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 GROWTH
BUSINESS
STRATEGIC

Dear Decision Maker,

th
It is the 12  issue of  this business support 
magazine that started as a quarterly in 2016 and 
moved to a bi-monthly just this year (2018). Thus, 
in two and a half  years, twelve different editions 
have been turned out to support decision-making 
by business managers at different cadres.

This particular issue is focusing on Strategic 
Business Growth, and will be introducing you to 
diverse ways of  handling growth or making your 
business grow. The very article by Chris Zook and 
James Allen will guide you through ‘Reigniting 
Growth’, telling you how to; rediscover your 
Insurgent Mission, be obsessed over your 
Business's Front Line, and instil an Owner's 
Manual to bring back growth to your business.

In Decision Feature 2, Glenn Llopis’ article puts 
you through ‘Top 6 Ways to Sustain Business 
Growth’. These were put forward as; getting top 
talent, introducing operational efficiencies, 
prospecting the right clients, making sound 
decisions, providing great leadership, and not 
being afraid to grow. In Decision Feature 3, Joel 
introduces you to ‘7 Strategies to Define Your 
Competitive Advantage’ and these are; (1) Cost 
Leadership Strategy; (2) Differentiation Strategy, 
(3) Innovative Strategy,  (4) Operational 
Effectiveness Strategy, (5) Technology-Based 
Competitive Strategy, (6) Adaptability Competitive 
Advantage, and (7) Information Advantage.

The Decision Brief  Case for this edition is about 
‘The Small World Model’. This model shows you 
how small the world really is, as the information 
and knowledge age that we are now has made it 
obvious that it is not about what you can do, but 
about what you know. The Executive we are 

thfocusing on in this 12  edition is Herbert Wigwe, 
the Managing Director of  Access Bank Plc. What 
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we have just done is to go a little into the life of  
this wonderful entrepreneur and tell a bit of  
his story for you to be motivated. Five 
different Executive Jokes that will make your 
management experience not about taking 
hard decisions alone are also presented to, at 
least, make you laugh.

Pete Canalichio told us ‘The Best-kept Secret 
of  Business Growth’ in Management 
Decision. This he summed up as; brand 
licensing, and I am convinced that it will be a 
good read for you. In Decision Feature 4, 
Peter Dolsyne is telling you ‘What to do when 
Your Growth has Stalled’. He advised that; we 
add empathy screening to our hiring process, 
refurbish our data approach, and invest in 
relationship, not sales. It is obvious that if  your 
business stop to grow, it will gradually start 
dying. Decision Feature 5 by Ryan Healy is 
about ‘Business Growth in Bad Times’ and to 
make this happen, we have to differentiate, 
advertise, branch out, build trust, and 
leverage.

Anand Sririvasan in Decision Feature 6 shows 
you ‘The Right Way to Grow Your Business 
Internationally’ for those of  you that are 
operating in the global or international 
business sphere. The recipe provided are; that 
we research our target market, hire the right 
people, focus on local marketing, and work 
out the details. Decision Feature 7 is ‘How Do 
You Build a Growth Focused Company From 
the Ground Up?’ This involves; having a plan, 
doing more with less, staying focused, 
increasing brand awareness, and being 
flexible.

Leadership Thought is on ‘4 Habits of  Great 

Business Leaders’ which are; developing a 
vision, being the best at what you do, daring to 
go forward, and overcoming your fears. 
Rethinking Tomorrow is on ‘3 Strategies to 
Triple Your Company's Growth’ and these 
are; marketing assets trump marketing tricks; 
retention is king, and a process for everything. 
Management Tips is on ‘6 Ways to Handle 
Rapid Growth’ and these are put together as; 
(1) understand the cause of  growth, (2) keep 
customer experience priority, (3) choose your 
team wisely, (4) carefully measure staffing 
needs, (5) be open to adapting, and (6) find a 
good mentor.

Strategic Repositioning is on ‘How to 
Increase Profits by Focusing on the Needs of  
Customers’. Management Affairs are on; '7 
Key Steps to a Growth Strategy that Works 
Immediately’, ‘5 Core Lessons for Expanding 
Your Growing Company’, and ‘Successfully 
Orchestrate the Expansion of  a Growing 
Company’.

Finally, five books are presented in the Book 
Summaries column to add to your library and 
these are; The Art of  Possibility, The Compound 
Effect, Ignore Everybody, What Got You Here 
Won't Get You There, and Who Moved My Cheese? 
It is my belief, once again that your decision-
making process would be sharpened with the 
knowledge acquired from this edition.

Enjoy it.

Muritala Awodun, PhD
Editor-In-Chief

6 Ways to Handle Rapid Growth' and these are put together 
as; (1) understand the cause of growth, (2) keep customer 

experience priority, (3) choose your team wisely, (4) carefully 
measure staffing needs, (5) be open to adapting, and (6) find a 

good mentor.
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ost successful companies eventually face a predictable 
crisis that we call stall-out—a sudden large drop in 
revenue and profit growth or a collapse of  once high 
shareholder returns to well below the cost of  capital. 
Stall-out occurs when the growth engine that powered 
a company to success stops working. This rarely 
happens because the business model has suddenly 

become obsolete—a common misconception. Rather, our research 
shows that the business has almost always become too complex, most 
often owing to bureaucracy that slows the company's metabolism, or 
internal dysfunction that distorts information and hampers managers' 
ability to make rapid decisions and take swift action on them. When we 
talk to executives about the symptoms of  stall-out, their words vary, but 
the reasons remain the same. We've lost touch with customers. We're drowning in 
process and PowerPoint. We have no shortage of  opportunities, but somehow we can 
no longer act decisively. What was once such a high-energy ride now feels like trying to 
pilot a plane with no thrust and unresponsive controls.

In an analysis of  8,000 global companies, we found that two-thirds of  
those successful enough to reach $500 million in revenue faced stall-out 
over the 15 years ending in 2013—including notables such as Panasonic, 
Time Warner, Carrefour, Bristol-Myers Squibb, Alcatel-Lucent, Philips, 
Sony, and Mazda. More alarming still, for 50 large companies in 
prolonged stall-out, we found that the onset had usually been sudden: 
Momentum fell sharply over just a year or two, with growth rates 
dropping from double digits to low single digits or even negative 
numbers—a finding consistent with past research. To be sure, external 
forces put pressure on incumbent companies. Strategy—the external 
chessboard of  business—still matters. Yet competitive strategies are 
more similar than they used to be, more easily copied, and of  shorter 
duration. The roots of  success or failure increasingly lie in the ability of  
companies to remain fast, perceptive, innovative, and adaptable. 
Internally thriving companies can respond to shifts in their competitive 
environments, identifying—and executing—strategies that sustain their 

Growth
Chris Zook &  James Allen
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dominance. When we polled 377 business 
leaders, 94% of  those in companies with 
revenue of  more than $5 billion told us that 
internal dysfunction—not lack of  opportunity 
or unmatchable competitor capabilities—was 
now the main barrier to their continued 
profitable growth.

Yes, stall-out may be predictable, but it can be 
overcome. We argue in a forthcoming book that 
most companies with sustainable growth share 
attitudes and behaviors: (1) They view 
themselves as business insurgents, fighting in 
behalf  of  underserved customers; (2) they have 
an obsession with the front line, where the 
business meets the customer; and (3) they foster 
a mindset that includes a deep sense of  
responsibility for how resources are used and for 
long-term results. Because these qualities are 
most vibrant in companies led by bold, 
ambitious founders, we call them “the founder's 
mentality.” Since 2000, returns to shareholders 
in large public companies where the founder is 
still involved have been three times those for 
other companies. But any leadership team can 
harness the revitalizing effects of  the founder's 
mentality. In some cases, a once dominant 
mindset has been lost over time and may need to 
be rebuilt from a few vestiges. But these three 
qualities can help any company restart its growth 
engine by removing gunk and complexity that 
has built up over the years, inhibiting the clean 
execution of  strategy.

1. Rediscover Your Insurgent Mission
When stall-out occurs, it is almost always 
connected to creeping complexity. “No single 
bad decision or tactic or person was to blame,” 
Howard Schultz said after returning to the CEO 
position at Starbucks in 2008 amid shrinking 
revenue, collapsing margins, and a decline in 
stock price of  more than 75%. Starbucks's stall-
out was sudden and dramatic, he acknowledged, 
but it resulted from damage that had been “slow 
and quiet, incremental, like a single loose thread 
that unravels a sweater inch by inch.”

To begin tackling stall-out, companies need to 
strip away complexity and excess cost in order 
to liberate resources, narrow focus, and harness 
the vigor that drove the company's early 
growth. We studied 10 successful rescue-and-
rebirth operations and found that all of  them 
involved reducing operating costs by at least 8% 
and sometimes more than 25%.

Successful attacks on complexity are led from 
the top down and proceed in a sequence. First 
the company must shed noncore assets and 
businesses. Next it must develop a simpler 
strategy for the remaining businesses. Then it 
can attack complexity in the core processes. 
Finally, it can focus on reducing product 
complexity in design,  var iat ions,  and 
customization. We've seen leadership teams 
attempt transformation in the reverse order, 
only to become trapped in details and wear 
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down the organization before getting to what 
really makes most transformations successful: 
reducing high-level complexity and cost.

We have found that as companies grow in size, 
internal budget processes become democratic, 
spreading resources evenly across businesses 
and opportunities. But democratic investment 
in the face of  crisis is a sure path to mediocrity. 
The opposite is needed to reverse stall-out. At 
companies where it was avoided, leaders had 
m a d e  b o l d  i nve s t m e n t  d e c i s i o n s  t o 
redifferentiate the company, usually establishing 
a major new capability that set off  waves of  
growth.

Once back in shape, companies must renew 
their view of  themselves as business insurgents. 
This does not require promoting a martial 
culture or abusing the metaphor of  “waging 
war” on competitors. Rather, companies should 
view their customers as underserved and their 
industries as setting insufficient standards, and 
should constantly emphasize what is special 
about themselves. Bold goals—not just the aim 
of  living to fight another day—will sustain 
g rowth .  As  they  become ver y  l a rg e , 
organizations may find maintaining an insurgent 
mission hard, but it's not impossible. Google's 
mission to “organize the world's information,” 
for example, is at once specific to Google and 
nearly infinite in its ambition.

company should even be prepared to shrink 
significantly if  that's what is needed to regroup, 
redeploy, and restart profitable growth. 
Consider the case of  Perpetual, the oldest trust 
company in Australia, which recovered from 
stall-out by reducing its operating costs by 20%, 
stripping away noncore businesses, and 
rejuvenating around its founder's original 
mission.

Established in 1886 to manage trusts and estates 
for Australia's scions, Perpetual led the market 
for most of  its history. But as it grew, it 
diversified into 11 new business areas, and by 
2011 the company was struggling. Its share price 
had fallen from a high of  $84 to $24 in only four 
years. Profits were down by nearly 70%, with no 
bottom in sight. Shareholders were calling 
publicly for a major overhaul, and the company 
had hired its third CEO in 12 months, Geoff  
Lloyd.

When he arrived, he “found an organization that 
was internally competitive and externally 
cooperative,” Lloyd told us. “We had grown 
incredibly complex over time by entering more 
businesses, and we were not the leader in most 
of  them.” Lloyd concluded that to save 
Perpetual, he would have to return the company 
to its core mission: the protection of  Australia's 
wealth. That, he realized, meant making the 
company “faster, more confident, and, above all, 
simpler.”

Lloyd began by replacing 10 of  the 11 members 
of  the management team with people who had 
no vested interest in past decisions. With his new 
staff  in place, he launched Transformation 2015, 
five initiatives designed to bring about swift 
complexity reduction at all levels. One was the 
“portfolio” initiative, which reduced the number 
of  businesses from 11 to three (just two 
businesses were responsible for about 95% of  
profits), cut real estate holdings by half, and 
eliminated more than 100 legacy funding 
structures. Another, the “operating model” 
initiative, reduced the staff  at headquarters by 
more than 50%. Lloyd and his team found that 
back-office support, staff  functions, and 
redundant controls accounted for 60% of  total 
costs. In other words, the company was putting 
only 40% of  its money toward sales, customer 
service, and investment—its core activities. 
Furthermore, it was relying on more than 3,000 
computer systems and applications.

Cutting back—on businesses, staff, computer 
systems, and more—was central to the 
transformation plan. But Lloyd and his team 
also crafted a plan to gain market share by 
investing in the company's core. He convened 
town hall meetings, which had never before been 
held at Perpetual, to discuss the company's 
situation and its future and to reignite 
enthusiasm for its core values. “We labored over 
the wording of  our mission and strategy,” Lloyd 
told us, explaining that he felt it was essential for 
employees to refocus on the founding principles 
of  the company. In the process, he learned a 
remarkable thing: Perpetual's original trust 
business was so strong that it still had its first 
customer—125 years later.

His strategies brought about a stunning 
turnaround. Perpetual's stock price has more 
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than doubled since Lloyd took over; employee 
engagement has measurably increased; the 
company is gaining share in its core markets; and 
net profits have tripled.

2. Obsess over Your Business's Front 
Line
Companies that sustain growth live and breathe 
the front line of  their business. This obsession, 
which can often be traced back to a strong 
founder, shows up in three ways: an elevated 
status for frontline employees, a preoccupation 
with individual customers at all levels of  the 
company, and an institutional curiosity about the 
details of  the business. A frontline obsession is 
most obvious in “high-touch” consumer 
businesses such as luxury hospitality. But the 
trait can exist in subtler ways in a range of  
industries: Consider the product obsession of  
Steve Jobs and the legendary attention to detail 
of  the wine pioneer Robert Mondavi, who 
believed in the saying “The best fertilizer for a 
vineyard is the owner's footsteps.”

The Home Depot ,  the largest  home-
improvement retailer in the world, provides an 
example of  how losing a frontline obsession 
can lead to stall-out—and how renewing it 
can reignite growth. The company's initial 
success could be traced to its remarkable 
founders, Bernard Marcus and Arthur Blank, 
who devoted themselves to building a close 
advisory relationship with customers. Their 
corporate mantra was “Whatever it takes.” The 
founders even trained store employees in 
customer service themselves. Employees, in 
turn, offered clinics on home improvement 
projects for customers and were always available 
in stores to provide knowledgeable advice. The 
strategy set the company apart and generated 
powerful customer loyalty, and for years The 
Home Depot was a major success story. From 
its founding, in 1978, until 2000, it consistently 
eclipsed its 20% annual earnings growth targets. 
But in December 2000, after missing an earnings 
target and having become increasingly 
c o n c e r n e d  a b o u t  a n t i q u a t e d 
systems—especially IT—in a company that was 
approaching $50 billion in revenue, the board of  
directors hired Robert Nardelli, a senior 
executive from GE, to introduce some big-
company discipline as CEO.

Nardelli created a command-and-control 
environment. By early 2006, 98% of  the 
company's top 170 executives were new to their 
jobs, and 56% of  the new managers at 
headquarters had come from the outside. Fresh 
leadership, especially in the area of  systems, was 
probably needed, but this changing of  the guard 
failed to build on the deep strengths that had 
once made the company special and beloved by 
its customers. Nardelli and his team neglected 
customer relationships and frontline enthusiasm 
in favor of  boosting quarterly profits. Many 
long-serving full-time employees were replaced 
by lower-paid part-time workers, and customer 
service collapsed. “Do it yourself,” some people 
joked, was now “Find it yourself.” When the 
University of  Michigan released its 2006 
American Customer Satisfaction Index, The 
Home Depot had slipped to last among major 
U.S. retailers. The board held meetings in the 
field and found a consistent pattern: concern for 
the future, disempowerment of  longtime store 
employees, and a feeling that the social contract 
between the company, its employees, and its 
customers was being breached.

Companies that sustain 
growth live and breathe 

the front line of their 
business. This obsession, 

which can often be traced 
back to a strong founder, 

shows up in three ways: an 
elevated status for frontline 
employees, a preoccupation 
with individual customers 

at all levels of the 
company, and an 

institutional curiosity 
about the details of the 

business.
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Greg Brenneman, the longest-serving board 
member and a global turnaround expert, told us, 
“You could see the serious trouble bubbling up 
under the surface. Store managers were feeling 
shackled by dozens of  financial templates and 
metrics that took time away from customers and 
running the stores. The most experienced store 
employees, the real experts on plumbing or 
electricity, had been let go and replaced with less 
experienced and cheaper part-time store 
workers. Foot traffic, the lifeblood of  any 
retailer, was dropping. New stores were not 
generating good returns, leading to further staff  
cuts. We were stalling out and needed to change 
course.”

The deterioration of  the customer experience 
was at the root of  the company's woes, and thus 
it illuminated a path back to sustainable growth. 
In 2007 the board replaced Nardelli with Frank 
Blake. On his very first day on the job, Blake 
spoke to all employees using The Home Depot's 
internal television station and quoted 
extensively from Marcus and Blank's book, Built 
from Scratch. In particular, he highlighted two of  
their charts. One listed their core values, and the 
other gave pride of  place, at the top of  an 
inverted triangle, to the company's front line: its 
stores, where customers and employees interact.

Many of  Blake's first initiatives focused on 
r e s t o r i n g  t h e  “ o r a n g e - a p r o n  c u l t ” : 
knowledgeable store employees, easi ly 
identifiable by their aprons, who focused on 

high levels of  customer service. Taking advice 
from Marcus, Blake also began anonymously 
visiting stores on “undercover missions,” as he 
called them. These proved so valuable that he 
instructed his senior executives to adopt a 
“management by walking about” approach, 
something most had never done before.

Like Lloyd at Perpetual, Blake then set out to 
reduce complexity, restructuring the businesses 
and closing money-losing stores—essentially, 
shrinking to grow. He also increased the 
employee bonus pool by a factor of  seven, 
rehired some veterans, and asked store 
managers to return to the pre-Nardelli policy of  
giving out honor badges to employees who had 
been exceptionally attentive to customers.

Eight years ago The Home Depot had stalled 
out and was facing the prospect of  free fall. But 
as of  the end of  2015, thanks to Blake's renewal 
of  the founders' mentality, the company has 
reenergized its employees and repersonalized its 
customer experience—a return to core 
principles that has driven the company's stock 
from about $25 a share in 2009 to more than 
$130 by December 2015.

3. Instill an Owner's Mindset
The third factor in reversing stall-out involves a 
management idea that first came into vogue 40 
years ago: the owner's mindset. Designed to 
i n s t i l l  b a l a n c e - s h e e t  d i s c i p l i n e  a n d 
accountability by aligning employees and 
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shareholders, this concept is frequently 
misunderstood. Too often, it implies an 
incumbent's mindset: a concern with hunkering 
down and extracting value from the existing 
business, and a loss of  interest in innovating, 
serving customers uniquely, and fully valuing 
frontline employees.

At its best, the owner's mindset focuses on the 
long term, has a strong bias toward speed and 
action, and embraces personal responsibility for 
employees' actions and for how resources are 
used. The power of  the owner's mindset is 
central to the rise of  the private equity 
industry—a reaction against the bureaucracy, 
poor cost management, and complexity that 
beset many large companies. When we analyzed 
the returns of  deals within several private equity 
funds, we found that businesses sold by large 
public companies in which management had 
seemingly lost the incentives of  ownership 
subsequently earned nearly 50% more than the 
others. After private equity firms had restored 
the owner's mindset, these companies benefited 
from increased speed, reduced bureaucracy, a 
more critical evaluation of  noncore businesses, 
and an improved management of  costs.

A case in point is Dell, the best-performing large 
company of  the 1990s. It began to stall out a 
decade later, when some of  the advantages of  its 
legendary direct sales model began to narrow, 
and the company saw its market value decline 
from $107 billion in 1999 to just under $25 
billion in 2013—a 77% drop. When Michael 
Dell returned as CEO to renew the company 
he'd founded, he concluded that he could more 
effectively make the changes he wanted if  he 
took the company private, which he did in 
partnership with Silver Lake in 2013.

“In going private,” he told us, “it's amazing how 
we have been able to speed things up. We 
simplified meeting structures, went to a board 
of  directors with just three members, and 
increased our appetite for risk. When big 
committees talk about risk, they talk about risk 
committees, how risk is bad, the mitigation 
procedures of  risk, and the reaction of  the 
analysts. For us risk is now about innovation and 
success. It has been very energizing to our 
100,000 employees to feel the long-term focus 
coming back into the company.”

Customer satisfaction scores have rebounded, 
and Dell's employee satisfaction scores are the 
highest in the company's history. Its core 
businesses are outgrowing their industry peers 
again, and Dell is investing heavily to redefine its 
model for the long term.

Going private is not for all, of  course. An 
owner's mindset can be instilled without taking 
the business off  the market. Companies can 
generate “mini-founder” experiences by, for 
example, creating franchises with direct 
ownership stakes or encouraging employees to 
create internal start-ups that might later be spun 
off. They can encourage investors with a more 
long-term focus and link executive pay more 
closely to long-term performance measures. 
They can change the timing of  internal meetings 
to increase the speed of  decision making. (Some 
leadership teams, for instance, hold Monday 
meetings and Tuesday follow-ups with the aim 
of  removing blockages to important decisions 
and actions.) They can reach outside the 
company to partner with insurgents and perhaps 
eventually acquire them. Or they can bring 
founders into the company through acquisition 

Going private is not for all, of course. An owner's mindset can 
be instilled without taking the business off the market. 

Companies can generate “mini-founder” experiences by, for 
example, creating franchises with direct ownership stakes or 
encouraging employees to create internal start-ups that might 

later be spun off. 
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a n d  wo r k  t o  r e t a i n  t h e m  a n d  t h e i r 
entrepreneurial energy. This has been the 
approach of  companies such as Cisco, Google, 
and eBay.

Initially a huge success story, and one of  the first 
dot-coms to radically scale up, eBay stalled out in 
the late 2000s—a victim of  Amazon and other 
online retail competitors and of  its own 
diversification, which included acquiring Skype. 
Its aging e-commerce auction model seemed 
vulnerable to competitors, and its share price 
had fallen from $59 in 2004 to a low of  $10 in 
2009.

When John Donahoe became the CEO at eBay, 
he recognized that to get the company moving 
again, he would have to divest noncore 
businesses, revamp eBay's e-commerce 
platform, and, most important, shift its focus to 
a hotbed of  innovation: mobile commerce. To 
successfully enter the mobile space, however, he 
would have to turbocharge the company's 
innovation pipeline and capabilities—and the 
only way he could manage that, he told us, would 
be “to fill eBay with young entrepreneurs.” In 
doing so, he was guided by a general truth about 
transforming stalled-out companies: Often, 
outside forces need to be brought in.

Not long after he took over, Donahoe began to 
acquire small, founder-led companies at a rate of  
about one every three months. He wasn't 
in te res ted  so le l y  in  acqu i s i t ions  and 
technological innovations. He wanted to retain 
the founders and their teams, frequently so that 
he could move them into core-business 
positions. “Many of  these founders like our 
approach,” Donahoe told us, “because they can 
innovate at scale in eBay, and they get to expose 
their innovations to 130 million customers 
globally.”

One of  them was Jack Abraham, the 25-year-old 
founder of  Milo, a shopping engine that 
searched stores for the best-priced merchandise. 
At one of  the regular Friday meetings that 
Donahoe held with company leaders under 30, 
Abraham raised his hand and proposed a major 
innovation for the home page. Donahoe told 
him to go figure out what resources he needed to 
explore the idea. Immediately after the meeting, 
Abraham found five of  the best developers in 

the company, went out for drinks with them that 
night, and persuaded them to leave with him the 
next morning for two weeks in Australia, where 
they would be as isolated from California 
headquarters as possible and could work on 
developing a prototype.

What they came up with blew Donahoe away. 
“Had we asked a normal product team,” he said, 
“I would have gotten back hundreds of  
PowerPoint slides and a two-year time frame and 
a budget of  $40 million. Yet these guys went 
away, worked 24/7, and built a prototype. These 
guys build. They do no PowerPoint. They just 
build.”

Obviously, Donahoe's approach is best suited to 
fast-moving markets where incumbents need to 
constantly add technologies and build new 
capabilities. Not all these initiatives have been 
lasting successes. The fivefold increase in eBay's 
stock price during Donahoe's tenure was driven 
by many things, including the success and spin-
off  of  PayPal (whose independent status has 
enhanced its founder's mentality), yet it is a clear 
example of  the power of  pulling in business 
owners from the outside and harnessing their 
energy and entrepreneurialism.

Stall-outs are frightening for companies—if  
ignored or mishandled, they can lead to lasting 
reversals of  fortune. But like any other daunting 
challenge, they can also be viewed as an 
opportunity. When we analyzed value swings on 
the stock market, we found that some of  the 
biggest upturns occur when a company is forced 
to return to its core and redefine it in the process. 
Managers need not panic when stall-out occurs. 
Companies that reignite their mission, renew 
their obsession with the front line, and instill an 
owner's mentality throughout the organization 
can reach new heights.

Chris Zook is a partner in Bain & Company's Boston office and 
has been a co-head of  the firm's global strategy practice for 
twenty years. He is a co-author of  a number of  bestselling 
books including Profit from the Core and The Founder's Mentality: 
How to Overcome the Predictable Crises of  Growth

James Allen is a partner in Bain & Company's London office 
and a co-head of  the firm's global strategy practice. He also 
leads Bain's Founder's Mentality 100 initiative. He is a co-author 
of  a number of  bestselling books including Profit from the Core 
and The Founder's Mentality: How to Overcome the Predictable Crises of  
Growth
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rowing a business requires the 
right intellectual capital, carefully 
selected strategic partnerships, and 
products and/or services with 
strong marketplace demand. 

Beyond these fundamentals, sustaining growth 
requires a strong operational foundation – to 
reduce the risks to the business over time.

One of  my clients has been in business for more 
than 15 years. They are a technology company 
with a strong value proposition and service 
offering. But while the business model is 
scalable, it lacks a strong foundation from which 
to confidently invest in its growth. The CEO 
knows that business revenue can exceed five 
times its existing base of  $250 million (that is 
profitable), but there is a lack of  top talent, 
inconsistent operational efficiencies and overall 
leadership that is afraid to face growth head-on. 
This slows down growth and makes it difficult to 
consistently service clients, design a workplace 
culture that can help employees thrive, build the 
right teams to increase productivity, and form 
the external partnerships to make the right 
strategic decisions to create a billion dollar 
organization.

Business 

Growth

Top 6 
Ways To Sustain 

Every company wants to grow their business, yet few know 
how to sustain it for the long-term or look beyond the next 

quarterly or yearly report. 

G
One might say that being a $250 million 
business is good enough and – for the 
aforementioned reasons – it should be sold to an 
organization that has the readiness to grow and 
sustain it, rather than investing good money 
without knowing the probability for favorable 
ROI.

scenario is all too common and many CEOs – 
whether small business or Fortune 500 – are 
often faced with this dilemma. Unfortunately, 
many business leaders think only about the here 
and now – rather than focusing on the potential 
for future growth and sustainability. 

Glenn Llopis
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They find themselves growing complacent – 
rather than thinking about how to solve for the 
issues at hand. Building a strong business model 
and value proposition is not enough; if  
operational infrastructure, decision-making and 
leadership are weak, this does not provide for a 
sustainable long-term growth solution.

Before your business can grow and sustain its 
momentum, you must take action in support of  
the following six things to assure your company 
builds a strong foundation for long term success:

1.  Top Talent
Without the right people, a business can't grow 
and it certainly makes it difficult to sustain 
momentum over time. Business is about people 
and without the right people a business can't 
grow and mature. Oftentimes, this requires an 
organization to refresh its talent pool in support 
of  the organization's business model and the 
unique needs of  its clients.

Reassess your talent and ask yourself  this 
question: Is your current talent pool servicing 
your c l ients  and ident i fy ing the r ight 

opportunities to create and sustain business 
growth? Are they enabling their passionate 
pursuits in search of  endless possibilities in their 
work? Take this quiz and see if  your teams are 
able to effectively see, sow, grow and share 
opportunities in their work. If  you score over 35, 
you are in good shape. If  not, you have some 
work to do.

2.  Operational Efficiencies
Efficiencies drive costs down and embed a 
mindset within the workplace culture that makes 
people sensitive to costs and ways to streamline 
how the organization communicates, operates 
and connects the dots of  opportunities. This 
helps to assure that activities within the 
organization are in alignment with the needs of  
the business to create and sustain growth.

The best way to create operational efficiencies is 
to assure that the workplace culture supports the 
tools  to dr ive eff ic iencies  within the 
organization – by design – not by accident. 

To learn more, here are six organizational 
valuesto create and sustain growth through an 
efficiencies-driven mindset. In the end, your 
organization must embrace a cultural promise 
that stands by the following motto: Success 
comes most to those who are surrounded by 
people who want their success to continue.

3.  Prospecting the Right Clients
Entrepreneur is no longer just a business term 
anymore, it's a way of  life. You must always 
embrace an entrepreneurial attitude to see and 
seize the right opportunities – especially those 
previously unseen or that others don't see at all. 
T h i s  i s  w h y  y o u  m u s t  e m b r a c e  a n 
entrepreneurial spirit when prospecting the right 
clients –to assure the business not only grows, 
but sustains itself  over time.

Generating sales is all relative. If  you are selling 
to clients whose business needs are not 
sustainable – this represents a zero sum game. If  
you don't have the right mechanisms in place to 
prospect the right clients, you will find it difficult 
to sustain growth – let alone grow at all.

Embracing an entrepreneurial attitude allows 
you to see beyond the obvious and spot the best 
clients in support of  your business model. This 

Generating sales is all 
relative. If you are 

selling to clients whose 
business needs are not 

sustainable – this 
represents a zero sum 

game. If you don't 
have the right 

mechanisms in place to 
prospect the right 

clients, you will find it 
difficult to sustain 
growth – let alone 

grow at all.
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keeps acquisition costs low and assures client 
relationships are mutually beneficial and goals 
are in alignment.

4.  Sound Decision Making
Problem solving is the essence of  what leaders 
exist to do. As leaders, the goal is to minimize the 
occurrence of  problems – which means we must 
be courageous enough to tackle them head-on. 
We must be resilient in our quest to create and 
sustain momentum for the organization and 
people we serve.

When an organization has the protocols, the 
standard operating procedures in place to solve 
problems and make sound decisions, they have 
enabled the ability to anticipate the unexpected 
to assure that circumstances don't force their 
hand.

It's difficult to sustain growth when you operate 
in an environment where people are constantly 
being overly reactive, rather than proactive. 
Sound decision making is a matter of  good 
judgment and the ability to identify good timing 
and depth – to assure that momentum is created 
and never disrupted.

5.  Great Leadership
The most successful leaders are instinctual 
decision makers and thus have the circular vision 
to see opportunity in everything. Having done it 
– made decisions – so many times throughout 
their careers, great leaders will become immune 
to pressure situations and extremely intuitive 
about casting strategic, long-term plans for the 
future.

Sustaining business growth demands leadership 
that can see the glass as half  full – even when 
everyone else is seeing it as half  empty.

6.  Don't Be Afraid to Grow
To sustain growth, you must have the mindset of  
embracing risk as your best friend. The moment 
that employees are not encouraged to share their 
ideas and ideals, it becomes difficult to take 
ownership of  the needs of  the business – and the 
marketplace quickly begins to pass you by.

Sustaining growth requires you to share 
your momentum with others. It 

demands that you have the best interests of  
others on your team, and colleagues throughout 
the organization, at heart. Driving sustainable 
growth can never happen alone. It not only 
demands a strong team, but collaborative 
departments/business units that together make 
up a strong ecosystem with the right intellectual 
capital.

When diversity of  thought is embraced, it serves 
as a powerful unifier to leverage unique thinking 
and the opportunities associated with it – to 
sustain growth.

When sustainability becomes part of  your 
organizational central ethos, you're not only 
better able to sustain business growth – you're 
able to remain five steps ahead of  the game. To 
get there, leaders must be potent pioneers — 
blazing new paths few would see through to the 
end, let alone go down in the first place. This can 
fuel opportunities previously unseen and infuse 
the workplace and employee engagement with 
new-found purpose and excitement – further 
sustaining the growth of  the business. 
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hat is a competitive advantage and 
why should it matter to you? 
Competitive advantage is defined as 
the ability to stay ahead of  present or 
potential competition. This is 

typically done by evaluating strengths and 
weaknesses of  competitors and seeing where 
you can fill in the gap or step up and improve.

Companies develop a competitive edge when 
they produce attributes that allow them to 
outperform their competitors.

Here are seven ways companies and individuals 
can create an edge.

Cost Leadership Strategy. Companies may 
place themselves ahead of  the pack by offering 
attractive pricing. Wal-Mart and Amazon are 

Joel Garfinkle

7Strategies to Define your 

Competitive 
Advantage

two companies that have risen to the forefront 
by this strategy. While this is effective for 
companies, low pricing is seldom a desirable 
method for individuals.

Differentiation Strategy. Branding is likely 
the most widely used method to differentiate 
one company from another. With this method, a 
name like Nike or Rolex automatically assumes a 
status distinct and apart from all other shoes or 
watches.Individual executives using this method 
must seek to find a core strength or talent that 
separates them from the pack. Then they 
leverage this unique skill or ability through 
increasing their visibility and the perception of  
its value to the company.

Innovative Strategy. Companies may move 
ahead of  the competition by doing things in new 

W

The definition of 
competitive advantage 
is the skills needed to 
outpace your rivals. 
Most of those come 
through knowledge and 
information. Successful 
companies seek the 
latest in technology, 
strategies, and data.

”
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and different ways. Insightec has created a way to 
eliminate brain tumors and other cancers 
without cutting into the body. Clearly they gain a 
competitive edge over traditional surgeries by 
reducing pain, risk, and long recovery 
time.People can gain a competitive edge as they 
discover and offer innovative ways of  doing 
things for the company. If  your ideas 
consistently result in benefits to the company 
you'll have that essential edge.

Operational Effectiveness Strategy. 
Some companies just do what they do better 
than anyone else. FedEx started out with an 
innovative strategy. But it continued its 
leadership — even after dozens of  other 
companies jumped into the overnight shipping 
business — by doing it very well.For individuals, 
this may mean creating systems of  operating or 
new ways to analyze data. When you do what you 
do very well, you gain a competitive advantage 
over those doing it the longer and slower way.

Te c h n o l o g y  B a s e d  C o m p e t i t i ve 
Strategy . Since the time Henry Ford 
revolutionized the auto industry with the 
assembly line, companies have sought for a 
competitive edge using new technology or 
technology in a new way. Computers and 
applications continue to… perhaps briefly… 
give companies an advantage over the 
competition. Workers who embrace new 
technology and learn to master it nearly always 
redefine or increase their competitive advantage 
over those who resist new methods.

Adaptability Competitive Advantage. 
As markets, economies, and other factors 
change in this increasingly unstable and 
unpredictable environment, companies that can 
adapt have a distinct advantage. Typically this 
includes smaller or trendy companies, however 
even Apple has successfully negotiated the 
waves of  change. Executives can bring 
adaptability to their core strength by being open 
to change. They can cross train and bring new 
and more current skills to the table. Perhaps, 
adaptability is foremost a state of  mind.

The Information Advantage. Almost all 
the other strategies benefit from excellent 
information. The definition of  competitive 
advantage is the skills needed to outpace your 
rivals. Most of  those come through knowledge 
and information. Successful companies seek the 
latest in technology, strategies, and data.

Individuals who want to keep their competitive 
edge need to do the same.  There are many 
training programs available to help you work 
faster, smarter, and bring more value to yourself  
and your employer. Listening to books on tape 
can also help you gain a competitive advantage.

In this cut-throat environment, it's essential that 
both businesses and individuals work to keep 
their competitive edge. With these seven 
strategies, you can position yourself  well ahead 
of  the pack.
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The DECISION  Brief Case

How many degrees of separation do you think there are between you and Greta Garbo?

n 1967, the social psychologist 

I Stanley Milgram claimed that 
every person in the world is 
connected to every other person 
by just a few degree of  

separation – a maximum of  six, to be precise. 
In the 1990s, the model experienced a 
renaissance as a party game: I know somebody 
who knows somebody who knows somebody 
else...’

In this way you can connect yourself  to any 
famous person in the world – or you can 
connect all actors that have ever appeared in a 
film to one another. Surprisingly, Laurence 

HOW SMALL THE WORLD REALLY IS
THE SMALL WORLD MODEL

It's not about what you can do, but about who you know.

Olivier is only two steps away from Pamela 
Anderson. Pamela Anderson appeared in 
Snap Dragon (1993) with James Wing Woo, 
who in turn appears in Marathon man (1976) 
with Laurence Olivier. If  you don't believe it, 
check out the website oracleofbacon.org.

The small-world phenomenon becomes even 
more interesting when it comes to viral 
marketing: who do you know could spread 
about your idea or product? Social networks 
like LinkedIn and Facebook show how many 
contacts you have and through how many 
other people you know these contacts.

FREIDA
PINTO

ROGER
ASHTON-
GRIFFITHS

BILL
FRASER

MELVYN
DOUGLAS

GRETA
GARBO

You Will Meet A
Tall Dark
Stranger
(2010)

Pirates
(1986)

The Americani-
sation of

Emily
(1964)

As You
Desire Me

(1932)
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Wigwe
orn in Ibadan, Oyo state in 1966, Herbert 
Wigwe found his calling in finance at the age 
of  16. In 2002, he answered the lifelong call 
of  entrepreneurship when he and Aigboje 
Aig-Imoukhuede set out to acquire a small 

commercial Bank, Access Bank. Today, Access Bank is 
one of  the largest Banks in Africa, a feat which is 
attributable to his ingenuity and expertise.

Early Life
The CEO of  Access Bank started his early life in Ibadan, 
Oyo State. This accomplished African business leader, 
born to Pastor Shingle Wigwe, who retired as a Director 
General at the Nigerian Television Authority and a mother 
Mrs. Wigwe who was a nurse, developed an interest in 
social development and community issues at a very early 
stage in life.

Herbert has always had a head for numbers, a fact he 
attributed to playing “mental mathematics” with friends 
while growing up. This game involved solving random 
mathematical questions; without the aid of  a calculator.

His interest in finance which developed at age 16, was 
fuelled by the story of  Michael Milken, high-yield bonds 
(junk bonds), among others.

Private Life
A family focused man, Herbert is married to Chizoba 
Wigwe (nee Nwuba). Herbert and his lovely wife, whom 
he met when she moved back to Nigeria have since lived 

Herbert 

The Executive

B
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aid of a calculator.
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together happily. Her genuine smile and 
intelligence have remained some of  the 
nourishing tonics for the marriage.

The couple married 5 months after meeting, 
their union is blessed with four children: Chizi, 
Tochi, Hannah, and David. Herbert is a devoted 
father and considers his family, “His greatest 
treasure.”

Despite his busy schedule, Herbert follows his 
children's daily school progress and affairs 
religiously, regardless of  his location. Herbert 
credits his ability to seamlessly balance the busy 
world of  Banking and family life, to his wife, 
Chizoba.

First Entrepreneurial Venture
From his early 20's, Herbert began what would 
become a successful career in banking and 
finance, his first entrepreneurial venture, would 
be his most successful.

In 2002, Herbert and his long-time partner and 
close friend Aigboje Aig-Imoukhuede were 
presented with the prospect  of  acquiring a 
small-scale commercial bank, Access Bank. 
Herbert had spent over a decade in GTBank and 
was in-line to becoming the Executive Director 
in charge of  institutional banking. To have even 
considered such a decision of  obtaining  what 
was then ranked the 65th largest bank in Nigeria 
seemed like career suicide.

Herbert and his partner seized the opportunity 
that was presented to them. In 2016, The Banker 
Database ranked  Access Bank in the top 1,000 
banks in the world.

Higher Education & Early Career
Herbert attended Federal Government College 
(FGC) Sokoto before moving to FGC Warri, he 
graduated from FGC Warri in 1982 and is fondly 
remembered not only as a brilliant student but as 
an avid cricket player.

Although Herbert failed the JAMB examination 
the first time in 1982, it never deterred him, he 
persisted and was successfully enrolled at the 
University of  Nigeria Nsukka (UNN) in 1983 
where he study Accountancy, graduating with a 
Second Class Upper honours degree in 1987.

In 1988, Herbert completed the compulsory 
NYSC program, he would then land a job with 
Coopers and Lybrand Associates Limited in 
Lagos as a graduate assistant and was promoted 
within a year.

In 1989, Herbert passed his Institute of  
Chartered Accountants of  Nigeria (ICAN) 
professional examination and moved on to work 
as a credit analyst at Capital Merchant Bank.

In 1990, Herbert won the British Council 
Scholarship to study at North Wales University 
(now Bangor University). He earned his M.A in 
Banking and Finance in 1991. He returned to 
Lagos to join a fast growing new generation 
bank, Guaranty Trust Bank, gradually rising 
through the ranks to become an Executive 
Director at the age of  32.

Wigwe would go on to earn an MSc in Financial 
Economics from the University of  London. He 
would also become an alumnus of  Harvard 
Business School Executive Management 
Program.
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The Raise

Sam walks into his boss's office and says 
“Sir, I'll be straight with you, I know the 
economy isn't great, but I have over three 
companies after me, and I would like to 
respectfully ask for a raise.”

After a few minutes of  haggling the boss 
finally agrees to a 5% raise, and Sam happily 
gets up to leave. “By the way,” asks the boss, 
“Which three companies are after you?”

“The electric company, water company, and 
phone company!”

Hot Shot

A young businessman had just started his 
own firm.

He rented a beautiful office and had it 
furnished with antiques. Sitting there, he saw 
a man come into the outer office. Hoping to 
look like a hot shot, the businessman picked 
up the phone and started to pretend he was 
working on a big, important business deal.

He threw huge figures around and made 
giant commitments. Finally he hung up and 
asked the visitor, “Can I help you?”

The man said, “Yeah, I've come to activate 
your phone lines.”

The Boss

One day a man goes to a pet shop to buy a 
parrot. The assistant takes the man to the 
parrot section and asks him to choose one.

The man asks, “How much is the yellow 
one?”

The assistant replies that it costs $2,000. The 
man is shocked and asks the assistant why 

it's so expensive. “This parrot is a very 
special one. He can type really fast.”

“What about the green one?” the man asks. 
“He costs $5,000 because he can type, 
answer incoming phone calls and takes 
notes.”

“What about the red one?” the man asks. 
The assistant says, “That one's $10,000.”

Curious, the man asks, “What does he do?” 
The assistant says, “I don't know, but the 
other two call him boss.”

Time to Go

An employee is getting to know her new co-
workers when the topic of  her last job 
comes up.

“Why did you leave that job?” asked one co-
worker. “It was something my boss said,” 
she replied.

“What did he say?” the co-worker quizzed.

“You're fired.”

Day Off

An employee goes to see his supervisor in 
the front office.

“Boss,” he says, “we're doing some heavy 
house-cleaning at home tomorrow, and my 
wife needs me to help with the attic and the 
garage, moving and hauling stuff.”

“We're short-handed,” the boss replies. “I 
can't give you the day off.”

“Thanks, boss,” says the employee “I knew I 
could count on you!”
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n today's business world, the 
pressure to grow is persistent and 
unwavering. A company must 
cont inue to  evolve  to  s tay 
i n n o v a t i v e ,  r e l e v a n t  a n d 

competitive. In almost every individual's mind, 
growth is the definition of  success. Whether it be 
a decision-maker, an investor or a customer, 
growth is something everyone craves to be a part 
of. In part, it can be explained as a psychological 
effect, but the reality is, if  a company is not 
growing, it is declining.

There are many different strategies that a 
company will pursue in order to achieve its 
individual growth goals. These strategies might 
be: to expand on or add a new array of  strengths, 
to explore unique territories, to strengthen 
competitive advantages or to explore untapped 
potential, to name a few.

With companies under such immense pressure 

The Best-Kept Secret of 

Business
Growth

to expand and grow, sometimes it is pursued 
with little forethought. Preplanning is necessary 
in order to make the correct move and without 
it, there can be major risks associated. These 
risks can include failing to realize the full 
potential of  the core business, diversifying too 
far and too quickly and not redefining your core 
competencies once the growth has started.

In addition to not planning a strategy 
appropriately are the threats that are associated 
with not developing an approach for long-term 
growth. Sure, immediate growth can be very 
satisfying, but growth itself  will peter out over 
time unless there is an effective and competitive 
long-term growth plan in place. The search for 
growth should not be at the expense of  focus or 
relevance because a lack of  either is potentially 
disastrous.

It is imperative to have a deep-rooted 
understanding of  which type of  growth is best 

I

Pete Canalichio
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suited for your individual company. The vast 
majority of  growth comes from competing in 
the right markets and from making acquisitions 
that provide scale and increase market presence 
that will last over time.

With a true understanding of  the business 
comes the ability to step out of  your comfort 
zone and seek new yet appropriate growth 
opportunities. Too often, executives choose to 
develop a growth strategy that is confined to 
only the space they feel most comfortable in, 
rather than in the manner that may be new but is 
also strategically right. A company that succeeds 
in growing brings flexibility as well as experience 
in its growth strategy. You must understand, 
contrary to what instinct might tell you, that 
there is no single defined way to move forward.

An option for growth that many are unaware of  
is that of  brand licensing. Brand licensing itself  
is not actually a growth strategy, in the sense that 
it won't make something grow that isn't growing 
already. It is, however, a brand expansion 
strategy. And while not without risk, it can help a 
growing brand broaden its reach exponentially. 
Brand expansion, which is also known as 
category extension, occurs when a brand 
broadens its presence into markets where it has 
high awareness and preference but lacks the 
competency or capacity to succeed.

To fill the experience and capacity gap, brand 
owners rely on licensees. They pursue this 
option for a range of  reasons. The most 
powerful reason is that, where brand extension 
looks to achieve product continuation, brand 
expansion is based on emotional continuation. 
The brands are, in effect, intending to carry the 
emotional relationship they have built with 
consumers from one sector to another. It's a 
lateral jump, intended to achieve a greater share 
of  life.

Consider the fact that Caterpillar has been able 
to carry its reputation for toughness into areas 
that are unexpected. In an interview for a book I 
wrote, Kenneth Beaupre, brand advocacy and 
licensing manager who runs Caterpillar's 
licensing program, told me that the program is 
now active in over 150 countries and generates 
$2.8 billion at retail.

That amount may be relatively small compared 
to Caterpillar's $49 billion in core products and 
services, but it has allowed the business-to-
business brand to build a very powerful direct-
to-consumer connection over 25 years. 
Caterpillar's products, such as safety shoes and 
eye protection gear, have given the brand the 
credibility to extend into footwear, apparel, 
mobile devices in rugged cell and smartphones, 
toys, luggage and watches.

Caterpillar's success points to the power of  
building on your reputation. Every brand that is 
looking to go beyond what it is currently known 
for, regardless of  the mechanism it intends to 
use, needs an expansion point -- a pivotal 
characteristic that translates powerfully from 
one product variant to another, or from one 
sector to another -- to give consumers even 
more of  what they want from the brand.

Coca-Cola has taken its message of  happiness 
to the Olympics for almost 30 years through 
their lapel pin program because that particular 
emotion translates perfectly to such a huge 
global event. People in advertising often refer to 
the pivotal truth at the center of  a brand 
campaign as “the big idea,” but to me, the 
expansion point of  a brand is more than an idea 
-- it's the single-most powerful emotion or 
association bonded with that brand that people 
have. In fact, consumers believe in it so much 
that they want to see it expressed for themselves 
across multiple aspects of  their lives.

Think brand licensing can help you achieve 
your business growth objectives? Here are four 
key points to consider:
Ÿ Understand yourself  as a company and 

thrive off  of  what you are good at.
Ÿ Have a plan to grow -- for now and for the 

future.
Ÿ Expand where it makes sense -- diversify, 

but don't dilute.
Ÿ Strive to be a part of  something bigger.

Pete Canalichio
Pete Canalichio is the author of  Expand, Grow, 
Thrive, a brand expansion and licensing expert, 
expert witness and TEDx speaker.
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n the startup world, growth is 
everything. Companies that don't 
grow don't survive.

So, if  you're an entrepreneur craving faster 
growth, having a great product, teams and 
customer relationship almost won't matter. 
Without growth fueling those fires of  success, 
your company may not last long. In fact, half  
of  all new businesses close their doors after 
five years. And the more competitive the 
industry, the more important growth 
becomes.

High growth is important for another reason: 
These companies enjoy faster cash flows. And 
that extra cash leads to more new projects, 
talented hires and satisfied customers. Faster 
growth is especially essential in emerging 
industries, where the companies that hit the 
market first (with good products, of  course) 
gain an advantage over everyone who enters 
late.

When growth stalls, however, a company's 

What to Do When Your 
Growth Has Stalled

If your business doesn't grow, it dies, and no one wants that. Here's 
how to get your growth engine humming again.

future becomes dependent on its founder's 
ability to restart the engine. Founders can't do 
it alone, though. The smartest leaders 
understand that growth accelerates only with 
a great team of  people pushing it forward.

Follow these tips to jump-start your own 
company's growth and build it to be "in it" for 
the long haul.

1. Add empathy screening to your 
hiring process. 
Empathy is a primary driver, not just for 
romance, but for a successful team. 
According to the 2016 Empathy Index, 
featured in the Harvard Business Review, the 10 
most empathetic companies in the study 
boosted their value more than twice as much 
as the bottom companies did.

For entrepreneurs, the implication is that 
empathy isn't a feel-good luxury: It's a 
necessity. When people within the company 
understand their peers on a personal level, 
they are better able to anticipate needs and 

I
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improve productivity. Those faster, smarter 
processes inevitably lead to higher growth 
rates.

Sebastian Bryers, CTO and head of  growth for 
Ora Organic, emphasized this point in a post 
for Glassdoor. “Time and time again," he 
wrote, "my top team members have been those 
who can negotiate, understand and revise their 
approach on the fly. They're not necessarily the 
best engineers or highest-performing 
sa lespeople ,  but  they ' re  the  bes t  a t 
understanding what it takes for all parties to get 
things done.

"Empathy enables them to see from outside 
perspectives, evaluate others' agendas and 
deliver something that meets the needs of  all.”

So, don't hire a bunch of  selfish high-
performers and expect them to gel as a team. 
Ask questions during your hiring process to 
gauge empathy to ensure that every new hire 
makes the company more than the sum of  its 
workers.

2. Refurbish your data approach. 
Data is king, but when the king speaks a 
different language than his subjects, he needs a 
good translator.
“While newly developed tools can make data 
science simpler, they still require trained 
professionals to harness that power,” Kiril 
E r e m e n k o ,  f o u n d e r  a n d  C E O  o f  
SuperDataScience, wrotefor IT ProPortal. 
“Anyone can now use data science techniques, 
but businesses benefit the most from data 
scientists who have deeper understandings of  
how those techniques work and what their 
value is,” Eremenko wrote.

Hire data scientists to help your company 
identify its best opportunities, but don't limit 
your requirements for the role to “is good with 
numbers.” Build data science teams that know 
how to connect information to business goals, 
so your company can turn data from a 
necessary headache into a competitive 
advantage.
“While machines and software are able to 

prepare and analyze data before visualizing 
insights,” Eremenko further noted, “a data 
scientist is necessary to identify pertinent 
questions and interpret the results to craft the 
right solutions.”

3. Invest in relationships, not sales.
Sales lead to revenue, and revenue powers 
growth, so you should sell all the time. Right?
Wrong. Audiences today can smell a sales pitch 
from a mile away, and most of  them want 
nothing to do with it. Modern consumers crave 
authenticity, so they flock to brands that 
showcase their true, unique selves.
Don't jump on the latest marketing craze 
because it works for everyone else. Don't try to 
run a funny Twitter account (like the one 
Wendy's puts out) if  that doesn't make sense 
for your brand. What works for others might 
not work for you.

Instead, double down on the parts of  your 
company that your current customers already 
love. Promote content on social media that 
doesn't lead people to sales but does make 
them feel a deeper connection to the brand. 
Remember, your brand should act like a mirror 
to your customers, showing them the best 
parts of  themselves through a branded lens. 
When you become part of  their identity, they 
tell their like-minded friends about you, and 
the growth handles itself.

Stagnating growth can be scary, but if  you 
follow these tips, it doesn't have to be 
permanent. Put together a strong team and 
leverage your most attractive features to keep 
the growth growing.

So, don't hire a bunch of selfish 
high-performers and expect them to 
gel as a team. Ask questions during 

your hiring process to gauge 
empathy to ensure that every new 

hire makes the company more than 
the sum of its workers.
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n Spring of  2008, I was 
brainstorming ideas for new 
blog posts. I wrote down 
“Business Growth in Bad 
Times” on a piece of  scrap 
paper. Underneath, I listed 

three strategies. Then I placed the scrap paper 
next to my phone where it has been sitting for 
six months.

Finally, I have transformed my note into this 
blog post. Why now? Because colleagues and 
clients are calling me. And they want to know 
why conversion rates are down… why sales are 
sluggish… and why subscriber attrition is up.

The answer is simple: In light of  all the bad 
economic news, people are cutting back, 
tightening their belts, and adopting a new 
lifestyle of  frugality.

Furthermore, a MarketWatch article reports 

 in Bad Times

Business
Growth

that consumers are paying off  debt at the 
fastest rate in the last 10 years. Instead of  
buying new things, they're paying for old 
things they bought years ago. After a solid 
decade of  spending future income, the future 
has finally caught up to American consumers.

And this, in many cases, has a direct 
impact on your business.
While I've not been shy about saying the U.S. 
economy is headed for hard times, my 
purpose here is not to analyze the causes of  
the crisis. Rather, it is to offer a simple set of  
business growth strategies that you can put to 
work immediately to help survive — and thrive 
— during the recession.

As famous American author Ralph Waldo 
Emerson put it, “This time, like all times, is a 
very good one, if  we but know what to do 
with it.”

I
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The strategies I'm going to share with you here 
can be  summed up in  the  acronym 
DABBL(pronounced “dabble”), which 
stands for Differentiate, Advertise, Branch 
Out, Build Trust, and Leverage.

Strategy #1: Differentiate
With the pool of  total buyers shrinking in 
most markets, it is critical that you find ways to 
differentiate yourself  from your competitors.

The temptation will be to keep doing what 
you've always done. But what worked up until 
now will probably not work as well over the 
next six months.
You can differentiate by:

· Making your product better than your 
competitors' products.

· Making your advertising better than 
your competitors' ads.

· Making your fulfillment better than 
your competitors' fulfillment.

· Making your customer service better 
than your competitors' customer 
service.

You get the idea. You can take almost any 
aspect of  your business and step it up a notch 
to set yourself  apart.

What can you do to differentiate? How can 
you restructure your offers, products, and 
distribution models?

If  your competitors are all making similar 
claims, can you make a unique claim that 
trumps theirs? Or can you improve upon their 

claims by adding a guarantee never before 
seen in your industry?

Benchmark what your competitors are doing; 
then one-up them.

Strategy #2: Advertise
Whenever the market contracts,  the 
temptation for most business owners is to 
reduce advertising. Their logic is this: A dollar 
saved goes straight to the bottom line; let's 
reduce or eliminate advertising because that 
will save a lot of  money.

This fatal error has forced many owners out 
of  business.
The correct action is counter-intuitive. You 
should not reduce your advertisting and 
neither should you maintain it. In a bad 
economy, you should increase your advertising.

After all, unless you have a sales team 
generating business for you, how else are you 
going to attract new customers and clients?
What can you do today that will get your 
advertising message to more qualified 
prospects? Can you run print ads in targeted 
publications? Can you invest in a word-of-
mouth advertising program? Can you add new 
keywords  to  your  Google  Adwords 
campaign?

Ask yourself  these questions and more. Find 
the answers. And act on them. But by no 
means should you cut your advertising. 
Unless, of  course, you are genuinely 
interested in becoming another casualty of  
the economy.

What can you do today that will get your advertising 
message to more qualified prospects? Can you run print 
ads in targeted publications? Can you invest in a word-

of-mouth advertising program? Can you add new 
keywords to your Google Adwords campaign?
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Strategy #3: Branch Out
If  you take the time to analyze your business, 
you will find that about 80% of  the profit is 
generated from the sale of  one product or 
service. It is the classic 80/20 Rule: 20% of  
inputs create 80% of  outputs, and vice versa.
Obviously, it makes good sense to “ride your 
winners” for all they're worth. If  it is possible 
to increase sales of  your #1 product or service, 
by all means do so.

On the other hand, a business built on a single 
leg may be vulnerable in times like these. How 
can you branch out, develop multiple profit 
streams, and create more stability?
Ideas:

· You can enter a new niche by creating 
a  n e w  p r o d u c t  a n d  u s i n g  a 
pseudonym.

· You can offer a new related product 
and persuade your customers to buy it 
(also called an “upsell”).

· You can figure out how to build 
continuity revenue into your current 
business.

· You can take on a new client who 
makes money in a different market 
than your other clients.

· You can make money on “dead” leads 

by  re fer r ing  them out  for  a 
commission.

These are just a few ideas for how you might 
branch out and diversify to stabilize your 
income.

Strategy #4: Build Trust
BusinessWeek reporter Peter Coy writes, 
“One lesson of  the crisis is that nothing 
matters more to the global financial system 
than trust — and it is a fragile commodity.”
Coy's observation is important because trust 
is not only important to the global financial 
system… it is equally important to your 
customers.

Now, more than ever before, trust is an asset 
you can't afford to be without.

Unfor tunately,  as losses mount,  the 
temptation for many will be to run after get 
rich quick schemes. The more financially 
desperate people become, the more willing 
they will be to justify whatever it takes to make 
an easy buck.
Don't fall into this trap.

The best course of  action is to become your 
customers' trusted advisor. Always keep their 
best interests in mind. And do only what will 
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further their safety and well-being.
If  you commit to preserving and building 
trust, you will be greatly rewarded. Maybe not 
this week or next week or even next month. Yet 
planting good seeds will produce a harvest in 
due time.

Strategy #5: Leverage
Finally, consider how you might use leverage to 
grow your business.
There are three primary forms of  leverage 
available to entrepreneurs: automation, 
systems, and people.

Ask yourself:

· How can I automate tedious tasks? Is 
there a product I can buy or a 
programmer I can hire to automate 
these tasks?

· How can I create easy-to-follow 
systems to define and streamline key 
business processes?

· Who can I enlist to help me grow, 
expand, and develop my business?

It is important that you focus your efforts on 
strategies that are already working. Throwing 
leverage at something that's not working is like 
throwing more wood on a bonfire that hasn't 
been lit yet. There's really no point.

That said, leverage properly 
applied can work miracles for 
a l m o s t  a n y  b u s i n e s s .  S o 
determine how you can use 
leverage to get more results out of  
business processes that are 
already working well.

Take Stock, Then Take Action
As you think about the five 
strategies I've shared here, which 
one jumps out at you? Which one 
would give you the most bang for 
the buck if  you applied it 
immediately?

Obviously, it would be difficult to 
try to implement every strategy all 

at once. So pick one, take action, and see it 
through. Then move on to the next best 
strategy for you.

The key is to keep on DABBLing.
In this way, you can systematically achieve 
business growth in spite of  the poor 
economy.

It is important that you 
focus your efforts on 
strategies that are 
already working. 

Throwing leverage at 
something that's not 

working is like throwing 
more wood on a bonfire 
that hasn't been lit yet. 
There's really no point.
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er v ing  an  in te r na t iona l 
customer is no longer as 
difficult as it used to be. 
According to one study, 82 
percent of  shoppers made at 
least one purchase from an 

international merchant in a calendar year -- 
despite the fact that only 1 percent of  small 
businesses in the U.S. export goods overseas. 

But filling the occasional overseas order isn't 
the same as having a truly international 
presence. Expanding to a new market requires 
boots on the ground to ensure you understand 
the unique nature of  consumption patterns, 
marketing strategies and business laws.

For this article, I talked to two experts who 

A promising new customer base is an enticing draw, but today's 
entrepreneurs must consider underlying factors that didn't 

exist a generation ago.

The Right Way to Grow Your 

Business 
Internationally

successfully grew their respective businesses 
internationally. 

· Igal Stolpner is the Head of  Growth 
& Marketing at Investing.com. As the 
company's first employee, Stolpner 
was instr umenta l  in  g rowing 
international sites from zero to 
nearly 100 million monthly sessions.

· John Pollard is Executive Vice 
President of  Registry for Donuts Inc. 
From 1997 to 2000, Pollard served as 
Expedia's international director and 
led the company's international 
breakout.  

Here are some lessons and strategies you can 
adopt from Stolpner's and Pollard's 
considerable experience.  

S
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Research your target market.
This is perhaps the most important step in the 
process. Researching the local market will help 
you understand whether it's a good idea to 
enter a specific country. Strategic research on 
the potential customer base and current 
market conditions is just the beginning. 
Stolpner recommends you ask two important 
questions:

1. What kind of  local adjustments will 
you need to make (and what will they 
take)?

2. Are there any local legal limitations to 
your product or business model?

The answers can make or break your decision 
to move forward with the expansion. User-
behavior research also can provide useful 
insights that influence your strategies. Pollard, 
for instance, points out that Expedia didn't 
enter the Japanese market until much later, due 
to the way Japanese plan their travel and the 
expectations they bring to a tour.

Hire the right people.
While you don't necessarily need a local office 
in every country you operate in, it is important 
to hire local employees who also can speak 
your language. Stolpner says it's especially 
crucial to hire a local employee for every new 
target market. This person should have a deep 
understanding of  the culture and market so 
she or he quickly can identify product tweaks 
or customer-experience aspects that must 
adjust for the environment. If  you cannot hire 
a local employee for a one-time project, 
Stolpner advises you should -- at the very least -
- find a local consultant who can ensure you 
don't overlook anything significant. 

Local marketing is everything.
Successful expansion depends on nailing a 
local-marketing strategy. Stolpner believes 
international SEO is extremely vital to 
international expansion. He stresses the 
importance of  choosing correct hreflang tags, 
URL and domain structure from the get-go. 

These are critical not only from the SEO 
perspective but also to hit your branding and 
business goals over the long run. Stolpner 
considers the right hreflang tags the very 
beginning of  international SEO for new, local 
websites. He urges that all other marketing 
efforts must follow to rank well in these fresh 
markets.

Your local employees can help advise your 
marketing strategies, informing you of  
cultural differences that will inform how you 
approach the market -- and through which 
medium.

Work out the details.
Most businesses tend to expand to a new 
country based on the promise the location 
offers, but it's vital to understand the 
underlying elements that make each nation 
unique. During Pollard's early days of  
international expansion, decisions were 
influenced by factors such as the ubiquity of  
credit cards or the degree to which the local 
country had adopted ecommerce. Today's 
expanding businesses must consider local 
requirements around data processing and 
storage. Those who chase a promising 
customer base will learn the devil is in the 
details.

International expansion is fraught with risks 
and challenges. But this strategy also can 
introduce you to a new customer base with the 
potential to grow your business even further. 
Work out the costs and benefits during every 
step of  the process so you can choose a 
direction that will benefit your organization in 
the long run.

Your local employees can help 
advise your marketing strategies, 

informing you of cultural differences 
that will inform how you approach 

the market -- and through which 
medium.
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How Do You Build a 
Growth-Focused 
Company From the 
Ground up?

As Guy Kawasaki said, 
"Ideas are easy. 

Implementation is hard."
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o, you're ready to start a 
company: You have a great 
product or service you think 
people will love, and you're 
ready to dive in. There's just 
one problem: Where do you 
start?

Building a company from scratch is no easy 
task -- especially if  you intend for that 
company to reach beyond "small business" 
status. As Guy Kawasaki, Alltop co-founder 
and entrepreneur, has said: “Ideas are easy. 
Implementation is hard.”

Estimates are that about 50 percent of  small 
businesses fail within the first four years. So 
,how do you ensure your own success?

The answer is to make growth an inherent 
part of  your company. To do that, your 
organization and employees need to be laser-
focused on growing the business, growing it 
fast and sustaining that growth. But we all 
know that that's easier said than done.

Follow these five steps to ensure your 
company is focused on growth.

1. Have a plan.
Before you can even think about growing 
your business, you need a strong foundation. 
That means investing in the right product, the 
right team and the right strategy. If  your idea 
has already been done or is something people 

don't really want, you won't be able to scale. 
You need to be different from what's already 
out there. What do you have that no one else 
does? 

Once you've defined your value proposition 
and established your foundation, you can 
build your strategy. Start by setting measurable 
goals you can strive to achieve. Then, go out 
and make it happen. “See things in the present, 
even if  they are in the future,” Larry Ellison, 
co-founder of  Oracle, has said.

Always be thinking about the long term and 
how what you're doing right now will help you 
reach your goals. Your strategy is more than 
just the act of  envisioning success. You need 
to come up with a detailed action plan.  

2. Do more with less.
When you're just starting out, you have to 
know how to get big results with little effort. 
You're probably working with a small team 
and a small budget, so figuring out how to 
stretch those boundaries without overdoing it 
is key. 

For 82 percent of  businesses that fail, the main 
reason they do so is cash-flow problems. You 
need to run a lean and efficient business. That 
means cutting back on extra expenses such as 
team lunches, and thinking through all 
purchases. Do you really need those expensive 
office chairs?

S

Building a company from scratch is no easy 
task -- especially if you intend for that 

company to reach beyond "small business" 
status. As Guy Kawasaki, Alltop co-founder 
and entrepreneur, has said: “Ideas are easy. 

Implementation is hard.”
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There will always be time to upgrade and be 
more lax with purchases later on. But, if  you're 
focusing on growth, you need the money now.

3. Stay targeted.
Growing your business and selling your 
product or service is impossible if  no one's 
heard of  them. You need to get your brand in 
front of  the right audience. But, how?

Start by researching your target audience. 
What are these people's habits, preferences 
and pain points? Study the demographics to 
get a clear picture of  your ideal customer. Put 
yourself  in their shoes to see how your brand 
could help them. What problems can you 
solve? How can you make their lives easier? 
Build a buyer persona that will help you zone 
in on the right brand message.

When developing a brand message, focus on 
telling a story instead of  just selling. Jay Baer, 
founder of  Convince and Convert, has said, 
“If  your stories are all about your products 
and services, that's not storytelling. It's a 
brochure. Give yourself  permission to make 
the story bigger.”

A brand story should appeal to your target 
audience on an emotional level and make its 
members feel connected to your brand. The 
more you make people care about your brand, 
the more you'll be able to grow your business. 

4. Increase brand awareness. 
The sooner you understand your customers 
and what they want, the sooner you can 
market to them. That will mean it's time to 
spread your brand message far and wide. 
Shout it from the rooftops if  you have to.

Also, focus on engaging your audience across 
a variety of  channels and through multiple 
tactics. Generally, prospects need to interact 
with a brand six to eight times before making a 
purchase. 

Make sure you stick to your plan of  staying 
budget-conscious, too. Marketing doesn't 
have to cost an arm and a leg to be effective. 

While paid advertising adds up quickly, using 
social media and creating content is free -- all 
you need to worry about is internal labor costs.

When creating content for your blog or social 
media, think back to that buyer persona you 
created. Produce valuable content that your 
audience can relate to and that positions your 
brand in the right way. You want to present a 
problem your audience has and offer your 
products or services as the solution.

According to a Twitter comment from Robert 
Rose, chief  content advisor for Content 
Marketing Institute, “Marketing is telling the 
world you're a rock star. Content marketing is 
showing the world you are one.”

Make sure you have a variety of  strong, 
relevant content. This could be blog posts, 
ebooks, videos, infographics and more. The 
more types of  content you create, the more 
likely you'll be to interest your audience and 
position yourself  as a leader.

5. Be flexible.
In the world of  business, things can change in 
an instant. Make sure your team is able to adapt 
quickly and ramp up no matter what is thrown 
at you. Having the right people on your team is 
key to making this possible.

When hiring, set the bar high and be diligent 
about evaluating potential employees. Of  
course, you want the best and the brightest, but 
you also want people who will collaborate and 
be the right fit for your business. 

As the leader of  your company, you need to 
stay laser-focused on growth. Your team will 
look to you in times of  hardship, and you must 
remain positive. There will be plenty of  ups 
and downs throughout the process, but you 
need to keep your end goal in mind.

As IKEA founder Ingvar Kamprad has said, 
“The most dangerous poison is the feeling of  
achievement. The antidote is to every evening 
think what can be done better tomorrow.”
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t's not easy to rise to a position 
o f  l e a d e r s h i p  i n  a n 
organization or society -- the 
competition is fierce. Only 
the people who are the best 
e q u i p p e d  t o  a c q u i r e 

leadership positions and then hold on to those 
positions rise to the top in any area.

Leadership studies have identified more than 
50 different qualities leaders have or develop 
over time. Of  those qualities, a few seem to be 
present in a lmost ever y leader who 
accomplishes great things and earns the 
undying respect and loyalty of  other people. 
Let's take a look.

Develop a vision.
To become a person of  character and a leader 

4 Habits of Great 

To become a strong, well-respected, effective leader, put these four habits into practice.
Brian Tracy

Business Leaders
in your community, you must develop the 
habit of  vision. You must learn to project 
forward several years into the future and 
develop absolute clarity about what you want 
to accomplish and what it will look like if  
you're successful.

One way to develop a vision for each part of  
your life is to conduct the "magic wand" 
exercise. Imagine you could wave a magic 
wand and make your life perfect in every way. 
Imagine you have no limitations on what you 
can be, have or do. Create an image of  how 
your life would be if  it were perfect in every 
way.

Imagine you have no limitations of  time, 
money, resources or ability. Imagine that 
everything is possible for you. Just as you 

I
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would design your dream house if  you had an 
unlimited budget, take some time to design 
your "dream future" as if  you had unlimited 
abilities and resources.

The greater clarity you have regarding your 
long-term vision, the easier it will be for you to 
motivate yourself  and inspire other people to 
work with you to make that vision a reality.

Be the best at what you do.
In business, the most important long-term 
vision you can have for your organization is to 
"be the best." Identify a quality of  your 
product or service that's relevant and 
important to your customers and then focus all 
the  energ ies  and creat iv i ty  of  your 
organization toward achieving superior 
performance in that area. Developing the 
habit of  thinking in terms of  making your 
business the very best in your industry is an 
essential quality of  visionary leadership. 
Without this commitment to excellence, you'll 
automatically default to mediocre or merely 
satisfactory performance.

Dare to go forward.
The third most common habit of  great leaders 
at every level is the habit of  courage. Many 
people have exciting hopes, dreams and 
visions for the future, but only a few have the 
courage to take the necessary risks to turn 
those visions into realities.

The most important part of  courage is the 
willingness to act in the direction of  your goals 
and dreams, with no guarantee of  success. 
Courage requires you to take risks with time, 
money, emotion and other resources. Courage 
requires you to accept the possibility of  losses, 
setbacks, obstacles, difficulties and temporary 
failure.

It's impossible to succeed without failing, at 
least for a time. You only learn to succeed by 
failing and then evaluating the reasons for your 
failure. The faster you fail in a forward 
direction, the faster you succeed.

Overcome your fears.
You develop the habit of  courage by moving 

toward the things you fear. From this day 
forward, make it a habit to confront your fears, 
do the things you fear and deal with the people 
and situations that make you afraid. Each time 
you face a fear and overcome it, not only does 
your courage increase, but so does your self-
esteem and self-respect.

Develop the habit, from this day forward, of  
identifying the things you fear may be holding 
you back and then confronting each one of  
them until they contain no more fear for you. 

As actor Glenn Ford once said, "If  you do not 
do the thing you fear, the fear controls your 
life."

Make it a habit to do the things you fear, and 
the death of  fear is certain. As your level of  
courage and confidence increases, your fears 
and doubts will decrease. The more you 
confront your fears and eliminate them, the 
stronger and more confident you will feel. As 
your fears diminish, you'll become more 
powerful and persuasive. You'll move forward 
like a rushing flood. You will become 
unstoppable.

Brian Tracy
Chairman and CEO of  Brian Tracy International, 
Speaker and Author

Develop the habit, 
from this day forward, 

of identifying the things 
you fear may be 

holding you back and 
then confronting each 
one of them until they 
contain no more fear 

for you. 
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s an entrepreneur, I am attracted to 
new. I love speed and growth. I am 
drawn to the shiny object.

I see friends of  mine with really 
cool software-as-a-service (SaaS) companies 
that are growing at rapid rates, albeit typically 
with low profits. I see the insane multiple the 
market applies to the resale valuation of  these 
companies, and it makes me want to be in the 
SaaS business.

I listen to people yell from the rooftops that 
mobile is going to take over the world and that 
pretty soon no one will buy anything or make a 
decision without first asking Siri. Hearing that 
makes me want to create an app.

 to Triple Your 

Stop chasing every shiny object and focus 
on these key growth strategies.

3Strategies

Company's Growth

Why am I telling you this? As entrepreneurs, we 
are nearly all attracted to new. Someone at some 
point even coined the term Shiny Object 
Syndrome to describe what ails us. In my 20s, I 
jumped from business idea to business idea; 
some worked and some didn't. But, the things I 
learned in that phase of  my life may have been 
my most valuable business lessons.

1. Marketing assets trump marketing 
tricks.
In many cases, that shiny object is just crap in a 
shiny wrapper. The trick or tactic may work for a 
time, and trying it out may even be useful for a 
while (as long as you don't divert any other 
resources -- time, money, etc. -- from proven 
winners to make this new campaign work), but 

A
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soon enough, the true colors show.

If  you want to be more successful tomorrow 
than you are today, never stop a successful 
campaign to test a new idea -- no matter how 
bored you are with the old strategy. If  you want 
to test a new idea, allocate additional marketing 
dollars to do it. Don't pull the budget from 
something that is working; that's how an amateur 
operates.

2. Retention is king.
Big business gets this, but so few of  us small 
business owners get how important retention is 
to growth and profitability. Retention is simply 
basic math, which I get isn't sexy, but it is 
profitable. A percentage of  annual sales needs to 
go toward customer retention. If  you can 
decrease customer churn, you will massively 
increase growth and profits.

Let me give you a simplified explanation. Have 
you ever heard the media talk about the average 
American's tax freedom date? It's the date that 
the average American has to work up to before 
they actually earn any money for the year. Similar 
to your personal taxes, your business has a churn 
freedom date. It's different for every customer, 
but it's the date upon which that person's 
business actually helps your company grow.

In the end, churn is a real problem, and the 
solution for nearly all businesses starts with 
building a relationship. You need to be your 
customer's friend in the business. Here at The 
Newsletter Pro, we're experts at building 
relationships, and if  you want our help, we'd be 
happy to chat with you and give you a solution 
that will help you get the best results for your 
business.

3. A process for everything.
I am surprised by the number of  businesses that 
are simply winging it -- no structure, no process, 
no systems. When I tell entrepreneurs they need 
to add processes into their business, they often 
say things like “My business is too difficult or 
different,” which, quite frankly, I'm going to call 
BS on.

I'm sorry to break this to you, but your company 
is no different than six dozen other businesses 

like yours. You need to have a system, and once 
you create that system, you need to give it time to 
work; then, you make tweaks to the system to 
improve it.

At the end of  the day, business is business 99.99 
percent of  the time. Unless you're blazing trails 
in a brand-new industry like asteroid mining, 
your business needs just a few basic things to 
grow, succeed and profit. I may not be in the 
business of  drilling teeth, but give me 12 months 
as the CEO of  any dental office in America, and 
we'd be well on our way to doubling the size of  
the practice. That sounds like an incredibly 
cocky statement, but my point isn't to say I'm 
great -- my point is that your business does not 
need to have today's shiny object.  

So what does it need?

Your business needs three things:
1. Marketing assets you use over, and 

over, and over again -- don't get bored 
with tactics that make you money.

2. A focus on decreasing customer churn.
3. Systems and processes to keep things 

running.

And that's it. There's your foundation for long-
term success.

...your company is no 
different than six 

dozen other businesses 
like yours. You need to 

have a system, and 
once you create that 
system, you need to 

give it time to work; 
then, you make tweaks 

to the system to 
improve it.
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our business is booming. Sales are up and 
profits have never been higher. Those greener 
pastures you have been tirelessly working 
towards are finally starting to come into view. 
The rapid growth stage is one of  the most 
exciting times for any company.

However, handling rapid growth is no easy task. If  you are not 
properly prepared for the big changes, things can easily spiral 
out of  control and turn your dreams into nightmares. 

The challenges of  rapid growth are very real and must be 
handled with caution. Upgrading your small organization can 
be extremely nerve-racking. Here are a few tips to keep in mind 
during this eventful process:

1. Understand the cause of growth.
If  your small business is experiencing rapid growth, clearly, 
you're doing something right. Pinpoint exactly what it is that 
sets you apart from your competition. Keep this aspect 
prominent within your business model. It is easier than you 
think to lose sight of  core values during rapid growth.

This means analyzing sales, assets, overheads, inventory and 
receivables. Once you have a clear idea of  exactly where you 
stand financially, plan out how you estimate the growth to 
impact those factors to determine how you will need to 

If  you are not properly prepared for the big changes, 
things can easily spiral out of  control and turn 

your dreams into nightmares.

Ways to Handle

Rapid Growth

Y

6

Handling rapid 
growth is no easy 
task. If you are 
not properly 
prepared for the 
big changes, 
things can easily 
spiral out of 
control and turn 
your dreams into 
nightmares.

Decision Review Issue 12, July - August, 2018

*Sheila Eugenio



41

MANAGEMENT TIPS

refinance. This will help to avoid potential 
liquidation down the road.

2. Keep customer experience a priority.
Regardless of  what stage of  growth your 
business is in, always make sure you are listening 
to your customers and meeting their needs. 
Don't you hate calling a big company and being 
forced to talk to automated robots and listen to 
mind-numbing elevator music? If  your 
customers are used to a high level of  support, 
doing things to take away from that experience 
will turn them off  in droves.

At the end of  the day, the customers pay your 
bills and are the reason business is booming. 
Keep them happy. Social media and feedback 
forms are great resources to see how your 
business is evolving in the eyes of  the consumer.    

As far as improvement for your business, the 
customers are the ones with the most relevant 
ideas. Remember, in the digital age, a bad 
experience can spread through the internet 
within seconds.

3. Choose your team wisely.  
The employees you hire have a huge impact on 
the future of  your company. Regardless of  how 
good your product or service is, without the right 
team to guide growth, your business will fall flat. 
Don't be afraid to hire people smarter than 
yourself. Chances are, they can bring a lot to the 
table and have innovative ideas to keep growth 
moving smoothly. Just be sure there is a shared 
vision of  the company's future.

4. Carefully measure staffing needs.
Rapid business growth equals a pressing need to 
add more workers to the payroll.  This is a prime 
time to step back and critically assess your 
current staff  and whether their responsibilities 
can be optimized to meet increasing tasks.

When there is a strong need to hire more hands, 
a good strategy is to hire temporary workers. 
This will help to get an idea for how certain 
workers can fit into your business model 
without a huge risk of  hiring them full time. 
Another increasingly popular option is to hop 
on the freelancer bandwagon. Companies 
everywhere are hiring freelancers to remotely do 
the tedious jobs, such as data entry. This will 
help a lot to cut down on costs while freeing up 
more time for onsite tasks.

5. Be open to adapting.
Being able to adapt to changing trends and ideas 
is a common trait amongst successful 
entrepreneurs. The ability to adjust your 
business and test different strategies is one of  
the strongest ways to approach the growth 
stage.

During this time, it is all about being an effective 
leader that inspires everyone else. You will 
undoubtedly be faced with challenging 
decisions that require adaptability. If  you are not 
able to welcome potential change when making 
a crucial decision, it could mean big trouble for 
your employees as well as your business.

6. Find a good mentor.
Being at the helm of  a growing company does 
not mean to have do it all alone. Don't be afraid 
to put your ego aside. Seeking help and advice 
from an experienced entrepreneur can help to 
reduce a lot of  stress. Chances are, they've run 
into a lot of  the same situations you have and 
know the early signals of  potential problems.

Conclusion
The rapid growth stage of  a company can be an 
extremely volatile environment. When it's time 
to make big decisions that determine your 
future, you need to be adequately prepared and 
financed.

As far as improvement for your business, the 
customers are the ones with the most relevant ideas. 
Remember, in the digital age, a bad experience can 

spread through the internet within seconds.
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“Growing a small business is hard. If it 
were easy, everyone would have a 
business,” says Tom Tarasiuk, who knows 
firsthand the difficulties that small businesses 
go through when they try to succeed at online 
marketing.

As president and owner of  Discount Water 
Softeners, Tarasiuk has helped his company 
streamline i ts  effor ts  to provide an 
outstanding user experience and increase 
sales. This undeviating focus on the customer 
and a willingness to take risks have enabled the 
business to grow. Here are those all-important 
strategies he's used:

Customer-centric product development

How a water softener company boosted sales with moves as 
simple as changing its ecommerce platform and hiring an AdWords advisor.

How to Increase Profits 
by Focusing on the 

Needs of Customers

Tarasiuk says that a key tactic in his company's 
growth has been the work by leadership to 
keep overhead costs low. One way that's been 
done is by eliminating the usual middle men 
and purchasing water systems directly from 
the manufacturer.

But even more important has been the 
company's customer-focused philosophy. 
The company keeps its overall inventory 
minimal and develops products and features 
that will meet the needs of  its clients. It's done 
this by avoiding stocking merchandise that 
won't sell because people don't need it.

As Tarasiuk told me: “Happy customers are a 
critical part of  our growth. We base our 
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additional or new products on what customers 
are requesting or what areas of  the market 
need a void filled.”

Improving the user experience
The company's emphasis on the customer 
plays out in its online marketing strategy. Case 
in point is when managers decided in 2013 to 
switch ecommerce platforms. They had been 
using Volusion and transitioned to Magento.

Tarasiuk says they wanted a framework that 
would allow them to customize various types 
of  content (images, videos, etc.) on any of  
their pages. Their goal was to improve the user 
experience and increase conversions. They did 
have some concerns about the switch, he says. 
They feared Magento would be less user-
friendly on the back end. But without taking 
risks, an organization cannot grow. The result? 
After changing to Magento, the company's 
sales nearly doubled.

And it saw its organic SEO increase noticeably 
with almost no additional effort. At that time, 
the company completely redesigned its 
website. Again, prioritizing the customer was 
key. The location of  optional items and 
upgrades on the site was improved, for 
instance. This allowed customers, Tarasiuk 
says, to “customize their orders and learn what 
upgrades would benefit them the most for 
their needs.” The site redesign, he says, 

increased company sales by as much as 15 
percent.

Saving time with email
Another major part of  refining the user 
experience and cutting costs at Discount 
Water Softeners entailed enabling customers 
to resolve some of  their issues through 
emailinstead of  over the phone. At one point, 
customer service reps were taking 45 minutes 
to handle each call that came through. 
Tarasiuk says he didn't have enough 
employees to handle the volume of  the calls. 
And hiring more workers would mean 
increasing overhead costs.

Instead, he solved the problem by allowing 
people to ask their most common questions 
through email. Through Magento, the 
company added PHP forms for people to fill 
out and used Crazy Egg to determine the best 
places on the site to put the forms. The 
company also increased sales by driving traffic 
to the forms by using Google AdWords. This 
solution cut, by 30 minutes, the time that its 
reps spent on each call, Tarasiuk says. It 
allowed the reps to handle a higher volume of  
calls without adding more employees.

Google AdWords has been crucial to 
growth.
Google AdWords has been crucial to the 
growth of  Discount Water Softeners. In fact, 

The company also increased sales by driving traffic 
to the forms by using Google AdWords. This solution 

cut, by 30 minutes, the time that its reps spent on 
each call, Tarasiuk says. It allowed the reps to 

handle a higher volume of calls without adding 
more employees.
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Tarasiuk goes so so far as to call AdWords 
“essential to efficient performance and high 
ROI for sales.” He says he believes every 
company should have someone who is skilled 
at leveraging AdWords to its full potential.

Tarasiuk's business has been using Google 
AdWords for over 10 years, and he describes 
learning how to leverage this tool as “pivotal 
in our growth.”

When the company first started using 
AdWords, it wasn't selling much and was 
spending only $20 per day on the tool. But 
then Tarasiuk found Gail Gardner, an 
AdWords advisor teaching pay per click 
s t r a t e g i e s  a t  t h e  n o w - d e f u n c t 
SearchEngineForums, and the situation 
changed. The advisor told him that if  he 
wanted his company to be "discovered," he 
should be spending at least $70 to $80 on 
AdWords per day.

Following that advice, Tarsiuk says, has 
revolutionized his company's online presence 
and has been a decision he's never regretted. 
At one point, when Gardner changed her 
work and switched to managing PPC 
accounts, the company had to go without an 
advisor for a period and instead rely on 
G o o g l e  s u p p o r t .  T h a t 
situation wasn't ideal because 
it wasn't clear whether Google 
was prioritizing the company's 
campaigns or focusing on its 
own interests, Tarasiuk says.

G o o g l e  d i d  h e l p  k e e p 
Discount Water Softeners 
going, but it also didn't see a 
marked improvement in its 
campaigns at the time. The 
assistance of  an advisor was 
what really made a difference 
in itsprofits. So Tarasiuk 
contacted Gardner and asked 
for a recommendation for a 
new AdWords manager. “That 
original AdWords advisor was 
essential at not only jump-
starting our internet presence, 

[but] she showed us how to use and manage 
AdWords," he says.

Bottom line
While there is no formula for growing a 
business successfully, there are principles that 
can guide you along that way. Take smart risks, 
and make your decisions based on what will 
help your customers. Because of  the time and 
money Discount Water Softeners saved on 
strategies it adopted, it has been able to use the 
extra resources it gained to launch a new line 
of  high-efficiency water softeners.

The company has also been able to diversify 
its merchandise, improve its product and 
benefit the environment, Tarasiuk says. “You 
miss 100 percent of  the shots you do not 
take,” he says, quoting hockey star Wayne 
Gretzky.

This doesn't mean you should be reckless. It 
means to get good advice, and then take a leap 
of  faith based on that information. If  you 
don't, you'll never know what you could be 
missing.
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7 
Key Steps to a 
Growth Strategy 
That Works 
Immediately

f  only half  of  startups survive 
more than five years and only 
one-third make it to 10, what's 
the one thing you could do to 
e n s u r e  yo u r  c o m p a n y  i s 

sustainable? The answer is to create a growth 
strategy for your business, of  course.

A growth strategy involves more than simply 
envisioning long-term success. If  you don't 
have a tangible plan, you're actually losing 
business -- or you're increasing the chance of  
losing business to competitors.

The key with any growth strategy is to be 
deliberate. Figure out the rate-limiting step in 
your growth, and pour as much fuel on the fire 
as possible. But for this to be beneficial, you 
need to take the following steps:

1. Establish a value proposition.
For your business to sustain long-term 
growth, you must understand what sets it 
apart from the competition. Identify why 
customers come to you for a product or 
s e r v i ce .  What  makes  you  re l evan t , 
differentiated and credible? Use your answer 

I
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to explain to other consumers why they should 
do business with you.

For example, some companies compete on 
“authority” -- Whole Foods Market is the 
definitive place to buy healthy, organic foods. 
Others, such as Walmart, compete on price. 
Figure out what special benefit only you can 
provide, and forget everything else. If  you 
stray from this proposition, you'll only run the 
risk of  devaluing your business.

2. Identify your ideal customer.
You got into business to solve a problem for a 
certain audience. Who is that audience? Is that 
audience your ideal customer? If  not, who are 
you serving? Nail down your ideal customer, 
and revert back to this audience as you adjust 
business to stimulate growth.

3. Define your key indicators.
Changes must be measurable. If  you're unable 
to measure a change, you have no way of  
knowing whether it's effective. Identify which 
key indicators affect the growth of  your 
business, then dedicate time and money to 

those areas. Also, A/B test properly -- making 
changes over time and comparing historical 
and current results isn't valid.

4. Verify your revenue streams.
What are your current revenue streams? What 
revenue streams could you add to make your 
business more profitable? Once you identify 
the potential for new revenue streams, ask 
yourself  if  they're sustainable in the long run. 
Some great ideas or cool products don't 
necessarily have revenue streams attached. Be 
careful to isolate and understand the 
difference.

5. Look to your competition.
No matter your industry, your competition is 
likely excelling at something that your 
company is struggling with. Look toward 
similar businesses that are growing in new, 
unique ways to inform your growth strategy. 
Don't be afraid to ask for advice. Ask yourself  
why your competitors have made alternate 
choices. Are they wrong? Or are your 
businesses positioned differently? The 
assumption that you're smarter is rarely 
correct.
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6. Focus on your strengths.
Sometimes, focusing on your strengths -- 
rather than trying to improve your weaknesses 
-- can help you establish growth strategies. 
Reorient the playing field to suit your 
strengths, and build upon them to grow your 
business.

7. Invest in talent.
Your employees have direct contact with your 
customers, so you need to hire people who are 
motivated and inspired by your company's 
value proposition. Be cheap with office 
furniture, marketing budgets and holiday 
parties. Hire few employees, but pay them a 
ton. The best ones will usually stick around if  
you need to cut back their compensation 
during a slow period.

Developing a growth strategy isn't a one-size-
fits-all process. In fact, due to changing market 
conditions, making strategic decisions based 
on someone else's successes would be foolish. 
That's not to say that you can't learn from 
another company, but blindly implementing a 
cookie-cutter plan won't create sustainable 
growth.

You need to adapt your plan to smooth out 
your business's inefficiencies, refine its 
strengths and better suit your customers -- 
who could be completely different than those 
from a vague, one-size-fits-all strategy.

Your company's data should lend itself  to all 
your strategic decisions. Specifically, you can 
use the data from your key indicators and 
revenue streams to create a personalized 
growth plan. That way, you'l l  better 
understand your business and your customers' 
nuances, which will naturally lead to growth.

A one-size-fits-all strategy implies vague 
indicators. But a specific plan is a successful 
plan. When you tailor your growth strategy to 
your business and customers, you'll keep your 
customers happy and fulfill their wants and 
needs, which will keep them coming back.
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our company started small, 
with a few co-founders, an 
industry vet and a rainmaker 
or two. But as time went on 
and your venture gained 
momentum, you star ted 

adding to your staff. Now Joe is sharing a desk 
with Susan, Susan can't fit her lunch in the 
fridge and the constant buzz of  your 
company's phones interferes with everyone's 
work.

Of  course, rapid growth is a great problem for 
an entrepreneur to have, but your cramped 
quarters don't do much for your team dynamic 
or company culture -- key building blocks for 
productivity. In fact, tight office space reduces 
c o n n e c t i v i t y  a n d  c r o s s - f u n c t i o n a l 

5 Core Lessons for 
Expanding Your 

Growing Company
collaboration, because it inhibits the 
formation of  project-based teams.

Rather than holding breakout sessions at the 
coffee shop next door, it might be time to 
consider moving. But before you rent the 
moving truck, there are a number of  things 
you need to check off  your to-do list:

1. Reach out to your network.
Even if  you plan to work with a broker, spread 
the word to your network that you're looking 
for a new office space. Your fel low 
entrepreneurs are probably connected to 
property owners, and it's a good idea to 
explore your options before making a final 
decision.

Y
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2. Determine your needs.
Choosing a new location for its exposure is 
understandable. But don't let it completely 
drive your decision. You also need to take into 
account other less-obvious factors. For 
example, does the building offer extra space to 
account for future growth? Does it place you 
at the center of  competing businesses? What 
about complementary ones? Does this new 
location align with your company's image and 
culture?

My company recently moved to downtown 
San Diego's East Vil lage,  and many 
companies are following suit, creating a strong 
business community. We hired a well-known 
local designer to make sure our new space 
reflects both our company culture and the San 
Diego community. I recommend you do the 
same.

3. Look into local and state incentives.
Many communities offer incentives to 
locating, expanding, migrating and/or 
retaining businesses as a way to deepen 
economic development and provide jobs to its 
residents. On the local level, relocating to an 
enterprise zone may provide tax concessions, 
which could maximize the benefits of  your 
move. If  you're moving to another state, you 
may be eligible for out-of-state incentives, 
such as tax credits for job creation or funding 
for infrastructure costs.

4. Review the building's permits and 
zoning laws.
Your new location will likely have specific 
regulations, which can affect everything from 
signage and parking to lighting and storage. 

They could even restrict the nature of  any 
intended renovations. Because ordinances 
vary by municipality, check with your local 
planning agency for more information.

We ran into issues surrounding our chosen 
location and needed a conditional use permit 
to “convert” what was traditionally a retail 
space into an office space. Make sure you're 
actively checking for these kinds of  
requirements as you search.

5. Negotiate your lease terms.
If  you're leasing a space, negotiate the terms 
to suit your business. I recommend having a 
release valve that will allow you to break the 
lease if  revenue runs hot, and you need to 
rapidly expand. You may also want to 
consider add-on clauses to protect your 
business's interests.

For example, exclusivity prevents your 
landlord from leasing space on the same 
property to your direct competitors. Co-
tenancy clauses allow you to break your lease 
if  an anchor business closes -- potentially 
causing your business to lose customers.

Once you find a place, remember that you're 
joining a new community. It's important to 
alert your neighbors of  your upcoming 
arrival. Visit businesses to introduce yourself  
and contact the local press. Expanding to a 
new area is part of  a broader narrative, so 
share your story.

Relocating a business is daunting, but it's an 
important phase of  growth. As long as you 
choose wisely (and plan accordingly), it could 
be the best move you ever make. 

For example, exclusivity prevents your landlord from 
leasing space on the same property to your direct 

competitors. Co-tenancy clauses allow you to break 
your lease if an anchor business closes -- potentially 

causing your business to lose customers.
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MANAGEMENT AFFAIRS

o grow means to change -- a thrilling yet 
daunting process for a business owner to 
witness at a company. If  you're in a 
position of  leadership, your team will 
look to you for explanations, solutions 
and systems when things start to pick up 

and transitions take place. 

Whether you anticipate steady growth or rapid 
expansion, follow these steps to circumvent common 
mistakes and maximize your firm's success. 

1. Prepare your team.
Working for a growing company is something your 
team should  be proud of  and excited by. 
Unfortunately, the opposite emotions can arise when 
an unexpected increase in new orders or clients catches 
staff  off  guard.

Successfully Orchestrate 
the Expansion of a 

Whether you anticipate steady growth or rapid expansion, maximize your 
firm's potential with these seven steps.

Growing Company

T
If you're in a 
position of 
leadership, your 
team will look to you 
for explanations, 
solutions and systems 
when things start to 
pick up and 
transitions take 
place. 

Marty Fukuda
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MANAGEMENT AFFAIRS

A good salesperson establishes realistic 
expectations for his or her customers. So why 
wouldn't  you do the same for your 
employees?

Whether your team consists of  three, 30 or 
300 employees, gather them all together 
monthly for a company-wide update if  
geographically possible. I love using these 
types of  meetings as an opportunity to talk 
about the future and what everyone can 
expect. 

Your message should address the abundant 
opportunities that will accompany growth, 
while not glossing over the challenges. Let 
members of  the team know to anticipate 
some changes and bumps in the road and that 
everyone will need to contribute. 

A team unprepared emotionally for the 
challenges of  growth can be a huge 
d i s t r ac t ion  f rom an  admin i s t r a t ive 

standpoint. Keeping staffers informed about 
the strategic direction is a powerful deterrent 
to this type of  roadblock. 

2. Explain the reasons for expansion.
For  most  entrepreneur ia l l y  minded 
individuals, the reasons for growth are 
obvious. This may not be the case for every 
member of  your team. It's critical to inform 
members of  your team about the inherent 
benefits of  a company pursuing an upward 
trend.

Growing the business ultimately means more 
job security for the right people. Chances are 
you'll be adding team members to keep pace 
and certainly won't let go of  a productive 
employee who's a cultural fit.

The larger the organization, the less 
vulnerable it is to competitors or a single 
customer's departure.
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MANAGEMENT AFFAIRS

Every growing organization needs leaders to 
spearhead the expansion, creating exhilarating 
opportunities for the right people. Promoting 
from within as much as possible will prompt 
engagement and higher performance from 
your team.

3. Don't overthink timing.
Occasionally, I meet entrepreneurs who are 
shy about flipping the switch to pursue growth, 
fearing their company's systems are not ready 
for prime time. They want to ensure they've 
worked out every kink.

What I have found is that there's never a 
perfect time to strike. I'd rather err on the side 
of  taking action today. If  everything else is in 
place, there's nothing like an influx of  new 
work to force your team to improve. 

4. Develop duplicable practices and 
systems.
Focus on how your company will manage the 
growth. Start putting a plan in place now to 
make sure each department can scale up in size 
to meet the anticipated expansion.

Take steps to prepare the team for the addition 
of  new members, deciding who will train them 
and lead them, how work will be allocated and 
the equipment or software to purchase. 

5. Consider the culture.
Amid the chaos of  rapid growth, it's easy to 
take your eye off  the ball when it comes to 
culture. You shouldn't. Culture needs to be 
part of  an ever-present initiative.

Think you have a great one now? See what 
happens if  you double your team's size with no 
regard to the impact. I promise you, the culture 
will erode. My colleague at N2 Publishing, 
CEO Duane Hixon, is the first to say that 
defining the company's culture and educating 
new team members about expectations is a #1 
priority -- a task that has no end point.  

6. Develop an onboarding strategy.
Culture is the glue that keeps a team together 
during challenging times. So set and adjust the 

tone early and often in an employee's career. 
If  you educate new team members about 
company expectations -- with a plan in place 
to train them, they will turn into productivity 
pluses even sooner. 

7. Put a leadership team in place.
The larger an organization becomes, the more 
leaders you'll need. Identify people with the 
aptitude, attitude and aspirations for 
leadership early in their careers so you can 
begin coaching them today for the roles you'll 
need filled tomorrow.

Every growing 
organization needs 

leaders to spearhead 
the expansion, creating 

exhilarating 
opportunities for the 

right people. 
Promoting from within 

as much as possible 
will prompt 

engagement and 
higher performance 

from your team.
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BOOK SUMMARIES

Boook Summaries
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The Art of  Possibility
by Rosamund Zander and Benjamin Zander

The Book in Three Sentences: Everything in life is an invention. If  you 
choose to look at your life in a new way, then suddenly your problems 
fade away. One of  the best ways to do this is to focus on the 
possibilities surrounding you in any situation rather than slipping into 
the default mode of  measuring and comparing your life to others.

The Compound Effect
by Darren Hardy

The Book in Three Sentences: The compound effect is the strategy of  
reaping huge rewards from small, seemingly insignificant actions. You 
cannot improve something until you measure it. Always take 100 
percent responsibility for everything that happens to you.

Ignore Everybody
by Hugh MacLeod

The Book in Three Sentences: Nobody knows the best way to deliver your 
unique idea, no matter how smart they seem. Every artist has to find a 
way to make a living and share their work, preferably in a way that 
doesn't ruin both. Finding your own voice and sharing that voice with 
the world is the most important thing.

What Got You Here Won't Get You There
by Marshall Goldsmith

The Book in Three Sentences: Behavioral problems, not technical skills, are 
what separate the great from the near great. Incredible results can come 
from practicing basic behaviors like saying thank you, listening well, 
thinking before you speak, and apologizing for your mistakes. The first 
step to change is wanting to change.

Who Moved My Cheese?
by Spencer Johnson

The Book in Three Sentences: Letting go of  what we know is hard, but 
essential for growth and improvement. The quicker you let go of  old 
things, the sooner you can learn new skills and create a better future. 
When you change what you believe, you can change what you do.
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