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Five	  dimensions	  of	  an	  integrated	  approach	  	  
to	  managing	  your	  growth	  strategy	  

Ar.culate	  a	  	  
clear	  growth	  
strategy	  

Align	  your	  
resources	  with	  
your	  strategy	  

Ac.vely	  lead	  	  
the	  program	  

Adopt	  effec.ve	  
disciplines	  to	  
manage	  the	  
program	  

Build	  and	  
maintain	  a	  	  
fact	  base	  

1	   2	   3	   4	   5	  
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1.	  Ar9culate	  a	  clear	  growth	  strategy	  

Growth	  aspira.on	  

Lever	  1	   Lever	  2	   Lever	  3	   Lever	  4	   Lever	  ...	  
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1.	  Ar9culate	  a	  clear	  growth	  strategy	  

Growth	  
aspira.on	  

Lever	  1	   Lever	  2	   Lever	  3	   Lever	  4	   Lever	  ...	  

Examples	  

•  From	  X	  to	  Y	  by	  Z	  

•  Be	  a	  Top	  3	  company	  	  
by	  market	  share	  by	  2020	  

•  Increase	  revenue	  by	  $50m	  

•  Grow	  the	  number	  of	  
customers	  to	  50k	  by	  2018	  
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1.	  Ar9culate	  a	  clear	  growth	  strategy	  

Growth	  
aspira.on	  

Lever	  1	   Lever	  2	   Lever	  3	   Lever	  4	   Lever	  ...	  

Examples	  
•  From	  X	  to	  Y	  by	  Z	  

•  Be	  a	  Top	  3	  company	  by	  market	  share	  by	  
2020	  

•  Increase	  revenue	  by	  $50m	  

•  Grow	  the	  number	  of	  customers	  to	  50k	  by	  
2018	  

Examples	  

•  M&A	  ac.vity	  

•  Launch	  new	  products	  
•  Extend	  into	  new	  markets	  

•  Increase	  penetra.on	  of	  exis.ng	  markets	  
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1.	  Ar9culate	  a	  clear	  growth	  strategy	  

Some	  ques9ons	  to	  ask	  yourself	  

Do	  we	  know	  where	  our	  growth	  has	  come	  from	  and	  
what	  our	  current	  trajectory	  is?	  

Have	  we	  been	  sufficiently	  granular	  on	  where	  we	  
will	  grow?	  Do	  we	  know	  the	  ‘sizes	  of	  the	  pies’,	  and	  
will	  they	  realis.cally	  get	  us	  to	  our	  aspira.on?	  

What	  is/are	  our	  compe..ve	  advantage/s,	  or	  what	  
makes	  us	  dis.nc.ve?	  

What	  is	  the	  context	  within	  which	  will	  we	  grow?	  
What	  is	  happening	  in	  our	  industry?	  Are	  our	  
customers	  changing?	  

Have	  we	  translated	  these	  into	  ‘levers’	  that	  are	  
readily	  understood	  within	  our	  business?	  

Growth	  
aspira.on	  

Lever	  1	   Lever	  2	   Lever	  3	   Lever	  4	   Lever	  ...	  
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1.	  Ar9culate	  a	  clear	  growth	  strategy	  

Grow	  revenue	  from	  
$60m	  to	  $100m	  by	  2020	  

M&A	  
	  
	  
	  
	  
	  

+$20m	  

New	  business	  
in	  our	  sectors	  

through	  
exis.ng	  
channels	  

	  
+$3m	  

Increase	  
‘share	  of	  

wallet’	  from	  
exis.ng	  

customers	  
	  

+$7m	  	  

New	  business	  
through	  digital	  

direct	  to	  
customer	  

	  
	  

+$10m	  
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2.	  Align	  your	  resources	  with	  your	  strategy	  

Grow	  revenue	  from	  $6m	  to	  $9m	  by	  2020	  

M&A	  
	  
	  
	  
	  

+$20m	  

15%	  

25%	  

New	  business	  in	  
our	  sectors	  

through	  exis.ng	  
channels	  

	  
+$3m	  

50%	  

35%	  

Increase	  ‘share	  
of	  wallet’	  from	  

exis.ng	  
customers	  

	  
+$7m	  	  

25%	  

35%	  

New	  business	  
through	  digital	  

direct	  to	  
customer	  

	  
+$10m	  

0%	  

10%	  

Current	  

Proposed	  



Grow	  revenue	  from	  $6m	  to	  $9m	  by	  2020	  

M&A	  
	  
	  
	  
	  

+$20m	  

25%	  

15%	  

New	  business	  in	  
our	  sectors	  

through	  exis.ng	  
channels	  

	  
+$3m	  

50%	  

40%	  

Increase	  ‘share	  
of	  wallet’	  from	  

exis.ng	  
customers	  

	  
+$7m	  	  

25%	  

25%	  

New	  business	  
through	  digital	  

direct	  to	  
customer	  

	  
+$10m	  

0%	  

10%	  
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2.	  Align	  your	  resources	  with	  your	  strategy	  

Outbound	  calling	  

Adviser	  rela.onships	  

Personalised	  DM	  

Cross-‐selling	  

Cost	   Benefit	  

20%	   15%	  

40%	   45%	  

15%	   25%	  

25%	   15%	  

Current	  
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2.	  Align	  your	  resources	  with	  your	  strategy	  

Grow	  revenue	  from	  $6m	  to	  $9m	  by	  2020	  

M&A	  
	  
	  
	  
	  

+$20m	  

15%	  

25%	  

New	  business	  in	  
our	  sectors	  

through	  exis.ng	  
channels	  

	  
+$3m	  

50%	  

35%	  

Increase	  ‘share	  
of	  wallet’	  from	  

exis.ng	  
customers	  

	  
+$7m	  	  

25%	  

35%	  

New	  business	  
through	  digital	  

direct	  to	  
customer	  

	  
+$10m	  

0%	  

10%	  

Current	  

Proposed	  
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3.	  Lead	  the	  program	  

Source:	  Prosci	  2012,	  Best	  Prac*ces	  in	  Change	  Management,	  p15	  	  
(2011	  ranking	  of	  contributors	  to	  success	  over	  .me)	  

Lessons	  from	  change	  management:	  Contributors	  to	  success	  

1.  Ac.ve	  and	  visible	  execu.ve	  sponsorship	  

2.  Frequent	  and	  open	  communica.ons	  around	  the	  need	  for	  change	  

3.  Structured	  change	  management	  approach	  

4.  Dedicated	  resources	  and	  funding	  for	  change	  management	  

5.  Employee	  engagement	  and	  par.cipa.on	  

6.  Engagement	  with	  and	  support	  from	  middle	  management	  
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4.	  Manage	  the	  program	  

Adapted	  by	  Right	  Lane	  Consul.ng	  2012	  from	  Kaplan,	  R	  &	  Norton	  D,	  2008,	  The	  Execu*on	  Premium:	  
Linking	  Strategy	  to	  Opera*ons	  for	  Compe**ve	  Advantage,	  Harvard	  Business	  Press,	  Boston,	  MA	  

Monitor,	  learn,	  test	  	  
and	  adapt	  

Plan	  and	  allocate	  
resources	  

Develop	  and	  	  
ar.culate	  strategy	  

Deliver	  

Build	  	  
a	  fact	  base	  



Forces	  at	  work	  
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5.	  Build	  and	  maintain	  a	  fact	  base	  

Build	  a	  	  
fact	  base	  
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Five	  dimensions	  of	  an	  integrated	  approach	  	  
to	  managing	  your	  growth	  strategy	  

Ar.culate	  a	  	  
clear	  growth	  
strategy	  

Align	  your	  
resources	  with	  
your	  strategy	  

Ac.vely	  lead	  	  
the	  program	  

Adopt	  effec.ve	  
disciplines	  to	  
manage	  the	  
program	  

Build	  and	  
maintain	  a	  	  
fact	  base	  

1	   2	   3	   4	   5	  



What	  problems	  do	  you	  have	  in	  

managing	  your	  growth	  strategy?	  

14	  

Ques9on	  

digi
tal 

>	  



What	  are	  you	  doing	  next?	  

15	  
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What	  are	  you	  doing	  next?	  

Survey	  the	  
land	  

Lay	  the	  
founda.ons	  

Extend	  
upwards	  
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What	  are	  you	  doing	  next?	  

•  What	  are	  the	  opportuni.es	  and	  challenges	  presented	  by	  digital?	  
•  Where	  is	  your	  future	  growth	  coming	  from?	  
•  What	  growth	  will	  your	  core	  business	  deliver	  over	  the	  3	  -‐5	  years?	  What	  
about	  from	  digital?	  

•  What	  is	  the	  expected	  growth	  rate	  of	  your	  market/market	  segments?	  
•  What	  addi.onal	  growth	  do	  you	  need	  to	  meet	  management's/	  
shareholder's/the	  market's	  expecta.on?	  

•  What	  are	  the	  growth	  ambi.ons	  of	  your	  key	  compe.tors?	  	  
•  What	  is	  your	  appe.te	  and	  ability	  to	  effect	  change	  in	  the	  business?	  
•  How	  well	  integrated	  is	  your	  approach	  to	  managing	  your	  growth	  
strategy?	  

•  What	  of	  your	  ways	  of	  working	  help	  and	  hinder	  your	  growth	  success?	  

Survey	  the	  
land	  

Lay	  the	  
founda.ons	  

Extend	  
upwards	  
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What	  are	  you	  doing	  next?	  

•  Build	  a	  fact	  base	  of	  your	  growth:	  history,	  trajectory,	  
markets/market	  segments,	  etc.	  

•  Establish	  core	  elements	  of	  an	  integrated	  approach:	  
ar.culated	  aspira.on	  and	  growth	  levers,	  execu.ve	  
sponsorship	  

•  Begin	  the	  change:	  establish	  a	  program	  that	  informs	  the	  
team	  of	  the	  required	  ways	  of	  working	  

Survey	  the	  
land	  

Lay	  the	  
founda.ons	  

Extend	  
upwards	  
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What	  are	  you	  doing	  next?	  

•  Reflect	  digital	  responses	  in	  your	  growth	  strategy	  

•  Lead	  and	  manage	  the	  program	  
–  Increase	  alignment	  of	  effort	  and	  resources	  
–  Adopt	  effec.ve	  management	  disciplines	  
–  Communicate	  with	  team	  and	  stakeholders	  	  

•  Change	  your	  ways	  of	  working	  
–  Be	  future	  focused	  
–  Shiq	  the	  mindset	  
–  Manage	  two	  businesses	  
–  Use	  ambidextrous	  thinking	  
–  Have	  an	  experimental	  mindset	  

Survey	  the	  
land	  

Lay	  the	  
founda.ons	  

Extend	  
upwards	  



Right	  Lane	  is	  an	  Australian	  management	  consul.ng	  firm	  that	  
specialises	  in	  modera.ng	  execu.ve	  team	  and	  board	  
workshops	  and	  facilita.ng	  strategy	  and	  planning	  processes	  
for	  midsized	  organisa.on’s.	  

Right	  Lane	  was	  established	  in	  1997	  to	  help	  private,	  not	  for	  
profit	  and	  public	  sector	  clients	  to	  clarify	  and	  accelerate	  their	  
future	  plans.	  Over	  the	  past	  17	  years,	  we	  have	  helped	  the	  
execu.ve	  teams	  and	  boards	  of	  more	  than	  80	  organisa.ons	  to	  
define	  and	  adapt	  their	  direc.on	  and	  strategy,	  iden.fy	  and	  
clarify	  their	  priori.es,	  align	  their	  efforts	  with	  their	  
aspira.ons,	  get	  their	  major	  projects	  started	  and	  finished,	  and	  
measure	  and	  improve	  their	  performance.	  

In	  2011,	  Right	  Lane	  became,	  to	  our	  knowledge,	  Australia’s	  
first	  ‘for	  benefit’	  management	  consul.ng	  firm.	  This	  means	  
that	  we	  have	  capped	  our	  return	  on	  shareholder	  funds	  at	  
reasonable	  levels,	  rather	  than	  seeking	  to	  maximise	  financial	  
returns,	  which	  allows	  us	  to	  concentrate	  on	  our	  mission	  of	  
contribu.ng	  to	  society	  by	  helping	  organisa.ons	  that	  do	  good	  
do	  beser.	  
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About	  Right	  Lane	  

Our	  areas	  of	  focus	  

•  Developing	  and	  managing	  strategy	  
and	  planning	  processes	  for	  clients	  

•  Implemen.ng	  strategy	  through	  
aligning	  and	  engaging	  the	  
organisa.on,	  and	  measuring	  and	  
monitoring	  performance	  

•  Leading	  strategic	  projects,	  such	  as	  
pre-‐merger	  analysis,	  pricing,	  new	  
product	  feasibility	  and	  growth	  
op.ons	  evalua.on	  

•  Facilita.ng	  clients’	  board	  and	  
execu.ve	  team	  workshops	  



Our	  philosophy	  
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Purpose	  
Right	  Lane	  Consul.ng	  contributes	  to	  a	  beser	  society	  
by	  helping	  organisa.ons	  that	  do	  good,	  do	  beser.	  

Core	  values	  
We	  value:	  
•  Taking	  ini.a.ve	  and	  responsibility	  
•  Great	  ideas	  
•  Asen.on	  to	  detail	  
•  Careful	  management	  of	  resources	  
We	  provide:	  
•  A	  challenging,	  fair	  and	  flexible	  work	  environment	  

Client	  promise	  
We	  are:	  
•  Inspired	  by	  our	  	  clients’	  purposes	  
•  Determined	  to	  deliver	  successful	  projects	  
•  Professional	  
•  On	  the	  client’s	  team	  
•  Easy	  to	  engage	  
•  Commised	  to	  high	  standards	  of	  client	  care	  and	  service	  

Value	  proposi9on	  
We	  are	  experts	  in	  helping	  organisa.ons	  develop	  and	  implement	  beser	  
strategies	  

We	  are	  experts	  in	  helping	  organisa.ons	  develop	  and	  implement	  beser	  
strategies	  
We	  specialise	  in	  modera.ng	  execu.ve	  team	  and	  board	  workshops	  and	  
facilita.ng	  strategy	  and	  planning	  processes	  for	  midsized	  businesses.	  	  



If	  you	  would	  like	  to	  discuss	  any	  aspect	  of	  this	  
presenta.on	  or	  if	  you	  would	  like	  to	  know	  more	  
about	  Right	  Lane	  can	  help	  your	  organisa.on	  grow,	  
please	  contact:	  
	  
Brad	  McSwain	  
brad@rightlane.com.au	  |	  03	  9428	  5336	  
	  
www.rightlane.com.au	  

For	  more	  informa9on	  
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