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The Problem

Our Solution

Your Impact

Marketing is misunderstood. Sales doesn’t trust it. The CEO sees a cost center. The board wants to cut spend.
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Why? Because marketing often lacks structure, visibility, and alignment to revenue. There’s no clear ICP, message,

logic, just a lot of activity with no predictable outcome. You can’t scale what you can’t explain.

| the complete, end-to-end marketing system every growth company needs before you add headcount,

tools, or agencies. This isn’t a campaign calendar. It’s a structured GTM foundation that defines your target,

yOour message, seguences your campaigns, aligns marketing and sales, and ties it all to revenue.

In 6 to 8 weeks, you’ll have a full marketing operating model built for revenue acceleration. Leadership gets

visibility. Sales gets trust. The board sees measurable ROI. Every future hire, vendor, or system becomes

additive, not corrective.

Aligning to the PortCo Lifecycle

Every PortCo goes through predictable stages. Marketing validates ICP and traction early, then scales execution to rebuild pipeline and prove return.
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Does the market story
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Market validation, Early GTM fit
check, Board confidence pre-close
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tied directly to thesis sequencing, and RO addressable exit-focused Need & Level of Effort

and ICP tracking reach oroof points
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Growth Exit
Early Investment
Investment
We need proof the We're off-plan and We need to scale We need a clean,
growth plan is working. need to fix execution. without breaking defendable GTM story
for buyers.
Early traction, Board alignment, Pipeline rebuild, Operating Infrastructure to scale, Defensible GTM story,
Operating proof rhythm reset, Mid-hold GTM Comp/territory redesign, Predictable revenue engine,
realignment Margin defense Buyer confidence

Why This Matters NOW vYou need this reset if
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The leads aren’t converting,
and no one knows why
Campalgns are running.
Pipeline isn’t growing.
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Sales and marketing don’t The market doesn’t khnow who you You’re flying blind on ROI
speak the same language are, or why it should care Can’t tie spend to pipeline.
No shared ICP, no handoff Messaging is generic. Campaigns don’t Can’t explain what’s working.
process, no feedback loop. convert. Competitors win on narrative. Can’t scale with confidence.
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Our Solution

AR X o Bl We align marketing to your revenue strategy. Full stop.
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team has the skills
roles, and structure

persona | and persona-based
MappPIng;Ee messaging that

loops. Marketing revenue attribution

Goals aligned to wired to track
Revenue and Sales pipeline impact.

Performance -
(Bonus Structure).

sizing. converts.

required to hit plan,
before you hire, fire,
or restructure.

How We Deliver

ACTIVATION TRACTION ENABLEMENT

. . . . .. REVENUE
Discover and prepare environment, Execute work and Build client capability and MARKETING
people, data, and tools deliver results readiness to sustain UNLOCKED

.. ﬁ
Audit pipeline, define goals, reset Rebuild messaging, relaunch Train the team, embed systems,
ICPs, and diaghose GTM friction. campaigns, and align sales and dashboards, cadences, and reporting
marketing. so the engine runs on its own.

Case Study / Proof Point

Company / Segment B2B Saa$S portco with stalled ‘ncrease in MQL to
pipeline and internal finger-pointing +41 0/0 SQL conversion

Challenge Vague ICPs, underperforming 2 campaign

campaigns, low MQL-to-SQL X velocity

conversion

3 Reps reported 3x faster
| | X cycles with new messaging
: Rebuilt ICPs, messaging, demand

What We Did . . . | _

engine, and sales integration Marketing became a strategic asset

— Not a cost center

Align Marketing to Revenue

“ell[< <./~ to schedule your free assessment to turn your
GTM messaging and campaigns into a performance engine.
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