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Go-to-market	strategy	mckinsey	template

Given	article	text	here	Freedom:	A	user-friendly	tool	that	lets	you	add	visual	effects,	emojis,	color	schemes,	and	font	styles	to	your	content.	Get	access	to	millions	of	professional-looking	images	and	videos.	Create	engaging	presentations	with	pre-recorded	audio	and	notes	features.	Search	for	relevant	soundtracks,	videos,	and	audio	clips.	Collaborate
easily	with	friends,	family,	or	colleagues.	This	guide,	written	by	former	McKinsey	and	Bain	consultants,	will	help	you	develop	a	Go-To-Market	(GTM)	strategy	to	successfully	launch	a	new	product	or	expand	into	new	markets.	You'll	learn	how	to	structure	your	analysis	and	recommendations	using	a	solid	GTM	template.	The	key	is	to	focus	on	the	right
customers,	with	the	right	offers	at	the	right	price	and	time.	A	comprehensive	GTM	strategy	outlines	the	steps	to	launch	a	new	product	or	enter	a	new	market.	This	involves	answering	four	critical	questions:	What	markets	should	you	target?	Who	are	your	ideal	customers?	Why	would	they	choose	your	product?	And	how	will	you	reach	them?	Even
innovative	products	can	fail	without	a	solid	plan.	McKinsey's	research	shows	that	for	every	successful	launch,	about	four	attempts	fail.	A	GTM	strategy	helps	businesses	avoid	costly	mistakes	and	ensure	a	successful	rollout.	Peloton,	for	example,	successfully	entered	the	US	home	fitness	market	by	targeting	high-end	consumers	in	luxury	malls.	The
company	opened	its	first	retail	store	in	a	New	Jersey	mall	and	has	since	become	a	central	strategic	pillar.	Peloton's	success	is	a	prime	example	of	the	importance	of	a	well-planned	go-to-market	strategy.	They	provided	visibility	and	top-of-funnel	awareness,	helping	customers	in	the	mid-funnel	consideration	phase.	The	company's	innovative	product	and
bold	marketing	approach	enabled	it	to	grow	from	a	startup	to	a	multi-billion-dollar	public	company	in	under	eight	years.	A	go-to-market	strategy	is	crucial	for	any	new	product	or	service	launch.	Examples	include	introducing	a	new	product	line	by	an	established	brand,	expanding	an	existing	product	into	new	markets,	or	launching	a	novel	product	in	a
fresh	market.	A	go-to-market	strategy	focuses	on	product	positioning,	pricing,	and	initial	customer	acquisition,	addressing	unique	market	challenges	or	opportunities.	In	contrast,	a	marketing	plan	is	a	long-term	approach	aimed	at	building	and	maintaining	brand	presence	and	customer	loyalty	through	various	marketing	activities.	A	go-to-market
strategy	is	a	focused	component	of	the	broader	marketing	plan,	serving	distinct	but	complementary	roles	in	a	business's	market	strategy.	The	following	framework	outlines	the	main	elements	of	a	go-to-market	strategy:	1.	Analyze:	Define	and	understand	the	target	market,	map	the	customer	journey,	and	identify	attractive	customer	segments	and	their
needs.	2.	Design:	Select	the	target	segment	and	design	a	differentially	better	value	proposition.	3.	Deliver:	Optimize	sales,	marketing,	pricing,	and	distribution	channels	to	serve	and	acquire	target	customers.	A	great	go-to-market	strategy	requires	both	the	right	content	and	structure,	which	can	be	achieved	by	basing	the	plan	on	a	proven	framework
and	presentation	template.	The	PowerPoint	go-to-market	template	includes	217	slides	designed	by	former	McKinsey,	Bain,	and	BCG	consultants,	as	well	as	three	examples.	An	effective	real-life	go-to-market	strategy	involves	several	key	steps	that	help	organizations	successfully	launch	new	products	or	expand	into	new	markets.	Here's	a	step-by-step
guide	to	creating	a	comprehensive	GTM	strategy.	**Step	1:	Align	Business	Objectives**	To	develop	an	effective	GTM	strategy,	it's	essential	to	align	your	marketing	efforts	with	the	overall	business	objectives	and	vision.	This	includes	considering	how	your	new	product	or	market	expansion	will	support	your	organization's	broader	goals	and	resource
constraints.	Key	questions	to	ask	include:	*	How	does	this	GTM	strategy	directly	support	our	primary	business	objectives?	*	Does	this	strategy	align	with	our	company's	vision,	mission,	and	core	competencies?	*	What	resources	(financial,	human,	technological)	will	this	strategy	require,	and	do	we	have	them	available?	*	What	are	this	strategy's
potential	risks,	and	how	do	they	align	with	our	company's	risk	tolerance?	**Step	2:	Segment	Your	Market**	Identifying	the	right	customer	segments	is	crucial	to	your	go-to-market	strategy.	Customer	segmentation	involves	grouping	your	target	market	into	segments	based	on	similar	traits,	needs,	and	behavior	patterns.	Here	are	a	few	common
approaches	to	B2B	and	B2C	segmentation:	*	B2B	Segmentation:	+	Firmographic:	Groups	customers	by	shared	company	characteristics	+	Needs-based:	Segments	customers	according	to	specific	needs,	challenges,	desired	outcomes,	or	business	priorities	+	Technographic:	Categorizes	customers	based	on	their	technology	usage	and	adoption	patterns
*	B2C	Segmentation:	+	Demographic:	Segments	consumers	by	shared	variables	(age,	gender,	income,	education,	marital	status,	occupation)	+	Psychographic:	Categories	based	on	psychological	characteristics	(personality	traits,	values,	attitudes,	interests,	lifestyles)	+	Behavioral:	Groups	consumers	by	observed	behaviors	and	interactions	with
products,	services,	or	brands	Before	tailoring	your	product's	value	proposition	and	selecting	a	target	audience,	it's	essential	to	understand	the	market	and	competition.	Ask	yourself:	*	Who	already	offers	a	similar	product?	*	What	customer	segments	and	regions	do	your	competitors	target?	*	How	does	your	product	differ,	and	what	unique	value	do	you
offer?	*	Is	there	demand,	or	is	the	market	oversaturated?	Conducting	a	competitive	market	analysis	will	help	identify	direct	and	indirect	competitors,	their	strengths	and	weaknesses	compared	to	yours.	Combine	this	with	your	market	segmentation	and	select	the	target	segments	you	want	to	go	after.	Consider	factors	such	as	customer	needs,
competition,	and	resource	availability	when	making	your	selection.	The	first	step	is	to	identify	the	key	factors	that	set	your	product	apart	from	competitors,	including	segment	size,	growth	potential,	willingness	to	pay,	competition,	customer	needs,	pain	points,	unique	strengths,	and	alignment	with	business	goals	and	resources.	This	information	will
help	you	create	a	differentiated	message,	or	"value	proposition,"	that	resonates	with	your	target	audience.	A	value	proposition	is	not	just	a	generic	statement;	it's	an	intricate	and	nuanced	answer	to	several	key	questions:	What	makes	your	offering	superior?	What	unique	benefits	can	you	provide?	How	can	you	address	the	target	customer's	specific
needs?	By	focusing	on	the	unique	benefit	you	offer,	you	can	craft	a	compelling	value	proposition	that	speaks	directly	to	your	audience.	Remember,	this	is	not	a	mass	appeal	statement	but	rather	a	tailored	message	aimed	at	attracting	businesses	with	specific	pain	points.	For	example,	a	business	seeking	software	with	comprehensive	customer	support
due	to	limited	experience	will	be	drawn	to	a	company	with	top-rated	customer	service	teams	and	affordable,	extensive	support	options.	Similarly,	Uber's	value	proposition	of	immediacy,	affordability,	and	simplicity	resonates	with	customers	who	prioritize	low-cost,	on-demand	travel.	Once	you've	identified	your	target	segment	and	messaging,	the	next
step	is	to	map	the	customer	journey.	This	visual	representation	shows	the	path	a	target	audience	takes	from	recognizing	their	problem	to	considering	your	product	as	a	solution	and	making	a	purchase	decision.	The	customer	journey	typically	consists	of	three	stages:	top	of	funnel	(awareness),	middle	of	funnel	(consideration),	and	bottom	of	funnel
(decision).	By	understanding	this	journey,	you	can	tailor	your	marketing	and	sales	efforts	to	effectively	guide	customers	through	each	stage,	increasing	the	likelihood	of	conversion.	Companies	often	combine	marketing	and	sales	strategies	when	designing	their	go-to-market	approach.	There	are	four	common	sales	strategies:	self-service,	inside	sales,
field	sales,	and	channel	model.	Each	strategy	caters	to	a	different	product	and	business	model,	so	it's	essential	to	choose	the	right	one	for	your	organization.	To	drive	traffic	to	your	website,	several	sales	and	marketing	models	can	be	used,	depending	on	the	type	of	product	or	service.	The	inside	sales	model	is	commonly	employed	for	low-cost	products
with	high	brand	awareness,	where	customers	are	guided	through	the	funnel	by	sales	representatives.	This	model	works	best	for	higher-value	products	that	require	some	explanation	but	not	in-person	demonstrations.	The	field	sales	model	involves	sales	representatives	traveling	to	meet	clients	and	guiding	them	down	the	sales	funnel.	It's	ideal	for
complex,	high-value	products	or	services	requiring	in-depth	explanations	or	demonstrations.	The	channel	model	utilizes	third-party	partners	or	resellers	to	sell	products	or	services,	leveraging	existing	relationships	and	networks.	Marketing	channels	are	platforms	used	to	generate	demand	for	a	product	and	guide	potential	customers	through	the
funnel.	Channel	selection	should	be	based	on	the	target	audience's	preferences	and	stage	in	the	buyer's	journey.	Different	channels	are	effective	at	various	stages	of	the	customer	journey,	from	increasing	brand	visibility	among	top-of-funnel	customers	with	SEO	content	and	PR,	to	engaging	middle-funnel	prospects	with	case	studies	and	webinars.
When	selecting	channels,	consider	whether	your	audience	responds	better	to	outbound	tactics	like	direct	mail	or	inbound	strategies	such	as	social	media,	SEO,	or	AdWords.	This	decision	depends	on	your	primary	goal:	generating	broad	brand	awareness	or	engaging	potential	customers	who	are	already	interested	in	your	offerings.	A	pricing	strategy
involves	systematically	setting	the	price	of	a	product	or	service	based	on	factors	like	costs,	competition,	customer	value	perception,	and	business	objectives.	There	is	no	one-size-fits-all	solution	for	pricing	strategies.	Cost-plus	pricing	involves	adding	a	fixed	percentage	(markup)	to	production	costs,	while	other	methods	include	value-based	pricing	and
dynamic	pricing,	among	others.	To	choose	the	best	strategy	for	your	product	and	GTM	strategy,	consider	these	factors:	Companies	must	be	aware	of	their	overhead	expenses	and	pricing	strategies	to	ensure	profitability.	A	simple	approach	is	to	price	products	according	to	market	demand	and	customer	value	perception,	but	this	may	not	always	align
with	expectations.	Instead,	businesses	can	adopt	a	value-based	pricing	strategy	that	sets	prices	based	on	customers'	perceived	worth,	requiring	ongoing	research	into	customer	needs	and	pain	points.	Alternatively,	companies	can	use	competitor-based	pricing	by	setting	their	prices	relative	to	similar	products	in	the	market.	This	approach	keeps	them
competitive	but	may	limit	their	ability	to	set	unique	prices	based	on	product	value.	Penetration	pricing	involves	initially	offering	low	prices	to	attract	customers	and	gain	market	share	quickly,	with	plans	to	raise	prices	later	when	a	strong	market	presence	is	established.	The	chosen	strategy	should	align	with	overall	business	goals	and	market
conditions.	It's	often	beneficial	to	combine	elements	from	different	strategies	to	create	an	approach	that	best	suits	the	company's	specific	situation.	A	robust	go-to-market	strategy	is	essential	before	introducing	new	products	or	services,	and	this	guide	provides	a	foundation	for	launching	profitable	offerings.	If	you're	among	the	select	few	who	require
our	comprehensive	template	structure,	don't	hesitate	to	contact	us	at	[email	protected].	Shortly	after	your	purchase,	an	email	with	a	download	link	will	be	sent	to	you	-	simply	click	and	the	file	will	automatically	begin	downloading.	If	any	complications	arise,	please	reach	out	to	us	at	[email	protected]	for	assistance.	You	can	find	more	details	on	our
process	in	this	section	of	our	site.	Our	team	diligently	reviews	all	templates	every	quarter	to	guarantee	they're	current	and	incorporate	the	latest	industry	standards.	Although	our	templates	are	specifically	designed	for	PowerPoint,	you	can	import	them	into	Google	Slides	with	minor	adjustments;	however,	some	embedded	charts	might	not	function
optimally.	Regarding	discounts,	yes	we	do	offer	that	service.	Please	email	us	at	[email	protected]	specifying	which	templates	you'd	like	to	purchase	and	we'll	provide	a	discount	code.	Regrettably,	purchasing	previous	versions	is	not	currently	an	option.	We	develop	high-quality	PowerPoint	templates	in	collaboration	with	top	strategy	consultants.	This
partnership	enables	you	to	streamline	the	time	spent	on	structuring	storylines	or	creating	new	visuals.	Explore	our	collection	of	templates	and	playbooks	here.
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