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Copyright and Disclaimer

Copy it, adapt it, use it – but acknowledge the source!
Copyright

Included in the PAVITR Training Package are materials from various organisations and sources. Those materials are open source. Following the open-source concept for
capacity building and non-profit use, copying and adapting is allowed provided proper acknowledgement of the source is made (see below). The publication of these
materials in the SSWM Toolbox does not alter any existing copyrights. Material published in the SSWM Toolbox for the first time follows the same open-source concept,
with all rights remaining with the original authors or producing organisations.

To view an official copy of the the Creative Commons Attribution Works 3.0 Unported License we build upon, visit http://creativecommons.org/licenses/by/3.0. This
agreement officially states that:

You are free to:

• Share - to copy, distribute and transmit this document

• Remix - to adapt this document. We would appreciate receiving a copy of any changes that you have made to improve this document.

Under the following conditions:

• Attribution: You must always give the original authors or publishing agencies credit for the document or picture you are using. 

Disclaimer

•The contents of the PAVITR Training Package reflect the opinions of the respective authors and not necessarily the official opinion of the funding or supporting partner
organisations.

•Depending on the initial situations and respective local circumstances, there is no guarantee that single measures described in the toolbox will make the local water and
sanitation system more sustainable. The main aim of the SSWM Toolbox is to be a reference tool to provide ideas for improving the local water and sanitation situation in a
sustainable manner. Results depend largely on the respective situation and the implementation and combination of the measures described. An in-depth analysis of
respective advantages and disadvantages and the suitability of the measure is necessary in every single case. We do not assume any responsibility for and make no
warranty with respect to the results that may be obtained from the use of the information provided.

http://creativecommons.org/licenses/by/3.0
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Introduction to the authors

Martin Wafler
Senior Project Manager
Martin brings a unique blend of 
technical and entrepreneurial 
skills and experiences.

martin.wafler@seecon.ch

seecon international gmbh
Willisau, Switzerland
We are specialised in developing, supporting, and managing innovative projects on 
sustainable development worldwide. Tailor-made approaches allow us to guide 
customers in their journey of developing impactful solutions. We are leading the PAVITR 
business development working group and the workpackage road to market.

https://seecon.ch/

Simon Joncourt
Senior Project Manager
Simon is an innovation 
management specialist focusing 
on water-related challenges.
simon.joncourt@seecon.ch
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Learning objectives

At the end of this session, participants will:

• Have a clear understanding of what a Go-to-Market Strategy is and its importance in 
successfully bringing a product or service to market.

• Know what to consider when entering a new market and what the key challenges are.
• Be familiar with the Go-to-Market Canvas as tool to help facilitate and visualise their 

thinking when taking new products or ideas to market 
• Have completed the Go-to-Market Canvas considering the different dimension relevant 

when bringing new ideas, features or products to market.
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Agenda of the session

Time Content

5 min Introduction to the session

10 min Introduction to the Go-to-Market Strategy

25 min Introduction to the Go-to-Market Canvas

70 min Exercise



Introduction to the
Go-to-Market Strategy
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Challenges of entering new markets

• Competition from established brands 

• Lack of market awareness may require significant 
marketing and advertising to generate interest

• Setting the right price can be tricky.

• Supply chain issues (securing raw materials, 
production delays, or distribution challenges, 
availability of specialised spare parts, lack of trained 
labour, etc.)

• Time-consuming and costly regulatory 
requirements (obtaining licenses or certifications)

Gilbert Bages from Noun Project

What to be aware of

ALGIE (2021)
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Challenges of entering new markets

• Customer adoption (required behaviour change or 
social proof)

• Resource constraints (financial, human, and time) 
can impact the successful launch

• Cultural and language barriers

• Marketing and advertising may require a different 
approach (adapting messaging and branding to local 
preferences, etc.)

Gilbert Bages from Noun Project

What to be aware of (contd.)

ALGIE (2021)



What is a GTM Strategy?
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A comprehensive plan that 
outlines how a company will 
bring its product or service 

to market and generate 
revenue.

It includes a detailed 
understanding of the target 

audience, marketing 
channels, sales tactics, and 

pricing strategy.

Puspito from Noun Project



Why a GTM Strategy?
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• Minimizes market entry 
risks

• Increases chances of 
success

• Helps allocate resources 
effectively

• Improves customer 
engagement

• Provides a roadmap for 
growth 

Alice Design from Noun Project



Introduction to the
Go-to-Market Canvas
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Sustainable Business Model Canvas

The 10 sections that make up the Product Go-to-Market Canvas

MURPHY (2023)



Go-to-Market Canvas
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Value Proposition, Who’s 
buying it? and Distribution
have corresponding 
building blocks in the 
(Sustainable) Business 
Model Canvas.

Other sections are unique.

Go-to-Market Canvas

MURPHY (2023)
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What are you selling?

• What is the product?

• What are people buying? What problem is it solving?

• Be specific — what features will it have at launch? 
How much will you charge?

Bejo Normuklis from Noun Project

Prompting questions:

MURPHY (2023)
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Who’s buying it?

• Who are your customers? Customer segments?

• Are there different types of customers? (i.e. a two-
sided market)

Adrien Coquet from Noun Project

Prompting questions:

MURPHY (2023)
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Target Market

• Who are your target market for launch?

• Who are you specifically not targeting at launch?

tezar tantular from Noun Project

Prompting questions:

MURPHY (2023)
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Value Proposition

• Why should people buy your product?

• What is your market differentiator? What makes you 
different from competitors?

WiStudio from Noun Project 

Prompting questions:

MURPHY (2023)
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Distribution

• How do you plan to reach your target customers?

• Where will your customers buy your product?

• Do you have a marketing distribution strategy?

AHMAD SIDIK from Noun Project

Prompting questions:

MURPHY (2023)
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Competitors

• Who are they?

• What are they doing?

• What risks do they pose?

pictohaven from Noun Project

Prompting questions:

MURPHY (2023)
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Launch Strategy

• What is your launch strategy?

• Do you plan to launch to the entire market (big-bang) 
or will you have a staged release?

• Beta? Pilot?

monkik from Noun Project

Prompting questions:

MURPHY (2023)
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Post-Launch (First 30, 60, 90 days)

• What is your post-launch strategy?

• What are the critical things that need to happen in the 
first 30 days? 60 days? 90 days post-launch?

• What’s your customer engagement plan for those first 
30, 60, 90 days?

• Do you have any specific Marketing strategies during 
this period?

Path Lord from Noun Project

Prompting questions:

MURPHY (2023)
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Metrics

• What needs to be true at the end of the first day? 
Week? Month? Quarter?

• What signals would indicate that these are true? How 
do you intend to measure these?

• What key outcomes (metrics) will you be tracking 
post-launch?

lastspark from Noun Project

Prompting questions:

MURPHY (2023)
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Assumptions/Risks

• What assumptions are you making about this GTM 
strategy?

• What risks are we taking with the current approach?

WEBTECHOPS LLP from Noun Project

Prompting questions:

MURPHY (2023)



Exercise
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Exercise

• Individually, fill out the Go-to-Market Strategy Canvas 
on the base of the provided information material

• Start with describing what your are selling (= product 
or service), identifying and defining who’s buying it (= 
your Customer Segments) and the unique value or 
benefits (= Value Proposition) that your products or 
services offer to each customer segment.

Based on www.businessmodelgeneration.com

Go-to-Market Strategy Canvas

What to do
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Credits
This training has been created in the framework of the EU-Indian Joint Project “PAVIRT-
Potential and Validation of Sustainable Natural & Advance Technologies for Water & 
Wastewater Treatment, Monitoring and Safe Water Reuse in India”. This project has received 
funding from the European Union’s Horizon 2020 research and innovation program under 
grant agreement No821410 and the Department of Sciences and Technology of India under 
the Grant DST/IMRCD/India-EU/Water Call2/PAVITR/2018 (G). 

For more information, please visit: https://pavitr.net
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