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Coming up: 
QR code and a mystery gift

But now… 
The Simple Maths Behind the World’s 
Fastest Growing Companies



Attacked from
all sides

Acquiring 
customers Organic traffic AI

Margins Competition Customer behaviour
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Growth demands a plan.

Do more of everything…

More advertising.

More campaigns.

More channels.

More products.

More initiatives.

More (or less) people.



A different approach…

based on a fundamental truth



Growth is not a function of effort.

It is a function of leverage.



Find. Fix. Compound.
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The Theory of 
Constraints
● No process can move faster than its 

slowest stage (the bottleneck or 
constraint).

● That one bottleneck constrains the 
entire process.

● Once you’ve identified the constraint, 
focusing on any other activity that 
doesn’t fix it is irrational.
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Business we 
are today.

Business we 
want to be.Biggest 

lever



Goodhart’s Law
When a measure becomes a target, it ceases to be a good measure.  

Marketing Ecommerce Finance
Target: More traffic Target: Higher conversion rate Target: Higher margins
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BUT…
A big but 🙂



Morale

Culture
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BUT…
Not another but! 🙂
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Conversion
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BUT…
Oh no! 🫣
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Your control—a shelter from 
the storm

Now we know our biggest lever…what next?

















Allowable cost per sale

Increase ad spend until 
you hit the allowable cost 

per sale of $90…



Allowable cost per sale

Means 2,190 units are sold 
at an ad spend of $195,000



Growth ceiling

Means 2190 units are sold at 
an ad spend of $195,000
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3. …so sales double
(and ad spend stays the same)

2. …we move onto a new curve…

1. Conversion rate doubles…



Allowable cost per sale

1. Cost per sale halves

2. So you can increase ad spend until 
you reach the allowable cost per sale

3. And ad send goes up a lot



1. Conversion rate doubles
2. Increasing ad spend 
until we reach the original 
allowable cost per sale



Model

LeverCompound

Focus
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An operating system for growth

1. Model your business

2. Find the biggest growth lever

3. Focus (and elevate)

4. Compound your gains

5. Go to step 1



Growth is not a function of effort.

It is a function of leverage.



The Monday 
Morning 
Question



What’s the biggest constraint 
stopping us becoming the 
business we want to be?



Why aren’t we working on it?



Stand
C50



For a free book, 
these slides, and 
more, scan this 
QR code.


