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How to eliminate revenue
enablement platform
sprawl & maximize
Al-driven growth

A practical guide to unifying your sales, marketing,

and revenue enablement tools and unlocking the full /\

potential of Al to drive growth
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Executive summary

An average employee juggles 15 different tools
every day costing businesses roughly seven hours
of lost productivity per week. For revenue teams,
the cost is even higher.

Fragmented sales and marketing technology
stacks don't just slow people down; they erode
ROI, degrade the employee experience, and quietly
undermine your organization’s ability to compete in
an Al-powered world.

As Forrester noted in a recent blog post,
businesses “struggle with complexity, internal
alignment, data quality, and change management.
Too many of them waste time hopping between
platforms, seeking a silver bullet that can't come
from technology alone.”

This whitepaper offers a practical guide to
combating revenue enablement platform sprawl
and tech stack fatigue, especially in the realm of
sales, marketing and revenue operations.

It explores:

« Why platform sprawl has become the primary
constraint on seller effectiveness, tool adoption,
productivity and revenue performance.
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How fragmented revenue enablement tools erode productivity & undercut ROI
The Al reality check your sales enablement program needs

Practical guide to implementing a unified revenue enablement platform

From revenue enablement platform sprawl to a strategic growth engine

Building a unified revenue enablement platform with Mediafly

+ How fragmented revenue enablement tools
undercut modern Al capabilities, hindering
organizations’ ability to take full advantage of
the latest generative and agentic Al features.

+ What a unified revenue engine architecture looks
like, and how to operationalize it when building
a high-impact sales enablement program.

Drawing on these insights, business leaders can
implement a revenue architecture that is more
than the sum of its parts — and, in the process,
supercharge the effectiveness of their sales,
marketing and revenue teams.



https://www.forrester.com/blogs/as-rep-vendors-consolidate-buyers-face-clearer-choices-and-new-risks/
https://www.forrester.com/blogs/as-rep-vendors-consolidate-buyers-face-clearer-choices-and-new-risks/
https://www.mediafly.com/platform/

THE TOOL SPRAWL PROBLEM

How fragmented revenue
enablement tools erode productivity

& undercut RO

It's easy enough to understand how businesses can end up with a raft of poorly

integrated, redundant revenue enablement tools. They may deploy overlapping

platforms in a bid to accommodate the tooling preferences of different employees.

They might have invested in a humber of point tools to plug gaps within their

platforms. They might just operate on a “more is better” assumption.

In reality, however, less is usually more when it
comes to building technology stacks. When you
give teams more revenue enablement tools than
they need, you end up with:

+ Overlapping functionality because multiple tools
do the same thing.

« Difficulty for team members in deciding which
tool to use when they need to complete a task,
due both to the sheer number of tools they need
to navigate and overlapping capabilities.

* Less time spent delivering sales, marketing and
revenue optimization outcomes, and more time

spent managing tool complexity.

+ Difficulty making workflows consistent,
repeatable and scalable, since different users
may adopt different tools to complete the
same tasks.

Gartner found that 47 percent of digital workers
struggle to find data they need. An equal
percentage of marketing leaders report that

technology stack complexity and integration
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challenges impede their ability to maximize tool
value, according to McKinsey. McKinsey research
also shows that the typical company uses only

10-15 percent of the tool capabilities it's
paying for.

A better approach is to provide sales, marketing
and revenue teams with one comprehensive
revenue enablement platform that does what

they need, and does it well. Doing so ensures that
employees always know where to turn when they
need to complete tasks. It also eliminates the
technical burden and bloated costs that stem from
maintaining and integrating redundant tools

and platforms.

The way most businesses approach technology
stack implementation is suboptimal, to put it
mildly. Organizations seeking to boost productivity
of their sales enablement program and ROI need to
refuse to settle for tool and platform sprawl.


https://www.enterprisetechprovider.com/newsroom/research-review-gartner-survey-reveals-47-of-digital-workers-struggle-to-perform-their-jobs
https://www.enterprisetechprovider.com/newsroom/research-review-gartner-survey-reveals-47-of-digital-workers-struggle-to-perform-their-jobs
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/rewiring-martech-from-cost-center-to-growth-engine
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/rewiring-martech-from-cost-center-to-growth-engine
https://www.businessinsider.com/mckinsey-study-cmo-cant-measure-roi-martech-stacks-2025-10
https://www.businessinsider.com/mckinsey-study-cmo-cant-measure-roi-martech-stacks-2025-10

Al & UNIFIED DATA

The Al reality check your sales
enablement program needs

Although Al tools promise the ability to orchestrate complex tasks, deliver

predictive insights and manage challenges proactively, they can only excel in these

areas if they have deep context into business workflows and data. And when tools

are siloed, achieving the unified context hecessary to power Al successfully becomes

deeply challenging.

To illustrate this issue, imagine that a business seeks

to deploy an Al agent to identify revenue optimization
opportunities proactively. Imagine that the business'’s
content engagement data lives in one system, its customer
relations data occupies a separate one and seller behavior
signals are tracked in yet a third application.

In this case, the Al agent is likely to struggle to identify the
patterns it needs to act optimally. For example, it might
over-focus on CRM data because that information is more
accessible than data related to content engagement —
which means that the agent will fail to identify revenue

opportunities surfaced through content patterns.
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This problem becomes worse if the
business operates overlapping platforms
and tools, leading to situations where
the same type of data is spread across
multiple systems — making it harder for
Al agents to establish holistic context.
Broken or inefficient integrations that
hamper agents’ ability to import and
export data between tools complicate
the issue even further.

All of this matters, of course, because the
ability to leverage Al to maximum effect
is quickly becoming the differentiator
between organizations that optimize
efficiency and ROI, and those that settle
for “just OK" results. Al capabilities only
deliver on their promise if they have
unified context to draw upon, and unified
context requires unified tooling.



UNIFIED REVENUE ENABLEMENT

Practical guide to
Implementing a unified revenue
enablement platform

What, exactly, does unified tooling look like in
the context of revenue operations?

At a high level, the answer may seem simple enough:

A unified revenue enablement platform is one that places
all revenue enablement tools and data within a single
software solution.

But that answer only partly captures what unified revenue
is all about. It's not merely about application consolidation,
or ensuring that revenue teams can work through a single
portal. It's also about deploying four key capabilities that
empower teams to turn revenue data into insights

and action.

Connecting content engagement to revenue

Sellers waste time hunting for assets, marketing can’t track what's used in the field, and brand
governance erodes as teams build their own decks. A unified revenue enablement platform fixes
this by giving every seller instant access to the right content for every situation, while closing the
loop between what sellers use and what actually drives revenue. Where point solutions focus
narrowly on content management, the real difference for revenue leaders lies in platforms that
connect content directly to buyer engagement data, value tools, and learning resources.
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UNIFIED REVENUE ENABLEMENT

2

Embedding value throughout the full customer lifecycle

For most organizations, value selling remains an afterthought. ROI calculators are buried in

spreadsheets and business cases emailed back and forth. A truly unified revenue enablement

platform embeds value tools natively into the flow of selling at every stage of the customer

lifecycle. This is a meaningful differentiator: most competitive platforms treat value selling as

an integration or ignore it entirely, leaving sellers unable to quantify impact in the moments that

matter most.

3

Delivering learning to
increase adoption

When training lives in a standalone
LMS outside the revenue enablement
tools sellers use every day, the result is
predictable: low completion rates and
a growing gap between what enablement
builds and what reps do in the field.
Modern revenue enablement platforms
fix this by embedding learning directly
into the selling workflow, surfacing
relevant coaching and playbooks in
the same environment where reps find
content and run value conversations,
linking training activity directly to seller
behavior and outcomes.

4

Intelligence as the
orchestration layer

When engagement data, deal activity, and
learning metrics live across disconnected
systems, neither human analysts nor Al
models can reliably surface the patterns
that matter. Revenue intelligence changes
this by connecting signals across the
entire revenue motion and translating
them into next-best actions. Al excels at
pattern recognition, but only when it has
a unified data foundation to draw from,
giving leaders the visibility to forecast
accurately and sellers the guidance to act
on opportunities before they slip away.
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THE REVENUE ENGINE SOLUTION

From revenue enablement platform
sprawl to a strategic growth engine

The key to revenue success is nhot purchasing more tools, it's moving away
from juggling a host of disparate, redundant tools toward a unified revenue
enablement platform. When revenue leaders guide their teams toward

this solution for their sales enablement programs, they boost productivity,

enhance the employee experience, and maximize ROI.

Layering Al onto fragmented tools
doesn't work. Al only delivers on its
promise when it can draw on unified,
comprehensive data and when insights
are woven directly into the workflows
where revenue teams operate. That's the
architecture Mediafly is built around: one
that doesn't just consolidate tools, but
connects every buyer interaction, content
signal, and revenue outcome into a single
intelligence layer.

In short, the next phase of competitive
advantage will not come from adding
more platforms. It comes from
architectural clarity and platform-level
optimization that only a true end-to-end
revenue enablement platform can deliver.

‘Al tools have been around for a while, but
it became transformative the moment it
entered people’s daily lives, and that shift
is now happening in enterprise selling.
Sellers are already building their own Al
workflows for call prep, discovery, and
research. The question is whether their
tools make that experience coherent or
chaotic. At Mediafly, we've built the data
foundation through CRM integrations,
engagement signals, and an intelligence
layer, all these things that transform
fragmented Al moments into a guided,
agentic workflow that gets sellers to the
next best action faster.”

Ben Preston
Chief Product Officer, Mediafly
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CONCLUSION

Building a unified revenue
enablement platform with Mediafly

At Mediafly, we've been working with leading enterprise organizations such as

Honeywell, Nestlé, NVIDIA, American Red Cross, and Sealed Air to help optimize

revenue outcomes — and we know what it takes to eliminate revenue enablement

tool fatigue.

That's why we've built a unified revenue

enablement platform centered around
engagement, value, and learning. Designed
for complex, real-world buying environments,
Mediafly delivers:

- Content Engagement experiences that
standardize buyer interactions.

+ Embedded Value modeling that quantifies
business outcomes.

+ Integrated Learning into the flow of work using
Appinium’s Salesforce-native capabilities.

« An Al-powered intelligence layer that connects
every interaction to measurable pipeline and
revenue impact.

With Mediafly, sales enablement programs

no longer need to stitch together content
management tools, learning systems, ROI
software, and engagement monitoring tools.

Nor do they have to struggle with platforms that
require employees to know exactly how to engage
at every step of the customer lifecycle. Instead,
they can leverage a revenue enablement platform
that proactively guides teams toward optimal
outcomes by taking advantage of a holistic,
deeply integrated set of data and capabilities.

See why Mediafly is the only Al-powered revenue

enablement platform endorsed by SAP, and the

only solution built natively within Salesforce to

unify learning and content.

See us in action



https://www.mediafly.com/platform/
https://www.mediafly.com/platform/
https://www.mediafly.com/platform/engagement/
https://www.mediafly.com/platform/value/
https://www.mediafly.com/platform/learning/
https://www.mediafly.com/demo/

