
Finding your first 100 customers

You built something. A product, a service, a platform. Now you need people to pay for it.
The gap between "launch" and "revenue" is brutal, and most founders die in that gap. 
Finding your first 100 customers isn't about luck or a viral tweet. It's a systematic
process of identifying a small group of people with a specific, urgent problem and
convincing them you can solve it better than the alternatives. You don't need a million
users. You need a hundred people who love you enough to pay, give feedback, and tell
their friends. That's the only metric that matters right now.

The delusion of "getting the word out"

Most people start by blasting their product on Product Hunt, posting on LinkedIn, or
running Facebook ads. That's broadcasting, not selling. Broadcasting works when you
have a famous brand or a massive budget. You have neither. Your first 100 buyers will
not come from a spray-and-pray campaign. They will come from direct, personal, and
ridiculously high-touch outreach. You need to talk to individual humans, one at a time,
and understand their specific pain. This is uncomfortable. Do it anyway.

Think of it like this: you are not a marketer. You are a detective. Your job is to find the
100 people whose hair is on fire, and then hand them a fire extinguisher. If you try to sell
a fire extinguisher to people who are merely warm, you will fail.

Where to dig: the three types of early buyers

There are three distinct pools of people who will buy from you before you have any social
proof. You must fish in all three, but you should prioritize the one that matches your
product's nature.

1. Your existing network (the low-hanging fruit)

This is the most obvious and most neglected pool. Go through your LinkedIn connections,
your email contacts, your alumni network, your former colleagues. Send a personal email.
Not a template. A real email. Say: "Hey [Name], I built [Product] to solve [Problem]. I
think you might have this problem. Can I show you a demo for 15 minutes?" Expect a
20-30% conversion rate to a meeting. From those meetings, you should close 30-50% into
a paid pilot or a full subscription. This is not spam. This is leveraging relationships you



already built.

2. Communities where the problem is discussed daily

Reddit, niche Slack groups, specialized forums, Facebook Groups, Hacker News. Find the
places where your target audience complains about the exact problem you solve. Do not
post your link. Do not pitch. Spend a week reading. Understand the language they use.
Then, answer a question with genuine value. "I had this same issue. Here's how I solved
it." If someone asks for a tool recommendation, you can mention your product, but only
after you've established credibility. This is a long game, but the conversion rate from a
trusted community member to a customer is absurdly high.

3. Outbound to "perfect fit" profiles

This is the hardest but most scalable method. Define your ideal customer profile (ICP)
with brutal specificity. Not "small business owners." That's too vague. "Freelance graphic
designers in Berlin with 3-5 clients who struggle with invoicing." Use LinkedIn Sales
Navigator, Apollo, or even manual Twitter searches to find 50 people who match that
profile. Send them a cold email or a LinkedIn message that references something specific
about their work. "I saw your recent project for [Client]. I built a tool that cuts the time
you spend on [specific task] by 40%. Want to see it?" Expect a 1-3% reply rate. But the
people who reply are gold.

Rule of thumb: If you can't describe your first 100 customers as a single, specific
person (e.g., "Sarah, a 32-year-old SaaS marketer in Austin"), your targeting is too
broad. Get specific or get ignored.

The offer that converts: from "interested" to
"paid"

Getting a meeting or a demo is not a win. It's table stakes. The real battle is the
conversion from "this is interesting" to "here is my credit card." Your offer must be so
compelling that saying "no" feels stupid. For your first 100 customers, price is not the
primary barrier. Trust is. They are buying you, not your product. So your offer must de-
risk the decision.

Here is a concrete decision-making insight: do not offer a free trial. Free trials attract tire-
kickers and people who will never convert. Instead, offer a "paid pilot" with a money-back
guarantee. Charge $50 or $100 for the first month, but promise a full refund if they don't



see a specific result within 30 days. This filters for serious buyers. If they are not willing
to pay $50, they will never become a long-term customer. Alternatively, offer a "setup
and success" package where you personally onboard them and guarantee a specific
outcome. The more you put your own reputation on the line, the faster they will trust you.

Three mistakes that kill your momentum

You will make errors. That's fine. But avoid these three, because they are fatal.

Mistake 1: Building features for the "maybe" customer. Your first 10
customers will ask for a million features. Do not build them. Listen to the pain, but
only build what the majority of your 100 customers actually need. If one person
wants a weird integration, say no. You are building a product, not a consultancy.
Mistake 2: Discounting to get the sale. Do not sell for $10/month. You will
attract customers who will churn the second you raise the price. Your first 100
customers must be willing to pay your target price. If they won't, your product or
your positioning is wrong. Fix the positioning, not the price.
Mistake 3: Ignoring the "why" after the sale. When a customer buys, ask
them: "Why did you buy from me instead of building it yourself or using a
competitor?" Write down their exact words. That is your marketing copy for the
next 100 customers. Do not guess. Steal their language.

Real scenarios: two different paths to 100

Scenario A: The B2B SaaS founder. Maria built a project management tool for remote
design teams. She joined 5 design-focused Slack communities. She spent two weeks
answering questions about workflow bottlenecks. She then offered a free 30-day paid
pilot to 20 team leads she identified in those communities. 12 said yes. 8 converted to
paid after the pilot. She then asked each of those 8 for an introduction to one other team
lead. That referral loop got her to 50 customers. She then ran a small LinkedIn ad
campaign targeting "design operations manager" titles, which got her the remaining 50.
Total time: 4 months.

Scenario B: The service business. Tom started a local SEO agency for plumbers. He
identified 50 plumbers in his city with terrible websites. He manually audited their sites
using PageSpeed Insights and created a one-page report showing exactly how much
business they were losing. He mailed the report (yes, physical mail) with a handwritten
note: "I can fix this for $500. If I don't double your calls in 60 days, you don't pay." 5
plumbers called him. 3 signed up. He used their case studies to get the next 97. Total
time: 6 months.

https://developers.google.com/speed/pagespeed/insights/


What to do when you hit 100

Once you have your first 100 paying customers, your job changes. You stop doing manual
outreach. You stop being the detective. You start building a repeatable sales machine.
You hire a part-time salesperson or a VA to handle the outbound. You create a self-serve
onboarding flow. You raise your prices. The first 100 are about validation and trust. The
next 1000 are about process and scale. Do not confuse the two phases. Do not try to scale
before you have proven the model with 100 real, paying humans.

Your only goal now is to get those 100 people to the point where they cannot imagine
their life without your product. If you do that, the next 1000 will come through referrals,
reviews, and word of mouth. But you cannot skip the grind. Go talk to people. Sell one at
a time. It works.
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