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— Summary

Research performed for the Business Growth Report was
designed to answer a single question:

What are the most effective business growth programs?

A recurring pattern among lower growth companies is not
knowing what programs and methods deliver the biggest
revenue uplift and financial returns, so staff pursue what they
know instead what is most effective. This arbitrary execution
normally results in a best-case scenario of low, incremental and
often temporary growth, or a more likely scenario of preserving
the status quo.

The data show the highest growth companies do not enhance
the status quo. They disrupt it. Their pursuit of revenue growth
is intentional, holistic and measured.

Business growth intent is demonstrated with a strategy and
plan that define the optimal route to achieve targeted revenue
results in the shortest time and least cost. Leaders design and
communicate the revenue goal, identify the actions to achieve
the goal, mobilize resources to execute the actions and
rigorously measure progress.

A holistic program applies an all-of-company approach to

business growth. It aligns the company with the customer
journey to orchestrate every company resource, asset and

capability to solve for the customer.

Data is used to measure real-time progress and surface
variances for swift course corrections. The thing about growth
plans is they seldom go according to plan. So, revenue analytics
drive timely interventions, remediate deviations and create
more favorable outcomes than would occur otherwise.

The data also found that what most lower growth companies cited
as business growth strategies were table stakes.

To do better, this report empowers executives to consider business
growth strategies they may not otherwise. Rather than relying on a
limited subset of recognized programs, some of which may work,
while others may not, this report provides data-driven findings and
insights which demonstrate the programs successfully used by the
highest growth companies to achieve their results. Results which
may be replicated.

This report is divided into two sections:

Section 1surfaces the top revenue growth objectives. The research
found many measures of company growth. However, four measures
stood apart in delivering the most significant and sustained revenue
growth.

Section 2 identifies the strategies, methods, and programs
(collectively the evidence-based best practices) that were the most
influential in achieving and accelerating the top revenue growth
objectives.

| welcome your comments on this report.

Regards,

Chad S bl

Chuck Schaeffer
chuckschaeffer@johnnygrow.com



— Findings

Summary Findings

The highest growth companies did not achieve the top performance results with random strategies, processes or technologies. The
data reveal they excelled using a combination of 9 evidence-based best practices to achieve extraordinary results. Below is a summary
of those practices and their results.
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Companies that actively managed a Revenue Growth Strategy achieved 2.8 times greater year over year revenue growth than
those who did not.

The highest growth companies were three times more likely than their lower growth peers to use centralized Revenue Operations
(RevOps) to orchestrate enterprise-wide revenue execution.

The highest growth companies were 3.7 times more likely than their lower growth peers to plan, procure, operate and refresh growth
technologies pursuant to a technology strategy and roadmap. And their strategy paid off. They achieved 26% higher user satisfaction
and 36% higher technology ROI.

Companies with the highest new revenue streams invested 16-20% more into transformative innovation. On average, about 40% of
their innovation budget was directed to creating next generation or disruptive products. By comparison, companies with lower new
revenue streams allocated 90% or more of their budget to incremental innovation, which is typically limited to marginal
improvements of existing products or services.

Respondents that cited corporate culture as a growth strategy achieved an average of 41% higher revenue growth than those who
did not. They also achieved 14% higher revenue per employee and 10% lower staff churn.

The data revealed that most companies do not have a measured customer strategy program. However, those who did outperformed
those who did not. The research also found the four most used customer strategy frameworks are Customer Relationship
Management (CRM), Customer Experience Management (CXM), customer engagement and customer loyalty programs.

Respondents identified the three most effective revenue analytics tools as predictive analytics, artificial intelligence and digital
dashboards.

94% of the highest growth companies cited M&A as an integral part of their growth strategy. This group applied M&A 42% more
frequently than all other lower growth companies.

92% of the highest growth companies actively use strategic alliances as part of their revenue growth strategy. This group reported
alliance sourced revenue grew 23% from the prior year.




— Section 1

Performance Archetypes

To identify the most effective business growth programs we applied a three-step process. First, we began with a 51-question survey to
capture revenue performance measures and methods from 141 companies. See the Methodology on page 27 for a breakdown of
participants. Survey respondents were then measured on four performance results, including: i) revenue growth over the prior three fiscal
years, ii) profit growth over the prior three fiscal years, iii) revenue predictability, and iv) revenue vitality.

1.
REVENUE

GROWTH
4, 1.

Percentage of revenue Customer Acquisitions
from products created in 4 Customer Lifetime Value

prior three years : 2. Customer Retention
REVENUE PROFIT

VITALITY GROWTH
3. 2.

Revenue Consistency Margin Realization
Revenue Engineering Cash Flow

Forecasting Accuracy REVE.NUE Profit Growth

PREDICTABILITY

To understand what the highest growth company leaders do differently than their lower performing peers, we used a weighted mix of the
above performance measures to segment participants into performance archetypes of Best-in-Class, Medians and Laggards.

Best-in-Class Companies scored in the Median Companies scored in the Laggard Companies scored in the

MIDDLE LOWER

15% 50% 35%

Finally, we analyzed the survey responses to surface the strategies, methods and technologies that delivered the biggest impacts to revenue
growth. This allowed us to correlate revenue growth programs to performance results, and isolate and rank the growth programs. 9
programs stood above all others in terms of revenue growth effectiveness. These 9 programs, which we refer to as evidence-based best
practices, are shared in the following pages.




— Section 2

The 9 Highest Impact Business Growth Levers
The research revealed 9 evidence-based best practices that most contributed to the top 4 business growth performance measures.

These best practices are replicable methods born from data that show how the Best-in-Class leaders achieved the highest company
growth results. Adopting a mix of evidence-based best practices was exactly what the Best-in-Class did to outperform all others.

Strategic Growth
Alliances Strategy

Customer
Affinity © Johnny Grow

Corporate
Culture

The Pursuit of Business Transformation

Successfully replicating any one of the best practices will deliver an incremental benefit. That may be sufficient for some.
Others may seek business transformation to create order of magnitude improvements and deliver significant and sustained

revenue growth. That requires a more holistic approach, which can be achieved by replicating a mix of the evidence-based best
practices.

The research was conclusive in showing the Best-in-Class growth leaders excelled in most of the nine best practices.




ﬁl Strategy

Revenue Strategy Utilization

A growth strategy is generally not your annual plan. It's singularly
focused on the actions that drive revenue growth. It defines the
pathway to achieve targeted revenue results in the shortest time
and least cost. It designs and communicates the revenue goal,
identifies the actions to achieve the goal, mobilizes resources to
execute the actions and continuously measures progress.

We asked participants to describe their growth strategy. We also
correlated annual revenue growth for each type. The results are
shown below.

2 38X highey
Growth Strategy Types and Results

No formal growth strategy

A one-and-done planning
exercise

I

An active management tool

0% 5% 10% 15% 20% 25% 30% 35%

@ Growth Strategy Classification B Annual Growth Rate

In the above graph, the second row of one and done growth
strategies are quite often created near the beginning of the fiscal
year and seldom updated thereafter. That differed from the third

row where growth strategies were actively measured and adjusted
throughout the year.

Respondents with active growth strategies achieved 2.8 times
higher revenue growth than respondents without.

vevenue grow~H\

Revenue Strategy Maturity

We wanted to further assess company revenue performance based
on the maturity of the revenue growth strategy.

Participants were given maturity levels with descriptions for each
and asked to designate their growth strategy into one of four
categories of Ad Hoc, Informal, Formal or Optimized.

Maturity levels were based on factors such as departmental
alignment with the corporate growth plan, the ability for the
strategy to accurately forecast revenue measures, the frequency of
strategy reviews and updates, whether the strategy was customer or
product focused, and how well the strategy integrates with the Go-
to-Market Plan. We then compared growth strategy maturity levels
with yearly revenue growth. And the results were revealing.

Growth Strategy Maturity Correlated to
Revenue Growth

49
W higher
®
20% 16 % <
@
15%
9%
10% 7%
©°
5% 8 2 © £
° 2 £ & £
3 £ 5| &
0% < = L O

Year over year revenue growth by growth plan maturity

Those companies with optimized growth strategies achieved 49%
higher revenue growth than the average of all others. This very high
double-digit increase makes it clear that more mature growth
strategies drive increased revenue performance.



ﬁl Strategy

Growth Strategy Insights

There are five ways to grow revenues. You can acquire more
customers, increase customer share, improve customer retention,

raise prices or acquire companies.

Your revenue growth plan should engineer the optimal

combination of these factors to achieve desired growth. Making
the best decision will require data and predictive modeling.

The below example is a Johnny Grow predictive model. It

diagrams a company’s lead to revenue funnel, calculates the
conversions at each step and allows management to experiment

and forecast different uplift strategies and best practices.

Each best practice is a prescriptive play that compares the
company's baseline performance with industry benchmarks to

forecast highly accurate pro forma revenue impact.

Volume Duration Conversion Conversion

Leads: 1450
MAQLs: 38 Days
3 Days
4 Days
Opportunities 12 Days
Won: 49 Days

15 Weeks

Retention:

Funnel Stage

100% 100% 4
4
9%

90%

Funnel

$122,774,400
$85,942,080
$39,533,357

52,714,000
'$360,000",
SN

The interactive dashboard also shows the cumulative effect of
adopting multiple best practices.

This type of predictive analytic also shifts revenue generation, and
growing revenue, from guesswork to systemic execution and highly
accurate forecasted results.

If you have the right growth strategy, you can make a lot of tactical
errors and still achieve your revenue and profit goals. This reminds us
of a quote by Robert Wood, a Brigadier General and later business
executive, who said, “Business is like war in one respect. If its grand
strategy is correct, any number of tactical errors can be made and
yet the effort still proves successful.”

Without a proper growth strategy, planning becomes more of a year-
to-year continuation of the status quo. Business execution reverts to
piecemeal tactics or best guess explorations. And when revenue
growth isn't forecasted pursuant to a strategy and plan, it's difficult if
not impossible to measure in real-time and intervene with timely
course corrections as needed.

1% Revenue Industry
Impact Benchmaris

$352,976

Best Practices
mh"‘vﬂ 2n Optimazation mﬂrmuur;cmm:u-:n
EICD.:BK Euao Comverson BPy
n SAM Algnement w/ SLA m Customer Intellgence
Elcbveuq-g Es-n‘.-.‘-pa-v
Evvecc.:v:e Sales Process ﬂ Sales Coaching

mﬁnr Methodology E Product Innovetion

EIINBOAN:A m.‘-us Nurture Campargns
E SAM ICX n X Management
E Predctive Churn Eﬂ‘ne"tlt ve Churn

$1,411,906
$367,684
$392,196
$504,252

$767,340

$170,200



Revenue
Operations

A survey question was used to determine the primary source of

company revenue accountability. The total responses are shown in

the below left-side bar chart. The right-side bar chart demarcates
the centrally managed respondents by archetype.

Company Revenue Centralized

Accountability Revenue

(All Respondents) Accountabilty by
Growth Archetype

62%

89%

1%

M Centrally managed M Medians
Il Multiple departments H Best-in-Class
H Sales department

It was no surprise that the sales organization was responsible for
company revenue among most respondents. However, we did
incur a surprise when delineating the respondent data by growth
archetype.

While only 16% of all respondents advised that primary revenue
responsibility was centrally managed, 89% of that small cohort was
made up of the highest growth companies (i.e., the top 15%).

This statistically relevant data suggests that centralized RevOps
management is highly correlated with company revenue growth.

Centralized revenue management often begins with a single
accountable resource. Most industries incurred the rise of a Chief
Revenue Officer (CRO) to fill this role. The CRO coordinated all
revenue generation departments and services to establish overall
revenue orchestration.

But one person cannot do it alone. A specialized team is needed to
unify go-to-market motions, manage enterprise-wide revenue
execution, continuously measure results, and implement swift
course corrections when needed. These actions shift the lead role
from revenue coordination to managed execution and achieve a
force multiplier revenue impact. This transition has accelerated with
Revenue Operations (RevOps).

The survey included questions to measure RevOps utilization. The
column chart below reveals RevOps adoption among the Best-in-
Class respondents.

Is a RevOps team responsible for centralized
revenue management?

90%
80%
70%
60%
50%
40%
30%

% 76% 249
10% 2 4 /0

0%
Yes No



- RevOps

Revenue Operations Insights

You can focus on strategy to find the optimal growth path,
marketing to acquire more leads, sales to close more deals
or customer service to grow customer share and lower churn.

And anyone will deliver some benefit. But focusing on all four

in parallel creates synergies that shift from incremental to linear
results and makes for a much smoother run. That holistic
approach is the foundation for RevOps.

RevOps is an enterprise-wide approach to revenue generation.
It consists of a business development team that centrally unifies
strategy, processes and technologies across departments to
manage a more streamlined and effective pursuit of the
company’'s revenue objective.

Chief Revenue
Officer (CRO)

Shared Metrics
& Analytics

Strategy & Process
Goals Alignment Harmonization

Technology
Enablement

Customer

Customer
Success Service

Business leaders are always on the lookout for strategies, processes
and technologies that can accelerate revenue growth. RevOps
applies all three to grow the business.

Companies operating siloed departments with different incentives,
piecemeal systems, clumsy departmental handoffs, fragmented
customer experiences, and disjointed analytics cannot scale and
support sustained revenue growth. In fact, without a holistic and
coordinated approach to revenue generation, your efforts are
reduced to playing departmental whack-a-mole.

RevOps defines a Target Operating Model that provides centralized
orchestration and oversight to all departmental revenue
contributors to unify go-to-market motions and revenue execution.

RevOps Target Operating Model (TOM)
RevOps

* Revenue [ngneering ¢ Indavet on Oppartunities * Forecast Accurscy

o Bevenue Target Adhievemert  + Marbet Diaruption o Customer Aty Strategy

o Bevenue Geowth * Geownh Culture o Competinie Adesrtages

= Procews Marmaonication * Cuntomer kurmey Magping = Businew Frocews Devign
= Agle Value Stream Mapging

* Gowrrarce and Cadence

o Process tegration o Customes Intellgence

o Mtreamlne Procese * Price Optamuston

o Tech Strategy (PACK) + thared Systems = Dista Qualiy

« DOOM * Shared Aralytas
¢ lormation Geoaemance

= Deta Tramformaton
* Master Dats Mansgement * Data [ rechment

A

Marbeting Sales

* Lead Cormration * Sale Opportusity Comvenions =
+ Sales Lead Conversonm * Sales Win Rate
s: * Brand impact * Salei Quots ATlanment

+ Carpmgn Manage et * Sales Cythe Damcution
© lead Minsgement « Sales Win Plans
3. * Brand Development * Sals Coaching

* Marketing Astemation (MAP]  + Sales Force Automation
Customes Dats Plattorm « CRm

+ Marlech Specally Apps * Salwy Cratiement Apgn

A centralized team is much more agile and effective than a
collection of individual departments. Maximum revenue growth
is created when everybody aligns and works toward unified goals.



Rev Growth
Technologies

The research survey posed questions to discover the most effective

growth technologies. Participants were asked to identify their top
applications and rank their effectiveness on a scale of 1to 10.

The survey questions were designed to surface the most effective
growth applications, not the most popular. The results are shown

below for each growth archetype.

Top 5 Growth Technologies

Customer Relationship ®
Management (CRM) @

Marketing Automation
Platform (MAP) ‘9

Innovation @
Technologies ®

Business a5
Intelligence (BI) ®

Artificial ®
Intelligence (Al) &

M Best-in-Class M Medians M Laggards

The biggest disparity among growth archetypes was the
effectiveness of artificial intelligence (Al). The highest growth
companies ranked Al effectiveness 37% higher than the
combined average of the Median and Laggard cohorts.

Technology is about more than tools. To understand why some
companies make incredible gains with technology while others
struggle, the survey posed questions to understand how growth
technologies are managed.

The findings were correlated by growth archetype, and three
findings most separated the highest growth companies from the
lowest.

1. Technology Managed Pursuant to a Strategy

The data showed that the highest growth companies applied an
active technology strategy to plan, procure, operate and refresh
their software applications 3.7 times more frequently than their
lower growth peers (i.e., the Medians and Laggards).

Manage Active Technology Strategy
Technology Strategy? Adoption by Archetype
79%
71%
25% i
.l . 16%
4% i 5%

B Unsure M Best-in-Class
B No B Medians
M Yes M Laggards

When we correlated respondents that apply a technology strategy

with software user satisfaction and ROl measurement, we found that

those with active tech strategies achieved 26% higher user
satisfaction and 36% higher technology ROI, on average, when
compared to those without.

11



Rev Growth
Technologies

Growth Technologies Best Practices
2. Growth Technology ROI

The data reinforced the adage that you can't manage what you
can't measure.

While only 18% of all respondents consistently measured RO
from their software investments, a whopping 74% of that cohort
was the Best-in-Class archetype. That's a 2.8 times difference
between the growth leaders and their lower growth peers.

Calculate ROI for Consistently Calculate

Technology? ROI by Archetype
74%

47%

27%
18%/ 20%
8% I - » 6%
] []

M Yes, consistently B Best-in-Class

[l Medians
M Laggards

M Yes, sometimes
Bl No
M Not sure

'

3. Technology Center of Excellence

A technology Center of Excellence (CoE) centralizes scarce and
high-demand technical skills so that they can be leveraged across
the company. CoEs achieve a force multiplier performance effect
by disseminating skills, insights, best practices and services.

The survey asked about CoE adoption, and the results are
shown below.

Technology CoE
Operate a by Archetype
Technology COE?

71%
76%

23%
6%
Bl No M Best-in-Class
M Yes M Medians
M Laggards

Only 24% of respondents operated a technology CoE. However,
that cohort was disproportionately made up of the top growth
companies. In fact, the highest growth companies operated a
technology CoE 2.4 times more frequently than all others. That's
a significant variation that should not be lost on companies
looking to better leverage growth technologies

12



Innovation
’
- By comparison, respondents with the lowest new revenue streams

allocated 90% or more of their budget to incremental innovation,

Innovation & Revenue Growth  which is typically limited to improving existing products or services.
We wanted to understand the link between innovation Three decades of our own anecdotal experience show that
investment and innovation generated revenue, so we started with © incremental innovation is an easy choice. After all, what company
investment questions, including the one below. - doesn't continuously advance their products and services?

. . Unfortunately, the safest choice is also the lowest payback.
How much does your company invest in

innovation? (as a percentage of revenues) Innovation Correlates with Price Premiums

Innovation is the response to commoditization. To measure
innovation success, we posed the below question.

40%
Over the prior two fiscal years, how has pricing changed for
30% the company's flagship products?
20%
59%
10% : 60% 0
3% | 17% | 1% 49%

. 50%

0% 2% orless  3-6% 7-10% 1-15% 16-20% Over 20%
. 3 0% 29% 24%

H All Respondents B Best-in-Class - 30% 179 22%
The data revealed two separate but related findings. 20%

[ i i [ [ 3 -IO% .
First, as illustrated in the above chart, the median investment
among all respondents was 3 to 6% while the median innovation 0% Increased Decreased No change

investment for the highest growth companies was 7 to 10%.
M All Respondents M Best-in-Class

Second, when we compared innovation type to the vitality

index (described in the next section), the data revealed that
regpondentg with the highegt new revenue streams invested As illustrated in the above clustered column chart, the Best-in-Class

16-20% more into transformative innovation. For this cohort, - archetype achieved price premiums 2.9 times more frequently than
on average, about 40% of their innovation budget was all other respondents. On the flip side, the Best-in-Class archetype

directed to transformative innovation incurred price decreases 2 times less than all other respondents.

13



° ! . .
I N novat| on - The Pace of Change is Changing
Businesses that have comfortably rested on their perceived size and

barriers to entry are increasingly finding themselves challenged,

Innovation Insig htS displaced or worse. Look no further than the most recognized

o _ _ o companies in the world.
Innovation is not born from wacky ideas or aimless expeditions. It's

cultivated from a creative process that advances ideas to solve

About three-quarters of the companies listed on the Fortune 500 in
customer problems.

2000 are no longer around. They have been taken over, gone
bankrupt or simply no longer exist. Only two of the most valuable
companies on the S&P in 2007 are still on that list today. As shown in
the below chart, the lifespan of S&P companies continues to decline.

Innovation is not prescriptive but follows patterns that can be
repeated. It benefits from a framework that replicates processes,
techniques and best practices that have created many

breakthrough products. A world of unprecedented change

The Johnny Grow Innovation Framework is a 5-step methodology Average lifespan of a company on S&P 500
that harmonizes people, processes, and tools; applies patternsand
lessons proven effective in prior breakthrough products and

services; and brings objective measurability to an otherwise difficult 25%
to measure undertaking. 67 75%
. YEARS OF COMPANIES WILL BE
3 ONES THAT EXISTS TODAY BF COMPANIES WILL BE
Johnny Grow 5- Step Innovation Framework ONES THAT ARE NOT ON
| THE INDEX TODAY
A vasnnen i
‘ Pgrioabe 1
® co 0) A& :
y K ! YE S
e /N — S .
o i ¢ YEARS
droblems ] ag, i’ Progressive Emotional ‘
Innovation can produce market disruption and order of magnitude 1920 1980's 2010's

revenue growth. Any startup or competitor that can find a new or
better product, or a new or better way for customers to acquire, ‘
consume, use or benefit from a product, can displace an ~ Ifdigital start-ups and cross industry entrants can unseat the largest

incumbent delivering the status quo. - incumbents, including Fortune 500 companies, they can unseat anybody.

Source: Yale Professor Richard Foster
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- Culture

Corporate Culture

There are a lot of things a company can do to drive revenue growth. But the
one that will affect all others is corporate culture. Culture is a precursor and
top contributing factor to anything and everything that requires employee
effort. But what's the measurable impact? The survey posed questions to
measure how company culture correlates to company growth.

Three of the results are shared below.

Culture is a Growth Strategy for the Highest Growth Companies

We posed two questions to understand the strategic importance of corporate
culture. They are shown below and delineated by performance archetype.

95%

COMPANY CULTURE IS AN
INTERGAL COMPONENT OF

OUR GROWTH STRATEGY 55%

I b

Respondents that cited corporate culture as a growth strategy achieved an
average of 41% higher revenue growth than those who did not.

@ BestinClass @ Medians Laggards

COMPANY CULTURE IS MORE 86%
IMPORTANT THAN BUSINESS
STRATEGY 51%
19%
@ ccstinclass @ Medians Laggards .

Respondents that advised corporate culture was more important than
business strategy achieved an average of 44% higher revenue growth
than those who did not.

A High Growth Culture Increases Revenue Per Employee

We analyzed Revenue Per Employee by archetype and by respondents
that advised culture was an integral component of their growth strategy.

REVENUE PER EMPLOYEE

(Variance fromn Respondent Average)

N =141Johnny Grow

Culture not cited as Culture cited as
Growth Strategy Growth Strategy

Revenue Per Employee was 14 percent higher for respondents that
advised culture was an integral component of their growth strategy.

A High Growth Culture Decreases Employee Turnover

To understand how corporate culture correlated with employee
turnover, we asked, "What was the company's employee churn for
the prior fiscal year?"

EMPLOYEE TURNOVER

19%

9%

Culture not cited as . . Culture cited as
Growth Strategy Growth Strategy

Respondents with growth cultures realized 10% lower employee churn.

15



- Culture

Corporate Culture Insights

For most companies, corporate culture is the single biggest untapped
asset to boost staff productivity, customer engagement and
company growth.

That's because culture is the human performance engine that either
enhances or degrades every business strategy, revenue initiative,
operational performance and change transformation.

It's easy to recognize a high-performance culture when you see it —in a
business, a sports team or any group that competes. They consistently
outperform and have fun doing it. What many executives don't know is
why it works, how you can have fun doing it and how to build it. To
answer these questions, we apply our Culture by Design framework.

It's a 6-step model to transition from an unmanaged corporate
culture to a high-performance growth culture.

Every company has a corporate culture. Most low performance
cultures are consequences of unplanned actions, unmanaged
behaviors, and random outcomes. In contrast, high-performance
cultures are intentional, proactively designed and in a constant state
of awareness and improvement. They don't leave employee
productivity and business performance to chance.

Until you achieve a high-performance growth culture, you will not
achieve your company's potential. Your business strategies,
operational initiatives, employee productivity and employee tenure
will remain at comparatively lower levels and permit any competitor
with a high-performance growth culture to outperform your
company.

A high-performance growth culture is not easy to achieve, which is
why those who do, outperform those who do not.

Culture By Design, a Growth Culture Framework

Culture Desgn Employea Expananca Manager Expenence Cuslomer Exparience Process Abgnment

o R w5

= ldeclogy = Employee Insights = Advance the
* Purpose « Employee Culture Ideclogy
= Vision Assimilation . gm::hﬂ
= Values ) ETE::;E: Experience
» Bahaviors = Adopt High-
! E:;';:mnl Performance

Culture Vanguards

Technoklgy Automaton

Integrate 0—*—-:

» Customer Stratagy = Align Processes = Entarprisa Feadback
= Cuslomer Parsonas, = Hemove Misaligned * Systems of

Segmentation & Processes Engagement
e load « Process « Digital Dashboards

* Customer Improvement : ediibese
Expanences Know
p
s 360" Customer View : A:.:cﬂ:lﬁ:lim * On-demand Access

to Information
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. Affinity

Customer Affinity

Applying a customer strategy to build customer affinity is essential because
strong customer relationships are a leading indicator to increased customer
purchases, referrals, customer lifetime value and retention; all factors that
deliver significant and sustained revenue growth. Customer affinity also
creates a protective barrier against competitors offering similar products and
benefits. In fact, growing mutually rewarding customer relationships based on
an emotional connection creates a competitive advantage that can withstand
disruptive technologies, competitor encroachment and the erosion of other
competitive advantages. But achieving customer affinity doesn't occur by
happenstance. It occurs pursuant to a well-executed customer strategy. That
customer strategy defines a systemic approach to achieve customer affinity
and downstream revenue and profit objectives

The below chart shows the most adopted customer strategies among all
respondents and the Best-in-Class.

Top Ranked Customer Affinity Strategies

Custome Relat N
Management (CRM)

Customer Experience ]
Management (CXM) I

Customer Engagement

Customer Loyaly Program

Other .

0% 10% 20% 30% 40%

B All Respondents M Best-in-Class (N =138 Johnny Grow)

Understanding the most used customer strategies is interesting.
But understanding their financial impact is far more revealing.

So, we asked participants to rate their customer strategy ROI.
The results are shown below.

Rate the ROI of your Customer Strategy Program

Significant ROI
(20% or higher)

Moderate ROl NN
roro) |

Minimal ROI
(1-9%)

Financial Loss 0%

No ROI 0%
We do not
measure ROI 0%

0% 10% 20% 30% 40% 50% 60% 70%

Ml All Respondents M Best-in-Class (N =138 Johnny Grow)

The volume of respondents that did not measure their customer
strategy ROl was surprising. However, when filtering the results by
performance archetype it was less surprising that 76 percent of the
Best-in-Class cohort achieved a 'Significant RO, that is 20 percent
or higher ROI, from their customer strategy investment.

17



- Affinity

Customer Affinity Insights

There are several customer strategies to achieve customer affinity. Most have overlap but each is unique and delivers unique
benefits. Below is a summary of the top four customer strategies.

Customer Relationship Management (CRM)

This is most often a technology-based relationship strategy. If there is an
overarching flaw with this strategy, it's that adopters sometimes fail to
recognize that it is both a customer strategy and enabling technology and
incorrectly adopt the technology in a vacuum.

Without the business strategy the technology is aimless, staff pursue what is
easiest instead of most important and execution becomes arbitrary.

But together the CRM strategy and technology create a synergy to
consistently and predictably grow customer relationships at scale.

Customer Engagement

This is most often an activity-based relationship strategy.

Active communication is the bedrock of relationships, whether personal
or professional. A Customer Engagement strategy is a business
communication program built on proactive interactions and designed to

create a dialogue and emotional connection between a customer and brand.

Success is based on the quality of interactions more so than the volume
or duration of connections. Engaging customers across channels and
touchpoints and throughout their lifecycle helps companies create a
personal and emotional connection and grow customer value beyond
just products and transactions.

Customer Experience Management (CXM)

This strategy designed to deliver differentiated customer experiences
throughout the customer lifecycle. It defines the distinctive customer
experiences that the company will deliver to make customers feel
delighted, appreciated, valued, engaged or rewarded.

Not all experiences are equal in building customer relationships, so
the customer experience strategy focuses on the processes and
technologies that produce the experiences that most matter and
avoids wasting time and investment with activities that don't.

Customer Loyalty Programs

These programs are extraordinarily valuable because they can acquire and
apply acquired customer data to deliver more relevant, personalized and
contextual communications and engagement.

The best loyalty programs are designed to acquire customer intelligence,
increase customer lifetime value (CLV), shift customer purchases to higher
margin products, increase customer retention and shift loyalty from
products to the brand.

They are less about periodic sales incentives and more about reinforcing
the brand's distinctive qualities.



° *  Industry Benchmarks
Ana Iytlcs The use of industry benchmarks with revenue analytics was
the greatest disparity among the highest growth companies

and all others.

Revenue Analytics We use industry Industry Benchmarks
" benchmarks by Performance
Ypu can't manage what you can't measure. Perha ps that's vvhy the with revenue analytics Archetype
highest growth companies cited revenue analytics as a top driver
for company growth. Below are two findings from the research. 81% 83%
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- Analytics

Revenue Analytics Insights

Good dashboards deliver the right information to the right
person at the right time. They focus on the most essential
key performance indicators and are designed to prioritize
information based on what's most important to each user.

Great dashboards go further to shift information from being
merely interesting to being actionable. They include comparison
points, such as industry benchmarks, to provide a relative
ranking of what's working and what needs improvement.

Sales Dashtoard

m-m—

-

The best dashboards permit real-time predictive modeling to
show how changes in behaviors or actions impact business
outcomes. They show the financial impact of both action and
inaction. It's this level of reporting that shifts information visibility
from hindsight to foresight.

Data becomes much more actionable when it advances from
historical to predictive. In fact, without predictive analytics, the

view for every person in your company is entirely backward looking.

Revenue leaders apply data and predictive analytics to engineer
financial outcomes. These analytics analyze historical and real-time
data to show patterns, relationships, trends and anomalies and
create simulation, propensity and predictive models.

They show how data and action roll up from the lowest level of
execution to achieve the company's revenue and profit goals.
And they identify the most direct route to their goal, that can be
accomplished in the least time and cost and with the least risk.

Company
Outcome

LEGEND

MQL: Marketing Qualified Lead

SLA: Service Level Agreement
TOFU: Sales Qualified Leaf
MOFU: Middle of the Funnel

Business
Outcomes

BOFU: Bottom of the Funnel

Levers &
Drivers
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Mergers & Acquisitions
The Highest Growth Companies Use M&A

Mergers and acquisitions (M&A) can accelerate organic growth,
leapfrog competitors, create new revenue streams and quickly
boost top line revenues. But we wanted to know how and how
much they impact revenue growth, and if and how they were
used by the highest growth companies.

Is M&A an active part of your company growth strategy?

Best—In—Class
4zofmove \ikely

M Best-in-Class B Medians

M Laggards

94% of the highest growth companies cited M&A as a growth
strategy. This cohort applied M&A 42% more than the combined
Median and Laggard cohorts.

When we correlated the data by company size, we found that
larger companies (over $1B) were 22% more likely to cite M&A as
part of their company growth strategy compared to midsize
companies ($100M to $1B) and 59% more likely when compared to
smaller companies (less than $100M).

The Highest Growth Companies Are Serial Acquirers

Having an M&A strategy is one thing. Completing deal transactions is
another. So, the survey asked, ‘How many acquisitions has your
company completed in the last 4 years?' The response data is shown
below.

Number of acquisitions completed in the last 4 years

6.0 4.1

5.0

4.0

3.0 1.7

2.0 0.5

m B

0 Laggards Medians Best-in-Class

The data shows that highest growth companies are serial acquirers
and complete significantly more acquisitions per same period.

When measuring the number of completed acquisitions over the
four-year timespan among all respondents, the median was 2.1 and
the average was 1.7. The highest growth companies completed
approximately twice the number of acquisitions compared to all
others. They perform M&A on a periodic and continuous basis.
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- Mergers & Acquisitions

The Top M&A Goals

We wanted to measure and prioritize M&A objectives among performance archetypes. So, the survey asked, "What are the top goals for
your M&A strategy?" Response data for all respondents and the highest growth cohort are shown below.
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Scale Revenue Growth

Access New Markets

Acquire Innovation or Products

® All Respondents
® Best-in-Class
(N =141 Johnny Grow)

Increase Market Share

Economies of Scale

Acquire Talent

Remove a Competitor

Diversification
0% 10% 20% 30% 40% 50% 60% 70%

The top four goals for the Best-in-Class cohort were about revenue growth.

While that's not surprising in a research survey designed to identify what the highest growth companies do differently than their lower
growth peers, the data does stand in contrast to the majority of all other respondents, who cited economies of scale as the second most
important goal. Clearly, this later group places more emphasis on cost takeout and operating efficiencies. But just as clearly, this group is
not among the highest revenue growth companies.
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- Alliances

Strategic Alliances

There are three strategic growth options to scaling revenue: build,
buy or partner. Strategic alliances take the later option.

A strategic alliance is an agreement between two or more
companies to share expertise, assets, or resources to achieve a
common goal. For the alliance to be strategic, it must help the
partners achieve more together than either could realize alone.

The Highest Growth Companies Grow with Strategic Alliances
An initial survey question sought to measure participants that use
strategic alliances as an active part of their company growth
strategy. The response data is delineated by performance

archetype in the below bar chart.

Alliances are part of our Company Growth Strategy

Average 65%

____________________________________________________________ 4\
: highey

92%

B Laggards

M Best-in-Class Bl Medians

92% of the highest revenue growth companies actively use
alliances as part of their company growth strategy. That's an
overwhelming majority and 41 percent higher than the combined
average of the Laggards and Medians.

Most Strategic Alliances are Cross Industry

The survey asked respondents for the number of active alliances.

Number of active alliances

Average
3.7

4.5

4.4

M Medians M Best-in-Class M Laggards

The data found that Medians managed more strategic alliances than
Laggards and the Best-in-Class. This may suggest the volume of
alliances does not directly correlate to alliance success factors such
as revenue growth.

The data also found that most strategic alliances were not between
companies in the same industry. 53% of alliance partnerships were
formed among companies in different industries.

Measuring the number of active alliances becomes more interesting
when combined with alliance performance data such as alliance
sourced revenue and revenue growth rates. These insights are
shared on the following page.
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- Alliances

Strategic Alliances
Strategic Alliances Deliver Significant New Revenue

The highest growth companies realized almost one-fifth of total
revenues from alliances.

Percentage of revenue sourced from alliances

Average 13%

LT RN 42
kigkox

18%

M Best-in-Class B Medians

B Laggards

When we correlated alliance sourced revenue with respondent
firmographic data, we found a near linear relationship between
the percentage of alliance sourced revenue and company size.
The larger the company the larger the percentage of alliance
sourced revenue.

The data also revealed that larger companies sourced a higher
percentage of revenue per alliance partner. The largest
companies (over $1B annual revenue) reported 17% more revenue
growth per alliance partner than midsize companies ($100M to
$1B) and 27% more than smaller companies (less than $100M).

Also, the Best-in-Class cohort maintained their average alliance
21% longer than Medians and 39% longer than Laggards. Most
strategic alliances require ramp up periods and deliver
progressively more revenue with maturity. The data surfaced a
pattern whereby the larger the company the more durable

the alliance.

Alliance Revenue Growth Exceeds Organic Growth

Measuring and comparing sources of revenue growth allows the
company to prioritize and accelerate. The below chart displays
revenue growth rates from strategic alliance programes.

Alliance revenue growth rate

Average 16%

23%

15% 1%

B Best-in-Class B Medians B Laggards

The highest growth companies reported a 23% revenue growth rate
from their alliances. This cohort outperformed others by 41%. Equally
impressive, all cohorts reported higher revenue growth rates from
their strategic alliances than their organic growth.

The data showing alliance revenue growth rates should be
particularly interesting to companies seeking revenue growth that
do not yet have strategic alliances. Clearly, the data show alliance
programs are a revenue growth accelerator.
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— One More Thing
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Participation is not Dedication

Most respondents indicated they adopted all or most of the 9 best practices.
However, there is a big difference between adoption which is often a casual participation and dedication
which creates expertise.

Dedication requires programs with executive sponsorship, focused resources, enabling technology,
performance analytics and continuous process improvements. Dedication goes from being a generalist to

becoming a specialist.

And when the criteria for dedicated programs were considered, only the Best-in-Class engaged in 7 or
more, on average, of the best practices.

These best practices can be applied individually to deliver incremental improvements.
However, an integrated mix is needed to achieve business transformation or Best-in-Class performance.

To advance from incremental to exponential business outcomes, consider your current performance in
these nine areas, and identify the biggest uplift opportunities.
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— Next Steps

From Insights to Action

The research reveals findings that can be replicated.

Best-in-Class sales performance is a measurable pursuit achieved in a five-step approach.

01. Start with clear goals. Use design thinking to go beyond incremental gains and achieve order of magnitude advancements.
Design thinking quickly identifies the most important and highest impact revenue outcomes.

02. Solidify what's most important in the Growth Plan. The research is clear. The Best-in-Class performers lead with an iron clad
strategy and plan that focuses on the things that most matter and avoids wasting time with things that don't. The strategic plan is the
roadmap and is used nearly every day of the journey. Without this roadmap execution is aimless.

03. Leverage industry performance benchmarks. There's no need to reinvent the wheel. Replicate the revenue generation processes
of industry leaders to achieve already proven results. This will likely require some Business Process Redesign (BPR) to simplify, streamline
and automate revenue activities. Consider agile value stream mapping to reduce cycle times and eliminate non-value-added activities.

04. Execute with agility. Agile execution with time-boxed iterations and daily measurements will promote collaboration, accelerate
time to value and lower risk.

05. Leverage these best practices. Business growth recommendations without supporting data are just somebody's opinion. The 9
evidence-based best practices in this publication are born from research and show what the highest growth companies do differently
than their peers. When you start with research-based findings, learn from companies that have achieved success and apply best
practices to repeat that performance, you eliminate guesswork, avoid trial and error, and pursue the straightest and shortest route to
targeted outcomes.

Implementing these evidence-based best practices need not be a daunting task. They can be pursued individually and incrementally.
The most important thing is to get started and make continuous improvements.

‘0,
How JohnnyGrow Can Help

Helping clients drive significant and sustained revenue growth is our core competency. It's our North star and the only thing we do. We have
the data, benchmarks, frameworks and expertise to help clients apply best practices and technology for Best-in-Class performance results.
Visit https://johnnygrow.com to check out our flexible services, prescriptive methods and predictable results.
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— Methodology

About This Report

= This research was conducted using an online survey.
== The survey was completed by 141 respondents in the United States.

— The composition of respondents included the following firmographics and demographics:

¢ JobTitle . Company Size o) Industry Department

CEO/President: 9% Annual Revenues: AEC: 6% Corporate: 30%
. Communications: 7%

VP/SVP/EVP: 2% Over $1B: 10% ’ Sales: 49%
Distribution: 1%

VP Sales/CRO: 14% $100M to $18: 53% — . Marketing: 1%
Financial Services: 10%

CIO/IT Leader: 8% $10M to $100M: 29% Industrial: 17% IT: 9%

Manager: 56% Less than $10M: 8% Life Sciences: 7% Other: 1%

St 1% Prof Services: 12%

er: (e}

Retail: 1%
Technology: 19%

The questions were organized among eleven categories. Respondents were given the option to not respond to questions they deemed
not relevant or did not know the answer.

The total number of questions may differ among respondents as based on a given survey response, a participant may be posed
additional or cascading questions. Certain questions permitted multiple responses; therefore, response totals may not sum to 100
percent. This research report is independently produced by Johnny Grow, Inc. Johnny Grow research does not permit vendor funding,
advertising or sponsorship. The content is free of direct or indirect influence by third parties.

DISCLAIMER. This document is subject to the Terms and Conditions available at https://johnnygrow.com/terms. This document is also
subject to copyright and trademark protection.




— AbOout Us

About Johnny Grow

We are revenue architects.

We team with clients to engineer synergistic combinations
of prescriptive growth strategies, evidence-based best
practices and supporting technologies that maximize
company revenues. Our work delivers order of magnitude
results, not incremental improvements.

Helping clients accelerate revenue is our North Star and
singular focus. It's the only thing we do.

For more information

To learn more about this research study, please contact us at
research@JohnnyGrow.com.

Join the conversation or follow us at:

@JohnnyGrowl

www.linkedin.com/company/johnnygrow

Newsletter at www.JohnnyGrow.com

Visit the Growth Insights Hub @
www.JohnnyGrow.com/insights
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