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Today’s Agenda
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• Welcome & introduction (5 min)

• Presentation (30 min)

• Q&A (rest of time)



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



What is the GTM Advisory?

Advisory

Advising over 60% of the portfolio 
with bespoke GTM consulting

Been-to-market expertise

Events

Connecting EIRs, advisors, and 
portcos at 40+ events per year

The power of community

Content

Distilling decades of experience into 
80+ practical tools and frameworks

Step-by-step guides



GTM benchmark survey
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An anonymous GTM metrics survey that should 
take you less than 15 minutes to complete

What

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

Why

Who Our entire GTM community

When Now (ideally), or before the end of the month

https://scalevp.saasbenchmarks.ai/survey/67536ddb67e7303174dbce0c
https://scalevp.saasbenchmarks.ai/survey/67536ddb67e7303174dbce0c


Future events

Perfecting your positioning (register here) 
Pete Giordano, ex-Global Director of GTM 
Strategy at Google Workspace and Scale 
advisor

Friday, 
January 17th

Friday, 
February 7th

CMO Council: Aligning sales & marketing
Kelly Hopping (CMO at Demandbase) and 
Maria Pergolino (3x CMO and Scale EIR)

https://events.scalevp.com/scale/rsvp/register?e=workshop-perfecting-your-positioning


Today’s speaker

John-Henry Scherck
Founder & CEO - Growth Plays

@JHTSCHERCK



SEO strategies 
in the age of AI



I’m here to talk about SEO, but let’s 
be honest, SEO is….

● Boring & tactical
● A means to an end
● Antiquated?
● Dying? 



RISKY



SEO utilizes owned media, but the 
distribution is algorithmic. 

There is inherent platform risk. 



And rented land is risky



In 2014 SEO for B2B SaaS was:

● Easy to execute 
● Easy to win market share
● Predictable inputs led to predictable outcomes
● Effective at ripping demos out of the web

It was foolish to not invest in it.



Here’s what SEO was like in B2B 
over the last decade+











Then 2022 happened…







There’s a way to get back to where 
we were with SEO…





First: some SEO truths…



We’ve gotten 
greedy.

Acquiring traffic was 
cheap and converting 
it was easy easier.



https://bit.ly/jm-playbook



If you are operating in an 
established market… you need to 
be an established business for SEO 
to be worth it. 





If you are creating a new category or 
operating in an emerging market - SEO 
is absolutely worth it. 





The state of SEO today

● Google currently rewards content that is:
○ Similar to what already exists.
○ From brands it already trusts. 
○ Providing easy answers, instead of challenging 

the question. 
● We’re seeing less traffic for certain terms YoY. 









Users are no 
longer satisfied 
with search 
results:



https://dkb.blog/p/google-search-is-dying





This is why marketers can’t have nice 
things.



My bet: there will be a steady decline in 
the effectiveness of trad SEO and trad 
SEO traffic.



AI is going to change the way we all 
search - and send less traffic to our 
sites.





But it’s still early….





Being #1 on a list of ten blue links that 
all say the same thing has diminishing 
returns.



If your content is the same as 
everyone else’s it won't generate 
meaningful results - because it’s not 
meaningfully differentiated. 



We are competing in a channel that 
rewards sameness - and we are afraid 
to invest more to stand out.



https://bit.ly/sea-of-same



If you deleted your brand’s SEO 
content from the web, would 
anyone miss it?



Modern buyers don’t want content 
written by generalists and juniors.



They want expert content that 
can guide how they operate 
and how they buy.

They want expert content that can 
guide how they operate and how 
they buy.









SEO is a landing pad, and if all you 
can do is send people to more SEO 
content - YNGMI.



Send people from SEO content to BBQ content.

https://bit.ly/bbq-content



For most high ACV B2B industries:

● There aren’t enough handraisers to hit your 
number.

● buyers have become immune to standard DG 
tactics.



If you are trying to squeeze demos 
out of top of funnel traffic - YNGMI 
(much longer).



If all visitors can do is either demo 
or bounce - YNGMI.



Audience development can get you 
in front of your buyer before they 
are even problem aware.





Fonoa’s content strategy

● Breaking news
● Evergreen resources
● Meme guy?!?!



Breaking news



Evergreen content



Meme Guy?







Meme guy gets in front of ICPs 



Meme guy distributes SEO content



All this content leads back to:



News alerts keep subscribers engaged:



And hooks ICPs searching for this info:



Fonoa is using rented channels 
(search & social) to build an owned 
audience of indirect tax 
professionals.



The future of SEO will be 
leveraging the channel to build an 
owned audience so you can skip the 
algorithm all together and go 
direct.



If a tax tech company can do it, 
anyone can.



Caveats - this only works if:

● If you have something to say 
○ and *someone* to say it.

● You have a library of owned content that isn’t just 
SEO articles and gated webinars. 

● If you can engage without alienating your buyer 
by DG’ing them to death. 



Is SEO + audience building the right move?
Must Haves Good fit example Bad fit example

Demand/PMF Proven product-market fit with developers 
actively searching for tools like “CI/CD pipelines” 
and “Kubernetes monitoring.”

Unvalidated product-market fit with minimal 
search demand for concepts like “AI-driven 
knowledge graphs.”

Thought leadership Team has deep expertise and can share unique 
insights on modern dev workflows and emerging 
trends in the space.

Team lacks a unique perspective and avoids bold 
claims and predictions, limiting thought leadership 
potential.

Long-term mindset Sees SEO and audience building as a strategic 
moat, recognizing it compounds over time.

Sees SEO as a short-term test, relying on 
agencies/freelancers and expecting quick results.

Capacity & cadence Willing to invest budget and staff time with 
defined goals, SLAs, and stakeholder alignment.

Unwilling to commit ongoing resources, viewing 
content as a side task rather than a core function.

Cross-channel 
amplification

Founders and SMEs actively promote insights 
across social media, conferences, and podcasts - 
they are already amplifying their message.

Team limits content to their blog, with minimal 
external sharing or involvement in industry 
conversations.



Good fit vs bad fit:
● ✅ Good fit: Proven PMF, clear search demand, expert 

insights, willing to invest in the channel long term + 
consistently produce content, and promote across 
channels.

● ❌ Bad fit: Unvalidated PMF, low search demand, team 
does not have unique insights, afraid to invest in the 
channel, can’t commit to consistent output, wants SEO to 
work in a silo.



For content to get real engagement it's 
going to need to be worth your buyer’s 
time.



To stand out: we need to focus on 
authenticity, the tactical, and the 
tactile.



Actionable content FTW:

● Change how your audience operates
● Give them process
● Lean into first hand experience
● Entertain + inform



How do modern buyers search? 



Go through your chrome history for 
the last 30 days and see what 
you’ve searched for.





But does this matter if Google’s 
going to shift to a Gen AI interface? 

Or if it loses market share?



If we answer questions differently, if we 
create meaningfully different content, 
Google won't be comfortable copying 
our content with AI.



There will be a new bar for B2B content: 

It's going to have to be so damn good 
that it encourages a cult-like following of 
rabid fans that come to you directly.



Q&A



Thank you


