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GROWTH IS MUCH MORE THAN A
STRATEGY!
The single best reason to grow is to allow others to
grow and flourish. Nothing stays the same. It either
gets bigger or smaller. Better or worse. You either
grow or you shrink. Do not grow simply for the sake of
growth but grow for the opportunities and “wealth”
you are creating for yourself — and for others. If your
company is not growing, then something is dying. The
business owners lose profit, employees, their equity, or
they lose a combination of all three.
Almost every business plan assumes growth into the
future. Growth is the only evidence of life. Growth is
much more than a strategy--it is also about people.
Although all businesses are inherently unique, they
often follow a similar trajectory. If you plot a business’
journey from conception to present on a timeline, you
will usually see five distinct phases. It is similar to how
people grow and mature; the business life cycle shows
businesses maturing from infancy through adolescence
to adulthood and eventually, old age.
In time, revenue is suddenly and unexpectedly leveling
out into a plateau, and the knee-jerk response often
leads to panic and bad decision-making. However, it is
important to note that many businesses extend their
business life cycle during this mature phase, but the
question is: how long can a business last not grow?
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Gradually, then
suddenly!
These 3 companies experimented gradually
with a decrease of their revenues and suddenly
a collapse leading to the shutdown of their
activities. Blockbuster, Blackberry, and Thomas
Cook were giants in their respective markets,
but they all collapsed, why?
As a company grows, the impact on the
structure of the organization is significant. A
company may start small, but, as time goes by,
more employees may be hired, necessitating
the introduction of departmental managers to
help create a managerial structure.
Additionally, an executive team may be
required to run the various aspects of the
business, and there may be the need for middle
managers who would report to the managers,
an entire structure creating more and more
complexity to run the business, slowing
processes and reducing speed and
responsiveness.
The more companies get mature, the more they
shift their focus on their financial health and
their internal organization. By doing so, they
are losing their growth mindset (= their
customer focus).
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Blackberry story
Remember when BlackBerry was “THE” famous brand for
businessmen and how, overnight, Apple took its place with the
iPhone. The BlackBerry was a game-changer when it hit the
market in 1999. As the BlackBerry exploded in popularity,
especially among business customers, the company became
Canada’s most valuable firm. But while BlackBerry was resting
on its laurels atop the corporate mobile market, Apple was
focused on the consumer market, which they correctly
predicted would drive smartphone adoption.
For your record, former Microsoft CEO, Steve Ballmer, actually
laughed at the iPhone in an interview.

➡ Watch the interview
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There is no excellence
without love.
“There is no excellence without love” - Idriss Aberkane
Most companies look at their performances and success through
financial results. Financial results are important, yes, they are,
but they are just results, which means they are at best a
testimony of the actions taken in the past. This is all about the
difference between what is important and what is essential. Most
people feel that financial orientation is not enough to pilot
sustainable growth, there is a missing piece in the game, the
equation is unbalanced. To discover what is missing, we need to
ask ourselves:
What is essential in our life? in our world? for our world?
What is the missing ingredient turning a life or a business into
a wonderful story?

Love plays a fundamental role in the life of a business.
There is a strong link between growing revenues and love
from customers. For some executives, this represents an
entirely new mindset and new behaviors. It is about thinking
of customers, employees, and suppliers as people, not just
numbers on a balance sheet.
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The Love Inflection
Points
At every mature stage, businesses know a plateau effect, we call
it the “Love Inflection Point”. The Love Inflection Points are those
points in time where a company must make a fundamental shift to
get loved again from customers.
If your customers feel pain doing business with your company,
they may leave your business to go to competitors if they find
better elsewhere. On the opposite, if your brand is loved by its
customers, they will speak about your brand positively and you
might get new customers without doing anything. Word-ofmouth is the most effective advertising you could hope for and
your existing customer base is one of the most powerful
marketing tools you have at your disposal.
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Boost growth with
existing or new
customers?
As the old verse goes, “Make new friends, but keep the old.
One is silver, the other gold.” A long-term customer is more
valuable than a single-deal customer.
Acquiring new customers is more expensive in time, effort, and
money than retaining current ones. Here are some figures that
were put together by Invesp Consulting, who conducted a
survey:
It costs five times as much to attract a new customer.
The success rate of selling to a customer you already have is
between 60 and 70%, while the success rate of selling to a
new customer is between 5 and 20%,
Existing customers are 50% more likely to try new products
and spend 31% more than new customers.
Increasing customer retention rates by 5% increase profits by
25% to 95%, according to research done by Frederick Reichheld
of Bain & Company.
In today's world, there is more revenue to be earned after the
initial purchase, so companies must do everything they can to
extend the lifetime value of the customers they fought so hard to
acquire.
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From Profit & Loss to
Love & Profit
Henry Ford, perceived mainly as a productivity master and the
rationalization pope wrote: “The two most important things in
any company do not appear in its balance sheet: its reputation
and its people.”
As a consequence, productivity and rationalization are not
everything, there are some ingredients more powerful than
efficiency and savings. In many cases, we saw that companies
being extremely skilled for killing cost ended-up being
extremely good in killing love in the meantime. Financial results
do not help to answer the following:
Do we go in the right direction?
How well are we preparing for a sustainable future?
Most companies think of themselves as customer-centric
companies, but they still focus first on finance (margin, profit,
EBITDA…) and not customers: we must
take care of our customers, but we need a full monthly turnover
report to make sure you’re reaching our budget, it sounds
familiar, doesn’t it?
We often witness a gap between words and facts. Many
companies are facing this dilemma.
However, they should always keep in mind that turnover is only a
result of customers’ love. Finance workers would tend to say but
we have to pay employees, pay suppliers, please shareholders.
For sure but when growth is there, is it an issue to make a profit
and pay employees, pay suppliers and
please shareholders?

8

Facts and Figures
90%

73%

of CEOs believe customers

of companies with above-

have the biggest impact on

average customer

company strategies.

experience perform better
financially than their
competitors.

83%
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of companies that believe

of consumers say a good

it’s important to make

experience is key in

customers happy also

influencing their brand

experience growing

loyalties.

revenue.

Source: (Blake, 50 Stats That Prove The Value Of Customer Experience, 2019)
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Thank you for reading
that far!
I hope you enjoyed your reading? If you want more
insight or just chat, please feel free to contact me
by scanning the QR code hereafter.
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