
Growth Model Canvas 
How to map, build and improve your growth 

strategy, in one single overview.

Create data-driven marketing strategies to accelerate growth. 
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“We have used different innovation models. By adopting the Growth Model Canvas as a systematic digital marketing approach, we 

brought the business to the next level. So this is a very good framework and also the Growth Architects from Bammboo are really 

professional. I really appreciate it. I certainly will recommend you in the future!”

Yong Qin Zeng
Innovation Lead at Philips Healthworks, Shanghai
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A go-to-market strategy for your 
organisation. In one simple and under-
standable tool.

1

We probably do not have to explain that the world of 
business is changing rapidly because of innovations as, 
for example, Blockchain and the Internet of Things. As 
a result, innovation has become a core process for eve-
ry organization. Start-ups are created that potentially 
could disrupt entire industries. Some start-ups with 
great success, but most with very little to show for. 

The reasons why vary widely. One reason could be a 
lack of resources. Because corporate ventures are not 
part of the core business, they always come in last 
when the core business is in need of resources. And as 
for startups, limited resources in the forms of available 
people and cash flow is a very common barrier to gro-
wing more rapidly.

Another reason could be the question of ownership. 
Consequently, budget changes and short-term strate-
gy pivots cannot be easily executed. Finally, time and 
knowledge always seem to be scarce resources.  To 
conclude, most (corporate) start-ups could use a hel-
ping hand. 

This document could be just that: a helping hand. We 
firmly believe that with a strong foundation, the speed 
of successful change increases rapidly. We also belie-
ve that our Growth Model Canvas (GMC) could be that 
strategic foundation. The GMC has helped us in large 
projects for corporations like Philips and ARAG, but 
also in lesser known smaller startups and everything 
in between. We genuinely hope it helps you to succeed 
as well. 
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Who are we?

Hi, we are Bammboo: the most enthusiastic Growth 
Hacking Agency in the Netherlands. We love one thing: 
to solve growth challenges. 

We are proud to have been named one of the ten best 
Growth Hacking agencies in the world and to have 
worked with clients like Philips, Young Capital, ARAG 
and numerous startups and scaleups in their growth 
phase. 

We have been developing the Growth Model Canvas 
ever since Bammboo was founded. It’s guiding us eve-
ry day in the work we do with our clients. We therefore 
hope you’ll find the GMC as useful as we do. Feel free to 
reach out whenever you have any questions, remarks 
or feedback. 

Talk soon, 

Thierry de Vries
Co-founder @ Bammboo

Guiding Growth
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Why a Growth Model Canvas?

Growing your business and customer base has always 
been about the same thing: Who are your customers, 
where are they, how are you going to reach them and 
how will we make sure they stay loyal customers fore-
ver. Due to technological advancements, it is possible 
to focus on the who, where and how of your customer 
in a more scientific, measurable way. It’s called Growth 
Hacking, maybe you’ve heard of it. 

At the same time, finding and reaching your custo-
mer has become more complex, mainly because you 
are not the only one trying. That is why we have been 
developing a solution. Also, with the rapid changes 
happening in the world, your customers have become 
a ‘moving target’, with new and everchanging needs 
popping up every day.

At the same time, challenges regarding finding and 
reaching your customers have become more complex. 
That is why we have developed a solution. After months 
of brainstorming, iterating and testing, we have final-
ly worked out a solution that we, and our clients, are 
(wildly) enthusiastic about: the Growth Model Canvas: 
it is a strategic framework that is immediately actiona-
ble. That is, if you use the Canvas in the right way. 

Guiding Growth
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The Growth Model Canvas has several others bene-
fits: 

1. filling out the entire Canvas provides overview and 
focus

2. makes complex projects simple
3. the Canvas ignites discussion
4. helps you to validate assumptions
5. the Canvas provides you with valuable insights 

This document will help you to understand the GMC so 
that you can use it for you organization. Again, thank 
you so much for downloading and using the Canvas. 
Last but not least, have fun! 

Let’s talk growth!
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How you can best use the GMC: 
An easy step by step process.

In order to get the most value out of using the Growth 
Model Canvas, we recommend you to use the follo-
wing step-by-step process. Visually, the process looks 
like this: 
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Peter and the girl..

We know: all these frameworks, definitions and 
theories can become hard to put into context. 

To make the canvas easier to understand we 
came up with a metaphor everybody understands: 
love (well, at least until it happens). 

Throughout explaining the canvas we use examples of 
Peter, trying to find love. 

Guiding Growth
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A. North Star Metric (NSM)

Upper part of the GMC

The North Star Metric is the single metric that best 
captures the core value that your product delivers to 
customers. It is the metric that provides every stakehol-
der with the most value. In order to meet your growth 
ambitions it is important to focus on this metric.

Example: The North Star Metric of AirBnB is ’nights’ 
booked. 

Note: it can be difficult to figure out the NSM of your 
organization. Don’t be crippled if you cannot come up 
with a metric right away. The answer will come in time. 

Guiding Growth
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B. Customer Journey

We believe that the one who knows their customer 
best, wins. The goal of mapping the customer journey 
is to get to know your customer better. You’ll start with 
the value proposition(s) of your organisation, followed 
by defining target audiences. there after you’ll hypo-
thetically walk your customer’s journey,  so that perso-
nas can be defined thereafter.  

Value proposition: 
Capturing the value proposition of your product/ser-
vice forces you to think about what you do, who you do 
it for and how it benefits your customer. 

A sentence that can help is the following: We help …… 
by ….. so that ….  

Define segments: 
You want to define some broad segments of potential 
customers groups you want to serve. Thereafter, pick 
one of the segments. Imagine a individual from that 
segment 

Note: It can be helpful (and fun!) to give the person you 
use a name. It will be helpful (and fun) 

Note (2): it could also be the case that you already have 
well defined persona’s. Good! Yet, don’t be crippled by 
your presuppositions and try to do the exercise objec-
tively. Guiding Growth

9



See, Think, Do, Care.
The ‘see, think, do, care’ framework was developed by 
Avinash Kaushik, digital marketing evangelist at Goog-
le. It describes the customer journey, from a customer 
perspective. The GMC uses the framework to let you 
map out the customer journey, so that you can deter-
mine which channel and what message you should 
use per fase. 

Note: when mapping out the customer journey, make 
sure you take the perspective of a potential customer. 

Guiding Growth
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See: 
This is the phase where a potential customer is not yet 
aware of your product or service. The question here is 
what a potential customer experiences, feels or thinks 
in order to become aware that they might be in need 
of your product or service. 

Example: a girl is out with her girls and sees a guy sho-
wing of his (kinda awkward) dance moves 

Think: 
In this phase, a potential customer is aware of their 
problem and considers different options. The question 
here is: which solutions are there for potential custo-
mers to choose from? 

Example: The girl looks at him and smiles because she 
thinks it’s kinda cute. And she has a sweet spot for guys 
with long, dark hair.

Do: 
Your potential customer is now getting ready to buy a 
product or service. That doesn’t mean it will be yours. 
The questions here is: What will be important to your 
customer in determining to buy your product over ser-
vice (or someone else’s, if you don’t use the GMC;)) 

Example: After her smile he unexpectedly comes to 
her and says Hi. They have a fun conversation (he didn’t 
take himself too seriously) and she decided to give her 
number and go on a date with him.

Guiding Growth
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Care: 
In the last phase a potential customer becomes an 
actual customer. The question here is how the actual 
customer will remain perceiving your product or ser-
vice as valuable . 

Example: After several dates, a lot of laughing and 
good conversations, she fell in love and said yes after 
being asked to be his girlfriend. She has been with him 
ever since.

Customer(s)
By hypothetically walking to your (potential) customer 
journey, you know your customer somewhat better. 
With that knowledge, and by making some assump-
tions, a persona can be defined. The question here is: 
Who is the actual person that will buy your product/
service.  

Example characteristics/traits:
• Age
• Gender
• Occupation
• Hobby’s
• Interests
• Hopes/dreams
• Aspirations
• Fears

Note: Important to mention is that the defined perso-
na’s are mostly based on assumptions. Actual data can 
(in)validate these assumptions. 

Guiding Growth
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One unique aspect of the GMC is that it helps you 
translate the customer journey to a suitable channel 
and messaging. In other words, now that you have de-
fined segments, persona’s and mapped out the custo-
mer journey, we can use that input to determine which 
channels and messaging you will use. 

Goals, rules and expectations. 
We believe that success cannot be attained without 
having a goal to aim at. Before you move on, determi-
ne what the goal is with your specific project/challen-
ge. Important to mention is that the goals need to be 
measurable, so you can benchmark success. 

Example: We want X new customers with budget X in 
timeframe Y  

The AAARRR funnel. 
The AAARRR funnel was inspired by Dave McClure’s 
Pirate Metrics for startup Growth Framework, which is 
used to determine the five most important metrics for 
a startup to focus on. As stated, in our GMC we use the 
AAARRR Funnel slightly differently. If you combine the 
AAARRR funnel with the see think do care framework, 
you will be able to determine the right channels and 
relevant messaging and activities.

Guiding Growth
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Awareness: 
In this phase, you want to find out how to best reach 
your potential customers for the first time. 

Example: if a guy sees a girl in a bar, he can show his 
dance moves within her eyesight (IMPRESSION). 

Note: important to mention that it is this phase where 
potential customers come in contact with you first. 

Acquisition: 
In this phase, you want your potential customers to in-
teract with you (again). 

Example: If the guy sees the girl look over and smile 
(CLICK), he decides to make a move and talk to her (if 
he is brave enough) 

Note: ‘Interacting’ could mean different things based 
on your product/service. This could be visiting a web-
site, picking up an item off the shelf or looking for a 
new couch. 

Note || : This phase is somewhat difficult because it de-
pends heavily on the type of product/service and how 
it is filled out. 
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Activation: 
In the third phase, you have to ensure the first custo-
mer experience is a good one. This could be watching 
a demo, signing up for a free version or buying a couch. 

Example: After a interesting conversation (with a little 
stuttering on his part), she decides to give her number 
to him and go on a date) 

Retention 
After the first experience, you want to make sure your 
users/customers keep using your products. This could 
mean watching another demo, using and upgrading 
the product or buying a side table to match the couch 
you bought.   

Example: After a good first date, she decides to go on a 
second, and third date. Lucky him. 

Referral 
In the last phase, you want to make users/customers 
raving fans so that they tell others about your product 
or service. 

Example: After they decided to be a couple, the girl tells 
all her friends that they have to find a guy just like him. 

Guiding Growth
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Revenue
Now that you are fully aware of why your visitors tur-
ned into customers, you have the time to work on your 
Average Revenue per Customers (ARC). You want your 
customers to succeed, so that you can grow along with 
them. The value of your customer should be aligned 
with your own.

For non-profit organizations this could be another me-
tric than pure cash. It could be about the level of value 
delivered to your users.

Example: Since being together, the girl and guy have 
been working together to make their life as comforta-
ble as possible, sharing their savings, buying a house 
together and setting up a healthy investment plan for 
their future together.

Learnings: 
If you mapped the AAARRR-model, it is time to think 
about possible learnings. Maybe you want to learn 
about a channel fit or possible new revenue streams. 
It is important to consider your possible learnings be-
cause it provides you with focus when executing the 
strategy.  

Guiding Growth
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Data

Everybody knows that data is important, right? But 
why? Understanding customer behaviour is key in 
delivering the right content to customers at the right 
time, in the right way. In other words, working data-dri-
ven helps you to create the right touchpoints that are 
in sync with your customers’ expectations, behaviours 
and demographics. We make a distinction between 
two types of data: collect and enrich data.

Collect data 
This type of data is used to determine traction. The 
question here is which metric per phase (AAARRR fun-
nel) is most important to track for growth. 

Enrich Data
This type of data is used to improve your products/ser-
vice and as a result, accelerate growth. The question 
here is which metric or data should be tracked to im-
prove the way customers/users experience or use your 
product or service.  

Guiding Growth
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We understand very well that not every organization is 
similar and that 
context is important when developing a growth strate-
gy. Consequently, there is not a one size fits all solution. 
Therefore, we want offer you this opportunity: 

A free Growth Strategy Consult  with one of our 
Growth Architects.  

The call will take about 45 minutes using Skype, Google 
Hangouts or telephone. But you are more than welco-
me to drop by our office in the heart of Amsterdam. Af-
ter the consultation you will receive a free report with 
our advice, based on the information you provided 
us with. If we both feel like co https://www.dropbox.
com/sh/qea526i3d1u6c11/AAALVBDmrdYyuBnRAyTw-
59P4a?dl=0 ntinuing the conversation is the best next 
step, this is a possibility. This is not an obligation what-
soever. 

If you want to know what is the right way to go for your 
organization, you can pick a time of your preference 
here.  

For now, thanks for taking the time to read our report. 
It is much appreciated.  

Let’s talk growth!  

Thierry de Vries,

An exciting opportunity: 

Guiding Growth

A free 
Growth Strategy 

Consult 
with one of our 

Growth Architects.
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GOOD LUCK & HAVE FUN 
DESIGNING 

YOUR GROWTH STRATEGY!
 

Designed & developed by bammboo.io
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Building sustainable growth.
Together.

Designed & developed by bammboo.io

 



GROWTH MODEL CANVAS 

SEE THINK DO CARE

AWARENESS ACTIVATION RETENTION REFERRAL

MARKET METRICS PERFORMANCE METRICS

www.growthmodelcanvas.com

TARGET AUDIENCE

GOALS

VALUE PROPOSITION(S) CUSTOMER(S)

GROWTH
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