
How to Use the Growth Challenges 
Calculator 
Welcome to our Growth Challenges Calculator! This tool helps you understand how marketing & 
sales spend, lead volume, funnel conversions, sales velocity, and churn each contribute to your 
net new monthly revenue and long-term profitability. It also shows whether you’re on track to 
meet your monthly sales target. 

Net New Monthly Sales Target 
• Slider Name: Net New Monthly Sales Target (£) 

• Purpose: Set the total revenue you wish to generate each month from newly acquired 
customers. 

• Tip: If you have an internal goal (e.g., £50,000 per month in new business), move this 
slider to that figure. The calculator will later show if your projected monthly revenue 
(from the funnel) meets or falls short of this target. 

Marketing + Sales Budget & Lead Acquisition 

Monthly Mkt+Sales Budget (£) 
o Meaning: The total monthly investment in marketing and sales combined (e.g., 

paid ads, trade shows, sales and marketing salaries). 

o How It Affects Results: Increasing or decreasing this spend impacts your Cost 
Per Lead (CPL). More budget with the same number of leads → a higher CPL; the 
same budget with more leads → a lower CPL. 

Leads per Month 
o Meaning: The approximate volume of raw (unqualified) leads you expect 

monthly. 

o How It Affects Results: 

▪ Directly changes your CPL because CPL = (Budget / Leads). 

▪ A higher lead count doesn’t necessarily mean more paying customers if 
the rest of the funnel is weak. 

Lead → MQL Conversion (%) 
o Meaning: The percentage of raw leads that qualify based on marketing criteria 

(budget fit, job title, interest, etc.). 

o Key Insight: If this conversion is low, you’ll have fewer marketing-qualified 
leads, which reduces your potential SQLs and final customers—even if your lead 
volume is large. 



Partial Results: 
• Cost per Lead (CPL): Displays how your spend/lead ratio changes. 

• Qualified (MQL) / Month: Shows how many leads become MQLs—your funnel’s initial 
quality gate. 

3. Sales & Conversion 
MQL → SQL Conversion (%) 

o Meaning: Of those marketing-qualified leads, what fraction becomes real sales 
opportunities? 

o Why It Matters: High-quality MQLs that truly need or want your product = higher 
MQL→SQL rate. Low-quality MQLs = missed deals. 

SQL → Closed-Won (%) 
o Meaning: Final sales conversion from opportunity to paying customer. 

o Key Insight: This rate depends on your product fit, sales skills, and competitor 
offerings. 

Average Deal Size (£) 
o Meaning: The typical revenue from one newly won customer. 

o Effects: A larger deal size can offset a lower conversion rate, but it also typically 
means a longer or more complex sales cycle. 

Days to Close a Deal (Sales Velocity) 
o Meaning: How many days on average it takes from “Sales Opportunity” to 

“Closed-Won.” 

o How It Affects Monthly Revenue: If velocity is 30 days or fewer, you realise 
most closes within the same month. If velocity is 60 days, only ~50% of 
potential deals from this month’s funnel convert within that same month (the 
rest slip into next month). The calculator auto-derives a fraction of the month 
(capped at 1.0) to determine how many deals actually close now vs. next month. 

Partial Results: 
• Opportunities (SQL) / Month: The number of MQLs that made it to the sales 

opportunity stage. 

• New Customers / Month: The final count of paying customers you secure this month, 
factoring in the velocity fraction. 



4. Retention & Lifetime Value 
Annual Churn Rate (%) 
Churn rate measures how many of your customers leave each year. A lower churn rate means 
customers stay for a longer time, which increases the total revenue you earn from them before 
they depart. The relationship between churn and retention can be approximated with a simple 
formula: average retention in years is roughly the inverse of the annual churn. For example: 

o If churn is 10 percent, your average customer might stay around 10 years (1 ÷ 
0.10). 

o If churn is 20 percent, they might stay around 5 years (1 ÷ 0.20). 

o If churn is 25 percent, this drops to about 4 years (1 ÷ 0.25). 

o If churn is 50 percent, your average retention is only 2 years (1 ÷ 0.50). 

Impact: Lower churn fosters higher Lifetime Value (LTV). 

Just by looking at these examples, you can see how pushing churn down from 25 percent to 10 
percent can more than double the average time a customer remains with you.  

In practice, improved retention usually comes from investing in ongoing support, relevant 
product improvements, and consistent engagement rather than solely focusing on new 
acquisitions. 

Gross Margin (%) 
In the calculator, the margin is multiplied by the average revenue per customer and the 
retention period to produce an estimated lifetime value (LTV). A small shift in churn or margin 
can make a major difference to LTV, sometimes outweighing any benefit you might gain from 
simply boosting your overall lead volume. 

o Meaning: Your profit margin after direct costs. A 50% margin means you keep 
half of each pound in revenue as profit. 

o Effects: A higher margin strongly boosts LTV, since each customer yields more 
profit over their lifetime. 

Partial Results: 
• Monthly Revenue (New Cust): The new revenue realised this month from recently closed 

deals. 
• CAC (Cost/Customer): (Monthly Mkt+Sales Budget) / (New Customers). If it’s too high, 

you might need to refine your ICP or improve funnel stages. 
• Estimated LTV (Gross): Shows how lifetime value skyrockets with lower churn or higher 

margin. 
• LTV : CAC Ratio: A key measure of profitability—aim for 3:1 or higher. 
• Over/Under Your Target: Checks if your net new monthly revenue meets or exceeds your 

stated goal. If under, consider improving your conversion rates, velocity, or lead quality 
(ICP alignment). 



5. Interpretation & Strategy 
Check Over/Under Target 
• If you’re under your monthly revenue goal, it might not be about “getting more leads.” 

Instead, see if you can: 

o Lift MQL or SQL conversions by refining your ICP (Fried Egg Marketing). 

o Align marketing & sales in one pipeline (RevOps/EggOps). 

o Reduce velocity days. Faster closers means more deals recognised each month. 

o Improve churn or margin to extend LTV. 

Examine CAC vs. LTV 
• A high CAC might indicate wasted spend on the wrong leads. Focus your budget where 

your real “yolk” prospects live. 

• A low LTV suggests poor fit, high churn, or low margin. Investing in post-sale success 
might yield bigger expansions and longer retention. 

Velocity’s Hidden Effect 
• If deals typically take 60 days to close, half of them miss the month’s revenue. Nudging 

velocity to 30 days doubles monthly recognised new revenue. 

• Consider investing in better lead nurturing or faster quoting (RevOps automations) to 
shrink that timeline. 

Quality vs. Quantity 
• Doubling leads can lower your Cost per Lead but might do nothing for your final monthly 

revenue if your MQL→SQL→Closed rates remain low. 

• Improving lead quality often has exponential effects on net new monthly revenue and 
lowers your acquisition cost in the long run. 

6. Experimenting with Scenarios 
Raise or Lower Your Lead Count: 

• See if your final new customer count truly rises, or if it’s undercut by low 
MQL/SQL/velocity. 

• Check how cost per lead changes and how that affects CAC. 
• Make sure you are not overworking your sales resource – quality over quantity 

Tweak Conversion Rates: 
• Observe how a better MQL→SQL jump can increase new monthly customers without 

more leads—leading to lower CAC overall. 



Increase Sales Velocity: 
• Setting 15 days instead of 60 means you capture a larger fraction of potential deals in 

the same month. Notice how monthly revenue might spike and how quickly you may 
exceed your target. 

Lower Churn: 
• Although it doesn’t alter immediate monthly revenue, watch how LTV multiplies with just 

a small shift in churn. The LTV:CAC ratio can become more favourable, indicating a 
healthier long-term business. 

Lifetime value is calculated by combining three main factors:  

o your average deal size 
o your margin 
o your average retention (itself shaped by churn).  

For example, if your annual churn is 25 percent, giving you around four years of customer 
retention, that may generate much less total revenue than if your churn is 10 percent, 
yielding approximately a ten-year stay.  

A high initial deal size and margin help, but an equally important step is preventing your 
customers from drifting away after just a short time. When you recognise how powerful 
retention can be, you may decide it’s more effective to improve customer success and 
reduce churn rather than expending resources on large-scale lead generation efforts. 

Adjust Your Net New Monthly Sales Target: 
• If you set an ambitious target, see which combination of spend, lead volume, and 

conversions is actually required to reach that monthly revenue. 

Conclusion 
When you focus on ICP (Fried Egg Marketing) and unify your funnel (RevOps/EggOps), you see 
that quality at each step, rather than just pure lead volume is what drives consistent, profitable 
growth. 

• Small improvements in conversion or velocity can have a bigger impact on monthly 
revenue and LTV than ramping up generic leads. 

• Retaining high-fit customers for longer multiplies your LTV as cutting churn is often 
more profitable than simply adding more leads. 

• By checking “Over/Under Your Target,” you can decide where your next investment 
should go. ICP refinement, marketing-sales alignment, faster sales cycle, or better 
retention strategies? 

Use this calculator to test scenarios and see how your resources when applied at the right 
stages can deliver the best ROI. With the right “yolk” customers and a robust RevOps approach, 
you’ll hit (and exceed) your net new monthly sales target—without wasting budget chasing the 
wrong leads. 


