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Go-To-Market Strategy: Does Your Business Have the Right Plan?
An Executive Decision Guide
Don't start with tactics. Start with what the business needs to achieve.
A practical framework to help you diagnose your go-to-market opportunity, clarify what's needed and define the strategy, capabilities and execution approach to drive measurable growth.

1. What is driving the need for a go-to-market review?
Start with the trigger, not the solution.
What has changed in the market, customer landscape or competitive environment?
Are you seeing growth stall, increased competition or declining win rates?
Is this a new market opportunity, product or service launch or an inflection point?
Is it a single event, a recurring pattern or a longer-term trend?
Who is feeling the impact - sales, marketing, partners, customers or leadership?
What are you observing versus what do you believe is causing it?

2. What evidence supports that this is a real opportunity?
Separate what you know from what you think you know.
What market, customer or internal data supports this conclusion?
What customer feedback, win/loss insights or market signals are you seeing?
What do you believe to be true but haven't validated?
What information do you not currently have?
Evidence - supported by reliable data or observable facts.
Assumption - believed to be true but not yet validated.
Unknown - information required to make an informed decision.

3. How big is the opportunity?
Understand the size, scope and potential impact.
What is the total addressable market, serviceable market and realistic near-term opportunity?
What is your current market share and growth trajectory?
Which customer segments, verticals or geographies are most attractive?
What is the expected revenue, margin and pipeline impact?
Is the opportunity net new, expansion or a combination?
What capabilities would be required to capture the opportunity?

4. What happens if we don't act?
Consider both the cost of inaction and the opportunity cost.
Cost of inaction: lost revenue and margin; competitors gain market share; decreased relevance in key accounts; missed customer and partner opportunities; talent disengagement or
attrition; higher future cost to catch up.
Opportunity cost: markets not entered; customers not acquired or expanded; partnerships not developed; innovation and product adoption delayed; resources tied up elsewhere; longer
time to achieve strategic goals.

Featured Perspective - The Daily Executive
The Growth Target Isn't the Strategy
A practical perspective on what it takes to turn a growth objective into real outcomes.
Read the full perspective at The Daily Executive.
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From Insight to Impact: Building the Right Go-To-Market Strategy
Define the outcome. Align the plan. Drive execution.
The strategy is not the starting point. It is the result of the diagnosis.
A practical framework to help you define what success looks like, determine the right approach and mobilize the capabilities needed to achieve measurable results.

5. What does success actually look like?
Define the desired business outcome before finalizing the strategy.
What specific results should the go-to-market strategy deliver?
How will the business, customers and partners experience the difference?
What revenue, margin or market outcomes should improve?
What does success look like in 12-24 months?
How will you know the strategy is working?

6. What is a realistic timeframe?
Set clear expectations for when meaningful progress and business results should reasonably occur.
What can be realistically achieved in the next 3, 6 or 12 months?
Are there short-term wins and longer-term objectives?
What milestones will indicate progress?
What dependencies could impact the timeline?
How will you maintain momentum while building for long-term scale?

7. How will you know the strategy is working?
Define the measures that will indicate progress, validate assumptions and signal when adjustment is required.
What are the key metrics: revenue, pipeline, win rate, market share and other measures?
What leading indicators will show early progress?
How will you measure customer, partner and market impact?
What is the baseline and target for each metric?
How often will you review progress and make adjustments?

8. What capabilities are actually required?
Identify the people, skills, resources and organizational capabilities necessary to execute the strategy.
Do we have the right leadership, sales and marketing capabilities today?
Where are the gaps?
Should we build, buy or partner?
What skills, experience and capacity are needed?
How will we develop and retain key talent?

9. How should the strategy be delivered?
Determine the most effective combination of internal capability, advisory support, project engagement, fractional leadership, partners or other resources.
What is the best delivery model for our situation?
Which functions or workstreams require external expertise or support?
How will we align internal and external resources?
What governance is needed to ensure accountability and progress?
How will we scale the approach as the business grows?

When the path forward is unclear
Whether you're looking to define your go-to-market strategy, enter new markets or accelerate execution, we're here to help. Let's start the conversation.
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