The GTM Efficiency Pyramid Framework v3.0

Click here to see the full Framework
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How to Use This Framework

What will impact revenue the most?
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1. Where do we start when optimizing GTM?

First, we identify the path of most opportunity for
Impact on revenue. In our experience, this typically
ends up being Pipeline Management and then Pipeline

The GTM Efficiency Pyramid

Amplification
Amplifying what's already working to
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Generating Pipeline

drive more efficiency and impact.

2. Create a plan of prioritization

Once we know what areas of the business we want to
focus on, in order, we can use the GTM Efficiency

We often execute on Fundamentals and Adoption
quickly (sometimes within a few weeks) for each GTM
area in order of priority. This sets a solid foundation
across our GTM. From there, we can go back to the top
of our priority list and begin the Optimization stage.

Optimization
Identifying what's working and not to find
more effective and efficient ways to execute

Adoption
Driving adoption of Fundamentals and
providing visibility into execution and results

(Start Here)

Fundamentals
Establishing basic strategy and process
so people and systems can do their jobs

Closing Pipeline Reducing Churn  Expanding Customers
- Renewals Expansion
- - Pyramid to work through these areas.
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----- Where are the gaps that GTM Ops can help fix? -----
--=-- PEOPLE ---- PROCESS ---- SYSTEMS ----
Management
& Forecasting
Expansion
Pipeline -
Customer 3. Build a Roadmap
Health
Renewals
Process
CSM we work with in operations.
Engagement

We always create a GTM Operations Roadmap for our
revenue teams. This helps us get aligned with our
CROs, the rest of the leadership team, and everyone

Click here to see our GTM Operations
Roadmap Framework

Or go to: unionsquareconsulting.com/frameworks
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Pipeline Generation

The Outbound Pyramid

Amplification
e Automated trigger-based cadences

 Al-driven tailored/personalized messaging

e Al-driven account research and account scoring

Optimization
e Outbound Insights

» Message testing
 GTM Council Meetings

Defining the Outbound Process
e Capacity & Territory Planning
» Building and segmenting target lists

Adoption
e Training and Enablement

e QOutbound reporting and dashboards

* Regular cadence of management review

Fundamentals
e |CP & Personas by Product
e Defining the Outbound Process
» Implementing process into systems

» Defining prospect sequencing processes

The Inbound Pyramid

Amplification
e Al Lead Enrichment/Scoring

e Al Campaign/Channel Analytics

e Al-assisted Lead Response/Follow Up

Customer Journey & Inbound Process
e Customer Journey Map

MQL Definition

Speed to Lead SLAs

Inbound Capacity Planning

Lead Routing Process Defined

Lead Follow Up Sequence Defined

Optimization
o Attribution
e Inbound Insights

e GTM Council Meetings

Adoption
e Training and Enablement

* Inbound reporting and dashboards

» Regular cadence of management review

Fundamentals
e ICP & Personas by Product
e Customer Journey & Inbound Process
e Inbound process implemented into systems

The Allbound/ABM Pyramid

ABM Reporting & Dashboards
e Account Coverage Reporting
e Account Conversion Reporting
» Pipeline Generation Reporting
« ABM/Allbound Revenue Reporting

Amplification
e Al Account Enrichment/Scoring

o Al Campaign and Channel Analytics

» Al-assisted Lead Response/Follow Up

Optimization
o Attribution
o ABM Insights

 GTM Council Meetings

e Customer Journey Map
Capacity & Territory Planning
Account Scoring & Assignment
Account Sequencing Process
Speed to Lead SLAs
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Adoption
e Training and Enablement

 ABM reporting and dashboards
» Regular cadence of management review

Fundamentals
e |CP & Personas by Product
e Customer Journey & ABM Process
e ABM process implemented into systems

Pipeline Management & Forecasting

Customer Journey & ABM Process

The Partner/Channel Pyramid

Amplification
» Automated trigger-based sequences

Al —driven tailored/personalized messaging

e Al-driven partner deal summaries and feedback

Optimization
e Partner Insights

o Partner message testing
e GTM Council Meetings

Partner/Channel GTM Process
o Capacity & Territory Planning
» Building and segmenting target lists
» Defining partner engagement process

Adoption
e Training and Enablement

e Partner Reporting and Dashboards

» Regular cadence of management review

Fundamentals
 |deal Partner Profile by Product
» Defining the Partner GTM Process
e Partner process implemented into systems

The Pipeline Management Pyramid

Amplification
e Pipeline Automation

e Al-driven Pipeline Analytics
o Al-assisted Pipeline Enrichment

Optimization
o Forecasting

Customer Success

The Renewals Pyramid

Amplification
e Automated Health Scoring
e Ai-assisted CSM Playbooks
e Al-driven Customer Risk Signals

Optimization
e Renewals Insights

* Renewals Forecasting
e GTM Council Meetings

Onboarding to Renewal Process
e Capacity Planning
e Account Assignment to CSMs
» Handoff and Onboarding Process
e Customer Health Monitoring Process

Adoption
e Training and Enablement
e Full reporting and dashboards

» Regular cadence of management review

Fundamentals
e |CP & Personas by Product
e Onboarding to Renewal Process
e Process implemented into systems

e GTM Insights
 GTM Council Meetings

Adoption
e Training and Enablement
e Pipeline reporting and dashboards

 Management pipeline inspection process

» Process to address unhealthy customers
e Process for QBRs and/or other engagement
e Process to initiate and run the renewal itself

Fundamentals
e |ICP & Personas by Product
o Sales Methodology & Process
e Sales process implemented into CRM

Sales Methodology & Process
o Sales Methodology
e Qualification Criteria
Sales Stages Defined
Stage Entry/Exit Criteria
Steps & Questions by Stage
When to walk away/close out

The Expansion Pyramid

Amplification
o Automated trigger-based cadences
e Al driven tailored/personalized messaging

o Al-driven account research and account scoring

Optimization
e Expansion Insights

» Message testing

e GTM Council Meetings

Defining the Expansion Process
e Customer Journey Map
» Capacity & Territory Planning
e Account Scoring & Assignment
e Account Sequencing Process
» Product & stakeholder whitespace

Adoption
e Training and Enablement

e Expansion reporting and dashboards

» Regular cadence of management review

Fundamentals
e |CP & Personas by Product
» Defining the Expansion Process
e Process implemented into the systems


https://unionsquareconsulting.com/frameworks/the-gtm-efficiency-pyramid-framework/
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