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What is Growth?

The answer to the question, ‘what is growth?’ should 
be an easy one. Growth is the essence of business, it is 
something every business seeks to achieve and therefore 
you would think that everyone in business would be able 
to ‘roll-off’ the same answer. However, the reality is that 
growth is something that everyone seems to assume they 
know and understand but it is not something they neither 
refl ect on nor study.

The general answer given to the question is that growth ‘is 
all about increasing sales and getting bigger’. However, 
this answer hides more of the truth than what it reveals. 

What if sales were to increase by 20% and as a result 
profi ts were to decline by 5% due to an increase in req-
uisite fi xed costs. Would you then say, ‘Oh well, growth 
is really all about increasing profi t so the focus should be 
on growing profi t not growing sales’?

But what if the enterprise needs to invest in the short-term 
in building its capabilities and this will result in profi t de-
clining over the next two years. Would the answer then 
be, ‘Oh well that’s fi ne as you are investing to build your 
profi t in the longer term’?

In this statement you can recognise the elements of an-
swers to each of the three questions and how by drawing 
them together into a statement of competitive posture, we 
have provided a solid foundation/platform upon which 
we can guide and grow our business.

For additional guidance in drawing the competitive pos-
ture for your enterprise, I would recommend you read our 
booklet titled ‘Strategic Business Planning’.

By considering the answers to the three prior questions, 
see if you can draw your competitive posture.

Questions:

What is your competitive posture?
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Questions:

Why do you want to grow?

What goal do you want to achieve?

And of course with ‘closely-held’ businesses, it is not unu-
sual for business leaders to make a personal choice to 
limit growth as they place lifestyle ahead of increasing 
profi t. Is the answer then, ‘Oh yes well that is also a fair 
growth option’?

So from this short narrative, it is clear that growth may 
range from increasing sales to profi t to capabilities to life-
style and may in fact call for restricting size. All of these 
alternatives are valid growth options and therefore, we 
must be careful not to make overriding assumptions as to 
what growth is and what it may mean to any individual 
business. It is a question to be considered individually 
based upon the goals that may exist.

What does growth mean to your business? The answer 
lies in two questions:

Why do you want to grow?

What goal do you want to achieve?

Your starting point in achieving real sustainable growth 
is to clearly understand what growth means to you as a 
business leader and your enterprise. This answer lies in 
the two questions above, so I recommend that you refl ect 
on the answers and write them down. 



Business Growth 1

page 14

foundations for growth

page 15

Have you ever heard the excuse, ‘oh our business is in a 
mature industry and therefore there is not a great deal of 
opportunity to grow our business’, and an excuse it is.

There is no such thing as a mature industry, only industries 

populated by tired companies.

Profi table industries are populated by innovative companies!

Consider the following research of the annual profi ts that 
your business earns:

20% is attributable to the industry you belong, and
80% is enterprise specifi c.

That is, 80% of the profi t that is earned is dependant upon 
the capability and efforts of each individual enterprise.

An enterprise can be successful in a declining industry 
and conversely, an enterprise can fail in a boom industry.

Growth and success is dependant on individual effort 
and capability and has little to do with lifecycles or indus-
try membership. It is the role of business leaders to muster 
effort and develop capability.  

Lifecycles

The way business leaders and their enterprises think 
about lifecycles generally permeate their entire approach 
to growth.  A general belief is that all things go through 
a cycle  of inception, birth, early development requiring 
investment, later growth where rewards are reaped and 
then maturity where growth tapers off followed by de-
cline and death, both of which are inevitable.

This concept of lifecycle in business applies to ideas, 
products and services, businesses and entire industries 
and as such is almost the fi rst consideration that infl uenc-
es business leaders when they turn to consider growth, 
even if they are not consciously aware of it. As an exam-
ple, considerations concerning the future of a product are 
often based upon where a product is thought to be in its 
lifecycle.

However, lifecycles really only apply where an enterprise 
and its leaders fail to see the opportunities that exist. Li-
fecycles only come into play when the team moving the 
business or product forward stop evolving, stop adding-
value and stop value and stop value reinventing. 

A pause in growth and decline will occur when the team 
cease to think and act and accept what they consider to 
be a natural fate…the inevitable decline that they believe 
must occur in all lifecycles. Their belief in lifecycles seals 
their fate.


