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Go-To-Market Strategies

Repeatability, 9 Mistakes, Hitting a Number,
Easy Marketing Plans
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Getting to Repeatability

Target Buyer (Persona) Message

/ What's resonating?

Who's buying?
When, Why, How?

Repeatable?

Channel

Where are you meeting them?

Target Company (ICP)

Company look-alikes

C cmozen



How? Rule of 2.

Target Buyer (Persona) Message

/ Choose 2 Value Props

Choose 2 Buyer Profiles ‘\
Repeatable?
Target Company (ICP)
Choose 100 Target Companies Choose 2 Channels

\ Channel
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Measure Funnel/Pipeline

1. Inputs to get a meeting
2. Meetings > qualified opportunities
3. Qualified opps > closed deals
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9 GTM Mistakes

(& how to hit a number)



GTM Pattern

Sales

Founder-Led Founder-Mgd Sales-Mgd m
: AEs = Robust

Marketing



Mistake #1

Skipping founder-led sales and
hiring an AE too early.




“Great founders don’t put anyone between
themselves and their users.

[Y-C founders] try to hire sales and support people right away.
But...

“You’ve got to do this yourself.
It’s the ONLY way.”

)




Mistake #2 Hiring only one AE.

“When You Hire Your First
Sales Rep — Just Make Sure
You Hire ~

- —Jason Lemkin, SaaStre & o [



https://www.saastr.com/when-you-hire-your-first-sales-rep-just-make-sure-you-hire-two/

Mistake #3

Promoting your top AE to
manager—the myth of the
‘“player-coach.2



09/100 conversations are
NOT about this Phil.
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Mistake #4
Hiring a Head of Sales too
early.

"What are they good at?
Optimizing teams.

. 2




' Mistake #5 GTM w/o validated assumptions.




“Entrepreneurs innovate,
customers validate.”

SCALEIT
THE ENTREPRENEUR'S GUIDE T

BREAKTHROUGH INNOVATION

_—Paul Ahlstrom, Alta Ventures



n $ 5 & B, Mistake #6
Trying too many channels

U Y °



Mistake #7
Trying too few
channels...

Bullets before
cannonballs




Mistake #8 Hiring wrong between
brand and demand

-------

o,
SD MANVAALS,

L .



Marketing Sides

Brand Demand
Right Brain Left Brain
Creative Ops
Brand Marketing Demand Gen
Copywriting Conversion Rate Optimization
Design Martech
Voice Paid Ads
You need both sides. What's the right proportion?
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Jason Lemkin’s 70-20-10 Rule:
70% into measurable RO

20% into brand

10% into experimentation

and Marketing:
akes Little Sense
Let's Do Some



https://sellingsherpa.com/index.php/2022/08/22/the-official-saastr-podcast-key-takeaways/
https://cloud.substack.com/p/the-top-10-questions-to-ask-a-vp?r=1a69x&utm_campaign=post&utm_medium=web

Airbnb shows faith in brand
by boosting marketing
investment

The travel accommodation business has upped its marketing
spend by 175% in the second quarter of 2021, helping to drive a
300% revenue boost.

Share this article % f

o
‘3‘ By Michaela Jefferson | 13 Aug 2021

Having previously cut marketing spend as it shifted its strategy away
from performance, Airbnb’s marketing expenses have once again
increased as the business looks to invest in brand building advertising.

Over the second quarter of 2021, Airbnb’s sales and marketing expense

AirBNB didn't make the shift until

Aug 2021.

It had a market cap of $96B

rts AirBNB, Marketing Week



https://ycharts.com/companies/ABNB/market_cap
https://www.marketingweek.com/airbnb-faith-brand-investment/

Mistake #9

Hiring a Head of
Marketing too early.

What are they good at?

Managing teams and large
budgets.




Framework for Hitting a Number

(Top Down)
ﬁ Sales Target $12M
Current Sales $2M
New Sales Req'd $10M
ACV $50K
oo
a: e #of Customers/Deals PAV

C cmozen



Framework for Hitting a Number

(Top Down)
i;_; i # of Customers/Deals 200
Marketing Sales
CAC $5K AE OTE $200K
Budget $1M Quota (5x) 20 deals/$1M
Add'l Team $300K 10 Reps $2M
5 SDRs (1:2) $500K
TOTAL $1.3M TOTAL $2.5M

C cmozen



Framework for Hitting a Number
(Top Down)

TOTAL Sales & Marketing $3.8M = $12M Sales

Add 25% = $4.75M
Fundraising use of proceeds

C cmozen



Framework for Hitting a Number
(Top Down)

e Consider AE Ramp for timeline
e Add CAC payback for road to profitability
e Add churn for NRR

e LTV :CACIf payback is greater than 1 year

C cmozen



FOUNDATIONS

BRAND

1. FOUNDATIONS

W

Alignment
Mission, Vision, Values

Brand Persona

Visual Identity
Name, Logo, Colors,
Typography
VALIDATED?
CUSTOMER  gum
VALIDATED?
PAIN AN
VALIDATED?
SOLUTION |

VALIDATED?

ALTERNATIVES gnm

VALIDATED?

SPECIAL T |

METRICS

u cannot yet calculate these met

ACV

GTM Canvas

GTM INVESTMENT

HOW?

5. GTM MOTION
Inside Sales

Field Sales
Channel/Partnerships
Outbound

SDRs

FLS to Sales?

GTM PREP

WHO?

2. TARGET CUSTOMER

Watering Holes?

ICP (B2B Only)
Firmographic Profile

Personas
Demographic Profile
Psychographic Profile

External Validation

*

Multiple?

Pricing

Package: Leader, Killer, Filler
Delivery & Distribution

Product Led
Freemium

WHAT?

3. PRODUCT

Self Serve

Marketing Assisted
Inbound

ABM

©

Website & LPs
CRM

TECH STACK

TECH

7. CAPABILITIES

Positioning: STP/5Ps
Storybrand/Andy Raskin
Key Messages & Supports

MAP & Email
Attribution
Metrics/KPIs

(~TARA DI ANI

WHERE?

6. CHANNEL

RANK

Email Prefer Cost
Newsletter(s)
Outbound

Content
Blogs
Podcasts
SEO
LinkedIn
Twitter/X
YouTube
Insta
TikTok
Other:

Misc. Channels
Direct Mail

Events
Influencer
Paid Search
Paid Social
PR
Webinars
Other:




Shortcut to a Plan

1. Find your target customer




Shortcut to a Plan

1. Find your target customer

2. Watering hole analysis
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