
Copyright Flying Seahorse Consultancy - flyingseahorse.nl/growthgapcanvas
This work by N. van der Molen & K. van Haeren is licensed under a Creative Commons Attribution 4.0 International License.

Episodic
Customer

Journey

Channel

Emotion

Pirate Funnel

Metric

OMTM

Gap

Growth Gap Canvas

Growth Gap: ___________________________________________________________

Timeline: Start → ← Finish

C
us

to
m

er
 P

er
sp

ec
tiv

e
C

om
pa

ny
 P

er
sp

ec
tiv

e

Describe the customer journey as a continuous story from the customer’s point of view. Write in chronological order, as if you are
following one real person through a specific episode. Start with the trigger that initiates the journey and describe each step the

customer takes, including actions, thoughts, emotions, and decisions. Be concrete about situations, moments, and transitions. Avoid
abstract stages or funnel language; focus on what actually happens, what the customer experiences, and why they move forward or get
stuck at each moment. Continue the story beyond the purchase moment, describing onboarding, first value realization, ongoing usage,

and potential loyalty or referral behavior. End the episode at a clear outcome, such as adoption, habit formation or disengagement.

List the channels through which the customer interacts with the company during the episodic customer journey. Map channels in the
same chronological order as the journey story. Include all relevant touchpoints where contact, communication, or interaction occurs,
such as marketing channels, sales interactions, product interfaces, support, and community. Focus on where the customer actually

engages, not on channels you intend to use. Be concrete and specific

Describe the emotions the customer experiences at different moments in the episodic customer journey. Follow the same sequence as
the journey and channels. Include both positive and negative emotions, such as uncertainty, frustration, relief, confidence, excitement, or
trust. Be specific about when emotions rise or drop and what triggers those changes. Focus on how the customer feels, not on how the

company intends them to feel.

List the relevant Pirate Funnel stages (AARRR) that apply to this business and customer journey. Focus on naming the phases, not on
metrics or tactics yet. This block is intentionally left open to allow flexibility in sequence, especially for the R stages (Retention, Revenue,

Referral), which may differ depending on the business model and customer behavior. Use this space to define how the funnel is
structured in this specific context before filling in details elsewhere.

List the metrics that are currently being tracked across the Pirate Funnel and the episodic customer journey. Be specific about what is
measured, how it is defined, and at which stage it applies. Separate existing metrics from metrics you would like to track but currently
cannot. This block should reveal gaps in measurement, unclear definitions, or blind spots in the customer journey and growth funnel.

Select the single metric that is most critical for progress in the current phase of the Pirate Funnel. This metric should represent the
biggest constraint or opportunity at this moment. It must be directly influenced by customer behavior and clearly linked to the North Star
Metric. Define the metric precisely, including what is counted and over which time frame. All experiments and actions in this phase should

primarily aim to move this metric.

Describe the gap between the two Pirate Funnel stages you are analyzing. This gap represents the loss, drop off, or inefficiency in
customer progression from one phase to the next. Use data where available to quantify how large the gap is, for example conversion
rate, time delay, or volume loss. Explain what actually happens to customers who do not progress and where they stall, drop out, or

disengage. The gap should be described as a measurable difference between intent and outcome, not as a vague problem statement.

Define the single most important gap to focus on right now. This growth gap is selected from the multiple gaps identified between Pirate
Funnel stages and represents the highest leverage opportunity or constraint in the current phase. Describe clearly between which

stages the gap occurs, how large it is, and why this gap matters more than others at this moment. The growth gap should be specific,
measurable, and directly connected to the chosen OMTM.
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