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Consistency Builds Trust20+ years delivering $100’s of Millions in Revenue
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“Stressed to Death”
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Internal Enemies

Shouting Matches

Uncertainty



“Failure”
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Impossible Goals

Shifting Targets

No Support
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How 

Do We Fix 

Broken 

Marketing and Sales

Funnels?
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• Go Beyond           
Initial Sale 

• Prioritize              
What Matters

• Build Strategic     
GTM Motions



Consistency Builds TrustRevenue Comes from Impact
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Growth Rate drops by 75% with same sales for 4 years

Time

Acquisition

Retention

Year 1 Year 2 Year 3 Year 4 Year 5

Growth Rates

$1M

25%

$1M

100%

$1M

50%

$1M

33%

$1M

Adapted from Winning By Design’s “Revenue Architecture”
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How to get EXPONENTIAL Curve?

TimeYear 1 Year 2 Year 3 Year 4 Year 5
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Acquisition Revenue Stalls Out
Acquisition Stalls Out

Adapted from Winning By Design’s “Revenue Architecture”
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Acquisition Revenue Stalls Out
Acquisition Stalls Out

Adapted from Winning By Design’s “Revenue Architecture”
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The “Sales Funnel” is Broken 

Focusing Only on

Acquisition 

is 

NOT

Sustainable

Or

Scalable

Adapted from Winning By Design’s “Revenue Architecture”
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Education

Selection

Commit

Awareness



Consistency Builds TrustRecurring Revenue comes from Recurring Impact
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Retention Revenue Continues to Grow

Adapted from Winning By Design’s “Revenue Architecture”
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Expansion Revenue Compounds

Adapted from Winning By Design’s “Revenue Architecture”
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Total Revenue Delivers Exponential Curve

Adapted from Winning By Design’s “Revenue Architecture”
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Acquisition is Smallest Component
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Go Beyond the “Sales Funnel”

Adapted from Winning By Design’s “Revenue Architecture”
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Education

Selection

Commit

Awareness



Adoption Expansion

Align Against Recurring Impact

Awareness Education Selection OnboardingCommit

IMPACT

Move Beyond the First Sale

Adapted from Winning By Design’s “Revenue Architecture”
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Detailed KPIs for Insight and Focus

Adoption ExpansionAwareness Education Selection OnboardingCommit

IMPACT

VM1 VM
2

VM
3

VM
5

VM
5

VM
6

VM
7

VM
8

CR2CR1 CR5CR
4

CR3

VM
4

CR7CR6

tΔ1 tΔ2 tΔ3 tΔ4 tΔ5 tΔ6 tΔ7

VM= Volumetrics; CR = Conversion Rate;  tΔ = Time Delta 

Adapted from Winning By Design’s “Revenue Architecture”
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Attraction ActivationAcceleration

Overlaps
Marketing <> Sales Sales <> Customer Success



Consistency Builds Trust3 Interconnected Revenue Systems

Attract the Right Prospects Efficiently 
Improve Pipeline Quality and Velocity through better messaging and delivery in the market
From anonymous strangers to named prospects 

ttraction SystemsTM

Activate Clients for Faster Renewals, Larger Upsells, and More Referrals
Improve revenue and impact from existing customers through better systems and processes
From initial signed contract to Tier 1 customer and marketplace evangelist

ctivation SystemsTM

Accelerate Better Opportunities through the Sales Pipeline
Improve speed and size of deals won through better integration and execution
From named prospects to initial signed contract

cceleration Systems TM
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How Modern Companies Grow

Scaleup

Enterprise

Growth Stages

Startup 

LATE STAGE.

~$20M

~$100M

~$50M

~$1B

“T2D3” coined by Neeraj Agrawal 

at Battery Ventures built from 

research on hundreds of companies

EARLY STAGE.
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Grown-Up

~$1M

~$10M



1
2

4

5

7

Postion on the  
curve, guides 
Strategy

45% 27%

1%

3

Breakpoints Guiding Strategy for Growth

Scaleup

Enterprise

Growth Stages

Startup 

LATE STAGE.

Grown-Up

EARLY STAGE.

6

Predictable Phases

14%

6%

7 $100M +

6 ~$100M

5 ~$50M 

4 ~$20M

3 ~$10M

2 ~$1M 

1 <$1M
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Each Phase has known Challenges and Solutions
Map of what needs to be done at each Phase to successfully move up

< $1M ~$1M ~$10M ~$20M ~$50M ~$100M $100M+

Strategic 
Objectives that 

MUST be 
accomplished

Pricing & 
Packaging Data Model GTM Model GTM Fit Category 

Shaping
Category 
Expansion

Ecosystem 
Leadership

Best Practices for 
Success

Foundational 
Insights

Enhanced 
Market 
Insights

Retention 
Surpasses 
Acquisition

Expansion 
Surpasses 
Acquisition

Expanding 
Niches & 
Services 

M&A, JV Productivity

Mandatory 
Growth Systems

Founder Led 
Acquisition

Attraction & 
Acceleration

Growth 
Formula

Repeatable 
Revenue 
Process

Market 
Intelligence

Sustainable 
Marketing

Durable 
Marketing

Example Key 
Scorecard Metrics

Deal Volume 
& Size

Pipeline 
Velocity

CAC Payback 
& CAC:LTV

Net Revenue 
Retention

Unit 
Economics

Productivity & 
Turnover

Inter-
operability

Key Roles & 
Responsibilities

Founder & 
Operations

Revenue 
Leadership

Client 
Activation Cross-Selling Finance & 

Forecasting
Front Line 
Managers

Division 
Leaders
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Repeatable Processes Drive Growth Faster
Acme delayed its growth by spreading resources

NewCo achieved fit sooner with focus

Time

A
C
M
E
GTM 1

N
E
W
C
O

A
C
M
E

GTM 2

A
C
M
E

GTM 3

N
E
W
C
O

A
C
M
E

Acme takes longer 
to hit same ARRNewco 

Stabilizes 
Repeatable 
Process

Unrepeatable Process
Causes Instability

Acme Stabilizes 
Repeatable Process

Adapted from Winning By Design’s “Revenue Architecture”
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Lack of Focus Kills Growth Rate and Jobs
Absence of a repeatable process stunts growth

Time

GTM 1

GTM 2
GTM 3

Excellent Growth Rate

Declining Growth Rate

Replace 
CMO / Sales

Unrepeatable Process
Causes Instability

Down 
round

Replace 
CEO

Adapted from Winning By Design’s “Revenue Architecture”
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Every New GTM Action Is a Distraction

Cold Email

Linkedin

Account-Based Marketing

Founder Led Growth

Product Led Growth

Events

SDR / BDR Re-Seller Channel

Adapted from Winning By Design’s “Revenue Architecture”
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Distraction Kills the Customer Experience

Outbound Social

ABM Inbound

Founder
Led

PLG

Renew

Disconnected departments operating independently 
cause inefficiency and confusion for the team and customers

Adapted from Winning By Design’s “Revenue Architecture”
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Pick Your GTM Based on Strategy
MEDIUM 
TOUCH

DEDICATED 
TOUCH

HIGH 
TOUCH

LOW 
TOUCH

NO 
TOUCH

2-5x 2-5x 2-5x 2-5x

ALL-TO-ALL 1-TO-ALL 1-TO-MANY 1-TO-FEW 1-TO-1

10s

100s

1,000s

10,000s

100,000s

$1,000 $10,000 $100,000

1s

$1,000,000 $10,000,000

N
u

m
b

er
 o

f 
cu

st
o

m
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s 
se
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ed

 p
er

 y
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r

First Year Revenue/Customer

ABM

Field Sales

Segment

Word of Mouth

Self Serve PLG

Community

Content & Thought Leadership plays a role in many GTM motions

Outbound

2-Stage

Volume

2-Stage is based on separation of the lead 
development (SDR) and closing (AE) role.

Inbound

1-Stage

Helpdesk

1-Stage is known as Inside Sales (ISR).

Target
by Account

Named Accts

Acceleration Systems
Attraction Systems

Activation Systems

Revenue Systems

Adapted from Winning By Design’s “Revenue Architecture”
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“Stressed to Death”

30

Internal Enemies

Shouting Matches

Uncertainty



“Failure”

31

Impossible Goals

Shifting Targets

No Support



“Your Happiest Place”

32

Responsive KPIs

Team Alignment

Collaborative Culture

Clear Priorities

Accurate Forecasts

Consistent Growth



Consistency Builds TrustHow to Fix Your Funnel
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• Align on Recurring Impact

• Prioritize Right Problems

• Build Strategic GTM 
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Discussion
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Free Download https://ModernRevenueStrategies.com/FreeDownload
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