
 
  

When GTM Gets Better 

Idea In Short

Organizations should evaluate B2B go-to-market [GTM] improvement by the business
outcomes it creates, not by the number of initiatives launched. The most reliable gains come
when firms improve execution across the full commercial system: buyer experience, sales
motions, internal coordination, channel consistency, buying-group coverage and insight
loops. When those pieces work together, revenue rises, win rates improve, deal sizes
expand and sales cycles shorten because buyers can make decisions with less friction. The
same execution improvements also generate better market intelligence, enable entry into
adjacent markets, support the launch of new solutions and lower cost through more
disciplined use of sales and marketing resources. The practical task for leaders is to
connect GTM improvements to measurable economic outcomes and then reinforce the
operating behaviors that produced them

B2B leaders rarely disagree that go-to-market execution matters. The harder question is
what they should expect to gain once execution actually improves. Many organizations
invest in enablement, buyer research, journey redesign, content, analytics, channel
coordination and account planning without linking those investments to a coherent set of
outcomes. The result is familiar:

plenty of activity, uneven performance and uncertainty about what improved

The better way to think about GTM benefits is as a chain of commercial effects. Stronger
execution reduces friction in how buyers and internal teams move through decisions.
Reduced friction improves conversion, deal quality, speed and confidence. Those
improvements then create second-order benefits such as better customer intelligence,
stronger market expansion and more efficient deployment of commercial resources. The
benefits are real, but they appear only when the organization treats GTM as a system rather
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than a set of isolated fixes.

Revenue is the visible outcome

Increased revenue is the benefit leaders notice first because it shows up in the operating
plan. But revenue rarely rises because of one GTM intervention alone. It rises when the
commercial system becomes better at creating demand, converting it, expanding it and
protecting it from avoidable leakage.

McKinsey's research on digital sales and analytics shows that top-quartile B2B players
outperform peers on revenue growth and profitability and that effective presales
coordination can materially improve win performance and commercial outcomes1. Revenue
is therefore less the direct result of more activity than of better orchestration across the
customer decision process.

This matters because many firms still try to grow by adding commercial effort rather than
improving commercial precision. Better GTM execution raises the yield on the effort already
in the system. It helps organizations focus attention on the accounts, stakeholders and
moments where commercial action has the highest payoff.

Win rates improve when buyers can decide

Improved win rates are often the most immediate proof that GTM execution is getting
stronger. In B2B markets, opportunities do not stall only because a competitor offers a
better price or product. They also stall because buyers struggle to build internal consensus,
compare options, or justify change.

Gartner's B2B buying-journey work frames this clearly: the buyer journey is nonlinear and
organized around buying jobs that customers must complete across problem identification,
solution exploration, requirements building and supplier selection2. Suppliers that help
buying groups complete those tasks make it easier for deals to move forward. That is why
win rates rise when sales, marketing, product and customer-facing teams align around the
actual work buyers need to do.

The improvement is usually cumulative. Better discovery sharpens qualification. Stronger
stakeholder coverage reduces late-stage surprises. More relevant proof points improve
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confidence. Clearer internal handoffs prevent delays. None of these changes is dramatic on
its own, but together they raise the percentage of opportunities that close.

Buyer experience changes commercial performance

Improved buyer and customer experience is often treated as a softer benefit than revenue
or win rate, but in practice it is one of the strongest drivers of both. Buyers reward suppliers
that make research, evaluation, justification and purchase easier. They disengage from
suppliers that create confusion, inconsistency, or administrative friction.

Gartner has argued that companies delivering strong buying experiences grow faster than
those delivering average ones, with effects visible in conversion, deal size, cycle time, churn
and referrals3. This is not surprising. In complex B2B purchases, the buyer experience is
often the product before the product is purchased. The way a company sells becomes
evidence of how it will work.

Execution improvements matter here because they create continuity. The buyer sees better
content, more coherent messaging, cleaner transitions across channels and more relevant
engagement from sellers. This lowers cognitive load for the buying group and reduces the
effort required to get to agreement.

Deal size expands with better coverage

Increased average transaction size often follows improved GTM execution because
organizations learn to engage accounts more completely. When commercial teams
understand the broader business context, they can surface adjacent needs, cross-functional
use cases and higher-value solution configurations that a narrow sales motion would miss.

Larger transactions do not come mainly from aggressive upselling. They come from better
diagnosis. A seller who engages only one stakeholder tends to discover a smaller problem.
A team that engages finance, operations, users and executive sponsors is more likely to
uncover a broader economic case and a larger implementation scope. Better coordination
therefore improves both the perceived relevance of the offer and the organization's
confidence in buying more.

This is where personalization and buying-group engagement reinforce each other.
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Personalization makes the case legible to each role. Multi-threading helps the account team
assemble that role-specific relevance into one larger decision. The benefit is not simply a
higher price point. It is a better fit between the offer and the customer's full problem set.

Faster cycles reduce commercial drag

Shortened sales cycles are another common outcome of better GTM execution. This does
not mean every complex sale becomes fast. It means fewer deals get delayed by avoidable
internal and external friction. Buyers still need time, but they waste less of it.

Gartner case material shows that better visibility into complex buying journeys can materially
improve close rates while also reducing cycle length4. The reason is straightforward. When
suppliers understand the journey and see where deals tend to stall, they can address
uncertainty earlier, involve the right people sooner and remove gaps in information before
the buying group becomes stuck.

Shorter cycles have strategic value beyond speed. They improve forecast reliability, reduce
cost of sale and free scarce commercial capacity. A sales team that closes the right deals
faster can spend more time developing the next wave of opportunities instead of repeatedly
rescuing stalled ones.

Intelligence is a strategic by-product

Gained customer or market intelligence is one of the least appreciated benefits of GTM
improvement. Many leaders treat insight as an input to commercial execution, which it is.
They miss the fact that good execution also produces new insight.

When sales, marketing, customer success and revenue operations work from shared
processes, they capture more usable evidence. They see where buyers hesitate, which
messages resonate, which objections repeat, which stakeholders emerge late, which
content helps and which offers expand after the initial purchase. Forrester's work on go-to-
market decision-making emphasizes the importance of using structured data and insight to
guide smarter commercial choices5.

This intelligence matters because it improves decisions beyond the current quarter. It
sharpens segmentation, informs pricing and packaging, improves messaging and exposes
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where the organization is overinvesting or underinvesting in coverage. In that sense, GTM
execution is also an intelligence engine.

New markets and new solutions become more reachable

Entered new markets and introduced new solutions are benefits that appear later, but they
often depend on the same execution disciplines. Organizations that understand buying
journeys, decision roles, account economics and channel performance in one segment can
transfer that learning into adjacent segments with less guesswork.

McKinsey's 2026 work on B2B growth leaders highlights the role of accountability,
personalization and integrated commercial execution in winning buyers6. That matters for
market entry because new segments often fail not from lack of demand, but from poor
translation. The company does not adapt its messaging, role coverage, proof, or route to
market quickly enough.

The same logic applies to new solutions. Better GTM execution creates a tighter feedback
loop between market-facing teams and product teams. Commercial teams bring back
clearer evidence on unmet needs, adoption barriers, decision criteria and buying-group
objections. Product teams can then shape offers that are easier to explain, justify and adopt.

Cost and efficiency improve together

Reduced costs and improved efficiency often sound like back-office outcomes, but they are
central benefits of better GTM execution. Poor execution is expensive. It creates duplicate
work, low-quality handoffs, rework in proposals, wasted lead follow-up, unnecessary
meetings, underused content and bloated sales cycles.

When teams align around a clearer buyer journey and a more disciplined operating model,
those inefficiencies start to fall. Sellers spend less time chasing poorly qualified demand.
Marketing invests less in content that no one uses. Revenue operations builds fewer reports
that do not change decisions. Specialists are pulled into opportunities where their input is
actually needed.

Efficiency matters because it changes the economics of growth. The organization can
pursue the same revenue target with less waste, or pursue more revenue without scaling
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costs at the same rate. In practice, both often happen together when GTM execution
matures.

Marketing return becomes more visible

Increased return on marketing investment is one of the most valuable yet difficult benefits to
demonstrate. Marketing performance often looks weak not because marketing is ineffective,
but because targeting, channel orchestration, follow-up and measurement are disconnected
from the rest of the GTM system.

Once those connections improve, marketing return becomes easier to see. Messages are
more relevant, targeting is sharper, handoffs are cleaner and the organization can trace
which programs actually contribute to account progression and closed business. This
makes spend allocation more disciplined and helps marketing defend investment with better
evidence.

The broader lesson is that marketing return should not be evaluated in isolation from sales
execution and buyer experience. When those elements improve together, the return on
commercial investment rises across the whole system, not only within one budget line.

The benefits reinforce one another

These eleven benefits should not be managed as separate claims on a survey. They are
linked outcomes of a stronger commercial system. Revenue rises partly because win rates
improve. Win rates improve partly because buyer experience becomes easier. Cycle times
fall because teams cover buying groups earlier and present clearer evidence. Intelligence
improves because the organization captures more signal from better-executed journeys.
New-market entry and new-solution success become more attainable because the
organization now learns faster.

That is why leaders should track benefits as a portfolio. Some are immediate and
operational. Others are strategic and cumulative. The mistake is to expect all of them at
once or to pursue one at the expense of the system that supports it.

1. Link GTM initiatives to measurable economic outcomes before launching more
programs
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2. Track benefits across revenue, conversion, speed, experience, efficiency and
learning

3. Use deal reviews and journey evidence to explain why the numbers changed
4. Reinforce the operating behaviors that produced the gains
5. Treat commercial intelligence as an output of execution, not only an input to it

The strongest B2B organizations do not improve GTM execution to look more coordinated
internally. They improve it because better execution changes what buyers do, how teams
work and how growth compounds.

1Digital sales and analytics: Driving above-market growth in B2B
2The B2B buying journey
3The buying experience: The most important thing in sales and marketing
4Case study: Building transparent B2B buying journeys
5Data and insights for smart go-to-market decision-making
6The surprising economics of B2B growth

Summary

B2B go-to-market execution becomes strategically important when leaders stop treating it
as a sales-efficiency program and start treating it as a market-facing operating capability.
Revenue, win rates, customer experience, marketing return and cost efficiency do not
improve independently. They improve when buyers receive clearer messages, teams work
from the same signals, sellers engage the right stakeholders and the organization learns
faster from every deal. The benefits listed in this article should therefore be tracked as a
connected portfolio of outcomes. Some will appear quickly, such as improved conversion or
shorter cycles. Others, such as new-market entry or stronger solution development, emerge
as the organization gains better commercial intelligence. The point is not to optimize one
number in isolation. It is to build a GTM system that keeps producing better commercial
decisions over time
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