
GTM Strategy:
What You Need
to Get It Right

A quick guide for aligning teams across
Marketing, Product, and Revenue

5 Core Components of a GTM Strategy
Ideal Customer Profile (ICP): Who you're targeting

Value Proposition: Why your solution solves pain
Channels & Messaging: Where and how you'll reach

Sales Enablement: Tools, content, and processes that deals
Success Metrics: How you’ll measure traction and iterate

What is GTM (Go-to-Market)?
A GTM strategy defines how you bring a product or
solution to market. It connects customer needs with
product value, aligned through marketing and sales

execution.

GTM Use Cases
New Launch: Align messaging, calendar, lead gen

Expansion: Tailor for new region or persona
Rollout: Segment audience, build awareness

Partnerships: Coordinate co-marketing, outreach
Pricing: Communicate changes across teams

Common Pitfalls to Avoid
Vague or shifting ICP

Misalignment between product and campaign timing
Lack of feedback from sales or customers

Fragmented content or messaging across channels

Tips for Success
Run cross-functional planning workshops
Validate assumptions with real user data

Use launch retros to refine future GTM plays
Keep your GTM plan visible—document and share
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