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PHILANTHROPY

> Grants and donations to
support activities that deliver
impact

> Impact objectives are an
investment criteria

> Reimbursement of funds and
return is expected in the medium
and long

> In and for impact ventures

~ Impact investing

MAINSTREAM
INVESTMENT

> Focused on maximising
profit to investors



~ Impact investing

Profit-maximizing Financial First

investing

Impact Investing
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~ go-to-market

« GTM outlines the big picture and encompasses everything from sales to
marketing to product/solution.



~ go-to-market

« GTM outlines the big picture and encompasses everything from sales to
marketing to product/solution.

« A go-to-market strategy details how a company plans to attract its ideal
customers and establish a market presence.



_ context

Revenue generation no longer falls primarily on the sales department, it’s a
collective effort where the entire organisation needs to be alignhed across
multiple functions from sales to marketing to customer success.



~ context

Revenue generation no longer falls primarily on the sales department, it’s a
collective effort where the entire organisation needs to be alighed across
multiple functions from sales to marketing to customer success.

PROBLEM | - #CUST. | GT™
FIRST VALIDATION STRATEGY




- GTM vs. Sales vs. Marketing

GTM outlines the big picture and encompasses everything from sales to
marketing to product.

So the sales and marketing strategies dive more into the specifics of selling
and marketing, serving as a subset of the GTM strategy.



- GTM basis

6 key concepts:

. Market

. Ideal Customer Profile (ICP)
. Value Proposition

. Offer

. Messaging

. Positioning



- Market

It is the “space” a company play in. It involves:

. The PROBLEM it addresses
. Your GAP - “problem/solution” fit
» Persona-specific



- Market

It is the “space” a company play in. It involves:

. The PROBLEM it addresses
. Your GAP - “problem/solution” fit
- Persona-specific

Why is it important?
By narrowing down on your target market, you provide credibility towards the problem
you are solving.
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~Ideal Customer Profile

A company’s dream customer!

It starts with B2B, B2C, B2B2C, B2G...
... and it follows to all the specifics.
Why is it important?

If you have a clear ICP in mind, you know exactly what they’re thinking, who they are
getting advice from, how they go about their buying process etc...



- Value Proposition

A value proposition is an easy-to-understand reason for why someone should buy your
solution.



- Value Proposition

A value proposition is an easy-to-understand reason for why someone should buy your
solution.

It should directly speak to your ideal customers, address their specific pain points, and

communicate your differentiation against other alternative options they have in the
market.



- Value Proposition

A value proposition is an easy-to-understand reason for why someone should buy your
solution.

It should directly speak to your ideal customers, address their specific pain points, and

communicate your differentiation against other alternative options they have in the
market.

Why is it important?

By having a clear value proposition, it allows you to stand out in the market and
differentiate yourself from alternative options within the market
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An offer is the solution you provide to your ideal prospects to help them solve their
challenges and achieve their goals.
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_Offer

An offer is the solution you provide to your ideal prospects to help them solve their
challenges and achieve their goals.

It addresses the “gap” between their current situation, and their desired situation.

Why is it important?

With a good offer, you’re able to gain the buy-in of ideal prospects



- Messaging

Messaging is the communication of key messages regarding your offer and value
proposition to attract and convert your ideal prospects.
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- Messaging

Messaging is the communication of key messages regarding your offer and value
proposition to attract and convert your ideal prospects.

Why is it important?
Without a clear messaging framework, you risk being inconsistent in the messages you’re

sending to your prospects.

This may confuse them and if they can’t clearly understand how you can help them, they

won’t buy into your solution.



~ Positioning

Positioning is the perception of your brand and where it stands in the market within a
category, from the perspective of customers.



~ Positioning

Positioning is the perception of your brand and where it stands in the market within a

category, from the perspective of customers.

Why is it important?
Without good positioning, you become “one-of-many”, and you’ll be compared to the

many alternatives within the market...
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See you on next session :)



