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Introduction
You've finally done it. After months or even years of brainstorming, researching, prototyping, and 
designing, you've finished the perfect product. Now comes the difficult part: sending your hard 
work off to the masses. In other words, going to market.



But that's much, much easier said than done.



If you want your product to launch and win the hearts (and wallets) of your customers, you need 
to spend just as much time building out an effective go-to-market (GTM) strategy. The reality is 
sobering: 9 in 10 business ventures , and 10% don't even make it past the first year. Your 
success will likely come down to the effectiveness of your GTM strategy, and that's where this 
playbook comes in.



Below, you'll find proven GTM frameworks, ways to determine market readiness, strategies for 
positioning your product, and other essential elements to set you up for success. We've even 
included lessons and best practices from HubSpot's own GTM team.



Throughout this playbook, you'll find practical templates to put these concepts into action - from 
a comprehensive sales plan template and positioning framework worksheet to a metrics tracking 
dashboard and launch sequence checklist. Take notes, download the companion resources in this 
kit, and keep this playbook in your back pocket as you get ready to go to market.


fail
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https://blog.hubspot.com/sales/how-many-startups-fail


CHAPTER 1

Go-To-Market Frameworks: 
Your Blueprint for Launch
Think of your go-to-market framework as the structural foundation of your launch strategy. Just 
like you wouldn't build a house without blueprints, you shouldn't launch a product without a clear 
framework to guide you. The right framework helps you organize your thoughts, identify gaps in 
your planning, and create a repeatable process for future launches.



Let's explore three battle-tested GTM frameworks that can serve as your foundation:
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Your product solves a real problem for your target market

Your chosen market is large enough to support your business goals

Your distribution channels effectively reach your target customers

For example, if you've built a 
high-touch enterprise software 
solution, but your only 
distribution channel is online 
self-service sales, you've 
identified a misalignment that 
needs addressing before launch.

#1 The Product-Market-Channel Fit Framework

At its core, successful GTM strategies align three critical elements: your product, your market, and 
your distribution channels. This framework helps you validate that:

Product

Market

Does your product 
solve a real 
customer problem?

Can you effectively reach 
your target customer?

Is your market large enough 
to support your goals?

Market-Channel Fit

Product-Channel FitProduct-Market Fit

Channel



HubSpot's Go-To-Market Playbook: Your Product Launch Strategy Guide & Templates 5

What progress is your customer trying to make?

What are the circumstances of their struggle?

What barriers must they overcome?

This framework is particularly powerful for positioning because it helps you communicate your 
value in terms of customer outcomes rather than features.

#2 The Jobs-To-Be-Done Framework

Instead of focusing solely on customer demographics or psychographics, this framework centers 
on understanding what "job" customers are "hiring" your product to do. It asks:

Barriers
What’s stopping them?

Desired Progress

Key Questions to Answer:
�� What progress is your customer trying to make�
�� What are the circumstances of their struggle?

Current State
“Struggling Moment”


What are they using now?

Desired State
“Progress Achieved”

What’s the outcome?
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Awareness: How customers realize they have a problem

Consideration: How customers evaluate different solutions

Decision: How customers choose a specific solution

By aligning your marketing, sales, and product strategies with these stages, you ensure you're 
meeting customers where they are with the right message at the right time.

#3 The Buyer's Journey Framework

This framework maps your GTM strategy to your customer's decision-making process  
across three stages:

Buyer’s Journey Framework

Awareness

Customer:

Realizes problem exists



Focus:

Educational content

Align marketing, sales, and product strategies with each stage

Consideration

Customer:

Evaluates solutions



Focus:

Solution comparison

Decision

Customer:

Chooses solution



Focus:

Validation & proof



HubSpot's Go-To-Market Playbook: Your Product Launch Strategy Guide & Templates 7

Choosing Your Framework
Before you commit to a framework, take a moment to assess your specific situation.  
Fill out the table below to help guide your choice:

Based on your answers, you might find that one framework stands out—or that you need a hybrid 
approach combining multiple frameworks. Remember: A framework is a tool, not a rule. Use these 
models as starting points, but don't be afraid to modify them based on your unique 
circumstances and market insights.

Question

What's your product 
complexity?  
(Simple/Medium/Complex)

How established is  
your market?  
(New/Growing/Mature)

What's your typical  
sales cycle? 
(Days/Weeks/Months)

Do you have existing  
customer research? 
(Yes/No)

Is your distribution  
strategy defined? 
(Yes/No)

Are you entering a  
crowded market? 
(Yes/No)

Your Response Framework Suggestion

Product-Market-Channel Fit  
for complex products

Jobs-To-Be-Done for  
new markets

Buyer's Journey for  
longer cycles

Jobs-To-Be-Done if yes

Product-Market-Channel if no

Buyer's Journey if yes



CHAPTER 2

Market Readiness Signals:
Timing Your Go-To-Market Strategy
Perfect timing in product launches isn't about luck—it's about reading the right signals. Even the
most innovative products can struggle if they enter the market too early or too late. Let's explore 
the key signals that indicate whether your market is ready for your solution.
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Market Pain Points & Urgency
The first and most crucial signal is the intensity of the problem you're solving:

Are potential customers actively searching for solutions?

Are they currently spending money to solve this problem?

Do they view this problem as a "must-solve" rather than a "nice-to-solve"?

If you're hearing consistent, unprompted complaints about the problem your product solves,
that's a strong positive signal. But if you find yourself having to convince people they have a
problem, you might be too early.

Competitive Landscape Analysis
Study your market's competitive dynamics:

No competitors might signal an untapped opportunity—or a nonexistent market

Too many competitors could mean market saturation

The right amount of competition validates market demand while leaving room  
for innovation

Look for competitors raising money, getting acquired, or experiencing significant growth. These 
are typically positive signals that the market is ready for solutions like yours.
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Technology & Infrastructure Readiness
Consider whether the supporting ecosystem is mature enough:

Do your potential customers have the technical infrastructure to implement  
your solution?

Are there established standards or protocols your product needs to work with?

Have complementary technologies reached mainstream adoption?

For example, video conferencing solutions struggled until widespread broadband adoption made 
them viable for everyday use.

Customer Sophistication
Assess whether your target customers are ready to embrace your solution:

Have they used similar products before?

Do they understand the category your product fits into?

Are they comfortable with the level of change your product requires?

The less education your market needs, the more ready it likely is for your solution.
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Market Readiness Checklist
Rate your market's readiness across these key dimensions:

Problem Recognition

Target customers can articulate the problem

Existing solutions are actively being purchased

Problem solving is budgeted for

Market Conditions

Market size is growing

Competitive landscape is healthy but not saturated

Regulatory environment is favorable

Implementation Feasibility

Required infrastructure exists

Integration points are established

Support ecosystem is available

Customer Preparedness

Budget exists for solutions like yours

Decision-makers are identifiable

Purchase processes are established
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Timing Red Flags
Watch out for these warning signs that might indicate poor market timing:

Having to explain the problem more than the solution

Lengthy sales cycles due to confusion rather than evaluation

Potential customers expressing interest but never moving forward

Difficulty finding early adopters despite targeted outreach

Market leaders in adjacent spaces showing no interest in your space

Remember: Market readiness isn't binary—it exists on a spectrum. You don't need perfect 
conditions to launch, but you do need enough positive signals to indicate that your target market 
is ready to seriously consider your solution.

If everything else is equal, solve for  
your customer. HubSpot's product team builds 
quickly, and ships continuously. 
From time to time, Product is ready to ship a new feature before Marketing has built a 
full launch campaign to support it. If it comes down to it, don't withhold a feature that 
could provide meaningful customer value, in the sole interest of prepping the "perfect" 
launch moment. Ship the product, and use the "soft" launch as an opportunity to build 
even more hype and gather additional social proof along the way.

“
Ari Plaut 
Senior Team Manager,  
Product Marketing at HubSpot



CHAPTER 3

Product Positioning & Messaging: 
Crafting Your Market Story
The most groundbreaking product in the world won't succeed if you can't communicate its value 
effectively. Product positioning and messaging transform your product's features into benefits 
that resonate with your target audience. Let's break down how to craft a story that sticks.
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The Positioning Formula
Strong product positioning answers four essential questions:

For [target customer]

Who [key problem or opportunity]

Our [product name] is a [product category]

That [key benefit/unique value proposition]

For example: "For growing sales teams who struggle with disconnected tools and data,  
our platform is a unified sales hub that brings all your crucial sales activities and insights  
into one place."

The Positioning Formula

FOR [target customer]

WHO [key problem or opportunity]

OUR [product name] is a [product category]

THAT [key benefit/unique value proposition]
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Building Your Messaging Architecture
Think of your messaging architecture as a pyramid:

1 Core Value Proposition: The fundamental promise you make to customers

2 Pillars: 3-4 key benefits that support your value proposition

3 Proof Points: Evidence and features that validate each pillar

4 Market Context: How your solution compares to alternatives

Each layer should flow naturally into the next, creating a cohesive story that's easy for your 
audience to follow and remember. Use this kit’s Product Positioning Template to easily classify 
your product offerings.

Access Now

Pillars
(3-4 Key Benefits)

Proof Points
(Evidence & Features)

Market Context
(Competitive Positioning)

Core Value

Proposition

Fundamental promise 
to customers

Key benefits that 
support your promise

Evidence that 
validates each pillar

How you compare  
to alternatives

Messaging Architecture

https://docs.google.com/spreadsheets/d/1zgrDuIZuIEiNuwbTDDYhwgYommAQNn0AAVDwM82IUEA/copy?usp=sharing
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Differentiation That Matters
Stand out by focusing on what we call "meaningful differentiation":

Identify category expectations (what everyone must have)

Map competitive advantages (what some do better)

Define unique differentiators (what only you can claim)

The key is finding differences that actually matter to your customers. A unique technology is only 
valuable if it delivers benefits your customers care about.

Standing out in a crowded competitive  
space is tough. A few tips:

� Focus on your customer, not yourself. "Easy to use software" is more powerful 
when paired with actual customer value statements  
(faster ramp time for new reps, higher rep satisfaction, lower attrition, etc.�

� Try "before" and "after" framing to create a clear juxtaposition between your 
solution and your customers' other options. HubSpot's original "Inbound 
Marketing" story is a good example of this�

� Be ready to back it up. When HubSpot says we're "easy," we have dozens of 
customer quotes to prove it, and meaningful stats about customer satisfaction 
and speed of adoption compared to competitors.

“
Ari Plaut 
Senior Team Manager,  
Product Marketing at HubSpot
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Message Testing and Refinement
Before finalizing your positioning, validate it through:

Customer interviews

A/B testing of marketing messages

Sales team feedback

Competitor message analysis

Social listening

Look for messages that not only resonate but also get repeated. When customers start using your 
language to describe their problems and your solution, you've struck gold.

Positioning Pitfalls to Avoid
Common mistakes that can weaken your market position:

Claiming too many differentiators (focus on the vital few)

Using industry jargon instead of customer language

Positioning against the wrong competitors

Making claims you can't clearly prove

Ignoring emotional benefits in favor of technical features
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Message Consistency Framework
Use this framework to ensure consistency across all touchpoints:

Internal Alignment

Sales team can articulate positioning

Product team aligns features with messaging

Customer support reinforces value proposition

External Consistency

Website messaging matches sales conversations

Marketing materials reflect positioning

Social media content supports key messages

Customer case studies reinforce value props

Competitive Awareness

Clear understanding of market alternatives

Prepared responses to competitor claims

Regular monitoring of competitor messaging

The Evolution of Your Story
Positioning isn't set in stone. As your market 
evolves, your competitors shift, and your product 
grows, your positioning should adapt while 
maintaining its core truth. Regular reviews of your 
positioning (we recommend quarterly) help ensure 
your story stays relevant and compelling.



CHAPTER 4

Go-To-Market Strategy:  
From Planning to Action
A strong go-to-market strategy transforms your market insights and positioning into concrete 
plans and actions. This section will guide you through building a GTM strategy that sets clear 
objectives, defines your route to market, and aligns your entire organization.
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Core Strategy Components
Your GTM strategy needs to clearly define:

Target Market Segments: Specific customer groups you'll pursue first

Value Proposition: Your unique offering for each segment

Route to Market: How you'll reach and sell to customers

Revenue Model: How you'll make money

Launch Timeline: Key milestones and dependencies

Each component should align with your broader business objectives while remaining flexible 
enough to adapt based on market feedback. Make a copy of this kit’s Product Launch  
Planning Template, which includes sheets to help you track GTM tasks, team readiness,  
and PR-related promotion.

Access Now

https://docs.google.com/spreadsheets/d/18lB2ibxvokcNbxDhWIdMirmrM4EgcDLJMFjPr6ee7Lk/copy?usp=sharing
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Segmentation Strategy
Start with precise market segmentation:

Define segments based on common needs and buying behaviors

Prioritize segments based on market size and accessibility

Create detailed buyer personas for each priority segment

Map the buying process for each persona

Focus your initial launch on segments where you can deliver the most value and gain early wins. 
Make use of this kit’s Ideal Customer Profile (ICP) Template, which enables you to characterize 
your segments based on demographics, psychographics, geographics, and more.

Access Now

Route to Market Planning
Design your path to reach customers:

Direct Sales: Your own sales team

Channel Partners: Resellers, distributors, agencies

Digital Self-Service: Online purchase and onboarding

Hybrid Approaches: Combining multiple routes

Consider factors like:

Cost to acquire customers

Complexity of your solution

Customer preferences

Required support levels

Market coverage needs

https://docs.google.com/spreadsheets/d/1hOm6LM0LY0O0yMc9uYAxotPZo1ehM-WAKeBHG8dl_m0/copy?usp=sharing
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Launch Sequencing
Map out your launch in phases:

1 Pre-Launch

a. Beta testing

b. Early adopter program

c. Sales enablement

d. Marketing preparation

2 Soft Launch

a. Limited release

b. Initial feedback collection

c. Process refinement

d. Success story development

3 Full Launch

a. Broad market release

b. Marketing campaign execution

c. Channel activation

d. Support scale-up

4 Post-Launch

a. Performance monitoring

b. Strategy adjustment

c. Market expansion

d. Product iteration

Formalize a clear plan with this kit’s Product Roadmap Template, featuring an easy-to-edit 
calendar with color-coded tasks.

Access Now

https://docs.google.com/spreadsheets/d/1-juwnjmDLx9cVw7KDPnTh_GAcIS7KKHvmU9NjUcbmeQ/copy?usp=sharing
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As HubSpot has scaled up, our marketing team has 
expanded in size, scope, and specialization.
This naturally extends launch timelines: it takes more time to activate a dozen 
downstream teams than to activate one. Plus, global launches require regional nuance 
and localization, and launches as a public company require additional legal oversight.


Three tips, for staying nimble in scale-up mode:

1 Build a backwards plan. Start at "go-live date," and work backwards through 
your dependencies, leaving buffer time for unexpected hiccups. This will help 
you break the work into digestible pieces.

2 Clearly communicate your timelines (and the reasons behind them), so your 
stakeholders are bought in from the getgo.

3 Aim for "done," not "perfect." Keep your scrappy "startup" mindset, and don't be 
afraid to ship quickly, measure, and iterate.”

“
Ari Plaut 
Senior Team Manager,  
Product Marketing at HubSpot

Pre-Launch

� Beta testin�
� Early adopter�
� Sales enablemen�
� Marketing prep

Soft Launch

� Limited releas�
� Initial feedbac�
� Process refinemen�
� Success stories

Full Launch

� Broad releas�
� Marketing campaig�
� Channel activatio�
� Support scale-up

Post-Launch

� Performance monitorin�
� Strategy adjustmen�
� Market expansio�
� Product iteration
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Resource Allocation
Build your resource plan across key areas:

People

Sales team capacity

Marketing resources

Customer support staff

Technical implementation team

Technology

Sales and marketing tools

Customer relationship management

Analytics and reporting

Support systems

Budget

Customer acquisition costs

Marketing Campaigns

Sales enablement

Training and development

Pro Tip: Take advantage of HubSpot’s free tools to optimize your go-to-market 
technology, including:

� Free  for your whole team�

� Powerful  to help teams close more deals, deepen relationships, and 
manage their pipeline more effectively�

� Easy that deliver fast time-to-value, unified in one place�

� Measure the performance of all your campaigns with �

�  so you can deliver exceptional customer value and drive 
long-term retention.

CRM software & tools

sales software

marketing tools 

free analytics & reporting tools

Customer service software

https://www.hubspot.com/products/crm?utm_source=offers&utm_medium=offers&utm_campaign=seondary-conversion_go-to-market-kit_ebook
https://www.hubspot.com/products/sales?utm_source=offers&utm_medium=offers&utm_campaign=seondary-conversion_go-to-market-kit_ebook
https://www.hubspot.com/products/marketing?utm_source=offers&utm_medium=offers&utm_campaign=seondary-conversion_go-to-market-kit_ebook
https://www.hubspot.com/products/marketing/analytics?utm_source=offers&utm_medium=offers&utm_campaign=seondary-conversion_go-to-market-kit_ebook
https://www.hubspot.com/products/service?utm_source=offers&utm_medium=offers&utm_campaign=seondary-conversion_go-to-market-kit_ebook
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Cross-Functional Alignment
Success requires alignment across teams:

Product: Features match market 
needs

Marketing: Message resonates with 
target segments

Sales: Ready to sell effectively

Support: Prepared to handle 
customer needs

Finance: Resources allocated 
appropriately

Use regular checkpoints to ensure all teams 
move in sync toward launch goals.

Risk Assessment & Mitigation
Identify potential risks and plan responses:

Market risks (competition, demand)

Technical risks (product readiness)

Resource risks (team capacity)

Timing risks (market conditions)

Create contingency plans for critical risks that 
could impact launch success.

Strategy Validation
Before full commitment, pressure-test your strategy:

Run pilot programs with select customers

Test pricing and packaging options

Validate sales processes and cycles

Confirm resource requirements

Your GTM strategy serves as your operational blueprint - comprehensive enough to guide actions 
but flexible enough to adapt as you learn from the market. Quarterly strategy reviews help ensure 
your plan evolves with changing market conditions and customer needs.



CHAPTER 5

Distribution & Launch:  
Executing Your Go-To-Market Plan
The best strategy is only as good as its execution. This section focuses on transforming your plans 
into reality, ensuring your product reaches the right customers through the right channels at the 
right time.
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Channel Strategy Execution
Your distribution channels form the bridge between your product and your customers:

Direct Channels

Inside sales teams

Field sales force

E-commerce platform

Company website

Mobile app

Indirect Channels

Value-added resellers

Distributors

Channel partners

System integrators

Affiliate networks

The key is selecting and optimizing channels that:

Align with customer buying preferences

Scale efficiently with growth

Provide appropriate levels of support

Maintain profitable unit economics
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Launch Execution Checklist

Sales Readiness

Sales playbooks completed

Team training conducted

Support materials prepared

Commission structures defined

Sales targets established

Marketing Execution

Campaign assets created

Launch timeline finalized

PR strategy activated

Digital presence optimized

Event schedule confirmed

Channel Management

Partner onboarding completed

Channel conflicts addressed

Support processes defined

Success metrics aligned

Communication plans established

Technology Infrastructure

Systems integration tested

Data flow confirmed

Security validated

Scalability verified

Backup plans established

Easily empower your sales team to effectively sell products with this kit’s Sales Plan Template, 
featuring sections on your mission & background, sales leadership, target markets, tools & 
resources, positioning, and more.

Access Now

https://docs.google.com/document/d/1Zr8A3gdh-qG-PT9O89U3nFej2eF-GfPOEtqeNj5n2nc/copy?usp=sharing
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Execution Monitoring
Track key execution metrics daily  
during launch:

Channel performance

Sales pipeline progress

Customer feedback

System performance

Team engagement

Create daily standup meetings during the first 
30 days of launch to quickly identify and 
address any issues.

Course Correction Protocol
Establish clear triggers for  
strategy adjustments:

Sales below 70% of target

Channel partner disengagement

Customer satisfaction drops

Technical issues arise

Resource constraints emerge

Have pre-approved contingency plans ready 
for common scenarios to enable quick 
responses.

At HubSpot, we had to evolve our GTM process to keep up with 
the amount of features and products we were launching.

We got to a place where we were launching a significant feature or product almost 
every month and it was overwhelming for our customers. It also meant a lot of friction 
internally trying to coordinate these launches across all of our flywheel teams.  

We tried a couple of different ways of evolving our strategy and discovered a lot of 
learnings over the years about what worked and what didn't. Now we run bi-annual 
product launch showcases that we call Spotlights, which give our customers a 
consolidated view of everything we've launched in the past six months in one central 
place, complete with commentary from our product leaders, so they can get up to 
speed easily, and it's been working much better for us.

“ Katriona Heaslip 
Manager, Product Marketing at HubSpot
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Scaling Operations
Plan for success with scalable processes:

Automated onboarding

Self-service support options

Standardized partner enablement

Repeatable sales processes

Flexible resource allocation

Build systems that can handle 10x your expected launch volume - it's easier to scale down than to 
scale up in crisis.



Your execution phase demands intense focus and rapid problem-solving. Stay close to your 
metrics, trust your preparation, and maintain open communication across all teams and channels.



CHAPTER 6

Measuring Success:  
Essential Go-To-Market Metrics
Success in your go-to-market strategy isn't about tracking every possible metric - it's about 
focusing on the numbers that truly indicate market traction and business health. This section 
breaks down the essential metrics across key areas of your GTM strategy.

HubSpot's Go-To-Market Playbook: Your Product Launch Strategy Guide & Templates 27

Customer Acquisition Metrics
Track how effectively you're reaching and converting your target market:

Customer Acquisition Cost (CAC): Total sales and marketing costs divided by new 
customers acquired

Lead-to-Customer Conversion Rate: Percentage of leads that become customers

Sales Cycle Length: Average time from first touch to closed deal

Win Rate: Percentage of opportunities that convert to customers

Pipeline Velocity: Speed at which leads move through your sales process

Product Adoption Metrics
Measure how customers engage with your solution:

Time to First Value: How quickly customers achieve their first win

Feature Adoption Rate: Percentage of key features being used

Daily/Monthly Active Users: Regular engagement levels

User Retention Rate: Percentage of users who continue using your product

Expansion Revenue: Additional revenue from existing customers
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Market Performance Metrics
Evaluate your position and momentum in the market:

Market Share: Your percentage of total market revenue

Brand Awareness: Recognition in your target segments

Competitive Win Rate: Success rate against specific competitors

Market Penetration: Percentage of total addressable market captured

Revenue Growth Rate: Period-over-period revenue increase

Financial Health Metrics
Monitor the business impact of your GTM strategy:

Gross Revenue: Total income before expenses

Gross Margin: Revenue minus cost of goods sold

Customer Lifetime Value (CLV): Total expected revenue per customer

CLV/CAC Ratio: Return on customer acquisition investment

Burn Rate: How quickly you're spending capital
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Creating Your Metrics Dashboard
By breaking down your metrics tracking into these three distinct phases, you can maintain focus 
on the right indicators at the right time. Instead of tracking everything at once, this phased 
approach lets you zero in on what matters most at each stage of your go-to-market journey.

Launch Phase (First 90 Days)

Daily active users

Conversion rates

Customer feedback scores

Technical performance

Sales pipeline progress

Growth Phase (90-180 Days)

Revenue growth

Market share gains

Customer acquisition costs

Expansion revenue

Optimization Phase (180+ Days)

Profitability metrics

Efficiency ratios

Market penetration

Brand metrics

Long-term retention

Ready to start tracking? We've created a GTM Metrics Dashboard Template that follows this exact 
framework. Make a copy, customize it for your needs, and use it to track your progress through 
each phase. The template includes pre-set metrics, status indicators, and space for notes - 
everything you need to stay on top of your metrics.

Make a Copy

https://docs.google.com/spreadsheets/d/1uR1e-4XbBK0tBfcSY7A428UYNIP0J5jw1HXNauQaE00/copy?usp=sharing
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Setting Metric Targets
Establish clear benchmarks for success:

Industry standards

Historical performance

Growth requirements

Resource constraints

Market conditions

Track metrics against these benchmarks weekly or monthly, depending on your sales cycle and 
market dynamics.

Metrics in Action
Your metrics should drive decisions and actions:

Below-target CAC triggers marketing channel optimization

Low feature adoption prompts customer education initiatives

Declining retention rates signal product improvement needs

Poor pipeline velocity indicates sales process refinement

Weak market share suggests positioning adjustments

Data drives decisions, but context matters. Look for patterns across metrics rather than reacting 
to individual numbers in isolation. Regular metric reviews keep your GTM strategy on track and 
help identify opportunities for optimization.



CHAPTER 7

HubSpot’s Go-To-Market
Lessons & Best Practices
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Internal Advocacy: The Secret Weapon of Product Launches
"When running a product launch, your internal optics are just as important as your external 
launch," says Ari Plaut, emphasizing the often-overlooked internal dimension of go-to-market 
strategy. The success of a product launch doesn't just depend on customer-facing materials—it
hinges on the enthusiasm and understanding of your internal teams. Your executives and sales
representatives aren't just stakeholders; they're your most powerful advocates and amplifiers.



Consider the story of a HubSpot VP of Product who personally met with 54 internal sales teams to 
share their vision and address questions. This level of dedication to internal communication might 
seem excessive, but it demonstrates a crucial truth: when your teams deeply understand and 
believe in your product, they become authentic ambassadors who can effectively communicate 
its value to customers. Small-group connections create a ripple effect that pays dividends on 
launch day and beyond.

Lead with Use Cases, Not Features
"It's so important for customers to be able to relate to how they can use something, and our job 
as PMMs is to inspire them," shares Katriona Heaslip. While many software companies 
instinctively lead with feature highlights, HubSpot's Product Marketing team discovered the power 
of leading with use cases. This approach transforms abstract features into tangible solutions that 
customers can easily visualize in their own work lives.



By focusing on real-world applications, you create immediate connections between your product 
and your customers' needs. This shift in perspective helps potential users see themselves in your 
solution, making the value proposition more compelling and relatable. It's about showing, not 
telling—demonstrating how your product fits into their daily workflow rather than listing technical 
capabilities.
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The Power of Purposeful Prioritization
In the whirlwind of launch preparations, it's easy to get caught up in an endless list of deliverables. 
Heaslip emphasizes the importance of strategic focus: "Try to narrow down the noise by focusing 
on what will actually be most valuable for your customers. Otherwise, you can drown in doing a lot 
of 'stuff.'" This is particularly crucial for teams working with limited resources.



Rather than attempting to check every box, concentrate on high-impact activities that directly 
benefit your customers. This might mean investing time in creating clear, comprehensive demo 
videos instead of perfecting internal presentation decks, or prioritizing customer success stories 
over market research reports. The key is to distinguish between value-adding activities and mere 
box-ticking exercises.

Cross-Functional Communication: The Foundation of Success
Early and consistent communication across teams isn't just a nice-to-have—it's essential for 
successful product launches. Bringing product and sales teams into the conversation from the 
beginning creates a collaborative environment where diverse perspectives strengthen the final 
output. This approach prevents last-minute surprises and ensures that all teams feel ownership in 
the launch's success.



The process of gathering input from different teams does more than just improve your go-to-
market materials—it builds relationships and trust that carry forward into future initiatives. As 
Heaslip notes, "Bring your product and sales teams on the journey with you rather than just 
bringing them in on the plans closer to launch." This inclusive approach ensures that every team 
member becomes an informed and enthusiastic participant in your launch strategy.



Go-to-Market 
Made Seamless
Experience the power of HubSpot’s CRM, designed to 
streamline your entire go-to-market strategy. Unlock a 
complete solution for marketing, sales, and service teams—
all in one seamless platform.

Get Free CRM

https://www.hubspot.com/products/crm?utm_source=offers&utm_medium=offers&utm_campaign=seondary-conversion_go-to-market-kit_ebook
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