POSITION BLUEPRINT
	Company
	(B2B SaaS)
	Position
	Head of Marketing (Demand Gen Focus)
	Date
	Dec 29, 2025



	COMPANY GOAL
	CORE VALUES
	SHARED TEAM GOALS

	Grow from $5M to $10M ARR over the next 36 months while building a company people love working for. Put systems and leaders in place that scale. Make every dollar and every hire count.
	• Build what matters
• Be clear, not clever
• Act like owners
• Keep promises
• Learn fast, share often
	Fill the pipeline with qualified leads that Sales wants to talk to. Generate 120-150 opportunities this quarter that convert at 20%+. Make our message so clear that the right customers raise their hands.

	THIS QUARTER’S TOP 3 OUTCOMES (PICK 3)

	1. Generate 120–150 marketing-qualified leads (MQLs) this quarter that convert to opportunities at 20%+ rate
2. Launch 2 demand gen campaigns that drive pipeline (webinars, content, paid ads—test and iterate)
3. Improve lead-to-opportunity conversion from 12% to 18%+ through better targeting and qualification

	ROLE MANDATE

	Own demand generation, lead quality, and brand awareness.
Fill the pipeline with qualified leads that Sales can close. Build campaigns that resonate with our ICP. Track what works, kill what doesn't, and scale the winners. Make Marketing a revenue driver, not just a cost center.


	Obsess over: Leads that convert



	NO
	ROLE BUCKET
	OUTCOMES & ACCOUNTABILITY

	1
	Demand Generation & Pipeline
	☐ Generate 120–150 MQLs this quarter; conversion to Sales-accepted opportunities at 20%+ rate
☐ Contribute to $300–$400K Q1 ARR target through marketing-sourced pipeline
☐ Maintain 3–4x pipeline coverage from Marketing; track lead-to-close metrics monthly

	2
	Campaign Execution & Testing
	☐ Launch 2 demand gen campaigns this quarter (webinars, content series, paid ads, partnerships)
☐ Test 3 messaging angles or channels; document what works and double down on winners
☐ Improve cost-per-MQL by 20% through better targeting and conversion optimization

	3
	Lead Quality & Conversion
	☐ Improve lead-to-opportunity conversion from 12% to 18%+ through better ICP targeting and qualification
☐ Reduce Sales rejection rate on Marketing leads to <20%; weekly sync on lead quality feedback
☐ Implement lead scoring by end of Q1; prioritize high-intent leads for Sales follow-up

	4
	Content & Positioning
	☐ Publish 8–12 pieces of content this quarter (blog posts, case studies, guides) that drive organic traffic
☐ Launch 1–2 customer case studies or testimonials; use in sales enablement and campaigns
☐ Refine ICP messaging with Sales/Product; update website and sales collateral to reflect positioning

	5
	Metrics & Reporting
	☐ Track Marketing-sourced vs. Sales-sourced pipeline weekly; report attribution and conversion rates
☐ Implement analytics/tracking by end of Q1; know which channels and campaigns drive pipeline
☐ Monthly reporting to leadership: MQLs, pipeline contribution, cost-per-acquisition, conversion rates

	CADENCE & SCORING

	Monthly (30 min): traffic-light each bucket, unblock top risks, and decide what stops.
Quarter end (45 min): score each outcome (Hit/Partial/Miss) + write 3 lessons.
Rule: If it's a task, rewrite it as the measurable effect.
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