docked.  So you 
have to have these strategies, tools and process to really do a good job at sales. 

Slide #6 

What you're looking at is what I would call a super graphic, right, not just an infographic but 
a super graphic.  Taking sales enablement tools is really difficult.  By the way, the super 
graphic is provided by Scott  HYPERLINK "mailto:Brinker@chiefMarktax.com" 
Brinker@chiefMarktax.com, want to give the proper attribution there.  There are 5,381 
solutions on the super graphic from 5,000 companies that is a lot.  Can you imagine if, you 
had to pick from this 5,000 different companies.  It's impossible.  And there’s several 
hundred just in sales automation which you see in that red box right there.  In the blue box, 
on the bottom left, you see marketing automation.  Lead Liaison fits into both of those 
buckets, we deliver solutions in both areas. The key is you want two things to be working 
together.  You don't want these to be dispersed solutions.  Now, what you see here, this is 
from 2017.  In 2016, there were less.  So you know, so 2017, there were 39% more solution. 
So the sales and marketing ecosystem is just getting more and more complex.  The good 
news is that I’m going to simplify that for everybody in our discussion here. 

Slide #7 

I'm really going to focus on sales automation and marketing automation.  So just the 
automation piece. Number one, I’m going to give you again five differences, number one is 
really the obvious, which is the people, you know, marketing people should be using 
marketing automation, salespeople should be using sales enablement. 

Slide#8 

The second difference is where should these solutions be used.  Now, what you're looking 
at here is a very primitive funnel, suspects, leads, opportunities, clients.  Your funnel could 
be more detailed, which is fine, but at the highest level, you have what we call suspects. 
What that really is, is basically just a person.  They have no idea who you are.  You got them 
from a list, you pull them out of the phonebook, it doesn't matter.  They are suspect.  A 
lead is somebody where you may be engaged them, you’ve generated interest.  They now 
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know who you are.  The difference here is in that minty color, sales enablement is at the 
top of the funnel.  And by the way, this is not just the sales funnel.  The world is moving to 
sales and marketing funnel.  So you got both groups within a company contributing to your 
funnel.  But sales enablement is at the top of the funnel.  It’s really geared around booking 
more meetings, filling the top of the funnel.  That's the goal of sales enablement.  On the 
other hand, marketing automation is, you can see, as you, in more areas of the funnel, it’s 
used to help nurture your lead.  It’s used around opportunities, upsell, cross sell, things like 
that.  And a lot of people just forget that marketing automation is really, really applicable to 
clients.  It’s not a lead gen tool.  Marketing automation’s purpose is to help you shorten the 
sales cycle, to drive bigger deals, and you do that for building strong relationships by 
communicating in a very relevant way.  That’s what marketing automation can do is help 
you segment and communicate and have conversations, not blasting people.  The key 
takeaway from this slide is that they need to complement one another. Again, earlier in the 
poll, we heard 5% of the attendees used marketing automation so they feel they don't need 
sales enablement.  It's a little bit of the wrong approach there. 

Slide #9 

The third difference is in email. So again, I'm largely speaking about automation.  The third 
difference is in how emails are delivered. Marketing automation is going to send your email 
through the provider's network.  Those emails must have an unsubscribed link, because 
you want to be can spam compliant, etc. Those emails will not show up in your sent box. 
The difference is that when you're using sales enablement or sales automation, those 
emails are going to go through your own service provider.  So it could Gmail, could be 
Exchange, Office 365.  It’s basically just like going into Outlook or Google mail and sending 
an email from your email client.  You’re going to see then your sent box.  You don’t have to 
put in unsubscribe link in there, and you’d probably do get better deliverability of your 
emails.  So the way that emails are sent are very, very different. 

Slide #10 

The fourth difference is in reply management.  So your sales enablement tools are going to 
automatically manage replies.  Again, it’s sales automation, it’s for sale people.  So we really 
want to keep it very simple.  If somebody engages or replies, you want to remove them 
from your flow, whereas marketing automation is more manual.  You’re going to have to 
pull them out or set up some automated processes to remove them 

Slide #11 

And then the last thing is you know, simplicity right.  We got to keep sales automation, sales 
enablement, very, very simple.  We can't make it complex. 
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Slide #12 

Going back a little bit marketing automation.  It is going to be more, I think difficult to use, 
right, because you just, you’ve got more options.  So it can be confusing for some people. 
Those technical marketers I think really get it.  But again, you got additional business logic. 
You can wrap around things.  And so again, it’s more complex, more actions. 

Slide #13 

So why do sales reps need automation?  Well I'm throwing some very quick stats  out at 
you, and these stats by the way are furnished by the TAS group or Task Group Marketing 
doughnut and brain shark.  So 67% of reps don't hit their quotas, 2 out of every 3 reps miss 
their quota. Half of all sales teams don’t have a playbook.  You got to have a playbook.  The 
third point here is to take an average of 8 cold call attempts to reach a prospect.  My take 
away there is cold calling really doesn't work these days.  You know, for me, I really don't 
answer my phone.  I do screen and I see the caller ID, I don't answer.  You got to try 
different approaches.  The last point here is it’s very tough to on-board people.  It takes 
about 10 months for new reps to really be productive and get up to speed.  So that the key 
takeaways here are reps are increasingly unsuccessful, especially if they do not have a plan, 
and it’s very hard to reach people and ramping up new reps is difficult. 

Slide #14 

 So what’s the solution?  It doesn't matter what your sales role is.  Now you probably fall 
into one of these two buckets-- account manager, business development reps.  Now, some 
companies call them account managers, some companies call them major account 
managers or outside sales reps.  The bottom line is you're the person that probably build 
the relationship a little bit more.  You might be traveling.  You might be focusing on your 50 
or 100 top-tier accounts for your business.  You might be doing what they call ABM or 
Account Based Marketing, just focusing on specific accounts.  You might be in that bucket 
or you might fall into the business development rep bucket, where again, you could be 
called a biz Dev rep, a sales development rep or an inside sales rep.  There’s many names 
but you you're typically in one of those two buckets.  The key thing is you got to have a 
plan.  You can't just be calling.  You got to have unique, multiple touch points, and you 
really have to create messaging across your organization that’s consistent so that you can, 
what we call plug-and-play with your reps.  So if your reps leave, which that happens in 
sales, you get a lot of turnover.  You want to pull in your new reps, you want to be able to 
plug-and-play and have them pick up where your reps left off, and have all that messaging 
be consistent.  So Lead Liaison, to tell a real quick story here, we evaluated a number of 
sales enablement solutions.  You know, we looked at various players out there, but we 
really found three problems.  Number one, nothing was integrated with marketing 
automation.  That’s kind of our history, we started visitor tracking and marketing 
automation, but we found sales enablement was really disconnected.  You have to copy 
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and paste data from one system into your marketing platform, and they just weren’t 
integrated.  They were also a little complicated.  Again, you want to keep them simple.  And 
they were not multichannel, everything is just email only. 

Slide #15 

So I’m going to show you on our app what some these things look like, but I’m going to give 
you some screenshots.  This is from LeadLiaison.  Now, what this is sales automation. 
Other providers in the market, they might call what you're looking at a sequence.  They 
might call it a cadence.  They might call it a flow.  It doesn’t matter what the name is.  For 
us, Lead Liaison, we call it a rhythm.  We chose that name because sales is about getting 
into a rhythm.  It's establishing your momentum, your flow but diving and getting into that 
rhythm, getting used to things, that’s what it's all about.  You want to have that rhythm to 
really be your second thing.  A few key things, you see on the left, when we designed this, 
we said, “Man, we got to make it multichannel.”  What I mean by multichannel is not just 
email, right, but have the ability to send a handwritten letter.  Have the ability to send a 
postcard, to schedule a unique task in the time.  That's really important.  Make it 
multichannel.  The next thing that's really important is give the reps options.  You want to 
have some multi-variant testing, not AB testing the ABCD all the way up, multi-variant, try 
different things but don't make it too complex, if then, logic and things like that.  We also 
want to be able to very easily add people into your rhythm.  That's important.  We are 
working on, and integration with zoom info, we’ve partnered up with them. So that’s the 
key thing, you know, you want to be able to find and kind of target certain people, and then 
add them into your flow to then create that rhythm. 

Slide #16 

One more thing you really want is you want to make sure you’re organize, right, and as part 
of your process.  So the most efficient reps these days, they stay organize.  So you got to 
have a really good task manager.  You want your reps coming in and not say, “What should 
I work on today?”  You want them to click a button and “Hey, these are overdue.  I got to 
make these phone calls or here’s what’s due this week.”  So you want to have a really good 
task manager.  We built that into Lead Liaison. 

Slide #17 

And then also, you want to make sure you can measure.  If you remember what I said 
earlier, if it’s not measured, it’s not done.  So in this case, how many people were added, 
finished, and how many people are engaged in your particular sales automation or your 
outreach. 
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Slide #18 

So that that's really about, again, those flows, those rhythms, those sequences, again, 
whatever you want to call them, but there’s really more to sales enablement. 

Slide #19 

Here I'm showing you on my screen, on your screen, sending an email from an iPhone, 
from an android device, from Outlook, from Google mail.  You know what you really want is 
you don't want to have to use an email address and put that in your BCC field so that it gets 
stored in your CRM.  About six, seven months ago, Lead Liaison released a free CRM.  It's 
called OneFocus.  The essentials are there to create deals and tasks and so on so forth.  But 
one thing we realized is let's not make it difficult for reps.  We just want to make sure that 
no matter where they're sending an email, they’re on the road, and God forbid, sending an 
email from their phone while they’re driving, they’re at their desk, wherever, it doesn't 
matter.  We want to make sure that email goes into the CRM.  So that all that information 
can be shared in a central area. 

Slide #20 

This is what we call a prospect profile for us, but it doesn’t matter where those emails are 
sent, you want them all to be threaded, and in line, so that if another rep checks out this 
page, or the marketing person, everybody knows what is going on. 

Slide #21 

Here is sending an email from the application itself.  So this is just native email.  There is a 
bunch of different capabilities in there to help make reps more efficient.   

Slide #23 

This is the interface, you know, you can build out these different actions, I’ve mentioned 
these actions here on the left.  Again, you want to make sure you've got different versions, 
if you will.  You can add that.  So either you're different variants here.  You want to make 
sure, again, that you can measure things again-- added, finished, engaged. 

Slide #24 

Ryan Schefke:  So here we can see, you know, how many individual prospects you are 
putting in, what’s the stag, or what steps are they at, and your overall flow. 
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Slide #25 

Looking at your emails only, so you want to be able to take all your different action types 
and just may be drill down a little bit, and see how things are performing.  

Slide #26 

You also want to know what tasks have you set up for yourself.  So you can see a tasks tab 
over here.   

Slide #27 

And then you got different settings.  So again, when people reply, you want to remove 
them.  These are called suspect statuses, but based on what happens, what you want to set 
their status to be, you want to set some goals, things like that. 

Slide #29 

It's giving you a preview of what we’re doing here with zoom info.  So you might want to 
pick from your own account, inside Lead Liaison, certain companies, certain named 
accounts that you might have or maybe do a general search, you want to find those people, 
put in your criteria, and then once you find them, add them into your rhythm.  So making it 
easy to insert people in there to fill the top of the funnel. 

Slide #30 

I just want to quickly compare and contrast here, marketing automation.  This is an 
example of marketing automation from us.  So you can see these individual actions, you 
got way more actions, changing data values.  You don't just have sending an email or 
sending a handwritten letter, things like that.  You’re tagging, your moving things around 
inside the system, you're adding different conditions around your actions.  You are creating 
your business logic.  So it's much more complex with these kinds of system.  And you’ve got 
different pipes typically.  So you can see here, we offer, four different variations.  So much 
more complexity, if you will, but with the complexity comes more power, more options in 
things that you can do.   

Slide #31 

This is the task manager. So if you’re a rep, you come in, you want to make sure, “Hey, I got 
my path.  I know what I'm working on.” Maybe you get an email reminder that you got 
overdue task.  But the key is, pick your task, pick the start button— 

Copyright © · All Rights Reserved · Lead Liaison · 11 



 
LEAD LIAISON | WEBINAR TRANSCRIPTION 

AN INTRODUCTION TO SALES 
ENABLEMENT 

 

Slide#32 

--begin working on your tasks, you can see one through four, and this is your task manager, 
that entire timeline right in here of what's going on all the leads or the prospects 
engagement here and the actions— 

Slide #33 

--the ability to take quick action— 

Slide #34 

--you want all that your sales enablement system. 

Slide #35 

Also to keep it simple, you know, depending on again, if you're an account manager or if 
you’re an inside sales rep, you know, maybe you want to build your rhythms or your 
sequences, whatever you want call them, and then keep them in a certain folder. 
Slide #36 
You might have like an industry folder, whatever that might be or your top 50 accounts— 

Slide #37 

And you want to put your rhythms and keep them organized and put them in certain 
folder.  I do want to highlight again the two-way sneaking stuff that I talked about.  Here’s 
an example of a profile inside Lead Liaison.  You can see that in the timeline here, this is a 
two-way email thing.  It doesn't matter where these messages are sent from, you know. We 
want to basically take all that communication automatically put it into the system, inside 
the profile, and that way you can see the entire contents of your message.  And that can be 
shared with your team. And then also, you can take direct action that you could reply, and 
do something on that message, if you needed to.  So let’s say I’m in the profile, to give you a 
quick example, you got different options when you're sending email.  And again these are 
built to help the salespeople.  So maybe you talk, in this case, I talked to Mike, we have a 
great conversation and he says, “You know what, let’s just touch based in about two 
months.”  Well, probably I'm going to forget or I’m going to get busy and I won't come back 
to it.  So the key is, right after I get off the phone, I can write my message, I can schedule 
sort of a certain day, in a certain time, and then I can set it and forget it.  I can send it out. 
So I don't have to worry about that.  So let’s just send later future.  By the way, there’s also 
an undo.  So maybe I sent something and I go, “Oh oops, I shouldn't have said that or I 
should have added something,” There’s the ability to undo.  You might have those plug-ins 
inside your email, client that we build out, they can write into Lead Liaison.  You can add a 
reminder.  So maybe if the person doesn't reply after a certain number of days or after a 
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certain time, have your system send an email or create a tasks for you, again, that you 
could manage in your task manager.  You want to be able to create sales template in the 
platform.  You know, create your messaging ahead of time, and then insert those easily, 
put in snippets.  For example, if I wanted to insert a little snippet about your company, now 
that’s a great used case to be able to insert that so that everybody is consistent.  And then 
you got option two, you know, have dynamic signatures, put those in, so you have merged 
fields to track your open, track your clicks.  That’s all sales enablement here, again, having 
the ability to send email from a profile and then having these different options to make 
things efficient for you. 

Slide #38 and 39 

How do these systems need to work together?  So what you're looking at here is what Lead 
Liaison calls a lifecycle funnel.  These are the different lifecycle stages right.  I mentioned 
earlier, sales enablement, kind of on the top, you know, marketing automation towards the 
bottom.  We have these fixed lifecycle stages. You see suspect on the very top.  If we were 
to take the suspect stage, and we were to expand it, and sort of blow it up a little bit- 

Slide #40 

Then you might have these different status.  New suspect statuses.  So as you're working 
with your sales automation system, you know, you’re putting people into those rhythms 
that I talked about, depending on what happens, if they reply, if it bounces, you want to 
automatically update their suspect status. 

Slide #41 

One of the keys here is that you are managing everybody you know all your prospect in 
your town pace marketing, that's happening in that suspect stage.  But when somebody 
engages, they move automatically to engage.  And that's where your marketing automation 
system can kick in, and maybe nurture those people for the long run. That’s really again 
where the two systems complement one another.  

Slide #42 

Once you have that again, you got harmony between marketing and sales, sort of bringing 
everything together. 

Slide #43 

I do want to give you a couple of references here.  Number one, we do have some training 
which is open to everybody on sales enablement.  So you can access that training by going 
to salesandmarketinguniversity.com.  You can learn more.  There are three particular 
lessons in this training course, and you can apply.  So just click, once you go to 
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salesmarketinguniversity.com, click that apply for course, one of our trainers will accept it, 
and then you can go ahead and watch some of those capabilities to reinforce the learning 
here today. 

Slide #44 

Ryan Schefke:  The other thing I mentioned is I’m starting—we start a service level 
agreement.  So you can get that from the resource section on our website. 

Slide #45 

Ryan Schefke:  Here I am on our website.  And here if you go into resources, resource 
library- 

Slide #46 

And free tools, you'll see the SLA over here.  And then again, here's the courses here in 
sales enablement.  You just want to click on that, and then click 

Slide #48 

This is our pricing.  I figured this was just easy to show to this to everybody, not trying to 
push Lead Liaison here, just trying to help you understand how we group things.  The last 
two columns, these are really the sales enablement solutions.  We do have sales pro-user 
seats.  You see the rhythms that I talked about.  Those rhythms are not available yet.  They 
will be released at the end of March at the current plan.  But you know, we do have all 
those other capabilities, that two-way email think, scheduling emails later, the undo, all of 
those things in that particular package.  Inbound is really about visitor tracking and picking 
up more sales intelligence for your team.  But again both of those solutions are sales 
enablement. 

Q&A 
Q: When is the Lead Liaison search email available?   
 
A: We do have sales enablement today, again, you’re going to get a lot of those features, 
which will be that two-way email think, again, no matter where you’re sending emails, 
they’re going to show up in that timeline and be shared with everybody else.  You can send 
later, you can undo, you can use sales templates, you can use the snippets, there’s going to 
be tracking of all those emails—all of that is available today, right now, from us, and again, 
end of March is when we expect to be GA, which is general availability, with our rhythms. 
 
Q: Sales enablement really for business development managers or account managers? 
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A: Yeah, it’s really for both.  If you’re doing business development, you're probably 
targeting more people.  Now, you know, the important thing is, even though all of those 
emails are sent through your exchange server or through Google, or Gmail, you still need, 
there are limits right.  So you can trip thresholds and you got to be careful.  We’re actually 
building in some throttling capabilities to throttle that.  But again, if you're more of a biz 
that person, you might be dealing with a larger volume of leads wherever you got those. 
But I think it's still important to really not focus on quantity but to focus on quality.  So our 
rhythm feature is really meant to allow reps to be very hyper-focus in a certain area.  It’s 
typically a best practice to be jamming contact through the system.  You know, I would say 
the smaller the better, the more targeted, it’s definitely quality over quantity there.  You 
know, if you're an account manager, you are probably dealing with major accounts.  Like I 
mentioned earlier, you might have 50 accounts, 100 accounts, but this is perfect because 
with the rhythms, you know, keeping an account manager, is like I mentioned earlier, not 
just making those phone calls because it can take eight phone calls before you can reach 
somebody. I’ve actually seen stats that have better double that.  So 15, 16 phone calls.  You 
know, for me, the definition of insanity is doing the same thing over and over and over.  So 
we don't want to just be doing phone calls.  You know, your reps are going to get tired. 
They’re going to want to quit.  So you got to have some variation.  You got to have that 
multi-channel.  You got to sprinkle in some personalized communication.  You got to 
sprinkle in postcards and handwritten letters.  If you’re an account manager, you're 
probably focusing on bigger size deals, high value, tens of thousands of dollars, perhaps. 
And why not spend $6, $7 on a handwritten letter to really make your attempt at 
penetrating an account very effective.  So there is the difference.  It's really, they’re 
intended for both account managers and business development reps. 
 
Q: How does sales enablement work with Salesforce. 
 
A: We also have that for Microsoft dynamics.  We do in integrate with I’d say another half a 
dozen CRMs.  Of course I mentioned we have our own essential CRM, some of the basic 
things in there, and we’ve got back, you know, that had allowed us to integrate with a 
bunch of other CRMs.  But going back to the question, really sales enablement should be 
focused, you know, in the platform itself right.  As I mentioned earlier, the two systems do 
complement one another because sales enablement is filling the top of the funnel.  We 
really don't want to do is you don't want to, you know, load a bunch of stuff into salesforce 
and just, you know, muddy the water and have a bunch of contact data.  You just want to 
be working these individuals through your sales enablement system.  I do understand that, 
you know, that requires a rep to you know not use salesforce but to use a system like ours 
or something else, but you know, uses the sales automation system because it offers all 
those capabilities.  When somebody becomes engaged, at that point, that's when 
marketing automation takes over and marketing automation can help automate that 
process of pushing people, you know, into your CRM, like salesforce.com and then kicking 
in nurturing and things like that.  So I’d say really, they work together very well, but it's 
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really about just making sure that you put qualified, interested people, people that 
engaged into the CRM. 
 
Q: Can I use sales enablement on its own, so without using other like marketing 
automation? 
 
A:  So at the moment we do not provide sales enablement standalone.  You do need to be 
using marketing automation from us, at this moment or some of our other solution.  So at 
the moment, we do not offer sales enablement standalone.  We might be changing that in 
the future.  If we do, we probably will require a minimum number of users, you know four 
or five, something like that to get rolling.  Those are the things that we definitely are 
considering, just because we’ve had a lot of demand it in terms of what we’re doing so far. 
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