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THE DECISION / 01

Loopwell.
Seed stage / B2B software · Retention analytics

Are we ready to raise a Series A, or do we need to prove
repeatable growth first?

THE CENTRAL FINDING

The demand is real. Repeatability is
still unproven.
Keep the fundraising case focused on what the scenario supports: a useful product and an unresolved
distribution question. The next decision should be shaped by evidence from customers the founders did not
personally bring in.

The company in this scenario
Connects product usage, billing, and support signals to help software companies spot customers at risk of
leaving. Early customers love the product. Most were won by the founders.

The reader's perspective
A founder preparing to raise, with a skeptical investor across the table.

Scope of this sample

A fictional company and a worked example of reasoning. The scenario is the only input. No underlying customer
data, financial statements, interviews, market research, or third-party sources have been verified. Proposed tests
are recommendations, not completed work.
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THE CASE / 02

A promising product is not yet a
repeatable business.
Loopwell’s strongest evidence is the way its early customers use the product. Its weakest is the assumption
that the same demand will appear outside the founders’ network. Those are different questions, and the
fundraising story currently treats them as one.

The customer problem
Bringing product, billing, and support signals together could help a team decide which customer needs
attention. The value is not the warning alone. It is whether someone takes an effective action because of it.
The sample describes enthusiastic early customers, but does not provide customer interviews, usage
records, or measured retention results.

The sales assumption
A founder can explain a new category, adapt the offer, and use an existing relationship to earn trust. These
advantages may help the company start. They also make it difficult to tell which part of a sale is repeatable.
More founder-led wins would add revenue without necessarily resolving that uncertainty.

Alternatives and defensibility
The comparison should include the customer's current spreadsheets, existing software, and the choice to do
nothing. No competitor review is supplied here. A stronger case would explain why the combined workflow
is meaningfully better, how hard it is to replace, and whether the benefit survives without unusually
intensive founder support.

The economics to separate
Acquisition effort, implementation work, and ongoing customer support belong in the same assessment. A
subscription can look attractive while the cost of winning and serving it remains hidden in founder time. No
acquisition-cost, margin, or retention figures are provided in this fictional scenario.
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THE EVIDENCE STILL MISSING / 03

What we would need to know.
These are the questions that would need evidence before the sample's conclusion could become a
company-specific assessment. Missing evidence should remain visible, rather than being replaced with a
confident assumption.

Customer origin
Separate personal introductions from independently sourced demand. Record who created the opportunity
and what made the customer willing to engage.

Activation and use
Compare how each group reaches a useful first outcome. Distinguish normal product use from progress
made possible by bespoke founder assistance.

Renewal and resilience
Ask whether the product still matters when the initial champion changes roles or leaves. Renewal intent is
informative, but an actual renewal answers a different question.

Commercial repeatability
Track the offer, sales work, onboarding, and support required for each new account. A repeatable process
should be described before its success is claimed.

The strongest argument against this view
Waiting for cleaner evidence can also have a cost. If new capital is necessary to hire the first salesperson or
deliver a credible test, delaying a raise could keep the company dependent on its founders. Founder-led
selling is not itself evidence that the model will fail.

The useful distinction is between raising with an explicit experiment and presenting repeatability as already
proven. A candid fundraising case can show the uncertainty, the proposed test, and the resources needed to
resolve it. The supplied scenario does not establish runway or the cost of delay.
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THE NEXT LOOK / 04

Test the assumption. Then look
again.
01 / Define a comparable offer
Choose a clear customer profile, one use case, and an offer a nonfounder can explain. Record the expected
work to sell, onboard, and support it before the test begins.

02 / Run a separate sales cohort
Have someone other than a founder lead the sales process. Log every founder intervention, the source of
each lead, customer objections, and time spent. Keep these results separate from relationship-led accounts.

03 / Review outcomes, not just bookings
Follow activation, ongoing use, acquisition effort, and renewal signals. Ask whether the same process could
credibly be repeated for the next group, and which steps still require the founder.

What would strengthen the case
A nonfounder-led process wins suitable customers who reach useful outcomes with comparable support.
The case for investing in repeatable growth becomes more credible.

What would make us reconsider
Customers need personal trust or heavy custom work to buy and activate. Narrow the customer profile or
offer before scaling acquisition spend.

What would change this view?
The conclusion would strengthen with independently sourced customers, comparable onboarding results,
and renewals that hold after the first champion leaves.

The question for the next revision

What did this cohort teach us that another founder-led contract would not?
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