
Go-to-Market Tactics Plan Sample
1. Executive Summary
This Go-to-Market (GTM) Tactics Plan outlines key initiatives, channels, and responsibilities to effectively launch
Product X in the target market.

2. Target Audience
Primary: Small & mid-sized e-commerce businesses
Secondary: Startup founders in the SaaS industry

3. Positioning & Messaging
Value Proposition: Streamlines operations and increases sales with minimal setup.
Main Messages:

Easy integration with existing workflows
Pay-as-you-grow pricing

4. Tactics Plan
Tactic Description Owner Timeline

Content
Marketing

Blog posts, case studies, guides showcasing use
cases Marketing Lead Weeks 1-10

Email
Campaigns Drip series to segmented leads and partners Email Manager Weeks 2-12

Webinars Live product demos and Q&A sessions with
prospects

Product
Manager

Weeks 4, 8,
12

Paid Ads Google Ads and LinkedIn sponsored posts Growth Team Weeks 2-16

Sales
Enablement Create playbooks and pitch decks for sales team Sales Lead Weeks 1-3

5. Metrics & KPIs
Website signups
Email open & click rates
Demo bookings
Qualified leads generated

6. Roles & Responsibilities
Team Member Responsibility

Marketing Lead Oversee content and paid campaigns

Email Manager Manage email list segmentation and campaigns

Product Manager Coordinate and host webinars

Sales Lead Equip team with sales materials and training

7. Timeline
1. Week 1: Kick-off, finalize materials



2. Weeks 2-4: Launch campaigns, begin outreach
3. Weeks 5-8: Webinars, nurturing leads
4. Weeks 9-12: Monitor, optimize, and report
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