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Introduction 
Welcome to our 1st Edition Thoughtbook on Growth Strategy.  Being a person who is 
most likley passionate about building a growth-centered organization, we are grateful 
that you chose to become part of our circle!      
 
Organized into two sections, this edition features more than thirty pages of visually-
engaging ideas, advice and strategy.  We unpack twelve big topics, that include both 
content shared from our weekly articles as well as freshly compiled insights to inspire 
growth.  Our sincere desire is to see this Thoughtbook not as another how-to ebook, 
but rather, as a thought-starter for the future growth of your business. 
 
There are seven big strategic topics in section one that comprise everything from the 
importance of your value proposition to practical ideas on where to prioritize your 
innovation efforts.  In the second section, we hone-in on five different leadership 
topics that can enhance your teams’ ability to execute.   
 
If you’re interested in learning more about our firm and how we can help businesses 
with growth strategy, check out the About Us section towards the end of the 
Thoughtbook (pg 33).  Should you find any of the topics throughout potentially 
applicable in your business and would like to explore further, we’re ready and eager to 
connect with you!  
 
We look forward to the ways that we might serve you and your business into the future 
– through our consulting, coaching and content pillars. 
 
Here’s to your growth! 
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“Building the 
growth-centered 

organization is not 
easy.  Fortunately, 
finding the right 
partner is.  Let’s 

make your growth 
dreams reality.  
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Discovery 
All great strategies were devised as a result of a new 
discovery.  If you haven't yet, you must implement an 
annual, deep-dive exploration strategy (a scuba dive, 
not a surface snorkel) for you and your staff to include 
some of the following areas:  [every executive should 
sponsor one large bucket of discovery and be charged 
with the report-out / recommendations on findings] 
 
 
 
 
 
 
 
 
 
You must get real curious about the end consumer.  To 
deliver real long-term value [more, new or better], what 
are the top 3 expressed and unexpressed needs that she 
or he has?  How do they choose your product or service, 
and how do they use it?  Everything starts here so you 
need to get at the roots, even if it gets a little messy. 
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You must get real curious about your employee 
performers.  To deliver real long-term value, how will 
you cultivate the kind of culture that has employees 
bringing their very best self to work each and every 
day.  Ask them.  What are 3 ways that you can help 
each employee (individually) to grow personally? 
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Discovery (cont.) 

You must get real curious about the edges of your marketplace.  Have 
you challenged your team to go deep on understanding the market 
you compete in today as well as the one you will build tomorrow.  You 
need to be serving a market and creating a new market at all times.  
Most likely, your new market is a result of some new discovery you 
make through the exploration.   
 
 
 
 
 
You must get real curious about the trends you missed and the trends 
to come, and how they will impact your business.  What 3 trends (i.e.: 
internet of everything) have the greatest potential to disrupt your 
business?  Of those trends, which ones would you have a team start 
working on tomorrow? As cliche as it might be, trends are like waves; 
while you ride one today, get in position for the next one tomorrow.  
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Discovery (cont.) 

 
This question is designed for you to describe who you are, your values, and your story.  This question helps you stay 
focused on who you are, which is where the value lives. Tell me about YOU - as a person or business - your heritage, your 
history, events that have had a mark on your life or business, the values that define how you live, work and play.  Lastly, tell 
your story.  Your story should illuminate for me (your customers) why you are doing what you are doing.  Give me reasons 
to believe in your cause.  Everybody’s story is unique and must be brought to the surface in any business strategy so your 
customers can feel your passion bleeding through everything you do, create and deliver to the marketplace.   
 
 
 
 
 
We all serve others.  Whether as parents at home ‘serving’ our children, the homeowner needing new light fixtures 
installed, or the company needing safety training for all of their manufacturing plants, we  S E R V E people.  The question 
works as it drives focus on users and real people, not heavy demographics and statistics.  All growth strategies primarily 
start from the customer (those being served) back, and should be heavily connected to your ’story’.  You need to have a 
high-definition picture of exactly who you serve through your business offering and where you can find them.  Essentially, 
what industry, market, geography do you compete and a check box list that describes your customer inside and out - how 
they think, feel, their problems, needs and dreams.   
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Discovery (cont.) 

 
The value you add is an intersection.  It’s where your unique strengths collide with the unique needs of those who you 
serve.  This question helps you keep rooted in creating value for others, and continuing to test, assess, and enhance that 
value offering.  There are gaps in the marketplace, as defined by your customers, and your charge is to uncover them 
and design a proposition that plugs the hole.  Everyone is wired to create value for others and experience the feeling 
that comes from the act of creating value for others.  It is helpful under this question to describe how the value you add 
will impact your customer when done right.  Describe how they will feel and act, how it might change them for the 
better, and how you envision them sharing their experience with your product or service.    
 
 
 
 
 
Describe the capabilities that you will need to deliver your value to the marketplace.  Some capabilities may already exist 
and some may need to be added.  Most likely, your capabilities will be unique to you and divergent from your 
competitive set.  Most importantly, they will be exactly what is required to bring your value proposition to life to the 
customers who you serve.  You may find elements such as your go-to-market strategy, buying process, acquisition 
strategy, or even major initiatives with respect to your team members identified as capabilities that help you deliver on 
your promises.          
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What VALUE do you bring? 

How will you DO IT? 
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Value Propositions 

 
There are gaps in the marketplace, as defined by your customers, and your charge is to 
uncover them and design a proposition that plugs the hole.  The value you add is an 
intersection and the world wants to meet you there.  The intersection is where your unique 
strengths collide with the unique needs of those you serve. 
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Value Propositions (cont.) 

Describe how the value you add will impact your customer when done right.  Describe how the 
customer will feel and act, how your goods or services might change them for the better and how you 
envision them sharing their experience with your product or service.  
 
Identifying where you will source your growth is one of the most commonly missed steps in designing 
the right strategy for your business.  Unfortunately, if you fail to get it right, it can have lasting 
repercussions on how you define and deliver value to your target customer. 
 
A critical exercise in the early-stages of building a strong strategy is to declare the market in which you 
intend to source growth.  This allows your team to evaluate the opportunities to create new or better 
value for a target customer.  This kind of analysis begins to lift the fog and provide clarity as to the 
winning value proposition that you can use across your brand marketing, product development and 
execution in the market. 
 
There are no shortage of companies that have identified the right market sources for their future 
growth and subsequently, match their value proposition to win in the market.  Here are just a few 
examples:   
 

Sonos.  Bring all your music to every room, wirelessly. 
 
Sonos clearly identified the wired speaker market as a source for growth and designed a value 
proposition that delivered the first wireless solution to the consumer who loves music.  So, if you love to 
listen to music and are still doing so through a tuner and components system that delivers sound via 
wired speakers in ceilings and walls, then Sonos is for you.  
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Value Propositions (cont.) 

Dyson Airblade.  No more waste, no restocking, and no paper mess. 
 
Dyson identified the commercial restroom paper towel and dispenser market as a source for growth in leveraging 
their technology to create a revolutionary (better) way to dry hands after washing.  If you've never used a Dyson 
Airblade, you're in for a treat.  Not to mention a visit to a clean bathroom with no paper mess. 
 
Uber.  Your shortcut to everywhere is arriving now. 
 
As in the case of Dyson and Sonos, Uber was clear about putting a stake in the transportation market as a primary 
source for growth.  Uber improved the overall experience of getting a ride wherever you are and whenever you 
want - hence the shortcut.  You can literally watch your car on your smartphone arriving to pick you up.     
 
Microsoft Surface Pro 3.  The tablet that can replace your laptop. 
 
Just another tablet, right?  Wrong.  The Surface is not aimed at winning market share in the tablet market (that 
may be a future by-product), instead, Microsoft seeks to source its growth from laptop market.  When the original 
Surface Pro was launched a few years ago, it was quickly lumped into a growing tablet market with Apple and 
Samsung and did not possess a distinct value proposition or sharp messaging to win in the right market.  The 
recent launch of Surface Pro 3 brings a much sharper value proposition to the marketplace, and consequently, the 
sales have been much stronger.  
 
The above are 4 examples to provide some illustration and deeper insight to how the market you choose to play 
in and source future growth ultimately provides clarity in building the right value proposition. 
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Portfolio Management 

Companies that market several brands or services can easily fall in the trap of being wide and shallow. 
As recent as the back half of 2014, we've seen the likes of GE, Procter & Gamble and IBM sell non-core 
brands or businesses to allow a re-focus on fewer, bigger, faster growing segments.  Even in smaller 
organizations, it's common to see product development and marketing budget dollars spread evenly 
across brands.  Based on research and analysis, companies should be placing bets on fewer areas for 
bigger growth, where investment can be allocated accordingly. 
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Stages of Growth 

The chart pictured in this section is an example to 
illustrate four possible stages (with hypothetical sales 
volumes) in which a business might progress over time.  
Businesses of all sizes and types advance through 
different stages of growth that require deliberate 
thought and planning with respect to strategy. 
 
Failure to closely align the strategy of the organization 
to its current stage of growth will undoubtedly result in 
underperformance, ultimately putting your place in the 
market at great risk.  In the example that follows, a 
growth-stage business that prematurely decides to 
reduce headcount in a sales function in favor of building 
efficiencies for expansion-stage will negatively impact its 
market share in existing markets.   
 
Conversely, the same is true of the organization that fails 
to staff adequately towards efficiency as expansion 
occurs to new markets.  The strategy is at risk due to the 
organization's inability to establish awareness and meet 
customer demand in new markets.  Ideally, this is not the 
kind of first impression you want to deliver as you move 
from existing markets to new markets.   
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Stages of Growth (cont.) 

In the introduction-stage, an organization has developed a product or service that it's bringing to a target audience and market.  The 
strategy in this particular stage typically entails a smaller team of passionate visionaries who are aggressively promoting their brand to 
establish quick traction.  The business is structured very loosely and somewhat decentralized, allowing the team the ability to respond to 
opportunity quickly as well as the flexibility to make adjustments as the learning process unfolds.   
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Stages of Growth (cont.) 

 
As a business gains traction, its primary market, audience and competition for the product or service begins to 
crystallize.  When this occurs, it's time for the business to begin modifying its strategy to align with the growth-stage.  
The strategy can more specifically center on deeply penetrating the primary market with increased sales and marketing 
presence.  As the business grows, our talent requirements change.  It's now necessary that we have creative business-
builders who can really begin to scale the messaging, awareness and engagement for the products.  It's not entirely out 
of the question to see organizations bringing close-the-core product innovation to market late in the growth stage (ie: 
service enhancements, version updates, new colors or variations), although true white-space innovation takes a 
backseat until later.   
 
 
 
Typically, an organization will know it's time to move into the expansion-stage when they experience their first 
significant plateau event.  Towards the end of the growth stage, businesses will start to press up against the ceiling in 
the primary market.  Commonly, moving into expansion-stage might consist of bringing new products to primary 
markets or introducing your primary product to new markets.  In this example, I suggest that you evaluate a new 
market move first, as advancing to new product (or category) development requires a more specialized structure and 
talent profile.   
 
A new market expansion strategy will require some staffing adjustments to become more collaborative and service-
oriented to respond to new target audience needs, but you're in a strong position with a proven, profitable product or 
service that has been perfected in primary market learning. 
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Stages of Growth (cont.) 

. 
In the later half of the expansion stage, organizations might experience increased competition, new entrants, or other 
external challenges that will often lead to another plateau event signaling the onset of the maturity stage.  From the 
latter half of the expansion stage to the beginning of maturity, organizations must be engaging deeper with their 
target audience to build an innovation strategy.  Bringing new products and services to market (whether expansion to 
new categories with in-house talent or via acquisition) is vital to your survival. 
 
In general, with strong analytics and an internal growth strategy system that drives the day-to-day business, leadership 
should be in position to stay in front of the stages, preparing their organizations for a running start through possible 
plateaus lingering on the horizon.  Making the proper changes and adjustments too late in a particular stage can have a 
lasting impact on your business. 
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Maturity Stage 

“From the latter half of the expansion stage to the beginning of maturity, organizations must 
be engaging deeper with their target audience to build an innovation strategy.  Bringing new 
products and services to market (whether expansion to new categories with in-house talent or 

via acquisition) is vital to your survival.” 
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NOW 

We're	  passionate	  about	  the	  business	  of	  growing	  businesses.	  	  And	  we	  
believe	  it's	  much	  more	  than	  numbers.	  	  Growth-‐centered	  organiza=ons	  

grow	  people,	  customers	  and	  value.	  	  We	  help	  owners	  and	  leaders	  
transform,	  build	  and	  grow	  the	  business	  of	  their	  dreams.	  

	  
Let’s	  make	  your	  BIG	  growth	  dreams	  reality.	  

	  
Visit	  us	  at	  www.circlemakers.co	  to	  Get	  a	  FREE	  Strategy	  Audit	  
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Framework for Expansion 
 
 
Of the four choices, this particular path focuses on building your market share to a known 
audience with known products.  This strategy may require extra thought on how to sell the same 
product or service across different channels while controlling critical attributes such as 
assortment, price and experience.  A very familiar example would be how Apple gradually 
expanded the distribution of their devices across multiple outlets, including the likes of Walmart 
and Target.  The overall Apple assortment and experience can be reduced or increased 
depending on the target audience in that respective channel.  
 
John Deere is another brand that executes well on delivering a more sophisticated assortment 
of products in channels where expertise and service is highest, while bringing more basic 
products to retailers such as Home Depot where the target audience is accustomed to making 
buying decisions without assistance. 
 
 
 
In this particular strategy, you choose to take your current products to new, adjacent markets 
where you don't currently compete.  The hurdles you face may possibly include tweaking your 
product to meet specifications with your new target audience or finding expertise in personnel 
for a new market.  However, the reward can be substantial - access to an entirely new market 
space.   
 
A terrific example of current products to new markets is the Google lineup of Chromebooks, 
designed to be a light weight, lower price point, cloud-based laptop.  Chromebooks have done 
extremely well in consumer markets and recently, Google has expanded the product into 
educational markets where its adding tremendous value in schools for enhanced learning. 

18 

Current Products to New Markets 

Current Products to Current Markets 

1 

2 



Thoughtbook Series Edition 1  |  ©Copyright 2015 CircleMakers™, LLC  

Framework for Expansion (cont.) 

 
 
Making choices to develop new products, whether launching into current or existing markets is not one to 
be made lightly.  Product development exercises new organizational muscles - taking on too much, too fast 
can result in injury.  However, new insights can lead to tremendous opportunity for your brand, not to 
mention, incremental sales growth in new categories or new price points.  Typically, new products are 
launched to the same target market or audience to cater to an unmet need or new discovery.   
 
Another familiar example, illustrative of new products to current markets, would be Keurig's new Rivo, 
designed for cappuccino and espresso lovers.  Rivo broadens the Keurig line beyond the k-cup coffee 
brewers and furthers their penetration into consumer markets.   
 
 
 
Developing new products and then launching them in unfamiliar markets is one of the more difficult paths of 
the four, but certainly has the chance to be the very rewarding.  The new product development will need to 
take into account different tastes, preferences, and requirements in terms of your new target audience. This 
doesn't even begin to address the capabilities you need to get your final product in the hands of the end 
user, whether it be supply chain or distribution related.  Restaurants wishing to expand to new geography 
(countries) are often forced to create products and or adjust ingredients in an effort to cater to a new 
audience. 
 
Once you choose one of the four options, you and your team need to define how the business will execute 
on the strategy.  This will most likely require an extensive audit of your current capabilities and identifying 
the ones you will need.  You might decide to then acquire the capabilities, build them, or outsource them. 
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A Path to Spectacular 

Recently, this article on Disney cites a 70% visitor return rate, which is 
remarkably high for a theme park.  While certainly overused for 
illustrating outstanding customer experience practices, Disney never 
ceases to inspire - from every angle.  
 
Why couldn't your manufacturing business be more Disney-like?   
 
If a strategy, at its core, is about defining your customer, the value you 
deliver that customer, and how you deliver it in the marketplace, than 
'experience' matters.  Additionally, when products and services are 
easily copied, experiences differentiate.  I suggest that experience 
innovation is one of your top 5 growth growth initiatives each year 
given the fast changes occurring in technology. 
 
There are three very easy questions that your marketing, experience or 
service teams should be pondering at every touch point with your 
customers.  If you have never considered a path to purchase or 
consumer journey project within your organization, this is a perfect 
time. 
 
A consumer journey map defines the end-to-end path a customer 
follows from inspiration for you product or service to first awareness of 
your products and brands to how they seek information, interact with 
your technology, social media, employees, and ultimately, to the final 
decision to purchase.     
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“Experience innovation 
should be one of your 
top 5 growth growth 
initiatives each year 

given the fast changes 
occurring in technology.” 
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A Path to Spectacular (cont.) 

Emotional feelings lead to rational thoughts and rational thoughts will drive 
or illicit some kind of response or action.  To the best of your ability, the 
charge is to own this chain reaction at every step, turn and interaction on 
the journey. 
 
What emotions and feelings are your customer interactions generating? 
Define exactly how you want your consumer or customer to feel when they 
drive into your parking lots or use your bathrooms.  What kind of feelings 
are interactions with your customer service staff generating? 
 
What are they thinking as a result of those feelings? 
If emotions and feelings drive rational thoughts….then, what rational 
conclusions might I make about the food in your restaurant if the paper 
towels are empty in the restrooms.  If I am confused by the interface on your 
website, what thoughts might that trigger with respect to your capabilities 
as a business to deliver on-time?  
 
What actions do they take as a result? 
Will the emotions and thoughts your experience creates drive me to act in 
your favor or in opposition?  In other words, will I click ‘purchase’ or will I 
‘abandon’.  Will I ‘share’.  Will I ‘return again’.  Will I simply do nothing.  No 
action is sometimes a signal that your experience broke down. 
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Brand Experience 
CRM systems have greatly enhanced organization's 
capabilities (or lack thereof) to build, execute and track the 
process in which they advance customers through different 
sales and service funnels or stages.  The most common 
misstep is that these processes are designed to drive an 
outcome for the organization and often, fail to take into 
account your customer's purchase journey. 
Below are two steps towards making this critical shift: 
 
Understand Your Customer's Purchase Journey 
 
The first step is to understand the stages customers 
experience when purchasing your product or service and most 
importantly, what the customer needs to feel comfortable in 
continuing to the next stage in the journey.  In the image at 
the top of this article, I've identified generic customer stages 
with icons to serve as an example.  Underneath the stages, 
you will find a blue box, entitled "what's required to move me 
to the next stage".  
 
It's in the customer stages where you define, if executed 
properly, the needs you need to meet for your customer to be 
comfortable in advancing to the next stage. Additionally, if 
you've done the proper research on your customer's purchase 
journey, you should also be adept at knowing what kind of 
emotional response you are striving to create.  
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Brand Experience (cont.) 

Align Your Organizational Delivery to the Customer Purchase Journey 
 
The bottom half of the chart is labeled "org delivery" and vertically aligns with the customer stages.  For each stage, there should be 
corresponding owner (s) in the business, accountable for ensuring that you deliver against the customer needs and expectations.  What 
follows is where your sales funnel activity should live in terms of "requirements" (what needs to be executed) at each stage and the 
respective resources you have to accomplish those tasks.   
 
An example of this might be sharing testimonials on your service to offer your prospective client while she / he is still in the 
"consideration" stage, of which your resource might be in a digital form (email or video) or physical form (phone conference or meeting). 
 
Not only does this kind of approach begin to shift and keep the spotlight on the customer, but roles and delivery expectations are clearly 
defined.  What's more, when you bring the customer purchase journey to the top of your process design, you will see enormous 
synergies emerge between marketing, sales and service teams. 
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“Not only does this kind of approach begin to shift and keep the spotlight on the customer, but 
roles and delivery expectations are clearly defined.  What's more, when you bring the customer 

purchase journey to the top of your process design, you will see enormous synergies emerge 
between marketing, sales and service teams.” 
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Strategic Alliances 

Strategic alliances are best formed with a dual-sided intent to create more, new and/or better value for customers through 
a new innovation.  More than ever, the BIG ideas that deliver BIG value are happening at the hands of partnerships. 
 
There may not be a more accurate example of this in action than Delta Airlines recent announcement launching a 
mentorship program in partnership with Linkedin, connecting professionals on flights.  The Delta brand is enhancing its 
overall experience with a stronger community element between the several thousand people who fly their planes 
everyday.  Not only another reason to fly Delta, but also bridges the digital / physical worlds that are Linkedin and Delta, 
respectively.   
 
Strategic partnerships can work for virtually any business (especially if they can work for a transportation service like 
airlines).  Here are 3 questions to get you started on how partnerships might benefit your organization and ultimately add 
more value to your customers: 
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Where are the holes in your offering or service and who can plug them? 

Where in your market is there an opportunity to combine forces and build BIG 
momentum behind an idea to deliver new value, where everyone wins?  

When combined, is the mutual value created providing you both access to a bigger 
market that you both previously could not access alone?   
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Clarity 
 
 
Great executive teams keep score.  Clarity is as simple as being able to 
clearly define for the organization the expected outcomes as well as the 
tactics, actions or behaviors needed to carry out the strategy.  It's not 
nearly enough to identify revenue and profit outcomes without linking the 
tactics and behaviors required to achieve them.   
 
This definition should live in the form of key metrics accessible or visible 
on some kind of scorecard for organizational and team outcomes.  What 
makes clarity so difficult is knowing the critical few metrics that not only 
drive the right outcomes, but matter the most to the value you promise to 
deliver to your customers. 
 
Great executive teams assign ownership.  Responsibility is each team 
member owning specific sections of the strategy and delivering 
performance to the organization.  Accordingly, responsibility cascades the 
organization from top to bottom so that everybody takes ownership.  This 
establishes strong linkage from individual performer to team and company 
performance. 
 
Do you have a system in place that answers these questions:  Who are you 
responsible for?  What are you responsible for delivering?  When are you 
responsible for delivering it?  

26 
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“Most polls and studies 
cite that 60% - 90% of 
strategies fail in the 
execute phase.”  
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Accountability Partners 

 
Great executive teams not only hold people to stated commitments, but 
they help people reach for their commitments.  First and foremost, 
executive leadership should hold themselves accountable to each other for 
delivering on their commitments.  And of course, you should be making the 
tough and fast decisions necessary to make sure you have the right people 
in the right positions. 
 
However, I propose that executive teams take accountability several steps 
further.  We all have blind spots or skill gaps that if not watched over 
carefully, can become detrimental in our abilities to execute.  As executives, 
we should have cross-functional accountability partners who can help us 
keep an eye on potential blind spot tendencies so we can stay on the path 
to commitment.  
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A Playsheet 
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You need a simple, one-page playsheet [example pictured left] to organize 
and track what needs to be done to win in your marketplace.  Not only 
would a playsheet drive the results you're after at work, but it would also 
release you to be present at home with your family.   
 
Here's how it works: 
1.  At the top of the template, there is area to insert your big "Moonshot" 

for 2015 - could be a revenue target, growth target, etc). 

2.  The chart provides you an area to identify key strategic themes across 
your business (across function) that are necessary in order to support 
you delivering on the Moonshot.  In example, I've inserted the 
following themes: innovation, expansion, leadership development, etc.  

3.  Each strategic priority supports the theme, and should identify a 
specific organizational target that needs to be met. 

4.  Each of the performance targets fields that follow the strategic priority 
should be used to identify the specific cross-functional targets needed 
to meet that particular strategic priority.  Each target should be specific 
and have an executive team owner assigned.      

 
The next steps are to build the functional level initiatives in a similar 
format for each executive to drive with their teams.  Finally, implementing 
an operating rhythm that provides a platform for the team to report, 
review and identify gaps in performance is vital. 
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Coaching and Encouragement 
Great coaches and coaching sessions build confidence 
and challenge.  The very best and the rarest of coaching 
sessions do one thing uncommonly well - they illuminate 
something about ourselves that we may not have known 
before.  As leaders, we need to not only be identifying  
performance gaps, but also giving focus to the ‘blind 
spot’ tendencies or personality traits that impact our 
effectiveness.  
 
 
 
 
 
 
 
Hands down, this is one of the biggest opportunities for 
good coaches to become great coaches.  Instead of 
simply sending a form with feedback, coaches need to 
partner with their team on key priorities - to create 
learning and best practice sharing.  Equally, leaders need 
to immediately recognize positive outcome either 
individually or publicly to drive momentum and linkage 
to the progress being made through coaching.  
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Great coaches help people prioritize activities where 
the greatest opportunity lies to build momentum.  
Especially in coaching sessions with underperformers, 
building focus towards 2 or 3 meaningful activities will 
unlock confidence.  Choose the habits and behaviors, 
have the chance to produce a positive outcome. 

1 

2 

3 

Prioritize 

Partner & 
Recognize 

Confidence 
& Challenge 



Thoughtbook Series Edition 1  |  ©Copyright 2015 CircleMakers™, LLC  

Coaching and Encouragement (cont.) 
One of the truths of great organizations is that people grow before businesses, and people 
are the heartbeat of your culture.  Building on-going encouragement into your culture is at 
the core of your entire people development effort.  Your culture is not only the special 
difference you bring to the world, but also happens to be how you will execute your growth 
strategy.  Simply, encouragement is shifting your culture into drive. 
 
 
 
 
 
 
 
 
 
When you recognize  or encourage someone for a specific accomplishment, it serves as 
confirmation that they can.  I refer to this as "opening their can".  Out of the can comes 
confidence. Confidence leads to a burning desire to go higher and further.  It’s a chain 
reaction. 
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Outside Expertise 

You need to surround yourself with an expert advisor in 
growth from outside your organization, who will challenge and 
stretch your thinking in new ways (not only from the right data 
and insight, but experience).   
 
You have your accountants and attorneys who help you to stay 
accurate and legal.  Many of us would not dare attempt to 
conduct these tasks on our own without this valuable 
expertise, especially for complex businesses that need to 
adhere to complex regulations.  The same holds true for the 
surgeon who recently put you to sleep and gave you a new 
knee.       
 
So why do we entrust complex growth projects to generalists 
in our organization who only know what is and has been? 
 
A new destination and a new journey is what most companies 
are seeking right now.  And it’s giving rise to a new kind of 
professional.  A specialist in growth. 
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A Growth Strategist 
“When it comes time to decide 

on where and how your 
business will grow, you need a 

person at your side who will not 
only challenge current thinking 

and stretch your capabilities, 
but be a guide for you and your 
organization on the journey to 

new growth.”  



Thank	  you	  for	  reading	  our	  Thoughtbook,	  Edi=on	  1	  –	  we	  hope	  you’ve	  
found	  the	  insight	  and	  topics	  to	  be	  s=mula=ng.	  

Should	  there	  be	  anything	  you’ve	  read	  that	  you	  found	  interes=ng,	  
possibly	  applicable	  in	  your	  business,	  or	  have	  any	  ques=ons,	  please	  
don’t	  hesistate	  to	  reach	  me	  directly	  at:	  	  todd@circlemakers.co	  

	  
Do	  you	  have	  a	  strategy	  system	  in	  your	  business	  that	  allows	  you	  to	  

repeatedly	  discover	  and	  capture	  new	  growth?	  
	  

To	  learn	  more	  about	  CircleMakers™,	  you	  can	  visit	  us	  at	  
www.circlemakers.co	  
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ABOUT Todd 

Business owners and executive teams of leading businesses ranging in size from $10 
million to $500 million seek the advisory services of CircleMakers™ and the cutting edge 
thinking of Chief Growth Strategist, Todd Garretson.  After graduating with a degree in 
Business from Muhlenberg College in Allentown, PA, Todd spent the first decade of his 
career building, expanding and eventually, selling a family manufacturing business.  He 
spent the last six years in a number of corporate leadership roles with Hunter Douglas 
and Newell Rubbermaid.  
 
With over 15 years of experience leading market share growth initiatives of top 
consumer brands in Fortune 500 and privately-held business environments, Todd helps 
businesses design and implement high-value strategy projects.  As a growth strategist, 
you can find Todd at the intersection of the architect and the builder - with the unique 
skill to both envision it and make it come to life.  Todd has a passion for helping people 
and businesses realize their potential through big ideas, explosive vision and strategy 
and flawless execution.   
 
Residing in Atlanta, GA with his wife, Lauri, and their four children, weekends and free 
time are spent with family, coaching youth sports, and sharing his passion for faith, 
fitness and nutrition. 
 
Todd is available for speaking engagements to all size audiences, guest writing and 
various board and advisory assignments. 

34 

Todd Garretson 
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About CircleMakers™ 

 
We're passionate about the business of growing businesses.  And we believe it's 

much more than numbers.  Growth-centered organizations grow people, 
customers and value.  We help owners and leaders transform, build and grow the 

business of their dreams. 
 

Grow a better business.  Today. 
 

CircleMakers™ LLC, based in Marietta, GA helps small-to-mid size organizations 
discover and capture new growth potential through a variety of consulting 
services. A new web platform supports the firm's growing community of 

subscribers who receive weekly strategy insight, inspiration and advice.  Founder 
and Chief Growth Strategist, Todd Garretson, can be reached for strategy 

consulting, high-value expansion projects, coaching and speaking engagements.   
 

Learn more at www.circlemakers.co. 
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CircleMakers™ Exists to Move People and Organizations Forward.  Together. 


