« ARCBASE + INTERNAL PITCH APRIL 20826

—A 12-MONTH PLAN FOR CONSUMER GROWTH
\J \J

How I'd own ArcBase from foundation to scale and where

it puts the trifecta a year from now.

ELTI WRIGHT
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“Make yourstory how to grc

to $5MARR. That would be one hell
ofastorytotell.”



+ ARCBASE

THREE BUSINESSES, ONE MOTION

Graviten wedges enterprise. ArcBase
oroductizesthe personalbrand.

Graviten ArcBase




- ARCBASE oo

An operatmg layerforthe high-credibility individual.

—WHO WE SERVE

Founders.

Executives.

AQvisors.

Creatorswithreal audiences.

The Marketplace. R

Graviten
Org-level deployment. Mortgage first, the djacent dndustries. ligh-credibility individuals who want a brand without

Productionstack

ELTI WRIGHT - ARCBASE GROWTH



+ ARCBASE @5 + GOAL

— 12 MONTHS FROM NOW

$500KMRR.
~$6MARR

300 $12K.. 25 30K

CUSTOMERS ENDED AR NEW MRR V

ELI WRIGHT + ARCBASE GROWTH G5 I B
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+ ARCBASE @7 + MILESTONES

— QUARTERLY CADENCE

Fourphases, accelerating.

"HASE MONTHS MRR CUSTOMERS MO
O] M1 - M3 $0 - $30K 20-30 T Ld
02 M4 - M6 $30K - $100K 60-100 h t Bas
03 M7 - M9 $100K - $250K 1560-250 g it podecast
04 Mig - M12 $250K - $500K 300-500 ketplace as a

ELT WRIGHT -+ ARCBASE GROWTH G BT



- ARCBASE

— PRHASE 81 * MONTHS 1-3

Foundation.

service egu

ArcBase

ELI WRIGHT + ARCBASE GROWTH

@8 + PHASE 01

CUSTOMERS 20-30 paying
POSTURE Closed. Private. No launch, no ad spend.

GOAL Operational kinks worked out. Testimonial
flywheel built.

KEY ACTIONS




+ ARCBASE 9 + PHASE 02

— PHASE 82 +» MONTHS 4-85

Walitlist+ Content.

'\ CUSTOMERS 60-100 paying
0STURE Semi-public. Apply to ArcBase.
MRR GOAL Brand presence stands on its own;
\ inherits Arcbound trust.

KEY ACTIONS

ELT WRIGHT +« ARCBASE GROWTH B9 [ 57



+ ARCBASE

— PRHASE 83 * MONTHS T-9

Paid + Referrals.

$250K. .

lest budget starts at $5K/mo in month

4 and scales to $25K/mo by month 9.

Existing clients are dense in their

networks — the cleanest possible CAC.

ELI WRIGHT + ARCBASE GROWTH

CUSTOMERS 150-250 paying

SPEND $5K = $25K / manth

20% MRR commission,

KEY ACTIONS

10

6 months

PHASE

03



+ ARCBASE

— PHASE ©4 + MONTHS 10-12

Scale + Marketplace.

$oO0K...

ELT WRIGHT +« ARCBASE GROWTH

AD

STOMERS 300-500 paying
U ~$1.2K / month

SPEND $50K+ / month,

KEY ACTIONS

8 % §

blended

proven creative

PHASE

@4

57



- ARCBASE

— HOW THE

Five channelsworking together.

Ads

FUNNEL BREATHES

bound bas LinkedIn by title jd-rolls on
(:()FWTE?F\Y Weekly newsletter. -IG + LinkedIn for ArcBase brand.. Bryan's platform; Tyler's

relationships, bur podcast tour.

E2ferrals

12 CHANNELS

$560K+/M0 BY M12

SNoOWs our

38K SUBS BY M12

20% MRR commission for & months c eferred customers. Our clients are dense e 25% OF NEW MRR
C:FCJESS" Every Graviten -enterprise: account has executives who need ArcBase. Warm intros.into TRIFECTA-ONLY FLYWHEEL
F)C)[“F1Eiti()r1 leadership teams.

At 5100K+ MRR, co-promote with newsletter platferms, creator tools, complementary se FROM M6 ONWARD
Partnerships R - | f |

ELI WRIGHT ARCBASE GROWTH

: S 2



UNFAIR ADVANTAGE

«-ARCBASE

They're chasingreach.
We're chasing eNs

Meta lookalikes built off a base of high-net-worth founders, advisors,
and creators is a tighter audience than anything Kleo can build. Speed
and density beat funding in this category.



+ ARCBASE 15 = DISCTPLETINE

—WHERE ARCBASE BECOMES A REAL PRODUCT COMPANY

Holdouts make us measure, not
guESS.

WHAT WE TEST

Segment apercentage

of newusersinto RS
delayed-growth " Reterrat progran Teentrees
R s o

ELT WRIGHT +« ARCBASE GROWTH 15 f hif



+ ARCBASE

— TWO PRODUCTS, TWO ICPS, ONE WARM-INTRO ENGINE

Gravitenservesthe sales org. ArcBase
servesthe person.

CErpr

e for sales professionals and their team brands age,
‘uct for dindividual personal brands founders, advisors, executives

‘ent price points, different motions. But the networks overlap, and the warm

Graviten Theleaders ArcBase customers
lands the org. are ArcBase|CPs. _ scaleteams.

it's sharing the relationship.



AAAAAAA

Lessonsfrom

we ! ever get. Self
s ~nAd char the pa



+ ARCBASE 18 + WHAT TRANSFERS

— FROM ENTERPRISE PILOT TO CONSUMER SELF-SERVE

Whatwe keep. Whatwe cut.

GRAVITEN - WAVE 1 VERDICT ARCBASE : SELF-SERVE

10~-min preboarding recording required before KEEP Same video; gated. No first session until it's watched. Sets
Jisml=e expectations and-cuts training time:

20-min 1:1 training to ship first post on-the ADAPT Replace with an in-product guided -flow. First post shipped in
call: Session; No-numan reguired at Starter / Pro-tier:

Cancellable week-2 support call. KEEP Premium tier only. The opt-in nature s the lesson = most den't

need it; the offer dtself reduces churn:

Weekly cohort office hours for & weeks. ADAPT Asyne commundty: + mentnly Live AMAL Founders: host the first 3.
Replicates 'we care about your success' without the calendar tax:

Bi-weekly senior stakeholder calls. DROP There is no senjor stakeholder in self-serve. Replaced by an
automated monthly performance email per user.

Manual platform support (LinkedIn engagement, PRODUCTIZE The ltego-block GTM agents Bryan described. Ship as Premium
IGgrowtn): feature; the manual versicn is the spec.

ELI WRIGHT + ARCBASE GROWTH I8 [ 57



+ ARCBASE

— SPEED TS THE PFPRODUECT

FTOmMSIgNUP O |

Lo

We collapse it. Th

in a single guidec

—MINUTE 15-68

Firstpost.

Today: lightly-engaged onboarding takes ~%@ minutes of

the same job in zero human time and one session.

1andles bra

g UNA Ce

How tight can we m

across every customer for the life of the business.

RCBASE GROWT

ipture,

ake t

he loop?

-

hat's

weeks to

measurable lift.




- ARCBASE

— THE DISCIPLINE GRAVITEN TAUGHT US

28T SERWVIEEES

Platformfirst. Services ontop. Neverbundled by default.

Start platform support before
kickoff. Hold creative services until

SERVICES WE PRODUCTIZE

LAYER

= LinkedIn pre/post engagement
Lﬂ/&}{;l( 41_ =+ Connection building from intent signals
=+ IG follow / engagement automation
Blaire's watchout, applied to consumer: bundling services = LinkedIn outreach via Apollo + Claude
on day one means we never see how the product performs = Newsletter generation +:send
alone. = Monthly performance brief
—HOW IT MAPS TO PRICING — SERMN-TEES—WE=DONA-T—T-0U.CH
Starter and Pro are platform-only. Premium attaches the damEnaativenandeaisnansgenantssons of competency,
productized GTM agents. Services are an upgrade, not a per Blaire. Refer to a vetted partner instead of
de s> building it ourselves.

ELI WRIGHT + ARCBASE GROWTH
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+ ARCBASE

— STOLEN, WITH RESPECT,

A dedica £l

#nice-shit-people

HE FLOW

— TARGET OUTPU

5]

channel where

reative is unscripted screenshots.

FROM

GRANOLA

from the right person beats a month of paid ads.

ones become LinkedIn carousels G

2unread messages

v arw magn

dicsesd ba haw good they arm

M3, 38% of paid

Just thought I'd drop you a message as
e been using it for myself and the
whole team for about a month now and
we are really loving it

o

-Say-apout-us.




ARCBASE

Tnel.aqder.

> remium




+ ARCBASE 24 + WHO SELF=SERVE

— AN INSIGHT ON THE CONSUMER LANE

Self serve_ |sn tJusta cheaperexecutwe

technical founders who are

Evan. Paul. They don't want a

—WHAT THEY HATE

—WHAT THEY WANT

=WHY WE"RE BULLT #=0R LT




+ ARCBASE

23 s EEE=SERNE; MULESEED OMER

— A QUESTION WORTH ANSWERING CAREFULLY

Openthe gatesnow? Or presell & blitz?

Lo

her we trick

opti ch a different shape of r

— QR TLEN A —=OPTION €

Softlaunchnow. Presell, then blitz. Free waitlist + Baseplate.

- Cons

No PR moment. the launch card

— RECOMMENDATION
B with a C safety net. Open the %250 presell 1 L
Math: 1,000 x $250 = $250K MRR committed pre-launct




=]

+ ARCBASE

— WHEN THE LIST IS THE ASSE

Surround theforum.Don't broadcast at it

lar peer grou > tiny, high-trust universes with thousands of ema
isn't react it's repeat presence in the channels they already check,
ke peef
— @1 » CEUSTOM AUDIENCES; FOUR ¥PLATEHORMS = CREAT-INE THAT BEATS THE BS DETECTOR
Meta 58-70% match - LinkedIn 1ighe B2 e Peer signaling > feature lists. “Built for forum
Google Customer Match smati L, rch - members” or testimonials from recognizable peers
X small but cheap. jon't pick. beats product specs.
¢ Founder-led video <3@s outperforms polished brand

—~ 02 - LOOKALIKES OFF THE SEED B3,

» Static carousels on LinkedIn for the between-
meetings scroll.

* Avoid generic SaaS aesthetics. This audience tunes
them out.

~BUDGET SPLIT & HYGIEMNE

60% custom + retargeting

ELI WRIGHT + ARCB

6 * TARGETING EO & YPO



+ ARCBASE

— THE CEHEAPEST DISTREBUTION WE"LL EVER BUY

o0 friends, free ornear-free, doingthe
loudest work.

Be asep late before anv cold | 4 e 1

old

T C K

50+ people in my network who will
implicit but real:

ners. Ambassadors.

—WHAT THEY GIVE EBACK —WHY THIS WORKS

BEFELS 5% TRa TR e Ty

timonial we

Public posts p-along, from a re
before/after.

Logo rights for

—THE MATH, CONSERVATIVELY —WHEN & HOW
50 ambassadors x 2 refer

eferrals each = 180 warm intros

oLl ilongside the June presell. Persona oom
(3 d), 's 25 paying customers founder rate. 1:1 onboarding. Private Slack for the co One
pr ecomes | canonical ambassador agreement.

ELI WRIGHT AR

CBASE GROWTH
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+ ARCBASE 28 + READING LUMA

A

— $900M SERIES C + $4B VALUATION + 1M USERS IN 4 DAYS

V\/hatLuma S grovvth taught us.

re inspiration.

—81 - UNFAIR LAUNCH o T2 PR GENG NS BT SCOM-ERY 63 - CONSUMER =
: i ENTERPRISE

~eam Machine: 1M users 1in 4 days, $0

spend. One screenshot

= @5 = STRATEGIC CAPLTAL _Bg = THE WORK IS5 THE
MARKETING

~ibution. Lesson:

LABS

Lesson:



+ ARCBASE 29 + READING

— SAME CATEGORY AS LOVABLE. DIFFERENT LESSON WORTH STEALING.

Write like Zylo. Don't writelike Luma. -

||\Iu i Lder

another

— LUMA'S REGIE®

“Physically intelligent creative
agents that plan, generate, iterate,
and refine with full context.”

is the

— THE TRANSLATION

don't lead with “personz msumear site. Lead with: “Tell us who you are. We make

you publish.” The 0S5 framing belong: naterials. The consumer page sells ocutcomes —



+ ARCBASE 30 ¢« SIX MOVES T0O ADD

— FROM THE COMPETITIVE READ

Sixthingstofoldintothe plan.

—©01 * PRODUCTION ENGINE —02 * THE ARCBASE DREAM BRIEF
Route, don't build. Fivefreeseats. Fiimed.

ArcBase routes to whichever video, image, and voice models win 5 high-credibility seeds from Bryan's network get a quarter of

that ek, Tim's team owns the orchestration layer. Sha

Premijum free, in exchange for filmed case study + creative-

infrastructure with Graviten. We never train a video model award posit

oning. “Best Personal-Brand Year.” Time it to

ourselves. Cannes-style coverage.
— @3 - WEDGE LAUNCH, NOT SOFT LAUNCH — @84 - PRICING AS DISCOVERY
One screenshot. Add a $5Kwhite-glove tier.

Open with a single undeniable transformation one engineer- Launch -$588 / $1K / $2K + a $5K tier. The top ¢
founder, before

=
r, measurably better than a $5K agency. Let revenue it exists to find the user who'll tell us what the
X & LinkedIn car t

tie
The waitlist absorbs the rest. product really is. Same way the movie art director reframed

Dream Machine.
— @5 ¢« PARTNER OVER CAPITAL — @6 * MOICE = ZYLO, NOT LUMA
Distribution-firstraise. Plain English. Outcomes.

When we raise, raise from a partner wt

brings audience Consumer site copy: “Tell us who you are, We make you publish.”
publishing house, agency network, podcast network. The 0S framing stays for enterprise. Free brand-DNA hook + one
HUMAIN/Publicis playbock applied to our industry. The non-=YC published post, then $258/mo to continue. Zylo's first-one-

path Bryan already opened. free, Luma's tier ladder, our voice fidelity.

ELI WRIGHT + ARCBASE GROWTH 3¢ [ 57



«-ARCBASE

Apublicationthat
nappenstosel



+ ARCBASE

— THE SURFACES

News
IT.

Weekly. Tuesdays.

client

sformations,

ELI WRIGHT - ARCB

WE CONTROL

END~TO=END

@2 + JOURNAL

T BLOG

Three posttypes.

Pillar pieces guarter

SEO + PR backbone

I 3 . il
I 1 18
Field notes }
18 rking
n.

03
— TRANSFORMATION
GALLERY

/transformations
[ O 1 1

Fhe single highest-
conversion asset on the

site. Every ad, podcast

etteristhe flagship. Everything orbits

@4 - THE DREAM
BRIEF

Annual ritual.

=g cke
1 e 1
Premium T
1M na 1 1
1 2 nnes
B LTI
1 1 15
1 F T 1
£ 1



- ARCBASE

33 + SOCIAL STACK

— FIVE SURFACES, FIVE JOBS — NOT ONE STRATEGY

LinkedIn carriesit. Everything else
supports.

CHANNEL

Linkedin

Instagram

X/ Twitter

YouTube

[ikTok

ELI WRIGHT

HOLE FORMA & CADENCE

the ICP Thought Leader Ads TR
el framework serie
fac i f customer C ns & time-laps |
yptc i\ T-build Reply-guy on tier-1 founder accounts. Luma
al demos) .
Lo sales 4-8 m ary

ARCBASE GROWTH 33 [ S5



+ ARCBASE 34

— TWO MOTIONS, ONE ENGINE

Ownashow. Toureveryoneelse's,

—@Z '~ BUEST PODCAST TOUR
Make ArcBase the publisher of the category. Tier 1 anchor (1-2/qtr): Lenny's, al6z,

THier 2 niche (3-5/gtr): Founder
Market 12 M LennialLs.
lHer 3 client (5-10/qtr): every podcast

— @3 + SPONSORSHIP (M6&6%+)

Launch with 8 zan.  Twe o] sts ld host 1-2 shows/qtr where the host genuine

sversion before commdtt |£

appearance generates a clip pack: 1 long-fo pload, 4-6 shorts, 1 news

ELTI WRIGHT - ARCBASE GROWTH

Host-read endorsement, not pre-recorded.

Built This, Modern Wisdom, Knowledge Project.

Rot
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+ ARCBASE

— COMPOUNDING SURFACES, BOTTOM-FUNNEL INTENT

Write the category. Land the press,

—8EG * PILLAR CONTENT =PR * TLER 3

iaPost - D7 g iday - enny ' s

Marketing ennials - Demand Curve. Pitch as guest-

written category POV, not company news.

—PR: » AWARDS & LISTS

2Hidv, Substack,

lanest, even-nanded vs. Kleo :
Ranks 1st. Bottom-

g2nes

funnel intent = highest convert rates.

GROWT 35

ELTI WRIGHT - ARCBASE



+ ARCBASE

— WHERE THE ICP ALREADY GATHERS

Showup.Don'tspam.

— COMMUNITIES

YC ecosystem — Bookface of f-Limi
Slack & X fair game;
Hampton, Founders Forum, EQ —
sponsor events, never mass
On Deck — alumni

South Park Commons — fellowship

LT WRIGHT + ARCBASE GROWTI

+=JUTBOUND + PAID

200 messages/day — Linked]

email. Y€ alumni, al6z

ECQ, Web Summit speakers

Paid s amplification,

not

acquisition. $5K/mo = $25




+ ARCBASE 37

— THE SAME 0SS OUR CUSTOMERS USE, RUN FOR OURSELVES

One source. Eight to twelve outputs. Six
surfaces.

=PRODUCTION ENGINE

Newsletter 3 LI variants + X thread G carouse
Podcast

Pillar piece ress pitch © newsletter + 3-5

Rule: W primary a + 8 deriva 5y, 4 surfa




+ ARCBASE 38 = THE TARGETING

— LISTS ARE THE ASSET. COMPILE NOW, BLITZ WHEN READY.

Ve Sources. One ennched master ||st

start scraping & enriching now, build the

nce the ad accounts paralblel, and pour g on it once a single creative be
Ui Fianza Lo Faw manthe At TP - Sty At

— 85

Outreach'25/26

Mgnet

=%THE PLAY

Now = 60 days:

+90 days:

SNT enaugn To surround, Large enougn Tta Lear

8K-14K —




+: ARCBASE 40 +« AFFILIATE PROGRANW

— CAC THAT SCALES WITH REFERRAL, NOT AD SPEND

r?ay_ourcustomers to Iormg the|r netvvork

dense in their networks. The chq aver the MRR

Sits on top of the Seed 50 ambassador motion (slwde 2?)

0o

open, programmatic

— EET TEERS —THE MATH

erred customer

= Tier 2 Seed 50 ambassadors +© 25% - Effective CAC ws. paid: ~40-50%
lower

1

Al

f
L W

- Target: 25% of new MRR attributed

ELTI WRIGHT - ARCBASE GROWTH 40



+ ARCBASE 41 - SIX

— TOP-OF-=FUNNEL IS5 NOT ONE MOTION. IT'S SIX.

(Generic copy converts at 1-2%.
SHgmenIe e -10%+

=l 2 ik

tional

03

D6
i A=pubL

W . 5K-100

X + LinkedIn.

want

LinkedIn

Six different messaging tracks.

CMO

LANGUAGES

cares

EXECUT IVES &

ADVISORS

sSgal =+ X

LinkedIn + email.

JNINE .

COACHES &

T CONSULTANTS

SMmat agendcy,
ower priority n1gn

. LinkedIn + email.



+ ARCBASE 42 + PER-SEGMENT VOICE

—IF THE FOUNDER DM USES EXEC REGISTER, THE SEGMENTATION WAS WASTED.

Same product. Sixdifferent sentences.

— FOUNDERS — INVESTORS

“Build the audience your next round needs.” - “Hire “The investors who publish get first call on the round.”
engineers who already know who you are.” Avoid: « “Distribute your thesis. Compound your deal flow.”
“versonal brand,” “your story.” Avoid: tool pitches.

—EXECUTIVES & ADVISORS — AUTHORS & SPEAKERS

“The board you want next is reading what you publish “Your bock promotion shouldn't end when the launch tour
now. “Advisors with audience charge 3x advisors does.” - “Frameworks travel. We make sure yours travel
without.” Aveoid: “build in public.” attached to your name.”

—CREATORS & OPERATORS — COACHES & CONSULTANTS

“You built it. Now make sure people see 7t.” - “Ship the “Your best fent found you through what you wrote.
product. We ship the noise.” Memes work here. Imagine 7f you wrote 1@x.7” “Stop trading hours for

2

content.

— REPLY OWNERSHIP: EVERY SEGMENT HAS A DESIGNATED HUMAN

Founders - ex-founder account lead. Investors = strategist with venture background. Execs - premium-register
strategist. Authors = Pierce. Creators = build-in-public-native lead. Wrong owner kills the thread faster than no
reply.



+ ARCBASE 43 + SHARED INF

—ONE PIPELINE. SLL LANES OFF THE EBACK QF TT.

Scrape = Apollo = Verify = Clay —
Smartlead/HeyReach/Ads — Attio.

—WHAT'S SHARED

Sending domains rotate from a shared pool.

—WHAT'S SEGMENTED

1 Ema-i } r M|
1 = =1 1 1
1M =l

—DOMAIN HYGIENE
5 sending domains x 2 inboxes = 10. 4 founders
investors, 2 execs, 1 authors, 1 creator: C

I=} I 1271 1 1 e

jt=g & glE 1§ 1 e T



+ ARCBASE 44 - THE PODCA

— A SMALL LEVER, BUT HIGH-LEVERAGE.

rree 6-12monthsto every podcast host
wholetsus onthe show.

business / founder / operator comped 6-12 month

with 3+ qualified guest

g

rade-economics, not sponsorship. Every
Premium subscription in

wersation. The win disn't the

intros per host we make
slot. The win is the

—WHAT WE ASK —WHAT WE SWEETEN WITH

Guest spot on the show 3+ qualified guest intros per

One organic mention

s2a50n

Clip rights for our derivati

stack. salve ours (reach).

—MHY HOSTS SAY YES —TARGETS, YEAR OME

51 he 120+ qualified intros placeac
network. Cost: ~$60-90K 1n bs —

TRADE

comp is meaningful to indie hosts. The dintros 30-50 hosts active on Premium. 40+ guest spots.



+ ARCBASE

—CADENCE I35

PART OF

45 + SEQUENCES BY SEGMENT

THE MESSAGE.

Founders move fast. Authors don't.

>eéquence the same way.

SEGMENT

Founders

Investors

Executives

Authors

Creators

OQUCHES

WINDOW

21d

1&d

1&d

16d

1zd

lex pet

per st

LEAD HOOK - CLOSE HOOK

“Your batchmates are out-publishing you” - “Worth 15 min before your next
round?”

“Re: your post on [thesis]” - “15 min before your next LP letter goes out?”

“Post-[exit/move] positioning” - “30 min on positioning before your next

conversation?”

“Your [Book Title] promotion in 2026”7 - “Worth a conversation about your next

decade?”

“Your $X ARR vs. your reach” - “Want it off your plate?”



+: ARCBASE 46 +« CREATIVE AT SCALE

— THE O0OS PRODUCES ITS OWN SEGMENTED MARKETING

84 creatives aquarterisimpossible by
hand Tr|V|a through Achase

guarter: 6 statics + 3 video + 3 carousels + 2 Thought Leader Ads = 14 creatives. Six
ments x Zf 84 creatives a quarter. Manually impossible. Through brand DNA - s

Copy = assetl

: a Tuesday afternoon. The fact that ArcBase produces its own segmented
market1ng creative is itself the best ad for ArcBase.

the pre -tien engine; it's

=THE FEDUR METRICS = WEEKLY

02 Direct site traffic from non-paid sources

©3 Application volume per channel (the only
tnat converts)

84 Channel

— REPORTED PER-SEGMENT, FOREMER

Editorial layer: Pierce conti




+ ARCBASE 47 + THE CORE INSIGHT
—WHAT KLEO AND BEEHIIV STRUCTURALLY CANNOT REPLICATE

The customerroster s the positioning.

g C 5. Beehiiv's

thiem they're

buyer. That's our wedge.

=TRE CORPETITER TEILING

Kleo

hackers. LY 5

Beehiiv tool for newsletter operators. Elite networks are
ither has a single name in their customer base

another elite founder would care about. That gap

doesn't close with a feature ship. It closes only

with a different customer.




- ARCBASE

— DISCOVERY -

219% closerate. Themathistheca

50

NEW CUSTOMERS

238 discoveries

79 discovery ca

parallel from M4

guality. This

ELI WRIGHT

YR NEW

PROPOSAL 60%

PROPOSAL

-+

100

doesn't
sales bench

and a

bundle servic

ARCBASE GROWTH

happen by

ey
Bd

that

£

4

on

>ident. I
hold 4-5

CUSTOMERS [ YR

can

day one —

VERBAL 50%

pulls

VERBAL =

paid
discoveries

the

51

SIGNED 70%

endar.

20

NEW CUSTOMERS / YR

952 discoveries ~79/mo

&

referrals firing in

FUNNEL

i |

MATH



+ ARCBASE

90— 180 = 3605.

— DAY 90

Lock.

— DAY 365

Scale.




- ARCBASE

— MY ROLE

12 MONTHS OUT
|

I

ah ROLE

Jead of Growth, ArcBase.

've automated my
outputs.

I OWN

s Bl Ad strategy. Meta, LinkedIn, podcast spend.
S5 B2
Design time is down to hours from
weeks. The Arc Launch team can
05 without me

Content engine. hews
R ol vE g

use the

as the bottleneck.

frees me to lead GTM from here —

fastest path to revenue

sletter; IGy -LinkedIn; podcast
@3 Pricing & packaging.
holdouts
Ihat
the

FHer design, upgrade paths
@4
— BRYAN STEERS

Referral & partnerships.

The: 25%=of-new-MRR: engine.
as Product collaboration. Tight feedback loocp with
Tam's team.
-~ 88 Email + sales infrastructure. [i
Graviten enterprise. Chairman / partner on S
relationship-driven growth:.
ELT WRIGHT ARCBASE GROWTH
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+ ARCBASE Hift = CLOSE

—IF IT WORKS

That's the bed
wantto make.

By M12, ArcBase at $500K MRR with a defensible product, a tight network of
high-LTV customers, and a clear path to $1M MRR in year two. Bryan is freed
up to drive Graviten to enterprise scale. The Marketplace is live. The

L8]

EEifiects Sis r2all.

ELT WRIGHT - APRIL 2826 END: &+ IS



