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Boot Camp Objectives

To provide you with Go-To-Market processes, best practices and
templates required to:

 Validate the right model for your business

* Optimize your sales and marketing efforts

* Hire the right executives

* Reduce your time to market

* Insulate yourself from competition

* Provide situational awareness and direction to scale efficiently



GO-To-Market Boot Camp

ASSESSING YOUR COMPANY’S DNA



Go-To-Market Boot Camp

Marketing & Lead

Generation

Customer
Success

Value Proposition

Demand Creation

Lead Nurturing

Content

New

Attempting

Contacted

New Opportunity

Content Nurturing

Identify Initiatives

Create Value Proposition

Execute Competitive Strategy

Validate Solution & ROI

Propose Solution

Negotiate & Close

Deploy & Develop




Marketing & Lead Generation

Market Positioning Model,
Brand Elements Pyramid,
Message Stack

Campaign Plan, Design Contact Workflow,
Template, Content Framework, Lead Scoring Framework,
Activity Calendar, Reports & Nurture Programs
Dashboards

Establish Lead Process - Quality
& Nurture Leads

Define Campaign Audience - Design Campaign Strategy/ - Manage
Campaign Workflows - Measure the Results - Refine & Optimize

|dentify target Market & Buyers - Define Competitive Advantage - Establish Positioning Platform

. - Generate Awareness & . . -
Define Value Proposition Buil & Enrich Customer Pipeline
Create Demand




Inside Sales

Metrics and Tracking
Templates

Qualification (Hubspot & Excel)

Inbound Lead Framework, Call Scripts,

Prioritization Email Templates, Objection Handling
Outreach Cadence

Outbound
Prospecting

MQL-SQL-Deal
Account Exec Hand-off
Quality - Establish Value - Close for Next Steps

Call Preparation- Outreach Execution - Social Engagement

Lead Prioritization
Attempting Contacted New Opportunity (DEAL)




Field Sales

Proposal
POC Lockout Template, Quote
Seeuiai, B2 Tool, ROI Model, Final Contracts
Discovery Tool, REP Deployment
Value Accgomupnett:?cli\alg’ Res?ﬂoor:js:lsROI StaPrl1adna, rd Fartner
Proposition Traps, Scopin;g Contracts, SOW

Template, ROI . o
Discovery Tool, Topol on- POC Lockout Document Finalize Negotiation & Close
’ Document

Value Framework

Deployment Plan

Discovery Tool,

Demand
Demo Confirm Decision Process & Propose & Solution

Position, Manage & Execute Validation Process
Establish Political Alignment, Execute Competitive Strategy & Influence Buying Criteria
Sell Value, Qualify & Test, Develop Champions

Penetration, Discovery and Qualification

Create Value EXECUIVE Validate Solution Propose Negotiate Deploy and

Identify Initiatives iti
. Proposition Competitive & ROI Solution And Close Develop
Strategy




Customer Success

Proposal Template, Quote Tool,
Proof Point Template, Executive Negotiation Planner, Standard
Opportunity Plan, Project Scorecard, Value Proposition, Contracts, SOW
Implementation Plan, Opportunity Plan, Account Plan
Implementation Review

Checklist, Training Materials, Negotiate and Close Renewal
Status Reports Opportunity

Confirm Value Create - Collect Proof Point - Identify and Develop
Additional Opportunities

Confirm Internal Alignment - Resource Allocation - Deployment Success Criteria
Managing the Milestones, Measuring Impact

Implementation, Training & Support Nurture Account & Create Opportunity Close Renewal & Up-Sell Cross- Sell




Top Down vs. Bottom Up (User Acquisition Model)

Top Down Approach

Upper level management makes a
purchase and forces its use down the
organization

Level of Entry: High

Value Justification: Priority at the top,
with support from key stakeholders below

Sales Strategy: Hire Salespeople with
sales experience for face-to-face sales
(expensive)

Sales Cycle Length: Long

Avg. Sale Price: $$5$ Higher

Revenue Model: A few sales may be all
you need

Execute

Director . Manager

Individual Contributor

Bottom Up Approach

Individual users (typically at the lower,
more technical levels) begin using the
solution and adoption grows organically

Level of Entry: Low

Value Justification: Everyone buys in,
every day

Sales Cycle Length: Short, Viral
Avg. Sales Price: $ Lower (but scale)

Revenue Model: Requires high volume of
customers paying small amount each
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MARKETING




Marketing & Lead Generation

Contact to Contract Workflow,
Campaign Plan, Design Lead Scoring Framework, Nurture
Template, Content Framework, Programs
Activity Calendar, Reports &
Dashboard

Market Positioning Model,
Brand Elements Pyramid,

Message Stack
Establish Lead Process - Qualify &
Nurture Leads

Define Campaign Audience - Design Campaign Strategy - Manage
Campaign Workflows - Measure the Results - Refine & Optimize

Identify Target Market & Buyers - Define Competitive Advantage - Establish Positioning Platform

Define Value Proposition Generate Awareness & Create Demand Build & Enrich Customer Pipeline




Marketing’s Role

The Chief Storyteller

BUILD
A POWERFUL POSITIONING
PLATFORM

GENERATE
AWARENESS &
CREATE DEMAND

BUILD
CUSTOMER PREFERENCE &
ELICIT LOYALTY




The Modern Marketing Organization

Customer

Content Marketing

Product Communication & Demand Generation

Product Marketing Influencer Marketing & Field Marketing

Management Sales

Marketing Operations

Business Operations/IT Sales Operations



Value of Market Segmentation

Prioritizes where Aligns sales, Enables tailored
Investments will Marketing, and Messages and
Yield highest return Product development Selling strategy



Aligning Use Cases & Impact by Audience - Template

CxO

* Revenue
* Cost

* Risk

* Speed

Manager
Manager . Cost
(Project, Team, * Efficiency
Function) « Collaboration

* Quality

Individual User Individuals User
(e.g. Developer, Administrator) . _Erése of use
® Ime

* |nnovation



Building Out the Platform

Brand Position Platform

Foundation Elements

Sell Sheet — Presentations — Media Relation — Analyst Relations — Website

Thought Leadership Content




Generate Awareness & Create Demand

Define your Design A Manage Campaign Measure Refine &
Campaign Audience Campaign Strategy Workflows The Results Optimize



Design: Campaign Planning Template - Example

Campaign Expected

Campaign

Campaign Campaign

Duration

Campaign Target Key Campaign

Name Goals

Next-gen
Analytics
Campaign

Secure First
Campaign

Objectives

Introduce anew  Feb -April
breed of (90 Days)
analytics and

generate

interested

prospects

Generate Jun- Nov
preference and (180 Days)

consideration
for battling
modern APT
with xyz Threat
Intelligence
Platform

Components

2-part Webinar
Series, Exec
Brief, Technical
Whitepaper
Buyer’s Guide,
Display Ads,
AdWords, Tech
Summit

Cyber-Security
Symposium,
Analyst
RoundTable,
Executive
Briefs, CIO
Summit, Tech
Sponsorship,
Whiteboard &
Videos

Audience/
Segment(s)

CDQ, Data
Scientist, VP IT
Ops

CISO, ClO, CSO,
Security
Architect,
Fraud & Risk
Analyst

Messages

Prescribe next
best action
based on inline
insights, Blow
away the
competition
with

Real- time
graphs &
dashboards

Smart
Prevention
Real -time
Detection &
mitigation
Intelligent
Threat

Profile Engine

Budget

1,500 $ 200K
responses

15 Optys

$3M pipeline

4 Deals

$1M closed

bookings

1,500 $300K
responses

12 Optys

$6M pipeline

4 Deals

$2M closed

bookings

Campaign

ROI ($$)

5X

Program Spend
to Bookings ROI

X

Program
Spend to
Bookings



Measure the Results: KPIs and Benchmarks

Lead Conversion Rate Benchmarks
(Source: Sirius Decisions)

KPIs Inquiry/Response Saas: Traditional

INBOUND OUTBOUND
* New Inquiries/Responses Generated Website Digital Marketing
* Sources of Inquiries/ Responses Social media Events
* Cost per Inquiry/ Response PR coverage Webinar

*  Number of Touches Qualty

Marketing Qualified Lead

Jointly define MQL criteria with
Sales(e.g. by lead score, by

At each stage in Funnel:

Title/company, industry, etc.)

* Number by Source (Quantity)
* Conversion Rate (Quality)
» Duration in Stage (Velocity)

Pipeline and Closed Business

Sales Qualified Lead
{aka Opportunity)

* New Inquiries/Responses Generated
* Sources of Inquiries/ Responses
» Cost perInquiry/ Response

*  Number of Touches to Qualify ($$$ Bookings) 8 closed won per 10 closed won per
1,000 inq/resp 1,000 inq/resp

Closed Won




Contact to Contract Process

Contact Marketing Sales

(New Inquiry / Attemping Contacted Qualified Qualified Contact

(Closed Won Deal)
Respond) Lead Lead




Lead Management: Nurturing and Drip Campaign

Send offer every 7-30 days (based on Score triggers inside sales follow- up to Opt-out option with every touch: it’s a legal Database segmentation is critical: don’t look
campaign and sales cycle) determine sales readiness requirement uncoordinated

Example

Drip Campaign

Feb 1: Offer 1 Feb 14: Offer 2 Mar 1: Offer 3 Mar 30: Offer 4

(case study) (white paper) (Webinar) HEEGED

Lead score threshold met, Yes: remove fron7 drip j
Triggers sales follow-up No: remain in drip

Long- term Lead nurturing campaign

Quarterly Quarterly Product No response or

Newsletter Announcement Not sales ready

Newsletter
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INSIDE SALES




Inside Sale

Metrics and Tracking

Email Template,
Templates

Outreach Cadence

Qualification

Framework, Call Scripts, Sales Development to
It LCETe Objection Handlin Account Exec hand - off
Prioritization, Outbound J &

Prospecting

Qualify - Establish Value - Close for Next Steps

Call Preparation - Outreach Execution - Social Engagement

Lead Prioritization
Attempting Contacted New Opportunity




Outbound Priority

CALL HIGH - GET REFERRAL

Executive Champion Evaluator



Outreach Execution

LEVERAGE ALL ANGLES

Facebook Google+




Example Prospection Strategy

“83% OF HIGH PERFORMERS HAVE A DEFIUNED STRATEGY AND MAKE 4-8 ATTEMPTS.” - KINSEI PARTNERS

Connect
Qualify infout

Last Chance: Email/Voicemail
“Are You Still interested?”

Outbound Only No Connect
Send Email



Anatomy of an Effective Email

A

Keep it Short

Readable on Handheld

4

Clear Call to Action

One Call to
Action per Email

X

v

Value Statement

Clear, Concise
Value Statement




Track It!!

HOW DO YOU KNOW IF THE PROSPECT OPENED YOUR EMAIL, AND THEY OPENED IT ?

i toutapp

the future of busmess emall

Applications like
ToutApp allow you to:

Collaborate on Email template, Measure email open Track when emails
increasing efficiency Rates, optimizing Are opened in real time
Effectiveness



Objection Handling




Inside Sale to Sale Handoff

A SUCESSFUL HANDOFF: THE DEVIL IS THE DETAIL

Create Calendar Send letter of Send email reminder Launch Call, Post-call analysis:
Invites understanding To client day of call/ Introduce both Was it a qualified
meeting parties Call?



Key Metrics - Template

CALL/DAY:
EMAILS/DAY:

Calls/Emails to Conversations: 15%
CONVERSATIONS/DAY:___
AVERAGE TALKS TIME:____

Conversations to Meetings: 50%

Meetings to Opportunities: 50%
OPPORTUNITIES

CREATED
Opportunities to Wins: 25 - 30%

CLOSED/WON OPPORTUNITIES
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FIELD SALES

[ 1



Field Sale

Discovery Tool,
Value
Proposition

Discovery Tool,
Account Plan,
Competitive
Traps,
POC Lockout

POC Lockout
Document, RFI/
RFP Responses,

ROI Model,
Scoping
Document

Proposal

Template, Quote

Tool, ROI Model,
Deployment
Plan,
Standard
Contracts, SOW

Final Contracts

Deployment Plan

Partner

Template, ROI
Tool, On-
Demand Demo

Finalize Negotiation & Close

Confirm Decision Process & Propose Solution

Discovery Tool,
Value Framework

Document

Position, Manage & Execute Validation Process

Establish Political Alignment, Execute Competitive Strategy & Influence Buying Criteria he industry's

Sell Value, Qualify & test, Develop Champions
Penetration, Discover and Qualification

Executive
Competitive
Strategy

Validate Solution
& ROI

Create Value
Proposition

Negotiate and Deploy and

Identify Initiatives Close Develop

Propose Solution




Selling is Simple
JUST ANSWER THESE 3 QUESTIONS:

Why do anything?

Why your company?

Why Now?




Sales Process

ITsATEAM SPORT !!!

SUPPORTING ACTIVITIES AND RESOURSES

Marketing Engineering Product Management
-

Rapid Prototyping Capability

Opportunity execution

Discover

Step 3
Execute
Competitive
Strategy

Step1 Step 2
|dentify Create Value
Initiatives Proposition

Step 4 Step 5 Step 6 Step 7
Validate Propose Negotiate & Deploy &
Solution & ROI Solution Close Develop

Through A Non-Linear Sales Process




Develop the Value Framework

Stepl: Focus is on identifying what
Is happening with the business

Step2: Tie Initiatives,
Critical Capabilities,
& Solution Set Critical Capabilities
Back to the

Business issues



Creating the “Unique” Value Proposition

Step 4: Develop and Test the Anticipated
Financial Returns Associated with Your
Solution

S . .

Stap 4—Fmnancial Framewon
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A LS S AT AL

Step 3: Identify Case Studies for the Value Proposition
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https://conversionxl.com/blog/value-proposition-examples-how-to-create/
https://conversionxl.com/blog/value-proposition-examples-how-to-create/

Opportunity Management & Account Planning

MANY MOVING PARTS....

Political

Position
. Decision
Funding I
Criteria
Process
Account
‘ Plan

Decision
Validation Process

Competitive

Positioning



ROI/POV Creation

Stepl: IDENTIFY THE INITIATIVES (THEY ARE ALREADY FUNDED)

Executives
____________________ :
1
1 >
: T ——— >
r . I |
e e e e e e >
Directors Directors :
And And  TTTTTTT *
Managers Managers ——— - ————
Critical Capabilities
Individual Individual Individual Individual Individual Individual > Solution Set

Contributors Contributors Contributors Contributors Contributors Contributors

» Focused on and accountable for

---------- + Aware of understand their relationship to



Typical Use Cases

Benefit Improvement Estimate Cost
Levels Implementation Estimate

Input Data Cost Benefit

Areas




Components of a Proposal

CHECKLIST

Quote with License Statement Teach Validation Software License Support and/or
Terms Description Of Work & ROI Results Agreement Services Agreement




Deal Review Process

Sales Management

Customer Sucess

Sales Engineering
Marketing

Components for Review

Account Plan
And Competitive Strategy

Proposal

Structure
Strategy
Option
Quote & Terms
License Desc
Sow
Business Case
Marketing Ask

ROI/Business Case
Development
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Customer Success

Proposal Template, Quote Tool,
Negotiation Planner, Standard

Proof Point Template, Executive Contracts, SOW

Scorcard, Value Proposition,
Opportunity Plan, Account Plan

Opportunity Plan, Project
Implementation Plan,
Implementation Review

Checklist, Training Materials, Negotiate and Close Renewal
Status Report - Opportunity

Confirm Value Created - Collect Proof Point - Identify and Develop
Additional Opportunities

Confirm Internal Alignment - Resource Allocation - Deployment Success Criteria -
Managing the Milestones, Measuring Impact

. o Nurture Account & Create
Implementation, Training & Support . Close Renewal & Up-Sell Cross- Sell
Opportunity




Program, Deliver, and Project Management

Program Management Delivery Management Project Management




Training Services & Support Programs
ESCALATION PROCESS EXAMPLE

Standard Escalations Code Red Code Blue




It Starts By Creating Reference Customers

Customer Questionnaire Customer Interview Customer Fact Doc

Central Repository

Fact eatherine alien with Conduct comprehensive customer Conduct comprehensive customer Single location to store all
gath §alg ‘interview to obtain needed level of Interview(s) to obtain needed level of Customer Facts Docs and

Reference information needs . : ; .
Information to support all needs information to support all needs Related info for reference

Guide consistent interviews and

Sales Tools Developed Post Contract ‘ Sales Tools Developed Post “Go Live”

= = = @VIDIZMO
Q 5 =
) Customer InterviewC :_':;-;-_;-_f = wwyidizmo.comtial
Win Wire Press Release PPT Reference Web /| PDF Case  Reference Video ROI Calculators

Slide(s) Study



Driving Customer Lifetime Value

THE MAJORITY OF REVENUE IS GENERATED AFTER THE INITIAL SALE

)
>
c
Q
>
)
o

Customer
Acquistion

Creating Customers for Life: The New Formula for Success in the Subscription Economy. Service Source




Maximizing Lifetime Customer Value

Lifetime
Customer
Value

Churn
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