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The Complete
GTM Playbook

A comprehensive guide to Go-To-Market strategy,
execution, and Al integration for SaaS companies.
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Your Roadmap to GTM Success

A concise playbook that guides you through building and executing a winning go-
to-market strategy for 2026.

PART 1 PART 2 PART 3
Planning & Strategy Execution & Operations Tools & Technology
Identify your market, segment customers, and Get your product in front of buyers, close Build the right tech stack and integrate Al
position your product for success. deals, and drive adoption. tools for scale.

PART 5

. PART 6
LA Best Practices & Case Al's Role in GTM 2026
Measurement & Analytics Studies
. ) How Al is reshaping every aspect of go-to-

Track what works, optimize, and prove ROL. Lessons from companies that executed GTM market.

well.
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GTMIsn't Just

Marketing — Your
Growth Engine

A go-to-market strategy aligns product,
marketing, sales, and customer success
into one plan to reach customers and win
market share.

Buyers have more choices and higher expectations.
Without a unified GTM, customers won't reliably find
you.
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WHY GTM MATTERS NOW

Buyer Behavior Shift ' Al Personalization

Buyers prefer self-education and Al enables personalization at
peer recommendations over scale, now an expectation.
pitches.

Longer Sales Cycles Intense Competition

More stakeholders mean smarter Differentiation separates winners
nurturing is required. from the noise.
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The GTM Landscape in 2026

Three Seismic Shifts Reshaping How Companies Go to Market

Q0 P {u}

SHIFT 1 SHIFT 2 SHIFT 3
From Vendor to Partner Decision-Making Beyond Al ls Now Table Stakes
Outcome-based partnerships replace IT Al-driven personalization and retention
transactional deals. Business units buy directly for specific are mandatory.

outcomes.
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Planning & Strategy

| Building the Foundation for Growth
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The GTM Planning Framework

Three Pillars Support Every Successful GTM

01 Market Understanding & Segmentation

Know your buyers and group them by needs and behavior to
target effectively.

02 Value Proposition & Positioning

Clearly state the unique outcome you deliver versus
alternatives.

03 Distribution & Execution

Choose the primary channels and focus resources on the
highest ROl paths.

Set Measurable /

Goals and Metrics '.‘ &) .

/_/" “, Optimize Sales and
I £g8 | Distribution Processes
& "- Execute Integrated
‘ @ ! Marketing Campaigns

Define the : '@’j’ ' ‘ QEQ .:
Target Market 3 ;

Go-to-Market
Strategy

Establish a Clear / ke
-y L]
Value Proposition |, &
L)

Collect and Analyze
Customer Feedback
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Precision Targeting Beats Spray and Pray

Market Segmentation & ICP Development

How to Build Your ICP: Don't guess. Reverse engineer your top 20% of customers by revenue and
retention. What do they have in common? That is your starting point.

THE THREE DATA LAYERS

Firmographics

Company characteristics: Industry, size,
revenue, growth rate, location.

SEGMENTATION STRATEGY

HIGH PRIORITY

Tier 1: Sales-Led

High-urgency, high-LTV targets. Direct sales
outreach and personalized ABM campaigns.

[l R
Technographics Behavioral Signals
Tech stack and sophistication: What Intent data: Pricing page visits, content
tools do they use? Are they cloud- downloads, high engagement.
native?
MEDIUM PRIORITY
LOW PRIORITY
Tier 2: Nurture Tier 3: Automated
Mid-fit or curiosity. Nurture with product-led Low-fit or low-intent. Deprioritize or serve
strategies and educational content. purely through low-cost automation.
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Know Your Competitors Better Than They Know

Themselves

Competitive Analysis & Differentiation

WHAT TO ANALYZE

ﬂ Map the Landscape

Identify direct competitors and indirect alternatives. Don't ignore
the "do nothing" option.

n Deconstruct Strategy

Document positioning, pricing, GTM channels, and customer
focus. Where do they concentrate their efforts?

Find Blind Spots

Look for gaps: too expensive, too complex, or poor support.
These are opportunities.

CREATING DIFFERENTIATION

True differentiation comes from making a choice about who you
serve and what you stand for. You can't be the best for
everyone. Find the white space where you can be genuinely
different.

REAL EXAMPLE
Stripe's Positioning

Stripe positioned as "payment infrastructure for developers,"
focusing on API quality and docs while competitors targeted
finance teams.
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Crafting Value Propositions That Resonate
Your Value Proposition Must Solve a Real Problem

THE VALUE PROPOSITION FORMULA REAL WORLD EXAMPLE: LINEAR

"For engineering teams that waste hours on manual testing,
For [Target Customer] who [Has o ehgineering J
— Linear is a project management tool that reduces bug-to-fix

ThIS Problem] , [YOUI‘ PrOduct] IS a time by 60%. Unlike Jira, Linear is built for speed and
- implicity."

[Category] that [Delivers Outcome].  *"P°™

Unlike [Alternative] , we [Key

SHIFT TO BUYER-CENTRIC MESSAGING

- * FEATURE-FOCUSED OUTCOME-FOCUSED
Differentiator] . > @
— "Our platform has 50+ v "Connect all your tools in
integrations” minutes"”
— "Al-powered analytics v "Predict churn before it
dashboard" happens”
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Pricing Strategy for SaaS Growth

Align Price with Value Delivery

CORE PRICING MODELS FOR 2026 THE "GOOD-BETTER-BEST" TIERING PSYCHOLOGY
® P : GOOD (ENTRY) BETTER BEST
2 PerUser |~ Usage-Based < Hybrid (CORE) (ENTERPRISE)
The Classic. Predictable The Growth Engine. The Sweet Spot. The Decoy
revenue but may limit Scales with consumption Platform fee plus usage Low price to The The
adoption for new and reduces friction to overages for stability and attract attention: Winner Anchor
accounts. start. flexibility. omits key The target for Premium option
features so the most customers: that sets the
middle tier essential high anchor and
shines. features at a frames core
clearly value.
justifiable price.
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Channel Strategy & Sequencing

Prioritize, Sequence, Then Scale

P

The "Layer Cake" Approach

Don't try to launch every channel at once. Start with your
strongest fit (the core layer), master it, and then layer on
additional channels to accelerate growth.

Product-Led (PLG)

Best for simple products with quick time-to-value. Focus on user acquisition
and self-serve onboarding.

Sales-Led (SLG)

Essential for high ACV, complex solutions. Focus on outbound, ABM, and
relationship building.

Community-Led

Long-term play for trust and retention. Builds a moat around your brand
through peer engagement.

WHERE

should HOW should How will

vou compete? vou compete? yvou WIN?

First target

Define WHO is your
early customer,
industry and use case
(beachhead segment)

h 4

Buying Motivations

Understand WHY your
target should buy
MNOW: pains, needs,

outcomes, struggles,
problems to solve

Next targets Value Proposition & Launch tactics

Product Offering + First mover advantage

Create a launch .
Define ::;::‘lal next Bofinsa ey + Use case exgerttsg
b bl differentiatedand  drives Word-Of-Mouth « Market-relationships &
AT B BecCE and creates your alliances
offering market ecosystem i
@ A 4 i « Intangibles advantage
Competitors Positioning Pricing =T SPQECf
Create and test ) « Product leadership
Understand the i niht maciaies Test willingness to pay
competitive landscape  P*° i 5 Ls“g tobuild yaur pricing S
e va cammi:ic:taey:ot?r value b A
market whitespaces praposition models. PLAN FOR LONG-TERM
b 4 A ADVANTAGE
Distribution

Ecosystem
Stra‘t::;;zaen:n‘;l:tan 10 Ste ps

Tidentify ecosystem  distribution channels:

partners and allies sales, marketing and GTM Strategy
channel partners. for B2B technology +
’ software products
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Execution & Operations

| Turning Strategy into Revenue
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The Execution Framework

Structured Phases for Predictable Success

Pre-Launch Launch Post-Launch
WEEKS -8 TO O WEEKO TO 4
v Finalize ICP and messaging ¥ Activate all primary channels Analyze channel performance
v Create sales assets and content ¥ Execute PR and social blitz Gather customer feedback
v Set up CRM and tracking ¥ Launch outbound sales Optimize conversion rates
. sequences . .
v Train sales and support teams Build case studies from early
¥ Host launch event or webinar wins

v Beta testing with friendly
customers ¥ Daily standups on lead flow Refine pricing based on data
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Sales & Marketing Alignment

From Silos to a Unified Revenue Team

The Reality Check: Misalignment isn't just expensive. Companies with aligned revenue teams grow faster and are
more profitable.

o o

Shared Goals The SLA Operating Cadence
Align Marketing and Sales on a single Define what a "Qualified Lead" is and the Hold short, weekly pipeline reviews where
"Pipeline Revenue" number so both teams timeline for Sales to follow up — clear Marketing hears calls and Sales gives quick
own the same outcome. expectations, no excuses. feedback on lead quality.

METRIC: PIPELINE CONTRIBUTION % METRIC: LEAD RESPONSE TIME METRIC: FEEDBACK LOOP FREQUENCY
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Al-Powered Lead Generation & Scoring

From Cold Lists to High-Intent Signals

-
it —
1. Deanonymization 2. Auto-Enrichment 3. Predictive Scoring
98% of website visitors never fill out a Stop asking for 10 fields. Al enriches Beyond static points: Al analyzes
form. Al maps IPs to companies and leads with firmographics and contact behavioral signals to predict propensity
identifies decision-makers, turning traffic details, keeping forms short and to buy, prioritizing leads ready to close.
into actionable leads. conversion high.

The Result: Sales teams stop wasting time on bad leads and focus only on high-

intent prospects.
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Personalization at Scale with Al

Moving Beyond "Hi {First_Name}"

& 4

Dynamic Web Experiences Contextual Outbound Next-Gen ABM
Pages that adapt in real time—swap generic Al agents surface recent news and write Account pages and creative generated on the
copy for relevant case studies, badges, and unique emails that tie your solution to the fly—custom intros and ads that reflect the
tailored value props. prospect's context. prospect's brand.

THE OLD WAY THE Al WAY
The Evolution Token Replacement —> Deep Context

"Hi John, | saw you work at Acme..." "Hi John, given Acme's expansion..."
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Content & Campaign Execution

Right Message, Right Time, Right Channel

GOAL

Educate on the problem.
Capture attention.

KEY ASSETS

® Thought Leadership Blogs
® Industry Trend Reports

® Short-form Social Video

GOAL

Validate your solution. Build
trust.

KEY ASSETS

® Customer Case Studies
® Comparison Guides

® Live Webinars /| AMAs

GOAL

Convert to customer. Reduce
risk.

KEY ASSETS

® ROI Calculators

® Implementation Plans

® Personalized Demos

The
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s The Repurposing Engine:
< ==---*mize Every Asset

! a4 10

Core

Asset Blog Linkedin

(e.g., Posts Posts
Report)
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Sales Enablement & Automation

Equipping Reps to Win in a Digital-First World

30 0/ The average sales rep spends only 30% of their time actually selling. The rest is
O Jostto admin, research, and content hunting.

- @ a

Dynamic Playbooks Zero-Touch Admin The Al Copilot

Context-aware guidance surfaced directly in Al agents that join calls, take notes, update Real-time objection handling and competitive
the CRM based on deal stage and competitor CRM fields, and draft follow-up emails battlecards surfaced during live sales calls.
presence. automatically.
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Customer Onboarding & Adoption

Accelerating Time-to-Value (TTV)

The Golden Rule: Users don't care about your features; they care about their problems. If they don't solve a problem
within the first session, they are likely gone forever.

PHASE 01 PHASE 02 PHASE 03

Frictionless Setup The "Aha!" Moment Habit Formation

v SS0 & Magic Eliminate password fatigue % Interactive Guide dosomething, view. v External Email/Slack notifications that
Links: immediately. Walkthroughs: them to  not just Triggers: bring them back to the platform.

v Data One-click integrations to pull % Template Don't make them start from a v Weekly Show them the value they got
Import: their data in. Library: blank slate. Digests: last week.

Concept: Onboarding never ends. As you release new features, existing users need to be "onboarded" to them. Treat

Everboarding every feature launch as a mini-onboarding campaign.
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Tools & Technology

| The Modern GTM Stack



The Modern GTM Tech Stack

The Four Pillars of Revenue Operations

CRM (System of
Record)

Single source of truth for
customer records, stages,
and interactions.

STANDARD TOOLS

Salesforce, HubSpot,
Pipedrive

Marketing
Automation

Orchestrates email, scoring,
and campaigns across
channels at scale.

STANDARD TOOLS

Marketo, Customer.io,
HubSpot Marketing Hub

= Product & Web
— Analytics

Tracks user behavior on web
and product to inform
experiments.

STANDARD TOOLS

Amplitude, Mixpanel, Google
Analytics 4
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Attribution &

Revenue Ops

Maps touchpoints to revenue
to show which channels drive
ROI.

STANDARD TOOLS

HockeyStack, Dreamdata,
CaliberMind
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Al Tools for GTM

The Essential Stack for the Modern Revenue Team

@, LeadIntelligence |~ Predictive Analytics
6sense /[ Demandbase Clari

Deanonymizes web traffic and surfaces intent signals. Al forecasting that inspects deal health.
Clay / Zoominfo Gong / Chorus

Automated enrichment to build high-quality lists. Analyzes sales calls to identify risks and wins.

’ o °

/' Content Engine i@ Sales Copilots
asper / Copy.ai Lavender
enerates on-brand marketing copy and ads. Real-time email coaching for better replies.
utiny Otter.ai / Fathom
o-code personalization that adjusts site content. Automated meeting notes and summaries.
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Integration & Data Flow

Breaking Down Silos for a 360° View

DATA SOURCES UNIFICATION LAYER THE RESULT
& Web Behavior a—
=~ CDP /[ Warehouse E
¥ Email Engagement « Identity Resolution
« Data Standardization The Golden Record
= Product Usage  Enrichment A single, trusted profile for every
 Deduplication customer, accessible by every tool
49 Support Tickets in real-time.
v Accuracy 4 Speed =» Context
Eliminate conflicting data. Sales sees the same Trigger actions instantly. If a VIP user hits a Full history visibility. Support knows a user just
"Last Active" date as Marketing. pricing page, alert Sales in Slack within seconds. attended a webinar before answering a ticket.

Proprietary to Smarketers - Cannot be shared or distributed without written consent



Measurement & Analytics

| Proving Value with Data
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GTM Metrics Framework

Measuring What Matters: Inputs vs. Outputs

LEADING INDICATORS (INPUTS) LAGGING INDICATORS (OUTPUTS)
Predictive metrics you can directly influence today. They signal future Historical metrics that confirm past performance. They tell you what
success or failure before it happens. happened but are harder to change quickly.
FUNCTION LEADING INDICATORS LAGGING INDICATORS
. Website Traffic & Customer Acquisition Marketing Attributed
! Marketing . « MQL / PQL Volume . k . d
Engagement Cost Revenue
L Demos / Meetings Closed Won Revenue )
sl
 Pipeline Created . . « Win Rate %
< SElEE Pel Booked (ARR) |
e Product Usage Frequency e« Health Score Trends Net Revenue Retention

@ Success « Churn Rate

* (NRR)
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Customer Acquisition Metrics

Balancing Growth with Efficiency

CAC CAC Payback LTV : CAC Ratio
The total cost to acquire a single paying Months to break even on the customer Relationship between customer lifetime value and
customer, includina core sales and marketing acquisition expense. acquisition cost.

(Sales Costs + Marketing Costs) CAC Lifetime Value (LTV)

New Customers Acquired (MRR x Gross Margin %) Customer Acquisition Cost (CAC)

TARGET BENCHMARK TARGET BENCHMARK TARGET BENCHMARK

The Efficiency Rule
w |nvestors now prioritize Capital Efficiency. A payback under 9 months is the new gold standard.
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Revenue & Growth Metrics

The Pulse of SaaS Health

Annual Recurring Revenue ARR  Avg. Revenue Per User ARPU

‘ SUM(Active Subscriptions x 12) Total MRR / Total # of Active Customers

The north star. It measures the predictable revenue generated by Indicates deal quality. Increasing ARPU suggests successful up-selling or

customers annually. Excludes one-time fees like onboarding. moving up-market to enterprise customers.

Compounded Monthly Growth cmcr  Customer Lifetime Value LTV
(Latest Month MRR / First Month MRR)~(1/n) - 1 (ARPU x Gross Margin %) / Churn Rate

The true velocity check. Unlike simple averages, CMGR accounts for the The ceiling for spending. It tells you exactly how much you can afford to

compounding effect of growth over time. spend to acquire a customer (CAC).

For a healthy SaaS business, your Growth Rate % + Profit Margin % should equal or exceed 40%. High growth

Benchmark: The Rule of 40

can justify low profit, and vice versa.
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Customer Retention & Health

The Engine of Sustainable Growth

The Growth Paradox: It costs 5x-25x more to acquire a new customer than to retain an existing one. In 2026, retention

Is the new acquisition.

o o ol

Gross Churn Net Revenue Retention Expansion Revenue
The percentage of revenue lost from cancellations The "North Star" metric. Measures total revenue Revenue generated from upsells (higher tier) and
and downgrades. The "leaky bucket" metric. retained + expanded from the same cohort. cross-sells (new products).

(Churned ARR / Starting ARR) x 100

(Start ARR + Expansion - Churn) /
Start ARR

(Expansion ARR / Starting ARR) x 100

HEALTHY BENCHMARK HEALTHY BENCHMARK HEALTHY BENCHMARK

<3% > 120% 20-30%

Annual Gross Churn (Enterprise) For Top-Tier SaaS Companies Of New ARR should come from Expansion
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Multi-Touch Attribution

Decoding the B2B Buyer Journey

| The "Last-Click" Fallacy

In B2B Saas$, giving 100% credit to the
last touchpoint (usually "Direct" or
"Branded Search") ignores the months
of education that actually drove the
decision.

84%

of B2B sales start with a referral or educational
content, not a direct search.

THE SAAS STANDARD: W-SHAPED ATTRIBUTION

30% 30% 10% 30%

o ® o L
First Touch Lead Creation Nurture Opp Creation
Anonymous Visitor Known Contact The "Middle" Sales Ready
(e.g., Blog Post) (e.g., Ebook DL) (e.g., Webinars) (e.g., Demo Req)

The W-Shaped Model distributes credit to the three critical milestones: finding you,
identifying themselves, and raising their hand for sales.
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The Executive GTM Dashboard

Visualizing the Funnel Health

Business Intelligence Dashboard

m . | Must-Have Views

$23.1

- 531
Illllll ;

Pipeline Velocity: How fast are deals
moving through stages?

Forecast vs. Goal: Real-time
attainment tracking against quota.

© Lead Source ROI: Which channels are
driving closed-won revenue?

Churn Risk: Accounts with declining
usage or low health scores.
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Predictive Analytics & Forecasting

Moving from "Gut Feel" to "Al Probability"
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v Precisior!
Forecasting

TRADITIONAL WAY

Sales reps commit deals based on optimism and
relationships. "l feel good about this one."

THE Al WAY

Al analyzes 50+ signals (email sentiment,
stakeholder engagement, velocity) to assign a
Win Probability Score.

e Churn
“Y  prevention

TRADITIONAL WAY

Reacting to cancellation emails or "red"
accounts after the decision is made.

THE Al WAY

Telemetry-based Health Scores. If a power user
stops logging in or support tickets spike, the
CSM gets an alert today.

Predictive models remove the guesswork, allowing GTM teams to focus
resources on the highest probability outcomes.

Proprietary to Smarketers - Cannot be shared or distributed without written consent

Expansion
¥ Scoring

TRADITIONAL WAY

Generic "upsell blasts" sent to the entire
customer base quarterly.

THE Al WAY

Al detects Growth Signals (e.g., hitting 80% of
plan limits, hiring a new VP) and triggers a timely
sales outreach.

Forecast Accuracy:

+45%




Best Practices
& Case Studies

Real-world playbooks from Stripe, Notion, and Figma.
Plus, common pitfalls to avoid.
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GTM Checklist

The Roadmap to Launch Excellence

Pre-Launch 4 Launch |~ Post-Launch
v Define ICP & Personas v Activate Channels v Analyze KPIs
Identify target segments and buyer roles. Launch website, ads, email and social. Review traffic, conversions and CAC.
v Finalize Value Proposition v Enable Sales Team v Gather Feedback
Craft clear messaging and positioning. Provide battle cards, demos and training. Survey adopters and run interviews.
v Set Pricing Strategy v Execute PR Strategy v Optimize Funnel
Decide pricing model: Announce on Product Hunt and press. A/B test pages and email sequences.
freemium/tiered/enterprise. v Monitor Systems v Plan Roadmap V2
v Conduct Beta Testing Ensure analytics, CRM and support sync. Prioritize features from user data.

Gather feedback and fix critical bugs.
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Case Study: Stripe

The Developer-First Revolution

"Developers are the new
kingmakers."

While competitors were wining and
dining CFOs, Stripe realized that
developers were the ones actually
integrating payment gateways. They built
for the user, not the buyer.

</> 7 Lines of Code

They reduced a multi-week bank integration process into a simple copy-paste code
snippet. Instant value realization.

e.® The "Collison Installation"

Founders Patrick and John didn't just send a link; they grabbed the user's laptop and
installed Stripe themselves. Extreme hands-on onboarding.

wva Brand as a Moat
v

They treated documentation and design as core products. Stripe's docs became the
industry standard, building a cult-like following.

RESULT: $65B+ VALUATION
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Case Study: Notion

The Power of Community-Led Growth

"Make your users the heroes." Notion didn't just build a tool; they built a Lego set and empowered

the community to design the instructions.

ﬁ

Template Gallery

Instead of building every use case, Notion let
users build them. Every shared template
became a viral, SEO-rich landing page that
drove signups for free.

802 &

Ambassador Program The "Lego" Effect

"Notion Pros" aren't employees; they are The product is unopinionated. This flexibility
super-fans empowered to run local encourages "How | use Notion" content,
communities, host webinars, and consult. creating a massive organic content engine on
They scaled support and evangelism globally. YouTube and TikTok.
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Case Study: Figma

The $20B Power of Product-Led Growth

Figma realized that design is multiplayer. Moving files to

Web-Based

the browser turned shared links into viral acquisition. No Install Required

AAN ﬁ
amn *
A\ /4

Zero Friction Entry The Watercooler Effect Bottom-Up Enterprise
No installs — Figma ran in the browser so non- Multiplayer cursors made design visible and Free individual use, then natural upgrades when
designers could view and comment instantly. social, driving routine engagement. teams needed governance and libraries.
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Common GTM Failures

Why Good Products Fail & How to Avoid It

(
©® THE PITFALL

Premature Scaling
Hiring sales teams before establishing a repeatable motion and PMF.

© THE FIX
Founder-led sales until a documented playbook exists.

8y THE PITFALL
Misalignhed Incentives
Marketing chased leads while Sales needs quality, creating a gap.

@ THE FIX
Pay marketing on pipeline/revenue; align Smarketing goals.

@& THE PITFALL
Ignoring Retention

Focusing exclusively on new logos while Net Revenue Retention (NRR)
slides.
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@ THE PITFALL
"Field of Dreams"
Assuming "if we build it, they will come" without a distribution plan.

® THE FIX
Validate and build channels (SEO, Ads, communities) early.

& THE PITFALL
Chasing "Bad" Revenue
Closing non-ICP deals to hit targets, leading to high churn later.

@ THE FIX
Enforce ICP qualification; empower CS to veto bad-fit deals.

@ THE FIX
Make NRR the north star metric; invest in onboarding & CS from Day 1.
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Al's Rolein GTM
2026 & Beyond

The shift from "Copilot" to "Autopilot”.

How Agentic Al is rewriting the rules of Strategy &
Execution.




Al Across All GTM Functions

From Planning to Optimization

£ Planning & Strategy

Using "Synthetic Users" to test messaging before launch. Al-driven
competitive analysis to find white space.

4 Execution

Hyper-personalized outreach at scale (email, video, voice). Generative
content engines for blogs and social.

k. Measurement

Real-time attribution that goes beyond last-click. Sentiment analysis of
calls and support tickets.

~ Optimization

Autonomous agents that adjust ad spend and bid strategies 24/7 based
on conversion probability.

The
“Smarketers

Your Growth Catalyst

3 stages of GTM

You are ready to

Traction win more fronts +

You found a predictable f
and scalable GTM motion .

Customers get value @
from your product Min. 1 senlabin

pradictable GTM motion

Bunialnnble business modsl

g TORTgWER; SDpe
Product-Marketfit |~

Your produet 2%
solves a problem

Reyenuia starts pleking up
Recommondations kick atf

Problem-Solution fit |

Al-Integrated GTM Workflow
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The Future of GTM

Three Shifts Redefining 2026 & Beyond

0] ® 55

AGENTIC Al OUTCOME PRICING ECOSYSTEM-LED
FROM FROM FROM
~ oo e PerS Ly B; Nt ;
TO TO TO
Agents (Executing) Per Work Done Partner Trust
Al will research prospects, personalize SaaS will shift to outcome-based
outreach, book meetings, and update monetization: per resolution, report, or Trust, partnerships, and communities
systems autonomously. revenue generated. become the primary channels for growth.
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Ready to Scale
Your GTM?

The Smarketers is a B2B marketing agency helping
SaasS and Tech companies accelerate growth. We
specialize in Account-Based Marketing (ABM),
Inbound strategies, and full-funnel revenue
operations to turn your GTM vision into reality.
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info@thesmarketers.com

www.thesmarketers.com
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