
Workshop #3 

Frameworks for developing a 
go-to-market strategy 



AGENDA	
I.   What	is	a	go-to-market	strategy?	

II.   How	do	you	develop	a	marketing	strategy?	

III.	 How	do	you	execute	a	strategy?	

IV. 	What	follows	a	marketing	strategy?	

V.   Designing	at	G2M	Strategy:	Uber		
	



I.	WHAT	IS	A	GO-TO-MARKET	
STRATEGY?	



A	GTM	STRATEGY…	
…	is	an	action	plan	that	specifies	how	a	company	will	reach	customers	
and	achieve	competitive	advantage.	
	
	
…	is	the	set	of	integrated	tactics	which	a	company	will	use	to	connect	
with	its	customers	and	the	organizational	processes	it	develops	to	
guide	customer	interactions	from	initial	contact	through	fulfillment	
	
	
…considers	product	design,	user	experience,	and	brand	perception	



GTMS	INVOLVES	PD	AND	MARKETING	



1.	Define	
market	
value	

proposition	

2.	Identify	
primary	
target	
market	

3.	Review	
existing	
market	
channels	

4.	Create	
detailed	
channel	
approach	

GTM	FRAMEWORK	



II.	HOW	DO	YOU	DEVELOP	A	
MARKETING	STRATEGY?	



GATHERING	INTERNAL	
INFORMATION	
Speak	to	internal	stakeholders	to	get	a	sense	of	the	
following:	
	

•  	Does	the	product	align	with	the	company’s	mission?	

•  	What	is	our	companies	brand	and	how	does	the	product	contribute	
to	it?	

•  	Why	was	this	product	designed	and	what	will	it	achieve?	

•  	When	will	the	product	be	finished?	

•  	Is	there	any	existing	research	that	points	to	the	product’s	success	
(or	red	flags)?	

•  	How	does	it	fit	into	our	greater	product	ecosystem?	



WHAT	IS	OUR	COMPANY’S	BRAND?	



HOW	DOES	IT	FIT	WITH	EXISTING	
PRODUCTS?	



HOW	DOES	IT	FIT	WITH	EXISTING	
PRODUCTS?	



GATHERING	EXTERNAL	
INFORMATION	
Methodology	

•   	Surveys	

•   	Focus	groups	&	Interviews	

•   	Product	usage	

Make	reasonable	predictions	for	the	following:	

•  	Market	

•  	Who	are	our	major	competitors	and	what	is	their	value	to	
customers?	

•  	What	is	our	estimated	market	share	after	one/two/five	years?	(best	and	worst	
case	scenarios)	

•  	What	is	our	exit	strategy,	if	necessary?	(product	life	cycle)	
•  	Profit	

•  	How	much	do	we	stand	to	make	from	this	product?	
•  	What	costs	do	we	stand	to	incur	from	development,	marketing,	

distribution,	etc.?	



IDENTIFYING	VALUE	
PROPOSITION	
What	features	differentiate	our	product	from	its	
competitors?	

How	can	the	different	product	groups	interact	with	one	another	to	
produce	mutual	gain?	

What	 are	 some	examples	of	 how	 the	 success	of	 one	product	
can	enable	or	inhibit	the	success	of	another	product?	

What	kinds	of	partnerships	(either	between	its	own	business	groups,	
or	outside	the	company	altogether)	should	the	company	consider?	



IDENTIFYING	VALUE	
PROPOSITION	

Who?	–	Who	is	your	target	
market/audience	
	
Why?	–	Why	should	the	
customer	choose	your	
product	over	all	other	
available	choices	
	
How?	–	How	does	the	
product	meet	the	customer’s	
needs	



MASLOW’S	
HIERARCHY	OF	NEEDS	

• Morality	
• Creativity	
• Spontaneity	
• Problem-solving	
• Lack	of	prejudice	
• Acceptance	of	acts	

Self-
Realization	

• Self-esteem	
• Confidence	
• Achievement	
• Respect	for	self	and	others	

Esteem	

• Friendship	
• Family	
• Sexual	intimacy	

Belonging	

• Security	of	body	
• of	employment	
• of	resources	
• of	family	
• of	health	
• of	property	

Safety	

• Breathing	
• Food	
• Water	
• Sleep	
• Homeostasis	

Physiological	

Social	needs	



SELECTING	A	TARGET	
AUDIENCE	
Segment	the	market	by	

•  	Age	
•  	Usage	as	light	/	medium	/	high	

•  	Enterprises	or	consumers	

•  	Early	/	late	adopters	
	

Choose	one	segment	to	prioritize	over	the	rest,	based	on	

•  	Product	features	
•  	Product	cost	
•  	Competitive	landscape	



SELECTING	A	TARGET	
AUDIENCE	



III.	HOW	DO	YOU	EXECUTE	A	
STRATEGY?	



DEVELOPING	TACTICS	
Brainstorm	tactics	

Choose	only	two	or	three	tactics	and	explain	why	they	would	
make	sense	(based	on	the	target	demographic).	
	
	
Time	to	execute:	what	is	the	call-to-action	(CTA)?	

•  	Site	content	

•  	Demand	generation	(“Do	this	now!”)	

	



IDENTIFYING	PAID	DISTRIBUTION	
CHANNELS	
•  	Advertising:	print,	television,	film	

•  	Product	placement	

•  	Sales	promotion	devices	(event,	discounts,	limited	edition)	

•  	Packaging	Brand	Name/logo	

•  	Point	of	Purchase	(if	I	can’t	see	it	I	won’t	buy	it)	

•  	Paid	Endorsements	(Lebron	and	Nike,	events)	Corporate	
Partnerships	



IDENTIFYING	FREE	DISTRIBUTION	
CHANNELS	
•  	Public	Relations	

•  	Endorsements:	happen	when	product	is	“so	good”	

•  	Social	Media	

•  	Consumer	Reports	magazine	

•  	Paying	more	for	a	branded	shirt	

•  	Word	of	mouth	(best	advertising)	



COMPARING	DISTRIBUTION	
CHANNELS	

Paid	

•  	High	cost	and	low	credibility	
(celebs	we	know	they’re	getting	
paid)	

•  	 	 	 Difficult	 to	 assess	 feedback	
(always	 confound	 of	 time/	
place)	

•  	High	control	

Free	

•  	Low	cost	and	high	credibility	
•  	More	difficult	to	assess	

feedback	
•  	Low	control	



WHAT	NOT	TO	DO	
•  	Don’t	dive	directly	into	tactics	(campaigns	without	logical	

reasoning	based	on	research).	Leave	tactics	for	the	end.	

•  	Don’t	focus	only	on	advertising.	
•  	Framework	might	not	apply	to	every	marketing	question.	

Infuse	your	own	style	–	you	might	like	quantitative	data	upfront	
or	to	generate	more	ideas.	

•  	If	client	or	interviewer	[recruiting]	questions	your	approach,	be	
objective	and	say	if	you	think	you	should	have	approached	it	
differently.	



IV.	WHAT	FOLLOWS	A	MARKETING	
STRATEGY?	



EVALUATING	SUCCESS	
What	is	success?	How	do	we	measure	that?	
	

Key	Performance	Indicators	(KPIs)	

•  	Acquisition	
•  	Sign-ups	
•  	Click-thru	rate	when	directed	from	online	campaigns	
	

Engagement	

•  	Conversion	after	[x]	years/months	trial	

•  	Customer	value	

•  	Social	media	reach	



ADJUSTING	THE	STRATEGY	
•  	Tracking	product	post-launch	is	just	as	important	as	

launching	product:	

•  	Reevaluating	and	changing	launch	goals	
•  	Tracking	user	sentiment/feedback	

•  	Managing	PR	crises	

•  	Increases	in	product	usage/adoption	
•  	Improving	logistics	



RECAPPING	THE	PROCESS	
1.   Gather	information:	Examine	the	product	and	Examine	the	

competitive	landscape.	(Product,	Place,	Price,	Promotion)	

2.   Segment	the	market	(by	age,	usage,	enterprises	or	
consumers	or	students).	

3.   Choose	one	segment	to	prioritize	over	the	rest,	and	explain	
your	reasoning.	Features,	cost,	competitor	landscape	to	
inform	your	choosing	

4.   Brainstorm	tactics.	Choose	only	2	or	3	and	explain	why	they	would	
make	sense	(based	on	target	demographic)	

5.   Determine	distribution	channels	(paid	vs.	free)	



DESIGNING	A	GTM	STRATEGY	
Suppose	Uber	wants	to	add	a	feature	that…	

•  	Adds	value	to	the	product		

•  	Is	true	to	the	brand	image	
	

How	would	you	design	the	go-to-market	strategy,	and	what	would	you	
suggest	to	the	product	team?	Include	the	following:	

•  	Market	overview	and	competitors	

•  	Target	demographic	

•  	Methods	

•  	Distribution	channels	
	

YOU	HAVE	20	minutes	to	develop	a	strategy	and	give	a	3-minute	
presentation!	



CRITERIA	FOR	EVALUATION	
•  	Are	you	fluent	in	the	ways	companies	market	their	products	

outside	of	just	commercials	and	advertising	(4P’s)?	

•  	Are	you	a	structured	thinker?	
•  	When	asked	to	build	a	marketing	strategy,	what	factors	do	you	

consider	before	diving	into	tactics?	(e.g.	Who	is	currently	using	the	
product?	Where	are	the	holes	in	the	market?	What	features	
differentiate	the	product?)	

•  	Are	you	able	to	come	up	with	creative	marketing	tactics?	
Do	your	ideas	resonate?	


