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  How to Measure and Maximize 
Revenue, Engagement, and Results

It’s an exciting—and challenging—time to be in sales learning and 
enablement. The pandemic upended plans and programs that were 
in full gear, and brought many initiatives to a screeching halt. Many 
of us are working in a hybrid remote / in-person situation—and will 
be for the foreseeable future. These critical functions must evolve to 
meet the changing needs of sellers AND buyers.

To keep pace, a growing number of organizations are investing in 
sales enablement teams, tools, and technology. However, many 
businesses do not know how to measure the return on investment 
(ROI) of their new initiatives.

ROI  
Return on 
investment (ROI) 
measures the 
efficiency or 
profitability of an 
investment.

1
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Allego has experience helping hundreds of sales organizations 
deliver results and ROI. This guide will help you measure and 
maximize the impact of your sales learning and enablement 
investment so you can prove the value of these essential programs.

Understanding the Value of Virtual Sales Learning  
and Enablement

Research shows that only 20% of B2B buyers want to return to an 
in-person sales process. Most sales organizations are adjusting their 
plans for this new normal. But remote selling can be challenging, 
even for the most experienced sales reps. This means you must 
rethink how reps are onboarded, trained, and coached—and how 
they engage with buyers.

An evolved sales enablement program helps reps overcome these 
challenges and ensures they always have the content and training 
they need to deliver engaging, personalized selling experiences.  
This is especially crucial when sellers cannot be in the same room 
as buyers.

Only 20% of B2B 
buyers want 
to return to an 
in-person sales 
process.

20%

Remote selling can be challenging, even  
for the most experienced sales reps.  
This means you must rethink how reps are 
onboarded, trained, and coached—and  
how they engage with buyers.
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Sales enablement at its core is the process of maximizing revenue 
per rep by ensuring sellers convey the right messaging using the 
right content throughout each stage of the buying process.

But understanding the value of sales learning and enablement 
is not straight-forward. CSO Insights found that only a quarter of 
organizations consistently measure the impact of their enablement 
initiatives using both leading and lagging indicators. That means a 
staggering three-quarters have little insight into how (or if) their 
sales enablement programs are making an impact.

Measuring sales learning and enablement ROI has changed in 
this new environment. In the “Before Times,” many programs were 
delivered in person and professionals weren’t expected to track 
metrics with the same rigor as other parts of the business. In 
addition, some organizations didn’t keep or analyze key data that 
would help them measure ROI.

But this is no longer the case. Virtual selling has become the 
standard and because of the impact of the pandemic on many 
industries, organizations are taking a hard look at expenses. Teams 
are becoming leaner, budgets require measurable outcomes, and 
activities need to be tied to performance.

Sales enablement teams must be able to prove impact on revenue 
consistently, especially if you have your sights set on larger budgets 
in the future.

CSO Insights 
found that only 
a quarter of 
organizations 
consistently 
measure the 
impact of their 
enablement 
initiatives using 
both leading and 
lagging indicators.

25%

Teams are becoming 
leaner, budgets 
require measurable 
outcomes, and 
activities need to be 
tied to performance.
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Lack of Data
Until the arrival of Big Data, 
many companies lacked the 
ability to capture and process 
the volumes of information 
needed to match specific 
outcomes with discrete 
training initiatives. To measure 
the impact of training, they 
often had to rely on anecdotal 
evidence or unsubstantiated 
correlations.

One-Size-Fits-All Training
Before the advent of modern 
enablement solutions—
especially those that bring 
on-demand enablement 
into the flow of work for 
sales reps—organizations 
required all reps, high- and 
low-performers alike, to 
participate in one-size-fits-all 
training. This approach made 
it difficult to segment learner 
populations to determine 
which training programs or 
sales content were being used 
by top performers.

Time Factors
With formal training programs, 
especially those that are 
delivered only periodically 
(two or three times a year), 
the time lag between learning 
sessions and reps’ application 
of the new knowledge in 
customer conversations was 
often so great that nobody 
could honestly say: “Those 
role-playing exercises at 
our last national meeting 
produced X and Y business 
outcomes over the next 12 
months.”

3 Challenges of  
Demonstrating ROI
There are three main reasons why sales training and 
enablement teams have struggled to demonstrate their 
programs’ impact on revenue: 
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4 Ways to Calculate Sales Enablement ROI

But there’s a way to overcome these challenges. Continuous 
measurement of the right metrics will ensure you’re getting the 
most ROI from your sales enablement investments, offer a full 
picture of what’s working, and identify areas where you can improve 
performance. And, by proving ROI, you’ve got a better chance 
at securing internal support for your programs and additional 
resources.

Your organization may need to update its technology solution 
to deliver sales learning and enablement that support your 
salespeople in this hybrid world. But you’ll have to quantify its value 
to justify the expense. To begin measuring the ROI of your sales 
learning and enablement investment, you have to know the right 
metrics to track.

This guide focuses on four goals of sales enablement and shows  
you exactly how and what to measure to calculate the ROI for each 
of them. 

Technology 
Your organization 
may need to 
update its 
technology 
solution to deliver 
sales learning 
and enablement 
that support your 
salespeople in  
this hybrid world.

1 
Accelerate 
Revenue

2 
Cut  

Costs

3 
Reduce  

Risk

4 
Improve 

Engagement



8  

  ROI Goal 1:  
Accelerate Revenue

Why do companies care about training their salespeople? To ensure 
that they maximize every revenue opportunity they encounter in a 
way that reflects the company’s positioning and values. 

Research shows that the best way to do this is through a combination 
of both formal and informal learning that gets reps field-ready 
quickly during onboarding, supports them with informal content and 
coaching from managers and peers during everyday selling activities, 
and provides them with the ability to improve mastery and gain 
additional certifications in the field as the need arises.

In addition to training, organizations must ensure that reps always 
receive selling content with the context they need to engage buyers 
the right way at the right time.

2
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How to Measure:  
Impact on Revenue

One way to measure the impact of learning on revenue is to use 
discrete training methods on different cohorts, measuring results at 
agreed-upon intervals to determine comparative success. You can 
also look at the impact of sales content on your pipeline to better 
understand which pieces are driving deals forward.

This way, you can not only look at lagging indicators (deals won 
or lost) but also drill into the process to determine, for example, 
how quickly deals advance in sales cycles or how opportunity 
advancement maps to competency attainment (cold-calling, pitch 
delivery, objection handling, etc.)

This deeper analysis helps you identify how content influences the sale 
and the competency gaps for underperforming reps so you can focus 
your training on the areas of greatest need. Using separate approaches 
for different groups also neutralizes the impact of external influences, 
since the only “variable” is the training method or content used.

For many organizations, citing anecdotal evidence isn’t enough to 
justify the investment in sales enablement solutions. The good news 
is that many of the numbers you need are in your data and simply 
need to be compared over time as you implement new programs or 
rollout new content.

The good news is that many  
of the numbers you need  
are in your data and simply 
need to be compared over 
time as you implement  
new programs or rollout  
new content.
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 Rep Attrition 
Attrition is another key indicator, 
because it’s both closely related to sales 
success and an expensive problem when 
it’s too high.

 Content Contribution 
Tracking the use of sales content by 
reps, tagging each opportunity, and tying 
content to pipeline and deals closed lets 
you measure the revenue contribution  
of specific assets.

 Content Lift 
Calculating the difference in average deal 
size between closed won opportunities 
in a given time period that had shared 
content and those that didn’t reveals 
revenue lift of a content piece.

 Content Deal Velocity 
Measuring the impact of content on  
deal velocity means looking at the 
average time spent in a given stage 
across all closed deals, and measuring  
if there is a difference when an asset was 
shared during that stage to see if the 
average time the prospect spent in  
that stage decreased.

 Time to First Deal 
Increasing time to productivity (for new 
reps) means that your cost of hiring  
goes down and your first-year revenue 
per rep goes up.

 Average Selling Price (ASP) 
If you sell 500 deals annually with an  
ASP of $50,000, increasing that number 
by even 2% results in a revenue impact  
of $500,000.

 Average Contract Value (ACV) 
Similar to ASP, ACV increases reflect  
a steadier stream of revenue, where a 
small percentage increase can have  
a huge revenue impact.

 Number (or Percent)  
of Reps Making Quota 
While other metrics provide a more 
precise measure of financial impact, an 
increase in quota attainment leads to 
greater team stability, job satisfaction, 
and lower turnover.

 Number of Deals Per Capita 
The number of per capita deals per fiscal 
period—especially while maintaining or 
increasing your ASP—is a clear reflection 
of productivity.

What to Measure:  
Revenue Metrics
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Case Study

Allego Customer Wins

How do companies accelerate 
revenue growth by adopting  
Allego’s sales learning and 
enablement platform?

Vertex prepared 
reps to sell a  
key drug in half 
the time

50%

ACCELERATED  
CERTIFICATION

Global  
Medical Device 
Manufacturer 
grew YoY sales  
by 40% with  
5 of 6 regions 
exceeding quota

40%

REVENUE  
GROWTH

Ash Brokerage 
attributed $1.6M 
new revenue 
to first year of 
sales learning 
and enablement 
program

$1.6M

REVENUE  
INCREASE

How Ash Brokerage Grew Sales with Allego

The fast-growing Retirement Division of Ash Brokerage needed to 
develop a more consistent onboarding experience for new hires 
while improving collaboration among wholesalers.

As an insurance brokerage general agency (BGA) representing 
the products of 80-plus carriers, it also needed its reps to deliver 
more effective and consistent messaging—to be razor sharp when 
discussing the benefits and features of all those financial products.
Within the first year of using Allego, the division enjoyed record 
growth, generating more than $1.5 billion in revenue—a $328 million 
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increase over the year prior. And for the first time ever, one rep 
reached $200 million in sales—and it was no coincidence that this 
rep was the biggest content provider and consumer on the Allego 
platform during that period.

How a Medical Device Manufacturer  
Grew Revenue with Allego

A global therapeutic medical device manufacturer had just increased 
revenue targets for the year. To meet the new quotas, the sales 
enablement team wanted to replicate the behavior of its top-performing 
reps among the middle- and bottom-performing salespeople.

They started by reinforcing their training with daily micro-learning 
exercises sent on an automated cadence through the Allego platform. 
Then, to facilitate knowledge sharing, they enlisted the company’s 
clinical application specialists to create short instructional videos.

Soon, the middle and bottom performers were accessing the videos 
before walking into calls, absorbing how the top performers were 
articulating different things.

By year’s end, the sales enablement team was able to show a 40% 
increase in sales performance in the middle- and bottom-performing 
regions. Just as important, the team was able to verify that those 
lower-performing reps were actually accessing this content.

By year’s end,  
the sales 
enablement 
team was able 
to show a 40% 
increase in sales 
performance 
in the middle- 
and bottom-
performing 
regions.

40%

“I accessed one video from 
Mary, a top performer, and it 
really pushed the deal over the 
line. I was able to close more  
business because of it.”
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   ROI Goal 2:  
Cut Costs

Cost savings are often the simplest ROI component to capture 
and quantify. As a rule, it’s easier for an organization to improve 
its bottom line by cutting costs than by increasing revenue. This is 
particularly true for sales learning and enablement teams. Certain 
expense categories such as T&E and facilities rental are obvious 
targets for “trim-the-fat” efforts.

When skillfully planned and implemented, sales enablement 
cost-reduction initiatives, whether launched because of budget 
constraints or to free up resources for other programs, can  
eliminate expenses.

3

Certain expense 
categories such  
as T&E and 
facilities rental are 
obvious targets 
for “trim-the-fat” 
efforts.
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For example, advanced sales enablement solutions can make sales 
enablement far more efficient, as well as more cost-effective. Fewer 
and shorter in-person meetings will lower the price tags of onboarding, 
certifications, product launches, and national sales meetings. 

In contrast, a poorly planned and executed cost-reduction effort 
could actually hinder your company’s revenue goals by decreasing 
employee engagement and sparking higher turnover. Although an 
expense may be easy to trim, it’s not always advisable to trim it.

How to Measure:  
Impact on Costs

Geographically dispersed sales teams make it increasingly difficult and 
expensive to deliver personalized training and coaching experiences 
for each salesperson, unless you’re using a sales enablement solution 
with mobile, asynchronous, and video capabilities.

One way to measure the impact of learning on costs is to measure 
the impact of delivering virtual onboarding, training, and coaching.

Effective sales enablement solutions boost ROI for dispersed sales 
teams not only by reducing travel expenses and time out of the field, 
but also by increasing the ability for reps to interact with managers 
remotely, with asynchronous role-play exercises, call coaching, and 
feedback that have been proven to improve productivity.
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 Travel Expenses 
Calculate the costs of travel, hotel, 
transportation, and meals. Transitioning 
in-person training to virtual live or 
recorded sessions can reduce travel 
expenses by as much as $2,000 per 
person. Don’t forget to include SMEs and 
facilitators in your personnel count when 
determining total cost. For a 100-person 
sales team, that’s $200,000 or more.

 Venue Rentals 
Offsite training location rentals are 
typically $2,500 or more, plus about $100 
per person for each day. Even an onsite 
training can still cost over $1,000. For a 
100-person salesforce, that’s $12,500.

 Selling Days 
The opportunity cost of taking a rep out 
of the field can be up to $20,000 per week 
(based on a $1 million annual quota), so a 
week of lost selling time for a 100-person 
team could translate into an opportunity 
cost of as much as $2 million annually.

 Training Time 
You should also consider the opportunity 
costs for internal training resources; 
typically subject matter experts. There’s 
an implicit cost for their dedicated 
training time. And if you use outside 
experts, they can charge anywhere 
from $3,500 to $25,000 daily for on-site 
training, while you can typically license or 
create recorded content for far less.

 Content Access 
If you lack a centralized source of 
sales and marketing content or have a 
repository that’s not easily accessible 
or searchable remotely, your reps are 
wasting valuable selling time searching 
for the right content. If they spend 30 
minutes a day searching, that’s 125 hours 
of wasted time each year per rep.

 Content Relevance 
The right piece of content can reduce the 
amount of in-person selling, shorten the 
sales cycle, and shrink the overall cost  
of selling. Content that addresses specific 
objections, for example, will save the  
rep from spending time on that issue—
time which can be better spent advancing 
the deal.

What to Measure: 
Cost Metrics

Transitioning in-person training  
to virtual live or recorded sessions  
can reduce travel expenses by as 
much as $2,000 per person.
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How Finastra Cut Costs with Allego

UK-based Finastra, now the largest FinTech provider in the world, 
needed to cut its training costs. In the wake of a merger, the 
firm also needed to certify the entire sales force through a new 
onboarding boot camp.

To train and trim costs, Finastra used Allego’s sales learning 
and enablement platform to transition in-person training and 
certification to virtual sessions, reducing the time reps spent in boot 
camp from two weeks to one.

As a result, the company saved $170,000 in annual T&E. Finastra’s 
new program was so successful that the head of sales enablement 
received a training excellence award from the British Royal Family.

Case Study

Allego Customer Wins

How do companies save by adopting 
Allego’s sales learning  
and enablement platform?

Clarabridge 
sped up sales 
boot camp by one 
week for 40 reps

Becton Dickinson 
eliminated travel 
expenses for new 
launch training 
for 55 reps

Medical Device 
Maker saved 
millions in  
travel-related 
training costs

$4.1M$190K$800K

FASTER 
ONBOARDING

ELIMINATED  
T&E

REDUCED  
COSTS
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  ROI Goal 3:  
Reduce Risk

Every sales enablement initiative has a positive impact on risk 
reduction. Unfortunately, most teams struggle to quantify it. 
But assigning hard numbers to your risk-mitigation initiatives is 
something you can’t afford to ignore. At a minimum, you need to 
make a solid case for why current and proposed sales enablement 
programs should receive proper funding and management support.

4
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 Regulatory Risk 
Sellers who deliver messaging that 
is off-label or use content that is out 
of compliance pose a serious risk for 
companies operating in regulated 
industries. Compliance violations due to 
incomplete or improper training generate 
hefty fines and settlements.

 Execution Risk 
The cost of launching a new product in 
any industry is significant, but especially 
for life sciences and pharmaceutical 
companies. New medical devices can 
cost $94 million to build and market, 
while a new drug can cost as much as 
$1.4 billion. With so much riding on these 
investments, business plans rely on sales 
execution—sellers staying on message, 
armed with the right content—to hit their 
targets.

 Planning Risk 
Similarly, business plans can go awry if 
products aren’t functionally competitive, 
or aren’t perceived to solve buyers’ 
problems. An effective sales enablement 
solution incorporates feedback from the 
field, ensuring that product development, 
messaging, and content are highly 
correlated to market needs.

 Brand Risk 
Your firm’s brand is one of its most 
valuable assets. Brand reputation directly 
impacts your sales rates and your 
organizational success. A positive brand 
perception increases the likelihood that 
customers will choose your products 
over your competitors and a negative 
reputation can harm your bottom 
line. Your in-person sales interactions 
account for 74% of your B2B brand equity, 
overshadowing elements like product 
quality or marketing.

How to Measure:  
Impact on Risk

To start, classify the types of risk you’re seeking to 
mitigate through sales enablement initiatives. The 
risks posed by a poorly trained sales force can be very 
expensive both to your organization’s reputation and 
your bottom line.
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 Regulatory Risk 
Calculate your company’s annual cost 
of compliance violations by multiplying 
your incidents per year by the average 
expense of each. Then estimate how 
much an improved training program 
might reduce that number. Show the 
value of providing guardrails around 
content personalization to ensure that 
sellers stay on-message and don’t share 
materials that are no longer compliant.

 Execution Risk 
Training your sales force at scale, on 
message, and on time is essential to 
ensure that it is highly productive. 
Calculate the value of a delayed rollout 
if your sellers aren’t prepared to hit the 
ground running once your product is 
approved. Multiply that by the number of 
reps and the days or weeks of delay.

 Planning Risk 
Calculate your win rates against 
competitors due to properly implemented 
training that prepares your sellers for 
every situation. Certification processes 
that incorporate competitive intelligence 
from the field can positively impact win 
rates that are directly attributable to 
training.

 Brand Risk 
Measure how frequently sales reps 
view and share marketing-created 
collateral. Calculate the value of 
ensuring sellers always have the most 
up-to-date messaging and materials by 
demonstrating the percent of sellers 
accessing content and correlating that  
to brand value.

What to Measure:  
Risk Metrics

Calculate the value of  
a delayed rollout if your 
sellers aren’t prepared 
to hit the ground running 
once your product is 
approved.
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0

Allego Customer Wins

How do companies reduce risk  
by adopting Allego’s sales learning 
and enablement platform?

MFS reduced the 
need for remedial 
training for 
almost a quarter 
of its reps

Clarabridge 
now certifies 
all employees 
on information 
security 
procedures

Insurance 
Company reported 
zero problems 
after certifying 300 
users on Personal 
Injury Protections

BETTER 
TRAINING

COMPLETE 
CERTIFICATION

REDUCED 
RISK

23% 100%
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How Becton Dickinson Reduced Risk with Allego

Global medical technology company Becton Dickinson was  
preparing for a number of new product launches. The rollouts were 
at risk because the training organization didn’t have the resources 
to provide their geographically dispersed reps with enough coaching 
and reinforcement. At one point, they sent the training team into  
the field to offer one-to-one coaching, but they simply couldn’t  
do enough of it.

After adopting Allego’s sales learning and enablement platform,  
the team was able to provide remote, just-in-time training and  
field-generated best practice videos for the sales force, which the 
reps could instantly access at the point of need. This allowed the 
sales training team to certify the entire sales force more quickly  
and at a lower cost.

More importantly, it also reduced compliance, execution, planning, 
and reputation risks during the launch. During the post-launch 
period, the platform also provided a critical feedback loop  
that enabled sales and marketing teams to incorporate physician 
reactions to their messaging and better align their approach.

Case Study

During the post-
launch period, 
the platform also 
provided a critical 
feedback loop  
that enabled 
sales and 
marketing teams 
to incorporate 
physician reactions 
to their messaging 
and better align 
their approach.
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   ROI Goal 4:  
Improve Engagement

You might not associate ROI with the morale and overall well-being 
of employees, but this component provides both intrinsic value and 
far-reaching business benefits.

Research shows that highly engaged employees perform 20% better 
and are 87% less likely to leave the organization. Beyond the direct 
costs of employee attrition, high turnover indirectly contributes to 
an organization’s costs through lost selling time and the need for 
additional new-hire onboarding, training, and coaching.

Most sales training organizations make a positive impact on 
employee engagement, but many find it difficult to quantify this 
seemingly “squishy” ROI component. Fortunately, advanced sales 
learning and enablement can help.

5

Highly engaged 
employees 
perform 20% 
better and are 
87% less likely 
to leave the 
organization.

87%
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Good sales enablement technologies can keep a virtual team 
connected and build a stronger culture. Among other things, 
managers can do more coaching in less time, when in-person ride-
alongs or classroom sessions aren’t possible.

Millennials, in particular, prefer virtual and informal sales enable-
ment over traditional classroom instruction. Recent research reveals 
that 12% of Millennials would prefer less in-class learning, 18% want 
more coaching, and 33% want more roleplaying time with managers.

In addition, creating a successful coaching culture can increase the 
impact of the other ROI components, reducing costs, decreasing 
risks, and increasing productivity. Sales enablement technology 
that empowers reps to help themselves, to help each other, and to 
receive recognition for their efforts will keep your salespeople more 
engaged and reduce turnover.

How to Measure:  
Impact on Engagement

Modern sales enablement increases employee engagement in five 
specific ways:

For example: the well-being of your managers has a direct impact 
on the well-being of the employees they supervise. Managers with 
better access to, and better control over, the skill and knowledge 
development process of their reps will acquire more confidence and 
certainty about reps’ capabilities because they’ll be able to quickly 
identify and fix any skill gaps. This will help managers become more 
engaged which, in turn, they will pass along to their reps.

1 
Increasing 
manager 
visibility and 
efficiency

2 
Improving 
team 
cohesiveness

3 
Reducing  
sales 
managers’ 
travel burden

4 
Enhancing 
training’s 
impact on 
Millennials

5 
Raising 
empowerment 
and 
recognition
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 Manager Visibility and Efficiency 
Modern sales enablement allows 
managers to conduct coaching 
conversations, record calls, and share 
feedback virtually. With AI-enhanced 
sales enablement, this data can be 
mined to measure and improve manager 
engagement, visibility, and efficiency.

 Team Cohesiveness 
Employees want to feel a sense of 
connectedness with their peers, but for 
geographically dispersed organizations, 
team cohesiveness can be a challenge. 
Modern sales enablement establishes a 
stronger sense of connectedness among 
employees because they regularly see 
each other’s faces on video through day-
to-day mobile video knowledge sharing. 
Training and enablement leaders can 
measure and demonstrate this impact 
through surveys.

 Employee Adoption 
Modern sales enablement also fosters 
friendly competition between employees 
and allows teams to recognize successes. 
When salespeople see one of their own 
best-practice videos getting high levels of 
engagement among their peers, or watch 
a win story video they created suddenly 
circulating the company as a top example, 
they feel an intrinsic motivation to 
continue sharing their hard-won wisdom. 
This sense of accomplishment increases 
their engagement with learning, and 
improves morale. Track the number of 
rep-produced videos, shares, and views 
to measure engagement

 Rep Attrition 
Attrition is another key indicator, because 
it’s closely related to sales success and 
an expensive problem when it’s too high. 
The direct replacement cost of a new rep 
is 25% of salary before even factoring 
in for lost sales. One contributing factor 
to attrition is a lack of engagement, an 
increasingly important challenge with 
geographically dispersed teams.

What to Measure:  
Engagement Metrics

By engaging your sales reps with sales learning  
and enablement, you can improve performance by 
20% and reduce attrition by 87%. A company with  
100 salespeople—each with a $1 million annual quota  
and 20% attrition—could see a revenue bump of up  
to $20 million by using a sales enablement platform  
to increase engagement.
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100%

Allego Customer Wins

How do companies improve engagement  
by adopting Allego’s sales learning and  
enablement platform?

93%

Abbott Laboratories 
saw almost 200,000 
video views in the first 
180 days, with 93% 
of all users accessing 
Allego at least once

INCREASED 
ACCESS

Global Investment 
Management firm  
saw 100% sales 
adoption with 48,000 
peer views on the 
platform in the first  
12 months

INCREASED 
ADOPTION

ReliaQuest  
says Allego helps  
the team connect 
more, provides 
camaraderie, and 
builds community  
for the sales team

INCREASED 
COMMUNITY

Voya Investment 
reports new hires  
find Allego to be the 
MOST valuable tool  
to getting up to speed 
on products

INCREASED 
VALUE
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How Abbott Laboratories Improved  
Engagement With Allego 

At Abbott Laboratories, the sales training team for the Chronic Pain 
Therapy Division was facing two problems: lackluster reinforcement 
training and a lack of seller engagement in training. Less than 1%  
of field reps had ever accessed any learning module voluntarily.

After the global sales training team adopted Allego to enhance 
the division’s training programs and promote higher engagement, 
employee engagement skyrocketed.

Launched with 900 users globally, the Allego sales learning and 
enablement platform had almost 200,000 video views in the first  
180 days, an average of one to two views per person every day.  
Even better, 90% of users had accessed content voluntarily, giving 
Allego a 9-1 engagement rate.

Case Study

of users had 
accessed content 
voluntarily, giving 
Allego a 9-1 
engagement rate.

90%
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   Start Measuring Sales 
Enablement ROI

The right sales enablement strategy and technology can have 
a significant impact on your bottom line. However, the majority 
of organizations today fail to measure the effectiveness of their 
enablement programs.

This year, make it a priority to measure the impact of sales 
enablement on the metrics that matter most to your organization. 
You’ll shed light on where your program is shining and where it 
is falling short. Then, you can make changes to help you get the 
biggest ROI from your sales enablement initiatives and ensure your 
sellers are always ready to deliver winning buying experiences.

6

Allego’s sales 
learning and 
enablement 
platform is 
designed to help 
you maximize  
ROI.
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Allego’s Sales Learning and Enablement Platform  
Is Designed to Help You Maximize ROI

Proving the ROI of your onboarding, training, coaching, and content 
management efforts requires not only careful planning and 
execution, but also the right software to help you get it done. Allego’s 
sales learning and enablement platform is designed to help you 
achieve optimal results for all four goals of sales enablement:

Accelerate Revenue
With Allego, you can 
accelerate revenue 
growth by reducing 
onboarding time, 
improving training 
effectiveness, and 
expanding support for 
reps in their everyday 
selling activities. 

ONE

Cut Costs
With Allego, you can 
eliminate unnecessary 
costs by enabling reps 
to receive high-impact 
training in the field 
rather than at HQ or 
offsite meetings.

TWO

Reduce Risk 
With Allego, you can 
reduce risk by ensuring 
sellers always have 
access to the most up 
to date content and 
messaging. 

THREE

Improve Engagement
With Allego, you can 
foster peer-to-peer 
collaboration and 
seller engagement.

FOUR
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Allego’s All-In-One-Solution for Today’s  
Virtual Teams

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 meas-
urable business value.

Coaching and 
Collaboration: 
Target skill gaps 
with conversation 
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.



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. 

© 2021 Allego

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

http://www.allego.com/request-demo/

