Sales Enablement Materials:
Types, Patterns, and Examples

Training promise: map the material
landscape, spot repeatable patterns,
apply examples

< Enablement materials = content, tools,
and training that help sellers communicate

value

They differ from marketing collateral
in audience, job-to-be-done, and deal
context

@; Materials alone don't move deals:
( ) discovery, coaching, and reinforcement
change behavior

Deck roadmap: types, patterns, examples,
training, governance, measurement,

audit, 30-day plan



What Counts as Sales Enablement Material

' Enablement = ongoing system:

content, training, coaching, tools, @ = P =
process, reinforcement . dAn a

e Training is one project inside Seller-facing Buyer-facing Training assets
enablement, not the whole (PR R S Ol  (case studies, ROl tools)

definition

® Three buckets: seller-facing
(battle cards, talk tracks),

buyer-facing (case studies, ™
ROI tools), training assets E ‘ °
Enablement vs. ops vs. training: - =

ops runs systems; training builds
a skill; enablement makes it stick

 Without reinforcement, sellers
hunt for or rebuild content —
and it rarely reaches buyers



Mapping Materials by Buyer Stage
and Seller Moment

Right content. Right moment. Stronger conversations.

Seller Moment

Buyer Stage

prospecting discovery demo proposal negotiation renewal

awareness personas Jessaging
frameworks
consideration battle cards objection FAQs talk tracks case studies
decision ROI calculators mReaTLen ricing guides
plans e ek
post-sale
expansion
Five buyer stages: awareness, consideration, decision, post-sale, expansion — each needs different formats
Six seller moments: prospecting, discovery, demo, proposal, negotiation, renewal o
Early: personas, messaging frameworks. Mid-funnel: battle cards, objection FAQs, talk tracks, case studies A . . _’

Late: ROI calculators, mutual action plans, pricing guides

Never ship seller-facing battle cards to buyers, map stage x moment to expose gaps



Content Patterns That Make Materials Usable

Problem-first framing: mirror
the buyer's words before any
product detail

Modular blocks — headline,
proof point, customer quote,
next step — recombined by
persona and deal stage

'So what" hierarchy: every
feature translated into an
outcome the buyer can repeat

Evidence layer: each metric
carries a date, source, and
approval status

One clear next step per asset,
matched to the stage

Anti-patterns: brochure dumps,

feature inventories, undated
proof, no named owner

Modular content blocks

&8

Headline

al €6

Customer

Proof point quote

Recombined for different needs

€€ —
©,

One-pager

| €€
R

Sales deck slide

Next step

lll
[{ J—

@

Email asset



Anatomy of a Battle Card
¢ TR,
One card per named competitor;

; [a Snapshot
one screen; scannable in ten seconds

@ Why We Win
Standard sections: snapshot,
why w'e win, where they’re strong, 1 Whitehed restions
landmines aflll

Landmines

Add objection responses,
pricing/packaging, quick dismiss,

Objection Responses
when to walk away

.0’ Pricing/Packaging

Write in talk-track language a top

Quick Dismiss
rep would say out loud

o
e When to Walk Away

Every card needs an owner,

last-verified date, sources, ot
a Ei o
and approval status el Lastiverified Sonm s Approval

date status




Talk Tracks and Objection-Handling Guides

Talk track structure: opening, discovery prompts, value narrative, proof, close — sayable aloud
Objection card: buyer's exact words, one-sentence answer, one dated proof, comeback reply

Use acknowledge—clarify—respond with evidence—confirm; avoid defensive or disparaging phrasing
One card per recurring objection, written in real rep language from actual calls

Quality checks: currency date, named owner, verifiable source, role-play test before publishing
Template fields: headline, answer, proof, their comeback, owner and checked date

Respond

Acknowledge Clarify wittheit e Confirm
Objection Card Template
& = === |

Headline Answer Proof Their comeback Owner Checked date



Case Studies and Customer Proof That Sell

Structure: outcome-led headline,
challenge, solution, before/after
metrics box, quote, relevance note,
one CTA

Answer three buyer questions fast:
relevant to me, solved my problem,
what results can | expect

Metrics box sells: e.g., proposal
build time 14 hours to 3 hours

Use real, specific numbers, never
round; get written approval before
publishing

Case studies rank top for building
confidence and championing
internal justification

Match references fairly by size,
industry, and use case

Weak case studies document;
strong ones sell

Real Customers.
Real Results.

Challenge Before / After

Solution
(1
%
&8 9

Relevance

See the Full Case Study —

REAL STORIES. STRONGER CONVERSATIONS.



ROI Calculators and Business Cases

Inputs

Baseline Editable 3-5 Future
cost assumptions value drivers state

Seven-part calculator: inputs, baseline cost, editable
assumptions, 3-5 value drivers, future state, ROl %,
payback, NPV, shareable output

Keep inputs under eight; show the buyer's own
baseline cost first so the number lands

One-page case: problem in buyer's words, cost of inaction,
solution, checkable ROI, dated ask

CFOs anchor on payback, procurement on TCO,
executives on NPV — show all three as low/expected/high

Give the champion an artefact they can forward;
often wins the deal in their review meeting

%

ROI %,
payback,
NPV

<

Shareable
output




Playbooks, Onboarding Paths, and Certification

Q

discovery

Playbook: when to
use the play, steps,
talk tracks, attached
materials, success
signals

%

Onboarding built

on five deal
milestones: discovery,
demo, multi-threading,
negotiation, close

ONBOARDING PATH

Ne

Certification tests
observable behavior
with rubric and
explicit passing
threshold — not
quizzes

Q

Reinforcement:
weekly manager 1:1s,
practice loops,

call reviews,
re-certification

after change

J-
v-

Managers get a
parallel week-by-week
checklist so
reinforcement
actually happens



Example Kit 1: New Product Launch

Why-Now One-Pager Demo Battle Card FAQ Objection Email
Brief Script Guide Templates
; Owner & Owner ; Owner & Owner & Owner & Owner & Owner

Full kit: why-now brief, one-pager, demo script,

battle card, FAQ, objection guide, email templates The weak version

Tier by launch size: minor update gets three items, Prodiict
major launch gets full kit plus certification Brief

Patterns: problem-first framing, modular proof,
dated evidence, one named owner per asset

State competitive implications: which battle cards
change on launch day

a 40-page product brief

Contrast the weak version: a 40-page product brief _
with no talk track or owner

with no talk track or owner



Example Kits 2 and 3: Competitive Displacement and
Expansion/Renewal

@ Competitive Displacement Kit Y Expansion/Renewal Kit

E ; w . A > L, , il 55 ol = 4 ﬁ. A

A S
Comparison Win/Loss Landmines Talk TCO > inc:nr?;ent Usage > Value Expansion Renewal Risk
Themes Tracks Model Hofa aiices Insights Review Business Talk Track Indicators
Case for CS
Displacement kit: comparison, win/loss themes, @ Expansion and renewal kit: usage insights, value
landmines, talk tracks, TCO model, same-incumbent review, expansion business case, renewal talk track,
references risk indicators for CS

Data layer first: incumbent, renewal window,
dissatisfaction signals — run plays on in-window
accounts only

©® Cards come in types — renewal, upsell, pricing —
refreshed quarterly or monthly

» For each kit define the pattern applied, owner,

® Displacement assets in phase order: target list (days 1-30), maintenance cadence, and success metric
messaging and TCO (31-60), plays and instrumentation
(61-90)

o For each kit define the pattern applied, owner, maintenance cadence, and success metric



Finding, Governing, and Retiring Materials

0 Tag by segment, persona, stage,
module, and last-updated date

Embed assets in CRM, email,
0-06 and chat where reps work

o Every asset needs an owner,
& cadence, expiry date, and
\' retirement path

Median asset stops being shared
after 120 days; 18% are past review

Q Set first review at 90 days or less;
merge duplicates first

- 4% of buyer shares used a
-ﬁ'_g_”‘ 3
&0 superseded version

y | Keep approval fast for competitive,
| pricing, and launch content



Measuring Adoption and Deal Impact

Adoption Levels

A~ |

Leading indicators Lagging indicators
weekly monthly or quarterly

Four metric categories: usage, buyer
A I I engagement, pipeline influence, revenue
outcomes

Deal coverage

e Readiness
@ Reach

Require a denominator of eligible deals
or reps—views are vanity

Tie each metric to a decision rule
with a named owner




Workshop: Audit Your Material Set

and Build a 30-Day Plan

Inventory one material set by Material Map
1 A
buyer stage and seller moment
2 Score each asset 1-5: modularity,
dated proof, currency, owner, next step @ P
3 Flag top three coverage gaps and
top three stale or unopened assets
4 Assign owner, review cadence, and
success metric to each revised asset
5 Commit in 30 days: one audit,

one fixed gap, one adoption measure




PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A

personwise.ai/t/ac5e0175/public


https://personwise.ai/t/ac5e0175/public?entry_surface=public_courseware_pdf

