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The compet i t ive  nature  of  a  market
impacts  a  number  of  aspects  wi th in  a
bus iness .  Product  teams need to
understand compet i tor  act iv i ty  when
developing the  product  deve lopment
roadmap.  Execut ive  leadersh ip  needs to
understand compet i tor  movements  when
making a  number  of  st rategic  dec is ions .  
 
Sa les  is  a  un ique departure  f rom other
departments .  Sa lespeople  are  on the
front l ine  of  every  organizat ion 's  batt le
with  the  compet i t ion  and the i r  need for
compet i t ive  enablement  is  much more
tact ica l  in  nature .  This  is  why
batt lecards  have become so  popular .  
 
Unfortunate ly ,  most  batt lecards  leave
much to  be  des i red .  The purpose of  th is
guide  is  to  ensure  that  any batt lecards
you create  are  ef fect ive  and wide ly-
adopted across  your  ent i re  sa les
organizat ion .  We ' l l  cover  every  step
required to  make ef fect ive  batt lecards
inc luding inte l  co l lect ion ,  formatt ing ,
measurement ,  and more .
 
 
 
 
 

W h y  S h o u l d  I

C r e a t e  T h e m ?

W h a t  a r e

B a t t l e c a r d s ?

Introduction
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A batt lecard  is  a  p iece  of  enablement  co l latera l  a imed at
he lp ing sa lespeople  overcome compet i t ive  threats  at  any  po int
in  the  sa les  process .  They are  typ ica l ly  created e i ther  by  the
team respons ib le  for  gather ing and ana lyz ing Compet i t ive
Inte l l igence (CI ) ,  or  by  a  sa les  enablement  team in  conjunct ion
with  a  CI  or  product  market ing team.  
 
Batt lecards  typ ica l ly  take  a  form that  is  v isua l ly  s imple  to
consume,  as  they ' re  meant  to  serve  as  " in-case-of-emergency"
l i fe l ines  to  be  used in  the  midst  of  a  sa les  ca l l  as  much as  they
are  preparatory  study gu ides .

Introduct ion
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What are Battlecards?

What Batt lecards Aren't

Most  product  market ing ,  compet i t ive  inte l l igence,
and sa les  enablement  teams are  fami l iar  with
compet i tor  prof i les ,  industry/compet i t ive  matr ices ,
and other  compet i t ive  mater ia ls .  Whi le  batt lecards
are  often d ist i l led  from these more complete  assets ,
i t 's  important  to  understand that  anything other  than
a batt lecard is  typica l ly  too in-depth for  consumption
by sa les  teams.

https://www.crayon.co/blog/why-competitor-battlecards-should-focus-on-the-entire-sales-funnel/?utm_campaign=guide-to-battlecards&utm_source=5&utm_medium=Content


Every  sa les  team has  one or  two top performing reps  who win
dea ls  at  cons istent ly  h igher  than average rates .  Whi le  many
factors  contr ibute  to  the i r  success ,  the  ab i l i ty  to  neutra l ize
compet i t ive  threats  in  a  dea l  i s  one of  the  most  important .
Batt lecards  ensure  that  every  sa lesperson ,  f rom your  most
jun ior  Sa les  Deve lopment  Representat ive  (SDR)  to  your  most
tenured Account  Execut ive  (AE) ,  can thwart  compet i t ive
threats .  
 
When created and mainta ined proper ly ,  batt lecards  can boost
compet i t ive  win  rates  by  50-60% (and somet imes more) .  I f  that
number  seems hyperbol ic ,  that 's  because most  companies  don ' t
take  the  r ight  approach when they create  batt lecards .  Most
sa les  teams fa i l  to  proper ly  adopt  batt lecards  because they ' re
sta le ,  d i f f icu l t  to  consume,  don ' t  conta in  the  r ight  inte l ,  or  are
otherwise  unhelpfu l .  The best  batt lecards  are  not  easy  to  create
and mainta in ,  but  the  resu l ts  they  produce are  much more
s ign i f icant .

Why Create Battlecards?
Alternat ive ly ,  why refresh your  ex ist ing
batt lecards?

Introduct ion
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Alex MacKenzie

Director of Sales at Allego
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Exci ted to  get  started on your  new
batt lecards?  Not  so  fast .  
 
There  are  severa l  s teps  worth  tak ing
before  d iv ing into  the  actua l  creat ion  of
your  batt lecards .  F i rst ,  ident i fy  which
compet i tors  to  focus  on for  your  f i rst
few batt lecards .  You ' l l  a lso  want  to
ident i fy  which  team in  your  sa les
organizat ion  your  f i rst  i terat ion  of
batt lecards  wi l l  support .  
 
Then ,  ensure  you have the  proper
mechanisms in  p lace  to  a l low you to
measure  the  impact  of  your  new
batt lecards  once they ' re  in  p lace .  Th is
process  is  much eas ier  i f  your
batt lecards  integrate  wi th  your  CRM and
prov ide  ana lyt ics ,  but  can a lso  be  done
manual ly .  
 
F ina l ly ,  begin  the  process  of  aggregat ing
any ex ist ing  inte l  you a l ready have
before  embark ing on the  onerous  process
of  d igg ing up new inte l .
 

E s t a b l i s h

M e a s u r e m e n t

M e c h a n i s m s

A g g r e g a t e

I n t e l

P r i o r i t i z e

C o m p e t i t o r s

a n d  T e a m s

Before you Start
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I t ' s  important  to  understand who you ' re  creat ing  batt lecards  for
before  beginn ing creat ion .  I f  your  sa les  team is  composed of  fu l l -
funne l  sa lespeople  who cover  sa les  deve lopment ,  c los ing ,  and
reta in ing ,  that 's  a  s imple  dec is ion .  I f  you  have  separate  sa les
deve lopment ,  account  execut ive ,  and account  management  teams ,
i t ' s  a  more  compl icated dec is ion .  I f  most  of  your  revenue comes
from new bus iness ,  i t  l ike ly  makes  the  most  sense  to  focus  on
account  execut ives  to  start .  You can extend your  batt lecards  to  the
other  teams af ter  you 've  created that  foundat ion  (more  on  that
later) .  
 
Then ,  break  down your  compet i t ive  landscape into  t iers  of
compet i tors .  Start  by  focus ing on  one to  three  of  your  d i rect
compet i tors .  You can ident i fy  those  quant i tat ive ly  wi th  win/ loss
data  in  your  CRM,  or  qua l i tat ive ly  by  ta lk ing  to  sa lespeople  and
ask ing which  compet i tors  they  come up aga inst  (and lose  aga inst)
most  of ten .
 
 

Before  you  Start
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Priorit ize Teams and
Competitors

https://www.crayon.co/blog/competitor-tiers-how-to-break-down-your-competitive-landscape/?utm_campaign=(guide-to-battlecards)&utm_source=5&utm_medium=Content


Before  embark ing on the  journey of  creat ing batt lecards  or  any
other  type of  compet i t ive  enablement ,  make sure  you have the
proper  mechanisms in  p lace to  measure  the i r  impact .  I f  your
organizat ion  isn ’ t  a l ready measur ing compet i t ive  win  rate ,  now is  a
good t ime to  befr iend your  sa les/market ing operat ions  team.
 
The f i rst  step is  adding opportuni ty  f ie lds  in  your  CRM that  a l low
sales  reps  to  ident i fy  which compet i tor  is  present  in  a  dea l .  Then ,
add a  “ loss  reason”  f ie ld  as  wel l  to  ensure  you can zero  in  on dea ls
that  were  lost  to  a  compet i tor  and not  to  other  reasons l ike  lack  of
urgency .  Once you ’ve  establ ished a  compet i t ive  win  rate  benchmark ,
you ’ l l  be  ready to  ro l l  out  your  batt lecards  and watch your  win  rate
(hopefu l ly)  increase .

Before  you  Start
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Establish Measurement
Mechanisms
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Don ' t  s tart  ent i re ly  f rom scratch  i f  you don ' t  need to !  I f  your
organizat ion  has  a l ready produced compet i tor
ana lyses/compar isons/matr ices ,  you ' re  in  good shape .  Prov ided the
informat ion  wi th in  those  p ieces  of  co l latera l  i s  up-to-date ,  they
should  prov ide  a  good start ing  po int .  
 
I f  you  aren ' t  so  fortunate ,  don ' t  despa i r .  Sa les  opportun i t ies  in  your
CRM are  a  good p lace  to  start  accumulat ing  some compet i t ive  inte l .
Check notes  for  qua l i tat ive  in format ion  and any  checkbox/dropdown
f ie lds  wi th  preset  win/ loss  codes  or  any  s imi lar  data  for  quant i tat ive
informat ion .  
 
Interv iewing a  handfu l  o f  sa lespeople  is  a lso  a  good way to  bu i ld  a
foundat ion  of  compet i tor  in format ion .  Th is  i s  a  part icu lar ly
important  step  for  two reasons .  F i rst ,  i t  pu l ls  the  sa les  team into
the  process  which  wi l l  he lp  wi th  batt lecard  adopt ion  down the  l ine .
Second ,  customer- fac ing sa lespeople  are  un ique ly  pos i t ioned to
co l lect  inte l  that  others  cannot  access .  
 
Sa lespeople  wi th  part icu lar ly  st rong customer  rapport  can  of ten
glean va luable  ins ights  l ike  pr ic ing ,  compet i tor  proposa ls ,  e tc  f rom
the i r  customers .  You never  know what  k ind  of  in format ion  they
might  be  s i t t ing  on  that  they  haven ' t  yet  soc ia l ized wi th  you .

Before  you  Start
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Aggregate Existing Intel



Now for  the  moment  you 've  been wait ing
for  (or  maybe dreading) :  creat ing your
batt lecard(s) .  Contrary  to  common bel ie f ,
the  actua l  creat ion of  batt lecards  is  not
d i f f icu l t .  They don ' t  need to  look
part icu lar ly  f lashy as  they ' re  an
interna l ly- fac ing p iece of  co l latera l .  The
capture  and curat ion of  the  inte l  i s  a
d i f f icu l t  step .  
 
F i rst ,  we ' l l  cover  where  you can source
some of  the  best  types of  inte l  for
batt lecards .  Then ,  we ' l l  go  over  the
toughest  part :  f igur ing out  what  to
inc lude and what  to  leave out .  F ina l ly ,
we ' l l  cover  the  bas ics  of  formatt ing
batt lecards  in  a  way that  encourages
strong adopt ion by sa les .  
 
 

S o u r c i n g  N e w

I n t e l

T o p i c s  t h a t

P a c k  a  P u n c h

F o r m a t t i n g

B a s i c s

Creating
Battlecards
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There  are  endless  sources  f rom which  you can pu l l  va luab le
compet i t ive  ins ights .  We ' l l  focus  on  a  handfu l  that  are  part icu lar ly
va luable  for  batt lecards .  
 
Your  compet i tors '  webs i tes  are  a  great  source  of  in format ion  and
are  espec ia l ly  va luab le  sources  to  t rack  over  t ime .  I f  you aren ' t
s i t t ing  on  a  t reasure  t rove  of  ex ist ing  webs i te  evo lut ion  data ,  there
are  a  number  of  webs i tes  and serv ices  that  a l low you to  tap  into
arch ives/cached vers ions  of  webs i tes .  
 

Before  you  Start
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Sourcing New Intel

Read through the  content  your  compet i tors  publ ish ,  espec ia l ly  any
case  stud ies .  These  prov ide  a  window into  the i r  own proof  po ints
and key  d i f ferent iators  that  the i r  sa les  team wi l l  push .  Inc lude p ivot
po ints  that  your  sa les  team can use  to  steer  conversat ions  away
from those  d i f ferent iators  and towards  your  own .
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Review s i tes  l ike  G2 ,  Capterra ,  and Trustp i lot  are  a lso  exce l lent
sources  of  in format ion .  Pos i t ive  and negat ive  rev iews of fer  ins ight
into  compet i tors '  s t rengths  and weaknesses .  The weaknesses  in
part icu lar  are  easy  to  weaponize  and make great  batt lecard fodder .
You can a lso  occas iona l ly  f ind  ment ions  of  pr ic ing and packaging in
these rev iews .
 
 
 
 
 
 
 
 
 
 
Onl ine  forums can a lso  be  an exce l lent  source  of  in format ion .
Reddit ,  Quora ,  and other  s imi lar  forums often have communit ies
focused on topics  re lated to  your  industry .  Search for  any ment ions
of  your  compet i t ion  on these s i tes ,  as  customers  tend to  be  more
candid  here  than other  sources  of  in format ion ( l ike  rev iew s i tes  and
case studies) .

Before  you  Start
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Decid ing what  to  inc lude is  one of  the  toughest  parts  of  batt lecard
creat ion .  The next  step is  to  d ist i l l  the  vast  quant i ty  of  raw inte l
you 've  gathered f rom interna l  and externa l  sources  and t ransform
them into  concise ,  meaningfu l  ta lk ing po ints .  U l t imate ly ,  the  topics
worth  inc luding vary  cons iderably  f rom one organizat ion  to  another .  
 
Genera l  compet i tor  informat ion ( locat ion ,  employees ,  etc)  can be
helpfu l  but  is  of ten informat ion your  sa les  team a l ready knows .
Make sure  to  keep i t  br ie f  i f  you inc lude i t .  
 
K i l l  po ints  are  l i s ts  of  short  statements  that  wi l l  he lp  d isqual i fy
compet i tors  ear ly  on in  dea ls .  They prov ide  quick  ways  to  put  a
compet i tor  in  a  box that  makes i t  hard  for  them to  establ ish
credib i l i ty  wi th  a  buyer .
 
Landmines  are  topics  or  quest ions  that  customers  might  ask  that
put  your  company at  a  compet i t ive  d isadvantage .  Exce l lent
batt lecards  wi l l  l i s t  top landmines  to  watch out  for ,  a long with  ways
to  red i rect  the  conversat ion  to  your  company ’s  st rengths .
 
F ina l ly ,  success  stor ies  f rom reps  who have beaten the  compet i tor  in
quest ion are  exce l lent  top ics ,  but  keep them br ief .  Even better  are
stor ies  of  companies  who your  sa les  team has  successfu l ly  poached
from the compet i tor  in  quest ion .  

Before  you  Start
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Topics that Pack a Punch

Looking  for  more  batt lecard  top ic  insp i rat ion?  We wrote  an  art ic le
on 30+ great  top ics  for  sa les  batt lecards  and compet i tor  prof i les .

https://www.crayon.co/blog/37-great-topics-for-your-sales-battlecards-and-competitor-profiles?utm_campaign=guide-to-battlecards&utm_source=5&utm_medium=Content


Formatt ing of  batt lecards  should  focus  on one goa l :  ease  of
consumpt ion .  These aren ' t  s tudy gu ides  -  they  should  be  ab le  to
serve  as  an  in-case-of-emergency l i fe l ine  when a  compet i tor  pops
up in  the  middle  of  a  d iscovery  ca l l  or  demo.  Try  to  keep the  length
to  one page .  I f  you have addi t iona l  in format ion  or  context  to  prov ide
on any top ic  beyond the  short  b lurb  in  the  batt lecard ,  add a
hyper l ink  to  an  addi t iona l  document .
 
Create  a  h igh ly  v isua l  format  s imi lar  to  the  one p ictured be low in
which the  var ious  types  of  in format ion  have the i r  own d ist inct
t i les/sect ions .  Be  sure  to  labe l  sect ions  c lear ly .  Bu l let  po ints  are  an
idea l  way to  convey informat ion .  Any strong ca l lout  stat ist ics  you
have about  your  product  should  be  bo lded or  h igh l ighted .  

Before  you  Start
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The  job  doesn ' t  end once the  batt lecards
are  created !  The steps  that  fo l low your
in i t ia l  batt lecard  creat ion  are  arguably
even more  important  than everyth ing
pr ior .
 
Maintenance ,  extens ion  across  the
funnel ,  and measurement  of  batt lecards
ensure  cont inued success .  Maintenance
ensures  cont inued adopt ion ,  extens ion  to
other  sa les  teams prov ides  addi t iona l
va lue  for  re lat ive ly  l i t t le  addi t iona l  work ,
and measurement  of  success  makes  you
look good .
 
These  fo l low-up steps  are  neglected by
the  major i ty  of  those  who create
batt lecards  and are  the  reason why so
many batt lecards  fa i l  to  make a
susta ined impact  on  compet i t ive  win
rate .
 
 
 

E x t e n s i o n

A c r o s s  t h e

F u n n e l

I n t e l  U p k e e p

M e a s u r i n g

S u c c e s s

Next Steps
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One of  the  most  common issues  sa lespeople  have  wi th  batt lecards
is  outdated in format ion .  I f  a  sa les  rep  uses  your  batt lecard  on  a  ca l l
and gets  ca l led  out  by  a  prospect  for  spout ing  inaccurate/outdated
informat ion ,  t rust  i s  not  on ly  broken wi th  the  prospect ,  but  so  is  the
trust  sa les  had in  you .  I f  a  dea l  suf fers  because  of  an  inaccurate
batt lecard ,  you can bet  that  sa les  wi l l  never  use  any  content—
batt lecard  or  otherwise— from you aga in .  
 
Integrat ing  your  batt lecards  wi th  an  ongoing compet i t ive
inte l l igence program wi l l  he lp  keep batt lecards  updated and in  sync
with  market  and compet i tor  movements .  Make sure  to  soc ia l ize  inte l
updates  wi th  sa les  to  cont inuous ly  bu i ld  t rust  and ensure  that  they
keep leverag ing batt lecards  in  compet i t ive  dea ls .
 
Be  sure  to  constant ly  check up on  a l l  o f  the  prev ious ly  ment ioned
dig i ta l  sources  of  compet i t ive  inte l  to  stay  on  top of  changes  in  the
market .  Whi le  they  can ' t  moni tor  everyth ing ,  sett ing  a  number  of
Google  a ler ts  can  he lp  mit igate  the  manual  t ime suck for  a  few
sources .
 
Make sure  you a lso  leverage the  sa les  team in  keeping inte l  f resh .
Wherever  your  batt lecards  l ive ,  make sure  ind iv idua l  sa lespeople
can ca l l  out  incorrect  inte l ,  add anyth ing va luable  they  learn  in  the
f ie ld ,  and otherwise  interact  wi th  the  batt lecards .

Next  Steps
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Intel  Upkeep
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Sales  funct ions  that  occupy other  parts  o f  the  sa les  funne l ,  l i ke
sa les  deve lopment  and account  management ,  a lso  f requent ly
encounter  compet i t ive  threats .  Whi le  they  can  certa in ly  use  the
batt lecards  you 've  just  created  in  the  short  term,  a  better  opt ion  i s
to  create  vers ions  better  su i ted  for  sa lespeople  who occupy other
parts  o f  the  sa les  funne l .
 
Sa les  deve lopment  reps  and account  managers  requ i re  very
d i f ferent  amounts  and types  of  in format ion  when they  face
compet i tors .  They  a lso  may face  ent i re ly  d i f ferent  t ie rs  o f
compet i tors .  SDRs f requent ly  encounter  perce ived  compet i tors
ear ly  in  the i r  prospect ing/d iscovery  process .  The i r  ob ject ion
handl ing  in  those  scenar ios  needs  to  be  incred ib ly  br ie f  as  they
don ' t  en joy  the  leve l  o f  rapport  w i th  the i r  prospects  that  account
execut ives  do .
 
Account  managers  face  many of  the  same compet i tors  as  account
execut ives  when mit igat ing  churn .  However ,  they  may a lso  face
ind i rect  compet i tors  when the i r  upse l l  act iv i t ies  threaten  to
d isp lace  ex is t ing  po int  so lut ions .

Next  Steps
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Extension Across the
Funnel

Sales Development

Top Funnel
Perceived Competitors
Opp Creation Rate

Account Execs

Mid Funnel
Direct Competitors
Competitive Win Rate

Account Managers

Bottom Funnel
Indirect Competitors
Retention & Upsell
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The success  of  your  batt lecards  large ly  rests  on  two metr ics :  usage
and outcome.  I f  you ' re  ab le  to ,  measure  the  number  t imes
sa lespeople  v iew each batt lecard  to  determine adopt ion  and to  get  a
sense of  which  compet i tors  requi re  the  most  enablement .
 
I f  you 've  gotten to  th is  po int ,  hopefu l ly  you have some mechanisms
in  p lace  to  measure  compet i t ive  win  rate  over  t ime .  A  few months  of
compet i t ive  win  rate  data  before  ro l l ing  out  batt lecards  should
suf f ice  as  a  benchmark .  Start  measur ing compet i t ive  win  rate  month
over  month us ing CRM data .  Don ' t  s top there !  
 
Tap your  middle  school  a lgebra  sk i l l s  and ca lcu late  the  impact  of
that  win  rate  increase  on overa l l  revenue .  For  example ,  i f  your
organizat ion  generates  $10m of  p ipe l ine  every  quarter  and 40% of
your  dea ls  are  compet i t ive ,  increas ing your  win  rate  in  compet i t ive
dea ls  f rom 30% to  40% would  const i tute  a  $400,000 increase  in
revenue every  quarter .
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Measuring Success
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Batt lecards are  the u l t imate example  of  the phrase "you get  out  what
you put  in " .  Near ly  every  company with  a  s izable  sa les  team and a
handful  of  compet i tors  has  toyed with  creat ing batt lecards .  Very  few
companies  create  proper ly  ef fect ive  batt lecards .  For  th is  reason ,
wel l -made batt lecards are  st i l l  very  much a  b lue ocean source of
compet i t ive  advantage .
 
Strong batt lecards require  cons iderable  ef fort ,  both upfront  and
ongoing ,  to  establ ish  and mainta in  the i r  ef fect iveness .  A wel l -o i led
compet i t ive  inte l l igence program,  a long with  a  team or  indiv idual
who can ef fect ive ly  t rans late  compet i t ive  inte l  to  meaningfu l  sa les
ins ights ,  i s  a  hugely  impactfu l  combinat ion .  
 
Despite  the ef fort  required to  make them work ,  batt lecards
represent  one of  the most  tangib le  ways for  compet i t ive
inte l l igence ,  product  market ing ,  and/or  sa les  enablement
profess ionals  to  make a  d i rect  impact  on revenue .  
 
I f  you ' re  looking for  further  best  pract ices  on creat ing batt lecards
that  actual ly  work ,  check out  the Crayon b log for  a  number  of  posts
on batt lecard adopt ion ,  upkeep,  topics ,  and more .
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Crayon's competitive intelligence platform captures 100+ different
types of insights about your competitors automatically in a single

platform and gives you the tools and insights to enable your sales team
to win competitive deals. Keep tabs on everything from the latest

customer reviews to key executive departures to pricing changes and
promotions.

 
Create and distribute dynamic battlecards that allow your sales team to
have up-to-date competitive insights at their fingertips. To learn more

about how your team can increase sales win rates and beat the
competition, request a free demo of Crayon.

 
Request a Demo of Crayon

Ready to arm your sales team with
actionable competitive intelligence?

Crayon is a competitive intelligence platform that enables businesses
to capture, analyze, and act on market movements from competitors,

partners, and customers. Tens of thousands of teams use Crayon's
software to capture and analyze a 360 degree view of competitors'

activities and enable Sales, Marketing, Product, and Executive
Leadership to win in competitive markets. 

https://www.crayon.co/demo?utm_campaign=(guide-to-battlecards)&utm_source=5&utm_medium=Content

