Go-to-Market Strategy Template
Use this template to plan and execute successful product launches with clear positioning, messaging, and channel strategy.

GTM Overview
1. Product/Feature:* _______________
1. Launch Date:* _______________
1. Owner:* _______________
1. Last Updated:* _______________
1. Launch Type:*
1. [ ] New product launch
1. [ ] Major feature release
1. [ ] Market expansion
1. [ ] Relaunch/repositioning
1. [ ] Other: _______________

Executive Summary
1. In 2-3 sentences, what are we launching and why does it matter?*
_______________
1. Target Outcome:*
_______________

Product Context
What We're Launching
1. Product/Feature Name:* _______________
1. One-line Description:*
_______________
1. Problem It Solves:*
_______________
1. Key Benefits:*
1. _______________
1. _______________
1. _______________
Why Now?
1. Market Timing:*
1. _______________
1. Competitive Context:*
1. _______________
1. Internal Readiness:*
1. _______________
1. External Catalyst:*
1. _______________

Target Market
Ideal Customer Profile (ICP)
1. Primary Segment:*
1. Company Size: _______________
1. Industry: _______________
1. Geography: _______________
1. Annual Revenue: _______________
1. Tech Stack: _______________
1. Key Characteristics:*
1. _______________
1. _______________
1. _______________
Buyer Personas
Persona 1: [Economic Buyer]
1. Role/Title:* _______________
1. Responsibilities:* _______________
1. Goals:*
1. _______________
1. _______________
1. Pain Points:*
1. _______________
1. _______________
1. Buying Criteria:*
1. _______________
1. _______________
1. Objections/Concerns:*
1. _______________
1. _______________

Persona 2: [Technical/Champion Buyer]
1. Role/Title:* _______________
1. Responsibilities:* _______________
1. Goals:*
1. _______________
1. _______________
1. Pain Points:*
1. _______________
1. _______________
1. Buying Criteria:*
1. _______________
1. _______________
1. Objections/Concerns:*
1. _______________
1. _______________

Market Sizing
1. Total Addressable Market (TAM):* _______________
1. Serviceable Available Market (SAM):* _______________
1. Serviceable Obtainable Market (SOM):* _______________
1. Year 1 Target:* _______________ customers / _______________ revenue

Positioning & Messaging
Positioning Statement
1. For* [target customer]
1. Who* [statement of need or opportunity]
1. Our product is a* [product category]
1. That* [key benefit/compelling reason to buy]
1. Unlike* [primary competitive alternative]
1. We* [statement of primary differentiation]
1. Filled Example:*
_______________
Value Proposition
1. One-Sentence Value Prop:*
_______________
1. Expanded Value Prop (2-3 sentences):*
_______________
Key Messages
1. Primary Message:*
_______________
1. Supporting Messages:*
1. _______________
1. _______________
1. _______________
1. Proof Points:*
1. Statistic/result: _______________
1. Customer quote: _______________
1. Case study: _______________

Competitive Analysis
Direct Competitors
| Competitor | Positioning | Strengths | Weaknesses | Our Advantage |
|------------|-------------|-----------|------------|---------------|
| ___________ | ___________ | ___________ | ___________ | ___________ |
| ___________ | ___________ | ___________ | ___________ | ___________ |
| ___________ | ___________ | ___________ | ___________ | ___________ |
Indirect Competitors / Alternatives
1. Alternative 1:* _______________
1. Why customers choose it:* _______________
1. How we're different:* _______________
1. Alternative 2:* _______________
1. Why customers choose it:* _______________
1. How we're different:* _______________
Competitive Differentiation
1. What makes us unique:*
1. _______________
1. _______________
1. _______________
1. Battle cards:*
1. Location: _______________
1. Sales training: [ ] Completed [ ] Scheduled

Pricing & Packaging
Pricing Model
1. Model Type:* [ ] Per-seat [ ] Usage-based [ ] Flat-rate [ ] Tiered [ ] Freemium [ ] Other: _______________
Pricing Tiers
| Tier | Price | Target Customer | Key Features | Limitations |
|------|-------|-----------------|--------------|-------------|
| Free/Trial | $0 | ___________ | ___________ | ___________ |
| Starter | $_____/mo | ___________ | ___________ | ___________ |
| Professional | $_____/mo | ___________ | ___________ | ___________ |
| Enterprise | Custom | ___________ | ___________ | ___________ |
1. Discounts:*
1. Annual: _______________
1. Volume: _______________
1. Promotional: _______________
1. Competitive Positioning:*
1. vs. [Competitor]: [ ] Premium [ ] Parity [ ] Value

Go-to-Market Channels
Channel Strategy
1. Primary Channels:*
1. [Channel Name]:
1. Tactic: _______________
1. Expected reach: _______________
1. Budget: _______________
1. Owner: _______________
1. [Channel Name]:
1. Tactic: _______________
1. Expected reach: _______________
1. Budget: _______________
1. Owner: _______________
1. [Channel Name]:
1. Tactic: _______________
1. Expected reach: _______________
1. Budget: _______________
1. Owner: _______________
Channel Mix by Stage
| Channel | Awareness | Consideration | Decision | Budget % |
|---------|-----------|---------------|----------|----------|
| Content Marketing | ___ | ___ | ___ | ___% |
| Paid Search | ___ | ___ | ___ | ___% |
| Social Media | ___ | ___ | ___ | ___% |
| Email/Nurture | ___ | ___ | ___ | ___% |
| Sales Outreach | ___ | ___ | ___ | ___% |
| Partnerships | ___ | ___ | ___ | ___% |
| Events | ___ | ___ | ___ | ___% |
1. Total Budget:* $_______________

Launch Plan
Pre-Launch (Weeks -4 to -1)
1. Week -4:*
1. [ ] Finalize messaging and positioning
1. [ ] Complete sales enablement materials
1. [ ] Brief customer success on new offering
1. [ ] _______________
1. Week -3:*
1. [ ] Create launch content (blog, videos, etc.)
1. [ ] Set up email campaigns
1. [ ] Prepare press releases and media outreach
1. [ ] _______________
1. Week -2:*
1. [ ] Beta/early access program launch
1. [ ] Social media content scheduled
1. [ ] Partner briefings completed
1. [ ] _______________
1. Week -1:*
1. [ ] Final QA and readiness checks
1. [ ] Launch rehearsal with team
1. [ ] Customer support training
1. [ ] _______________
Launch Week
1. Day 1:*
1. [ ] Public announcement (blog post, press release)
1. [ ] Email blast to customer list
1. [ ] Social media push
1. [ ] Sales team activation
1. [ ] _______________
1. Day 2-3:*
1. [ ] Follow-up content (customer stories, demos)
1. [ ] Industry media outreach
1. [ ] Partner co-marketing
1. [ ] _______________
1. Day 4-5:*
1. [ ] Webinar or live demo
1. [ ] Community engagement
1. [ ] Performance review and optimization
1. [ ] _______________
Post-Launch (Weeks +1 to +12)
1. Week +1:*
1. [ ] Launch retrospective
1. [ ] Early metrics review
1. [ ] Adjust tactics based on initial feedback
1. [ ] _______________
1. Month +1:*
1. [ ] Case study development
1. [ ] Optimize conversion funnel
1. [ ] Scale winning channels
1. [ ] _______________
1. Month +3:*
1. [ ] Quarterly review
1. [ ] Expansion strategy
1. [ ] Feature refinement based on usage
1. [ ] _______________

Marketing Assets & Content
Core Assets
1. Website:*
1. [ ] Product page: _______________ (URL)
1. [ ] Landing page: _______________ (URL)
1. [ ] Pricing page: _______________ (URL)
1. Collateral:*
1. [ ] Product one-pager: _______________ (link)
1. [ ] Demo video: _______________ (link)
1. [ ] Pitch deck: _______________ (link)
1. [ ] Case studies: _______________ (link)
1. Content:*
1. [ ] Launch blog post: _______________ (link)
1. [ ] How-to guides: _______________ (link)
1. [ ] Product documentation: _______________ (link)
1. [ ] FAQ: _______________ (link)
Sales Enablement
1. Materials:*
1. [ ] Sales playbook: _______________ (link)
1. [ ] Demo script: _______________ (link)
1. [ ] ROI calculator: _______________ (link)
1. [ ] Objection handling guide: _______________ (link)
1. [ ] Battle cards: _______________ (link)
1. Training:*
1. [ ] Product training session: _______________ (date)
1. [ ] Pitch practice: _______________ (date)
1. [ ] Q&A session: _______________ (date)

Success Metrics
North Star Metric
1. Primary Success Metric:* _______________
1. Target:* _______________
1. Timeline:* _______________
Launch Metrics (First 30 Days)
| Metric | Baseline | Target | Actual | Status |
|--------|----------|--------|--------|--------|
| New signups | _____ | _____ | _____ | ☐ On track |
| Activated users | _____ | _____ | _____ | ☐ On track |
| Paid conversions | _____ | _____ | _____ | ☐ On track |
| MRR/ARR added | _____ | _____ | _____ | ☐ On track |
| Customer acquisition cost | _____ | _____ | _____ | ☐ On track |
Channel Performance
| Channel | Impressions | Clicks | Conversions | CAC | ROI |
|---------|-------------|--------|-------------|-----|-----|
| ___________ | _____ | _____ | _____ | _____ | _____ |
| ___________ | _____ | _____ | _____ | _____ | _____ |
| ___________ | _____ | _____ | _____ | _____ | _____ |
Leading Indicators
Track these weekly:
1. [ ] Website traffic: _______________ (target)
1. [ ] Demo requests: _______________ (target)
1. [ ] Sales pipeline: _______________ (target)
1. [ ] Content engagement: _______________ (target)
1. [ ] Social mentions: _______________ (target)

Team & Resources
Core Team
| Role | Name | Responsibilities |
|------|------|------------------|
| GTM Lead | ___________ | Overall strategy and execution |
| Product Marketing | ___________ | Messaging, positioning, content |
| Demand Gen | ___________ | Campaigns, performance marketing |
| Content | ___________ | Blog, video, collateral |
| Sales Lead | ___________ | Sales enablement, pipeline |
| Customer Success | ___________ | Onboarding, retention |
Budget Allocation
| Category | Budget | % of Total |
|----------|--------|------------|
| Paid advertising | $_____ | ___% |
| Content production | $_____ | ___% |
| Events | $_____ | ___% |
| Tools & software | $_____ | ___% |
| Agency/contractors | $_____ | ___% |
| Other | $_____ | ___% |
| Total | $_____ | 100% |

Risk Management
Key Risks & Mitigation
| Risk | Impact | Probability | Mitigation | Owner |
|------|--------|-------------|------------|-------|
| ___________ | H/M/L | H/M/L | ___________ | ___________ |
| ___________ | H/M/L | H/M/L | ___________ | ___________ |
| ___________ | H/M/L | H/M/L | ___________ | ___________ |
Contingency Plans
1. If signups are < 50% of target:*
1. Action: _______________
1. Timeline: _______________
1. If conversion rate is low:*
1. Action: _______________
1. Timeline: _______________
1. If competitive response is aggressive:*
1. Action: _______________
1. Timeline: _______________

Customer Journey
Awareness → Consideration
1. Touchpoint 1:*
1. Channel: _______________
1. Message: _______________
1. CTA: _______________
1. Touchpoint 2:*
1. Channel: _______________
1. Message: _______________
1. CTA: _______________
Consideration → Decision
1. Touchpoint 3:*
1. Channel: _______________
1. Message: _______________
1. CTA: _______________
1. Touchpoint 4:*
1. Channel: _______________
1. Message: _______________
1. CTA: _______________
Decision → Purchase
1. Touchpoint 5:*
1. Channel: _______________
1. Message: _______________
1. CTA: _______________

Stakeholder Communication
Internal Updates
1. Cadence:* _______________
1. Audience:* _______________
1. Format:* [ ] Email [ ] Slack [ ] Meeting [ ] Dashboard
1. Key Updates:*
1. Launch readiness status
1. Metric performance
1. Wins and learnings
1. Blockers and needs
External Communication
1. Customer Communications:*
1. Announcement: _______________ (date)
1. Follow-up: _______________ (date)
1. Feedback collection: _______________ (method)
1. Press & Media:*
1. Press release: _______________ (date)
1. Media briefings: _______________ (dates)
1. Industry analyst outreach: _______________ (dates)

Post-Launch Review
30-Day Retrospective
1. What worked well:*
1. _______________
1. _______________
1. _______________
1. What didn't work:*
1. _______________
1. _______________
1. _______________
1. Surprises/learnings:*
1. _______________
1. _______________
1. _______________
Recommendations for Next Launch
1. Double down on:*
1. _______________
1. Stop/reduce:*
1. _______________
1. Test/experiment:*
1. _______________

1. Next Review:* _______________
1. Archive Location:* _______________
