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The paradox of success
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Today we’ll discuss how to manage this complexity, so it doesn’t manage
you

Marketing & Sales

Orchestration Across

Engagement, Handoff

& Feedback

Customer Lifecycle
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Fundamentals: three pre-requisites for cross-functional success

ﬁ C ) m Do we have a common understanding
OCFO AlEngineer of our ICP, buying personas & their

Buyers & Journey & Journe Economic Buyer User Buyer Technical Buyer role in the purchasing process?
(lllustrative)

Commit to Define Engage Evaluate Evaluate Selecta Contract Realize Integrate
Change Rgmts. Vendors Solutions | Pricing & Partner Value
Justify

Do we have a shared understanding
of our buyer’s journey and do our

workflows correlate 1:1?
GTM Workflow

Sales Sales Agree On Initial Agreeona | Agreeona | Negotiate Close Adopt
Accepted | Qualified | AProblem | Scoping Solution Vendor T&CS
Lead Oppty.

Marketing

Sales

Customer

Do we think of ourselves as one
cohesive GTM team and collaborate
oo 2025 accordingly?
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Seamless-handeff one-team collaboration = accelerated velocity
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Orchestrating ABX across the customer lifecycle

T-Minus: 6 Weeks T-Minus: 5 Weeks T-Minus: 4 Weeks T-Minus: 4 Weeks
Marketing develops initial Marketing finalizes campaign Messaging finalized; Creative Campaign assets finalized;
focus area(s) & themes for the themes and objectives; requests are submitted / overview developed &

develops plan executed shared with sales

@ @

Initial 1:1, 1:Few, or 1:Many campaigns go-live and channel-based promotions begin m

campaign cycle

Launch 2 T-Plus: 2-4 Weeks T-Plus: 6 Weeks

Optimize campaign based on channel performance & Review results with ABX
engagement core team leads and share
outcomes with Sales;

w Formalize learnings @Z{)& MKTG <> SALES & CS

Establish ABX Core Team consisting of ABX Program Owner & managers, designated Establish & execute regular cadence with meetings every 1-2 weeks depending on
marketeers (e.g. product, industry, customer, etc.) + Marketing Ops for any given campaign lifecycle stage to review reporting, share themes & learnings, and discuss
campaign effort; Sales & CS ‘Council’ of leaders & managers high-efficacy activities, tactics
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Systems and data to enable visibility, dynamic workflows and execution

1. Enrichment

5, 8.ABX
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v=| 7.Deal Summary

Systems & Data

é% 3. Acquisition / Prospect Finder

[ 5. Outreach
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Enriched Account Data 7. Cycle Time x Characteristic
Enriched Contact Data 8. Win/Loss Trending

GRR x Characteristic 9. CallRecordings

NRR x Characteristic 10. Rep Activity Data

Win Rate x Characteristic 1. ...
ADS x Characteristic



In closing...

Top of Funnel success in 2025 requires ‘One Team’ operating model

CRO/CCO/RevOps Leaders must:

1. Fundamentals: Establish, Reinforce & Integrate

2. Scrutinize Failure Points, Institute Feedback Loops & Instrument + Democratize
3. Establish Joint Teams & Design/Prescribe Collaboration Points

4. Leverage Al for GTM Dynamism

Jamie Halpin Jared Barol
Partner, SBI TMT Practice Advisor, Copy.ai
Jamie.Halpin@sbigrowth.com barol.j@gmail.com

cee 2025
'SBI| ¥

Regional

Growth Advisor

v Summit


mailto:Jamie.Halpin@sbigrowth.com
mailto:barol.j@gmail.com

	Jamie - Building an Aligned GTM Org
	Slide 1
	Slide 2: Building an Aligned Go-to-Market Organization
	Slide 3
	Slide 4: The paradox of success
	Slide 5: Today we’ll discuss how to manage this complexity, so it doesn’t manage you
	Slide 6: Fundamentals: three pre-requisites for cross-functional success
	Slide 7: Seamless handoff one-team collaboration = accelerated velocity
	Slide 8: Orchestrating ABX across the customer lifecycle
	Slide 9: Systems and data to enable visibility, dynamic workflows and execution
	Slide 10: In closing…


