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We help our portfolio
build and optimize
hyper-growth GTM
machines




What is the GTM Advisory?

Advisory Content
~ N B

Been-to-market expertise Step-by-step guides The power of community

Q_ 9 el
@ OYO

@ © x

Advising over 60% of the Distilling decades of experience into Connecting EIRs, advisors, and
portfolio with bespoke GTM 80+ practical tools and frameworks portcos at 40+ events per year
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GTM benchmark survey

What Ananonymous GTM metrics survey that should
take you less than 15 minutes to complete

Why To produce a comprehensive set of public
benchmarks that you can use to improve your GTM

Who Our entire GTM community

When Now (ideally)
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https://scalevp.saasbenchmarks.ai/survey/gtmbenchmarks
https://scalevp.saasbenchmarks.ai/survey/gtmbenchmarks

Future events

Friday, March SDR tech council: What’s working in
7th Al prospecting

Friday, March Marketing council: LinkedIn
14th marketing for startups

Tuesday, April “How we scaled this” summit

22nd Featuring panels and presentations from sales, marketing, and pricing
thought leaders
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We will use a fictional product as an
example for the value mapping




Introducing Posh APl Monitoring Product

(Fictional SaaS product, aka: “Posh AMP”)

Posh AMP shifts the focus from
API Monitoring to Preemptive
Action, leveraging predictive
analytics and machine learning,
Posh automated problem resolution,

Predictive Optimization for and cross-platform capabilities
System Health
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Section 1

Introduction to Customer Value Mapping
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Customer Value Mapping
(CVM) visually connects

Customer your product's capabilities
to your customer's

Value strategic metrics,

Mapping transforming features into

measurable business
outcomes that drive
decisions
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A CVM looks like this ...

Customer

Board-Level OKRs Profitability and
(Strategic OKRs) Operational Efficiency

Quantifiable

Bisshnass Valia Unique Benefits Unique Attributes

Departmental and A
Operational Objectives
These attributes s
e s Anes Pt s fabures th gh &
et s Ny R 3 ok A eyt o s ComnTouNe, they ‘“I"" .
e fes e <y e together 10 achieve a measu n MTBF by
e 4 298 et e 0 e age Vo e Ircraise ta acomaton e of e Gahures ond evairg o
Key Results P et bt WV b poesbadamar e enabling p "
W T - 3 e s it by 00 et o TN ey b ft 12 Wt
prree——"
t 1 t t 1 ¢ Achieves up to a S50%
reduction In system failures, —
leading to an estimated 30%
s > improved MTBF and $500K In
annual OpEx savings
Valse Ortver 1 Valwe Oriver 2 Vabse Driver 3 The automated resolution eng
Achieres 3 5% increase in the Incdene Pasocion Lemding ¢2 - savings by directly increasing the Incide
Value Drivers rbanced Prefiche Acnemsted Prekiem irmproved Crom Plattorn et i Sy . The integration with inci
Andytics Pesoution Integration ara Viskity Soseer :‘---4-’:‘ B _— 27 e
by redcien e Aithoug!
———— i— paraonal costs of up 10 4O sl & Povartan gy i eving
T Cater ncident respsese e, e e
LR w2 L] Achieving 3 95% Iegration seccess
el ensuring 100% AP
Mean T P! Integ ston Seccess . reducing missed Incdents
KPis Caibore (MTHE) e 5 by up 10 30%, thereby enhancing
By (2} ‘overall system rotabity and - Y Both atributes work together to defver comprehensive
S S~ v e o iy e monitoring. The cross-platform integration provides the raw

capability for connectivity and data flow, while the unified

board makes it sctionable. Again, these do not need 1o
Aot e oot o e 4 Soied Wenniring OiASLI4 (Sogle
- Proptapiemeiatat 'y oot be Mapped one-1o-one 10 the benefit; rather, they combine Lo
eve 3 high AP! Integration Success Rate and ensure

nprete AP wisidiify

- D braser e

Operational Processes
and Strategic Initiatives
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Aligning your product with your customer's value chain
iIimproves your competitive advantage

Customer Value Mapping
@ Connects what you sell to what

Ground truth about how customers value

customers create and
measure value

@ Enables compelling, defensible

— business cases

%O Drives targeted conversations with

the right stakeholders
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Four warning signs your company needs value mapping
NOW (10of 2)

Complex Sales Cycles Your sales team struggles to articulate
C"\ , , , , concrete business cases, leading to
"We keep hearing 'this looks interesting,
@ but I need to think about it from elongated cycles and stalled deals.
prospects.”
Customer Feedback Misalignment Customers frequently mention unmet
© oo needs, unclear value propositions, or

"Your product has great features, but it
doesn't quite address our main business
challenges.”

misalignment with their priorities
during feedback sessions or support
intferactions.
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Four warning signs your company needs value mapping
NOW (2 of 2)

Struggle Transitioning to Larger Deals Your company is shifting from smaller,

/’ transactional sales to larger,
I] ‘ | "We need to move upmarket but struggle to

. . . ,  transformational engagements that
get buy-in from economic decision makers.

require compelling business cases.

Positioning Challenges Your team struggles with discovery

o questions or creating messaging that
"We know our solution is valuable, but we . ]
clearly connects your unique benefits
to concrete, measurable business

outcomes for prospects.

can't seem to articulate exactly why in a
way that resonates.”
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Main objective:

Mapping your target ICP’s entire value chain to precisely understand how,
where, and to what extent it connects to the value your product delivers.

Your ICP Customer Your Product
Priority
Objectives
Quantifiable .
Key Results V?Iue KPIs Business Umqtfe
Drivers Impact Benefits
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Section 2

Real World Example
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monto

Maya Cohen

CEO and Founder
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Example customer value map

Reduce delayed payments

This map shows the areas addressed via product benefits, but does
not map to specific unique attributes (Features and Capabilities)

How the product benefits directly addresses value creation that matter’s the customer’s business

Compare PO and Invoice

Increase cash flow Improve TDSO
Payment Terms
C-Level OKRs
P it / ~ Value Drivers KPls
Key Result 2: Increase the on-time payment rate (¢
k % I fisca ar. Optimi. tt
Strengthen Financial from 70% to 85% by the end of the fiscal year. p |m|?e payment terms Average payment terms
Health and Cash Flow (credit management)
Objective: Improve Key Result 1: Reduce the average days sales outstanding (DSO) from 45 days to
overall financial health by 35 days within the next six months.
optimizing cash flow and AR aging buckets trends
reducing outstanding
receivables. Key Result 3: Improve cash reserves by 20% by the Optimize receivables
end of Q3 through better cash flow management.
DSO
. vy
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Key Initiatives

7

Strengthen Credit
Management:
Implement credit
assessment procedures
and review existing
customer credit limits,

Data-Driven Decision
Making:

Use data analytics to
gain insights into
customer behavior,
payment trends, and AR
performance.

Enhance Cash Flow
Management:
Implement real-time cash
flow monitoring tools and
review AR aging reports
regularly

Automate AR Process:
Implement automation
tools for invoicing,
payment reminders, and
recongiliation,

monto




Section 3

Map Strategic Objectives and Key Results
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Select objectives that resonate with key stakeholders

20

Board-Level OKRs
(Strategic OKRs)

Departmental and
Operational Objectives

Improved:
Profitability & efficiency
Market competition

Risk management & resilience

Reduce operational costs
Decrease resolution time

Enhance integration reliability

CONFIDENTIAL

Resonate with
stakeholders

Strategic
impact

Measurable
outcomes (KRs)
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Example for Posh ICP: Objectives

Increase Overall

BOCI r'd - |eve| Profitability and

Operational Efficiency Our focus for this workshop

Reducing operational costs
Reduce API Failure-

) and shortening incident
Related O t I
Depar’rmen’rol c:satse P resolution times directly

improve the bottom line.

21 CONFIDENTIAL SCALE




Key Results are measurable outcomes that drive
objectives forward

e Specific and clearly defined
Key Result ¢ Quantifiable metrics

e Time-bound targets

Instead of: "Improve API| performance”

Use: "Reduce API response time by 30% within Q2 2024"

22 CONFIDENTIAL
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Example for Posh ICP: Key Results

Departmental
Objective

|
| -
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Capture your mapping on this worksheet

Customer
swsiontons s caectie 1 s Ot ot st Ot
: Make one copy per team!
Departmental and Deportmental Objective
- m A Miro board will be available soon!
= _— e - _ -
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Completed example for Posh ICP

Customer

Make one copy per team!

e sgerans o A

...............

= — m A Miro board will be available soon!

SCALE
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We are here

Customer

Board-Level OKRs
(Strategic OKRs)

- Departmental and
| Operational Objectives

1 Key Results

Value Drivers

KPIs

Operational Processes
and Strategic Initiatives

CONFIDENTIAL

ey R 1
Eoves o bere

Vabus Driver 1
Foces i veve

W

rerr oo beve

Strategic Objective 1

iz

foer info e

Candidate Strategic
Objective 2

Candidate
Departmental
Objective 2

Candidate Strategic
Objective 3

Candidate
Departmental
Objective 3

Valos Oriver 3

Loter i bere

Grtwr oo beve




Activity: Map Objectives and Results
C\;‘: 3 minutes

Select 1-2 Departmental Objectives

@ Choose objectives that resonate with key stakeholders

Define 2-3 Key Results per objective
@ Make them specific, measurable, time-bound

Validate alignment

@ Confirm connection to stakeholder needs
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Section 4

Map Value Drivers
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Value Drivers are the key levers that power business
outcomes (key results!)

Measurable capabilities, v Different from other
Value Driver resources, processes, or levers metrics /KPlIs
that directly impact key results
and business objectives v Direct influence on
outcomes

v Core to customer
value creation

Example:

Enhanced predictive analytics directly drives
reduced system downtime v Can be one-to-many
relationship to KRs

20 CONFIDENTIAL SCALE




Key Results vs. Value Drivers

Key Result Value Driver

Answers: "What measurable outcome Answers: “What drives success?”
do we want?"

Defines specific, time-bound targets Create direct business impact

E.g. Reduce OpEx by 20% in 12 months <= E.g. Enhanced Predictive Analytics

30 CONFIDENTIAL SCALE




Value Drivers vs. KPIs

Value Driver KPI / Metric
Answers: “What drives success?” Answers: “How are we doing?”
Create direct business impact Monitor performance, track progress

E.g. Improved Visibility into Customer

E.g. Monthly Churn, Customer Sat, etc.

Success Activities

3] CONFIDENTIAL SCALE




Example for Posh ICP: Value Drivers

Value Driver 1 Value Driver 2
Enhanced Predictive Automated Problem
Analytics Resolution
Prevents API failures Eliminates manual
through early detection, intervention costs by
reducing costly system automating responses to
downtime. common APl incidents.

32 CONFIDENTIAL

Value Driver 3

Improved Cross-Platform
Integration and Visibility

Enables faster issue
resolution through unified
monitoring across all API
endpoints.

SCALE




Example for Posh ICP: Value Drivers mapped to
Key Results

Key Result 1 Key Result 2 Key Result 3

Achieve a 20% reduction in overall Improve the Mean Time Between Increase the automation rate of
AI.>I fallure-related operational costs Fau!ures (MTBF) for API failure incident responses from 40% to
within the next 12 months. incidents by 30% over the next 6

70% over the next 12 months.
months.

Value Driver 1 Value Driver 2 Value Driver 3
Enhanced Predictive Automated Problem Improved Cross-Platform
Analytics Resolution Integration and Visibility
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Customer

Candidate Strategic Candidate Strategic
Objective 2 Objective 3

Board-Level OKRs Strategic Objective 1

(Strategic OKRs)
Candidate Candidate
Departmental Departmental
Departmental Objective 1
Depastmsnial and Objective 2 Objective 3

Operational Objectives

We are here — ] ;

| - e VoeuOrvee3 1
foces e here

- tnter il pare. Loewr info bere. -

1 Value Drivers 1

Iy .
wa . W
v v v
W iz o
rerr oo beve feeer g e Grewr o beve
KPIs
% »
a5 10 one or more .

Operational Processes
and Strategic Initiatives
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Activity: Map Value Drivers
C\;‘: 5 minutes

Brainstorm Value Drivers

@ |dentify 2-3 drivers that directly impact your Key Results

Map connections

@ Show how each driver impacts specific results

Validate impact

@ Ensure drivers are measurable and comprehensive
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Section 5

Map Key Performance Indicators (KPls)
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KPIs: The critical metrics that matter most

v Must be actionable

Essential metrics that directly through initiatives

KP | measure progress on value
drivers and track achievement Y/ Should have clear
of key results ownership

v Direct connection to
Example: value drivers

Mean Time Between Failures (MTBF) directly

v Limited to most
critical measures (2-3
per value driver)

measures the effectiveness of predictive

analytics
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Strong KPIs show direct impact, improvement, and
measurability

38

Selection Criteria @

Direct impact to Value Driver
Initiatives improve this metric

Trackability, reportability

Common Pitfalls &

Vanity metrics
Lagging indicators

Too many KPlIs

Choose KPIs that are (1) an early warning system, and
(2) a guide for improvement

CONFIDENTIAL
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Example for Posh ICP: KPIs

KPI 1 KPI 2 KPI 3
Mean Time Between Incident Automation Rate API Integration Success
Failure (MTBF) Rate

Directly measures effectiveness Shows percentage of issues Quantifies successful

of predictive analytics in resolved automatically, proving cross-platform connections,

preventing system failures automation initiatives are demonstrating improved system
working visibility and reliability

Each of these KPIs work together!
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Example for Posh ICP: KPIs mapped to Value Drivers

Value Driver 1 Value Driver 2 Value Driver 3
Enhanced Predictive Automated Problem Improved Cross-Platform
Analytics Resolution Integration and Visibility
A A A
v v v
KPI 1 KPI 2 KPI 3
Mean Time Between Incident Automation Rate API Integration Success
Failure (MTBF) Rate

Strong KPlIs validate how your value drivers reinforce each
other to deliver comprehensive business impact
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We are here

Customer

Board-Level OKRs
(Strategic OKRs)

Departmental and
Operational Objectives

Key Results

I Value Drivers

| KPIs

Operational Processes
and Strategic Initiatives

CONFIDENTIAL

Candidate Strategic
Objective 2

Strategic Objective 1

Candidate

b ntal Objective 1 Departmental

Objective 2

ey R 1 Wy Rosalt 2
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rerr oo beve
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foer info e

Candidate Strategic
Objective 3

Candidate
Departmental
Objective 3
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Activity: Map KPlIs
@: 5 minutes

Select core KPIs

@ Choose 2-3 measurable KPIs per Value Driver

Define success metrics

@ Set clear targets and timeframes for each KPI

Validate criteria

@ Verify direct impact, control, and measurability
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Section 6

Map Unique Attributes

SCALE



Now we’ll map your product to your
customer’s value chain

L4 CONFIDENTIAL SCALE




Unique Attributes: Features and capabilities that
create real differentiation

v Must align with
high-priority
customer needs

Distinctive features and
capabilities that differentiate
your solution by delivering
superior value in ways that matter

Unique Attribute

v Delivers valuein

~— most to your target customers _
ways not available
from alternatives
Example: / Creates

Posh's Predictive Analytics Engine identifies API demonstrable
competitive

issues before they occur advantage

45 CONFIDENTIAL SCALE




Watch out for these common pitfalls

n @

Generic Features Value Disconnects Validation Gaps
Listing capabilities Differences Not verifying against
everyone has customers don't value competitors

Strong unique attributes are genuinely different, create value
customers care about, and offer clear competitive advantage

46 CONFIDENTIAL SCALE




Example for Posh ICP: Powerful and Unique Attributes

Unique Attribute What makes it powerful and unique

Predictive Analytics

: e Proactive issue detection vs. reactive monitoring
and Machine

Learning Engine e ML-driven accuracy improves over time
ahfomated e Full automation vs. guided troubleshooting
Problem
Resolution Engine e Integrated incident response workflows
Cross-Platform e Native integration across all APl platforms
Integration
Capabilities e Real-time data aggregation across endpoints

4y CONFIDENTIAL
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Quantifiable
Business Value

M
1 ora E}E;e Quantifiable
KPIs Business Value
Quantifiable
Business Value
Quantifiable
Business Value

Unique Benefits:

Top 3 unique benefits driving
quantifiable value creation within
your customer's business

Unique BENEFIT 1
Map to
1 or more
QBV
Unique BENEFIT 2
Unique BENEFIT 3

Unique Attributes:

Top unique features and
capabilities delivering the
unique benefits

e |

Map to Unique Attribue 1

" 1ormbre

Benef"ts

Unique Attribue 2

Unique Attribue 3

Unique Attribue N

I A

CONFIDENTIAL
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Activity: Map Unique Attributes
C\;‘: 5 minutes
Identify key atiributes

@ Map 2-3 unique attributes that deliver clear competitive advantage

Define differentiation

@ Establish how each attribute is meaningfully different from alternatives

Validate value

@ Confirm each attribute enables specific benefits valued by target
customers (next section will focus on this piece!)
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Section 7

“Building the Value Bridge”

Map Unigue Benefits and Quantifiable
Business Value

SCALE



Unique Benefits: Transform features into outcomes for
customers

A tangible outcome that your _
v Clearly differentiated

solution delivers uniquely well, _
from alternatives

Unique Benefit . . .
directly impacting customer

o business value v Validates strategic

impact

Example:

v Links features to
Proactive Issue Prevention and Enhanced Reliability business value

5] CONFIDENTIAL SCALE




Moment of Truth:
Does your product drive value that matters to your
target customers?

Customer Priorities Your Product
Value Features and
Drivers The Value Bridge L LG
Quantifiable

Business Value

KPIs P Unique

Benefits

—_—

52 CONFIDENTIAL
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Transform Benefits into Quantifiable Business Value

Components of business value

Direct Financial Impact Strategic Advantages
e Costreduction e Efficiency gains e Market position

e Revenue growth e Quality metrics e Innovation speed

e Resource optimization e Process acceleration e Customer satisfaction

e Time-to-value e Risk reduction e Competitive edge
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Example for Posh ICP: Unique Benefits transform
features into measurable business value

Business Value Benefits

Product Feature
What it means for their KPls

What outcomes customers achieve What your product does

Achieves up to a 50%

reduction in system failures, Predictive Analytics
leading to an estimated 30%

: ; Prevention and and Machine
IRroved M A Enhanced Reliability Learning Engine
annual OpEx savings

Proactive Issue

v Measurable by customer KPIs v Validates strategic impact

v Clearly differentiated from alternatives v Links features to business value

54

CONFIDENTIAL

SCALE



Example for Posh ICP: Unique product features deliver unique
benefits important to the customer

Product Feature
What your product does

Predictive Analytics and Machine
Learning Engine

Advanced machine learning models
to forecast potential APl issues
before they occur.

55

Unique Benefit

What outcomes customers achieve

Proactive Issue Prevention and
Enhanced Reliability

Significantly reducing system
failures and ensuring a more
reliable APl environment.

E———

CONFIDENTIAL
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Quantifiable
Business Value

M
1 ora E}E;e Quantifiable
KPIs Business Value
Quantifiable
Business Value
Quantifiable
Business Value

Unique Benefits:

Top 3 unique benefits driving
quantifiable value creation within
your customer's business

Unique Attributes:

Top unique features and
capabilities delivering the
unique benefits

|
- Unique BENEFIT 1
1
Map to =
1 or more 1
QBV -
I
|
1
I
- Unique BENEFIT 2
I
|
1
I
I
|
i Unique BENEFIT 3
I
I

Map to Unique Attribue 1

"1 ormore __

Benefits

Unique Attribue 2

Unique Attribue 3

Unique Attribue N

CONFIDENTIAL
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Activity: Transform unique attributes to benefits
C\;‘: 5 minutes
Start with key atributes

@ Take your 2-3 unique attributes from the previous activity and assess their potential
impact

Identify measurable outcomes

@ For each attribute, determine specific, quantifiable improvements it enables for
customers

Create benefit statements

@ Transform each outcome into a clear benefit statement using the formula:
[Quantified Impact] through [Unique Attribute], enabling [Customer Outcome]

57 CONFIDENTIAL SCALE




Quantifiable Business Value: Measuring Impact That
Drives Decisions

58

Concrete, measurable financial

. or operational improvements
Quantifiable that your solution delivers,

Business Value validated through customer KPls
and directly supporting strategic

business objectives

Example:

$500K annual operational cost savings 30% improvement
of MTBF, validated by 6 months of production monitoring
data.

CONFIDENTIAL

Must be measured

through specific
customer KPlIs

Demonstrates clear
financial or operational

impact

Can be validated with
actual customer data

Directly connects to

C-level priorities

SCALE




Complete the Value Chain: Connect Business Value to
Customer KPlIs

Priority Value Customer Quantifiable Unique

i i i Business Value Benefit
Objectives Drivers KPIs enefits

Measured through metrics the customer
already tracks and cares about

Connect directly to executive-level strategic
priorities
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Example for Posh ICP: Complete Value Chain

Customer Product
Impact:
ORISR g $500K cost savings 30% improvement in MTBF
Reduce APl Operating Reducing OpEx by 20% validated by 6 months of
Lot et production monitoring
EThe 30% Proactive Issue
Predictive Analytics MTBF Improvement Prevention and
i Enhanced Reliabilit
in MTBF y

Value Driver KPI Business Value Benefit
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Completed Example Map for Posh ICP

Customer
Customer Customer Quantifiable
Value Drivers KPlIs Business Value
Value Driver 1 KPI1 Achieves an estimated
. 30% improvement in
Enhan.c S Mean Time Between MTBF and $500K in
hasics annual OpEx savings

Value Driver 2

Automated Problem
Resolution

Failure (MTBF)

Rl Achieves a 75% increase

in the Incident
Automation Rate

Incident Automation

Rate

CONFIDENTIAL

(Excerpt from Miro Board)

Unique
Attributes

Unique
Benefits

Predictive Analytics and
Machine Learning Engine

Proactive Issue
Prevention and
Enhanced Reliability
Real-Time API Logs &
Data Feeds

Automated Problem
Resolution Engine

Automated Resolution
Leading to Significant
Cost Savings

Seamless Integration
with Incident
Management Systems

SCALE




We are here

Vs Attt 3

Customer ‘
Board-Level OKRs Strategic Objective 1 Ve '
(Strategic OKRs) !
Candidate ‘
ODepartmental and Deportmental Objective 1 f[’ o '(” -
Operational Objectives i '
N— - Quantifiable Unique Benefits: Unique Attributes:
- Business Value
' 0p 3 unique benefits driving Top unique features and
- quantifiable value creation within capabilities delivering the
- your customer’s business unique benefits
Wy o——n t y bt by o ¢ M
Key esults RO e —p— ¢
- ' i T . Map to e Attt 1
o mm h mm s mm s mm E o mm s mm s mm s mm s mm R mm s mm s sk § o mm s mm oa mm s e s o h o s mm s mmon mm o mm or omm on omm s
- 1 or more
' Map to .
I ' 1 Benefits
' or more
. ' Map to = QBv
- 1 uantifiable
' 1 or more q
I i ——— s : KPIs BusinessValue |
ragiraed |
. R ) .
| Value Orivers ' |

I : 1 — ~

. I ] ] : ——

1 - - o ' Business Value |

. di o e PR e . ) [—
| — — : |

' e Artse

Operational Processes
and Strategic nitiatives
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Unique
Benefits

Quantifiable
Business Value

Customer
KPIs

Value
Drivers

Priority
Objectives

63
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Tips for Success:

Activity: Complete your value chain Focus on customer-defined mefrics

e Clear, logical connections

. . e Specific magnitude and timeframe of impact
(\} 5 minutes P | i

e Consider stakeholder priorities at each level

Start with your benefit statements
Use the benefit statements you created in the previous activity as your foundation

Quantify the business impact

Translate each benefit into concrete, measurable value using the formula:
[$ or % Value] in [Business Impact Area] by [Timeframel], validated through [KPI or Measurement]

Connect to Customer KPIs

|dentify specific customer KPIs that will measure and validate your business value

Map to value drivers and strategic objectives

Link your KPlIs to the value drivers and strategic objectives identified earlier in the
workshop

CONFIDENTIAL SCALE



How strong is your
product’s alignment to

customer value®




Strong value alignment shows clear impact on customer
KPIs and strategic goals

Weak Strong
Limited impact on Direct impact on
customer priorities customer priority KPIs
e No clear connection to e Indirectimpactoncustomer e Directimpact oncustomer
customer's key metrics KPIs (requires multiple steps priority KPIs (e.g. reduces MTBF
to show value) by 30%)

e Difficult to build compelling
business case e Hard to build urgency e Clear contribution to strategic
objectives (e.g., enables 30%

e Business cases need more .
cost reduction)

validation
e Sales team easily demonstrates

compelling and winning business
cases
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When value alignment needs strengthening, prioritize
nailing your ICP

Weak Strong
Limited impact on Direct impact on
customer priorities customer priority KPIs
e Reassess ICP selection e Deepen ICP understanding e Double down on current ICP
e Explore adjacent segments e Map additional e Build success story portfolio

jobs-to-be-done

e Evaluate product-market fit

e Expand use cases within
e Validate value assumptions segment
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Section 8

Bring the Customer Value Map to Life

SCALE



Use the CVM to influence your GTM Strategy

“?’: Product Q  Buyer

=]
= © Roadmap Stakeholder Map
Aligns product Customer Value Map Conrome.c’rs vqlue elements to
development with - specific buying roles and

highest-value customer decision-makers

Sales Position and

O | Playbooks — ] Messaging
Guides account mapping, Clarifies differentiation and
discovery questions and value proposition

objection handling
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CVM creates a unified value story for buying stakeholders

Buying Stakeholder Cares About
Priority
Board & C-Level Objectives Value maps provide
s key points for
IDireC’rorS & VPs Drivers messaging different
buying stakeholders
IMid—LeveI Managers Customer
KPIs
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Example for Posh ICP: Multiple stakeholder value points

reduced our incident response times

Buying Stakeholder Cares About
Priority $500K in annual OpEx savings to
CIO/CFO Objectives address targeted 20% reduction
Value Predicti lytics has significantl
@Dev()ps e redictive analytics has significantly

30% improvement in MTBF, which
Customer ’
Manager of DevOps KPIs means fewer outages and better

N reliability for our users

!
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Validate your CVM to ensure it is trustworthy and
actionable

Internal: Sales, CX, Customers and Market Analysts and
Product, Engineering Partners Experts
"Can we deliver on these claims "Do these outcomes address “Is our approach
consistently?” your highest priorities?" meaningfully different from
alternatives?”
e Validate performance e Verify relevance to
metrics with product business objectives e Verify differentiation
feam e Confirm magnitude of claims
e Confirm delivery business value impact e Confirm competitive
parameters and positioning

requirements

7 CONFIDENTIAL SCALE




Section 9

Wrap-up & Next Steps

SCALE



Aligning your product with your customer's value chain
iIimproves your competitive advantage

@ Connects what you sell to @ Enables compelling, defensible
what customers value business cases

Drives targeted conversations Creates measurable, credible
with the right stakeholders at differentiation that competitors
each organizational level can't easily replicate or dismiss

73 CONFIDENTIAL SCALE




Call to Action Contact Pete for assistance!

Next 2 weeks Next 1-2 months 3+ months
| | |
Validate, Refine, & Develop 1-2 additional Train and measure
Share insights with artifacts based on teams on value-based
internal teams current needs approach
_——
Test value-based Build comprehensive
messaging, iterate value framework
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https://www.amazon.com/dp/B07PPW5V9C/ref=cm_sw_r_tw_dp_U_x_B6EXEb9PSQ2A2
https://a.co/d/5gCwqC3
https://a.co/d/g992E2q
https://www.growthunhinged.com/p/product-positioning-part-one
https://www.growthunhinged.com/p/how-to-differentiate-your-product

Thank You!

in
@ThislsPeterG

76 CONFIDENTIAL SCALE



mailto:Peter.Giordano@ScaleVP.com
https://www.linkedin.com/in/peterlgiordano/

APPENDIX

Ok to share
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(Detailed) Strong value alignment shows clear impact
on customer KPIs and strategic goals

Strong Alignment Weak Alignment
e Directimpact on customer e Indirect impact on customer e No clear connection to
priority KPIs (e.g. reduces KPIs (requires multiple steps customer's key metrics
MTBF by 30%) to show value) . :
e Value proposition relies on
e Clear contribution to e Value recognized but not assumed benefits
strategic objectives (e.g.., consistently measured e Custormer feedback focuses
enables 30% cost reduction) : : :
Success stories focus more on on minor benefits
o C.usfc?mers .con5|s’re.n’rly features than outcomes e Difficult to build compelling
hlgh_hthr this value in success e ROl calculations need more ROl case
stories gy
validation

e Salesteam can easily
demonstrate ROI
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Missing Alignment Often Signals Major Strategic
Opportunities

79

Signs of Missing Alignment

Customers consistently ask for
capabilities you don't offer

High-value KPIs your product doesn't
currently impact

Strategic priorities mentioned in
discovery that your solution doesn't
address

Strategic
CVM

—

CONFIDENTIAL

Opportunities

Reveals untapped market opportunities

Informs strategic product roadmap
decisions

Creates partnership opportunities with

complementary solutions

Helps prioritize R&D investments

Example: ZOOM

SCALE




Missing Alisgnment Often Sighals Major Strategic
Opportunities

Missing Alignment
Example: ..l- slack Customer Priority Signals Product Opportunity Signals
Initially @ gaming company e Strategic objectives with no e Features solving problems
building internal chat tools, Slack corresponding product customers don't prioritize
recognized a major missing capabilities e Benefits that don't map to
alignment: enterprise e High-priority KPIs your key customer metrics
collaboration needs weren't being product doesn't influence e Capabilities targeting
met by existing solutions. This . : :
o o e Value drivers without non-strategic customer
insight led to their pivot toward :

supporting features needs

becoming an enterprise
collaboration platform
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Extra Section

Map Operational Processes and Strategic Initiatives

SCALE



Operational Processes & Strategic Initiatives take
direct action on Value Drivers

Processes:

Operational Ongoing, day-to-day actions that

strengthen value drivers
Processes and

Strategic Initiatives Initiatives:

Focused, time-bound projects that elevate
value drivers
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Operational Processes & Strategic Initiatives take
direct action on Value Drivers

Example:

Operational
Processes and
Strategic Initiatives

Continuous Real-Time API Monitoring (Process)
directly enhances our Predictive Analytics
capabilities (Value Driver), measured by Mean Time

Between Failures (KPI)

v Transform strategy into v Create measurable v Must have clear
results impact tracked by KPIs ownership and success
criteria
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Processes & Initiatives: Example for Posh ICP

Automated Incident Response Continuous Real-Time API Cross-Platform Integration
Implementation (Process) Monitoring (Process) Optimization Project (Initiative)
Automates resolutions to Strengthens predictive Standardizes integration
reduce costs and improve analytics with real-time processes to boost API
MTBF through faster data to prevent API success rates across
handling. failures. platforms.
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Example for Posh ICP: Processes & Initiatives mapped
to KPlIs

KPI 1 KPI 2 KPI 3
Mean Time Between Incident Automation Rate APl Integration Success
Failure (MTBF) Rate

R
A k A
Automated Incident Response Continuous Real-Time APl Monitoring Cross-Platform Integration
Implementation (Process) (Process) Optimization Project (Initiative)
Deploy ac maial 8 f“"yha“lom‘?‘ed : Establish and maintain a real-time Launch a cross-functional project to
Niclett esponsesysta Sk catanupsty monitoring dashboard that tracks AP optimize and standardize API integration

monitors API logs, triggers pre-configured

alerts, and executes corrective actions performance, logs errors, and monitors across all platforms.

integration success across all platforms
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We are here

Customer

Board-Level OKRs
(Strategic OKRs)

Departmental and
Operational Objectives

Key Results

Value Drivers

1 KPIs

. Operational Processes
1 and Strategic Initiatives

CONFIDENTIAL

Strategic Objective 1

Departmental Objective 1

ey R 1 Wy Rosalt 2
Eoves o bere e g heve.
.
Ao . " .
Vabus Driver 1 Vahoe Orheer 2
Focer i veve
nter nfes hare

Candidate Strategic
Objective 2

Candidate
Departmental
Objective 2

Candidate Strategic
Objective 3

Candidate
Departmental
Objective 3

Valos Oriver 3

Loter i bere




Activity: Map Processes & Initiatives
C\;‘: X minutes

Identify key activities

@ Map 1-2 operational processes and 1 strategic initiative per Value Driver

Define success criteria

@ Establish clear ownership and specific outcomes for each activity

Validate impact

@ Confirm direct influence on Value Drivers and measurability through KPIs
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