
FROM “HOPE & PRAY” 
TO “PLAN & DO”

A Delia Associates Webinar



The hardest thing for me to watch 
is a business doomed to fail. 



“We’re going to see how 
this next quarter plays 
out. Hopefully, we can 
turn it around.”

CEO
Industrial Products Company



Hope & Prayer are Healthy, but…
NOT for driving growth. 

HOPE & PRAY = FEAR



FEAR IS OUT THERE:

‣ Economic Downturns
‣ Disruptive Innovations
‣ Supply Chain Issues
‣ Finding Talent
‣ Demand Shifts



FEAR LEADS TO

‣ Paralysis
‣ Flip-flopping
‣ Denial
‣ Rash Decisions
‣ Over-compensating



FEAR IS SOMETIMES IN HERE:

Do I REALLY 
want to 
grow?

Or do I want others to “think” I want to grow?



What does it look like?
What does it mean? 
‣ For me?
‣ My family?
‣ My team?
‣ Their families?
‣ Our clients?
‣ Our community?
‣ The world?

GROWTH



It’s hard to take action 
until you have true 
growth conviction. 

GROWTH



When we start focusing 
on “PLAN & DO,”

We stop focusing 
on FEAR. 



Growing 
Your 

Business. 

From “Hope 
& Pray” to 

“Plan & Do.”



‣ About Me

‣ The 3 Ways to Grow

‣ The 10 Growth Channels

‣ Prioritization

‣ Forming a Growth Theory

‣ Establishing Growth Goals

‣ Examples: What it looks like. 

Today’s 
Presentation:



Fast Facts

The Business Brand Experts 

‣ 1964
‣ Whitehouse, NJ 
‣ 2nd Generation (28 yrs.)
‣ 12 Humans. 1 Bichon.
‣ B2B Brand + Growth Experts.
‣ Longest Client @ 32.  
‣ Top 10 Average 10.8 Years 
‣ Last 4 Years: 70 B2B Awards.



The Brands Behind the Brands. 



Fun Facts

Ed
‣ Twins 18
‣ Cooperstown
‣ -95 lbs. 
‣ Fishing. 
‣ Snowboarding.
‣ Dickinson College
‣ PCM. AMA.
‣ Preparing 1st ½ marathon.



Growing 
Your 

Business. 

From “Hope 
& Pray” to 

“Plan & Do.”



1. Acquire New 
Customers.

2. Retain & Expand 
Existing Customer 
Relationships.

3. Increase Buying 
Frequency.

Ways To 
Grow.

3



Growth 
Channels.

10 1. Acquire New 
Customers.

2. Retain & Expand 
Existing Customer 
Relationships.

3. Increase Buying 
Frequency.



1. Increase regional market share. 
2. Increase industry market share. 
3. Enter new regions.
4. Enter new industries. 
5. Establish strategic partnerships or joint ventures. 
6. Introduce new products/services. 
7. Expand the application of existing products/services. 
8. Mergers and/or acquisitions. 
9. Establish/expand sales, distributor, and /or rep networks. 
10. Establish referral programs. 

1 Acquire New Customers.



1. Cross-sell: Introduce new offerings to existing customers. 
2. Up-sell: Expand product/service range to existing customers. 
3. Product/service enhancements and add-ons.
4. Introduce service or product bundles. 
5. Sell into new divisions, regions, or depts. of an active customer. 
6. Cross-overs. Introduce services to product clients and vice versa. 
7. Preferred or exclusive access to new products/services. 
8. Value-added services or benefits. 
9. Exclusive promotions, offers or benefits. 
10. Bulk Discounts. 

Retain & Expand Existing Relationships.2



1. Long-term contracts.
2. E-commerce capability.
3. Managed inventory.
4. Subscription models. 
5. Maintenance or service agreements. 
6. Client appreciation offers and rewards. 
7. Loyalty programs. 
8. Membership programs. 
9. Dedicated personnel or resources. 
10. Frequency offers or discounts. 

Increase Buying Frequency.3



INCREASE BUYING FREQUENCYRETAIN & EXPAND RELATIONSHIPSAQUIRE NEW CUSTOMERS

1. Increase regional market 
share. 

2. Increase industry market 
share. 

3. Enter new regions.
4. Enter new industries. 
5. Establish strategic 

partnerships or joint 
ventures. 

6. Introduce new 
products/services. 

7. Expand the application of 
existing products/services. 

8. Mergers and/or acquisitions. 
9. Establish/expand sales, 

distributor, and /or rep 
networks. 

10. Establish referral programs. 

1. Cross-sell: Introduce new 
offerings to existing customers. 

2. Up-sell: Expand product/service 
range to existing customers. 

3. Product/service enhancements 
and add-ons.

4. Introduce service or product 
bundles. 

5. Sell into new divisions, regions, or 
depts. of an active customer. 

6. Cross-overs. Introduce services 
to product clients and vice versa. 

7. Preferred or exclusive access to 
new products/services. 

8. Value-added services, benefits. 
9. Exclusive offers,  benefits. 
10. Bulk Discounts. 

1. Long-term contracts
2. E-commerce capability
3. Managed inventory.
4. Subscription models. 
5. Maintenance or service 

agreements. 
6. Client appreciation offers 

and rewards. 
7. Loyalty programs. 
8. Membership programs. 
9. Dedicated personnel or 

resources. 
10. Frequency offers or 

discounts. 



Relevance & 
Prioritization
Top 3-5

1. Acquire New 
Customers.

2. Retain & Expand 
Existing Customer 
Relationships.

3. Increase Buying 
Frequency.



INCREASE BUYING FREQUENCYRETAIN & EXPAND RELATIONSHIPSAQUIRE NEW CUSTOMERS

1. Increase regional market 
share. 

2. Increase industry market 
share. 

3. Enter new regions.
4. Enter new industries. 
5. Establish strategic 

partnerships or joint 
ventures. 

6. Introduce new 
products/services. 

7. Expand the application of 
existing products/services. 

8. Mergers and/or acquisitions. 
9. Establish/expand sales, 

distributor, and /or rep 
networks. 

10. Establish referral programs. 

1. Cross-sell: Introduce new 
offerings to existing customers. 

2. Up-sell: Expand product/service 
range to existing customers. 

3. Product/service enhancements 
and add-ons.

4. Introduce service or product 
bundles. 

5. Sell into new divisions, regions, or 
depts. of an active customer. 

6. Cross-overs. Introduce services 
to product clients and vice versa. 

7. Preferred or exclusive access to 
new products/services. 

8. Value-added services, benefits. 
9. Exclusive offers,  benefits. 
10. Bulk Discounts. 

1. Long-term contracts
2. E-commerce capability
3. Managed inventory.
4. Subscription models. 
5. Maintenance or service 

agreements. 
6. Client appreciation offers 

and rewards. 
7. Loyalty programs. 
8. Membership programs. 
9. Dedicated personnel or 

resources. 
10. Frequency offers or 

discounts. 



INCREASE BUYING FREQUENCYRETAIN & EXPAND RELATIONSHIPSAQUIRE NEW CUSTOMERS

1. Increase regional market 
share. 

2. Increase industry market 
share. 

3. Enter new regions.
4. Enter new industries. 
5. Establish strategic 

partnerships or joint 
ventures. 

6. Introduce new 
products/services. 

7. Expand the application of 
existing products/services. 

8. Mergers and/or acquisitions. 
9. Establish/expand sales, 

distributor, and /or rep 
networks. 

10. Establish referral programs. 

1. Cross-sell: Introduce new 
offerings to existing customers. 

2. Up-sell: Expand product/service 
range to existing customers. 

3. Product/service enhancements 
and add-ons.

4. Introduce service or product 
bundles. 

5. Sell into new divisions, regions, or 
depts. of an active customer. 

6. Cross-overs. Introduce services 
to product clients and vice versa. 

7. Preferred or exclusive access to 
new products/services. 

8. Value-added services, benefits. 
9. Exclusive offers,  benefits. 
10. Bulk Discounts. 

1. Long-term contracts
2. E-commerce capability
3. Managed inventory.
4. Subscription models. 
5. Maintenance or service 

agreements. 
6. Client appreciation offers 

and rewards. 
7. Loyalty programs. 
8. Membership programs. 
9. Dedicated personnel or 

resources. 
10. Frequency offers or 

discounts. 

Top 3-5 growth opportunities in the next 12-18 months. 



From Mad Scientist 
to 

Informed Scientist. 

Formulating 
a Growth 
Theory. 



From “We can’t…” 
to 

“How can we…?”

“I wonder…”Formulating 
a Growth 
Theory. 



A “Growth Theory” is like 
any other “Theory” you 
make for your business.



A new 8G high-speed filling line will 
support the growing demand for bulk 
liquid packaging among our core clients.

ROI… 
Guaranteed 
or Probable? 



We can probably “Guarantee”

‣ We did our homework. 
‣ Evaluated equipment options available. 
‣ Talked to our customers. 
‣ Assessed near & long-term demand. 
‣ Determined a probable ROI.
‣ Made an informed investment. 



What Does it 
Look Like?

Growth Theory

 
Growth Goal

 
Action Plan



INCREASE BUYING FREQUENCYRETAIN & EXPAND RELATIONSHIPSAQUIRE NEW CUSTOMERS

1. Increase regional market 
share. 

2. Increase industry market 
share. 

3. Enter new regions.
4. Enter new industries. 
5. Establish strategic 

partnerships or joint 
ventures. 

6. Introduce new 
products/services. 

7. Expand the application of 
existing products/services. 

8. Mergers and/or acquisitions. 
9. Establish/expand sales, 

distributor, and /or rep 
networks. 

10. Establish referral programs. 

1. Cross-sell: Introduce new 
offerings to existing customers. 

2. Up-sell: Expand product/service 
range to existing customers. 

3. Product/service enhancements 
and add-ons.

4. Introduce service or product 
bundles. 

5. Sell into new divisions, regions, or 
depts. of an active customer. 

6. Cross-overs. Introduce services 
to product clients and vice versa. 

7. Preferred or exclusive access to 
new products/services. 

8. Value-added services, benefits. 
9. Exclusive offers,  benefits. 
10. Bulk Discounts. 

1. Long-term contracts
2. E-commerce capability
3. Managed inventory.
4. Subscription models. 
5. Maintenance or service 

agreements. 
6. Client appreciation offers 

and rewards. 
7. Loyalty programs. 
8. Membership programs. 
9. Dedicated personnel or 

resources. 
10. Frequency offers or 

discounts. 

4. Enter new industries. 

Packaging 
Manufacturer.

Processing 
Equipment OEM.

7.  Preferred or exclusive access 
 to new products/services. 

AV Systems 
Integration.

8.  Membership programs. 



By expanding our impact 
extrusion capabilities 
from aluminum aerosols 
only to aluminum bottles, 
we will diversify our 
business and meet our 
revenue goals. 

The
 Growth 
Theory. 



CCL will establish itself 
as the leading producer 
of aluminum beverage 

bottles in N.A.

Acquire New 
Customers. The Growth Goal. 

Enter New Industries



THE ACTION PLAN:

CCL will establish itself 
as the leading producer 
of aluminum beverage 

bottles in N.A.

The Growth Goal. ‣ Thought leader content

‣ Outbound/Inbound

‣ Social media

‣ Trade advertising & PR 



A sustainable high-margin complement to its core business. 



The
 Growth 
Theory. 

If we pay closer 
attention to our 

distributor partner 
network, it will give them 

greater incentive to 
position our products 

with greater frequency 
and focus.



Retain
& Expand.

Preferred or 
exclusive access to 

new products.

By engaging our 
distributor partners 

early and often, we will 
realize a 30%+ growth 

in distributor lead sales.

The Growth Goal. 



By engaging our 
distributor partners 

early and often, we will 
realize a 30%+ growth 

in distributor lead sales.

The Growth Goal. 
THE ACTION PLAN:

‣ Distributor newsletter

‣ Selling strategies

‣ Improved sales aids

‣ Exclusive demos

‣ VIP suites at events



A highly motivated distributor network empowered to sell.



The
Growth 
Theory. 

If we can cultivate great 
relationships with regional 
custom builders, we can 
create a “one-to-many” 

flow of new business. 



Increase Buy 
Frequency.

Membership 
Programs

By launching a preferred 
partner program for 

custom builders, they will 
be incentivized to 

introduce Heim early in the 
construction process.

The Growth Goal. 



The Growth Goal. 
THE ACTION PLAN:

‣ Partner Program 
explainer sales aids

‣ Partner-to-homeowner 
sales tools. 

‣ RR commission structure.

‣ Free consult voucher 
“golden ticket”

By launching a preferred 
partner program for 

custom builders, they will 
be incentivized to 

introduce Heim early in the 
construction process.



Steady flow of referrals. Now established builder partners. 



Growing Your 
Business. 

From “Hope 
& Pray” to 

“Plan & Do.”

‣ Identify and prioritize the 
most relevant growth 
channels (3-5).

‣ Formulate a growth 
theory and create a 
growth goal.

‣ All marketing 
investments support 
growth goals. 

‣ Probable ROI.  





YOUR NEXT STEPS

Download the B2B Growth 
Planning Worksheet.

Schedule a Complementary 
Growth Planning Consultation. 



“If you want something 
you’ve never had, 

you must be willing 
to do something 

you’ve never done.”



THANK YOU!
Please contact me 
with any questions.

456 Route 22 W.  I  Whitehouse Station, NJ 08889

908.534.9044 I  edelia@delianet.com  I  delianet.com

Ed Delia
President


