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Welcome & 
Future of 
Pavilion
Sam Jacobs, CEO & Founder



● The average tenure of a C-suite executive is 18 months
● Executives are the foundation of a company’s success
● We are here to help go-to-market leaders achieve their 

professional potential
● Now more than ever we must band together to navigate 

this uncertain environment



Learn



10 On-Demand courses now available
● CRO School
● CMO School
● Enterprise GTM School
● Executive Compensation & 

Negotiation
● Creating & Implementing a 

Sales Playbook that Sticks

● Forecasting
● Intro to RevOps
● MEDDIC for Sellers
● Product Marketing 

Fundamentals
● SaaS Metric Fundamentals
● The Role of a Leader



Partnerships



Access to the best

Leadership Education Analysts

Revenue Generation Investors



Community & 
Connection



● 2023 Flagship Events: 
○ CRO Summit in London in June
○ GTM2023 in Nashville in October

● Salon Dinners:
○ More events are in the works thanks to our partnership 

with Voray
● Host your own PavilionX event
● Bringing Chapters back: AMA Thursday, May 18th at 9:30 ET





● We’re here to support you and help you thrive
● Share your best insights on LinkedIn using our 

hashtag #ElevateRKO to receive 2 free tickets to 
GTM2023

● Today only, join or renew for 2 years and get 35% off 
your Annual Membership plus 1 ticket to GTM2023



Jacco van 
der Kooij
CEO & Founder, 
Winning By Design

Sam
Jacobs
Founder & CEO
Pavilion

Fireside
Chat
Sweet Spot in the Eye of the 
Storm: 
Driving Sustainable Growth 
in B2B SaaS



The in the of the 

Re-KO Pavilion, May 4, 2023
Jacco van der Kooij

Founder, Winning by Design



At WbD we Delve into the Latest 

Trends and Design Strategies that 

Shape the Future of Recurring Revenue.

• Founded in 2012.

• With a focus on B2B, Recurring Revenue, and GTM.

• Consulting: Science, Data, and Design.

• Training: Process, Passion, and Practical Expertise.

• 600+ Customers, 50+ Hyper Growth.

“
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S I T U A T I O N S T R A T E G Y A C T I O N 



S I T U A T I O N W H A T   Y O U   W I L L   L E A R N

What is GTM 🙏

Role of GTM 👍

The Problem 🤯

The Solution 😲



Customer 
Success

Sales
Marketing

W H A T   I S   G T M ?



Create Revenue Growth

Improve Customer Outcomes

Lower the Cost

Do More

Do Better

Do it Cheaper.

W H A T   I S   T H E   R O L E   O F   G T M ?



T H E   P R O B L E M



C A U S A T I O N

To increase growth rate 
companies need sprints 
over a period of time.

Growth at a high cost 
due to inefficient use of 
various GTM motions.  
To lower the cost you 
need an operating model

Growth Rate



S I T U A T I O N W H A T   Y O U   H A V E   L E A R N E D

GTM = Marketing + Sales + Customer Success.

Role of GTM:     Growth,     Quality, and     Cost

The problem: Growth, Quality, and     Cost

To solve this we need to change!



S I T U A T I O N S T R A T E G Y A C T I O N 



The Protagonist of the Next Decade is GTM

Where it all went Awry: The Lack of an Operating Model

How do we Fix this?

Imperative for Growth.

S T R A T E G Y W H A T   Y O U   W I L L   L E A R N



Sa
aS

Go To Market

Recurring Revenue

Cloud

Software as a Service

T H E   P R O T A G O N I S T

For the past decade, we primarily thought 

of SaaS and Cloud as the key pieces of 

software as a service (SaaS). But in reality, 

there are two other fundamental pieces 

vital to a healthy SaaS solution: 

1) recurring revenue as the financial model,

and

2) The high-velocity, technology-aided go-

to-market (GTM) motions



Revenue Layer1

Data Layer2

Mathematical Layer3

Operating Layer4

Growth Layer5

GTM Layer6

Recurring Revenue

Cloud

Software as a Service

Go To Market

When we double-click on the 

go-to-market (GTM) motion, we 

can see that it can be divided 

into individual functions that 

layer on top of each other and 

interact with each other. By 

understanding how each layer 

works we can develop a highly 

effective and efficient GTM 

motion.



Data Layer2

Pay Upfront No cure. No Pay

Subscription

ConsumptionOwnership

1:3
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Revenue Layer1

Mathematical Layer3

GTM Layer6

Growth Layer

Operating Layer4

5

Most recurring revenue businesses are not leveraging the 
high performance growth engine of SaaS correctly as they 
are based on the fundamentals of a perpetual growth 
engine, which is based on a very different approach. 



Data Layer2

• Acquisition focused

• Linear Mindset

• Need for More

• Churn (Don’t Lose)

• NPS Score (Me Tour)

Revenue Layer1

Mathematical Layer3

GTM Layer6

Growth Layer

Operating Layer4

5

Many SaaS businesses use the Marketing and Sales funnel to report 
progress. The recurring revenue takes place outside the purview of 
the funnel and as a result this provides an incomplete picture, 
resulting in the wrong actions. 



ACQUISITION EXPANSION

The Bowtie
Covers the entire customer journey, most 

importantly where the recurring revenue occurs. 

M1 M2 M3 M4 M5 M6 M7 M8

C1 C2 C3 C5 C6 C7C4Data Layer2

Revenue Layer1

Mathematical Layer3

GTM Layer6

Growth Layer

Operating Layer4

5



$I

Recurring Revenue 

is the result of 

Recurring Impact.

Data Layer2

Revenue Layer1

Mathematical Layer3

GTM Layer6

Growth Layer

Operating Layer4

5
ACQUISITION EXPANSION

The Bowtie

This shows the recurring 
revenue is based on a new 
growth principle, where 
growth comes from both 
Acquisition AND Expansion.



Realtime Data
You can go to www.benchsights.com/wbd and get access to real-
time data.  You can compare yourself (anonymously) against peers 
in the industry

Data Layer2

Revenue Layer1

Mathematical Layer3

GTM Layer6

Growth Layer

Operating Layer4

5

http://www.benchsights.com/wbd


Compound 
relationship
Repeats itself over time.

function (time)

Mathematical Layer3

Revenue Layer

Data Layer

1

2

GTM Layer6

Growth Layer

Operating Layer4

5

Exponential 
relationship.
High repetition

function (frequency)

Different Mathematical Domains
Acquisition and Expansion work very differently, this explains why 
acquisition sales people can cause so much damage when used for
expansion, but also why you need to design growth. You can no longer 
expect to just burn money until you figure it out. 



VOLUME VOLUME

FASTER LONGER

Mathematical Layer3

GTM Layer6

Growth Layer

Operating Layer4

5

Data Layer2

Revenue Layer1 Both acquisition and expansion tap into different reservoirs.  
Acquisition taps into leads, and Expansion into customers. Both 
have conversion rates.  In Acquisition we want it to go faster, while
in Expansion we want the customer to stay longer.
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There are various GTM models that can 
be use to achieve growth at different cost 
structures. Historically SaaS leveraged the 
high velocity motion created by the 
SDR/AE combo.  
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But this has changed. Today we see a bifurcation in the 
market between PLG on the low-and and Enterprise motion 
on the high end.  Subsequently both are pestered with 
setbacks in churn and win-rate causing a rise in cost.



ScaleUp

GrownUp

Enterprise

A
RR

StartUp
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There are four stages of growth. 
Each stage has its own unique 
characteristics, and succeeding 
in one does not mean you will
succeed in the next.



Operating Layer4

Mathematical Layer3

Data Layer2

Revenue Layer1
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Startups use 1-2 GTM 
motions to grow to 
$10M in ARR.



Operating Layer4

Mathematical Layer3

Data Layer2

Revenue Layer1

A
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ScaleUp

GrownUp

GTM

Growth Layer5

GTM Layer6

StartUp

1 2

TIME

ScaleUps use 5 to 7 
GTM motions to 
grow to  $1B in ARR



Operating Layer4

Mathematical Layer3

Data Layer2

Revenue Layer1

Growth Layer5

GTM Layer6

All these motions are supported by different tools, means 
and methods creating chaos. Trying to “change the volume 
of leads” you have no idea which “campaign to use.



Growth Layer5

GTM Layer6

Mathematical Layer3

Data Layer2

Revenue Layer1

Operating Layer4 What is that?
So we spoke about all the different layers….  And we know we made 
a few oopsies in the blue layers, but we can fix those.
We also know that the pink layers are messy and chaotic creating lots 
of inefficiencies as there is a widespread use of tools, means and 
methods for each GTM motion, and that there are 3-7 GTM motions. 
Furthermore with each change of leadership (about every 17-18 
months), we get yet another method, another tool etc. What is 
missing is the layer that suppose to fix all this.



Operating Layer4

Mathematical Layer3

Revenue Layer1

GTM Layer6

Growth Layer5

ACQUISITION EXPANSION

Data Layer2
What is missing is the Operating Layer. This layer connects all 
functions, departments, roles, people etc.   It allows for different 
means and methods to interface with each other.  Historically 
tool vendors have had no interest to contribute to this operating 
model, as most tool vendors want to dominate.



Operating Layer4

Mathematical Layer3

Revenue Layer1

GTM Layer6

Growth Layer5

ACQUISITION EXPANSION

Data Layer2
Since no one really is responsible for making the entire system 
work as a whole, we are believed to think that the departments 
work fairly well with each other. I mean there are debates and 
political games.. But most of it is hidden from the customer, they 
only experience a little bit of mis-alignment. 
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CUSTOMER JOURNEY

Ineffective &
Inefficient

Operating Layer4

Growth Layer5

Mathematical Layer3

Data Layer2

Revenue Layer1

6 GTM Layer ACQUISITION EXPANSION

However, what we have found is that in reality it is a chaotic experience 
for a customer who is exposed to many different people each with a 
different goal, approaches etc. And that achieving 6-7 years of recurring 
revenue requires perseverance of a customer.



THE _______ WAY
• Uniform Methodology 

• Standardized Data

• Common Language

Operating Layer4

Growth Layer5

Mathematical Layer3

Data Layer2

Revenue Layer1

6 GTM Layer ACQUISITION EXPANSION

Companies need to start establishing 
their own operating model around 
$10M. The subsequent funding will
lead to 2-10x of people that will 
demand for it.

Your 
company



The next years will be all about GTM. 

GTM works along six models, layered on top of each other.

Companies are Revenue Factories.

They lack a Uniform Operating Model, The <...> Way.

S T R A T E G Y W H A T   Y O U   L E A R N E D



S I T U A T I O N S T R A T E G Y A C T I O N 



Biggest & Quickest Gain.

How to Achieve Impact.

What Actions Cause the Quickest Impact.

How to make each action stick.

A C T I O N W H A T   Y O U   W I L L   L E A R N



EBR

NPS

Sell more to 
customers

(CSM-2-Sell)

Overcome 
Indecision

(Sales cycle) 

Uncover 
Impact

(Discovery)

Manage 
Discount

(Price)

Arrest
Churn

Decision 
Process

(win rate)

Target
the right 

prospects
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$10,000

$15,400

$18,326

The IMPACTUncover
Over 2/3 of the performers are
unable to correctly diagnose what 
a customer wants to achieve with 
the product you sell. Those who 
do gain 54% more revenue out of 
the same amount of opportunities.

The superstars who are able to 
navigate the decision process, 
gain an additional 19% in revenue, 
and have a 10% higher win-rate.  

You should focus on improving 
the 68%. 28% of these are non-
performers (fire/lower cost) the 
remaining can be trained-up.



Making it stick.

Customize Training Coach Coach Coach Coach

Reduce to one skill

The IMPACT SPRINT®
You train up your non-performers not based on 8 hours 
on a series of skills completed with certification, but 
rather focus 1 skill and apply it in the field until they 
proven they can master this.



The IMPACT SPRINT®

Compound Impact

1 Skill per quarter

Do 1 skill per quarter, every quarter and the effects compound.



• Indecision-JOLT™ +10% WR

• Decision Complexity +10% WR

• Discounting 45% è 17% ACV

• Diagnose +54% ACV

• Lead Conversion 9% è 23% CR

The IMPACT SPRINT®
Some of the gains we have seen from various Sprints

These effects compound in multiple dimensions 
with each other leading to a near instant 
increase in growth rate.  This accelerates over 
time as you implement more and more specific 
skills.  

We recommend you start with a simple skill
(discounting), and gradually increase the 
complexity. 

Some of these skills may be accompanied by a
SPIFF program to accelerate adoption among 
the contributors.

Note: Most of these skills can be applied to 
both acquisition as well as expansion teams.



W H A T   Y O U   H A V E   L E A R N E DA C T I O N

Use of Sprints.

Train One Skill per Quarter.

Coach to make it Stick.

Rinse and Repeat.



S I T U A T I O N S T R A T E G Y A C T I O N 



The <..> Way

S I T U A T I O N

S T R A T E G Y

A C T I O N 

Impact Sprints®

“Sweet Spot in the Eye of the Storm” or 
the HBR Article “The Rebirth of SaaS.”

Raise Awareness by sharing articles with your execs, board etc.

Start building your own Operating Model >$10M in ARR

For quick impact on growth focus one 1 skill at a time 





Pablo 
Dominguez
Operating Partner,
Sales & Customer Success
Insight Partners

Do The Right Thing: Master the Art of the 
Tradeoff to Unlock Growth



GTM Summit
Oct 10-12
Nashville



Minted Unicorns



<2%



<0.5%



CAC Payback FCF Margin Bookings/Ramped 
Rep

Lagging indicators



Sales Cycles Avg Deal Size Pipeline creation

Leading indicators



Key Outcome: getting alignment and being laser focused on what will help 
drive growth and make tough choices on what NOT to do

Rolling out 
multiple products

Going into new 
regions or markets

Deploying 
different resources

The dilemma of driving 
sustainable growth



“The essence of strategy is choosing 
what not to do.”

— Michael Porter
Author, Competitive Advantage

Re-evaluate your Strategy





Focus on Driving Value for 
your Customer

How: 
Understand what jobs a customer is 
trying to do, and does your product, 
your marketing, and your sales/post 
sales efforts align to drive maximum 
value?
(ICP and Persona work)

Outcomes: 
Improvement in Win rates and NRR



Customers only want to pay 
for Value-Add work

Overproduction

Overprocessing

Conveyance

Inventory

Motion

Waiting

Defects/Rework



“There is nothing 
so useless as doing 

efficiently that 
which should not be 

done at all.” 

Peter Drucker



Jason
Lemkin
Founder, Enthusiast & VC
SaaStr

Sam
Jacobs
Founder & CEO
Pavilion

Fireside
Chat
Tech Recession, Valuations, 
and the Outlook for SaaS 
Heading into 2H ‘23



Key Takeaways
● We will get some lift from “lapping tougher times” and closing better customers; in a year, 

this will help us see an NRR boost

● There is no easy answer for startups that are not growing

● Sales motion was not remotely efficient in 2021 and we have to get back to fundamentals

● Biggest worry in board meetings – PLG. Companies are using this as a strategy when they 
don’t really understand it

● The magic of communities is connecting the best of today with the best of tomorrow



May
Habib
CEO & Co-Founder
Writer

Sam
Jacobs
Founder & CEO
Pavilion

Fireside
Chat
How GTM Teams Are Building 
Pipeline with AI 



Key Takeaways
● Nobody wants to be left behind. The C-suite is asking “Can we be more efficient/better 

than our competitors in the adoption of AI?”

● A few use cases for AI:
● Driving pipeline, in terms of personalization and verticalization
● Creating bespoke funnels with smaller teams
● Creating structured pages for top of funnel content

● AI adoption starts with leadership – tone must be set from the top down



Sangram 
Vajre
CEO & Co-Founder
GTM Partners

The New ROI Framework: 5 Types of ROI to 
Help You Make 2023 Revenue Goals



© 2023 Go To Market Partners, LLC. All rights reserved.

The ROI Challenge

1. We have a clear ROI story

2. We need help

3. We know it, but can’t 
prove it

60% of companies 
polled struggle to 

articulate 
and prove ROI.
Proving ROI is CRITICAL 

for revenue growth.

© 2023 Go To Market Partners, LLC. All rights reserved.



© 2023 Go To Market Partners, LLC. All rights reserved.

Do you 
have an 
ROI 
problem? 

gtmonday.substack.com



© 2023 Go To Market Partners, LLC. All rights reserved.

ROI Categories Description Measurement

Attributable
Clearly show the link between variable 
investment and the revenue that 
results.  More invested = more 
revenue

Revenue: Pipeline, ARR, NRR

Transformation 
Your solution will help companies 
transform - modernize, expand, 
become more efficient. 

Dependent on the project but 
typically also revenue or cost 
savings.

Efficiency
Clearly show the link between the 
implementation and a reduction in 
costs or an increase in productivity.

Lower costs, fewer people, work 
faster.

Trick: Does it move a needle enough.

Necessity
Your solution is a table stakes type of 
technology that companies need to run 
their business. 

Ease of use, price-to-value, service, 
support, & functionality.

Indirect
Solution improves part of a business 
process, but you cannot explicitly tie 
revenue or efficiency improvements to 
your solution. 

Typically a factor of influence without 
direct attribution or improvement.

The 5 types of ROI by GTM Partners - ©Go To Market Partners, LLC. All rights reserved.

gtmonday.substack.com

What is 
the ROI 
story for 
your 
solution?



Attribution

Efficiency Necessity

Transformational

Indirect

Extrinsic ROI Intrinsic 
ROI
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The ROI Framework: Proving Your Value

gtmonday.substack.com
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© 2023 Go To Market Partners, LLC. All rights reserved.

Here’s a new way
GTM Operating System

Thank you!
Subscribe to GTM Monday 
for weekly data-based 
advice, and download the 
full ROI Report

@sangramvajre



Gal Aga
Co-Founder & CEO 
Aligned

The Ultimate Skill Sales Reps Need to 
Close More Deals in a Down Economy



‘Yesterday’
GROWTH AT ALL COST

YOU ARE ASKED TO DO MORE WITH LESS

‘Today’
EFFICIENT GROWTH



YET MOST ARE STILL STRUGGLING…

Influencing is harder given budget scrutiny 

More SHs involved; Especially CFOs & CEOs

More complexity to control; Hesitance

Trusting our ‘gut’; Blind to 95% of b.journey

Over 50% missed Q1.
Sales is hard now.



What if we're tackling 
this the wrong way?



Sales is hard. BUYING is harder.

The modern B2B buying journey



BUYERS do most of the work
(without the sellers)

The modern B2B buying journey

Live Vendor 
Demos

Info Needed 
from Sellers



Buyer complexity = Lost revenue

The modern B2B buying journey

77% say buying is complex

43% prefer to self-serve

Ease of purchase = 3x ACV



Make Buying Easy
Close more deals, faster

Easy for Champions to promote internally

Easy for Buying Committees to self-serve

Easy to Navigate the buying process

Easy with Buyer Insights driven selling 

How it looks like How it should look like



‘Yesterday’
SALES ENABLEMENT

Training, tools, & processes that make it EASY FOR SELLERS TO SELL

TIME TO DO WHAT TOP-SELLERS HAVE BEEN DOING FOR YEARS

‘Today’
BUYER ENABLEMENT

Training, tools, & processes that make it EASY FOR BUYERS TO BUY



Easy to promote internally and self-serve

Seller-focused tools:

● Scripts, decks, cheat sheets, etc.

Buyer-focused tools:

● Custom Decks

● Biz Case & Proposal templates

● Buying Calculators (ROI, TCO, Cost)

● Demo Experience tools

● Video Selling tools

● Digital Sales Rooms

Focus on your buyer’s toolbox



Deel Case Study:

● HR tech, $1M-$100M in 18mo

● Heavy education, content sharing

● 100s of emails deals are the norm

Easy to promote internally and self-serve

Results:

● Increase competitive deals wins

● 30% reduction in sales cycle

Example: Digital Sales Rooms



Easy to Navigate the buying process

● Visibility & accountability

● Minimizes dragging & surprises

● Maintain a smooth process

● Puts you in a ‘project mode’

Results:

● 23% reduction in sales cycle

● 15% increase in win rates

Example: Mutual Action Plans



Easy with Buyer Insights driven selling 
Drive the right buyer enablement

● Leverage buyer data to understand 

Pain, interests, objections, etc.

● Build a better biz case

● Deliver a tailored buying experience

● Use buyer Intelligence tools



Easy with Buyer Insights driven selling 

● Uncover buyer blind spots

● Identify risks & intent

● Drive more relevant actions and 

buying experiences

● Improve forecast accuracy

● No more shooting in the dark

Example: Async Buyer Intelligence



Stop selling.
Make it EASY for BUYERS to buy.



Get to revenue faster by collaborating effectively with buyers

Questions?



Andy
Byrne
CEO
Clari

Sam
Jacobs
Founder & CEO
Pavilion

Fireside
Chat
Optimizing Your 
Time to Revenue



Key Takeaways
● This market is different from previous downturns – back then, it was all about cost cutting; 

now, it’s a blend of being prudent on costs but also driving the top line

● Revenue leak is revenue that a company has earned but has yet to capture — up to 15% 
of a company’s revenue is lost every year to leakage

● To reduce leakage, you need to shrink time to revenue

● Executives need to ask themselves “Do we have the right tech stack to run our revenue 
process?”



Fireside
Chat
Fueling Growth with 
Product-Led Sales

Thomas 
Schiavone 
CEO & Co-Founder
Calixa

Laura
Guerra
VP Growth
Pavilion



Key Takeaways
● It’s not just about the first sale, it’s about subsequent sales in PLG

● Don’t let trends sway you. Be honest about how your product works. You can’t do PLG in a 
vacuum and you can’t force a fit if it isn’t there

● Sales motion was not remotely efficient in 2021 and we have to get back to fundamentals

● In PLG, sellers needs to shift their mindset from ABC (always be closing) to ABH (always be 
helping)



Andrea 
Kayal
CRO
Teampay

Boardroom Metrics that Matter



15 Years in B2B SaaS

$6-$22mm $7-$23mm $35-42mm $8-50mm

CMO to CRO

Board and Advisory Roles



I am a compassionate, but 
competitive human:)



What I hope you get 
out of this session

● Perspective. I am absolutely not the 
authority here

● Practicality. These are examples of board 
slides that have been a hit

● Efficiency. It shows up on nearly every slide



Executive Summary



Marketing – State of the Business

Lowlights
● AE opportunity volume attainment below plan:

○ Digital Inbound: 98% attainment in 1H, but 74% in June
■ “Incorrect decision maker/ unable to contact” lead status 

increased by 50% & “Not a fit” by 13% in Q2
■ Inbound set rate declined (moved OB off IB older leads to 

cold leads)
○ Outbound: 38% attainment due to 0 OB SDRs in May
○ Channel: 27% attainment due to re-org of this route-to-market

● Web conversion rates: decreased 30 basis points vs. Q1, which is in line 
with what we’d expect since we know incremental, non-branded 
traffic doesn’t convert as well as branded traffic

Forward-Looking Priorities
● Increase IB Rep Productivity

○ Increase number of dials on previous month IB leads
● Increase workable AQLs

○ Increase site conversions (navigation, A/B tests
○ Activate James Beard Foundation partnership
○ Send 1-terminals to AE1s
○ Hire SEO Agency
○ Activate influencers
○ Deploy interactive tools like Marketing Grader (drove 60 leads from free 

referrals), next up Business Plan Generator
● Improve Outbound

○ Realign staff schedule to time of day
○ Run a regional integrated marketing playbook

   

Digital Inbound Metrics

62

Highlights

● US Organic Session: Up 117% YOY, 7% QoQ, and 109% of goal
● Total AQLs: Up 37% YOY, Flat QoQ, and 116% of AOP goal
● Hold Rate: 108% above goal
● New pitch deck:  AE win rate improved by 2 points, to 28% 
● Reviews: Increases ratings by 14%, over 70 positive reviews 

generated. Partnered with Capterra to produce 3rd party average 
user rating

● Customer marketing: drove 20 new customer referrals via email  
and $40k in primary AM pipeline. Average CTO is 13%

● Product Marketing: Tableside drove 180 won deals: 128 Upsell, 35 
New, 5 Cross, 7 Other  

● Partner Marketing: Launched Allbound, Partner Playbook and 
generated 175 new signed partners, 54 Opps, 7 Deals Notes:

● Digital inbound: Accounts for 57% new logo bookings  target
● Outbound: Accounts for 5% of X new logo  bookings target
● Partner: Accounts for 37% of new logo booking target

https://upserve.com/restaurant-marketing-grader/


Revenue Performance



$7.44M
$7.22MSoftware

Payments

Revenue Waterfall
Where did you start and where did you land?



Burn Multiple (David Sacks)
For each dollar spent on growth, one dollar in net new ARR is generated. You want this to be low.

Source: https://www.wallstreetprep.com/knowledge/burn-multiple/

Burn Multiple = Net Burn/Net New ARR

● Net Burn = Cash Revenue – Cash 

Operating Expenses

● Net New ARR = New ARR + Expansion ARR 

– Churned ARR



Pipeline Performance



Pipeline Performance
Pipeline has grown significantly YOY, more than tripling from Q1 2022 to Q1 2023 with a strong pipeline of our 
larger segments

$5.3M



Marketing 
Performance



Marketing Cost Efficiency
While pipeline has more than tripled YoY, cost per Opp has decreased by 90%



Marketing Funnel Efficiency
Marketing is beginning to drive consistency between stage conversion rates QoQ by investing in channels that are reliable/efficient. 

To note: Q1’22 is baseline for conversion metrics QoQ; Closed-Won is time adjusted by one Q, Q1’23 Closed-Won to convert in Q2’23.



Q1 Marketing Channel Performance

MQL Goal MQL Actual MQL Pacing SQL Goal SQL Actual SQL Pacing Opp Goal Opp Actual Opp Pacing

Owned (DB Email) 77 53 69% 46 50 109% 24 32 133%

Sponsored 
Content 43 43 105% 26 24 92% 13 18 138%

Paid Review Sites 19 11 100% 12 9 0 6 6 100%

Chat/Website 
(Direct) 22 60 273% 13 13 100% 7 9 129%

Organic & 
Non-Brand SEO 25 14 56% 8 2 25% 3 1 33%

Paid Search 80 119 149% 49 12 41% 25 8 56%

Paid Social 23 55 239% 14 23 164% 7 9 129%

Total 289 355 124% 168 133 81% 85 83 122%

Solid performance across all channels with the exception of Organic and non-brand 
SEO. Reductions to the team had an impact on performance. 



Website Performance

October 2022 November 2022 December 2022 January 2023 February 2023 March 2023 (QTD)

All Visitors 22,605 18,394 10,885 20,647 18,205 15,152

All US Visitors 18,232 8,165 7,800 15,713 13,695 11,179

All US Visitors Excluding Login 17,594 13,505 12,643 14,667 12,666 10,792

MQLs that have converted on 
site (all sources) 40 43 96 115 85 120

MQLs/ All US Visitors Excluding 
Login - Conversion 0.23% 0.32% 0.76% 0.78% 0.67% 1.11%

SQLs that have converted on 
site (all sources) 40 25 58 56 19 24

SQLs/ All US Visitors Excluding 
Login - Conversion 0.23% 0.19% 0.46% 0.38% 0.15% 0.22%

Q1 2022 Q2 2022 Q3 2022 Q4 2022 Q1 2023

All Visitors 67,982 58,259 (-14%) 55,153 (-5%) 51,884 (-5.9%) 54,004 (+3.9%)

Despite cutting 100% of solely brand awareness spend and placing it into Direct Response 
campaigns, we have seen an increase in website sessions from Q422 to Q123.



Q1 Prospect Marketing Campaigns

Industry Newsletters Teampay’s Curated Email Database Paid Search & Paid Social

Use reputable industry 
publications to engage ICP 

with direct response 
promotions.

Use nurture and outbound 
marketing tactics to drive 

engagement from Teampay’s 
curated email database of 

finance leaders.

Convert high intent accounts 
with paid search and social.

MQLs Generated: 45
SQL -> Opp Conversion: 65%

 CPO: $4,000

MQLs Generated: 62
SQL -> Opp Conversion: 63%

CPO: $282

MQLs Generated: 145
SQL -> Opp Conversion: 48%

CPO: $6,400



Sales Performance



Sales Performance

Q4 2022 Q1 2023 QoQ Change (%)

New Logos Won 150%

New ARR Won 51%

Average SaaS ACV - 38%

Average Monthly Spend - 32%

Average Deal Cycle 4.8%

Win Rate 47%

Average Discount TBD

We grew our logos, revenue, win rate, sales cycle and decreased sales cycle, but we have 
more work to do to optimize further



CS Performance



Customer Success Performance

Q4 2022 Q1 2023 QoQ Change

SaaS GRR 8%

SaaS NDR -14%

Payments GRR -17%

Average Customer 
Spend

-19%

Average Upsell 15%

Average renewal 
increase

-785%

Upsells and renewals increased QoQ, but a declining spend has a large impact on revenue



Akansha 
Aggarwal
Sr Director, Americas GTM 
Strategy and Operations 
NetAPP 

Driving Revenue with Strategic Planning 
and Cross-Functional Alignment



Ops Excellence to Revenue 
Acceleration

Cross-Functional 
Connectivity and 

Alignment

Operational 
Excellence

Strategic Thinking• Drives Productivity
• Drives good business 

data

1

3

• Look around the corners; 
plan ahead

• Use data to drive 
predictable analytics- 
customer risk/customer 
propensity

• Integrated Pipeline Management
• Cross-functional KPIs aligned to 

business outcomes



Core Competencies
SALES OPS BUSINESS PERFORMANCE

• Establishing and Leading the ‘rhythm of business’ 
mechanisms at the Geo level including forecasting, deal 
review, MBR and QBR. 

• Support the rhythm of the business (forecasting, reviews) at 
an Area Level with data and tools

• Provide Insights and recommend actions for the business in 
a scalable manner around KPIs- linearity, pipeline 
management etc.

• Voice of the customer/Business partner to WW Analytics for 
reporting dashboards & tools

STRATEGIC PLANNING

PROGRAM MANAGEMENT & FIELD ENABLEMENT

• Strategic annual planning
• Connected Account Planning
• Scaling function of land what's build in Strategy with 

the field

• Identifying and analyzing market opportunity and driving 
cross-functional initiatives to drive the next $XB for the 
business

• Defining and landing pilots to support business priorities 
laid down as part of strategic planning. Longer term thinking

• Identify process/projects that need streamlining and liaison with WW Ops to execute to drive field productivity
• Responsible for managing the field enablement content and charter coming from across org; measure success with implementation
• Responsible for identifying enablement needs from the field and liaison with leadership in WW OPS or others

• Execute planning elements around segmentation, territory 
design, quota setting, HC planning for the Area

• Business partner to Area VPs on establish a strategic plan for the 
business

• Responsible for assessing the health of the business through 
data, insights and mechanisms within their leader’s business

• Own the rhythm of the business cadences and establishing 
mechanisms to drive goals/quota measurement

• Drive operational excellence with focus on pipeline 
management, hygiene 

GROWTH STRATEGY & INITIATIVES

O
PE
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N
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C
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G
Y

EN
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LE
M

EN
T

Need supporting Geo ops resources from Marketing, Technical and other supporting aligned 



Rabi 
Gupta
CEO & Co-Founder
Evabot

Use AI to Multi-Thread and Convert 
Stakeholders Into Champions at 10X Speed



AI for Multithreading in Sales



Enterprise buying decisions 
are rarely made alone

We are in a consensus based decision making environment

And, to make matters worse… 



6.8
decision makers are involved in every B2B purchase (CEB research)



What is multithreading?

Building relationships with >1 
engaged stakeholder in a sales 
process



What it actually 
means

1. Connecting with every decision maker on the 
buying side

2. Building rapport with each one of them at 
multiple levels (CRO to CRO etc)

3. Converting >1 stakeholders into champions



Agree?



The REAL 
problem

● Building rapport with each one of them at multiple levels (CRO to CRO etc)
● Converting >1 stakeholders into champions

● Connecting with every decision maker on the buying side



Building rapport & 
having >1 champions?

● Know them at a personal level

● Gather real time insights to 
engage personally and effectively

● Execute thoughtful touchpoints



It is hard. We tried!

● An effective sales rep is chasing ~30 deals at any given time

● # of decision makers need to be engaged = 6.8

● Total decision makers to be engaged (30 x 6.8)= 204 

● Time spent on research + personalized engagement to build 

rapport = ~30 mins/decision maker

● Time spent / month = ~13 days / rep / month 😳



We asked ChatGPT if AI can help



92

A framework to 
build rapport



93

Our History with AI and relationships



The PIN framework

Passions  → Gather their personal passions

Insights  → Find impactful events and insights around 

those passions

Nudge  → Engage frequently in a personalized way 

(both digitally and physically)



Building an AI from the ground up

E.I. chatbot for
AI Engagement

Captures upto 30+
Passion points

Personalized & AI powered
Concierge + Nudges



Real rapport example – a 
$10B enterprise



Real multithreading 
example – a Fortune 50 
company





Results: Building rapport at 10X speed

Today EvaBot AI

Avg. time to gather data on each decision maker Multiple meetings 0 min.

Avg. time to research on each decision maker 30 min. 1 min.

Time to personalize the engagement 10 min. 3 min.

Total Time Spent each month per decision maker 40 min./person 4 min./person

Total time required for 204 
decision makers

116 hrs
Or

14 working days

13 hrs
Or

1.5 working days



Thank you
For any questions or for a demo 
email me
● rabi@evabot.ai

mailto:rabi@evabot.ai


Hayes 
Davis
CEO
Gradient Works

Account Coverage in 2023:
Maximizing Impact with Dynamic Books



‘22 attainment 
was terrible.
(And Q1 didn’t get better)



Teams have shrunk.



Pipeline is down.



Time to reset.



Forget activity, focus on 
coverage instead.



Pipeline starts with 
account coverage.



The coverage challenge

SOM

SAM

TAM

Serviceable Obtainable Market
Market a company can realistically 
capture and serve given constraints.

Serviceable Addressable Market
Market a company can potentially serve, 
without considering constraints.

Total Addressable Market
The entire market, given unlimited 
resources and capabilities.

M
ar

ke
tin

g

Your CRM
Everything that’s been loaded into CRM 
over the years, intentionally or not.Sa
le

s



Unequal opportunity
Some reps can’t work all their good accounts, while others 
fight for scraps in weaker territories

Prioritization problems
Pushes the burden fully onto reps, wasting time and reducing 
the value of data investments

Execution drag
Static “patches” aren’t responsive to market conditions; many 
sales plays and experiments aren’t possible

Coverage black holes
Cumulative impact is misallocated quota capacity causing 
gaps in market coverage

Static territories make coverage harder

CRM

Not 
assigned



Resting

Review

Active Coverage
Assign accounts based on 
capacity and lifecycle stage. 
Others stay in ready pool.

Ready Working

Inbound routing, buying 
signals, account distribution

Rep disposition, 
use-it-or-lose-it retrieval

Review - Evaluate issues with 
data quality, fit, timing 

Marketing Nurture
Warm up accounts until they’re 
ready to work when rep 
capacity becomes available.

Disqualified

Resting - Pause active 
outreach, start nurture

Disqualified - Remove 
unworkable accounts

Dynamic Books model maximizes coverage



Coverage Principles
● Accounts > activity

Focus effort on the best fit, highest timing accounts; activities don’t 
become pipeline, accounts do.

● Shared responsibility
Marketing, ops and sales all play a role in proper coverage

● Continuous adjustment
Coverage must be actively managed; it’s not a once-a-year process



1. Integrate rep-level account coverage into every 1:1

2. Identify “black holes” in your market coverage

3. Inject flexibility in account assignment

3 things to do now



Not 
Assigned

✓

✓ ✓

✓ ✓

✓

✓ ✓

✓

✓ ✓ ✓ ✓

✓

✓ ✓

✓ ✓

✓ ✓ ✓

✓ ✓

✓

✓

Rep Perspective
= Account

✓ = Engaged



Market Perspective

Not 
Assigned

= Account

= Priority



Combined Perspective

Not 
Assigned

✓ ✓

✓

✓ ✓

✓

✓ ✓ ✓ ✓ ✓ ✓

✓ ✓

✓ ✓ ✓

✓ ✓

✓

✓ ✓

✓

✓ ✓

Black Hole
Distribute to reps with capacity to 
engage these accounts.

Low opportunity
Give them more priority 

accounts to work

Poor prioritization
Coach them to focus on 

better accounts

Strong coverage
Say good work! Consider 

“returns” process

Low coverage
Push for more activity; 

consider “retrievals”

= Account

= Priority

✓ = Engaged



● Build and use consistent rep-level 
coverage reports

● Ensure multi-threading with enough 
contacts and performing sufficient 
activities per account

● Validate that they’re directing their 
efforts towards priority accounts

● Evaluate enablement issues if good 
coverage but poor results

Rep Coverage Checklist



● Build coverage reports for specific 
high-priority market segments

● Look for high-priority accounts that 
aren’t currently assigned

● Evaluate individual rep coverage 
levels and messaging for priority 
accounts and consider coaching or 
revising the plan if necessary

Market Coverage Checklist



Coverage Principles
● Accounts > activity

Focus effort on the best fit, highest timing accounts; activities don’t 
become pipeline, accounts do.

● Shared responsibility
Marketing, ops and sales all play a role in proper coverage

● Continuous adjustment
Coverage must be actively managed; it’s not a once-a-year process



Thank you!
gradient.works/books



Ang  
McManamon
VP of Sales
Crunchbase

How to Keep Your Team Motivated and 
Focused Through These Difficult Times



Three areas to focus on

1. Transparency - more visibility into the business = more trust
Pink - #df285b Blue - #180a5c Purple - #7f2a97

Medium Pink - #DF285B

Dark Purple - #3e044fDark Pink - #920e32

Light Blue - #DF285B

Bright Blue - #2b1887

2. Expectations - clearly defined achievable goals

3. Money - spiff & incentives



Blue - #180a5c Purple - #7f2a97

Medium Pink - #DF285B

Dark Purple - #3e044fDark Pink - #920e32

Light Blue - #DF285B

Bright Blue - #2b1887

Expectations - 
clearly defined 
and achievable 
goals



Money - spiffs & incentives

● Early quota attainment or pacing achievement - individual and team
● Total # of deals sold (SMB / MM)
● Increased ACV or who can close the largest deal
● Team milestones (clearly defined goals) 
● Increased win rate
● Increased number of opportunities
● Highest performer
● Forecasting accuracy - closest to the pin

____________________________________________________
● $$$
● An extra day off
● A staycation for rep and partner / $1000 weekend spend
● Higher accelerator on deal payouts



Stephanie
Cox
CEO
Lumavate

Sam
Jacobs
Founder & CEO
Pavilion

Fireside
Chat
The New World of 
Revenue Generation



Key Takeaways
● Lumavate uses an account development rep model, instead of traditional AE/SDR

● Get senior talent to talk to prospects - they can make key decisions and commits that 
average reps can’t, so deals accelerate faster

● On her journey from marketing leader to CEO:
● Understands that cuts to marketing will hurt you long term
● Imagine yourself in the role and talk to someone with similar career path
● Use communities to close knowledge gaps and get diversity of thought
● CEO is biggest marketer for your brand

● Get to “no” faster



Mitch 
Warner
Managing Partner & Author
The Arbinger Institute

Leading Through Uncertainty
Developing Agile & Innovative Teams



75%
of organizations do not believe they are 
effective in developing their leaders

71%
of organizations do not believe their 
current leaders will help them navigate 
successfully into the future

Developing Leaders





We began to understand that the new circumstances 
we were facing were not just incrementally different 
from the old one in a way that could be fixed with a 
new, more intricate set of precise instructions 
delivered from on high. 

Our efficient systems provided us with a solid 
foundation, but they could not bring us victory.



Our biggest challenges lay…in the 
dizzingly new environment in which we 
operate, and within the crafted 
attributes of our own organization.
Stanley McChrystal



Our Environment
Market Conditions

• Economic Flux

• Competitive 

Landscape

Industry Reputation

Government Regulation

Political Climate

Employee Expectations

• Wages/Cost of Living

• Benefits & Perks

• Remote Work

• Social Purpose



Efficient Systems 
     + 
Our Attributes

Customer Curiosity

Organizational Agility

Proactive Innovation

Alignment & Collaboration 

Ownership & Accountability

Inclusion & Belonging

Culture

Our Environment
Market Conditions

• Economic Flux

• Competitive 

Landscape

Industry Reputation

Government Regulation

Political Climate

Employee Expectations

• Wages/Cost of Living

• Benefits & Perks

• Remote Work

• Social Purpose



Let’s say that this represents 

our current level of results as 

an organization
Current
Results

What drives results



Our results have been produced 

by our collective behaviors as 

an organization

Behavior
drives results

Let’s say that this represents 

our current level of results as 

an organization
Current
Results

What drives results



Our results have been produced 

by our collective behaviors as 

an organization

Behavior
drives results

Let’s say that this represents 

our current level of results as 

an organization

These behaviors are being 

driven by our individual and 

collective mindsets

Mindset
drives behavior

Current
Results

What drives results



The Common Approach

Prescribe the behaviors necessary 
to achieve the target objective

Behavior
drives results

Mindset
drives behavior

Current
Results

New
Results

Current Environment New Environment



Organizations that identify and address 

pervasive mindsets at the outset are 

four times more likely to succeed in 

organizational change efforts than are 

companies that overlook this stage.

Nate Boaz and Erica Ariel Fox

“Change Leader, Change Thyself,” McKinsey Quarterly, March 2014



Behavior
drives results

Mindset
drives behavior

Current
Results

New
Results

Current Environment New Environment



So their needs, 
objectives, and 
challenges don’t 
really matter to me

So their needs, 
objectives, and 
challenges don’t 
really matter to me

My objectives
& behaviors are

self-focused

IN
W

A
R

D
 M

IN
D

SE
T

Others 
Don’t Matter 
Like I Matter

Two Mindsets



Others are

Objects Vehicles that I use

Obstacles that I 
blame

Irrelevancies that I ignore

My objectives
& behaviors are

self-focused

IN
W

A
R

D
 M

IN
D

SE
T

Others 
Don’t Matter 
Like I Matter

Two Mindsets



Others are

People

O
U

TW
A

R
D

 M
IN

D
SE

T

Others Matter 
Like I Matter

Their needs, 
objectives & 
challenges 
matter to me

Others are

Objects
My objectives

& behaviors are
self-focused

IN
W

A
R

D
 M

IN
D

SE
T

Others 
Don’t Matter 
Like I Matter

Two Mindsets



My objectives
& behaviors take
others into 
account

Their needs, 
objectives & 
challenges

Others are

Objects
My objectives

& behaviors are
self-focused

IN
W

A
R

D
 M

IN
D

SE
T

Others 
Don’t Matter 
Like I Matter

Others are

People

O
U

TW
A

R
D

 M
IN

D
SE

T

Others Matter 
Like I Matter

Two Mindsets



What does it look like 

to envision a job with 

an outward mindset…

Me Others



These “inside 

triangles” represent 

our or own work and 

objectives

P
E

E
R

S

C
U

STO
M

E
R

S

MANAGER

REPORTS



The “outside 

triangles” represent 

others’ work and 

objectives

P
E

E
R

S

C
U

STO
M

E
R

S

MANAGER

REPORTS



P
E

E
R

S

C
U

STO
M

E
R

S

MANAGER

REPORTS

See Others

Strive to understand others’ needs, 

objectives, and challenges.

Adjust Efforts

Given what I learn about others, adjust my 

efforts in order to be more helpful.

Measure Impact

Measure and hold myself accountable for the 

impact of my work on others.

1

2

3 3

12

The Outward Mindset Pattern (S.A.M.)



Outward Mindset
I Focus on Our Results

PE
ER

S

C
U

STO
M

ER
S

MANAGER

REPORTS

Inward Mindset
I Focus Only on My Results

PE
ER

S

C
U

STO
M

ER
S

MANAGER

REPORTS



My Job Map



P
E

E
R

S

C
U

STO
M

E
R

S

MANAGER

REPORTS

Matías

Branch Offices

Zagrum, Inc.

Delivery Team

Marcus

Jamal

Anya

Mia

ABC Group

Product Team

Rae

Terrance   Emily   Li   Eric   Maria

List up to four main roles or 

areas of responsibility.

Consider your various roles 

and identify the people you 

impact most in each direction.

For each person use a 0—10 

scale to rate how well you 

understand your impact on 

their work. Write that score 

next to their name.

Role 1

Role 2

Role 3

Role 4

My Job Map



P
E

E
R

S

C
U

STO
M

E
R

S

MANAGER

REPORTS

Matías

Branch Offices

Zagrum, Inc.

Delivery Team

Marcus

Jamal

Anya

Mia

ABC Group

Product Team

Rae

Terrance   Emily   Li   Eric   Maria

S        see others

A       adjust efforts

M      measure impact

To improve our impact 

in each direction, we 

will apply the Outward 

Mindset Pattern 

(S.A.M.) to our jobs…
Role 1

Role 2

Role 3

Role 4

My Job Map



Applying S.A.M. 
to My Job

The 3 Questions

To apply S.A.M., ask the 3 Questions of those you 

impact:

• See Others: How does someone in my role 

affect or potentially affect your ability to do 

your work (both positively and negatively)? 

• Adjust Efforts: From your perspective, 

how could a person in my role be most 

helpful to you? 

• Measure Impact: How and at what 

frequency would you like me to check in and 

stay accountable to you for my impact on 

your ability to do your work?

My Action Plan

Given what I’ve learned, what next steps do I 

need to take?



How well do we really know what our customers are trying to accomplish?

Do we anticipate what our customers will want to accomplish but haven’t yet articulated—even to themselves?

Is our mindset fully outward so that we are more eager to adapt than prove we were right?

As an organization, ask:



For access to additional leadership insights, 

scan the QR code above.





Wrapping Up

Sam Jacobs, CEO & Founder



Thank you to our sponsors



1. LinkedIn #ElevateRKO engagement giveaway 
2 free tickets to GTM2023

2. Today only join or renew for 2 years 
Get 35% off your Annual Membership plus 1 ticket to GTM2023

3. LinkedIn #ElevateRKO engagement giveaway
10 tickets to saastr Europa

Current offers



Upcoming summits

15% off registration 15% off registration 15% off registration
Promo code: RKO15 Promo code: RKO15 Promo code: RKO15



The future of Pavilion

AMA with 
Sam Jacobs

We want you, our members, to help us shape the future of Pavilion. Join us for 
an open AMA with Pavilion CEO Sam Jacobs where we’ll recap our vision for 
the future of Pavilion membership, get your feedback, and answer your 
questions live.

May 18, 2023 09:30 AM EST



Thank you!
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