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The
non-negotiables

Know your why.

Why do you choose to work for this
company? Why does your company
matter? Why do you matter within it?

Growth is a team sport.

To grow efficiently, you must all be
working together towards the same
goals.

We are humans selling to humans,
not bots.

Proceed thoughtfully.
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The growth engine

System

Narrative

Market
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System
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Success criteria

Who we serve

What we solve

How we handoff

How we share feedback
TRUST

Growth is a
team sport
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B.F.
Bes

w. fIr

You cannot build or scale without
finance’s trust or funding.
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Time for some math

Leads 30%

MQLs

30%
Meetings
30%
Opportunities

(o)
Closed Won 50%

ARR -
CAC
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Time for some math

Leads 30% 123
MQLs 37
30%
Meetings 11
30%
Opportunities 3
[0)
Closed Won 30% 1
ARR = -

CAC
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Time for some math

(=Yolo[ 30% $27O
MQLs 37 $900
30%
Meetings 11 $3,000
30%
Opportunities 3 $10,000
(o)
Closed Won 50% 1 $33,333
ARR - - $100k

CAC - $0.33 $33k
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Time for some math

Leads 30% $270 12,346
MQLs 37 $900 3,704
30%
Meetings 11 $3,000 1111
30%
Opportunities 3 $10,000 333
[0)
Closed Won 50% 1 $33,333 100
ARR - - $100k $10M

$3.3M

= $0.33 $33k .
zjrketing budget

CAC
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This sh*t is complex. Spend the time.

$ Headcount + $ tech + ($ program + $ brand)*channels
+ Alot of assumptions & big bets
+ Time parameters between stages
+ Confirming / adjusting assumptions constantly

. |
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In aggregate Tied to program $$
Stage #/ Stage $$ / Stage $$ / Stage
Lead to MQL Leads 12346 $267.30 $106.92
MQL to meeting MQLs 3704 $891.00 $356.40
Meeting to opportunity Meetings 111 $2,970.00 $1,188.00
Opportunity to CW Opportunities 333 $3,960.00 $1,584.00
cw 100 $33,000.00 $13,200.00
ARR Total $10,000,000.00

CAC $0.33 << §% spent/ $1 eamed

Using this sheet: Adjust numbers in = ARR/Deal $100,000.00 << ARR per deal
the green highlighted areas to see Marketing spend  $3,300,000.00
how you should (loosely) plan your Headcount spend  $1,320,000.00 40%
marketing budget. Tech spend $330,000.00 10%
Program spend $1,320,000.00 40%
Brand spend $1,000,000.00 10%
100% << SHOULD = 100%



https://docs.google.com/spreadsheets/d/1Xt6__GfhmJLMNfIVxW5JGtxyXPTSL_MiRgzIhRpbf60/edit?usp=sharing

The tech B
System




My go-to go-to-market tech stack
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Build your website

—

The Loop Control i TS <8l Loop.com

Built from scratch in 3 months

Central to our digital scalability

Could not have been done without team trust

e First >45 day CW deal. (mo - 1 YR avg)
kit o +50% - Total sessions (YoY)
e +75% - Organic session (YoY)

IN 25
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Set up the tracking

ALL | MKTG | ICP MQLs Created ©

Aftribution Lead Source

Marketing: Other 2

Attribution Lead Sub-Sour:

Other Campaigns;noram-fy25-q2-white-paper

Attribution MQL Source

Marketing: Other

Attribution MQL Sub-Source

Live Web

(Distinct count) Record 1D - Contacts

Attribution Meeting Source
Marketing: Social

Attribution Meeting Sub-Source

.

Live Web Date entered "Marketing Qualified Lead (Lifecycle Stage Pipeline)” - Quarterly
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re3 =z slack

Set up the automated comms

HubSpot ArP 4:52 AM . Gong APP 2:.01 PM
NEW FIRST TIME MEETING ALERT!!! \.Ca“With
Contact Owner: Kaylin Roberts

SDR Owner: Kaylin Roberts Loop.com: Lucas Zender

/'0’7u SIO

::. 9}. & ﬁ 8 replies Lastreply 2

10:28

we'll talk a lot more about this, but it's because we believe that with modern
I technology, you can automate the audit portion as well as the payments,
u po APP A . : W .

New Asset Engagement things like GL coding and accruals and cost allocations much better than the
form-submission-name: TOFU | Case Study | Clemens | Download | incumbent traditional freight audit providers that are doing this with humans
Asset Engagement . .

and services in the

View contact in HubSpot Summarize contact with Copllot

IN 25
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Core systems check

R 11
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The
founder’s
perspective

Anchor your growth engine in the initial
truth of why the company exists and the
problem it set out to solve.

Three key questions to answer
e Why this solution?

e Why now vs another time?
e Why us vs someone else?




Zero to pipeline | Narrative

Leaqt
CONS
\Wield

Talk to customers (if available)
Talk to internal SMEs

Ask for intros / send messages
Observe buyer behaviors

Never assume - validate!
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Market entry type

/

Category creation

Introducing something completely
new.

Focus: Category definition, problem
education, language creation, trust
building

Disruptive innovation

Existing category but changing the
game.

Focus: Differentiation narrative,
category contrast, proof over
promise
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Core narrative check

v/ Market entry

v/ Buyer’s world




Market
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MVP assets

@ ¢ 6 0 ¢

Core Website & Sales Demo Cute
messaging digital collateral experience swag
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Invest
thoughttully

Know what you’re optimizing for
Have a kill switch / alternate plan
Investments should multitask



“The only unitasker in
my kitchen is the fire
extinguisher.”

- Alton Brown, Chef
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01 Live events

Market, persona, product, and pitch
feedback - live and immediate.
And build pipeline.

The best

multi-tasking
channels
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The best 02  SDRs
. . Land persona, pitch, messaging,
Mu |T| ‘TO Sk| ﬂg market research and key value drivers.

channels And build pipeline.
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The best

multi-tasking
channels

03  Paid media

Brand awareness, market research,
demand capture, meeting booking.
And build pipeline.
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Quick tips:
Events

Smallest $$ for lead list
Invest in ancillary event activations
Speaking spot if affordable

NEGOTIATE

TV, banner, table, assets - that’s it.

Goal $/0pp - $10,000
Actual $/0pp - $7,500
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Quick tips:
SDRs

Reports to marketing
Start with 1, generalist, self starter
Invest in a power dialer

Let them test / iterate

Goal $/Meeting - $3,000
Actual $/Meeting - $1,400

Goal $/0pp - $10,000
Actual $/0pp - $7,750



. . LOOP T
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Fuel sucharge FLETS TS

o ° F;'éight bill audit
and pay o
Quick tips: adpay 7T T
" 1 software
Paid media

Meeting booking from search

Use conversational ads for market research P o

CPL is meaningless without movement

Watch spend like a haw

Audit automation

2 (2 & U
Goal $/Meeting - $3,000 Oncmes dein S e ;w”m: :“"""
Actual $/Meeting - $900
Goal $/0pp - $10,000
Actual $/0pp - $5,700 = | |
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Marketing: Field

(Distinct count) Record ID - Deals

Q1 2025

@ Marketing: Organic/Direct/Referral Marketing: Paid Marketing: Social

Q2 2025 Q3 2025 Q4 2025 Q12026
Earliest non-discovery date - Quarterly

» Outbound: BDR

Q22026

Q3 2026
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Market check

v Market v Performance v Movement
response against goals between stages




Advocate
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Customer
advocacy fuels
the engine.

Customer
proof

More
customers

Growth

engine

+Deal
velocity &
volume
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3 crucial starting
points

Offer pricing incentives

Customer logo usage and case study
creation for lower price.

Deliver value - FAST

Ensure the onboarding is seamless, and
value is found quickly.

Build champions

Dedicate $$, time, resources to
customer appreciation.



Great read UN -.
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Take care of your customers and o
they will take care of you.

Supply Chain Now
. ®

Legacy supply chain software is dead. Al-powered digital twins are taking over—
and they're not just for Fortune 5008 anymore.

s n e

Previously live Chale N0/ DonOTed $200 TO a I’eef reSTOrGTIOn fund
Democratizing Digital Twins as a thank you.
for the Supply Chain

Lo dosize A ol OH my! | am so honored and your donation is amazing!! Thank you so
With Sy Chate Now host Scott W. Leton much for your thoughtfulness.

And thank you for the kind words. | am glad | was able to do well for
Loop and Supply Chain Now.

Democratizing Digital Twins for the Supply Chain
W Leked

€O You and 27 others
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Take care of your customers and
they will take care of you.

503 CASE STUDY: Loop + Kendra Scott: Optimizing Parcel Spend x
through Al, Data & Partnership

September 9, 2025 1100 AM-TES0 AM CT

Matt McKinney

Loop

"In the short time we’ve been working with
Loop, I've personally experienced more
meaningful contributions from you and the
team than I ever did with our previous
partner.

We really appreciate your diligent
partnership and are thankful to have you

on our team!!”

Kendra Scoftt
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Advocacy check

v/ Partner with your v/ LISTEN to your / Advocq’re 2L? W
they will advocate
CSM team customers
for you
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Scale
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PP | o1 You’ve identified the channels,

personas, and plays that consistently
drive pipeline and closed-won revenue.
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o1

You’ve identified the channels,
personas, and plays that consistently
drive pipeline and closed-won revenue.

You know what stories are resonating,
what should be expanded on, and what
should be shelved.
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You’ve identified the channels,
personas, and plays that consistently
drive pipeline and closed-won revenue.

You know what stories are resonating,
what should be expanded on, and what
should be shelved.

You have happy customers willing to
share their wins on your behalf.
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Scale the playbook

v/ Ask for more $$

v~ Double down
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Do a full engine check

v System

v Narrative

v Market




Please Rate My Session

We hope you enjoyed today’s session.
Please head to the INBOUND mobile
app to provide your feedback.

Thank you! ‘




INBOUND

Thank You!




Please Rate My Session

We hope you enjoyed today’s session.
Please head to the INBOUND mobile app
to provide your feedback.

Thank you!




