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Abstract

In recent years, sales organizations have faced a complex array of operational challenges, ranging from a shift
towards remote work to fluctuating customer expectations and increasing market competition. To overcome these
issues, many business-to-business (B2B) firms have adopted sales enablement strategies, a field gaining both
practitioner and academic attention, but lacking a standardized definition. Employing a two-step analytical
approach, this study aimed to elucidate the concept of sales enablement. It accomplishes this by conducting a
comprehensive analysis of existing definitions within the practitioner landscape and exploring its practical
application through a single case study. Our findings significantly advance the existing body of knowledge by
identifying three key elements that are essential for effective sales enablement implementation: alignment,
integration, and processes. In contrast to the prevalent focus on technology as the cornerstone of sales enablement,
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our study reveals a more nuanced perspective. It posits that, while technology is an important facilitator, the key
themes of effective sales enablement are alignment among people, integration of organizational resources, and
streamlined processes. These insights provide valuable contributions to both the academic literature and the
practical application of sales enablement, offering a multifaceted understanding that extends beyond mere techno-
logical focus to encompass human and process-oriented dynamics.
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1. Introduction

In recent years, sales organizations have confronted a multitude of significant operational challenges, including
the transition to remote work frameworks, fluctuating customer expectations, intensifying competitive pressures,
and looming economic uncertainties. Numerous business-to-business entities have turned to sales enablement
strategies to overcome these challenges and sustain high levels of performance, numerous Business-to-Business
(B2B) entities have turned to sales enablement strategies. A 2022 empirical study conducted by Highspot, who
surveyed 215 companies, indicated a 9% enhancement in win rates and a 12% reduction in sales personnel turno-
ver rates attributable to the implementation of sales enablement initiatives.

In recent decades, practitioners have widely used this topic (Peterson et al., 2021). This has also emerged in sales
management studies. The concept of sales enablement, which is recognized as having been formalized in 2010 by
Forrester, finds its reason for existing in the series of changes that have taken place in recent years B2B context
(Peterson & Dover, 2021). On the other hand, Rangarajan et al. (2020) reported that one of the first sales enable-
ments dates to 2008 when an academic biologist outlined potential career opportunities for biology Ph.D. students
in professional sales (Rangajaran et al., 2020), defining sales enablement as something in which practitioners
provide field representatives with the necessary tools to succeed (Alter, 2008). Despite this interest, it is difficult
to recognize a well-established definition that can embrace all perspectives involving the sales enablement
process and activity.

This study aimed to elucidate the implementation of the sales ablement process by conducting a thorough analysis
of key definitions in the practitioner community and employing a single case study. By collecting and scrutinizing
these definitions, this research endeavors to shed light on the specific strategies and practices adopted by a compa-
ny in the realm of Sales Enablement, connecting them with the emerging key concepts in the literature. In
addition, a case study is presented to explore the challenges in implementing a sales enablement strategy.

2. Theoretical Background

An enlightening description of the broad scope of sales enablement and its impact on internal and external stake-
holders emerges from the seminal work of Rangarajan et al. (2020), i.c., “it is the coordination of these disparate
elements into an overarching business strategy for optimizing sales performance that makes sales enablement an
emerging force in the sales landscape, and not a mere repackaging of often-studied concepts.” In addition, the
authors offer a comprehensive overview under the umbrella of the sales organization — the so-called “People,
Process, and Performance Framework” — as a lens through which sales professionals and interested scholars can
better understand the full scope of sales enablement. Firstly, the term “People” encompasses the topics of recruit-
ing and onboarding as well as training and coaching salespeople. The significant elements associated with the
first block were best practices and peer coaching, learning VS application, sourcing sales talent, mental flexibility
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and learning orientation, and systematic training and coaching. Second, the term "Process" involves intra-compa-
ny coordination and "ownership" of sales enablement. Key components combined with the second block are
presented below: coordination of activities and learning across functional areas, alignment with the market and
customers, receptivity to feedback, and inside and field sales forces. Thirdly and lastly, the term "Performance"
covers leveraging technology for performance and Key Performance Indicators (KPIs). Outstanding features
related to the latter block are detailed below: plurality of performance metrics, pay structure challenges, alignment
of performance metrics with the stages of the selling process, and short-term VS long-term expectations.

According to Jordan (2014), sales enablement activities fall into four categories: (a) recruiting and hiring, (b)
training and coaching, (c) equipping, and (d) evaluating. Ninivaggi (2013) also noted four recurring topics related
to sales enablement functions, although these were somewhat different in nature. First, 78% of respondents
considered sales enablement as a function. Second, 73% believed that sharing best practices was a function of
sales enablement, whereas 71% observed that building sales resources was the primary function. Finally, 68% felt
that sales enablements incorporated the development of product training. Brudner (2016) threw a broader network
by detecting nine different functions comprised in sales enablement: 1) strategy development, 2) creation of
materials and resources, 3) systems and support, 4) sales training, 5) execution of analysis, 6) integration of new
channels, 7) searching for cross-selling opportunities, 8) coaching, and 9) onboarding.

As Peterson and Dover (2021) point out, sales enablement is sometimes considered a role and other times a
function. In any case, it must be embedded in corporate culture. As with most other structural changes, such as
mindset and teamwork, sales enablement must be sustained by senior management and truly accepted by frontline
staff. In essence, “either you are in sales, or you are in sales support™ is a feature of the sales enablement approach.
Every employee is engaged in enhancing sales performance because the customer will ultimately determine how
many people will be recruited and what wages they can earn. People within the sales organization will ultimately
define their own fate in terms of revenue.

As a result of the literature review on the subject conducted by Peterson et al. (2021), four related constructs were
identified as follows: (1) Organizational Learning (OL), conceived as the development of new knowledge or
insights with the potential to impact stakeholders’ behaviors (Huber, 1991; Hurley & Hult, 1998; Le Meuni-
er-FitzHugh & Piercy, 2007); (2) Technology Adoption (TA), as the acceptance and intention to use technology
jointly driven by perceived usefulness and perceived ease of use (Davis et al., 1989; Cascio et al., 2010); (3)
Change Management (CM), as a set of behavioral theories, techniques and strategies geared towards the intended
change of the organizational work environment to empower individual development and enhance organizational
performance (Weick & Quinn, 1999); (4) Customer Relationship Management (CRM), woven into the corporate
strategy entailing customer orientation and supporting technologies that are critical to customer relationship
management, effective resource allocation and overall company success (Landry et al., 2005).

To provide the reader with a comprehensive overview of the phenomenon under analysis, we identified and classi-
fied several distinct streams of academic literature (see Table 1). The main purpose is to illustrate the relevance of
existing theoretical frameworks that are directly or indirectly related to our emerging understanding of the sales
enablement phenomenon. In summary, our flexible research design and multi-sourced data enabled us to concur-
rently compare several perspectives on sales enablement, thus enhancing the reliability of our theoretical under-
standing of the topic under investigation (Arnould & Wallendorf, 1994; Kennedy et al., 2003).

Sales Enablement has garnered increasing attention in both academic circles and industry practitioners. Despite its

growing prominence, a consensus definition that encompasses all the activities and processes typically subsumed
under this broad category remains elusive. Various authors have focused on different facets of the concept, each
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Table 1: Streams of academic literature
Proposed construct / concept Author(s)

2002; Schillewaert et al. 2005; Ahearne et al.
Technology adoption in terms of 2008; Cascio et al. 2010; Homburg et al. 2010
acceptance and intention to use Jones et al. 2002; Speier and Venkatesh

Technological applications (e.g. CRM) Hong-kit Yim et al. 2004; Tanner et al. 2005;
Landry et al. 2005; Arnett and
Badrinarayanan, 2005; Raman et al. 2006;
Maklan and Knox 2009; Saini et al. 2010;
Ahearne et al. 2012

Capabilities and resources Barney 1991; Mahoney and Pandian 1992;
Teece et al. 1997; Winter 2000; Helfat &
Raubitschek 2000; Clulow et al. 2007;
Morgan, 2012; Hughes et al. 2012; Bolander
et al. 2015; Plouffe et al. 2016; Peterson et

al. 2021
Broad scope of sales enablement Rangarajan et al. 2020
Organizational perspective Levitt and March 1988; Huber 1991; Sinkula

1994; Cravens, 1998; Hurley and Hult 1998;
Hurley, 1998; Bell et al. 2002; Real et al.
2006; Le Meunier-FitzHugh and Piercy,
2007; Bell et al. 2010; Argote and Miron-
Spektor 2011; Malshe and Al-Khatib 2017

Behavioral Perspective Lewin, 1951; Hurley, 1998; Weick and
Quinn, 1999; Armenakis and Bedeian, 1999;
Ye et al. 2007

Source: Own elaboration on Peterson et al. (2021)

emphasizing one aspect over the others. Although much has been written about the definitional contours of Sales
Enablement, there is a noticeable gap in the literature concerning its real-world application within companies.
This gap suggests the need for qualitative empirical analysis to complement existing theoretical frameworks.
RQ1: What are the core elements and topics to be considered in the Sales Enablement process?

RQ2: How can these elements be implemented in successful sales enablement strategies in a corporate setting?

3 . Methodology

Because of the inclusive and exploratory purpose of this study, and because the SE concept was established earlier
on the business side than on the scholar's side, we decided to include practitioners' definitions from consultants,
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First, to gain a better understanding of the sales enablement concept and its key elements, we collected definitions
and descriptions from practitioners and academics. Specifically, we gathered definitions from the web using the
keywords “sales enablement definition” and “sales enablement concept” as sources on google.com(general search
engine—first three pages) used to include the practitioner definition and Google Scholar. com. Because of the
inclusive and exploratory purpose of this study, and because the SE concept was established earlier on the
business side than on the scholar's side, we decided to include practitioners' definitions from consultants, software
companies, experts, and other categories. We also decided not to include terms related to sales enablement to
avoid overlapping, such as sales operations and sales support.

Nineteen definitions or descriptions of SE were found in this research, and all the texts we found were classified in
a table preparing the coding activities. Because of limited text, we decided to proceed with manual coding.

The data analysis was conducted as follows: one researcher in the team performed open coding, definition by
definition, and all themes were coded with descriptive codes (Strauss and Corbin, 1998). Another researcher in the
team screened the codes and developed an initial coding plan together with the first researcher. In the axial coding
step, the properties and dimensions of the initially identified concepts were further investigated, and their relation-
ships were traced. The use of multiple researchers in the coding process, high level of agreement in the coding, and
data saturation in the analysis phase, even when using data from a diverse set of respondents, supported the validity
of the findings.

If the concept of sales enablement was mentioned for the first time in 2008 (Alter, 2008), we can state that our
definitions, from 2009 to the present day (2022), roughly cover the entire period in which the concept of sales
enablement is developed.

Instead, to understand the application of the sales enablement process, a second study using a qualitative approach
was chosen, which is particularly useful when there is no solid theoretical framework of reference, as is the case
here. (Merriam & Tisdell, 2016). Specifically, a single case study was used because it allows the generation of
sufficient data to test theories in cases where the company has characteristics and attributes aligned with the charac-
teristics of the study (Siggelknow, 2007).

To develop the case, an in-depth interview was conducted with the Sales & Marketing Director of the analyzed
company, as this allowed us to outline the interviewee's experience regarding the phenomenon of interest and
understand the meaning they attributed to this experience(Granot et al., 2012). The research method is the case
study method (Yin, 2009). A single case design was chosen to provide “richness” of empirical illustrations and
findings (Weick, 2004). According to Siggelkow (2007), conducting a single case study of organizations can be a
valuable research approach in three distinct situations, namely for purposes of motivating, inspiring, and illustrating
theoretical development. Ours is an “illustration of the theoretical development’ use of a single case. We chose the
qualitative research method because, in line with the approach to the case study (Yin, 2009), in-depth interviews
can provide a wider focus on the topic, hoping to further enrich this area of research (Eisenhardt, 1989). To develop
the interview framework, we utilized key concepts derived from an initial study of definition analysis. This
approach provided us with the opportunity to conduct an empirical exploration of various domains and to gain
insights into the practical implementation of these concepts in a real-world context.

4 . Findings
4.1 Findings Study 1

The results provide 19 definitions (see Table 2 in the appendix) from both the academic and business worlds.
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As mentioned in the introduction, the concept of sales enablement was first developed by practitioners. Of our
definitions, only five came from academic researchers. Most definitions have been provided over the years by
companies that provide consultancy and software to create inbound marketing strategies (e.g., Cloudnova and
Hubspot) and companies that offer technological solutions for sales enablement (e.g., Brainshark, Accent technolo-
gies, Highspot). Again, from the perspective of practitioners, it is possible to read the definitions of entrepreneurs
and thought leaders (Albro, 2023). We also included two thesis dissertations that tested the concept of sales enable-
ment in the field (Durante 2015; Kurikka 2015).

and companies that offer technological solutions for sales enablement (e.g., Brainshark, Accent technologies,
Highspot). Again, from the perspective of practitioners, it is possible to read the definitions of entrepreneurs and
thought leaders (Albro, 2023). We also included two thesis dissertations that tested the concept of sales enable-
ment in the field (Durante 2015; Kurikka 2015).

Reading the definitions, we then chose four major topics (technology, performance, alignment, and integration)
on which sales enablement can impact, verifying this for each definition of sales enablement. The subsequent
sections provide an in-depth analysis of each topic and their respective characteristics, incorporating quotations
from the gathered definitions for illustrative purposes.

4.1.1 Performance

Twelve out of the 19 definitions indicate sales enablement as a process capable of significantly impacting compa-
ny performance.

These definitions consistently emphasize the pivotal role of performance optimization in sales enablement initia-
tives. The use of language like "efficiency and effectiveness” and "consistently effective engagements" illuminate
a central tenet: Sales Enablement is not merely an adjunct to the sales operation but a foundational element used
to enhance key performance indicators.

Effectiveness is understood as an improvement in customer relationship building, an improvement in sales, and a
decrease in the length of negotiations.

“Sales Enablement is the set of a strategy, a process, a technology and the contents that give greater power to
your sales department to sell more effectively by decreasing the length of the negotiations.” (Cloudnova, 2022).
“The term sales enablement identifies the activity of providing the sales force with information, data and proce-
dures that help create more effective relationships with prospects and support commercial development.” (Caglio-
ni, 2021)

On the other hand, efficiency is associated with the theme of productivity and time saving in the seller's work
thanks to a greater speed of sale.

“Sales enablement is the technology, processes, and content that empower sales teams to sell efficiently at a
higher velocity.” (Jepson, 2017).

“Thanks to sales enablement, a system, a method and a program product are provided to increase the productivity
of the sales force, creating a connection between market and corporate social networks." (Hu, et al., 2012).

4.1.2 Alignment

Moreover, alignment emerged as a theme in 14 definitions. It is possible to distinguish between the two alignment
classifications. One is internal to the company between various departments and one is external between the
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sellers and the buyer. The alignment between the seller and consumer is understood as the seller’s ability to
provide answers and customized solutions based on customer needs.

“I define sales enablement as a set of processes enabled by computer hardware, software and well aligned personnel
that assures that sellers have the right messages, information and tools to advance the sales process.” (Krauss, 2011)

“Thanks to sales enablement, sellers are striving to be more responsive than ever— taking the customer s lead and
providing whatever support is requested. They ensure that customers have all the data, cases, and testimonials.

they might need to guide their decision making, and they lay out a suite of options, continually adjusting the
offering as customer demand evolves.” (Toman et al. 2017)

Corporate alignment has been described by various authors as an improved ability to collaborate between differ-
ent departments and roles within a company.

“The roots of sales enablement therefore lie in integrating marketing and sales together with other departments
to improve the sales effectiveness of an organization.” (Cassarin, 2018).
“Connect and unify the different departments in a company.” (Durante,2015)

4.1.3 Technology

Technology is a recurring theme (12 out of 19) as it appears to be one of the enabling elements of sales enable-
ment. Using technological tools, both hardware and software, it is possible to successfully implement sales
enablement by creating a unified system that supports personnel dedicated to sales.

From a technological standpoint, there is no specific mention of a particular category of tools, but rather an
emphasis on a comprehensive IT ecosystem comprising both hardware and software components.

“[...] a well-designed IT infrastructure is essential to create a tightly integrated value chain and provide a
high-quality service.” (Tsai, et al., 2013).

“I define sales enablement as a set of processes enabled by computer hardware, software and well aligned person-
nel that assures that sellers have the right messages, information and tools to advance the sales process.”
(Krauss, 2011). This technology-reliant viewpoint is congruent with the "Technology Adoption" (TA) construct
discussed in the literature, affirming that the adoption and effective integration of technology underlies the
success of Sales Enablement endeavors.

4.1.4 Integration

The last and most frequent issue (14 out of 19) that emerges from the analysis of the different definitions is
integration, understood as the ability to bring people, processes, resources, and technology into a system. As the
sales enablement discipline is composed of different elements, they need to be integrated.

“Sales enablement is the act of implementing strategies, tools and processes that continually increase the efficien-
cy and effectiveness of your sales ecosystem.” (Richards, 2020).

“Define sales enablement as a set of processes enabled by computer hardware, software and well aligned person-
nel that assures that sellers have the right messages, information and tools to advance the sales process.”
(Krauss, 2011). From the various definitions, there is a clear emphasis on the necessity of establishing a coherent
and integrated system and approach, both internally in terms of processes, systems, and personnel, and externally
in relation to customers.

“The activities, systems, processes and information that support and promote knowledge-based sales interactions
with client and prospects” (Gartner, 2020).
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4.1.5 Conclusion of findings from first study

Sales enablement constitutes a strategic discipline characterized by the systematic alignment and integration of
processes that synergize human capital and technology.

resources to augment organizational performance. From the data analysis emerges the ability of companies to
create a system and a work method consistent and aligned with the consumer's purchasing process thanks to the

use of processes. Technology is the enabler of sales and related processes. Through the integration of sales
alignment and non-sales technologies such as CMS, CRM, and ERP, it is possible to create an integrated value
chain that delivers high-quality services and streamlines the entire process. The use of technology and the study
of the data generated are linked to the possibility of having more in-depth knowledge of consumer and company
performance. From the collected data, it emerges that improving company performance is the ultimate goal of the
sales enablement process. Performance is understood to be a consequence of the company’s ability to deliver
greater value to the customer and do so with greater efficiency and effectiveness. Efficiency emerges from an
operational point of view, with the knowledge of business professionals to save time and increase productivity.
Instead, effectiveness is cited in terms of a better ability to interface with the market, be more responsive, better
serve the consumer, and move the business forward. In conclusion, despite the heterogeneity of the definitions,
four domain areas of sales enablement emerged. These areas serve as the foundation for subsequent empirical
investigations.

Table 2: Sales Enablement Definition

Definition and description of | Technology | Performance | Alignment | Integration SOURCE
SE
1| “Thanks to sales yes yes yes yes Huetal.,
enablement, a  system, a 2012

method and a program
product are provided to
increase the productivity of
the sales force, creating a

connection between market

and corporate social
networks."

2| “Sales enablement can be no yes yes yes Rangarajan et
best understood as a firm- al., 2020

wide strategic initiative that
incorporates the 3 Ps of
People, Process, and
Performance

to deliver value to seller

»

firms and customers alike.
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“I define sales enablement as
a set of processes enabled by
computer hardware,
software and well aligned
personnel that assures that
sellers have the right
messages, information and

tools to advance the sales

process.”

yes

no

yes

Krauss, 2011

“In  addition to future
research — opportunities, we
identify three core
implications for the practice
of strategic  sales
enablement; enhancing
return on investment,
managing learner motivation
and activating  learning
engagement of  channel

5

partners.’

no

yes

yes

yes

Keeling et al.,
2020

“Forrester  define Sales
Enablement as: “a strategic,
on-going process that equips
all client-facing

employees with the ability

to consistently  and

systematically have a

valuable conversation with

the right set of customer

stakeholders at each stage

of the customer's problem-

solving  life  cycle to

optimize  the return of

yes

yes

yes

yes

Durante,
2015
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investment of the selling
system. Connect and unify
the different departments

in a company.”

"The purpose of sales
enablement, according to
the application - Showpad,
is to study whether added
value is added to the
working methods of the
sales  and  marketing

team."

no

no

yes

yes

Kurikka, 2015

"As for sales enablement
in the e retail sector, a
well-designed IT
infrastructure is essential
to create a tightly
integrated value chain and
provide a high quality
service. In addition, IT
and technology systems
(IST) procurement
decisions are becoming
increasingly important
both operationally and

”

strategically.

yes

no

yes

yes

Tsai et al.,
2013
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“In Sales Enablement, we no yes yes no Collins., K.
would need to rely heavily “NeGOtiate
on our Account & WIN”.
Executives’ (AEs) ability to International
negotiate, as well as their Journal of
facility to uncover needs Sales
and bring value to our Transformat
customers (at a low cost to ion, 2019
our organisation).

Participants gain insights

on how to clearly define an
efficient negotiation
process, become proficient
in highly effective
negotiation  tools, and
achieve new  confidence
when  negotiating  with
customers.”

“Thanks to sales yes no yes yes Nicholas
enablement, sellers are Toman,
striving  to be more Brent
responsive  than ever— Adamson,
taking the customer’s Cristina
lead  and  providing Gomez —
whatever  support is “The new
requested. They ensure sales
that customers have all . R

imperative’.
the data, cases, and

testimonials they might Har.Vard
need to guide their business

review,
2017
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decision making, and they
lay out a suite of options,
continually adjusting the
offering as  customer

demand evolves.’

>

10

“In the field of sales
enablement,  the -
Software-as-a-service is
of growing importance. It
is a distribution model of
emerging software
applications  and it is
crucial to integrate them
with  local  business
applications, since there
is a fundamental need for
communication methods

"

and infrastructures.

yes

no

no

yes

Feng Liu, Li
Li, Wu
Chou, 2009

11

“The activities, systems,
processes and
information that support
and promote knowledge-
based sales interactions
with client and

prospects”

no

no

yes

yes

Gartner

12

“Sales enablement is the
act of implementing
strategies,  tools  and
processes that continually
increase  the efficiency
and effectiveness of your

>

sales ecosystem.’

yes

yes

no

no

Accent —
Technologi

€S
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13

“Sales enablement is the
technology,  processes,
and  content that
empower sales teams to
sell efficiently at a higher

velocity.”

yes

yes

no

yes

HubSpot

14

“Sales enablement is "a
strategic, cross-
functional discipline
designed  to increase
sales results and
productivity by providing
integrated content,
training and  coaching
services for salespeople
and  front-line  sales
managers along the
entire customer’s buying
journey, powered by

technology.”

yes

yes

yes

yes

Brainshark

15

“Sales enablement is a
strategic, ongoing
process that equips sales
teams to have consistently
effective engagements
with  prospects  and
customers throughout the

buyer’s journey.”

yes

no

yes

no

HighSpot
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“Sales enablement is the
process of providing the
sales organization with
the information, content,
and tools that help sales
people sell more
effectively. The
foundation  of  sales
enablement is to provide
sales people with what
they need to successfully
engage the buyer
throughout the buying

1l

process.’

no

yes

yes

no

Albro, S.
2022

17

“The roots of sales
enablement therefore lie
in integrating marketing
and sales together with
other  departments to
improve the sales
effectiveness of an

organization.”

no

yes

no

yes

Casarin, D.

2022

18

"Sales enablement is a
strategy, a  process, a
technology and content
that give more power to
your sales department to

sell more effectively.”

yes

yes

no

yes

CloudNova,
2022
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19 | “Sales enablement is an yes yes yes yes Peterson et.
overarching dynamic al, 2021
capability  that aligns
varied firm resources to
benefit  the  customer
Jjourney and selling
productivity. This
capability is reflected in
three components:
insight triangulation,
enablement
infrastructure, and sales

support envelopment.”

4.2 Findings of case study 2

4.2.1 Case overview

The Company considered in this study offers a large array of advanced technologies for key diagnostic applica-
tions. The Company, with three European R&D and production sites, is currently active at around 94. As an exam-
ple, sales enablement implementation was set up and implemented within Western Europe in 2018, and is still
ongoing at the time of writing. They considered the sales enablement concept as the ability of a company’s sales
professionals to “win” at each stage of the customer’s purchase process, with a strong focus on customer retention
and selling value. The improvement of sales effectiveness is not just a sales function issue, but a company issue,
as it requires deep collaboration between sales and marketing to understand what is working and not working, and
continuous improvement of the knowledge, messages, skills, and strategies that sales people apply as they work
sales opportunities, the whole company was involved and trained together (Sales, Application Specialists,
Technical Service, Marketing Communication and Back-office).

4.2.2 Findings Case study
Based on the interviews, four main concepts can be identified that highlight the key areas and activities that the
company focused on during the implementation of the sales enablement process. These concepts include (a)

buyer-seller alignment, (b) internal alignment, (c) performance, and (d) the sales-tech ecosystem. The company
placed significant emphasis on these aspects to ensure the successful execution of its sales enablement initiatives.

(a) Buyer seller alignment
In initiating the sales enablement project, the company explicitly recognized the need to synchronize its sales

process with the customer's buying journey, a strategic focal point that came to light through interviews.To opera-
tionalize this alignment, the interviewees emphasized the development and dissemination of a comprehensive
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playbook that serves as a comprehensive guide for navigating the complex sales cycle specific to the Diagnostic
Imaging Capital Equipment sector.

The construction of the playbook involved an initial mapping of the consumer purchasing process and the entire sales
process. Subsequently, the company employed a multi-phased methodology to ensure that each phase of the sales
process was carefully designed to align with and address the specific needs of the buyer during that particular stage
of their journey.

This approach accounts for the intricate web of stakeholders involved in purchasing decisions, including clinicians,
procurement specialists, and clinical engineers, ensuring that the seller's actions at each juncture are not only reactive
but also proactively aligned with the buyer's requirements and expectations. The interviewee then declared that the
playbook serves as both a strategic and tactical instrument, facilitating optimal buyer seller alignment throughout the
sales cycle, including post-contract after-sales follow-up.

(b) Internal alignment

An important aspect in the sales enablement implementation process that emerges from this case is the alignment of
salespeople. This includes the alignment between different areas within the company and within the sales team. To
achieve the goal of aligning salespeople with company activities, the interviewee mentioned a "knowledge dissemi-
nation" activity. This activity was systematically organized across two core dimensions: strategy and tactics. The
interviewee stated that strategy alignment ensured organizational coherence by sharing the corporate vision,
long-term goals, and market trends with all employees. Several communication strategies such as quarterly local
meetings and frequent one-to-one interactions have been employed to maintain alignment.

For tactical alignment, both budget and action plans were discussed in detail to clarify expected outcomes and tactical
approaches. With this budget, the company aimed to provide a clear vision of the expected numbers. The action plan
includes graphical representations that map the primary applications, customer types, and channels targeted by the
company.Regarding the internal alignment of salespeople, the company has implemented three key directives: update
on execution, follow-up activities, and team engagement build-up.

In the sphere of execution, daily activities were driven by a constantly updated Action Plan, which served as a practi-
cal guide for team members. To facilitate information sharing, regular meetings and conference calls were conducted,
focusing on a predetermined set of topics to prepare the participants in advance. These discussions have generated
actionable insights and are documented as future references. For Follow-Up activities, a robust feedback mechanism
was established through open discussions and anonymous surveys. These forums allowed the sharing of best practic-
es and constructive criticism. Practical training and coaching were integrated naturally into everyday activities, both
in-person and remotely, to enable ongoing skill development and knowledge transfer among colleagues.

Third, the interviewee highlighted team engagement builds up: the project adopts a multidisciplinary approach,
initially encompassing only Sales and Application Experts but later expanding to involve entire subsidiary units. The
team-building activities implemented by the analyzed company range from role-playing exercises to gamification
techniques using platforms such as Kahoot. These activities are designed not only to facilitate the understanding of
key concepts but also to bolster team cohesion. Another tool highlighted by the interviewee is the special meetings
that are organized to collect anonymous feedback, ideas, and satisfaction levels, further contributing to employee
engagement. Both formal and informal discussion sessions offer an additional avenue for staff to express previously
unarticulated needs and desires.
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(¢) Performance

The third main point made by the interviewees focuses on performance, which encompasses both revenue growth
and the effectiveness of the sales team. The company identified revenue increase as the primary goal of the project.
To measure this, an analysis comparing the actual full-year revenues to the budget was conducted, covering both the
entire Western European region and individual countries.

A variety of KPIs were used to assess the project's effectiveness in a more objective way, a variety of Key Perfor-
mance Indicators (KPIs) were used. These KPIs are particularly important for understanding the conversion rates in
Business Development activities, especially in interactions with external partners. Although the main aim of the
project was to rebuild and expand a professional network, these KPIs were valuable for understanding the additional
financial gains that were achieved. This was true in various situations ranging from ongoing efforts to fully complet-
ed activities. Specific KPIs were introduced to evaluate the success of Special Projects and to provide a broader view
of Business Development activities. These metrics provide a detailed understanding of a project's success and areas
for potential improvement.

(d) Sales-Tech Ecosystem

The final critical dimension was illuminated by the interviewees’ centers on the sales-tech ecosystem. This case
study corroborates the notion that technology serves as a linchpin in facilitating sales enablement and ancillary
processes.

An integrated value chain is formed through the integration of diverse technologiesranging from Sales Alignment
Tools to Content Management Systems (CMS), Customer Relationship Management (CRM), and Enterprise
Resource Planning (ERP) software. This chain not only elevates service quality but also streamlines the entire opera-
tional workflow. The strategic utilization of technology, coupled with data analytics, enables a nuanced understand-
ing of both consumer behavior and overall company performance.

In terms of specific software and IT tools, the company employed a CRM system supplemented by robust back-of-
fice support for demo logistics, pricing strategies, and customization. However, the use of CRM among sales
representatives was inconsistent and not directly correlated with sales performance metrics. For example, the top two
performers were not regular users of the CRM system, whereas the third-highest performer was an avid daily user
who significantly contributed to optimizing the platform, particularly in terms of marketing automation.

Moreover, the interviewee emphasized that tripartite role technology, especially CRM, has played in advancing the
sales enablement agenda. It has synergized with the sales process, fostered information exchange, and catalyzed the
generation of collective knowledge, thereby amplifying the effectiveness of sales enablement strategies.

5. Discussion, limitation and future research

This study aimed to understand the implementation aspect of sales enablement by highlighting the strategies and
main areas of intervention. To do so, we started with the definitions present mainly in practitioner literature, along
with the most recurring concepts, and integrated the study with qualitative empirical research. Previous studies have
attempted to conceptualize sales enablement using the theory of dynamic capabilities (Peterson et al., 2021), while
others have provided a conceptual framework to understand the purpose of sales enablement or its related activities
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(Jordan, 2014; Rangarajan et al., 2020). However, there is still a gap in understanding the objectives and areas of
intervention for effectively implementing a sales enablement project. Although each company has its own history-
and distinctive characteristics, we are convinced that filling this gap can help businesses and academia focus on
the most critical areas for successful sales enablement projects.

From the limited literature on sales enablement, it is evident that the most distinctive elements are technology,
performance, change management, and content (Peterson et al., 2021; Rangarajan et al., 2020). However, in our
two studies, in addition to those already mentioned, three fundamental concepts emerged: alignment, integration,
and processes.

Sales enablement primarily arises from the need to align salespeople on three fundamental levels: with the
customer, with the company, and with each other. To do this, it is necessary to systematize and understand both
sales and purchasing processes. Traditionally, the aim is to map and make the sales process predictable (Moncrief
& Marshall, 2005); however, it is rarely integrated with the customer journey (Peterson et al., 2021). This case
study highlights the importance of prioritizing buyer-seller alignment as a key area of focus during the implemen-
tation of a sales enablement project.

The second prominent theme was integration. Sales enablement is a strategic discipline comprising a series of
processes that connect individuals and technology to enhance customer value and, ultimately, business perfor-
mance. This case study highlights the necessity for companies to establish an integrated system encompassing
people, processes, and technologies to maximize value creation. In this context, sales enablements have emerged
to establish such a system. Sales enablement plays a crucial role in facilitating the creation of an integrated system,
in which people, processes, and technologies work harmoniously to enhance value generation. This necessitates a
comprehensive approach that considers the interplay between various organizational components. The case study
emphasizes the importance of managing these elements in an integrated manner to optimize outcomes and achieve
strategic objectives. This requires the involvement and collaboration of multiple functions and levels, starting
from the overall strategy and top management.

The technological dimension warrants further scrutiny. In both the preliminary literature review and our examina-
tion of extant definitions, the role of technology is highlighted as a crucial and enabling factor in the sales enable-
ment process. However, this significance was not evident in the case study under consideration. While technology
does maintain a noteworthy role; it functions not as an essential enabler, but rather as a mere facilitator of the
overarching process. Insights gained from the interviews underscore the alignment and integration of processes
and human resources that are pivotal for the successful implementation of sales enablement.

The findings of this study are limited to individual case studies but serve as a foundation for multiple avenues of
future research, given the existing gaps in the literature concerning the effective implementation of sales enable-
ment projects. While this study contributes to a nuanced understanding of sales enablement by focusing on key
themes, such as alignment, integration, and processes, further investigation is warranted to generalize these
insights across diverse industries and corporate landscapes.

First, additional empirical research is required to validate and expand on the elements of alignment, integration,
and processes in sales enablement. Comparative studies that examine the effectiveness of sales enablement initia-
tives in various sectors could offer invaluable insights into the adaptability and versatility of the strategies outlined
in this study. Second, the role of technology, particularly emergent technologies such as Artificial Intelligence and
Machine Learning, in the sales enablement process warrants further exploration. Given the rapid advancements in
these areas, future research could investigate how these technologies might further facilitate alignment and
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integration processes, making them more dynamic and adaptive to market conditions. Finally, building on the
conceptual frameworks suggested by Rangarajan et al. (2023), future research endeavors should aim to develop a
comprehensive framework for sales enablement. This would serve not only as an academic reference point, but
also as a practical guide for organizations aiming to implement sales enablement programs effectively.

Through multi-disciplinary, cross-sectoral research, academia and industry alike can further fine-tune and adapt
sales enablement strategies for broader applicability and effectiveness. This would not only enrich the academic
discourse surrounding sales enablement but also offer actionable insights for practitioners in the field.

References

Ahearne, M., Jones, E., Rapp, A., & Mathieu, J. (2008). High Touch Through High Tech: The Impact of Salesper-
son Technology Usage on Sales Performance via Mediating Mechanisms. Management Science, 54(4), 671-685.
https://doi.org/10.1287/mnsc.1070.0783

Ahearne, M., Rapp, A., Mariadoss, B. J., Ganesan, S. (2012). Challenges of CRM Implementation in
Business-to-Business Markets: A Contingency Perspective. Journal of Personal Selling & Sales Management,
32(1), 117-129. https://doi.org/10.2753/PSS0885-3134320110

Albro, S. (2023, October 28). The Who, What, How and Why of Sales Enablement. Gartner. https://ww-
w.gartner.com/en/articles/the-who-what-how-and- why-of-sales-enablement

Alter, S. (2008). Defining information systems as work systems: implications for the IS field. European
Journal of Information Systems 17(5)448-469. 10.1057/ejis.2008.37.

Argote, L., & Miron-Spektor, E. (2011). Organizational Learning: From Experience to Knowledge. Organization
Science, 22(5), 1123-1137. https://doi.org/10.1287/orsc.1100.0621

Armenakis, A. A. and Bedeian, A. G. (1999). Organizational Change: A Review of Theory and Research in the
1990s. Journal of Management, 25(3), 293-315. https://doi.org/10.1177/014920639902500303

Arnett, D. B., & Badrinarayanan, V. (2005). Enhancing customer-needs-driven CRM strategies: Core selling
teams, knowledge management competence, and relationship marketing competence. Journal of Personal Selling
& Sales Management, 25, 329-343. https://doi.org/10.1080/08853134.2005.10749068

Arnould, E. J. and Wallendorf, M. (1994). Market-Oriented Ethnography: Interpretation Building and Marketing
Strategy ~ Formulation.  Journal  of  Marketing  Research,  31(4), 484-504.  https://-
doi.org/10.1177/002224379403100404

Barney, J. (1991). Firm Resources and Sustained Competitive Advantage. Journal of Management, 17(1),
99-120. https://doi.org/10.1177/014920639101700108

Bell, S. J., Mengiic, B., & Widing, R. E. (2010). Salesperson learning, organizational learning, and retail store perfor-
mance. Journal of the Academy of Marketing Science, 38(2), 187—201. https://doi.org/10.1007/s11747-009-0149-x

Bell, S. J., Whitwell, G. J., and Lukas, B. A. (2002). Schools of Thought in Organizational Learning. Journal of
the Academy of Marketing Science, 30(1), 70-86. https://doi.org/10.1177/03079459994335

Bolander, W. and Satornino, C. B., Hughes, D. E., & Ferris, G. R. (2015). Social Networks within Sales Organizations:

19



Their Development and Importance for Salesperson Performance. Journal of Marketing, 79(6), 1-16. https://-
doi.org/10.1509/jm.14.0444

Brainshark. (2023, October 13). Sales Enablement Definitions: 12 Key Terms You Need to Know. Brainshark.
https://www.brainshark.com/ideas-blog/sales- enablement definitions-12-key-terms-you-need-know/

Brainshark. (2022, December 2). Cso-insights sales enablement report 2018. https://www.brainshark.com/sites/-
default/files/cso-insights- sales-enablement-report 2018 0.pdf

Brudner, E. (2016, February 23). 6 Data-driven reasons why cold calling flat out sucks. Retrieved from https://-
blog.hubspot.com/sales/cold-calling-flat-out-sucks

Caglioni, V. (2021, November 12). Sales enablement: La nuova frontiera delle strategie di vendita b2b. Fontime-
dia. https://www.fontimedia.com/marketing- blog/sales enablement-nuove-strategie-di-vendita-b2b

Cascio, R., Mariadoss, B. J., & Mouri, N. (2010). The impact of management commitment alignment on salesper-
sons’ adoption of sales force automation technologies: an empirical investigation. Industrial Marketing Manage-

ment, 39(7), 1088—1096. https://doi.org/10.1016/j.indmarman.2009.12.010

Cassarin, D. (2022, October 8). Cos’¢ il Sales Enablement. Significato, guida e strategie per la nuova era dei
commerciali 2.0. ADV Media Lab. https://blog.advmedialab.com/sales enablement-significato-guida-strategia

Cloudnova. (2022, December 22). What is Sales Enablement. Cloudnova. https://www.cloudnova.it/en/re-
sources/what-is-sales-enablement

Clulow, V., Barry, C., and Gerstman, J. (2007). The resource-based view and value: The customer-based view of
the firm. Journal of European Industrial Training, 31(1), 19-35. https://doi.org/10.1108/03090590710721718

Collins., K. (2019) “NeGOtiate & WIN”, International Journal of Sales Transformation, Available from:
https://www.journalofsalestransformation.com/negotiatewin/

Cravens, D. W. (1998). Examining the impact of market-based strategy paradigms on marketing strategy. Journal
of Strategic Marketing, 6(3), 197-208. https://doi.org/10.1080/096525498346621

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User Acceptance of Computer Technology: A Comparison
of Two Theoretical Models. Management Science, 35(8), 982—1003. https://doi.org/10.1287/mnsc.35.8.982

Durante, G. (2015). SALES ENABLEMENT PROGRAM AT MASTERCARD [NOVA — School of Business and
Economics]. http://hdl.handle.net/10362/15605

Liu, F., Li, L., & Chou, W. (2009, November). Communications enablement of software-as-a-service (SaaS)
applications. In GLOBECOM 2009-2009 IEEE Global Telecommunications Conference (pp. 1-8). IEEE.

Gartner. (2020). Future of sales 2025: Why digital selling is the future of sales.Retrieved from https://ww-
w.gartner.com/en/insights/sales

Granot, E., Brashear, T. G., & Cesar Motta, P. (2012). A structural guide to in-depth interviewing in business and

20



industrial marketing research. Journal of Business & Industrial Marketing, 27(7), 547-553.

Helfat, C. E., & Raubitschek, R. S. (2000). Product sequencing: Co-evolution of knowledge, capabilities and
products. Strategic Management Journal, 21(10-11), 961-979. https://-
doi.org/10.1002/1097-0266(200010/11)21:10/11%3C961::AID SMJ132%3E3.0.CO;2-E

Homburg, C., Wieseke, J., & Kuehnl, C. (2010). Social influence on salespeople’s adoption of sales technology:
A multilevel analysis. Journal of the Academy of Marketing Science,  38(2), 159-168. https:/-
doi.org/10.1007/s11747-009-0157-x

Hong-kit Yim, F., Anderson, R.E., & Swaminathan, S. (2004). Customer Relationship Management: Its Dimen-
sions and Effect on Customer Outcomes. Journal of Personal Selling & Sales Management, 24, 263 - 278.
https://doi.org/10.1080/08853134.2004.10749037

Hul., LaiJ., Mojsilovic A., Sindhwani V., Singles K. (2012). Ranking expert responses and finding experts based
on rank. (U.S. Patent No. US 8,266,098 B2). United States Patent. https://patentimages.storage.goog-
leapis.com/dd/29/ea/eec8a577b33461/US8266098.pdf

Huber, G. P. (1991). Organizational Learning: The Contributing Processes and the Literatures. Organization
Science, 2(1), 88-115. https://doi.org/10.1287/orsc.2.1.88

Hughes, D. E., Le Bon, J., & Malshe, A. (2012). The Marketing—Sales Interface at the Interface: Creating
Market-Based Capabilities through Organizational Synergy. Journal of Personal Selling & Sales Management,
32(1), 57-72. https://doi.org/10.2753/PSS0885-3134320106

Hurley, R. F. (1998). Managing Change: An Ethnographic Approach to Developing Research Propositions and
Understanding Change in Sales Organizations. The Journal of Personal Selling and Sales Management, 18(3),
57-71. http://www.jstor.org/stable/20832563

Hurley, R. F., & Hult, G. T. M. (1998). Innovation, Market Orientation, and Organizational Learning: An Integra-

tion and  Empirical  Examination.  Journal of  Marketing,  62(3), 42— 54.  https://-
doi.org/10.1177/002224299806200303

Jepson, K. (2017, December 28). The hubspot Academy Sales Enablement Certification. Hubspot. https://-
blog.hubspot.com/customers/coming-soon-sales-enablement certification

Jones, E., Sundaram, S., & Chin, W.W. (2002). Factors Leading to Sales Force Automation Use: A Longitudinal
Analysis. Journal of Personal Selling & Sales Management, 22, 145 - 156. https:/-
doi.org/10.1080/08853134.2002.10754303

Jordan, J. (2016, October 16). What is Sales Enablement, Anyway. Salesforce. https://www.salesforce.com/-
blog/2014/08/infographic-what-is-salesenablement anyway-gp.html

Jordan, J. (2014), “INFOGRAPHIC: What is Sales Enablement, Anyway?” https://www.sales-
force.com/blog/2014/08/infographic-what-is-sales-enablement-anyway-gp.html,  retrieved January 9, 2020.

Keeling, D.I., Cox, D., de Ruyter, K. (2020) Deliberate learning as a strategic mechanism in enabling channel

21



partner sales performance, Industrial Marketing Management, 90, 113-123,
https://doi.org/10.1016/j.indmarman.2020.07.005.

Kennedy, K. N., Goolsby, J. R., & Arnould, E. J. (2003). Implementing a Customer Orientation: Extension of
Theory and Application. Journal of Marketing, 67(4), 67-81. https://doi.org/10.1509/jmkg.67.4.67.18682

Kraus, M. (2011, June 25). Marketing news. American Marketing Association. https://www.ama.org/market-
ing-news-home/

Kuhn, M. H. (1951). Field Theory of Social Science: Selected Theoretical Papers. (Edited by Dorwin Cartwright.)
Pp. Xx, 346. New York: Harper & Brothers, 1951. $5.00. The ANNALS of the American Academy of Political and
Social Science, 276(1), 146-147. https://doi.org/10.1177/000271625127600135

Kurikka, R. (2015). Mobile drive sales enablement. Case: Showpad. [Tampereen ammattikorkeakoulu].
https://core.ac.uk/download/pdf/38133068.pdf

Landry, T., Arnold, T.J., & Arndt, A.D. (2005). A Compendium of Sales-Related Literature in Customer Relation-
ship Management: Processes and Technologies with Managerial Implications. Journal of Personal Selling & Sales
Management, 25, 231 - 251. https://doi.org/10.1080/08853134.2005.10749061

Le Meunier-FitzHugh, K., & Piercy, N. F. (2007). Does collaboration between sales and marketing affect business
performance?. Journal of Personal Selling & Sales Management, 27(3), 207-220. https://-
doi.org/10.2753/PSS0885-3134270301

Lewin, K. (1951) Field Theory in Social Science: Selected Theoretical Papers (ed. Cartwright, D.). Harper & Row,
New York.

Levitt, B., & March, J. G. (1988). Organizational Learning. Annual Review of Sociology, 14(1), 319-338. https://-
doi.org/10.1146/annurev.s0.14.080188.001535

Mahoney, J. T., & Pandian, J. R. (1992). The resource-based view within the conversation of strategic manage-
ment. Strategic Management Journal, 13(5), 363-380. https://doi.org/10.1002/smj.4250130505

Maklan, S., & Knox, S. (2009). Dynamic capabilities: The missing link in CRM investments. European Journal
of Marketing, 43(11/12), 1392-1410. https://doi.org/10.1108/03090560910989957

Malshe, A., & Al-Khatib, J. A. (2017). A Repertoire of Marketers’ Trust-Building Strategies Within The
Sales-Marketing Interface. Journal of Personal Selling & Sales Management, 37(3), 213-227. https://-
doi.org/10.1080/08853134.2017.1345316

Merriam, S. B., & Tisdell, E. J. (2015). Qualitative research: A guide to design and implementation. John Wiley
& Sons.

Moncrief, W. & Marshall, G. (2005). The evolution of the Seven Steps of Selling. Industrial Marketing Manage-
ment. 34. 13-22. 10.1016/j.indmarman.2004.06.001.

Morgan, N. A. (2012). Marketing and business performance. Journal of the Academy of Marketing Science, 40(1),
102-119. https://doi.org/10.1007/s11747-011-0279-9

22



Ninivaggi, J. (2013, October 16). What is Sales Enablement? Sirius Decisions. https://www.siriusdecisions.com/-
Blog/2013/Jul/What-Is-Sales- Enablement.aspx

Peterson, R. M., & Dover, H. (2021). Sales Enablement: Definition, Domain, and Future Considerations. Journal
of Selling, 20(1), 46-59.

Peterson, R. M., Malshe, A., Friend, S. B., & Dover, H. (2021). Sales enablement: Conceptualizing and develop-
ing a dynamic capability. Journal of the Academy of Marketing Science, 49(3), 542-565. https://-
doi.org/10.1007/s11747-020-00754-y

Plouffe, C. R., Bolander, W., Cote, J. A., & Hochstein, B. (2016). Does the Customer Matter Most? Exploring
Strategic Frontline Employees’ Influence of Customers, the Internal Business Team, and External Business
Partners. Journal of Marketing, 80(1), 106—-123. https://doi.org/10.1509/jm.14.0192

Raman, P., Wittmann, C. M., & Rauseo, N. A. (2006). Leveraging CRM for Sales: The Role of Organizational
Capabilities in Successful CRM Implementation. Journal of Personal Selling & Sales Management, 26(1),
39-53. https://doi.org/10.2753/PSS0885- 3134260104

Rangarajan, D., Dugan, R., Rouziou, M., & Kunkle, M. (2020). People, Process, and Performance: Setting an
agenda for sales enablement research. Journal of Personal Selling & Sales Management, 40(3), 213-220.
https://doi.org/10.1080/08853134.2020.1761822

Real, J. C., Leal, A., & Roldan, J. L. (2006). Information technology as a determinant of organizational learning
and technological distinctive competencies. Industrial Marketing Management, 35(4), 505-521. https://-
doi.org/10.1016/j.indmarman.2005.05.004

Richards, G. (2020, July 6). What is Sales Enablement? Accent Technology. https://accent technolo-
gies.com/2020/03/16/what-is-sales- enablement

Saini, A., Grewal, R., & Johnson, J. L. (2010). Putting market-facing technology to work: Organizational drivers
of CRM performance. Marketing Letters, 21(4), 365-383. https://doi.org/10.1007/s11002-009-9096-z

Schillewaert, N., Ahearne, M. J., Frambach, R. T., & Moenaert, R. K. (2005). The adoption of information
technology in the sales force. Industrial Marketing Management, 34(4), 323— 336. https://doi.org/10.1016/j.ind-
marman.2004.09.013

Siggelkow, N. Persuasion with Case Studies (2007) The Academy of Management Journal, 50(1) 20-24.

Sinkula, J. M. (1994). Market Information Processing and Organizational Learning. Journal of Marketing, 58(1),
35-45. https://doi.org/10.1177/002224299405800103

Speier, C., & Venkatesh, V. (2002). The Hidden Minefields in the Adoption of Sales Force Automation Technolo-
gies. Journal of Marketing, 66(3), 98—111. https://doi.org/10.1509/jmkg.66.3.98.18510

Tanner, J. F., Ahearne, M., Leigh, T. W., Mason, C., Moncrief, W. (2005) CRM in Sales Intensive Organizations: A Review and
Future Directions, Journal of Personal Selling & Sales Management, 25:2, 169-180, DOL: 10.1080/08853134.2005.10749057

23



Teece, D. J., Pisano, G., & Shuen, A. (1997). Dynamic Capabilities and Strategic Management. Strategic
Management Journal, 18(7), 509-533. http://www.jstor.org/stable/3088148

Toman, N., Adamson, B., & Gomez, C. (2017, March). The new sales imperative. Harvard Business Review.
https://hbr.org/2017/03/the-new-sales-imperative

Tsai, J. Y., Raghu, T. S., & Shao, B. B. M. (2013). Information systems and technology sourcing strategies of
e-Retailers for value chain enablement. Journal of Operations Management, 31(6), 345-362. https://-
doi.org/10.1016/j.jom.2013.07.009

Weick, K. E., & Quinn, R. E. (1999). ORGANIZATIONAL CHANGE AND DEVELOPMENT. Annual Review of
Psychology, 50(1), 361-386. https://doi.org/10.1146/annurev.psych.50.1.361

Weick, K. (2004). How projects lose meaning. In R.E. Stablein and P.J. Frost (eds), Renewing Research
Practice. Stanford, CA: Stanford University Press, pp. 183-208.

Winter, S. G. (2000). The Satisficing Principle in Capability Learning. Strategic Management Journal, 21(10/11),
981-996. http://www.jstor.org/stable/3094423

Ye, J., Marinova, D., & Singh, J. (2007). Strategic Change Implementation and Performance Loss in the Front
Lines. Journal of Marketing, 71(4), 156—171. https://doi.org/10.1509/jmkg.71.4.156

Yin, R. K. (2009). Case study research: Design and Methods (Vol. 5). Sage.

24



