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Abstract: The two biggest infrastructure blunders early B2B entrepreneurs make are that they don't have a CRM system in 
place and rely on spreadsheets, email chains and memory to manage customer information, or that they try an enterprise-
level system with too many bells and whistles for small teams and drop it within a few weeks. The two are both failures of 

a kind: lack of a sound basis for establishing the definition of the revenue infrastructure actually needed in the early days of 
a venture. 

To enable scalable growth, this paper introduces a concept of the minimum viable CRM architecture, called Revenue 
Skeleton, which consists of five structural components; essential for every B2B founder before they can grow their business. 
The Revenue Skeleton is an overview of the basic components of revenue operations: lead capture, pipeline staging, contact 
intelligence, workflow automation and conversion measurement. Similar to a biological skeleton, it is not what the business 
looks like on the outside but what it looks like on the inside and without it, the business would not work smoothly. 

The paper proposes a prescriptive architecture based on the lean startup theory, implementation research of CRM, 
digital transformation literature and sales pipeline analytics. This framework is geared towards startups that have proven 
some initial interest in their product, but aren't operating the systems needed to turn those interests into repeatable and 
quantifiable revenue. In this context, CRM is not just a technology purchase, it's a strategic asset that can either launch a 

series of positive effects for long-term growth or feedback into inefficiency and failure. 

Keywords: CRM Architecture, Revenue Infrastructure, B2B Startups, Sales Pipeline, Lead Management, Workflow 
Automation, Lean Startup 

I. INTRODUCTION 
In every B2B business there is a predictable turning point at which the founder shifts from acquiring customers to losing 

them. It's not a lack of demand, but rather because it's not possible to handle customer relationships in a manual way. Leads may 
be followed in a notebook in the first ten leads; and in a spreadsheet for the first fifty leads. But once that threshold is exceeded, 
customer information becomes fragmented across communication channels, follow-up is lost, and pipeline visibility is lost. This 
results in revenue leakage because the gaps in operation are not easily spotted by the founder because there was no system that 
shows the revenue leakage. 

This phenomenon is confirmed by the research on entrepreneurship and venture scaling. Research on the growth of 

technology start-ups has found that there are operational challenges that arise after initial customer traction, while companies that 
develop processes to track leads, manage customer relationships, and monitor the progress of deals are more likely to turn early 
momentum into revenue (Brett, 2024). The lean startup framework (Ries, 2011; Blank, 2013) focuses on validated learning and 
experimentation, but is not specific about the operating systems needed to convert validated interest into regular income. 

The literature on digital transformation in SMEs reveals that digital systems that are integrated with each other and share 
the operational data of the organization greatly improve transparency and strategic responsiveness of the organization (Taheri 
Hosseinkhani, 2025). The body of research, however, is predominantly concerned with more established firms and not with pre-
revenue or early revenue firms, where the founder is likely to be in multiple roles, such as salesperson, marketer, product manager 
and operator. 

In this paper, I will discuss the difference between product validation and revenue scaling by presenting a minimum viable 
CRM architecture that I've designed, known as the Revenue Skeleton. The model is created particularly for B2B entrepreneurs who 

have created initial passions within the market, but have not yet created the systems in place to bring these interests to a repeatable 
and measurable revenue. 
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II. THE INFRASTRUCTURE GAP: WHY B2B FOUNDERS LOSE REVENUE THEY ALREADY EARNED 
The infrastructure gap is the delay in putting in place the systems that can sustain that interest at scale from the point 

where customers are first interested. The paradox is that when opportunities are greatest, the ability to capture and convert 
opportunities is reduced because they must rely on manual systems that are only able to work with small amounts of opportunities. 

There are four main symptoms of this deficit. First, loss of leads: potential customers are never reached as there's no system 
in place to follow up in a timely manner. Second, pipeline blindness: Founder has trouble knowing how many deals are in the 

pipeline, what stage those deals are in, or what deals need their immediate attention. Third, context collapse: founder can't 
remember previous chats with prospects, since the history of conversation is spread across emails, messaging and memory. Fourth, 
lack of predictability: if there is no data on the deals' progression, or what proportion is converting, then the founder can't predict 
future revenues for the next few periods. 

Empirical evidence of business model innovation in technology startups indicates that systems are needed to structure 
customer acquisition, functioning of transactions, and how well they perform, which are needed to move from a conceptual value 
proposition to repeatable revenue generation, for technology startups to transition to business models that are systemically 
innovative (Lopes, 2025). It is at this moment, when founders try to scale without the proper infrastructure that the infrastructure 
gap arises. Consequently, validated demand is lost because of the operational disorganization and hence the most challenging step 
in early-stage businesses is missed. 

The impacts of the infrastructure deficit are far reaching. Additionally, it leads to wasted learning time. If you don't capture 

all of your customer interactions you will not be able to analyze them; if you don't track all of your pipeline stages, you can't 
measure conversion rates; and if you don't systematize your follow-ups, you will not be able to detect repeatable patterns. The 
infrastructure gap would thus be considered compounding: the more time a venture spends without CRM infrastructure the more 
knowledge is lost in the organization. 

III. THE REVENUE SKELETON: FIVE BONES OF MINIMUM VIABLE CRM 
A CRM structure is known as Revenue Skeleton, which comprises of 5 structural elements which are essential for the well 

organized revenue operations. The reason for the name is that the five components are the foundations of the business. They are 
invisible to customers and they don't draw the attention of the customer, but without them, all other activities cease to exist. 
Marketing data is wasted, sales calls are not captured, and there is no way to track and analyze incoming revenue. This is a base 
that underlies the whole system. 

 
Figure 1. The Revenue Skeleton: Five Bones of Minimum Viable CRM Architecture 

This diagram shows the five core CRM components that form the minimum viable revenue infrastructure for early-stage B2B 
founders. 
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A. Bone 1: The Lead Capture System 
The first is to guarantee that all of the points of contact that a possible customer might have are recorded in one central 

system, whatever channel they come from. These leads can be sourced from Inbound marketing, Outbound prospecting, 
Marketplace listings, Events, Partnerships, etc. Without a lead capture system, these interactions are spread out in their original 
mediums: email inboxes, LinkedIn messages, business cards, and conversing in person at trade shows. This scattered data is 
brought together in one place, and then stored in a single database, in a lead capture system. 

Some of the required data that must be captured is the contact's name, organization, how they were contacted, the date of 
first contact, and what they are interested in (i.e. the "context" of the first contact). This doesn't have to be a detailed piece of 
information when it's captured. The objective is to make sure that no expression of interest is missed and that every opportunity 
enters the pipeline with a traceable source. 

B. Bone 2: The Pipeline Staging Framework 
The second one translates opportunities into identifiable stages, showing the evolution from initial interest to final revenue. 

The difference between a non-staged pipeline and a staged pipeline is that a non-staged pipeline is simply a list while a staged 
pipeline is a system. The key difference is that Stages can be used to gain visibility on deals that are moving forward, deals that are 
stuck and deals that are dropped. 

For very early stage B2B businesses, 5 stages are adequate. First stage: Initial contact (the lead is captured, and the founder 
has had the first contact with the lead). In the second phase (discovery), the founder has the opportunity to meet with the prospect 

and have a qualification discussion. The third stage is 'proposal' in which the founder is proposing a solution and pricing. The 
fourth step is negotiation, where the prospect evaluates the offer and discusses terms. The final stage is closed where the deal is 
either won/lost and the result can be reviewed for learning. 

Studies on sales and marketing channel coordination indicate that B2B companies adopt multiple channels of engagement 
(direct sales, online marketing, partners, digital channels) and that coordination needs to have a central perspective on how their 
prospects engage and progress through the deal (Dent and White, 2018). This is a central view of opportunities that is achieved 
through the pipeline staging framework, which standardises the way opportunities are tracked, irrespective of where they come 
from. 

C. Bone 3: The Contact Intelligence Layer 
The third part of the puzzle is to leverage the raw contact data into contextual intelligence by capturing the history of 

interactions, relationships, behavioral signals and rich contact data. A simple address book is a simple CRM (Customer Relationship 

Management) system that holds names and email addresses, while an intelligence system goes further to document discussion 
notes, meetings results, objections patterns and relationships of decision-makers. 

Customer knowledge retention and organization's processing of customer knowledge for developing the product and 
commercial strategy is highlighted in product management literature (Charak, 2024). This is achieved by the contact intelligence 
layer and is responsible for making sure that all interactions with prospects and customers add to the organization's knowledge 
base. Meeting notes should be taken in the CRM as soon as possible after a meeting. These records create a history of interactions 
with a contact that will be useful in future discussions and interactions. 

The contact intelligence layer is especially important for micro-teams and solo-founders. When a founder is dealing with 
dozens of prospects per month, relying on memory alone is not practical. In this context, the CRM is an external memory system, 
as there is no conversation without a context and any conversation will be based on the previous interaction. 

D. Bone 4: The Workflow Automation Engine 
Otherwise, the fourth pillar, automating repetitive revenue processes, would be a time suck for the founder that doesn't 

contribute to the business strategy. CRM systems can be further improved with workflow automation that can assist in managing, 
follow-up emails, task alerts, deal stage updates and system alerts. 

This element directly helps the Automation-as-Headcount principle of the Constraint-Stack Operating Model (Goswami, 
2026): Workflow automation is a structural replacement for people when the resources are limited for the founders. For instance, 
the founder can set up an automatic follow-up system to followup with a check-in email three days after delivery of the proposal, 
which would reduce the need for the founder to remember, plan for, and send follow-ups. Saving a few minutes per deal adds up 
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to hours when dozens of deals are active, and that time can be invested in high-value activities like closing deals and product 
development. 

New studies have been undertaken regarding the adoption of AI in early-stage startups, and it has been found that one of 
the greatest benefits of AI is the automation of administrative tasks at low marginal cost, which is a key advantage for resource-
constrained businesses (Burmeister and Ackerman, 2026). The general lookout applies to revenue operations, where automating 
workflows no longer remains an option but a crucial part of the minimum viable CRM infrastructure. In turn, automated follow-

ups, pipelines and task generation should be considered integral components of the revenue systems. 

E. Bone 5: The Conversion Measurement Dashboard 
The fifth is the conversion of activity in the pipeline to measurable performance indicators that can guide strategic decision 

making. When not measured, the four components above produce order, but lack insight. A conversion measurement dashboard 
answers four key questions B2B founders need to know: from a lead source perspective, how many leads have been added to the 
pipeline in a certain time period; from a lead position perspective, what % of leads converted to each stage; from an average time 
to close perspective, what is the average time to close a deal; and from a weighted pipeline revenue perspective, what is the current 
weighted revenue value of the pipeline? 

As technology-driven organizations grow increasingly dependent on data analytics to uncover trends, predict growth and 
explore new opportunities, research in the field reveals this transformation in the way organizations are utilizing analytics (Alessi, 
2024). This becomes possible for startups at low cost via the reporting features found in today's CRM systems. The conversion 

measurement dashboard allows the founders to take decisions based on the data without having to deal with complicated 
infrastructure. 

The other advantage of the dashboard is that it can show you conversion bottlenecks. If a lot of leads are converted to 
discovery, but few move from proposal to negotiation, for instance, there are some problems with pricing, positioning or proposal 
quality. If there is no stage level conversion tracking, such issues remain unseen, and the founder is left with the end result (low 
revenues) with no idea of what went wrong. 

F. The Revenue Skeleton: Component Summary 
Table 1: The Five Bones of the Revenue Skeleton 

Component What It Does What Breaks Without It Setup Complexity 

Lead Capture 
System 

Records every prospect 
interaction in a centralized 

database regardless of 
source channel 

Leads leak through 
untracked channels; 

opportunities are 
permanently lost 

Low: form integrations, 
email forwarding, manual 

entry protocols 

Pipeline Staging 
Framework 

Organizes active deals into 
defined progression stages 

from contact to close 

Pipeline blindness; founder 
cannot see deal status, 

velocity, or priority 

Low: five stage pipeline 
configuration in any CRM 

platform 

Contact Intelligence 
Layer 

Stores interaction history, 
relationship context, and 

behavioral signals for every 
contact 

Context collapse; every 
conversation starts from 

zero; no cumulative learning 

Medium: requires discipline 
in logging notes after every 

interaction 

Workflow 
Automation Engine 

Automates follow ups, task 
creation, notifications, and 

stage based triggers 

Founder manually tracks 
every task; follow ups are 

forgotten; time is consumed 

Medium: requires initial 
workflow design and testing 

Conversion 
Measurement 

Dashboard 

Tracks stage conversion 
rates, pipeline velocity, deal 
value, and revenue forecasts 

No diagnostic capability; 
founder sees outcomes but 
not causes; cannot optimize 

Low: built in reporting in 
most CRM platforms 

IV. IMPLEMENTATION PRINCIPLES FOR EARLY-STAGE FOUNDERS 
It takes only a few days to implement the Revenue Skeleton. The framework does not support enterprise level features like 

territory management, multi-currency, advanced forecasting models or role-based access controls. If it's a small organization with 
less than 5 sales operators, this feature is not required and may even be detrimental if it introduces too much complexity and 
causes the organization to abandon the system. 
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There are three principles in the implementation of the Revenue Skeleton. The first principle is “skeleton before muscle”, 
founded on the idea that the five core components should be in place before the advanced features are introduced. Lead scoring 
should not be added before basic lead capture is in place. Secondly, the data discipline principle: The more consistent data is entered 
into the system, the more value the CRM infrastructure is able to provide. Having incomplete records can be worse than having no 
CRM, because it can leave the impression that they're complete. It is the duty of the founders to keep on documenting all 
interactions, stage of the deal and results. Thirdly, the integration principle: The CRM system must be integrated with the tools 

that the founder already uses and not replace them. When you integrate email, calendar and form systems, you will automatically 
send the data into the CRM, making it easy to avoid having to enter the same information on various systems. 

Research on digital transformation in SMEs shows that integration improves the transparency and responsiveness of 
organizations (Taheri Hosseinkhani, 2025). Where departments have not yet been established, as is the case in early-stage 
businesses, this is the case when the founder's tools (e.g., email, calendars, web forms, communications platforms, etc.) are all 
woven into a single operating system. 

V. FROM SKELETON TO SYSTEM: GROWING REVENUE INFRASTRUCTURE OVER TIME 
The Revenue Skeleton is meant to be permanent, not temporary. The five core components serve as the structural 

foundation of the venture and other capabilities are added on as the venture expands. The lead capture system transforms into 
larger marketing automation and lead scoring improves pipeline staging, the contact intelligence layer extends into customer 
success tracking, workflow automation becomes more in-depth with advanced branching and predictive analytics adds to the 

conversion measurement dashboard. 

A key design rule is that these enhancements should be built on and not replace. When startups expand and begin to use a 
more comprehensive CRM system, they tend to lose their previous CRM data, throw off existing processes and introduce additional 
learning curves at a time when streamlining operations is critical. The Revenue Skeleton doesn't have this problem because it is a 
base that can be extended over time, instead of replacing every so often. 

The shift from the informal to the formal system of organization has also been found to be a discontinuity in firm growth 
(Usman et al., 2026), and an area of formalization that is found in technology start-ups is the CRM infrastructure. The Revenue 
Skeleton provides a logical sequence to this transition: five core components first, then progressively more features as the 
organisation grows larger, more complex and more profitable. 

VI. STRATEGIC IMPLICATIONS OF EARLY CRM ADOPTION 
The business benefits of CRM systems going into the early stages of the venture's development are not limited to what CRM 

can contribute in terms of efficiency. One of the first benefits of CRM data is that it provides institutional memory. In founder-led 
businesses, the founder’s memory is usually the main store of customer knowledge. When the founder is unavailable, whether due 
to illness, travel, or team expansion in later stages, this knowledge is lost. A robust CRM system can help you pass this knowledge 
from your founder's brain to an asset for your organization that will sustain and transfer. 

Second, CRM infrastructure improves investor readiness. Investors who are considering an early-stage investment will take 
into account not just the product and market, but also how mature the founding team is. Structured data presentation (e.g. pipeline 
visibility, conversion rates, revenue predictions, etc.) is an indicator of an operation that is disciplined and gives investors more 
confidence. In this context, the data collected by the CRM becomes more relevant than only the words. 

Third, CRM infrastructure can help with pricing optimization. Founders can use this data to make informed pricing 
decisions, instead of speculating or basing their decisions on competitor pricing, by knowing which deals close at a certain price 

point, what price-sensitive prospects are, and price willingness segment by segment. This can create a proprietary pricing 
intelligence asset specific to the venture's market over time. 

Fourth, there are structured revenue systems which enable multi-channel coordination. The prospects of B2B businesses 
are usually reached by means of multiple channels such as face to face, Inbound marketing, partners, and online marketing. If not 
managed properly, these channels can create disjointed customer journeys and wasted time and effort (Dent and White, 2018). 
The Revenue Skeleton ensures that every interaction is captured in a single system, so there's no duplication in outreach and the 
same messages are delivered, no matter how a prospect enters the pipeline. 



Saksham Goswami/ESP JETA 6(3), 156-161, 2026 

 

161 

VII. CONCLUSION 
All B2B startups in the early stages will need CRM infrastructure. The issue is when it is applied, prior to the loss of revenue 

from operational disorganisation or after the loss of revenue from operational disorganisation. The Revenue Skeleton outlined in 
this paper provides a prescription: five structural elements that can be in place within days to establish the platform for structured 
revenue operations. 

There is no need for enterprise level software budgets, specialized operations teams or advanced technical expertise with 

the model. It is a combination of a CRM system, a set of data discipline procedures and an understanding that revenue 
infrastructure is a strategic capability, not an administrative one. Lead capture means no opportunity will be missed. Pipeline 
staging gives you the visibility of all deals that are in progress. Contact intelligence means ensuring that each contact is followed 
up based on past contact information. Founders are not overwhelmed by repetitive tasks with workflow automation. Measurement 
for conversion allows diagnoses of performance and continual improvement. 

The Revenue Skeleton is not meant to replace but is intended for gradual expansion and implementation. It's a high-leverage 
investment, both addressing time, labor and infrastructure constraints and establishing the data foundation for future strategic 
decision making. It is a crucial structural layer for the founders that work in the context of the Constraint-Stack Operating Model 
(Goswami, 2026). It is not what makes up the whole venture, but if it's not there, then everything else is not stable. 
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