


Conventional approaches to brand awareness, marketing communications and sales enablement 
typically involve a brand-aligned business and creative brief that is approved and sent to an 
agency for creative platform ideas and activation.

However, for many B2B brands with complex services and portfolios, this approach can often 
lead to disconnected and overly-tactical creative execution that fails to align brand with campaign 
with sales conversion. This can be exacerbated by today’s obsession with performance marketing 
techniques (which are valid, just not a panacea).

Our clients have benefited from the clarity, consistency and connectedness that a go-to-market 
operating system delivers.

Why*
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Your business purpose & 
strategy is the foundation.

Develop, refresh or reference 
your brand for both talent and 
customer markets.

Your visual & verbal identity  
drives distinctiveness &  
consistency in all we deliver.

Translate your brand into 
offering-specific GtM playbooks 
— expressing what you do 
through visual & verbal 
campaign themes, value 
propositions, messaging and 
stories  specific to your 
product/service offerings & 
customer segments.

GtM playbooks inform more 
brand-aligned & effective 
advertising, marketing and 
sales enablement assets 
across your funnel. 

Omni-channel practices & 
assets rooted in GtM 
playbooks drive more 
consistent and effective 
sales conversion – driving 
growth.

Stakeholder engagement: Co-created with your brand, marketing, sales team & offering SMEs – intelligently 
packaged so your team can build brand culture, drive awareness, demand generation & sales conversion. 

GtM OS

GO-TO-MARKET OPERATING SYSTEM (GtM OS)
Rooted in speed-to-value in closing the gaps between your brand and converting sales.



AMPLIFY AND EXTEND YOUR BRAND ACROSS THE FUNNEL
Close the gaps between brand, marketing, and sales once and for all 

Qweryy delivers:
• Brand health measures & metrics
• Category drivers
• Segmentation
• Concept testing

Category Driver Analysis is powerful for GtM OS development.
• Uncovers what buyers value when buying in your category
• How buyers perceive your brand on these important qualities vis-à-vis your competitors
• Drives foundational decisions about your GtM strategy and messaging
• Helps you understand whether current messages resonate

GtM OS

Activations: Marketing & advertising

Activations: Sales enablement

Activations: CX and EX



A few words 
about these 
types of 
things.

We did not invent the idea of a go-to-market operating system. 
Definitions of GtM vary from management consulting data-driven market and 
pricing analysis to visual and verbal identity toolkits … and all points in-
between. Versions of this exist in just about every format imaginable. Some 
are so detailed that users get bogged down in the minutiae. Others are  so 
high-level that people can’t figure out how to apply it.

Our experience tells us that the Right Way To Do This begins and  ends with 
brand activation. Because different types of users comprehend information 
differently (some are more visual, some more literal, some more financial, 
others more traditionally “creative,” etc), we think it is vitally important to 
customize the information architecture in a way that is going to be most 
effective (i.e. “gettable”) to the most people. 

That does not happen in a vacuum. Rather, it is the result of a thorough 
understanding of your brand and culture, which is why we make such a 
big deal about investing in the discovery phase our engagement with you. 
Better inputs invariably lead to better outputs. 

We may not have invented the GTM/OS. But perfecting it? Well…



This is a white-label example of what a go-to-market / sales enablement playbook might 
look like for a fictitious B2B technology outsourcing company we’re calling B2Btech and one 
of their new services, called Service X. 

It’s intended to demonstrate in principle what a playbook may contain. We can’t share other 
playbooks due to pesky NDAs, so this example is a mashup of content typically included in 
our GTM Playbook.

About this document*



Let’s bounce 
through a 
fictitious GtM 
OS Playbook for 
the well-known 
B2Btech brand. 
That we kind 
of made up.  

[

]



Typically the playbook has an introduction from a senior leader that sets out the POV and the basics of the book, 
and how to use it. The clearer, bolder, shorter and uncomplicated, the better.[ ]



Contents can vary depending on the objective and role of the GtM OS – from upstream and strategic through to 
campaign visual and verbal identity guidance. But in general, the playbook will contain critical marketing and sales 

enablement elements.
[ ]



Most organizations include a review of buyer pain points, market review and why we have taken the approach 
for the service and its marketing. More detail can be provided later in the document.[ ]



We don’t like to obsess over the competition, but it’s always a good idea to have a snapshot of what they are up to … [ ]



Most clients like to see a 2x2 or spectrum that graphically indicates market positioning and salience.[ ]



The core campaign theme gets explained in a simple manner, typically with key messages.[ ]



A proposition on a page captures the core creative strategy and OS elements in one place.[ ]



Each key message can have double-click layers of detail and can incorporate both 
industry- and buyer-specific nuances if needed.[ ]







Many find a longer-form narrative or mantra a useful asset. This can be adapted or used as is for proposals, websites, etc.[ ]



It’s always good to have one (or more) elevator pitches mapped out, too. Here’s a 2 minute version (going to the top floor) [ ]



And here’s the 30-second version.[ ]



Typically, personas demonstrate specific points that can be incorporated in ads, proposals, and other sales enablement assets.[ ]





[ ]We also support ABM approaches with highly specific demand generation and conversion recommendations. 



We recommend at least three use cases / quals / case studies to demonstrate competence as well as 
application of the GtM OS in real life. [ ]



And it can be useful for marketing and sales teams to be familiar with where and when creative and content 
assets are hitting the prospects so that conversions are consistent and relevant.[ ]



While some clients can use their existing brand guidelines (verbal and visual), in many instances a campaign-
specific creative platform (brand-compliant, of course) is requested. [ ]



While some clients can use their existing brand guidelines (verbal and visual), in many instances a campaign-
specific creative platform (brand-compliant, of course) is requested. [ ]



We do not recommend that GtM OS playbooks become sales slideware. So only evergreen (in campaign lifetimes, that is) 
content should be included. Usually this is a high level product / service overview.  [ ]



And we like to make sure human and other assets are on tap to help make the most of the OS.[ ]



We tend to follow a three step process: Audit, Articulation and Activation. 

AUDIT
We conduct buyer research, market research and competitive analysis to understand your offering, what 
makes it special and how best to tell your story in the context of your business and go-to-market ambitions. 
Approaches are SME, customer and influencer interviews, online working sessions, desk research and co-
creation of creative strategy to select the best approach to pursue from 3-5 possible options. This is 
accelerated by our AI Assistant, Market Maven™.

ARTICULATION
The Audit stage yields insights into how to position your offering and making it salient, creating associations 
and connecting your brand to your sales funnel. We then build out your operating system playbook, which can 
incorporate market, pricing and customer data on one side and extend into creative expression, messaging 
and visual articulation – across content, marketing communications, sales enablement and more on the other 
side.  We make sure we pressure test, assess confidence levels and gaps, and make sure we put forward 
different ways to talk about it internally and in market.

ACTIVATION
We not only create the OS as a playbook, but we typically deliver a few “hero” deliverables to help land it –
such as infographics, interactive sales sheets, walkaround sales decks, landing pages or other critical assets. 
Importantly, we create internal launch and engagement sessions that help translate the GtM OS into real-life 
sales scenarios for your leaders, sales executives, marketers and delivery teams / partners. 

For the most part, GtM OS development can be completed inside 90 days and can cover one product / 
service area for $30,000 - $60,000 depending in complexity and assets included in the program. 
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Getting 
the job 
done.




