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Sales Growth
When increasing your revenues, there are only three levers that you can pull (forgive the mild over-generalization):
1. Get more Customers
2. Get the Customers to buy more
3. Get the Customers to buy more often
Sales Funnel
Your client moves through a series of stages to buy from you. Pirate Metrics help define those stages: AAARR is where the name pirate metrics come from and measuring what happens at each stage will help your KPI dashboard. The acronym stands for Awareness, Acquisition, Activation, Retention, Referral. 
At each stage, there can be a difference between what the customer wants and what we need to get them through the funnel. This can be called friction, and friction causes leaks in your funnel.
Work through this worksheet with the customer’s perspective in mind. Start with your ICP or Ideal Customer Profile.
1. AWARENESS:
a. How does your customer become aware you exist? (SUSPECT)? What channels are they looking at when you might show up?
	



b. When they see an ad or hear a friend talking about you, what piques their interest? Get’s them excited? (PROSPECT)
	



c. What key words or phrases or images would move them to click ore desire more?
	



d. What emotions will you elicit that will get them excited about finding out more?
	



e. What will cause them to slow down or avoid you?
	



f. What will turn them off or make them think “this isn’t important right now”?
	



2. ACQUISITION:
a. When they click on your “AWARE” element, how will they immediately know they are in the right place when they land?
	



b. What are the most important elements they will want to know when they land?
	



c. Are there things you can say that would greatly appeal to your “A” client and would turn off your “C” client?
	



d. What friction do you want to avoid here to keep them moving through the buying process?
	



3. ACTIVATION:
a. Now they’re interested (QUALIFIED – at least partly) What buying signals are they demonstrating? How do you know they are ready to buy now?
	



b. What do they need to finalize their decision? Brochures? Spec sheets? Trials? How complex is the sale? Detail all the information your customer wants before they finally say “YES”.
	



c. What do you need to do in order to collect their money? A simple credit card? Tap? Credit check? Contracts?
	



d. What information do you want to collect to keep track of them as a customer?
	



e. What might cause them to say “no” at this time? List all the friction points that may cause it to freeze or end the sale? Also, list what might help reduce that friction?
	



4. RETENTION:
a. How do you follow up with them to keep them connected?
	



b. What might you do to keep them excited to buy again? Do you have a subscription or follow up process to keep engaging them? List it here.
	



c. How do you follow up with them to keep them connected?
	



d. What will cause them to not come back to buy again? How can you catch this so it doesn’t happen?
	



5. REFERRAL:
a. What might inspire your customers to tell others?
	



b. How will you incentivize them? What might you do to make it very easy for them?
	



c. What friction might they encounter that would keep them from referring you?
	






Other elements to consider	
6. Who are your customers buying team? Who helps them make decisions?
	



7. How do you track and measure success for each of of the 5 AAARR steps? 
	



8. Who is responsible for each step and who oversees the whole process for desired outcomes?
	



9. What can you do at each step to improve the numbers and ratios of success?
	



Take it higher
Each of these areas is developed as the marketing and sales process matures. Do not attempt the next level until the previous one is fully developed and running as well as it can.
1. Market Penetration: More of current products to current customers 
(eg. 36 rolls of toilet paper instead of 12)
2. Market Development: Current products to adjacent market 
(eg. Another city, a new client base)
3. Alternate Channels: Selling online or SaaS etc. 
(eg. Apple moving into retail)
4. Product Development: New product to current or new clients 
(more risk in new clients)
5. New Product Lines: new product line 
(eg. Polaris new 4-wheeler, iPod, new type of cereal)
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