


AUDIENCE, STAKEHOLDERS, & SPONSORS

Specify the primary audience for Sales Enablement, i.e. who you serve.

List other stakeholders who have a vested interest in the program.

Name your executive sponsor. It is critical to have an executive champion for the Sales Enablement program.

CAPABILITIES & SERVICES

List the Sales Enablement services your team will own, provide, and manage.

@ Charters are a team effort

If you have a great Enablement team around you, make
sure you are building your charter together with the
team leader providing guidance and advice as you
move through the activity.

Building a charter for the rst time takes a little ¢
so don't rush it. Block a couple of days with yot
to discuss the charter layout as well as its com
and then break up into teams to tackle each se
over the course of weeks.

Once your charter is nalized, it is absolutely cr
that you communicate it to the executive team,
business teams, the audience you serve and o
the rest of the organization.

Want step-by-step guidance on ho
create a charter? See our eBook Pg
Sales Enablement with a Charter

Seismic

Understand each audience and determine who needs
to know what and how much detail. Tailor your
communication plan accordingly.

A clear and concise Enablement charter will entirely




