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A B S T R A C T : 

B2B buying has become digital, distributed and increasingly self-directed, yet the systems sellers use to engage buyers have not always kept pace. This paper 

examines how three technology layers – customer relationship management (CRM), sales-enablement platforms and Digital Sales Rooms (DSRs) – contribute to 

buyer engagement in B2B sales. Drawing on a structured review of secondary evidence (analyst surveys by Gartner and McKinsey, practitioner surveys by 

Salesforce and Highspot, a published industry benchmark study and peer-reviewed marketing literature), the study (i) maps CRM, enablement and DSR functions 

and content types against Gartner’s six buying jobs, (ii) synthesises published practitioner evidence on usage and perceived effectiveness, (iii) identifies recurrent 

implementation challenges and improvement priorities, and (iv) proposes a conceptual framework that positions buyer engagement as the construct linking 

marketing content strategy to sales outcomes. The synthesis suggests that CRM supplies the shared data layer, enablement platforms the governed and 

personalised content supply, and DSRs the buyer-facing environment in which engagement becomes observable. Practitioners report that data quality, 

disconnected systems, inconsistent content and coaching gaps – rather than a lack of tools – limit returns. Six practitioner-informed recommendations are offered. 

Independent evidence on DSR outcomes remains thin, and most adoption and effectiveness figures are vendor-reported; the findings are therefore indicative 

rather than causal. 
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Introduction 

The mechanics of business-to-business (B2B) selling have shifted from seller-led persuasion to buyer-led problem solving. Gartner research, as 

reported in the trade press, found that B2B buyers spend only about 17% of their total purchase time meeting prospective suppliers, and a few percent 

per supplier when several are compared (Wright, 2018). Gartner’s later buyer surveys point the same way: 61% of 632 buyers surveyed in 2024 

preferred an overall rep-free buying experience (Gartner, 2025a), and 67% of 646 buyers surveyed in 2025 said the same, with 45% having used AI 

during a recent purchase (Gartner, 2026a). McKinsey’s 2024 B2B Pulse survey found that decision makers use an average of ten channels across the 

journey, with preferences split roughly into thirds between in-person, remote and digital self-serve interaction at any given stage (McKinsey & 

Company, 2024). 

For sales organisations this creates a dual requirement: supply the right information to the right members of a buying group through the channels 

they choose, and retain enough internal visibility to coordinate the pursuit. Three technology categories have become central to meeting it. CRM 

platforms record and coordinate account activity; sales-enablement platforms put governed content, training and coaching in sellers’ workflow; and 

Digital Sales Rooms give buyers a private, persistent workspace in which content and next steps are shared. Each is discussed extensively in vendor and 

analyst material, and the academic sales-technology literature (e.g., Payne & Frow, 2005; Hunter & Perreault, 2007) provides foundations for CRM and 

sales technology in general. What is less common is an integrated treatment that places the three layers against the stages of the buyer journey and links 

them to marketing content strategy through the construct of buyer engagement. This paper addresses that gap. 

Research objectives. The study pursues four primary objectives (PO) and five secondary objectives (SO).  

PO1: To assess the extent to which CRM, sales-enablement platforms and DSRs are used by B2B sales practitioners and how effective practitioners 

perceive them to be for sales operations, seller productivity and buyer engagement.  

PO2: To identify the main challenges practitioners face in using these technologies and their priorities for improvement, and to derive 

recommendations.  

PO3: To examine the role of CRM in sales-process visibility, data management, coordination and operational effectiveness.  

PO4: To analyse how sales-enablement platforms support seller productivity, content accessibility, consistent messaging and personalised buyer 

communication.  

http://www.ijrpr.com/
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SO1: to examine the role of CRM in the modern B2B sales process.  

SO2: to examine the capabilities and market positioning of sales-enablement platforms.  

SO3: to evaluate DSRs as a distinct buyer-engagement mechanism.  

SO4: to map CRM, enablement and DSR functions and content types against the stages of the B2B buyer journey.  

SO5: to analyse buyer engagement as a construct connecting marketing content strategy to sales outcomes. 

The remainder of the paper is organised as follows. Section 2 explains the secondary-research method and its evidence rules. Section 3 reviews the 

three technologies (SO1–SO3, PO3–PO4). Section 4 maps them to the buyer journey (SO4). Section 5 synthesises practitioner evidence on use and 

perceived effectiveness (PO1), Section 6 addresses challenges, priorities and recommendations (PO2), Section 7 develops the buyer-engagement 

framework (SO5), and Section 8 concludes. 

Research methodology 

1.1. Design 

The study is a structured narrative review of secondary evidence. No surveys, interviews or client data were collected. The author’s on-the-job exposure 

to enterprise B2B sales operations informed how the research questions were framed but is not used as evidence anywhere in the paper. Because the 

primary objectives refer to what practitioners do and think, the paper relies on published practitioner research – surveys of sales and go-to-market 

professionals and of B2B buyers – and treats their findings as secondary evidence about practitioner usage, perceptions, challenges and priorities. 

1.2. Sources, selection and evidence handling 

Four source types were used (searched and read in October 2026): (a) independent analyst and consulting research (Gartner press releases and abstracts; 

McKinsey B2B Pulse); (b) practitioner surveys commissioned by technology vendors – Salesforce’s State of Sales (6th edition, 5,500 sales 

professionals in 27 countries; 7th edition, 4,050 sales professionals in 22 countries surveyed in August–September 2025) and Highspot’s State of Sales 

Enablement Report 2025 (350 global go-to-market professionals); (c) the CSO Insights fifth annual sales-enablement study (2019), accessed only 

through a summary published by Highspot; and (d) peer-reviewed marketing literature. Sources were retained if they named a publisher, described a 

sample or method, and bore directly on a stated objective; recent studies (2024–2026) were preferred and older evidence is flagged where used. 

Three rules govern the evidence. First, every statistic is attributed to its publisher and, where the publisher sells the technology concerned, described 

as vendor-reported. Second, figures are self-reported perceptions or published associations and are not treated as causal effects. Third, figures from 

different studies are not pooled or compared as a time series because samples, countries and question wording differ. Proprietary Gartner reports were 

accessible only through public press releases and abstracts, so findings are cited at the level of detail those documents provide. 

The three technology layers 

1.3. CRM in the modern B2B sales process (SO1, PO3) 

Payne and Frow (2005) frame CRM as a cross-functional strategic process for creating value for customers and shareholders, with technology as an 

enabler rather than the substance. In B2B sales the CRM platform is the system of record for accounts, contacts, opportunities, activities and forecasts, 

and therefore the shared reference point for marketing, sales development, account executives, pre-sales and customer success. Its contribution can be 

separated into four functions that correspond to PO3. Visibility: stage-based pipeline and forecast views let managers see where deals stand. Data 

management: a single account and contact record reduces duplication and gives downstream tools a common foundation. Coordination: structured 

hand-offs and shared account history keep multi-person pursuits coherent. Operational effectiveness: workflow automation, reporting and attribution 

connect selling activity to outcomes. 

The evidence suggests that these benefits depend heavily on data quality and integration. In Salesforce’s seventh State of Sales survey, 51% of sales 

leaders with AI said disconnected systems were slowing their AI initiatives, 74% of sales professionals were focusing on data cleansing, and 79% of 

high performers prioritised data hygiene compared with 54% of underperformers (Salesforce, 2026). In the CSO Insights study, organisations in which 

CRM served as the anchor for enablement technologies reported quota attainment 6.8% higher and win rates 4.1% higher than average (Highspot, n.d., 

summarising CSO Insights, 2019) – an association from 2019 data that cannot be read as a causal effect. Hunter and Perreault (2007) similarly argue 

that value from sales technology depends on how it is used and supported rather than on adoption alone. A recurring tension is that the system meant to 

create visibility also consumes seller time: Salesforce reports that Gen Z sellers lose about two hours a week to manual data entry (Salesforce, 2026), 

which is why automatic capture and bidirectional integration with other tools feature prominently in vendor descriptions of modern stacks (GetAccept, 

n.d.). 

1.4. Sales-enablement platforms: capabilities and market positioning (SO2, PO4) 

Sales enablement is commonly understood as equipping sellers with the content, training, coaching, data and process support they need to engage 

buyers; Highspot’s research organises it around workflow integration, training and coaching, and personalised buyer engagement (Highspot, 2026). 

Enablement platforms operationalise it through content management and search, playbooks and guided selling, training and coaching (including AI role 

play), analytics on content usage and influence, and, increasingly, buyer-facing engagement features such as digital rooms. Positioned between 
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marketing’s content production and the seller’s daily workflow, they are best understood as the distribution, governance and measurement layer for 

content, complementing CRM as the system of record (author’s interpretation). The market is consolidating and converging with  adjacent categories: 

Highspot now describes itself as part of Seismic (Highspot, 2026), and Gartner advises enablement leaders to move beyond static content towards in-

workflow, data-driven guidance, to align enablement across sales, marketing and service, and to use AI and automation, predicting that by 2029 AI-

driven enablement will deliver 40% faster sales-stage velocity than traditional approaches (Gartner, 2026b). That figure is a forecast, not an observed 

result. 

On the four dimensions in PO4, published evidence is as follows. Seller productivity: Highspot reports that companies with well-integrated 

enablement tech stacks are 42% more likely to increase sales productivity (vendor-reported; Highspot, 2026). Content accessibility and strategy: in 

CSO Insights data, the roughly one-third (31.8%) of organisations with a content strategy reported 27.1% higher win rates and 18.1% higher quota 

attainment than those without, and organisations with both a formal collaboration model and a formal content-production model reported quota 

attainment 13.3 points and win rates 14.9 points higher than organisations where one or both were random or absent (Highspot, n.d.). Consistent 

messaging: 69% of buyers in Gartner’s 2024 survey reported inconsistencies between a supplier’s website and what its sellers told them (Gartner, 

2025a), and Gartner’s survey of 227 chief sales officers found that organisations collaborating on enablement content with marketing and service were 

2.4 times more likely to achieve strong commercial growth (Gartner, 2026b). Personalised communication: 47% of organisations in Highspot’s survey 

struggled with customer experience and 41% with buyer engagement (Highspot, 2026), while 89% of sellers using AI in Salesforce’s survey said it 

deepens their understanding of customers (Salesforce, 2026). 

1.5. Digital Sales Rooms as a distinct engagement mechanism (SO3) 

Gartner defines DSRs as private, persistent microsites that connect buying and selling teams and improve engagement throughout the customer journey 

(Gartner, n.d.). Three features distinguish them from the other layers. They are buyer-facing, whereas CRM is internal and enablement repositories are 

seller-facing. They are persistent and multi-party, so a champion can forward one link to colleagues instead of assembling attachments, unlike transient 

email threads. And they pair content with shared commitments and signals: mutual action plans that assign tasks, owners and dates to both sides, and 

engagement analytics that show which assets and stakeholders are active (GetAccept, n.d.; Gartner, n.d.). The buyer-side rationale is strong: if two-

thirds of buyers prefer to progress without a rep (Gartner, 2026a) and committees typically comprise six to ten decision makers (Foleon, 2021, reporting 

Gartner), the artefacts that circulate inside the buyer’s organisation matter as much as the seller’s presentations. 

Evidence on adoption and outcomes is thinner than for the other layers. Gartner’s 2025 Market Guide for Digital Sales Rooms is reported to predict 

that 30% of B2B sales cycles will be run primarily through a DSR by 2028 (SalesHood, 2025, quoting Gartner), and Highspot reports that nearly half of 

the high-performing organisations in its survey are investing in digital rooms (Highspot, 2026). Both are forward-looking or vendor-reported. No 

independent, outcome-based study of DSRs was located, so DSR effects are treated in this paper as propositions to be tested rather than established 

findings. 

Mapping the technologies to the buyer journey (SO4) 

Gartner describes six buying jobs: problem identification, solution exploration, requirements building, supplier selection, validation and consensus 

creation. Four are usually completed in some order, while validation and consensus creation run throughout, making the journey a maze rather than a 

funnel; buyers also use supplier websites and reps about equally for discovery and validation (Gartner, 2018). Table 1 maps CRM, enablement and 

DSR functions and content types to each job. The mapping is the author’s synthesis of the Gartner framework with the platform capabilities described 

in Section 3. 

Table 1 - Functions and content types of CRM, sales-enablement platforms and DSRs across Gartner’s six buying jobs. 

Buying job CRM function Sales-enablement function and 

content 

DSR function and content Buyer-side outcome sought 

Problem 

identification 

Account and trigger-event 

data; segmentation; 

campaign and lead-source 

attribution 

Industry insight, thought 

leadership, discovery questions 

for sellers 

Rarely used yet; occasional 

curated insight room for named 

accounts 

Shared definition of the 

problem 

Solution 

exploration 

Records which contacts 

engage; opportunity 

creation 

Category explainers, solution 

briefs, customer stories, short 

demos 

Personalised welcome space with 

relevant stories and demo clips 

Understanding of solution 

options 

Requirements 

building 

Stakeholder and role 

mapping; discovery notes; 

requirement fields 

Discovery templates, response 

libraries, guided-selling plays 

Shared requirements document; 

Q&A thread; technical 

documentation 

Agreed requirements across 

roles 

Supplier 

selection 

Stage, competitor and 

forecast fields; pipeline 

reporting 

Battlecards, ROI and business-

case tools, proposal templates 

Proposal, pricing, comparison 

material; mutual action plan; 

engagement analytics 

Confidence in shortlisted 

supplier 

Validation Tracks security reviews, 

references and technical 

tasks 

Case studies, references, analyst 

content, security and compliance 

packs 

Compliance documents, 

reference stories and demo 

replays open to additional 

reviewers 

Reduced perceived risk 



International Journal of Research Publication and Reviews, Vol (7), Issue (10), October (2026), Page –  9484-9491                        9487 

 

Buying job CRM function Sales-enablement function and 

content 

DSR function and content Buyer-side outcome sought 

Consensus 

creation 

(always on) 

Buying-committee roles; 

champion and economic-

buyer fields; hand-offs 

Role-specific messaging; 

business-case and internal-sell 

templates 

Single shareable workspace for 

the committee; action plan; e-

signature; engagement data 

synced to CRM 

Internal alignment and 

commitment 

Source: Author’s synthesis, based on Gartner (2018) for the buying jobs and on Gartner (n.d.), GetAccept (n.d.) and Highspot (2026) for platform 

capabilities. 

Four observations follow. First, CRM’s contribution is largely invisible to the buyer but determines continuity: who has spoken to whom, which 

stakeholders are missing, and what was promised. Second, enablement content must be organised by job and role, with problem-focused material early 

and proof, risk and business-case material late; Gartner’s advice that sellers should offer unique guidance rather than generic information buyers can 

find elsewhere supports this (Gartner, 2025a). Third, DSRs are concentrated in the later jobs where several stakeholders must align, leaving early-stage 

coverage as a gap that marketing content, rather than a deal room, normally fills. Fourth, because jobs overlap and recur, a linear stage-to-asset 

mapping is insufficient; assets should be tagged by job and stakeholder role so that sellers can respond when a buyer returns to an earlier job. 

Practitioner evidence on use and perceived effectiveness (PO1, PO3, PO4) 

1.6. Evidence base 

Table 2 summarises what the reviewed sources report about use and perceived effectiveness of each layer. Two cautions apply. CRM is treated as 

baseline infrastructure in most recent surveys, so they report on its data quality and integration rather than on the share of organisations using it; no 

current adoption percentage for CRM is therefore claimed here. And the survey findings are self-reported by respondents, often from the vendors’ 

customer or contact bases, which may favour positive perceptions. 

Table 2 - Published evidence on use and perceived effectiveness (V = vendor-reported; I = independent analyst). 

Layer Usage and adoption indicators Perceived effectiveness and associated outcomes Source (type) 

CRM and sales 

data foundation 

Treated as baseline infrastructure; surveys 

report on data work: 74% of sales 

professionals focusing on data cleansing; 

51% of sales leaders with AI say 

disconnected systems slow AI initiatives 

CRM as anchor for enablement technology: quota 

attainment +6.8%, win rate +4.1% versus average 

(2019 data); 79% of high performers versus 54% of 

underperformers prioritise data hygiene 

Salesforce (2026) (V); 

Highspot (n.d.) 

summarising CSO 

Insights (2019) 

(benchmark) 

Sales-enablement 

platforms and 

programmes 

90% of surveyed organisations have 

implemented or plan AI in enablement; 

31.8% of organisations had a content strategy 

(2019); CSOs report an average of four 

transformations in 12 months 

84% of executives see enablement as a performance 

driver; integrated stacks 42% more likely to raise 

productivity; organisations without enablement had a 

42.5% average win rate; cross-functional content 

collaboration 2.4 times more likely to yield strong 

growth 

Highspot (2026) (V); 

Highspot (n.d.) 

(benchmark); Gartner 

(2026b) (I) 

Digital Sales 

Rooms 

Nearly half of high-performing organisations 

investing in digital rooms; Gartner forecast of 

30% of B2B sales cycles primarily run 

through a DSR by 2028 

Analyst view that DSRs can improve engagement, 

collaboration and deal quality; no independent 

outcome statistics located 

Highspot (2026) (V); 

SalesHood (2025) quoting 

Gartner (forecast); 

Gartner (n.d.) 

Source: Compiled by the author from the sources shown. Figures are not directly comparable across rows because samples and questions differ. 

1.7. CRM: visibility, data and coordination (PO3) 

The evidence supports CRM’s role as the foundation, but mainly through what happens when the foundation is weak. Salesforce’s sixth edition 

reported that sellers spent about 70% of their time on non-selling tasks, and that many teams did not trust their data (Salesforce, n.d.); the seventh 

edition reported that the average seller spends about 40% of time selling (Salesforce, 2026). The editions differ in sample and country mix, so the 

difference should not be read as a trend, and Salesforce itself noted that the earlier figure was virtually unchanged from the previous edition. Taken 

together, the findings suggest that CRM investments have not removed administrative load, and that practitioners now regard clean, connected data as 

the precondition for AI-assisted selling. Visibility and coordination benefits are therefore conditional on data discipline and automation rather than 

automatic. 

1.8. Enablement: productivity, access, consistency and personalisation (PO4) 

Enablement evidence is the richest but also the most vendor-influenced. Practitioner perceptions are favourable: 84% of executives in Highspot’s 

survey recognise enablement as a performance driver, and Salesforce’s sixth edition identified improved enablement as the leading growth tactic for 

responding to changing customer expectations (Salesforce, n.d.). Yet execution lags belief: only 10% of large B2B organisations in Highspot’s survey 

were very effective at driving go-to-market initiatives, and 55% struggled with sales training or coaching (Highspot, 2026). In Salesforce’s seventh 

edition, 46% of sellers said they rarely received feedback on sales conversations and 47% said they lacked role-play opportunities before customer calls 
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(Salesforce, 2026). Accessibility and consistency problems appear on the buyer side too, in the 69% inconsistency finding (Gartner, 2025a). The pattern 

is that enablement is valued, widely funded, and under-delivered on content governance and coaching. 

1.9. DSRs and the overall picture (PO1) 

On PO1, the evidence indicates (i) broad use of AI among sales organisations – 87% of those in Salesforce’s survey use some form of it (Salesforce, 

2026); (ii) widespread deployment and favourable executive perception of enablement, with weaker execution; (iii) CRM as universal infrastructure 

whose effectiveness is constrained by data quality; and (iv) DSRs as an emerging practice, concentrated among organisations that describe themselves 

as high-performing, with no independent evidence of effect. Perceived effectiveness is positive for each layer but uneven in confidence: strongest for 

enablement and CRM-anchored stacks, and unverified for DSRs. Perceived buyer-engagement effectiveness is the weakest area, with 41% of 

organisations reporting difficulty with buyer engagement (Highspot, 2026). 

Challenges, priorities and recommendations (PO2) 

1.10. Key challenges 

Table 3 consolidates the recurrent challenges visible across the reviewed surveys and sets each against the priority it implies. Six themes emerge, and 

they are interrelated: administrative load leaves little time for personalisation; poor data undermines both AI and engagement analytics; fragmented 

content produces the message inconsistency buyers notice; and coaching gaps prevent sellers from using content well. 

Table 3 - Practitioner-reported challenges and implied improvement priorities. 

Challenge Evidence (publisher, sample) Implied priority 

1. Administrative 

burden and limited 

selling time 

Sellers reported about 70% of time on non-selling tasks (Salesforce, 

6th ed., n = 5,500); about 40% of time spent selling, Gen Z 35% 

(Salesforce, 2026, n = 4,050); 48% lack bandwidth for adequate cold 

outreach 

Automate activity capture; AI assistance for 

research and drafting; avoid duplicate entry across 

CRM, enablement and DSR tools 

2. Poor data quality 

and disconnected 

systems 

51% of sales leaders with AI say disconnected systems slow AI 

initiatives; 74% focus on data cleansing; 79% of high performers 

versus 54% of underperformers prioritise data hygiene (Salesforce, 

2026) 

Data governance and standard fields; integrate or 

consolidate systems before adding AI 

3. Inconsistent and 

hard-to-use content 

69% of buyers report inconsistencies between supplier website and 

sellers (Gartner, 2025a, n = 632); only 31.8% of organisations had a 

content strategy (2019, CSO Insights via Highspot, n.d.) 

One governed content source shared by marketing, 

sales and service; content mapped to buying jobs 

4. Training and 

coaching gaps 

55% struggle with sales training or coaching (Highspot, 2026, n = 

350); 46% rarely get feedback on conversations; 47% lack role-play 

(Salesforce, 2026) 

Protect manager coaching time; AI-assisted role 

play and call feedback 

5. Weak buyer 

engagement and 

experience 

47% struggle with customer experience and 41% with buyer 

engagement (Highspot, 2026); 67% of buyers prefer rep-free paths 

(Gartner, 2026a, n = 646) 

Buyer-facing assets that stand alone; DSRs with 

action plans; focus on value clarity for buying 

groups 

6. Tool sprawl and low 

execution maturity 

Only 10% of large B2B organisations very effective at go-to-market 

initiatives; integrated stacks 42% more likely to raise productivity 

(Highspot, 2026) 

Integrated stack and shared metrics across CRM, 

enablement and DSR 

Source: Compiled by the author from the publishers cited. Highspot and Salesforce findings are vendor-reported. 

1.11. Priorities stated by practitioners 

Practitioners’ stated priorities are consistent with these challenges. Salesforce’s respondents named AI and AI agents their leading growth tactic for 

2026, with 54% of sellers having already used agents and nearly nine in ten planning to by 2027 (Salesforce, 2026); Highspot found 90% of 

organisations had implemented or planned AI (Highspot, 2026); and Gartner urges in-workflow guidance, cross-functional alignment and automation 

(Gartner, 2026b). Underlying all three is the data foundation: high performers invest more in data hygiene, and Salesforce’s own commentary stresses 

that AI agents without unified customer context tend to produce poor output. 

1.12. Practitioner-informed recommendations 

R1 – Fix the data foundation first. Establish ownership, standard fields and de-duplication in the CRM before layering AI or analytics, mirroring the 

priority of high performers. 

R2 – Integrate rather than add. Require bidirectional synchronisation between CRM, enablement and DSR tools so engagement data is captured 

without rep effort; consolidate overlapping tools. 

R3 – Organise content by buying job and stakeholder role, under one governance model. Give marketing, sales and service a shared content 

process, since cross-functional collaboration is associated with stronger growth (Gartner, 2026b). 
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R4 – Make the DSR a standard asset for multi-stakeholder deals. Include a mutual action plan, self-explanatory content for rep-free stages, and 

engagement signals that flow back to the CRM, while treating outcome claims as hypotheses to be tested internally. 

R5 – Invest in coaching, not only content. Protect manager time and use AI-assisted role play and call feedback to close the practice gap that sellers 

themselves report. 

R6 – Measure engagement and outcomes together. Link engagement indicators (asset use by role, action-plan completion, stakeholders added) to 

win rate, stage velocity and deal quality, rather than relying on content view counts alone. 

Buyer engagement as the link between content strategy and sales outcomes (SO5) 

1.13. Conceptualising buyer engagement 

Engagement research in marketing treats customer engagement as more than transactions. Hollebeek (2011) describes it as a state with cognitive, 

emotional and behavioural dimensions, Jaakkola and Alexander (2014) emphasise engagement behaviours that contribute resources to the relationship 

beyond purchase, and Lemon and Verhoef (2016) place engagement within the touchpoints of an extended customer journey. Translated to B2B buying 

groups, three facets are useful. Behavioural engagement is what can be observed: which assets are opened by which roles, whether action-plan steps are 

completed, whether new stakeholders are added. Cognitive engagement is whether buyers reach what Gartner calls value clarity – an understanding of 

how a solution improves outcomes in their specific role and context (Gartner, 2026a). Relational engagement reflects trust, which is undermined when 

sellers and websites disagree (Gartner, 2025a). 

1.14. Conceptual framework and propositions 

Figure 1 positions buyer engagement between the content and technology layers and sales outcomes, with CRM as the shared data layer and a feedback 

loop to content strategy. Gartner (2018) argued that marketing and sales must jointly address the journey with consistent cross-channel information, and 

Gartner (2024) describes buyer enablement as helping buyers complete critical buying tasks even when no seller is present, which is the mechanism the 

framework formalises. 

 

Fig. 1 - Conceptual framework: buyer engagement as the construct connecting marketing content strategy, enablement, DSRs and CRM to 

sales outcomes (author’s framework). 

The framework yields four propositions for future testing. P1: Content organised by buying job and role and made findable through an enablement 

platform increases the consistency and relevance of seller communication. P2: DSRs convert dispersed buyer behaviour into observable engagement 

signals, with the effect strongest in later buying jobs and larger buying groups. P3: Integration with CRM determines whether those signals become 

organisational learning that improves content strategy. P4: Engagement quality, rather than channel choice alone, determines deal quality. 

1.15. Evidence bearing on the link to outcomes 

Existing evidence is consistent with P4 and cautions against channel-based thinking. In a 2021 Gartner survey of 725 buyers, only 24% of buyers in 

primarily rep-led purchases reported completing a high-quality deal, against 65% of those who self-navigated, and buyers following a self-reflective 

learning path were 147% more likely to buy more than originally planned (Gartner, 2022). A later Gartner abstract, however, reports that 43% of buyers 

using self-service digital commerce experienced high purchase regret against 26% of rep-led buyers (Gartner, 2024). The two results are not 
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contradictory once outcome measures and purchase types are distinguished: neither pure self-service nor pure rep-led buying guarantees quality, and 

McKinsey’s finding that buyers want a roughly even mix of in-person, remote and self-serve interaction (McKinsey & Company, 2024) points towards 

hybrid designs in which content and tools help buyers deliberate. This is the role the framework assigns to enablement content and DSRs. The 

associations in Section 3 (content strategy, collaboration models and CRM-anchored stacks linked to higher win rates and quota attainment) are 

compatible with the framework but remain correlational. 

Discussion, conclusion and limitations 

This paper reviewed secondary evidence to examine how CRM, sales-enablement platforms and Digital Sales Rooms support buyer engagement in 

B2B sales. Three conclusions stand out. First, the layers are complementary rather than competing: CRM provides the shared data and coordination 

layer, enablement platforms the governed, personalised content supply and coaching, and DSRs the persistent buyer-facing environment in which 

engagement becomes visible (SO1–SO4). Second, practitioners report broad adoption and favourable perceptions but persistent execution problems – 

administrative load, disconnected and unreliable data, inconsistent content, and coaching gaps – so returns depend more on integration, governance and 

skills than on adding tools (PO1–PO4). Third, buyer engagement is a plausible linking construct between marketing content strategy and sales 

outcomes, provided it is defined multidimensionally and measured jointly with outcomes (SO5). 

For managers, the practical message is sequencing: stabilise data, integrate systems, align marketing and sales content under one governance 

process, and then use DSRs and AI to personalise and scale. For marketers, the implication is that content is judged at the point of use in buyer–seller 

interactions, so content strategy needs usage and engagement feedback from the sales stack. 

Limitations and future research. The study uses only secondary evidence, and the practitioner findings are largely vendor-commissioned surveys 

with self-reported answers, so they may overstate benefits and cannot establish causation. Samples, countries and years differ across sources, Gartner’s 

proprietary reports were accessible only through public summaries, the CSO Insights data date from 2019, and independent outcome evidence on DSRs 

is absent. India is among the countries covered by Salesforce’s 2025 survey, but country-level results were not isolated. Future work could (i) survey or 

interview B2B practitioners, including in India, to test the propositions directly; (ii) analyse CRM and DSR engagement data against win rates and 

cycle times in a controlled design; and (iii) examine how buying-group size and deal complexity moderate DSR effects. 
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