
Product-Led Growth



Product-Led Growth Foundation: 

What is PLG? 
How does it work?
What does it mean for the organization?



What is Product-Led Growth?



Product-Led Growth (PLG) is a go-to-market strategy that relies on product 

usage as the primary driver of acquisition, conversion and expansion.
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new prospects
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How to get new 
prospects to become 
paying customers



Product-Led Growth (PLG) is a go-to-market strategy that relies on product 

usage as the primary driver of acquisition, conversion and expansion.

How to get paying 
customers to upgrade and 
add more users



Acquisition, conversion and expansion used to happen 
via marketing and sales teams.

Today, they’re happening through the product. 

How did we get here?



Software was the realm of IT

Delivery meant on-premise software

Big money to build, implement, train, maintain

The Old Days



C-Suite

IT Department

End Users

The Old Days

Sales team interacting with 
highest level at a company

Expensive, difficult implementation

Static documentation & training

Lengthy upgrade processes

Acquisition, Conversion, and Expansion all happening at the highest levels



What’s happened since?



Things changed,

which made some things obsolete,  

and gave rise to new opportunities.

Rise of cloud computing

SaaS delivery model

Subscription business model

Integrations became commonplace

Elastic infrastructure and 
performance capabilities

Spread of the internet into common 
communications

Search engines

What’s happened since?



Rigid internal infrastructure

Software on discs

Long and expensive implementations

Upgrades

“All-in-one” solutions

Lengthy training classes

Extensive static documentation

Things changed,

which made some things obsolete,  

and gave rise to new opportunities.

What’s happened since?



Flexible cloud architectures

Internet as a delivery mechanism

Flexible subscription packages from 
very low to very high usage

Best-of-class solutions 

Marketing to all levels of an 
organization

Easy access to training, help, how-to’s

Things changed,

which made some things obsolete,  

and gave rise to new opportunities.

What’s happened since?



Everyone uses software for everything.

Delivery is instant.

Cheaper to build, implement, train, maintain.

The New Days



C-Suite

IT

End Users

The New Days

End-users experiencing a problem Google it, 
find a solution, try it out on their own

If they are convinced there’s value, the end 
user can pay for a low-tier package 

To get more value, the end user can invite others, 
upgrade to unlock more features and allow for 
more users

Acquisition, Conversion, and Expansion is in the hands of end-users 



What Product-Led Growth Means



Creating growth through features 
that enable self-service everything.

Education

Trial

Sign-up

Implementation

Billing

Sharing

Upselling

Renewal

For example:



How does PLG work?



Acquisition à Conversion  à Expansion



Acquisition is people being aware of your product, 
having a way to experience your product, 
and having a reason to come back.

Acquisition à Conversion à Expansion



People being aware of your product = Brand + Marketing

Acquisition à Conversion à Expansion



Is your product approachable?

Does it have a recognizable identity and voice?

Does the experience feel right for your target audience?

Acquisition à Conversion à Expansion



Having a way to experience your product = First-time UX

Acquisition à Conversion à Expansion



Does your target audience have a way to give your 
product a chance?

Do they have a way to experience the key value prop?

Acquisition à Conversion à Expansion



Having a reason to come back = Value + UX + Marketing

Acquisition à Conversion à Expansion



Do people have a reason to come back?

Are you solving a specific problem or providing new value?

Are people in the marketing drip?

Acquisition à Conversion à Expansion



Acquisition  à Conversion à Expansion



Conversion is turning a prospective user into a user, 
and a user into a paying user. Providing the right 
value proposition, the ability to inform themselves, 
and a way to start paying.

Acquisition à Conversion à Expansion



Start with delivering value…

Freemium

Free Trial

Build A Fan Base

Acquisition à Conversion à Expansion
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Acquisition  à Conversion  à Expansion



Expansion is turning your users into a 
marketing channel, while growing your user 
base, and upselling within that user base. 

Acquisition à Conversion à Expansion



Acquisition à Conversion à Expansion

Build it Into the Product
Easy to Share

Just-In-Time Upgrading

Incentivize Invites

Branded Experiences
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Build it Into the Product
Easy to Share

Just-In-Time Upgrading

Incentivize Invites

Branded Experiences

Acquisition à Conversion à Expansion



What does it mean for an organization?



Prospects Users Account Owners

Acquisition Conversion Expansion

Marketing & Sales

Customer Success

Product

The Old Days



Users

Acquisition Conversion Expansion

The New Days

Marketing & Sales

Customer Success

Product



When the lines become blurred…

• Who ”owns” the prospect when the prospect is also a user?

• How do you split up communication across marketing, sales, 
product, and customer success so you’re not overwhelming the 
user?

• What part does Customer Success play in moving customers from 
acquisition to conversion? 



And of course, PLG isn’t right for everyone. 

TABLE STAKES

• Users can realize value quickly 
and easily

• Target users can search and  
try solutions on their own 
(typically SMBs)

• Your target problems are 
”decentralized,” meaning a 
company could have multiple 
solutions for the same problem

SHOULD HAVE

• The product has a viral network 
effect


