Example
Go-To-Market
Strategy




Plan that details how an organization can engage
and convince their customers to buy their product
or service and gain a competitive advantage.



Teams using Go-To-Market see
a success rate



Parts of
Go-To-Market

Inbound Campaigns: Content, Social, Product
Outbound Campaigns: Ads, Cold Calling, Events

Ecosystem: Partnerships, Sponsorships, Community




Go-To-Market Planning Scorecard

Motion Campaign Audience Goal

Content Rank for High volume, Low competition keywords
Inbound Social Create engaging content or use following

Product Add hooks for referrals

Ads Find low cost, high volume opportunities
Outbound Cold Calling/Email Have a one-liner that will start conversations

Events Find your persona at conferences

Partnerships Marketplaces or other companies that can grow with you
Ecosystem Sponsorships Sponsoring communities to meet prospective customers

Communities

Join communities where your prospective users participate
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Put It All
Together



How We Define Stages
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Revenue Campaign Architecture

Send to Sales

ost Won
ATTRACT ENGAGE CONVERT NURTURE Opportunity Purchase
Paid Ads/ Landing Lead Paid Ads/
Organic Search/ Page magnet Email
Social Media
User interacts User submits Rengage prospects,
User sees search result, with chatbot or form or gives who didn’t convert,
tweet, or ad on Google, reads landing email address to using further emails
Instagram, Facebook page chatbot and remarketing

campaign to bring
them back



Campaign Architecture

o Website e Social Platforms e eBooks e Multiple Sales teams

e Blog/month e dCampaigns e Events e Multiple ABM

e Pillar Page e Landing Pages e Webinars e Partnership/

e Email Newsletters e Personalization e Ads e Channel

e Email Nurture e Sponsorships e Account Management

e Reviews e Bundles

e Case Studies e Consumption Expansion
e Referrals
e Offers



Key Performance Indicators (KPlIs)
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Ads/Referrals/
Organic Search

Landing Pages

Leads

KPls

Impressions
Click-through Rates
Engagement

Leads

Bounce rate
Scroll Depth
CTA Click
Lead

# Form Submissions
# Signups
Email Opens/Clicks

VIA

Ad Network
Tactic
Keywords

Referrals

Landing Page

Tactic



Sales Funnel

QUALIFIED

DEMO

PROPOSAL

Drop off
Unqualified

Drop off
Bad fit

CLOSED/WON

Drop off

Pricing/Stakeholder buy-in




Capture Metrics
that Connect Marketing to Pipeline

MARKETING PERFORMANCE | SALES PIPELINE

8,583 115 45 19

SOURCES REPORT  Quarter to Date (Jul 1-Sep 13) v

Dimension 4 Leads A MQLs A SQLs  Opportunities A Customers A

Organic Search 56 37/ 2 3
Direct Traffic 112 90 7 8
Paid Search 102 81 5 6
Paid Social

s 15

Other Campaigns 42

Social Media 2




Find Content & Messaging that Works

Page Title

Mobile App

Hire Machine Learning & Al experts |
NineTwoThree Studio

Market Fit Before Actual Product: A
Liquid Death Case Study

Top 10 Venture Studios for 2023

How To Pick A Development Agency
in 2023

Careers | NineTwoThree Studio

GPT-4 vs. GPT-3: What Developers
Need to Know

5 Steps for Outlining the Scope of
Your App Development Project

The Venture Studio Business Model
Explained

Month to
date

224

169

Count of contacts

Organic Search Paid Search » Referrals Direct Traffic @ Offline Sources

24

22

20

17

B2B Applicatons B2C Apps Process ~ Supporting Startups ~ ChatGPT Therapist ML Hydraulic System IoT Hardware ML Dataflik
Case Studies Downloaded




AWARENESS

Social Media Posts Blogs PR Websites

INTEREST

Social Media Blogs

CONSIDERATION

e Mobile Apps Machine eBooks on
Az: Landing Learning Industry
Page Landing Page Topics
INTENT

Create
Customer Journey
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Thank you for a
great day!



