Finding Growth






Finding Growth

Koen van Haeren
Nick van der Molen



ISBN - 9789403930145

First edition - 2026

Cover design: Nick van der Molen

Interior design: Nick van der Molen

© Koen van Haeren & Nick van der Molen 2026
All rights reserved.

No part of this publication may be reproduced
and/or made public by print, photocopy,
microfilm, or by any other means, without

prior written permission from the authors.

Al tools were used to support the creation of this book.

Publisher Bookmundo

Delftsestraat 33
3013AE Rotterdam
The Nethetlands



Contents

Part 1 — Foundation

Chapter 1 — Why Growth is Often Misunderstood...................cccoccovevvoiivinniannninnnnnn.

Chapter 2 — Systems Thinking in Growth..........

Part 2 — The Framework

Chapter 3 — The Growth Canvas.....................

Part 3 — The Deep Dive

Chapter 4 — Customer Persona ........................
Chapter 5 — Company Persona.........................
Chapter 6 — Customer Journey.........................
Chapter 7 — Pirate Funnel & Focus................

Chapter 8 — GAP & Prioritization.................
Chapter 9 — Iteration Waterfall .......................

Part 4 — Organization & Practice

Chapter 10 — Growth in Organizations.............
Chapter 11 — Working with Stakeholders..........

Chapter 12 — Structure, Rbythm, and Collaboration....................ccccccovvvvoivviiiinniniainnnn.

Part 5 — Now It's Your Turn

Chapter 13 — Working with the Growth Canvas.

Chapter 14 — Growth as a Mindset for Learning

10
18

22
24

36
38
44
52
56
60
62

66
68
72
76






Part 1 — Foundation






Chapter 1 — Why Growth is Often Misunderstood

Imagine a Monday morning. A marketing team gathers to discuss growth.
Last month's numbers are projected on the screen. Someone points out
that conversions in the advertising account have dipped and suggests
allocating more budget there. Another team member wants to build a new
email flow, arguing that open rates can definitely be improved. A third
person heard at a conference that short-form video is the next big thing
and wants to dive in. The meeting ends the way so many meetings end:
with three action items, three owners, and a satisfying feeling of

productivity.

Three months later, conversions have indeed crept up slightly, and open
rates have risen. Everyone delivered exactly what was agreed upon. And
yet, revenue has remained virtually flat. Nobody can pinpoint why. The
team measures, the team optimizes, the team stays in motion, and yet
growth remains elusive. This scenario is no exception. It is the rule rather

than the exception, and it explains why this book begins where it begins.

Nearly every organization works with data today. We test, measure, and
optimize continuously. Terms like data-driven decision-making and
growth marketing are thrown around daily in meetings. That seems
entirely logical, as markets are changing at an unprecedented pace and the

impact of our business decisions is more directly visible than ever before.
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Yet in daily practice, there is often a massive gap between what
organizations think they are doing and what they are actually doing. That
difference is almost never due to a lack of motivation or ambition among
employees. It primarily stems from the fact that growth marketing is
understood and applied in fundamentally different ways. The problem is
not in the intention, nor in the effort. It lies in the frame of reference from
which people operate. To bridge that gap once and for all, it is essential to

first understand where this confusion comes from.

When professionals first hear about growth marketing in depth, their
initial reaction is surprisingly often one of recognition. People quickly
claim that they have essentially been doing this for years. They view it
merely as a trendy new buzzword for digital testing or standard conversion
rate optimization. Others immediately distance themselves, assuming the
methodology is exclusively suited for large tech companies or entirely

unnecessary for their specific market situation.

Both reactions are completely logical from a psychological perspective.
Certain elements, such as running experiments and tracking sales channels,
have existed for decades within classical marketing. It is natural for
organizations and marketers to recognize these components in their daily
work. However, what is systematically missed in that rushed recognition
is the profound insight that growth marketing is certainly not a loose
collection of standalone activities. The true core of the discipline lies
precisely in the systematic way in which all those individual activities

connect and continuously reinforce one another. If you only look at the
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