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Thank you for joining us!
The webinar will begin
momentarily.

The contents of this webinar were developed under grant H421F240198 from
the U.S. Department of Education (Department). The Department does not
mandate or prescribe practices, models, or other activities described or
discussed in this document. The contents of this webinar may contain examples
of, adaptations of, and links to resources created and maintained by another
public or private organization. The Department does not control or guarantee
the accuracy, relevance, timeliness, or completeness of this outside information.
The content of this webinar does not necessarily represent the policy of the
Department. This publication is not intended to represent the views or policy of
or be an endorsement of any views expressed, or materials provided by any
Federal agency (EDGAR 75.620).



ASL Interpretation

ASL interpretation is available for this webinar. Two interpreters will alternate
throughout the event. To view interpreters, click “Interpretation” on the
bottom menu and select “American Sign Language.”

Watch:

Sign language off

v @ American Sign Language

Manage language interpretation...

@ © x

Interpretation
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Audio and Captions

You can join the meeting audio via Computer Audio or by phone:
« Dial: 301-715-8592

« The meeting code is 894 8504 4704

Ensure your speakers or headphones are on if using Computer Audio.
Real-time human captioning is available. Click the “cc” button at the bottom of the

screen. If captions don't appear, please notify the host in the chat.
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Questions and Technical Assistance

« The presenter will address questions as time allows.
« Send any questions or technical issues to the Host via the chat.
 If you're on the phone, can’t use chat, or your question isn’'t answered, you

may email info@disabilitysmallbusiness.org.

« This webinar is being recorded. Video, slides, and materials will be available

on the Past Events page at DisabilitySmallBusiness.org within 1-2 weeks.
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mailto:info@disabilitysmallbusiness.org?subject=Webinar
http://www.disabilitysmallbusiness.org/

NDI Small Business Hub Programs (Slide 1 of 3)

Inclusive Ventures: 21st Century Strategies for Entrepreneurs with Disabilities

5-year grant funded program that began October 1, 2024, and will support the following:

- State Vocational Rehabilitation agencies updating policies on small business start-up
and development

- State Vocational Rehabilitation counselors seeking training and confidence in
supporting self-employment

- Disability employment services providers expanding their support of self-employment

« Entrepreneurial Support Organizations adopting more inclusive practices to support
individuals with disabilities

- Entrepreneurs with disabilities at any stage of business development
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NDI Small Business Hub Programs (Slide 2 of 3)

Verizon Small Business Digital Ready

Learning
o On-demand videos, tools, and courses on marketing, legal, financial, operations and
trending topics (available in English, Spanish and with Chinese subtitles)
Community and Networking
o Interactive sessions for goal-sharing and feedback
o Live expert workshops

Funding
o Small Business Funding Marketplace (powered by Next Street)
o Access to $10,000 grant opportunities by completing 2 classes/live sessions

Register Now
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https://digitalready.verizonwireless.com/?utm_source=national-disability-institute&utm_medium=partner&utm_campaign=digital-ready_national-partner_webinars%20%20%E2%80%8B%20%20%E2%80%8B

NDI Small Business Hub Programs (Slide 3 of 3)

® Are you a business owner or aspiring entrepreneur with a disability looking

to start, build, or grow your business? Visit DisabilitySmallBusiness.org for
events and resources.

® Stream informational and motivational video content for disability owned
small businesses at DisabilityOwned.com.

®* Want to “Stay In The Know” about NDI's Small Business Hub? Join our
mailing list!

® Questions or concerns? Email info@disabilitysmallbusiness.org.
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http://www.disabilitysmallbusiness.org/
http://www.disabilityowned.com/
https://realeconomicimpact.us8.list-manage.com/subscribe?u=ea6584491b7ab9daf6b074fe6&id=04574865cd
mailto:info@disabilitysmallbusiness.org?subject=Webinar

Upcoming Events

Small Business Taxes with the IRS
Presented by: Carol Xie and Daniel Webber, IRS
March 4, 2026 at 2pm ET

SSDI Basics
Presented by: Cornell University
March 18, 2026 at 2pm ET

SSI Basics
Presented by: Cornell University
April 15, 2026 at 2pm ET
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https://us02web.zoom.us/webinar/register/WN_6UoL527hT7iiUiofpT0FTA
https://us02web.zoom.us/webinar/register/WN_aB4f9FVxRbW7vBhAIvc--g
https://us02web.zoom.us/webinar/register/WN_aB4f9FVxRbW7vBhAIvc--g

The Art of a Great Go-To-Market Strategy: How to
Prepare Your Business for the BIG LAUNCH!

Presented by: Coko Eason, GTM Expert and Senior Program Manager for 2G|

February 18, 2026
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Courtney “Coko” Eason

Before You
Go-To-Market

/Why Most GTM Strategies
Fail and How You Can
Make Your Product
Launch Insanely
Successfull

AN

Date: February 18, 2026 *




Courtney “Coko” Eason

Small Business Owner vs
Founder

How Are They Different?

Small Business: Startup
* Known Model and Known * Unknown Business Model and Unknown
Customer Customer
* Revenue First * Learning First
« Bank Loans » Angel Investments and Venture Capital
« Low Impact with Slow or * High Impact, Fast/High Growth
Steady Growth * Go-To-Market

» Marketing



Courtney “Coko” Eason

What Is A GTM
Strateqgy?

A go-to-market (GTM) strategy is a step-by-step
plan for launching a new product or expanding an
existing product into a new market.




Courtney “Coko” Eason

The Quiet Failure

4 N\ N\ ™
Ads are being Free Trials are Reviews and
clicked being launched feedback are
positive
AN AN AN
. J J y,

This is the most confusing place to be as a founder, because nothing is obviously
wrong



Courtney “Coko” Eason

What Founders Should
Be Asking is “When
Should | GTM?”

In most cases, GTM is a plan
the product for how you
didn’t fail. scale once

The timing conviction
did. already exists.




@@ Courtney “Coko” Eason

Do thlngs
that
DON’T
scale

L3

Paul Graham

An author and founder of Y Combinator, Paul
was present to withess the success of
companies like Stripe, Lyft, Airbnb, and many
more. He is most known for his viral blog
article titled “Do Things that Don’t Scale”

29

Blog

“The most common unscalable thing founders
have to do at the start is to recruit users
manually. Nearly all startups have to. You can't
wait for users to come to you. You have to go
out and get them.”



oooooooooooooooo

Startups That Didn’t




@@ Courtney “Coko” Eason

This is Older Than Tech

Grocery Store Sampling * Dealership Test Drives *

Shoe Store Try-Ons ¢ Real Estate Tours 58

“Try Before You Buy”

We've all experienced this. We just didn’t know it was “Belief Formation”.



Courtney “Coko” Eason

Experiences
Create Belief

The best way to create conviction in potential customers is
through the power of an experience. This can be an event,
activation, pop-up, or social media campaign that somehow let's
customers experience the result of purchasing your product.




@@ Courtney “Coko” Eason
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Milk the Moment, Inc.

How One Happy
Hour turned into
330 Users

The first time | realized go-to-market
doesn’t start with distribution. It starts
with experience.

MILKyoven




A new dog leash that
detects your dog’s
stress levels and
sends notifications to
your phone

@@ Courtney “Coko” Eason
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A new sports drink
that hydrates
instantly and

provides a cooling

sensation for athletes
who play outdoors

A new hat store
selling ball caps that
can be flipped inside
out to present a new

color, style or team
logo



Courtney “Coko” Eason

Questions to Ask Yourself

Customer Related:

* Where does my customer
already work, play,
socialize or shop?

 Who's already selling to
my customer and how
can | partner with them?

Product Related:

« Can | create a way for my
customer to experience the final
results of my product?

« Can | create a way for my
customer to experience the value
proposition of my product?



@@ Courtney “Coko” Eason

Proximity Growth

Belief Spreads By Environment

Once proof exists, conviction will begin to compound.



Courtney “Coko” Eason

Belief Compounds
FFast

“We encourage every startup to measure its progress by
weekly growth rate. If you have 100 users, you need to get
10 more next week to grow 10% a week. And while 110 may
not seem much better than 100, if you keep growing at 10%
a week, you'll be surprised how big the numbers get. After a
year, you'll have 14,000 users, and after 2 years, you'll have

2 million.” - Paul Graham



https://paulgraham.com/growth.html

Announcement
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Courtney “Coko” Eason

Now Its Time to Scale

Founder-Led

AV

J

Community-Led
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Product-Led
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Partner-Led
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M‘MKET

“hiding traction isw't supposed to fel
hard. Yet for many founders, | 3
| ers, it does. You
aupch the product. You run the demo. You
::f" the free trial. And still conversion feels
avye hf‘_ﬂd lﬂd uncertain. This book starts
with a different assumption,
The problem isn’t your praduct. It's the order in
which you're asking people to decide. Before
anyone buys, clicks, or commits, they must fir-1
feel conviction; the internal belief that this
solution makes sense for them. In Before You G0
To Market, Coko Eason draws from years spent
designing real-world experiences to show wh,
modern go-to-market strategies often skip the
most important step: belief formation. Long b
funnels and SaaS metrics, brands understoo
to let customers experience the outcome b
asking for the sale. Somewhere along the vy
founders forgot this method. This bock isn’t abou!
growth hacks, funnels, or messaging tweaks |1
about restoring the missing sequence

J

Courtney “Coko"” Eason

A GTM Expert, Accelerator
Director, VC/Fund Manager
and past Founder of several
Music, Entertainment and

I8 tech startups.

‘ Courtney “‘Coko” Eason
> 'f
s ¥

|

BEFORE

YOU GO-TO-MARKET

{ i i d to an
Experiences Build Belief, and Lea
lens:.neiy Successful Product Launch

— o

THANK YOU!

Pre-Order

' Spring 2026
L]

SCAN HERE

day

Special Discounted Price For
All Webinar Attendees




Questions?
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Satisfaction Survey

NATIONAL

DISABILITY , ,
INSTITUTE Please complete the Satisfaction

di
NDI Small Business Team Training Survey
Thank you for attending the webinar and for your interest in supporting the entrepreneurship yo u Ca n a CceSS it Vi a th e Q R CO d e O r

and growth of small businesses by people with disabilities.

Survey. It will appear automatically, or

Please take a few minutes to fill out this short form to assist us in evaluating this webinar

follow-up email. We appreciate your

We appreciate your assistance.
feedback!

| am submitting this evaluation for:*

Ambition to Achievement on January 15, 2025
Filing a Tax Return for your Business, Tax Tips for the Self-Employed on February 12, 2025
SBIR/STTR Masterclass on March 12, 2025
Grant Writing Masterclass on March 19, 2025
o Empower Your Business with ABLE on April 9, 2025

Please rate your experience*

Strongly Not

Strongly
agree Applicable

disagree Disagree No opinion Agree
The webinar
materials
ware
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Contact Us

Nikki Powis, Director, Small Business Programs, npowis@ndi-inc.org
Caroline Bolas, Small Business Specialist, cbolas@ndi-inc.org

Ruth Chavez, Small Business Specialist, rchavez@ndi-inc.org

Kochell Ricklefs, Small Business Specialist, kricklefs@ndi-inc.org
Alexis Jones, Navigator, ajones@ndi-inc.org

Laura Thrasher, Project Coordinator, Ithrasher@ndi-inc.org
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