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We help our porifolio build and
optimize hyper-growth GTM
machines
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The GTM Network showcases advisors in events, content, and
advisory
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“It's better to be aligned than to be right.”
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Establish your strategy
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Analyze current and potential markets
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Evaluate and score the options

Market sizing

Weighting 20% 20% 10% 10%

Accountable/Owner Marketing Sales | Marketing G2M G2M

Is there a compelling Compliments other
Level of effort required to  reason to buy. |s this growth Strategies and
Market Size / TAM / SAM  investin GTM functions segment tech innovation  direction we want to take

Sales training / change mgt

outside product buyer? the company/market . .
§ = Big market 5 = low effort 5= High Fit 5 = high alignment Product investment required
1 = Small market 1_= high effort 1= Low Fit 1 =low T
~ _ Opportunity = 'investments = ProductMarketFit = UL, = .
Option 1 5 : . Identifiable target customer
Option 2 3 1 2 4 -
Option 3 3 4 3 4 .
Option 4 2 : 2 a Compelling reason to buy
Option & 1 3 3 3 —
Geo 1 2 1 2 3 .
Geo2 : ¢ : 3 Product-Market fit
Geo 3 2 3 3 3 _—

Pace of tech adoption

Competition / barrier to entry

Potential Exit




Strategic Planning Framework

Every seller is loved by the buyers they serve #saleslove

Equip companies to maximize revenue by creating a fantastic buying experience

Our . . .
Values Customers First - Glass Half Full - Bias Toward Action - Team QOver Self - Focus On Results
1-YEAR 3-YEAR
Revenue Goal + Customer NPS + Employee NPS #1Market Leader + Revenue Goal
EMABLING GROWTH

Core
Strategies

LEVERAGE CULTURE DELIGHT USERS COMMAND UPMARKET DELIVER FULL CYCLE OWN INTERNATIONAL

Invest in organization Be the easiest product to Serve enterprise Develop solutions for all Establish footholds in key
HEE use companies customer facing roles markets

% Employee Engagement # NPS Score Enterprise ARR ARR by Team Outside US ARR
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Select Accounts
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“Account based
doesn’t deliver
better leads. It
delivers better

pipeline.”

Craig Rosenberg

High growth companies are

more likely to run account-
based approaches



Selecting & Tiering Accounts

Tier 1
Hand-picked by marketing and sales leadership

Tier 2

Tier 3 qualified, plus technographic or other
critical qualifiers, technology, industry, intent

Resources

Tier 3

Fits basic firmographic characteristics

Aligned with findings from Total Addressable
Market analysis




Use intent signals to prioritize which accounts to work.
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Demandbase.

bombora 4Hsense
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Demystify for sales - target accounts v priority

Target Accounts “I should prioritize working my top accounts
with my manager and put together a plan to
Helps rep focus on the highest quality engage with marketing.”

accountsas well as understand marketing —
resources at their disposal

Account Engagement Score

“When the score is high, it's fime to work this

Helps rep understand recent account account more broadly and deeply.”
engagement on both sales and marketing

activities —
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Flawlessly Execute
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Codify processes into a system of customer engagement
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MARKETING
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MARKETING
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