Is Bootstrapping Right for
You? Challenges and
Advantages of the No-VC Route

Bootstrapping is often romanticized as the purest form of
entrepreneurship. Venture funding is often romanticized as the
fastest path to scale. The truth is more practical: neither
path is automatically superior. The right choice depends on
the founder’s goals, market, temperament, business model, and
definition of success.

Limesh Parekh’s journey with Enjay IT Solutions offers a
grounded view of bootstrapping. His company faced severe
losses, rebuilt patiently, and became profitable without
chasing valuation headlines. The lesson is not that every
founder should avoid VC. The lesson is that founders must
understand what kind of business they want to build before
choosing the money path.

Bootstrapping is not easy. But for some founders, it creates a
kind of strategic freedom that funding cannot always offer.

What Bootstrapping Really Means

Bootstrapping means building and growing primarily through
customer revenue, internal cash flow, and disciplined spending
rather than external venture capital. It does not mean never
borrowing money, never taking support, or growing slowly by
default. It means the business 1is accountable first to
customers and sustainability.

In a bootstrapped company, revenue is not just validation; it
is fuel. The company must sell, serve, collect, and manage
cash carefully. Every decision has to respect survival.
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This can be stressful. But it can also create a deep
understanding of customers, pricing, costs, and operations.

The Advantage: Profit Over
Valuation

Venture-backed companies often optimize for growth, market
capture, and future valuation. Bootstrapped companies usually
have to optimize for profit and cash discipline earlier. That
changes decision-making.

A bootstrapped founder cannot burn endlessly to acquire
unprofitable customers. They cannot ignore service costs. They
cannot build features forever without monetization. They must
ask practical questions:

Will customers pay for this?

Can we serve them profitably?

Will this improve retention?

Can this team size support the workload?
Are we collecting money on time?

These questions may sound conservative, but they build
business muscle. A company that survives through customer
revenue learns to respect real value.

The Challenge: Slower Resources

Bootstrapping can limit speed. Without external funding,
hiring may be slower, marketing budgets smaller, and product
development more constrained. Competitors with funding may
outspend the company in visibility, discounts, or expansion.

This is one of the hardest parts of the no-VC route. Founders
must be patient without becoming passive. They must choose



focus over noise. They may need to win through sharper
positioning, better service, niche expertise, and stronger
relationships rather than pure spending power.

Bootstrapping demands creativity because money cannot solve
every problem.

The Advantage: Decision Freedom

External capital comes with expectations. Investors may expect
rapid growth, a large market narrative, aggressive hiring, or
a future exit. For many companies, that pressure is useful.
For others, it can distort decisions.

A bootstrapped founder has more freedom to build according to
personal values and customer needs. They can choose steady
growth, profitable segments, long-term employees, and
sustainable service models. They can avoid chasing metrics
that look impressive but weaken the business.

Limesh’s approach reflects this philosophy. The focus is not
on looking large. It is on building a durable company with
strong values, customer trust, and profitability.

The Challenge: Emotional Pressure

Bootstrapping can be emotionally heavy. When losses happen,
there may be no investor cushion. When payroll is due, the
founder feels it directly. When the company must choose
between spending and saving, the decision 1is personal.

Limesh’s story includes a major loss and a team shrinking
dramatically. That kind of experience tests conviction.
Bootstrapping founders need resilience because survival is not
theoretical. It is lived every month.

The no-VC route requires a temperament that can handle
uncertainty without constant external validation.



The Advantage: Customer Discipline

A bootstrapped company cannot fake customer value for long. If
customers do not pay, the company struggles. This creates
discipline. The founder must understand pain points, pricing,
service expectations, and retention deeply.

This can make the company stronger over time. Instead of
building for investor presentations, it builds for customer
outcomes. Instead of optimizing for vanity traction, it
optimizes for revenue that stays.

Customer-funded growth is slower, but it can be more honest.

When Bootstrapping May Be Right
Bootstrapping may suit founders who:

Want control over long-term decisions.

Can start with a focused customer segment.

Have a business model that can generate revenue early.
Are comfortable growing steadily.

Prefer profitability over valuation narratives.

Have strong cost discipline.

Want to build around personal values and culture.

Can survive without large upfront capital.

This path is often stronger for service-led SaaS, niche B2B
products, consulting-to-product transitions, or markets where
trust and implementation matter deeply.



When VC May Be Better

Bootstrapping is not always ideal. Venture capital may be
useful when the market requires speed, network effects, heavy
R&D, large infrastructure, or rapid land-grab growth. If
competitors can dominate through scale before a bootstrapped
company catches up, funding may be strategic.

The key is honesty. Founders should not reject VC out of pride
or chase VC out of fashion. They should choose based on the
business model.

The Exit-First Trap

One of Limesh’s warnings is that founders sometimes start
thinking about exit before building the product or solving the
core problem. This is dangerous whether the company is funded
or bootstrapped.

An exit 1s an outcome, not a foundation. The foundation 1is
customer value, product strength, process, team, and
economics. If founders optimize for the exit too early, they
may neglect the business itself.

Bootstrapping naturally pushes attention back to fundamentals
because survival depends on them.

The Bottom Line

Bootstrapping is right for founders who value control,
customer-funded growth, profitability, and 1long-term
durability. It is challenging because resources are limited
and pressure is direct. But it can build strong companies when
paired with focus, patience, and disciplined execution.

The no-VC route is not a badge of superiority. It is a
strategic choice. The best founders choose the path that
matches the business they truly want to build.



FAQs

Is bootstrapping better than VC
funding?

Not always. Bootstrapping offers control and discipline, while
VC can support speed and scale. The right path depends on the
business model.

What 1s +the biggest challenge 1in
bootstrapping?

Limited resources, slower growth, and direct cash pressure are
major challenges for bootstrapped founders.

Why do some founders prefer
bootstrapping?

They may value decision freedom, profitability, customer
focus, and long-term culture over valuation-driven growth.

Source Note: Based on The Thrive podcast episode featuring
Limesh Parekh of Enjay IT Solutions:
https://www.thethrive.in/podcasts/from-inr-2-crore-loss-to-crm
-success-limesh-parekhs-bootstrapped-journey-from-bhilad/
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Master SaaS Negotiation and
Onboarding

Discounts are easy to give and hard to recover from. In Saa$S
sales, a founder or salesperson may reduce price to close a
deal quickly, especially when the month is ending or a
competitor is cheaper. But heavy negotiation can reveal
something deeper than price sensitivity. It can reveal whether
the customer truly values the solution, understands the
implementation effort, and is likely to stay.

Limesh Parekh’s insight is sharp: customers who over-negotiate
price and under-ask about features, training, and
implementation often become churn risks. This is a powerful
lesson for SaaS teams. The goal is not simply to win the deal.
The goal is to win the right deal and onboard the customer
successfully.

A discount can close a sale. Good qualification and onboarding
create retention.

Why SaaS Negotiation Is Different

In a one-time product sale, the transaction may end after
delivery. In SaaS, the relationship begins after the sale. The
customer must adopt the product, train users, change habits,
update data, and see ongoing value. If the customer buys only
because of a discount, but does not commit to implementation,
the account may churn quickly.

That is why SaaS negotiation should not focus only on price.
It should reveal intent.

A strong SaaS salesperson listens to what the customer
negotiates. Are they asking about business outcomes? Are they
asking how their team will be trained? Are they asking what
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support is included? Are they clarifying timelines, user
roles, data migration, and success metrics? Or are they only
pushing for a lower number?

The negotiation tells you how serious the buyer is.

Price Obsession as a Red Flag

Every buyer wants value for money. Negotiation itself is not
bad. But when price becomes the only serious discussion, the
sales team should slow down.

A customer who cares only about the discount may not be
thinking about adoption. They may see the software as a
purchase, not a process change. They may expect results
without team effort. They may blame the vendor later for
problems caused by low usage.

This 1is dangerous because SaaS success depends on shared
responsibility. The vendor must provide a good product,
onboarding, and support. The customer must provide attention,
users, data, and willingness to change old habits.

If one side is not serious, the product may fail even if the
software is good.

Qualifying Against Churn Before
Closing

Most sales teams qualify for closure. Better SaaS teams
qualify for retention.

That means asking questions that reveal whether the customer
can succeed after purchase:

What problem are you trying to solve?

Who will own implementation internally?



Which team members will use the software?

What process are you replacing?

How will you measure success after 60 or 90 days?

Are you willing to attend training and ensure adoption?
What has failed with previous tools?

What would make this project unsuccessful?

These questions may reduce the number of quick closures, but
they improve account quality. A customer who cannot answer
them may not be ready.

Why Onboarding Begins During Sales

A seamless onboarding experience does not begin after payment.
It begins during the sales conversation. The salesperson must
set realistic expectations, understand customer goals,
document requirements, and prepare the implementation team.

If sales overpromises or hides complexity, onboarding becomes
difficult. The implementation team receives a customer with
unclear expectations. The customer feels misled. Support
pressure increases. Churn risk rises.

Instead, the salesperson should sell the truth. They should
explain what the product can do, what it cannot do, what the
customer’s team must do, and what a successful onboarding
journey looks like.

This honesty builds trust and protects retention.

The Discount-Commitment Exchange

If a discount 1is necessary, it should be connected to
commitment. Instead of reducing price casually, SaaS teams can



negotiate around mutual value.

For example:

A discount can be tied to annual payment.

A lower setup cost can be tied to faster data readiness.

A special offer can be tied to attending onboarding sessions.
A pilot can be tied to defined success criteria.

A price concession can be tied to a case study if successful.

This changes the conversation. The customer receives value,
but the company also receives commitment.

The Role of Training in Retention

Training is not an optional add-on in SaaS. It is often the
difference between adoption and churn. Many customers fail not
because the software lacks features, but because the team does
not build habits around it.

Sales teams should talk about training before closure. They
should make the customer aware that implementation requires
time and attention. This filters customers who want results
without participation.

When training is positioned clearly, customers understand that
success 1s a joint project.

Handoff Matters

SaaS negotiation and onboarding are connected through the
handoff. Everything learned during sales should move to the
implementation team: customer pain points, goals, objections,
promised features, stakeholders, timeline, and risks.

A poor handoff makes the customer repeat themselves. It also



creates gaps between what was sold and what is delivered. A
strong CRM process can help here by capturing details
throughout the sales cycle and making them visible to
onboarding.

The customer should feel that the company remembers them, not
that they are starting from zero after payment.

How to Build a Better SaaS
Negotiation Playbook

Founders should create a negotiation playbook that helps
salespeople protect value and qualify honestly.

Include:

Approved discount boundaries.

Questions to ask before discounting.

Red flags that suggest churn risk.

Commitments required from discounted customers.
Rules for documenting promises.

A checklist for sales-to-onboarding handoff.
Training expectations to explain before closure.
Lost-deal and churn feedback loops.

This gives salespeople confidence. They do not have to choose
between being rigid and giving away value. They can negotiate
strategically.

The Bottom Line

SaaS negotiation is not about winning the lowest price
conversation. It is about understanding customer seriousness,



protecting service quality, and setting up successful
onboarding. Discounts may close deals, but fit, commitment,
and implementation create retention.

The best SaaS teams look beyond the signature. They ask
whether the customer is likely to succeed after the sale. That
is how negotiation becomes a retention strategy, not just a
closing tactic.

FAQs

Are discounts bad in SaaS sales?

Not always. Discounts can work when tied to commitment, annual
payment, adoption milestones, or strategic value.

What 1s a red flag during SaaS
negotiation?

A buyer who focuses only on price and shows little interest in
training, implementation, features, or outcomes may be a churn
risk.

When should onboarding begin?

Onboarding should begin during sales through expectation-
setting, documentation, and a clear handoff to the
implementation teanm.

Source Note: Based on The Thrive podcast episode featuring
Limesh Parekh of Enjay IT Solutions:
https://www.thethrive.in/podcasts/from-inr-2-crore-loss-to-crm
-success-limesh-parekhs-bootstrapped-journey-from-bhilad/



AI is Not the Main Dish, It’s
the Tadka

AI has become the most exciting business conversation of the
moment. Founders want AI in their products. Leaders want AI in
their workflows. Sales teams want AI-written messages. Support
teams want AI summaries. Everyone wants speed, automation, and
intelligence. But there is a critical mistake many businesses
make: they try to add AI before fixing the foundation.

Limesh Parekh explains this with a memorable analogy: AI is
the tadka, not the dal. The dal is the base meal. The tadka
adds flavor, aroma, and power. But tadka without dal is not a
meal. In business terms, AI is an enhancement. The foundation
is clean data, clear process, disciplined workflows, and a
team that understands how the business actually runs.

For SMBs and SaaS teams, this is one of the most practical AI
lessons available.

Why AI Cannot Fix Chaos

AI can summarize, predict, generate, classify, recommend, and
automate. But it depends heavily on the quality of the inputs
it receives. If customer data 1s scattered across
spreadsheets, WhatsApp chats, personal notebooks, and employee
memory, AI has no reliable base to work from.

A messy system produces messy automation. If lead stages are
unclear, AI cannot accurately predict pipeline health. If
customer notes are incomplete, AI summaries will miss context.
If service history 1is not captured, AI cannot identify
recurring issues. If the team does not update records, AI
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recommendations become weak.

This is why businesses must avoid treating AI like a magic
layer. AI does not replace operational discipline. It
amplifies whatever discipline already exists.

The Dal: Process and Data

Before adding AI, a business needs its dal: the core operating
system.

That includes:

Defined customer stages.

Clean lead and customer records.

Documented follow-up rules.

Clear ownership of tasks.

Consistent reporting.

Structured service history.

Reliable product, pricing, and support information.
A team trained to update the system properly.

In CRM terms, this means the business must first know who the
customer 1is, what stage they are in, what has been promised,
what happened last, and what should happen next. Without that,
AI has no meaningful context.

A company that cannot track follow-ups manually will not
suddenly become customer-centric because it buys an AI tool.
It must first build the habit of tracking.



The Tadka: AI Enhancement

Once the foundation is strong, AI becomes extremely useful. It
can help salespeople prepare for calls, summarize customer
history, identify inactive leads, draft follow-up emails,
detect churn risk, and support managers with pipeline
insights. It can help customer success teams review tickets,
prioritize escalations, and personalize communication.

But notice the sequence. AI works best after the CRM or
operating system contains structured data. Then AI can enhance
the work already happening.

For example:

If call notes are captured, AI can summarize them.

If lead sources are tracked, AI can identify better channels.
If deal stages are updated, AI can flag stuck opportunities.

If support tickets are categorized, AI can find recurring
product gaps.

If customer usage is measured, AI can predict churn risk.

The quality of AI output follows the quality of business
input.

Humans With AI vs. Humans Without AI

Limesh’s framing also avoids the common fear-based question of
AI versus humans. The better comparison is humans with AI
versus humans without AI.

AI will not remove the need for judgement, empathy, customer
understanding, or leadership. But it will strengthen teams
that already have process discipline. A salesperson who
listens well and uses clean CRM data can become faster and
more prepared with AI. A support agent who understands the



customer can respond better with AlI-assisted summaries. A
manager who reviews data regularly can make sharper decisions
with AI insights.

The advantage goes to people and companies that know how to
combine human context with machine assistance.

Why SMBs Should Not Rush Into AI
Features

SMBs often feel pressure to adopt every new technology
quickly. But rushing into AI without process clarity can waste
money and create confusion. Teams may start using disconnected
tools, generating content without strategy, or automating
messages that do not match the customer’s actual need.

Before investing heavily in AI, SMB leaders should ask:
Is our customer data clean?

Do we have one source of truth?

Are our sales stages defined?

Do employees update information consistently?

Do we know which process we want to improve?

Can we measure whether AI 1is helping?

If the answer is no, the first investment should be in process
and data hygiene.

AI in CRM: Practical Use Cases

Once the foundation is ready, AI can add real value to CRM
workflows.

Lead prioritization: AI can help identify which leads deserve



immediate attention based on source, behavior, industry, or
past conversion patterns.

Follow-up assistance: AI can draft contextual messages based
on the last conversation and next action.

Pipeline risk detection: AI can flag opportunities that have
been inactive too long.

Call and meeting summaries: AI can convert conversations into
structured notes and action items.

Customer support insights: AI can detect repeated complaints
or common implementation problems.

Manager coaching: AI can help identify sales patterns, lost-
deal reasons, and team training needs.

These use cases are powerful only when data is consistently
captured.

Do Not Use AI to Hide Weak Process

Some companies use AI as decoration. They add AI labels to
products, campaigns, or workflows without changing the
underlying customer experience. That may create short-term
attention, but it does not create long-term value.

AI should solve a real process problem. It should reduce time,
improve accuracy, personalize service, reveal insights, or
help teams make better decisions. If the business cannot
clearly name the improvement, it may be adding tadka to an
empty plate.

The Bottom Line

AI is not the main dish. It is the enhancement that becomes
powerful only when the foundation is strong. For SMBs, that
foundation is clean data, clear process, disciplined CRM



usage, and trained teams.

Businesses should not ask, “How do we add AI?” first. They
should ask, “What process do we need to strengthen so AI can
actually help?” Once the dal is ready, the tadka can make it
exceptional.

FAQs

Why is AI compared to tadka?

Because AI enhances an existing business process, just like
tadka enhances dal. It cannot replace the base.

Can AI fix poor customer data?

No. AI can help organize or summarize data, but it cannot
produce reliable insights from incomplete or inconsistent
information.

What should SMBs do before adopting AI?

They should clean customer data, define workflows, create one
source of truth, and train teams to update systems
consistently.

Source Note: Based on The Thrive podcast episode featuring
Limesh Parekh of Enjay IT Solutions:
https://www.thethrive.in/podcasts/from-inr-2-crore-loss-to-crm
-success-limesh-parekhs-bootstrapped-journey-from-bhilad/




SaaS Go-to-Market Strategy:
Be Industry Specific, Not
Generic

Many SaaS founders want to build products that can serve every
industry. There 1is nothing wrong with that ambition. A strong
SaaS product can often be flexible enough for manufacturing,
services, education, real estate, healthcare, retail, and many
other sectors. But the mistake begins when founders also try
to market and sell the product generically.

Limesh Parekh explains this with a simple consumer analogy:
soap may be a broad product category, but brands position
themselves differently for different buyers. In SaaS, the same
principle applies. The product may be industry agnostic, but
the go-to-market strategy should be industry specific.

This distinction can decide whether a SaaS company sounds
relevant or forgettable.

Product Flexibility Is Not the Same
as Market Clarity

A SaaS product can solve a common underlying problem across
many industries. CRM is a good example. Every business needs
to manage customer relationships, sales follow-ups, service
issues, and pipeline visibility. But the way a manufacturer
experiences CRM pain is different from the way a real estate
broker, education consultant, or distributor experiences it.

If the company uses the same generic pitch for all of them,
the message becomes weak. “Manage your customers better” is
true, but not sharp. It does not show the buyer that the
vendor understands their daily reality.
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Industry-specific go-to-market makes the pain concrete. For a
manufacturer, the message may focus on distributor follow-ups,
dealer networks, quotation tracking, and service requests. For
a real estate business, it may focus on lead source tracking,
site visit follow-ups, broker coordination, and inventory
interest. For an education company, it may focus on admission
inquiries, counselor follow-ups, and parent communication.

The product may be similar. The story should not be.

Why Generic SaaS Marketing Fails

Generic messaging forces the buyer to do the translation. The
prospect has to read a broad claim and mentally connect it to
their problem. Many will not make that effort.

Industry-specific messaging does the translation for them. It
says, “We understand your world. We know the kind of leads you
handle, the follow-ups you miss, the reports you need, and the
team behavior you struggle with.”

That creates relevance quickly.

In competitive SaaS markets, relevance is more powerful than
feature quantity. Buyers are not only asking, “Does this
software have features?” They are asking, “Will this work for
my business?” Industry-specific positioning answers that
question faster.

The Difference Between Product and
Sales Strategy

Founders often confuse product design with sales strategy.
They think that if the product can serve multiple industries,
the sales strategy should also remain broad. But these are
separate decisions.

Product strategy asks: What core workflows should the software



support?

Go-to-market strategy asks: Which customer segment will we
focus on first, and what message will make them act?

A company can build a flexible product while choosing a
focused market entry point. In fact, this is often the smarter
path. Focus helps the team create better case studies, sharper
demos, clearer landing pages, relevant sales scripts, and more
useful onboarding examples.

Once one segment is working, the company can expand to another
with a tailored playbook.

Industry-Specific Selling Improves
Demos

A generic demo shows features. An industry-specific demo shows
outcomes.

For example, a generic CRM demo may show contact creation,
lead stages, reminders, and reports. A manufacturing-focused
CRM demo can show dealer inquiries, quotation follow-up,
territory-wise sales pipelines, and service escalation. The
same feature becomes more meaningful because it is placed
inside the customer’s context.

This makes the sales conversation stronger. The buyer does not
have to imagine how the CRM fits their workflow. They can see
it.

Industry-specific demos also help the sales team qualify
better. They can ask questions that match the industry:

How do leads come in?
Who follows up with dealers or customers?

Where do quotations get delayed?



How are site visits, demos, or service requests tracked?
Which reports does management need every week?

These questions build trust because they show practical
understanding.

Content Strategy Should Follow
Industry Clusters

For SEO and AEO, industry-specific content is especially
valuable. A broad blog like “Why CRM is important” may attract
general traffic, but a focused blog like “How CRM helps
manufacturing companies manage dealer follow-ups” speaks to a
clearer buyer.

Industry-specific content can target long-tail search intent,
answer practical questions, and support sales conversations.
It also builds topical authority around use cases, not just
software features.

Useful content clusters might include:
CRM for manufacturers

CRM for real estate teams

CRM for education admissions

CRM for distributors

CRM for service businesses

CRM for consultants

CRM for healthcare practices

Each cluster can explain pain points, workflows,
implementation steps, reporting needs, and ROI from that
industry’s point of view.



Why Focus Does Not Limit Growth

Some founders fear that choosing one industry will make the
company Llook small. In reality, focus often makes growth
easier. A focused message gets remembered. A generic message
gets ignored.

Choosing an industry for marketing does not mean rejecting all
other customers forever. It means creating a clear beachhead.
Once the company wins trust, builds references, and
understands one segment deeply, it can repeat the process for
another segment.

The strongest go-to-market strategies often expand from focus,
not from vagueness.

How to Build an Industry-Specific
GTM Plan

Start by choosing one segment where the pain is urgent, the
product fit is strong, and the sales cycle is understandable.
Then build the messaging around that segment’s daily reality.

Define:

The top three problems this industry faces.

The language buyers use to describe those problems.
The workflows your product improves.

The reports or outcomes decision-makers care about.
The objections that commonly appear.

The proof points or case studies needed.

The content topics that answer their questions.



The demo flow that best matches their use case.

Then train sales and marketing teams around this focused
playbook.

The Bottom Line

A SaaS product can be industry agnostic, but the go-to-market
strategy should be industry specific. Buyers respond to
relevance, not broad claims. When a company speaks the
customer’s language, shows industry workflows, and builds
content around specific use cases, it becomes easier to earn
trust and close better-fit customers.

Generic SaaS messaging says, “We can help everyone.” Industry-
specific GTM says, “We understand you.” That difference 1is
often what converts attention into revenue.

FAQs

Can a SaaS product serve many industries?

Yes. But the marketing, sales demos, and content should still
be tailored to specific industries for better relevance.

Why 1s generic SaaS positioning weak?

It forces buyers to connect broad features to their own
problems instead of showing direct understanding of their
industry.

How should SaaS startups choose their
first industry focus?
Pick a segment with urgent pain, strong product fit, clear

decision-makers, and the potential for repeatable case
studies.



Source Note: Based on The Thrive podcast episode featuring
Limesh Parekh of Enjay IT Solutions:
https://www.thethrive.in/podcasts/from-inr-2-crore-loss-to-crm
-success-limesh-parekhs-bootstrapped-journey-from-bhilad/

Mentorship vs. Experience:
Why You Cannot Build a
Business Alone

Many founders believe experience is the best teacher. That 1is
partly true, but it is also expensive. Experience often
teaches through mistakes, losses, delays, and painful trial
and error. Mentorship does not remove hardship, but it can
help founders interpret hardship faster and avoid repeating
avoidable mistakes.

Limesh Parekh’s conversation with The Thrive makes this point
with unusual clarity. He speaks about the need for mentors,
the danger of thinking you know everything, and the importance
of sequential learning. The deeper message 1is simple: no
founder builds well alone. Even the most determined
entrepreneur needs guidance, perspective, and honest
correction.

A business is too complex to be learned only through ego.

Why Founders Resist Mentorship

Founders are naturally independent. They start businesses
because they see possibilities others miss. They make
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decisions under uncertainty, take risks, and push forward when
people doubt them. That independence is a strength, but it can
become a weakness when it turns into isolation.

Many founders resist mentors because they confuse guidance
with control. They worry that taking advice will reduce their
originality. Some believe their industry is unique, so outside
wisdom will not apply. Others simply do not want to admit what
they do not know.

But mentorship is not about outsourcing decisions. It is about
improving judgement. A good mentor does not run the company
for the founder. They help the founder see cause and effect
more clearly.

Experience Teaches, But Slowly

Experience is valuable because it is real. A failed product
launch, a bad hire, a pricing mistake, or a cash flow crisis
teaches lessons that no book can fully communicate. But
experience has a cost. The founder pays in time, money,
reputation, energy, and sometimes team trust.

A mentor helps shorten the learning loop. They may have seen
similar patterns before. They can ask sharper questions,
challenge assumptions, and point out risks the founder is too
emotionally close to see.

This is especially important in moments of stress. When a
business faces losses, attrition, or a failed strategy, the
founder’s thinking can become reactive. A mentor can help
separate emotion from analysis.

The Danger of Thinking You Know
Everything

One of the most dangerous stages in entrepreneurship is early



success. A founder closes a few customers, hires a small team,
or raises visibility, and begins to believe their instincts
are always right. That confidence may help them move fast, but
it can also make them blind.

Business problems rarely announce themselves clearly. Poor
pricing may look like weak sales. Weak onboarding may Llook
like a bad product. A culture issue may look like a hiring
issue. A cash flow problem may look like a growth problem.
Without external perspective, founders often solve the symptom
instead of the cause.

Mentorship protects against this blindness. It reminds
founders that learning is never finished.

Sequential Learning Matters

Limesh’s point about learning being sequential is especially
useful. Founders often want advanced answers before mastering
basic principles. They want growth hacks before positioning
clarity. They want AI before clean data. They want valuation
before profit. They want scale before process.

But business learning has layers. A founder must understand
customers before building features. They must understand unit
economics before discounting. They must understand process
before automating. They must wunderstand culture before
delegating deeply.

Mentors can help founders learn in the right order. They can
say, “This is not the next problem yet. First fix the
foundation.”

Mentorship Is Not Only Advice

A mentor can play several roles in a founder’s journey.

They can be a mirror, reflecting patterns the founder does not



see.

They can be a filter, helping separate good opportunities from
distractions.

They can be a challenger, pushing the founder to defend
assumptions.

They can be a historian, sharing what similar decisions led to
in other contexts.

They can be an emotional stabilizer, reminding the founder
that difficulty is not always disaster.

The best mentors do not simply give instructions. They improve
the founder’s decision-making quality.

How to Choose the Right Mentor

Not every experienced person is the right mentor. A good
mentor should have relevant practical wisdom, but they should
also understand context. Advice that works for a funded metro
startup may not fit a bootstrapped SMB from a smaller town.
Advice from a corporate executive may not fit a founder
managing cash daily.

Look for mentors who:

Ask questions before giving answers.

Understand your business model and constraints.
Respect your values and long-term goals.

Have seen both success and failure.

Can challenge you without humiliating you.

Do not push generic formulas.

Are willing to tell you uncomfortable truths.



Mentorship works best when the founder is honest. If the
founder hides numbers, exaggerates progress, or shares only
selective information, even a good mentor cannot help.

Books, Mentors, and Lived
Experience Work Together

Limesh references influential business books and mentors in
his journey. This combination matters. Books offer frameworks.
Mentors offer interpretation. Experience offers reality.

A book may teach a principle about constraints, culture, or
customer happiness. A mentor may help apply that principle to
the founder’s current decision. Experience then tests whether
the decision works.

Founders should not rely on only one source of learning. The
strongest entrepreneurs build a learning ecosystem around
themselves.

Why You Still Own the Decision

Mentorship does not remove founder accountability. In fact, it
should strengthen it. A mentor can advise, but the founder
lives with the consequences. That is why blindly following
advice is also risky.

The right approach is to listen deeply, ask questions, compare
advice with data, and then decide consciously. A founder
should neither reject all guidance nor surrender judgement
completely.

Mentorship is input. Accountability remains with the founder.

The Bottom Line

Experience matters, but experience alone can be slow and



costly. Mentorship helps founders learn faster, see blind
spots, avoid ego traps, and make decisions in the right
sequence. No founder can build a strong business in total
isolation.

The wisest entrepreneurs are not the ones who pretend to know
everything. They are the ones who keep learning from mentors,
books, customers, data, and mistakes without losing ownership
of the final decision.

FAQs

Is experience more important than
mentorship?

Both matter. Experience gives reality, while mentorship helps
founders interpret reality and avoid avoidable mistakes.

What makes a good business mentor?

A good mentor understands context, asks sharp questions,
challenges assumptions, and improves the founder’s judgement.

Can a founder have multiple mentors?

Yes. Different mentors can support different areas such as
sales, finance, culture, product, or leadership.

Source Note: Based on The Thrive podcast episode featuring
Limesh Parekh of Enjay IT Solutions:
https://www.thethrive.in/podcasts/from-inr-2-crore-loss-to-crm
-success-limesh-parekhs-bootstrapped-journey-from-bhilad/




The Strategic Advantage of
the Refund Policy

A refund policy 1is usually treated as a customer service
detail. Many founders see it as a defensive promise: something
written in fine print to reduce buyer anxiety or handle
complaints. But when designed correctly, a refund policy can
become a strategic sales advantage. It can increase trust,
speed up decisions, improve qualification, and even protect
the company from bad-fit customers.

Limesh Parekh’s view on refunds is simple and powerful: if the
product does not work for the customer, the customer’s money
should not work for the company. That philosophy is not just
generosity. It is a business discipline. It forces the company
to sell honestly, onboard seriously, and focus on long-term
customer success rather than short-term revenue.

For SaaS and service businesses, this mindset can change the
way sales teams think about closing deals.

Why Refund Policies Build Trust
Faster

Every customer carries risk when buying a product, especially
in B2B. They wonder whether the software will work, whether
their team will use it, whether support will be available, and
whether the vendor will disappear after payment. This fear
slows down decisions.

A clear refund policy reduces that fear. It tells the buyer
that the company is confident enough to share the risk.
Instead of saying, “Trust us because we are selling this,” the
company says, “Trust us because we are willing to stand behind
the outcome.”
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That matters in SMB markets where relationships, reputation,
and practical results often matter more than brand glamour. A
refund promise can help a smaller company compete against
larger names because it makes the buying decision feel safer.

Refunds Force Better Sales Qualification

The most underrated benefit of a refund policy is internal
discipline. When the company knows it may have to return money
if the product does not work, the sales team becomes more
careful about whom it sells to.

This 1is exactly why the policy is strategic. It discourages
forced selling. It pushes the team to ask better qualification
questions:

Does the customer have a real problem?
Is the product a genuine fit?
Will the customer invest time in onboarding?

Does the customer’s team have the discipline to use the
solution?

Are expectations realistic?

Is the buyer committed or only looking for the cheapest
option?

A weak-fit customer may bring revenue today but create support
pressure, poor adoption, complaints, and churn tomorrow. A
refund policy makes that risk visible before closure.

Why Bad-Fit Customers Increase CAC

Customer acquisition cost is not only the money spent to
acquire a customer. It also includes the sales time, demos,
follow-ups, onboarding effort, and support attention required
to make that customer successful. If a bad-fit customer churns



quickly, all of that effort is wasted.

Worse, unhappy customers can damage referrals and team morale.
Sales may celebrate the closure, but implementation and
support teams inherit the friction. The company pays the
hidden cost of a poor sale.

A refund policy can reduce this damage by changing the sales
team’s incentives. If a customer is likely to fail, the best
decision may be not to close the deal. That may feel painful
in the short term, but it protects retention, reputation, and
service quality.

The Refund Policy as a Sales Filter

A good refund policy acts like a filter. Serious customers
appreciate the assurance but still focus on value,
implementation, and outcomes. Weak-fit customers may reveal
themselves through their questions and behavior.

For example, if a prospect negotiates aggressively on price
but shows little interest in training, adoption, features, or
process change, that is a warning sign. They may be buying the
idea of transformation without committing to the work
required. In SaaS, that often leads to churn.

The refund policy gives the sales team permission to step back
and ask: Are we confident this customer will succeed? If the
answer is no, the deal is not as attractive as it looks.

Confidence Is Stronger Than
Pressure

Traditional sales pressure tries to push the customer into
buying quickly. A refund-backed sales approach does the
opposite. It removes fear and creates confidence.

This is important because customers can sense desperation.



When a salesperson forces urgency, overpromises, or avoids
discussing fit, buyers become defensive. When a company
confidently says that it only wants money if the product
works, the conversation becomes more honest.

That honesty can shorten the sales cycle. Customers do not
need to spend as much energy protecting themselves from the
vendor. They can focus on whether the solution is right.

Refunds Can Create Referrals

One of the strongest examples from Limesh’s experience 1is
refunding a large fee when a customer’s team was not using the
CRM properly. Instead of damaging the relationship, the refund
created trust and led to multiple referrals.

This lesson is important. A refund does not always mean
failure. Sometimes it proves integrity. A customer who
receives fair treatment may not be the right user today, but
they can still become an advocate. They may remember that the
company acted responsibly when it had the chance to keep the
money.

In relationship-driven markets, that reputation has long-term
value.

How to Design a Strategic Refund
Policy

A strong refund policy should be clear, fair, and connected to
implementation responsibilities. It should not become an
invitation for casual misuse, but it should genuinely protect
customers.

Founders should define:

What outcomes or usage conditions are covered?



What onboarding steps must the customer complete?

What time window applies?

What documentation or review process 1s required?

Who approves refunds?

How will feedback from refunds improve sales qualification?

The policy should also be explained during sales, not hidden
after purchase. If the refund promise is part of the trust-
building process, customers should understand it before they
buy.

What Refund Policies Teach the
Company

Every refund is data. It can reveal poor qualification,
unclear expectations, weak onboarding, missing features, or
customer segments that are not a good fit. Instead of treating
refunds only as losses, founders should review them as
learning opportunities.

Ask:

Why did the customer fail?

Could we have identified the risk earlier?

Did sales overpromise?

Did onboarding underdeliver?

Was the customer uncommitted?

Should we change our ICP or qualification criteria?

This converts refund pain into strategic improvement.



The Bottom Line

A refund policy is not just a customer-friendly promise. It is
a sales strategy, qualification tool, and trust-building
mechanism. It reduces buyer fear, forces honest selling,
protects retention, and helps the company 1learn which
customers it should serve.

The strongest companies do not chase every rupee. They choose
customers they can genuinely help. A well-designed refund
policy keeps the business aligned with that principle.

FAQs

Does a refund policy increase risk for
the company?

It can, but it also reduces the risk of bad-fit sales by
forcing better qualification and honest expectations.

How does a refund policy help sales?

It reduces buyer fear, builds trust, and shows confidence in
the product or service outcome.

Should every SaaS company offer refunds?

Not necessarily in the same way. But every SaaS company should
have a clear policy for handling poor fit, failed adoption,
and customer dissatisfaction.

Source Note: Based on The Thrive podcast episode featuring
Limesh Parekh of Enjay IT Solutions:
https://www.thethrive.in/podcasts/from-inr-2-crore-loss-to-crm
-success-limesh-parekhs-bootstrapped-journey-from-bhilad/



Company Culture: Why the Army
Rule Works (Wrong Decision
vs. No Decision)

Most companies say they want employees to take ownership. But
when an employee makes a mistake, many organizations punish
the person so strongly that everyone else learns the opposite
lesson: stay quiet, wait for instructions, and avoid
responsibility. Over time, the company becomes slow, fearful,
and founder-dependent.

Limesh Parekh’s culture principle offers a better way to think
about this: a wrong decision is 1less dangerous than no
decision. In his words, people are not punished for taking
wrong decisions; they may be punished for not taking
decisions. He calls this the Army rule, and it is one of the
strongest ideas from his podcast conversation.

For founders, this principle is not about encouraging
carelessness. It is about building a culture where action,
judgement, and learning are valued more than silence and fear.

Why No Decision Is So Expensive

In a growing company, inaction often looks harmless. Nobody
made a visible mistake. Nobody took a risk. Nobody caused a
direct loss. But no decision can quietly cost more than a
wrong decision.

A customer complaint that 1is not escalated becomes a
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relationship problem. A lead that is not followed up becomes
lost revenue. A team conflict that is ignored becomes
attrition. A process gap that nobody reports becomes repeated
failure. A small service issue that employees hide becomes a
founder-level crisis later.

The problem with no decision is that it delays reality. The
business keeps moving, but without clarity. By the time the
founder discovers what happened, the cost has multiplied.

A wrong decision, on the other hand, creates data. The company
can see what happened, understand why, correct the process,
and train people better. If the culture is healthy, a mistake
becomes feedback.

Fear Creates Passive Employees

Employees do not become passive because they lack
intelligence. Often, they become passive because the company
teaches them that initiative 1is risky.

If every mistake leads to blame, salary deductions,
humiliation, or angry reviews, people protect themselves. They
ask for approval on everything. They avoid customer
conversations that could go badly. They stop reporting issues
quickly. They choose safety over ownership.

This creates a hidden burden for founders and managers. The
more employees avoid decisions, the more decisions return to
the top. The company may have many employees, but the founder
still becomes the bottleneck.

A culture that tolerates honest mistakes reduces this
dependency. It tells employees: use judgement, act in the
company’s interest, communicate quickly, and learn from the
result.



The Army Rule Is About
Accountability, Not Blind Risk

The phrase “wrong decision vs. no decision” <can be
misunderstood. It does not mean employees should act
recklessly. It means the company should value timely, good-
faith decision-making and transparent reporting.

A strong version of this rule has three conditions:

First, the employee must act with honest intent. A mistake
made while trying to serve a customer or solve a problem is
different from negligence or dishonesty.

Second, the employee must communicate quickly. If a decision
goes wrong, the team should know early enough to fix it.

Third, the organization must learn. A mistake should lead to
better process, clearer training, or improved judgement.

This is accountability. The company does not ignore errors. It
studies them without destroying initiative.

Why This Culture Helps SMBs Scale

SMBs often start with the founder making most decisions. That
is natural in the early stage because the founder understands
the customer, product, finances, and risk deeply. But if the
company grows and decision-making does not spread, growth
becomes painful.

Every customer 1issue, hiring question, discount request,
service exception, and operational problem reaches the
founder. The founder becomes tired. Employees become
dependent. Customers wait longer. Opportunities slow down.

The Army rule helps distribute judgement. It gives employees
permission to act within principles. Over time, the company



becomes faster because people do not wait for perfect approval
before solving ordinary problems.

This 1is especially important in sales and service. Customers
value speed and ownership. A team member who can make a
reasonable decision quickly often protects trust better than a
team member who waits too long for permission.

How Founders Can Build This Culture

Culture is not built by a slogan on a wall. It is built by
what leaders reward and punish.

If a founder says “take decisions” but reacts angrily to every
mistake, employees will believe the reaction, not the slogan.
To build this culture, founders must respond to mistakes in a
disciplined way.

When something goes wrong, ask:

What decision was made?

What information was available at the time?

Was the intent honest?

Was the issue communicated quickly?

What process gap allowed this mistake?

What should we change so the next decision 1is better?
These questions move the discussion from blame to learning.

Managers should also define decision boundaries. Employees
need to know which decisions they can take independently,
which require consultation, and which must be escalated.
Freedom works best when expectations are clear.



Do Not Deduct Learning From
Salaries

One powerful part of Limesh’s approach is that when employees
make honest mistakes, the company does not deduct losses from
their salary. This matters because salary deductions can
destroy trust. They teach people that risk belongs to the
employee, while upside belongs to the company.

If an employee acts in good faith within their role and the
result goes wrong, the business should treat it as a cost of
learning and process improvement. That does not mean repeated
carelessness should be ignored. It means honest initiative
should be protected.

A company that wants ownership must also absorb the reasonable
cost of ownership.

The Role of Values

The Army rule works only when supported by values. Employees
must care about truth, customer respect, team safety, and
timely reporting. Otherwise, decision freedom can become
chaos.

That 1is why founders should combine empowerment with non-
negotiables. For example: report issues immediately, never
hide facts, respect colleagues, protect customer trust, and do
not misuse authority. Within those boundaries, employees can
act with confidence.

The Bottom Line

The Army rule works because it attacks one of the biggest
enemies of growth: fear-based inaction. A wrong decision made
honestly can be corrected. No decision allows problems to grow
in silence.



For founders, the lesson is clear. If you want a proactive
team, do not punish people for every imperfect decision. Build
a culture where employees act, report, learn, and improve.
That is how ownership becomes real.

FAQs

Does this rule encourage careless
decisions?

No. It encourages timely, good-faith decisions with
transparent communication and learning.

Why 1is no decision worse than a wrong
decision?

No decision delays action and often allows small problems to
become larger, harder-to-fix issues.

How can founders apply this rule safely?

Define decision boundaries, protect honest mistakes, require
quick reporting, and turn errors into process improvements.

Source Note: Based on The Thrive podcast episode featuring
Limesh Parekh of Enjay IT Solutions:
https://www.thethrive.in/podcasts/from-inr-2-crore-loss-to-crm
-success-limesh-parekhs-bootstrapped-journey-from-bhilad/




How to Build a World-Class
Team from a Tier-3 City: The
1.5 Model

Building a world-class team from a Tier-3 city sounds
difficult because most founders assume talent lives in big
cities. They believe serious product companies need offices in
Mumbai, Bengaluru, Pune, Delhi, or Hyderabad to attract
capable people. But Limesh Parekh's journey with Enjay IT
Solutions challenges that assumption. His approach shows that
location is not the real limitation. The real limitation is
whether the company has a system to identify, train, grow, and
retain people.

The “1.5 model” 1is a practical example of that system. Instead
of waiting for experienced talent to arrive, Enjay designed a
fresher-friendly culture where people could be trained over 18
months, grow quickly, and build a long-term career from a
smaller town. This is not just an HR tactic. It is a strategic
operating model for founders who cannot win by competing only
on brand name or city advantage.

Why Tier-3 Hiring Needs a Different
Playbook

A founder in a smaller town cannot copy the hiring playbook of
a metro startup. In a large city, companies may rely on
experienced candidates moving between similar firms. In a
smaller market, that experienced talent pool may be thin. If
the company insists on hiring only ready-made professionals,
growth slows down.

The better strategy is to build talent rather than wait for
it.
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That requires patience, structure, and clarity. Freshers do
not become productive by accident. They need training,
expectations, feedback, values, and visible career
progression. If a company hires freshers casually and then
complains they are not ready, the failure belongs to the
system, not only the employee.

Limesh’s model starts with accepting the local reality:
experienced talent may be scarce, but freshers with commitment
and learning ability are available. The company then designs
itself to make those freshers successful.

What the 1.5 Model Means

The 1.5 model is built around an 18-month growth journey.
Freshers start with a defined salary, spend the early period
in training, and are shown a clear path to significant salary
growth if they become genuinely productive. The model 1is
powerful because it connects learning, income, culture, and
accountability.

The first three months focus heavily on training. This matters
because many companies expect people to perform before they
have been properly prepared. Enjay’s approach treats training
as an investment, not a formality. New hires learn work
etiquette, company values, customer expectations, process
discipline, and the career roadmap ahead.

The 18-month promise creates ambition. It tells young
employees that they do not need to leave the town or jump
companies immediately to grow. If they build skill and
contribute, the company has already designed a path for them.

Pay Above the Local Market, Then



Demand Productivity

One of the bold parts of the model is paying freshers better
than typical local market rates. At first, this may look
expensive. But for a company trying to build a stable teanm,
underpaying can be more expensive. Low salaries increase
attrition, reduce pride, and make employees treat the job as a
temporary compromise.

Paying well sends a signal: the company takes people
seriously.

But the model is not charity. Limesh’s philosophy is clear
that people must become productive. Salary growth is connected
to capability and contribution. This 1is important because
generous pay without performance discipline <creates
entitlement. Performance discipline without fair pay creates
resentment. The 1.5 model tries to balance both.

The company reviews progress frequently and gives increments
based on real productivity. This helps deserving employees
grow faster while keeping the organization commercially
responsible.

Training Values Before Skills

A world-class team is not built only through technical
training. Values matter just as much, especially in a smaller
company where culture spreads quickly.

Freshers need to learn how the company thinks about customers,
mistakes, teamwork, reporting problems, and decision-making.
They need to know what behavior 1is encouraged and what
behavior is unacceptable. If values are vague, employees learn
culture through gossip, inconsistency, or fear.

The 1.5 model appears to put values at the beginning of the
employee journey. That is smart. Skills can be upgraded over



time, but if people learn the wrong work habits early,
correcting them becomes harder later.

Why Small Towns Can Be an Advantage

Tier-3 cities are often discussed only as constraints. But
they also offer advantages. Real estate can be cheaper. People
may seek long-term stability. Community ties can support
retention. Employees may value a company that gives them
serious growth without forcing relocation.

Limesh also points out that in bigger cities, employees can
become more opportunistic because alternatives are everywhere.
That does not mean metro talent is bad. It simply means the
retention equation is different. In a smaller town, a company
that offers respect, learning, good pay, and growth can become
a powerful career destination.

The key is not to lower ambition because the city is smaller.
The key is to design a system that makes ambition possible
there.

Career Roadmaps Reduce Anxiety

Young employees often leave companies because they cannot see
the future. They may not know what skills to build, what
salary growth is possible, or how their role can expand. A
clear roadmap reduces that uncertainty.

The 1.5 model gives employees a visible path: train,
contribute, improve, review, grow. This creates motivation
because progress 1is not mysterious. It also creates trust
because the company has made its expectations explicit.

For founders, this is a lesson worth copying. Do not only hire
people and assign tasks. Show them what becoming better looks
like inside your company.



How Founders Can Adapt the Model

A founder does not need to copy the exact salary or timeline.
The deeper principle 1is to create a structured talent
development engine.

Start by defining the first 90 days. What should a new hire
learn? Which values matter? Which tools should they use? What
does good communication look like? What small tasks can they
master first?

Next, define the 6-month and 18-month milestones. Which skills
should improve? Which responsibilities can expand? What salary
or role growth is possible? How will productivity be measured?

Finally, create a feedback rhythm. Do not wait a year to tell
people where they stand. Frequent reviews help employees
correct early and grow faster.

The Bottom Line

A world-class team can be built from a Tier-3 city if the
company stops searching only for ready-made talent and starts
building a serious development system. The 1.5 model works
because it combines training, values, above-market pay,
productivity expectations, and a visible career path.

For founders outside major startup hubs, this 1is an
encouraging lesson. You do not need to move to a metro to
build excellence. You need a system that helps committed
people become excellent where they are.

FAQs

Can a Tier-3 city company attract strong



talent?

Yes, if it offers serious training, fair pay, stability,
growth, and a clear career roadmap.

Why hire freshers instead of experienced
people?

In smaller towns, experienced talent may be limited. Training
freshers creates a loyal, culture-aligned talent pipeline.

What 1s the biggest risk in fresher
hiring?

Hiring without structured training. Freshers need onboarding,
values, role clarity, and feedback to become productive.

Source Note: Based on The Thrive podcast episode featuring
Limesh Parekh of Enjay IT Solutions:
https://www.thethrive.in/podcasts/from-inr-2-crore-loss-to-crm
-success-limesh-parekhs-bootstrapped-journey-from-bhilad/

SaaS Pricing: Why Being Cheap
1s a Failure Strategy

Many SaaS founders believe low pricing is the easiest way to
win customers. It feels logical: if the product is cheaper
than competitors, buyers should say yes faster. But in SaaS$,
being cheap can quietly become a failure strategy. A price
that does not fund sales, onboarding, support, retention, and
product improvement creates a business that looks attractive
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on the surface but becomes unsustainable underneath.

Limesh Parekh’s warning from the podcast is especially useful
for early-stage SaaS founders: price cannot be based only on
the cost of code. Software may be delivered digitally, but the
business around it is very real. Customers need education,
demos, implementation, training, support, and long-term
success. If the price does not pay for these functions, the
company eventually compromises service quality, and churn
follows.

The cheapest product is not always the strongest product.
Sometimes it is simply the product that has not understood its
true cost.

The SaaS Pricing Trap

The most common early pricing mistake is assuming that because
software has low marginal delivery cost, the product can be
sold extremely cheaply. A founder may think, “The code 1is
already built, so every new user is almost pure profit.” That
mindset ignores the full operating model of SaaS.

A SaaS company has to spend money before and after the sale.
It must attract leads, run campaigns, pay salespeople, conduct
demos, onboard customers, answer questions, fix bugs, train
teams, maintain infrastructure, improve features, and retain
accounts. These costs do not disappear because the product is
online.

If a company sells a product for too little, it may still get
users, but it will not have enough margin to serve them well.
This creates a dangerous cycle: cheap pricing attracts price-
sensitive customers, price-sensitive customers demand more
proof and support, the company cannot afford strong service,
customers do not adopt properly, and churn increases.

What looks like growth becomes leakage.



Price Must Fund the Whole Customer Journey

SaaS pricing should be designed around the full customer
journey, not just the software license.

A healthy price should support:

Customer acquisition: marketing, lead generation, sales
conversations, demos, and proposal work.

Sales enablement: training, collateral, follow-up systems, and
tools that help the sales team convert the right customers.

Implementation: setup, data migration, configuration,
onboarding, and customer education.

Customer success: usage monitoring, support, training
refreshers, issue resolution, and renewal management.

Product improvement: engineering, security, integrations, bug
fixes, and roadmap development.

Retention: relationship management, adoption support, and
proactive problem-solving.

When pricing ignores these costs, the business is forced to
underinvest 1in the exact activities that make customers
successful.

Why Cheap Pricing Attracts the
Wrong Customers

Low pricing can also attract customers who are not committed
to implementation. This is especially true in B2B SaaS. A
buyer who chooses only on price may not value training,
process change, or disciplined adoption. They may ask for
discounts aggressively but ignore onboarding, team readiness,
or long-term fit.



Limesh points out that customers who focus too heavily on
negotiation and too little on features, training, or
implementation can become churn risks. That is a powerful
insight. SaaS is not only purchased; it must be adopted. If a
customer does not invest attention, ownership, and effort,
even a good product can fail in their organization.

Pricing should filter for seriousness. It should signal that
the product is valuable and that implementation matters.

The Hidden Cost of Poor Service

When a SaaS product is underpriced, service usually suffers
first. The company may delay support hiring, reduce onboarding
effort, avoid proactive customer success, or depend on the
founder to handle escalations manually. In the short term,
this may keep costs low. In the long term, it damages trust.

Customers do not judge SaaS only by features. They judge it by
whether it helps them solve a business problem. If the product
is powerful but the customer does not understand how to use
it, the perceived value is low. If issues are not resolved
quickly, confidence drops. If onboarding is weak, adoption
stalls.

This is why price and retention are connected. A price that
funds service helps customers succeed. A price that starves
service increases churn.

Free Trials Are Not Always What
Founders Think

Founders often treat free trials as a way for customers to
test features. But in B2B SaaS, a free trial can also function
as lead qualification for the company. It reveals whether the
prospect has a real use case, whether they are willing to
engage, and whether they can adopt the product seriously.



If a customer signs up but does not attend onboarding, import
data, invite users, or define a business goal, the issue may
not be the product. The issue may be poor fit or low
commitment. A trial should not simply be a free sample. It
should be a structured evaluation.

That means pricing and trials should work together. The goal
is not to get everyone in. The goal is to identify and serve
the right customers profitably.

How SaaS Founders Should Price More
Wisely

A better SaaS pricing approach starts with unit economics.
Founders should estimate the cost of acquiring a customer,
onboarding that customer, supporting them, and retaining them
over time. Then they should compare that cost to expected
revenue and lifetime value.

Useful pricing questions include:

How much does it cost to generate a qualified lead?

How much sales time is required before closure?

How much onboarding effort does each customer need?

How many support hours are typical in the first 90 days?
What does customer success need to do to prevent churn?

What gross margin is required to keep improving the product?

Which customer segment gets the clearest value from the
product?

Once these questions are answered, pricing becomes strategic
instead of emotional.

Cheap Is Not the Same as Affordable



There is an important distinction between being affordable and
being cheap. Affordable pricing respects the customer’s budget
while still protecting the company’s ability to deliver value.
Cheap pricing ignores the real cost of value delivery.

For Indian SMB SaaS companies, affordability matters. But
affordability should not come at the cost of implementation,
support, and survival. A product can be priced fairly without
being underpriced.

The Bottom Line

Being cheap is a failure strategy when the price does not
support the full SaaS operating model. A sustainable SaaS
company must price for customer acquisition, onboarding,
service, retention, and product improvement. Otherwise, it
attracts weak-fit customers, underfunds support, and creates
churn.

The goal is not to charge the highest possible price. The goal
is to charge a price that allows the company to deliver the
promise it sells. In SaaS, that is the difference between
appearing attractive and becoming durable.

FAQs

Why is low SaaS pricing risky?

Low pricing can underfund onboarding, customer success,
support, and retention, making it harder for customers to get
value.

Should SaaS startups avoid affordable
plans?

No. Affordable plans can work if they still support healthy
margins and a clear service model.



How should founders think about SaaS
pricing?

They should price based on the full customer journey,
including acquisition, training, implementation, support, and
retention.

Source Note: Based on The Thrive podcast episode featuring
Limesh Parekh of Enjay IT Solutions:
https://www.thethrive.in/podcasts/from-inr-2-crore-loss-to-crm
-success-limesh-parekhs-bootstrapped-journey-from-bhilad/

Top 10 Luxurious Car Brands

Are you looking to buy a luxurious car that stands out and
offers the highest levels of luxury? Luxurious cars come at a
steep price, and it’s important to understand the differences
between different brands.

Having a top-of-the-range car is a symbol of affluence; it is
the fastest and most expensive way to travel in style. Not all
cars are created equal when it comes to luxury, and some stand
much higher than others in terms of quality.

The best luxury car brands in the world are a reliable
predictor of future sales of brands and the trends that are
shaping the global automobile industry. But bringing new
vehicles to market is no easy task for the brands.Years of
research, development, and testing are needed, even for models
that fit the mold.

From ultra-luxury supercars to executive saloons, there are
many brands that claim to offer an exceptional experience
behind the wheel.


https://www.thethrive.in/business-article/industries/auto/top-10-luxurious-car-brands/

This article will outline the top 10 car brands for those who
seek ultimate luxury on wheels.

We’ll look at their features, performance capabilities and
overall appeal so you can make an informed decision about
which brand is best suited for you.

1. Mercedes-Benz

Mercedes-Benz ranks at the top on the list of top 10 luxurious
car brands list. Mercedes-Benz, 2023 marked the year it
decided to bring in a new era in the car world. Its rapid
expansion of an electric lineup brings Mercedes-Benz to the
top of this list.

The only problem is that internal combustion engines are
lagging behind.

The electric flagship Mercedes-Benz EQS is completed with S-
Class luxury and produces up to 516 horsepower and 631 1lb-ft
of torque.

Mercedes-Benz is across all the limits of futuristic designs
with the jaw-dropping Vision AMG and Vision EQXX.



 Founded: June 28, 1926

 Founder: Karl Benz, Gottlieb Daimler

- Country of origin: Germany

» Most popular models: Mercedes-Benz EQS, Mercedes-Benz
EQE AMG, Mercedes-Benz G Wagon.

- Average starting price: $60,000

 Features: Mercedes-Benz takes pride in offering an
accident investigation program to help them determine
the most likely scenario for an accident such as
groundbreaking technology, which includes Pre-Safe,
Attention Assist, and many others.

- Capabilities: Each Mercedes-Benz model offers
exhilarating performance, sophisticated style and
intelligent technology.

2. Tesla

Tesla isn’t a newcomer to EV technology in 2023, and yet it
still makes serious advancements across its lineup. The
flagship Model S Plaid will now come with a boost tri-motor
powertrain with a whopping 1,020 hp and 1,050 lb-ft of torque,
and the Model 3 packs a punch with amazing performance equal
to other EVs double its cost.



Unless you’ve been 1living under a rock, you’ve probably
noticed that Tesla’'s co-founder and CEO, Elon Musk, has been
making a splash in headlines across the globe. Unfortunately
for Tesla, the spike in online search interest might not
translate to future sales boost like the rest on this list.

 Founded: 1 July 2003

 Founder: Elon Musk, JB Straubel, Martin Eberhard, Marc
Tarpenning, Ian Wright.

= Country of origin: United States

= Most popular models: Tesla Model 3, Tesla Model Y, Tesla
Model S

- Average starting price: $115,000

- Features: A sharp edge-to-edge design built around a
screen that packs almost everything on the dashboard of
a reqular car, the Tesla Model 3's interior 1is
minimalistic, functional and superbly sleek. Tesla, the
software updates let you to access all the new features
on a regular basis

= Capabilities: Advanced hardware capable of providing
Autopilot features, and full self-driving capabilities

3. BMW




Staying at the forefront of the top car brands is not an easy
task. Their lack of significant shake ups for BMW moves them
off the top spot and down to number three. BMW is still well-
positioned with many EV offerings and an extensive lineup of
hybrid and ICE vehicles to fit any individual’s desire.

As the first electric SUV by BMW, one of the most reliable
luxury car brands in 2023 the BMW iX is poised to increase
sales in the ever-growing crossover SUV segment in the world.
It comes on a dual-motor AWD platform and is ready to go head-
to-head with the best. The all-new BMW i4 sport sedan brings
BMW’s new EV fleet.

Other BMW’s 2022 highlights included a reincarnated 2 Series,
a first-time AWD 3 Series, and a 627-horsepower M5 CS.

= Founded: March 7, 1916

» Founder: Camillo Castiglioni, Franz Josef Popp, Karl
Rapp

- Country of origin: Germany

» Most popular models: BMW X5, BMW 1 Series

- Average starting price: $45,600

- Features: BMW doesn’t take any chances when it comes to
safety. As a result, they have some of the most cutting-
edge safety systems available in their vehicles. BMW
keeps you prepared with lane departure warnings and
blind spot detection. And their vehicles are built to
reduce damage to you and your passengers in the event of
an accident.

- Capabilities: The idea of building a carbon fibre plant
is a perfect example of the company’'s efforts to develop
its dynamic capability.

4. Volvo



Five more of its models to the IIHS Top tier Safety Pick Plus
list, to its raised paid parental leave and a humongous rise
in sales across the first 3 months of the year 2022.

Volvo aims to increase its market share in the electric
vehicle sector, it also hopes to boost retention rates and
talent acquisition through a huge range of encouraging new
policies.

According to Volvo'’s CEO, the motto is to become an all-
electric vehicle manufacturer by 2030. The brand’s shift
towards the luxury vehicle sector, combining Scandinavian
minimalism with electric power, encourages a bigger
conversation about making luxe vehicles nature friendly and
safe.

* Founded: 1927

 Founder: Assar Gabrielsson, Gustav Larson

= Country of origin: Sweden

= Most popular models:Volvo XC60, Volvo XC40, Volvo XC90

- Average starting price: $45,000

 Features: Impressive off-road ability, groundbreaking
safety features, turbocharged power and economy, elegant
Swedish design, and leading practicality.



= Capability: Volvo is known for its safety features and
the brand was the first to come with the three-point
seat belt capability, followed by the seat belt reminder
and the side impact protection system.

Audi remains high on the list by improving its EV offerings
and unique tech features. The launch of the Audi Q4 E-tron
crossover SUV adds to the existing Audi E-tron SUV and E-tron
GT sedan. There is now an Audi EV segment in the most popular
body styles.

Audi is bringing out Amazon Alex integration, allowing you to
control your at-home functions from your vehicle, as well as a
better version of Audi’s Personalization 2.0, bringing an
organised profile with climate control, locking, lighting, and
seat settings to any Audi vehicle.

And if you're tired of waiting at red lights, Audi has a great
feature called Traffic Light Information (TLI). By leveraging
vehicle-to-infrastructure (V2I) swarm technology, your vehicle
can perfectly predict the proper speed to see nothing but a
bunch of green lights ahead.



 Founder: August Horch

= CE0: Markus Duesmann

- Country of origin: Germany

 Most popular models: Audi A3, Audi A4, Audi Q5

- Average starting price: $70,000

- Features: The Audi A4 has 1 Petrol Engine. The Petrol
engine is 1998 cc . It is also available with Automatic
transmission. Depending upon the variant and fuel type
the A4 has a mileage of. The A4 is a 5 seater 4 cylinder
car and has a length of 4762mm, width of 1847mm and a
wheelbase of 2819mm.

= Capability: This German luxury brand is known for
technology and style as much as its amazing performance,
well-crafted interiors, and its trademark Quattro all-
wheel-drive systenm.

6. Porsche

Porsche provides the ultimate customization across its host of
thrilling sports cars, electric vehicles, and SUVs, luxurious
car brands list.

Releasing an all-new 2022 Porsche 911 GT3 was aimed at
providing the most rewarding driving experience available in



the world. Taking that same flat-six engine and stuffing it
into the 2023 Cayman GT4 RS with a 0 to 60 mph time of just
3.2 seconds.

The Porsche Taycan EV is now available as a GTS model with
improved mode and 590 horsepower. Additionally, many
advancements have been added to the Porsche Connect voice-
controlled system to make your life with their models.

 Founded: 1931

 Founder: Ferdinand Porsche

= Country of origin: Germany

 Most popular models: Porsche Macan, Porsche 911, Porsche
Cayenne

» Average starting price: $175,000

 Features: Door puddle lights that project the word
Porsche on the ground when you open the door give an
amazing feeling and its unique gas cap with the Porsche
logo on it. Rounded LED headlights and rounded body
curves give a great feature to the car.

= Capability: It has standard AC, automatic climate and
air quality control. Adjustable steering column,
electronic multi — trip meter, tachometer and digital
clock and odometer are some of its amazing capabilities.

7. Lexus



Lexus has stated the goal of carbon neutrality by 2050, but
the 2035 aim of becoming fully battery-electric is a lofty
target for a brand that is barely making it to the scene.

The Lexus RX is all set to get an overhaul and has brought a
lot of positive attention in 2023, but the only EV in the
lineup, the new RZ 450e, is the first sign that Lexus might be
able to transition into the future of EV cars.

Let’s not forget that Lexus continually prioritizes fuel
efficiency and gives many hybrid vehicles. At the same time,
the popular F Sport performance package offers top performance
for those who want it.

= Founded: 1998

 Founder: Eiji Toyoda

= Country of origin: Japan

» Most popular models: Lexus RX, Lexus CT 200h, Lexus LS

- Average starting price: $63,000

- Features: Lexus vehicles are best known for having high-
reliability ratings and handsome cabins.

= Capability: Capability to detect motorcycles and
oncoming traffic, to cruise-control technology that can
help detect an upcoming curve.



8. Lamborghini
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The giant V10 and V12 engines sitting in the incredible
Lamborghini cars aren’t in demand, but soon enough, all luxury
car brand’s logos will be on EVs 2023. Lamborghini has
launched so that it won’'t get left behind, keeping it at
number eight on this list.

Last year was the final year that Lamborghini vehicles used
exclusively internal combustion engine power. To get a glimpse
into the future of these expensive luxury cars, turn to the
Lamborghini Terzo Millennio concept car, which comes with an
electric drivetrain with aggressive styling and amazing
performance ubiquitous to the Lamborghini name.

 Founded: 1963

= Founder: Ferruccio Lamborghini

= Country of origin: Italy

= Most popular models: Lamborghini Huracan, Gallardo.

- Average starting price: $340,000

 Features: Special features of Lamborghini are automatic
climate control, premium leather materials, power
seating, air filtration, power features, performance
speakers, and LCD monitors.



- Capability: There 1is something special about
Lamborghinis such as the vehicle includes vertically
opening doors.

9. Ferrari

The upcoming Ferrari 296GTB comes with a V-6 Hybrid Powertrain
from the Italian luxury car brand. Ferrari has not only been
reaching forward with three plug-in hybrid models but is
racing ahead with a host of lofty green goals: a battery
electric vehicle by 2025 and carbon-neutral production by
2030.

The last year the brand released the Ferrari Purosangue
(Italian for “Thoroughbred”) sticks to the tried and true
formula of sticking a roaring V12 engine under the hood, even
though it is the first-ever luxury SUV for the automaker.

Ferrari expects to release fifteen new models before 2026.
Pushing forward with innovation while placing sustainability
at the point is likely to pay dividends for Ferrari, one of
the top car brands in the world.

= Founded: 1939



 Founder: Enzo Ferrari

= Country of origin: Italy

= Most popular models: Ferrari Dino, Ferrari 365 GTB/4
Daytona, Ferrari F40

= Average starting price: $410,000

- Features: The “flat plane” crankshaft engine is what
Ferrari is known for. Without getting too technical,
it’s a design where the pistons and counterweights are
in a single line creating an alternating firing order
between the two cylinder banks.

- Capabilities: Over the years, Ferrari vehicles have
offered anywhere from just over 100 to just over 1,000

hp

10. Land Rover

This luxury car brand has made a name for itself as the leader
in vehicles that can conquer the world Car category while
filling the interior with opulence and comfort. Land Rover is
preparing for the future with a host of electric Vehicles and
hybrid models.

Seven new models are to be released within the next three
years, adding to the extensive amazing lineup of the most



luxurious Range Rover, the crossover Evoque, and the trail-
focused Defender series. The first completely electric
offering will come on a Range Rover with an expected range of
300 miles or more.

= Founded: 1978

 Founder: British Leyland

= Country of origin: United Kingdom

= Most popular models: Land Rover Discovery Sport, Land
Rover Range Rover, Land Rover Defender.

= Average starting price: $145,000

 Features: Range Rover gets a smooth, relaxing drive by
adjusting its height through the Electronic Air
Suspension. It also lowers the vehicle for getting
access to the loadspace, and Automatic Access Height
lets you have an elegant arrival.

- Capabilities: A maximum towing weight of up to 3 500 kg
means Range Rover can manage the most demanding of tasks
with ease. With the Electrically Deployable Towbar,
Advanced Tow Assist, Hitch Assist & Trailer Stability
Control, the vehicle exemplifies towing refinement &
capability.

Summary

The automotive industry is an integral part of the global
economy, producing vehicles that efficiently transport people
and goods within nations and across complete regions. These
are the top 10 luxurious car brands in the world.

The biggest auto manufacturers have a large global footprint,
selling vehicles to consumers and businesses across the globe.
These big companies are mainly headquartered in just a few
countries that lead the industry.



FAQ's on Communication:

Must read articles:

= Top 7 Inspirational Success Stories

= The Fourth Industrial Revolution: What It Means, How To

Respond in 2023

»The success story of Jugnoo India’s largest auto

rickshaw aggregator and taxi booking app



https://www.thethrive.in/story/motivation/top-7-inspirational-success-stories/
https://www.thethrive.in/special-reports/the-fourth-industrial-revolution-what-it-means-how-to-respond/
https://www.thethrive.in/special-reports/the-fourth-industrial-revolution-what-it-means-how-to-respond/
https://www.thethrive.in/story/startup-stories/the-success-story-of-jugnoo-indias-largest-auto-rickshaw-aggregator-and-taxi-booking-app/
https://www.thethrive.in/story/startup-stories/the-success-story-of-jugnoo-indias-largest-auto-rickshaw-aggregator-and-taxi-booking-app/

