
Aligning Go-To Market 
Strategies With Account 
Based Execution

Sydney Sloan, CMO, G2
@sydsloan



“It’s better to be aligned 
than to be right.”

@sydsloan



Establish your strategy 
Yes, you have to pick!
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The Alignment 
Process

● Set Growth Goals
● Document Current Successes
● Research Future Opportunities
● Share Findings & Recommendations
● Discussion: Scoring Exercise
● Workshop: How do we GTM?
● Set Plan & Accountability 
● Quarterly Measurement 
● Reset on Annual Planning Cycle 
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Evaluate and Score the Options

Market sizing

Sales training / change mgt

Product investment required

Identifiable target customer

Compelling reason to buy

Product-Market fit

Pace of tech adoption

Competition / barrier to entry



Exercise #1  Choose Your Top 4 Segments NR
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Discussion #2  Discuss and Score the Options
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Enterprise Considerations
● Strong reference accounts 
● New Product Development

Market Size

$132M SAM 1,248 Accounts

Current State

$8,295,006 ARR
86 Customers
3.87% Market Penetration*

FY26 Goal

$15,575,000 ARR
150 Customers
9.75 % Market Penetration

Customers

GTM Needs
- Notes

Product Needs
- Notes

Partner Opportunities
- Notes

Customer Needs
- Notes

Goal

Worksheet

Workshop



Revenue Goal + Customer NPS + Employee NPS 

Our
Vision

Core 
Strategies

Our
Mission

Metrics

Customers First   -   Glass Half Full   -   Bias Toward Action   -   Team Over Self   -   Focus On ResultsOur
Values

LEVERAGE CULTURE
Invest in organization 

health 

DELIGHT USERS
Be the easiest product to 

use

COMMAND UPMARKET
Attract and serve global 
enterprise  customers

ENABLING

DELIVER FULL CYCLE
Develop solutions for 
Account Executives & 

Sales Leadership

EXPAND IN EMEA
Establish footholds in key 

markets

% Employee Engagement # NPS Score Enterprise ARR ARR by Team Outside US ARR

Goals #1 Market Leader + Revenue Goal

1-YEAR 3-YEAR

Equip companies to maximize revenue by creating a fantastic buying experience

Every seller is loved by the buyers they serve #saleslove

Company Strategic Plan

GROWTH



Must be CEO sponsored & owned

Gather input from stakeholders

More than three is too many

Lessons Learned



G2M Planning
One Plan - Marketing + Sales + Customer Success
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more likely to run account-based.

2.5x
High growth companies are

“Account based 
doesn’t deliver 
better leads. It 
delivers better 
pipeline.”
— Craig Rosenberg



Selecting & Tiering Accounts

25%

5%

Tier 3
Fits basic ICP characteristics

Tier 2
High technographic or other behavioral qualifiers, 
industry + intent 

Tier 1
Hand-picked by marketing and sales leadership

Pe
rs

on
al

iz
at
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n

Re
so

ur
ce

s

70%

**Aligned with findings from Total Addressable Market analysis



Demystify Intent

1ST-PARTY

2ND-PARTY 3RD-PARTY

In marketIn market

In market

First-party
Data collected by you through your own 
digital properties, including website visits, 
email interactions, content downloads, and 
form fills.

Second-party
Data collected from another company’s 
first-party data, which is then purchased for 
use by you.

Third-party
Data collected from activities, events, and 
intelligence across multiple sources, aside 
from your websites.



Target Accounts vs Engaged Accounts

Target Accounts
Helps rep focus on the highest quality accounts 
as well as understand marketing resources at 
their disposal.  Use for equal account 
distribution.

Account Engagement Score

Helps rep understand recent account 
engagement on both sales and marketing 
activities

“This is my book of business.” 

“When the score is high, it’s time to work this 
account more broadly & deeply with my SDR.” 





Include customers in target account list

Don’t let reps pick their accounts

Manage the list 

Lessons Learned



Coordinating Sales, CS & Marketing
Align teams to the customer experience
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Change the approach by buying stage

Build out your buying committee

Connect to Community, Peer Networks, Experts

Lessons Learned



Q&A Sydney Sloan, CMO @ G2

sydsloan


