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If you support a sales team, you’ve got a lot on  
your plate. Sellers are facing one of the most  

difficult buying landscapes in recent memory—and 
they need your help.

Sales enablement has never been more important than it is 
today. Today’s competitive economy—and the new require-
ments of virtual selling—have increased demands on mar-
keters and enablement leaders in every industry. More than 
ever, you have to be flexible, responsive, and closely aligned 
with your sales teams.

Your first priority is to deliver the best content that will move 
deals through the pipeline. But, too often, this content never 
sees the light of day. Research shows that reps spend 10+ 
hours a week searching for customer-ready material when 
content is scattered or lost in silos.

Organize,  
Manage, and  
Activate  
Content to  
Accelerate 
Sales
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 Two-thirds of 
marketing content 
goes unused.  
(Sirius Decisions)

  55% of marketers 
don’t know which  
assets sales uses 
most. (Kapost)

One-third of  
marketing and sales 
teams don’t talk  
regularly. (Kapost)

If you’re like most marketing and enablement teams, 
you’ve got a comprehensive repository of solution 
briefs, case studies, videos, blog posts, product 
guides, and more to support sellers and help them 
be productive.

That said, it can be challenging to keep your sales 
content strategy firing on all cylinders. Ideally, 
you’re working on a continuous process of creating, 
curating, and sharing new materials with reps to 
allow them to reach customers and sell more  
effectively.

   But do you also work with sellers to learn which 
types of content are working best to nurture leads 
and close deals?

    Are you keeping your ears open to industry trends 
and one eye on the company roadmap to antici-
pate content needs and fill in any gaps? 

 
When you empower your sales team with the right 
content, they simply have the ability to sell more con-
fidently, effectively, and efficiently. Research shows 
that 60-70% of it is never used (SiriusDecisions).



4  |  The Complete Guide to Sales Content Management

Why Is Most Sales Content Never Used?
 
•  Sellers don’t really like the content and think it’s not relevant, 

too long, too short, etc.

•  Sellers don’t know there is new content and keep using old, 
familiar pieces

•  Sellers can’t find new content when they need it

•  Sellers don’t know how to use the content or understand its 
value in the sales process

If you’ve been trapped in a legacy approach to content, there is a 
better way. Find out the steps you can take to make sure you’re  
creating great content—that your sales team will love.

YOUR GOAL  
Provide your salespeople 
with content that is  
relevant, easy to find,  
and personalized in the  
moment of need. 
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Most sales enablement teams create much  
more content than sellers use, yet sellers feel like 

they don’t always have the right content for their 
selling situation.

Here are the fundamentals of organizing and distributing 
the resources, materials, and content your sellers use every 
day—so they’re always equipped to solve every customer’s 
challenges.

The  
Fundamentals  
of Sales  
Content 
Management
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YOUR GOALS  
•  Make it easy for sellers to  

find what they need

•  Understand each step the 
buyers take

•  Gain insight into outcomes 
with well-organized content

1 » Organize Sales Content  
for Ease of Access

Centralize: Centralizing all of your assets is valuable 
in and of itself—that’s why ‘single source of truth’ is 
an industry term. And when this repository is orga-

nized with a clear taxonomy, you reap the benefits of efficiency, 
scalability, and visibility that strategic content management 
brings to your business. Storing content with a logical structure 
makes it easier for you to maintain, update, and remove pieces 
and ensures sellers have an easier time finding what they need 
at just the right time.

Align: Content must be aligned with your go-to-
market and sales funnel and contextualized with 
best practices, marketing explainers, and field 

examples from recorded call footage. You should understand 
how your buyers flow from being prospects to happy cus-
tomers. That means looking at each step they face in the sales 
process. The more you understand the reasons they stall, the 
more you learn what content should be built to support the 
customer journey.

Measure: Well-organized content allows you to gain 
insight into its use and outcomes with analytics, 
and makes your decisions easier with additional 

value generated by Artificial Intelligence (AI). You shouldn’t 
have to guess or conduct subjective polls of the sales team. 
You’ll be able to see which content is shared most frequently, 
with whom, and in what context. That detailed data will let 
you quickly spot gaps in your sales content and help you 
make better decisions about your overall content program.
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2 » Distribute Sales Content  
to Boost Adoption

Publish: Your salespeople don’t have a lot of time 
and you don’t want them to spend hours looking 
for content when they could be selling. Sales 

enablement and marketing need to make access to content as 
intuitive and helpful as possible, so salespeople can quickly 
get the information they need.

If you can give sellers an easy way to search and browse—by 
use case, asset type, vertical, or product—you’re much more 
likely to get consistent adoption of sales content. Don’t 
overlook the tech: Sellers live on their phones and laptops. 
Make sure they can find relevant content whether they’re in a 
browser, email, CRM, or on their mobile device.

Recommend: Salespeople look for content to  
solve specific use cases. They’re trying to advance a 
deal and solve a prospect’s particular need. Why 

not give them prescriptive recommendations for the “best 
bet” asset?

Using AI that mines deal outcomes can help you understand 
which content works best for different scenarios. And when 
you can recommend content in the apps they use everyday—
CRM, collaboration tools, and social selling sites—you take the 
guesswork out of figuring out the right content for every stage 
of the deal.

 YOUR GOALS  
•   Make it easy to search and 

browse relevant content

•  Give sellers “best bet” 
recommendations for assets
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When sales enablement and marketing teams decide  
to create new content, you shouldn’t be doing it in  

isolation. Simply dreaming up which content to produce 
serves little purpose. So, how do you discover what your 

sellers actually need? 

Here are key ways you can create the most relevant assets 
and turn your sales content into an engine that will turbo- 
charge growth for years to come.

Supercharge  
Your Content 
and Accelerate 
Sales
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Content Creation »  
Steps for Better Content 

Crowdsource Ideas: Creating great content takes 
time, but the workload can be made a little lighter 
when you tap into other content creators and 

thought leaders in your organization. Work with your in-house 
SMEs to identify presentations, product videos, FAQs, competi-
tive insights, live call recordings, or any other assets you think 
might benefit the team. You can curate, repurpose, and share 
this content to ensure every seller knows exactly how to make 
the most of it.

Harvest In-Field Intel: Enablement teams must 
produce content for both formal training and rein-
forcement as well as just-in-time learning at the 

moment of need. One of the best ways to make sure sales will 
use new content is to incorporate their ideas. Tap into the 
knowledge of your sales team for assets such as role-playing 
videos that show “what good looks like,” competitive intel from 
the field, and best practices from your top performers. Collabo-
rate asynchronously to gather content ideas and buyer intel 
from reps in different time zones using video messaging that 
allows for in-line commenting and recorded video responses.

YOUR GOALS   
•  Tap into people in your  

organization for content

•  Incorporate sellers’ ideas  
into your content
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Collaborate with Sellers: Be transparent about your 
goal of improving and fostering communication 
between the marketing team and reps, managers, 

subject matter experts. You want to encourage peers, experts, 
and coaches to share strategies and best practices with 
marketing so you can create content that drives deals and 
improves results.

Update with Video: In fast-changing markets,  
things can change quickly after content and  
messaging are deployed. Use easy-to-capture video 

to update the field with agile content from SMEs and other 
stakeholders. SMEs can quickly provide updates that reps can 
access using intuitive mobile apps or their computers. Reps 
can interact with SMEs and each other to answer questions 
and share ideas.

Incorporate Feedback: Salespeople are the first to 
know when new content or messaging doesn’t 
resonate. Get up-to-date sales feedback about the 

effectiveness of messaging and sales collateral, competitive 
updates, and new objections. Reps can capture their insights 
and feedback directly from their smartphones, letting you 
know what happens in specific deals, sharing win/loss anal-
ysis, and offering suggestions to help you improve your 
messaging.

Uncover Business Impact: Gather and mine  
analytics from coaching, collateral usage, and call 
performance to tie actions with outcomes. Gain 

insight into which sales content pieces are moving the needle, 
as well as which sales conversation topics, learning content, 
and exercises are correlated with success. When you know 
what content is working—and what’s not—you can make sales 
collateral even more effective and stop wasting time on 
activities that don’t get results.

YOUR GOALS   
•  Encourage people to share 

strategies

•  Use video for quick updates

•  Get the most up-to-date  
feedback from sales

•  Gain insight from analytics as 
to which content is working
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Content Activation »  
Steps for Better Engagement

Activate Content: It’s not enough to simply make 
new assets available—sellers must know how to 
use these resources. You can activate sales collat-

eral by pairing it with messaging, talk tracks, and win stories 
in an engaging video format to highlight the best use of the 
content, and recommend deal-specific content based on sales 
stage, competitors, and other factors. Give sellers information 
in the format they prefer with a mix of asynchronous video 
and personalized content experiences. 

Deploy Digital Sales Rooms: Today, many buyers 
prefer virtual meetings to in-person ones and want 
control over the sales process. Empower your 

sellers to deliver a modern buying experience that keeps 
them in the driver’s seat while maintaining the human-to-
human connection with buyers. Give sellers a space to guide 
buyers through curated content experiences based on mar-
keting’s recommendations featuring a blend of live web calls, 
asynchronous video, and customized assets.

YOUR GOALS  
•  Give sellers information in a 

format they prefer with a mix 
of video and personalized 
content

•  Empower your sellers with a 
virtual sales space
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Prescribe Smart Playbooks: Sellers don’t know 
what they don’t know, and the marketing team is 
best positioned to recommend the strongest assets 

for any situation. But how do you scale this? Enable reps with 
prescriptive content recommendations, hard-won tactics and 
best practice video examples for any deal scenario to guide 
reps to success.

Drive Engagement with Video: In the virtual  
environment, cutting through the noise and differ-
entiating from the competition is harder than ever. 

Using video is a more engaging way to share sales and mar-
keting content with buyers. Whether it’s customer testimo-
nials or follow-up sales messages, make it easy for reps to 
access and share external-use video content with customers 
and prospects to increase engagement and effectiveness.

Measure Effectiveness: It’s not enough to go with 
your gut when it comes to content strategy. One 
way to determine effectiveness is by measuring 

content engagement. By understanding which content is 
accessed—or not—you have a better understanding of what 
works best–with sellers and with buyers—and how to improve 
the results of future efforts. Validate effectiveness of content, 
topics, and messages to understand the revenue impact of 
content with analytics and dashboards that pull data right 
from the point of sale.

Scale with AI: Use AI-powered insight to scale and 
support distributed teams efficiently. AI helps you 
automatically serve up curated, personalized 

content to reps for a wide variety of selling scenarios. But 
remember, even the best technology is ultimately powered by 
the people that use it. An ideal solution blends the benefits of 
artificial intelligence with the human element, allowing you to 
work more efficiently without sacrificing quality.

YOUR GOALS  
•  Recommend the strongest 

assets for any situation

•  Make it easy for reps to 
access video content

•  Measure content engagment

•  Use AI insight to serve up 
curated content
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Mastering  
Sales Content  
Management 
Technology

Mastering sales content management means  
investing in the tools you need. You could cobble  

together multiple platforms with a range of capabilities, 
but the most efficient approach is having learning, content,  

collaboration, and insight all in one place.

When you implement a robust sales enablement platform, 
you save time and resources and gain the ability to scale 
across your organization.
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How do teams with limited resources leap 
these hurdles, keep pace with change, 
align with sales, and ensure that sellers are 
always using the right resources properly?

The answer is Allego’s all-in-one solution. 
Allego was built to help salespeople deliver 
the right messaging with content in context 
at the right time. With Allego’s easy-to-
manage content platform, intuitive access 
from virtually any device, and collaborative 
learning and feedback capabilities, equip-
ping the field and getting critical feedback 
from them has never been easier.

If you work in a regulated industry, Allego 
helps you stay in control when delivering 
content for new product launches, regula-
tory updates, and other changes. And best 
of all, with Allego, marketing and sales are 
always on the same page. 

Marketing and  
enablement teams  
face three  
big challenges:

 Being proactive  
in a rapidly 
changing business 
environment

one

 Making sure sales 
and marketing 
are aligned and 
working toward 
the same goals

two

 Enabling easy 
access to relevant 
content at each 
rep’s moment  
of need

three
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Modern Sales 
Enablement  
with Allego’s  
All-In-One-
Solution

Allego is built for dynamic learning, content,  
and collaboration anytime, anywhere. You can 

empower your organization with mobile, interactive 
technology built for the way today’s virtual teams 
work—all through a single platform. 



Allego drives success with these key capabilities:

•  Content Management: Create, manage, and optimize sales  
content with context for greater effectiveness through  
Marketing and Sales collaboration.

•  Onboarding and Training: Bolster engagement, behavior 
change, and retention with virtual programs that shorten 
ramp time and produce measurable business value.

 •  Coaching and Collaboration: Target skill gaps with con-
versation intelligence and point-in-time feedback. Drive 
team productivity by connecting sellers, managers, internal 
experts, and peers with the knowledge needed to win.

 •  Launches and Rollouts: Accelerate proficiency, drive the  
use of strategic content, and ensure reps articulate key 
messaging for every prospect need.

•  Virtual Selling: Engage buyers virtually at every stage of the 
sales process with interactive, personalized experiences  
and content.

Equip your sales force  
with effective content

 

Manage and recommend 
the right content at  
the right time to reduce  
search time

Drive adoption of content  
by activating it with context  
and examples of best uses

 Bolster sales and  
marketing alignment by 
establishing a two-way 
communication channel

Understand which  
content and behaviors 
drive success using  
360-degree analytics

Allego’s Sales Content 
Management Empowers 
Organizations



About Allego
Allego represents the next era of sales enablement. Our all-in-one, rep-centric platform ensures that sellers have  
the skills, knowledge, and content they need to optimize team success in a virtual world. In place of traditional training 
and content enablement tactics—which are rapidly outdated and often ineffective—Allego empowers reps with the 
activated content they need to close deals faster, and the personalized coaching and learning they require for  
continuous improvement. And it all happens in the flow of their daily work. 

Whether it’s providing feedback to one another through asynchronous video, or enhancing their skills through  
AI-powered coaching and peer-to-peer collaboration, nearly 500,000 professionals use Allego to revolutionize the  
way they onboard, train, collaborate, and sell. 

www.allego.com  |  781.400.5671  |  salesinquiry@allego.com

Learn About Us
Find out more about Allego  
and the movement we’re building  
at allego.com. 

Request a Demo 
To learn how Allego can help take your  
sales content management efforts into a 
new era of success, request a demo today.

© 2021 Allego


