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A practical guide to revenue growth

Most business leaders are trying to pro-
tect the bottom line by cutting costs
but they seem to have no real strategy
for increasing revenue. Being efficient is
I‘t'l"ll'lll.."l.l'lill'tt IT‘H[ i.l 15 MO l"!l‘ll_'li.'lgh_ Leaders
need to build a sustainahble, profitable

cycle of revenne growth. This requires a

different mindset, ckills and process.

There is an eight-step approach to rev-

enue growth that can help, The first is o
review the performance of currenc growth
projects. Are they sl relevant and appropri-
are? Are high-priority projecs properly
funded? The second step is o overcome any
barriers to growth. Theses can be individual organisational and
competitive. OFf these, the most imporaant is an individual

leader’s attitude to growth. In this post-cost-cutting era, leaders

have to let go of the familiar and comfortable wiys of increas—

ing revenue {for example, advertisi i) and search for new ideas

inside and ouside the organisation,

In step three, leaders must develop a growth mindser, Every

't has to be engaged in tinding new ways of achieving

growth for any part of the business, Ta encouage this new
mindset, leaders have to be committed to a specific, cangible,
growth target, regardless of their finctional responsibility. This
suggests that, instead of thinking about 2 market or industry,
leaders should think more abour their “opportunity space”,
step tour is to make growth pant of every leader's Gmcralls
rather than treating it as a onee-off exercise. In maey business-

&2 leaders can find tme to think about cutting cosrs, quality or

customer service but they devote litde dme o develo LN e
growth ideas. The importane poine i consistently o devote
ime, energy and resources to growth, Using an external faeil-
itator who is not polideally aligned and can encouryze free
thinking is another vital part of the process,

COne barrier to growth is the “incremental cycle” (step five)
Businesi-as~usual targets Jead to business—as-usual thinking,
ideas and action. It seems as though all business units, regard-

less of opponunity, are based on amaining lase vear's resules,

plus 3%. Leaders need ro create a circutt breaker, or what

s and Porras in Built fo Fasr call “big hairy audaciouws

goals”, to focus the atention of leaders and engage their imag-

inations. Tlwe

unt s chat finding and developing growth ideas
I5 4 creative process (step six). Thas s partdy why most MAnagers

almest fear talking about growth. It is much easier to analyse,

eaders need to rely more on their

restructure and re-organise.
insight, intuition and passion. They have to experiment and

take risks. Wer rescarch shows that most leaders adopt this

stratepy only when all eke fils. Whey wait for 3 softening or a
downtum in resules?
The last steps in developing a growth evele are more

re Incremental fund-

stranghtforward. New erowth ideas redu
ing, Unless chis can be found from 2 sympathetic parent com-
pany, businesses have to find it internally. My suggestion is tn

create a growth fund by having every unit contribute 5% of its

es thal n ideas are

budget to the fund. This ensu h-prior

properly funded and that every business-unit leader has an

active interest in the performance of the growth team,

Finally, a growsh team has to be established. This should be
comprised mainly of senior managers, with 2 few mavericks
and outside partners. The later group can bring a much-need-
ed fresh perspective to provoke and stimulare original 1deas,

Leaders have a choice, T hey can :rC;,'L'FI cutting costs and hope

ch, anticipare,

that revenue growth will emerge, or they can se;
resource and focus on growth. T believe chat the leaders of

tomorrowy wall .i|1||||: the second strace It is ulamaccly more

profimble, sustainable and transforming for anv business and its

e ———— |

“Leaders need to rely more on their insighe intuition and passion_*
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