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The data shows that 
startups do not fail 
because of lack of 

product development, or 
the inability to scale.

Rather, companies fail 
because they didn’t put the 
same attention, passion, 
and ingenuity into 
engineering the market.

https://tractiongapbook.com/


THREE MARKETING PILLARS

Learn more at GROWTHSTAGE.MARKETING | Contact Mark Donnigan at mark@d-launch.com to discuss your startup’s market development.

https://growthstage.marketing
mailto:mark@d-launch.com


MARKETING PILLARS: Key Concepts
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DEMAND GENERATION



CATEGORY DESIGN: FOUNDATION OF DEMAND GEN
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DEMAND GENERATION, 
Jobs To Be Done:

B2B BUYER, 
Jobs To Be Done:
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THE DEMAND GEN JOBS FLYWHEEL
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1. CAPTURE
2. EDUCATE
3. ENGAGE
4. CONVERT
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CATEGORY DESIGN



CATEGORY DESIGN STEPS: 1.2.3.4.
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CATEGORY DESIGN: Key Concepts
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MARKETING MESSAGES FRAMEWORK
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MARKETING MESSAGES: Key Concepts
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CATEGORY DESIGN STARTS 
WITH THE LEADER:



MARKETING LEADER ATTRIBUTES

ABLE TO BUILD A TEAM OF WORLD CLASS MARKETERS. 
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MARKETING LEADER PROFILE
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WHERE TO START



Market & Product G2
- Learn competitors GTM 

strategies, sales motions, 
marketing motions

- Talk to Rescale ISV & CSP 
partners

- Internal product training

Internal Meet & Greet
- Marketing team, history, 

what’s working
- Calls with AE’s & BDR’s across 

industries & geographies
- Founding story, company 

history- the Genesis

Customer Education
- Listen to sales calls
- Talk to prospects & 

customers, facilitated by sales 
(if possible) 

- Talk to internal field facing 
team

Asset Review
- Review marketing assets
- What do we have?
- Where can they be found?
- Why were they created, do 

they still work?
- How are they being used?

Mktg Perform/Analytics
- Distribution/channels audit, 

what’s working best, why? 
What’s not working?

- Conversion rates, costs, 
organic data

- What data sources do we have 
access to?

Marketing Tools Audit
- What tools are available?
- How are they being used?
- What tools are still needed?
- What tools should be 

replaced?
- Resident knowledge in the 

team on the tools in-houseM
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1. Build Understanding
FIRST 90 DAYS
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Develop SLA with Sales
- Goals, metrics
- Expectations
- Define success
- Responsible parties
- Contact points

RACI roles/responsibilities
- Responsible, Accountable, 

Consulted, Informed
- Facilitate ownership of tasks 

as well as communication
- Transparency & accountability 

across stakeholders is goal

Implement marketing tools
- Hubspot - Marketo
- Identify tech resources 
- Connect, identify if needed 

CRM admin
- Training if needed

2.  Administration
FIRST 90 DAYS
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3.  Take Big Action 

Email grooming 
& seg exercise

Post list grooming, 
develop newsletter 
themes & trigger 
mails for high intent 
funnel actions taken. 
Goal: Send 2 
newsletters 
(bi-weekly) and 
establish email 
sequence based on 
a meaningful action.

Email: news & 
trigger blasts

D100 LinkedIn 
organic camp

Webinar 
amplifier camp

Build campaign to 
promote evergreen 
webinar (existing). 
360 campaign with 
paid promotion on 
LinkedIn, website CTA, 
email promotion. Net 
new acquisition funnel 
designed to convert 
new new lead.

Data grooming exercise 
to ensure max email 
deliverability & 
engagement. Tighten 
segmentation based on 
buying role, industry, 
and geography.

Using LinkedIn 
target a list of the 
Dream 100 
customers. Goal: 
build organic reach, 
but will require paid 
ads. FLOWS: 
Ad-Webinar, Ad-Case 
Study, Value prop 
video with CTA.

CAPTURE EDUCATE ENGAGE CONVERT

FIRST 90 DAYS
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1. Start Category Design Process: Top priority (P1).
2. Build a Content Engine.

○ Leverage existing assets, be efficient with content by 
repurposing and updating.

○ Go big with video!
○ Tent pole content for industry targets and key buying personas.

3. Build a Distribution Engine.
○ LinkedIn, organic & paid.
○ Google, organic & paid.
○ Optimize website.
○ Events: virtual, partner & company (in-person when safe).

OBJECTIVE >> Build pipeline for business contribution.

BEYOND 90 DAYS



WHO IS MARK DONNIGAN?

- 20+ years building new markets & categories for early/startup stage co’s.
- Focused on disruptive innovation technology (IP/hard tech).
- Built & led Marketing & Sales Navy Seal Teams producing $29mm/yr.
- Master of dynamic buying journey’s with multiple stakeholders & buyers. 
- Managed sales & marketing teams using ABM to close deals > $100k/yr.
- Companies I’ve worked with and sold to include:



LET’S TALK ABOUT YOUR MARKETING
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