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The complete SaaS journey

A practical map of what product, product marketing, growth, sales, and customer success do from the first problem hypothesis to compounding revenue. Read
left to right, then loop back whenever customer evidence changes the plan.
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Market

Can we reach enough
buyers?

Business

Can value become
viable revenue?

Problem

Is the pain real and
urgent?

B2B and B2C share the system, not the motion
« B2B: accounts, buying groups, pipeline, contracts, onboarding, renewal, and net revenue retention.

« B2C: audience, traffic, activation, checkout, habit, subscription retention, referral, and lifetime value.

« Both still need the same foundation: a real problem, a clear promise, reliable value, and sustainable
economics.

Heemang Parmar
Founder & CEO, ProductOS - One Infinity Labs, Inc.

Experience
Can users understand
and succeed?

Product
Does the core value
work reliably?

Readiness

Is it safe and valuable
to release?

Message

Does the market
respond?

The numbers change as the company matures

« Discovery: problem frequency, urgency, willingness to switch.
« Launch: activation, time to value, qualified response.

« Growth: CAC, conversion, payback, sales velocity.

« Scale: retention, NRR, LTV, referrals, contribution margin.
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Value

Do customers stay and
renew?

Purchase
Will qualified buyers
pay?

Scale

Can growth compound
without decay?

Channel

Can demand repeat
efficiently?

SaaS is a loop, not a finish line

Observe Learn Prioritize Build Release Measure

Signals from acquisition, sales, support, churn, and expansion continuously reshape research,
positioning, experience, and product priorities.
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