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Success breeds success. It also attracts imitators so the recipe for long term growth is more complex than a single idea, project or customer winning deal. The starting point for achieving this state of grace is to truly understand the foundations of your success to date.  

1. Clarity of Intent

Those companies who manage to sustain continuous growth over long periods are competent in all areas shown in the foundations of growth model.  In addition they are able to achieve excellence in those areas which provide advantage.  This is a strategic choice, one which will guide the creation of a blend capabilities to make your organisation unique and difficult to replicate.  In theory, the choice of strategic intent can be distilled down to the three broad options set out in the table below. 


In reality, the choice is more complex but the above example provides an insight into how priorities and capability development should reflect strategic intent.  This is common sense, trying to excel across all areas encourages individual change agendas which compete for management time and resources.  Being focussed encourages an end to end approach to business improvement, measurement of  the right things and targeted investment.  As more control is gained, what was once specialist can be delegated or made a core competency.  The specialists have more time to focus on future issues, ratcheting up the capability of the  whole organisation.  Only the closest integration of R&D, Commercial and Operations functions will achieve this result.

2. Measuring the Right Things

There are six main business development drivers at the core of an effective business growth generating process.

Improving performance against these will depend on all of the elements in the growth model.  These results will show how well the organisation understands and overcomes the challenges of the changing market place.  They provide early warning of either loss of competitiveness or rapid growth.  

Getting close to customers is the most important activity.  Managers of successful companies spend 30% to 50% of their time with customers.  People buy people first so building a positive relationship is important but success means more than taking your major customers out to lunch.  The focus should be on building a win/win relationship by solving their problems.  This could take the form of activities to reduce the customers Total Cost of Ownership (TCO) when using your product.  TCO considers the cost of supply and the costs incurred in receiving and using the product.  It aims to identify areas of duplication or non value adding activities which can be reduced or eliminated.  For example, component suppliers who supply end product manufacturers using direct to production line side deliveries save the cost of goods inwards and in some cases the cost of inventory management.  The aim is to establish a win-win relationship where the benefit of these service innovations can be shared.
3. Building a Business Network

Companies who have achieved outstanding growth such as Microsoft, have done so because they have created a network of interdependency across the value chain from computer manufacturers to software developers and ultimately users.  This makes it difficult for other suppliers to get a toehold in their market.

Building alliances and making connections is a major contributor to business growth.   This does not mean that managers should spend their time attending business luncheons, it does mean targeting companies and individuals where there is an opportunity for synergy.  This could be fast growing customers, suppliers, non competing intermediaries or even competitors.  Alliances take time to develop.  To work effectively all parties need to develop trust.  Expect relationships to progress from discussions around specific issues towards joint developments, possibly even joint ventures.  Relationships which are not evolving, are not working.  

The Recipe for Long Term Business Growth





Some businesses seem to have fewer problems with the shifting sands of the market and global economy.  What is it that gives them the edge?  They seem to have discovered what all managers search for…












































For further details contact: Dennis McCarthy, DAK Consulting,


Chiltern House, 45 Station Road, Henley on Thames, RG9 1AT,


01491 845504, dennis.mccarthy@dakconsulting.co.uk
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