
Interactive Working Group 11: 

Go-to-Market strategy and 

execution: what does 

great look like?



Darlene Kober

Principal & Growth Practice Leader

AJ Gandhi 

Chief Growth Officer



Investing in Growth and Commercial Excellence Drives Returns
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US Private Equity: Realized Investment Return (MOIC) and Revenue CAGR
Revenue CAGR as of December 31, 2020.  Returns as of March 31, 2022
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Revenue CAGR Source: Cambridge Associates
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What Great Commercial Excellence Looks Like
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Marlin Equity’s Focus = Strengthening GTM Fundamentals 

• Differentiate Positioning and Messaging

• Raise Sales Talent and Productivity (Rep, Manager)

• Ideal Customer Profile Pipeline Generation

• Value Realization: ROI Measurement across Customer Lifecycle

• Expand Existing Customers (Renewal, Up-Sell, Cross-Sell, Pricing)

• Revenue Team Excellence and Innovation
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Differentiating Your Value Proposition is Job #1

Sales

The “Why Should I Buy” Question

If you asked a seller, why should a customer buy from us…would 
the answer be:

• Different from other competitors?

• Consistent across the company?

Critical Success Factor

Develop compelling positioning and messaging that:

- Names and elevates the customer’s key problem you solve
- Shapes how the customer thinks of solving that problem

- Leads the customer to your solution

Are you enabling all members of your customer engagement teams 

to articulate the value proposition consistently?



Raising Sales Productivity is a Big Opportunity

Potential Sales Productivity Lift Initiatives:

• Hiring Effectiveness (Upgrades & Assessments)

• Sales Rep Training, Practice and Coaching

• Sales Process & Methodology

• Territory & Key Account Management

• Sales Plays & Value Based Selling

• Sales Technology Solutions (but not too many!)

Sales Rep Time 

Spend on Selling

~30%

Sales Reps Achieving 

Quota

~30%

Annual Sales Rep 

Attrition

~30%
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Ideal Customer Profile Pipeline, Not Just Pipeline

• Sit in funnel 

consuming 

resources

• Eventual loss 

or no decisions

• Become bad 

customers 

• Convert better

• Close faster

• Churn less



Discussion

• What other challenges do your teams face in GTM?

• What levers are you applying to improve GTM 

effectiveness?
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