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        “Go to Market Like You Mean It opens a window into a world I don’t usually inhabit. What struck me is how deeply its principles reflect what leadership is all about: clarity and discipline about what matters, care for people and relationships, and creativity in how you get things done. It’s a practical field guide for anyone trying to turn good ideas into real-world results.”

        STEW FRIEDMAN

        Wharton Professor and Author of  ‘Total Leadership’
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        * * *

      

      
        
        “This book effectively connects strategy and execution. It’s not pedantic. It’s a manual and diagram for action for every founder who cares about business outcomes. Go to Market Like You Mean It is a compelling and rare mix of intellectual honesty, operational depth, and empathy for the founder’s grind. Every chapter turns experience into leverage.”

        MARK DE SANTIS

        CEO Bloomfield Robotics, Co-Founder & CEO Roadbotics, and Carnegie Mellon Adjunct Professor
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        * * *

      

      
        
        “Working across media, sports, and technology has shown me that execution wins. The teams that succeed are the ones that align vision, people, purpose, and performance. Go to Market Like You Mean It brings that same discipline to startups. It gives founders a path forward to converting creativity into structure and momentum into measurable growth. Every emerging company can benefit from the clarity this book provides, and ambitious thinkers looking to leverage strategy and growth will leave smarter after reading this.”

        SANDY SHARP

        Media Executive and Technology Advisor
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        Download templates, worksheets, checklists, GTM-focused AI bots, and planning tools referenced in the book to help you apply the content directly to your go-to-market. The materials are updated periodically. Register for updates on our website’s Resources page.

      

      

    

  


  
    
      
        
          
          

          
            IS THIS BOOK FOR YOU?

          

        

      

    

    
      Quick Self-Test

      
        
          	
        You cannot explain why some deals close and some stall.
      

      	
        Your CRM shows activity, yet replies and meetings are low.
      

      	
        Time to first touch is slow. Leads leak before Sales engages.
      

      	
        Your ideal customer profile is a slide in a presentation, not a list of real accounts that convert fast at full price.
      

      	
        Messaging only works when the founder speaks. It fails when others use it.
      

      	
        Outbound is busy, but ineffective. Reply rates are under 2%.
      

      	
        Pricing is a guess. Discounting is the default to get deals over the line.
      

      	
        Handoffs are messy. Marketing blames Sales. Sales blames Product.
      

      	
        Sales forecasts swing week to week. You do not trust the numbers.
      

      	
        You have fancy dashboards that no one uses to make decisions.
      

      	
        Expansion is accidental. Customer Success chases tickets, not outcomes.
      

      	
        You keep buying tools to fix process problems.
      

      

      

      If you answered yes to one or more of these questions, and you want to fix it, we wrote this book for you.

      What This Book Does

      This book helps you install a complete RevOps backbone in 30 days: defining your ideal customer profile, sharpening your messaging, aligning channels, tightening processes, setting pricing, and creating the weekly operating rhythm that keeps it all real. It makes performance unmistakable with a numbers-first approach. When a motion falters, you know exactly how to fix it; when a motion works, you can double down confidently. Every chapter includes practical tools and checklists you can use immediately and field-tested steps you can run weekly, not guesses or abstract stories.

      Who This Book is For

      This book is written for founders, CEOs, operators, and sales leaders in B2B SaaS who value “steak, not sizzle,” and want a system their team can run without them. It’s for teams that need clarity on pipeline quality, sales cycle, win rate, and expansion. And it’s for leaders ready to align Product, Marketing, Sales, and Customer Success around one unified operating plan.

      Prerequisites

      You’ll get the most value from this book if you have evidence of product-market fit—real usage, renewals, or referrals. You should have a handful of paying customers and a solid working idea of your ideal customer profile. Most importantly, you need enough motion to generate data, even if that data is messy.

      Who This Book is Not For

      This book is not for teams looking for a content marketing course, a sales training manual, or a brand design guide. It’s also not for founders or CEOs who refuse to use, update, or enforce a CRM and believe a spreadsheet and a stack of sticky notes are enough to track leads.
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        * * *

      

      Start here if you are ready to replace hustle with a data-driven, repeatable go-to-market system. The first wins will arrive quickly.

    

  


  
    
      
        
          
          

          
            VOICES FROM THE FIELD

          

        

      

    

    
      
        
        THE AUTHORS

      

      

      Before we get into frameworks, we want you to hear from people who’ve lived this journey. The voices ahead come from founders and operators at every stage of scale: some who’ve crossed the $10M mark, others still in the trenches, and seasoned advisors who’ve helped dozens do the same. They’ve built and refined the systems we’ll unpack in this book, sometimes through painful trial and error. Each understands the difference between revenue that happens to you and revenue you can predict, scale, and defend. Their insights set the stage for what follows.
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        * * *

      

      
        
        AMANTHA BAGDON

        Founder & CEO Rxpost

      

      

      I never set out to start a tech company. I just wanted to solve a problem I saw every day behind the pharmacy counter. Piles of perfectly good medication are going to waste on pharmacy shelves, while at the same time, patients are struggling to find the medicines they need. The waste wasn’t from a lack of caring; it was from a lack of connectivity, data being siloed, or, more often, information being stored on paper instead of electronically.

      Building RxPost means learning to think like an operator and an advocate simultaneously. We aren’t chasing startup clout; we are fixing real workflows. Every choice about compliance, inventory, or logistics has real consequences for people. Go to Market Like You Mean It hits home because it speaks the language of people with lived experience and profound founder-market-fit, balancing empathy with execution.

      The book doesn’t glamorize growth. It focuses on alignment and how to turn purpose into process and processes into measured outcomes. For us, that means turning compassion into code and building trust one transaction at a time.

      Founders often chase disruption, but most industries don’t need more disruption. They need better connection. This book gets that. It reminds us that the real leadership work happens between the strategy slide and the day-to-day work, where people actually feel the impact of what we build.

      This is more than a go-to-market book; it’s for anyone trying to build something that connects people and creates lasting value. It’s a reminder of why we build in the first place: with clarity, integrity, and care.
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        * * *

      

      
        
        MARK DE SANTIS

        CEO Bloomfield Robotics, Co-Founder & CEO Roadbotics, and Carnegie Mellon Adjunct Professor

      

      

      I enjoy the challenge of making something from nothing with nothing. To me, that’s the definition of entrepreneurship. However, things can go very wrong sometimes in hard-to-predict ways. In my experience, one big reason is that I did not think through and plan how, when, and where to go to market.

      The first time I read Go to Market Like You Mean It, I felt like I was sitting with operators who’ve actually been through it. The authors are pragmatic and thoughtful, with deep experience in sequencing, data integrity, and truth-telling inside the business; the unglamorous stuff that separates disciplined companies from hopeful ones.

      At Bloomfield Robotics and earlier startups, I learned that execution always beats enthusiasm. You can have the best vision in the world, but if you don’t have a clean system for turning that vision into a pipeline, revenue, and feedback, you’re just guessing. This book outlines how to align leadership, data, and process so your go-to-market motion compounds over time instead of collapsing under its own weight.

      It’s rare to find a playbook that’s both intellectually honest and battle-tested. Go to Market Like You Mean It is that book. It’s not just advice; it’s a reminder that the real leadership work happens in the trenches, not in the pitch deck.
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        * * *

      

      
        
        CORY BRAY

        Co-Founder Clozeloop, Sales Enablement Expert, and Author of Eight Sales Books

      

      

      I’ve spent my entire 20-year career working in and around B2B sales teams, and I can confidently say that Revenue Operations in the early days is almost always a disaster. But it doesn't have to be…

      Here's what typically happens: executive teams exhaust themselves building a great product, then build a team to sell and support it. But when it comes to operations? They wire some stuff up with duct tape and WD-40 and call it a day.

      Anyone can set up a CRM on a Sunday while watching football.

      Anyone can set up a reporting package in a spreadsheet.

      Anyone can buy and implement other tools to support the business.

      This "good enough" mindset is a trap. What feels functional today will become years of random problems and re-work that surface at the worst possible times, usually when you're trying to scale or close a big deal.

      This book solves that exact problem. It gives early-stage leaders a clear roadmap for doing things right from day one, without the mess that needs unwinding later.

      Better yet? It doesn't take hundreds of hours or require hiring additional W-2 employees to get it done.
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        * * *

      

      
        
        KRISTEN NUNERY

        Founder & CEO Illumend

      

      

      Building illumend has meant solving the same challenge our customers face daily: turning complexity into clear execution. As we scaled, vision was never the problem — alignment was. As the team expanded, the stakes rose, and the space between strategy and action stretched thin; our real test wasn’t ambition. It was precision.

      I’ve led illumend through early traction, product pivots, and that messy middle where revenue is real but systems are still catching up. At that point, you don’t need more ideas. You need discipline with a framework that holds steady under pressure and keeps everyone rowing in rhythm when growth gets loud.

      Go to Market Like You Mean It is written for leaders who’ve lived that. The book doesn’t waste time with hypotheticals. It dives straight into the decisions that make or break momentum: which segments to prioritize, who owns what, how to tune systems, and how to make your go-to-market engine repeatable. It’s not for startups sketching on napkins, it’s for CEOs already in motion, determined to scale without spinning out.

      The power of this book is in its practicality. Each chapter is a working playbook, something you can apply that week and see real results. For any B2B CEO steering through growth, this isn’t another abstract strategy guide. It’s a sharp, honest manual built to raise your game and tighten your execution — one clear decision at a time.
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        * * *

      

      
        
        TIM BRADY

        CEO Colligo

      

      

      When I acquired Colligo in 2019, the world had not yet fully accepted that business records belonged in the cloud. The vision was clear: make enterprise-grade email governance and compliance simple, compliant, and secure. The challenge was alignment. How do you evolve a 20-year-old on-premise company into a cloud-first platform without losing what made it trusted in the first place?

      For us, reinvention was not optional. It meant rebuilding Colligo from the ground up, and ensuring compliance and efficiency gains were not a burden but a built-in outcome for customers. When the pandemic accelerated digital transformation, we were already there. But scaling was never just about chasing growth. It was about precision and readiness. Those are the same disciplines this book emphasizes.

      What resonates most for me in Go to Market Like You Mean It is its insistence on clarity and structure. Ensuring everybody is rowing in the same direction and the structures are in place to provide a foundation for scaling is critical.

      This book reflects that same mindset: disciplined execution and data-driven insight. Founders often confuse activity with execution. They believe speed is everything, yet speed without structure multiplies mistakes. Doing things the right way does not slow you down; it prevents the chaos that comes from rushing. Real progress is quiet, methodical, and measurable. This book drives that point home with clarity and experience.
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        * * *

      

      
        
        THE AUTHORS

      

      

      The stories you’ve just read remind us that every founder’s path looks different, but the discipline behind success is universal. Alignment, clarity, and structure turn intent into impact. These voices prove that growth isn’t luck; it’s leadership in motion. As you move forward, take their lessons as proof that what’s hard is often what works.

      Up next: how to use this book to build your own version of that discipline, step by step.

    

  


  
    
      
        
          
          

          
            HOW TO USE THIS BOOK

          

        

      

    

    
      
        
        “You do not rise to the level of your goals. You fall to the level of your systems.”

        — James Clear

      

      

      Insight

      This tactical field guide provides tried and tested processes for building and running Revenue Operations (RevOps) in a B2B SaaS company. Your data, the length of your tests, sales cycle, and prices depend on your specific offerings, customers, and deal sizes. The goal is to master the concepts and install a system that fits your business.

      Sprints, Stages, Handoffs, Cycles, and Other Jargon We Use Too Much

      We use a lot of jargon, even though we’ve heard that’s not the best practice when writing a book. We did it anyway. You and your team will do it, too. The important thing is that your entire team is crystal clear on what the terms in your specific GTM dialect mean.

      There is an extensive glossary at the end of the book, in case you encounter unfamiliar terms (or many of them). Make your own glossary, and insist that your team aligns on the terms.

      Put This Book to Work

      
        
          	
        Start with Section 1 to frame why GTM and RevOps exist and how to measure progress.
      

      	
        Move through Sections 2 and 3 to assemble the engine: ideal customer profile (ICP), messaging, channels, pricing, process, RevOps, and hiring.
      

      	
        Use Section 4 to operate: reporting, leadership cadence, and AI-readiness.
      

      

      

      Work It Weekly

      
        
          	
        Pick your most significant constraint: pipeline quality, win rate, sales cycle, or expansion.
      

      	
        Apply one tool this week. Measure one metric. Decide on one change.
      

      	
        Review results next week. Keep what works. Cut what does not. Repeat.
      

      

      

      Use The Fewest Metrics Required

      
        
          	
        Some teams need five metrics. Others need 50. Track only what you use to make decisions (or think you might need soon).
      

      	
        Don’t know where to start?
      

      	
        Start with four metrics: reply rate, meeting rate, win rate, and sales cycle. As you mature your processes, add price realization and revenue retention (NRR and GRR).
      

      	
        Build a simple triage & hygiene dashboard in your CRM or spreadsheet (keep it simple, automate it). Start with pipeline deals with:
      
        	
        No activity in the past 14 days, or
      

      	
        No actionable next steps recorded, or
      

      	
        An expected close date in the past, or
      

      	
        A deal value greater than the median.
      

      

      

      	
        Review those deals honestly. If you aren’t working them, have no next steps, and keep moving the close date, then accept reality and move the deal to Closed-Lost. Don’t clutter your pipeline with fantasy. You can sell product to fantasy customers.
      

      

      

      Look at metrics and deals every week. Hold your team accountable. Perform triage & hygiene. Measure the four metrics above; graduate to the canon as your stage gates hold up. Don’t hallucinate. Fantasy is fatal.

      
        
          [image: The Canon
          The canon is the baseline set of GTM metrics, practices, and stage gates, such as ICP clarity, message testing, pipeline hygiene, handoff SLAs, and forecast discipline. Every company’s canon will look slightly different, but the principle is the same: define the minimum RevOps backbone that makes scaling possible.]
        

      

      Pipeline Stages and Exit Criteria

      
        
          	
        Each pipeline stage needs a short checklist to proceed. For example, for “Qualified,” the problem is confirmed, the champion is identified, and the next step is timeboxed.
      

      	
        Add the proof of value you expect to show to the lead (e.g., ROI math, reference call, infosec compliance, pilot plan).
      

      

      

      Understand and Develop Your Sales Models

      
        
          	
        Product-led growth (PLG) motions need clear value events, product-qualified lead (PQL) or product-qualified account (PQA) rules, and fast handoffs.
      

      	
        Inbound needs fast SLAs and compelling content, and effective capture points.
      

      	
        Outbound needs tight lists, triggers, and message tests.
      

      	
        Enterprise motions need fewer, deeper touches, stricter exit criteria, and involve more buyer-side stakeholders.
      

      

      

      Run Experiments in Short Timeboxes

      
        
          	
        If you have a short sales cycle, many tests can be completed in two weeks. Longer sales cycles may require longer timeboxes, but running shorter experiments is better whenever possible.
      

      	
        Define a pass-fail threshold before you start.
      

      	
        Change one variable at a time: design before scale, message before outbound, process before hiring, data before dashboards.
      

      

      

      
        
          [image: The Two-Week Rule (and when to bend it)
          Two weeks forces focus. In two weeks, you can:
          Test a subject line and measure open/reply rates.
          Launch a landing page and see if anyone clicks “Book a Demo.”
          Run 100 outbound calls and track conversations.
          But what if your sales cycle is 180 days?
          Don’t wait six months to learn. Shift your metric, not your cadence.
          SMB SaaS (short cycle): measure sign-ups or trials in two weeks.
          Midmarket (medium cycle): track demos booked or MAP completion every two weeks.
          Enterprise (long cycle): log exec meetings, proofs of concept started, or decision-maker engagement.
          The principle: Every two weeks, you should have new facts. The metric may change with the sales cycle, but the rhythm never does.]
        

      

      Develop a Weekly Operating Rhythm

      For example,

      
        
          	
        Monday: agree on goals, experiments, and owners.
      

      	
        Daily: work your GTM playbook and monitor that SLAs are met successfully.
      

      	
        Friday: review the numbers, tie up loose ends, and review lessons learned.
      

      

      

      Our Experience

      We have seen teams scale with fewer than 10 metrics and a simple cadence. We have also seen dashboards with 60 charts that are never used. The winning teams treat RevOps as the backbone that keeps their plans honest. They make small changes fast and measure what those changes do to the metrics.

      Putting It Together

      RevOps is not prescriptive. It is a discipline you build. Your GTM strategy is idiosyncratic. Use this book to create a RevOps backbone that fits your customers and model, then toe the line. Be disciplined about capturing the data you deem crucial. Everyone participates, from the CEO to the sales development rep (SDR). The result is a system that sells without needing the CEO or the founder in every meeting.

      Companion Resources

      Start with the Quick Start Worksheets (WS01–WS05). Use our AI bots to validate your SOM, assess your GTM readiness, or for a general business evaluation. Use them to stand up your RevOps backbone in the next 30 days.

      Download templates, worksheets, checklists, GTM-focused AI bots, and planning tools referenced in the book to help you apply the content directly to your go-to-market. The materials are updated periodically. Register for updates on our website’s Resources page.

      The Resources are available by using the QR code in the Companion Resources section at the beginning of the book.
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Two weeks forces focus. In two weeks, you can:
« Test a subject line and measure open/reply rates.

« Launch a landing page and see if anyone clicks
“Book a Demo.”

« Run 100 outbound calls and track conversations.

But what if your sales cycle is 180 days?

. Don't wait six months to learn. Shift your metric,
not your cadence.

« SMB SaaS (short cycle): measure sign-ups or trials
in two weeks.

« Midmarket (medium cycle): track demos booked
or MAP completion every two weeks.

« Enterprise (long cycle): log exec meetings, proofs
of concept started, or decision-maker
engagement.

The principle: Every two weeks, you should have
new facts. The metric may change with the sales
cycle, but the rhythm never does.
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