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Objectives when we engage 
 Where we we start / plan for a larger 

execution engagement 

  Create ‘aha moments’ around the true 
sales model / messages / offers 

  Based on our ‘tools’ and ‘frameworks’ 

  Provide insightful data for the board 
and exec leadership team 

 

 

 

Objectives for this call 
 Make you smarter about how our 

GTM sales audit works 

 Show how we help with any start-up 
wanting to ramp up or going to 
market 

 Most start-ups fail at developing and 
executing realistic GTM plans… 
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Buyer’s 
Journey 
+ Business 
discovery 
+ Sales 
accelerators 
(reduce sales 
cycle, increase 
ASP, improve win 
rates) 
  

Snapshots of 
Value-Based 
Messaging 
+ Ideal target 
+ Value drivers &  
Metrics 
+ Compared to value 
props based on 
benefits, vs. nearest 
competitor,  
resonating focus 
+ Compared to offers 
to attract people to 
engage 
 

 
 
 

GTM Strategy 
& Execution 
+ Inbound 
+ Outbound 
+ Automation 
+ Content 
+ Offers 
+ Campaigns 

Simplified sales 
funnel data analysis 
+ Target markets by 
offering 
+ Based on on historical 
ratios / metrics 
+ Versus industry norm 
ratios / metrics 
+ Resources against plan 
+ Quarterly plan / 
forecasting 
+ Management Op. System 
(info needed to do your job, 
info we need to do ours _ 

Table of 
Buyer’s 
Journey 
  

Raw messaging 
in spreadsheet 
 
Analysis of 
messaging 
 

 
 
 

GTM plan in 
PPT / Word 

Spreadsheet + 
funnel with key 
models 
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  Early success (two large F1000) 

 Revenue target of $20M from CEO 

 Target 20 new Enterprise Customers 

 ASP of $1-$2M  

AFTER 

 Revenue growth $9.9M (adjusted by 
VP of Sales with VC) 

 95 net new customers broken down 
into 7 industries & segments 

 Real Sales Pipeline Conversion model 

 Resource plan that fits revenue plan 

 Sound GTM plan: 

  Well defined sales funnel 

  Accurate conversion rates 

  Realistic cycle times 

  Diverse outbound sales 
development campaigns 

  Progressive content for 
execution 
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