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Go-to-Market Plan Template: 10 Sections
Go-to-market plan
Product: [one line]   ·   First segment: [one segment]   ·   Launch owner: [name]   ·   Plan date: [date]
The six rules for the whole plan
1. Every number has a source, or the word «assumption» next to it.
2. Section 7 uses the same price as section 5.
3. If the demand number is missing, the demand test becomes launch step 1. Write its pass line and its fail line before it starts.
4. The positioning line names the rival the buyer uses today.
5. Risk score is probability (1 to 3) times impact (1 to 3). A score of 6 or more gets a mitigation and an owner before the pilot. A score of 4 gets a trigger to watch.
6. The plan carries a date. Review it at each launch gate, when a metric crosses its fail line, and on the calendar dates you set.
1. Product and problem
What does it do? Which problem does it remove? What evidence shows the problem exists? Done when the problem is one sentence with at least one piece of evidence beside it.
	The product in one line
	

	The problem it removes
	

	Evidence and its source
complaints by theme, reviews, interviews — or «assumption»
	



2. Target market and first customer
Who buys first? Where do you reach them? What makes them switch now? Done when who, where and the trigger each fit on one line.
	Who
	

	Where
	

	Trigger to switch now
	

	B2B only: user, buyer, approver
they can be three different people
	



3. Demand evidence
What number shows people want this? Where does it come from? If there is none, how will you test it? Done when you have a sourced number, or «no measured demand» and a demand test written as launch step 1. Market size is not demand evidence.
	Signal
	Number
	Source and date

	
search demand, preorders, paid first purchases, waitlist sign-ups, letters of intent
	
	

	
	
	

	Demand test (if no number)
what you count, the pass line, the fail line, the deadline
	



4. Competition and positioning
What does the buyer use today? Which rival is most visible? Why would the buyer leave it? Done when rivals are ranked, direct and indirect are marked, and the positioning line names one rival.
	Rival
	Direct or indirect
	Visibility or share (source)
	Their price

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	



	Buyer problem
	Our answer
	Rival's answer

	
from section 1
	
what you do
	
what the top rival does

	
	
	



Positioning line (names the rival the buyer uses today)


5. Price and packaging
What does the buyer pay? How often and in what form? What does the rival charge? Done when there is one price, and it is the same number section 7 uses.
	Price
	

	How often, in what form
one-time, weekly, monthly, per seat, contract
	

	What is included
	

	The rival's price (source)
	



6. Channels and sales motion
Where does the buyer first hear of you? Who sells? What does each channel cost? Done when every channel has a cost basis and a test. Mark each cost «assumption» until a test measures it.
	Channel
	Whom it reaches
	Cost basis
	Test that proves it
	Who sells

	
name
	
segment from section 2
	
cost per sign-up or per sale
	
a pilot with a budget, a count and a deadline
	

	
	
	
	
	

	
	
	
	
	



7. Numbers and success metrics
What are CAC, LTV, LTV/CAC and payback? Which metric leads? Where is the fail line? Done when each metric has a formula, a value, a pass line and a fail line.
	Quantity
	Formula
	Value
	Pass line
	Fail line

	Monthly contribution per customer
	price × purchases a month × margin
	
	
	

	LTV
	monthly contribution × customer lifetime in months
	
	
	

	CAC
	what you spend to win one paying customer
	
	
	

	LTV/CAC
	LTV ÷ CAC
	
	
	

	Payback, months
	CAC ÷ monthly contribution
	
	
	

	Leading metric
moves during the pilot: sign-ups, first payments, cost per sign-up
	



8. Launch plan
What is the pilot? What moves you to a soft launch? What moves you to open? Done when there are three gates, each with a date and a pass line.
	Gate
	What happens
	Pass line
	Date
	Budget

	Pilot
	
a small paid test with one segment in one place
	
the demand test passes and real CAC is measured
	
	

	Soft launch
	
the same offer to a wider audience, one channel scaled
	
LTV/CAC at the real price clears its pass line
	
	

	Open launch
	
all planned channels on
	
the leading metrics hold at the larger volume
	
	



9. Risks
What could stop the launch? How likely is it? How bad would it be? Done when every risk is scored. Score = probability (1–3) × impact (1–3): 6 or 9 — a mitigation and an owner before the pilot; 4 — a trigger to watch; 1 to 3 — listed and reviewed at each gate.
	Risk
	Probability (1–3)
	Impact (1–3)
	Score
	Mitigation or trigger
	Owner

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	



10. Owners, budget and review
Who owns each section? What is the budget per gate? When is the plan reviewed? Done when there is one name per section, a budget per gate and written review triggers.
	Section
	Owner

	1. Product and problem
	

	2. Target market and first customer
	

	3. Demand evidence
	

	4. Competition and positioning
	

	5. Price and packaging
	

	6. Channels and sales motion
	

	7. Numbers and success metrics
	

	8. Launch plan
	

	9. Risks
	

	10. Owners, budget and review
	



Review triggers and dates



