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FROM “HOPE & PRAY"
TO “PLAN & DO”

A Delia Associates Webinar



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




Do | REALLY
want to
grow?

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



Wha ook like?
.\X/hat does it mean?

For me?
My family?
My team?
Their families?
Our clients?

Our community?
The world? - -
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It's hard to take action
until you have true=ms,
growth conviction. |



When we start focusing
on “PLAN & DO,”

We stop focusing
on FEAR.



Growing From “Hope
Your & Pray” to
Business. “Plan & Do.”




Today's
Presentation:

About Me
The 3 Ways to Grow
The 10 Growth Channels

Prioritization

Forming a Growth Theory

Establishing Growth Goals

Examples: What it looks like.




Fast Facts

> 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.

dehia
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The Business Brand Experts
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Hello

my name is

Ed

Fun Facts

> Twins 18

> Cooperstown

> -95 lbs.

> Fishing.

> Showboarding.

> Dickinson College
> PCM. AMA.

> Preparing 15t 2 marathon.



Growing From “Hope
Your & Pray” to
Business. “Plan & Do.”




1. Acquire New
Customers.

2. Retain & Expand

Existing Customer

WClys T0O Relationships.

Grow. 3. Increase Buying
Frequency.




1. Acquire New
Customers.
2. Retain & Expand

Existing Customer

Growth Relationships.
Chqnnels. 3. Increase Buying

Frequency.




Acquire New Customers.

© 0NN WN S

o

Increase regional market share.

Increase industry market share.

Enter new regions.

Enter new industries.

Establish strategic partnerships or joint ventures.
Introduce new products/services.

Expand the application of existing products/services.
Mergers and/or acquisitions.

Establish/expand sales, distributor, and /or rep networks.

. Establish referral programs.
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Retain & Expand Existing Relationships.

Cross-sell: Introduce new offerings to existing customers.

Up-sell: Expand product/service range to existing customers.
Product/service enhancements and add-ons.

Introduce service or productibundles.

Sell into new divisions, regions, or depts. of an active customer.
Cross-overs. Introduce services to product clients and vice versa.
Preferred or exclusive access to new products/services.
Value-added services or benefits.

Exclusive promotions, offers or benefits.

. Bulk Discounts.



3  Increase Buying Frequency.

o
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Long-term contracts.

E-commerce capability.

Managed inventory.

Subscription models.

Maintenance or service agreements.
Client appreciation offers and rewards.
Loyalty programes.

Membership programes.
Dedicated personnel or resources.

. Frequency offers or discounts.



AQUIRE NEW CUSTOMERS

. 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.

RETAIN & EXPAND RELATIONSHIPS

|
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Cross-sell; Introduce new
offerings to existing customers.

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

Product/service enhancements
and add-ons.

Introduce service or product
bundles.

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

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

Preferred or exclusive access to
new products/services.

Value-added services, benefits.
Exclusive offers, benefits.

10. Bulk Discounts.

INCREASE BUYING FREQUENCY

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.

/. Loyalty programs.
8. Membership programs.

9. Dedicated personnel or
resources.

10. Frequency offers or
discounts.



1. Acquire New

Relevance & Customers.
Prioritization 2. Retain & Expand

Existing Customer

T o p 3 E\ 5 Relationships.

3. Increase Buying
Frequency.
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AQUIRE NEW CUSTOMERS RETAIN & EXPAND RELATIONSHIPS INCREASE BUYING FREQUENCY

i
Top 3-5 arowth opportunities in the next 12-18 months.
)

4. Enter new industries.

8. Membership programs. |

0 7. Preferred or exclusive access t
new productsl services.
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Formulating From Mad Scientist
a Growth to

Theory. Informed Scientist.




“l wondevr...”"

Formulating
a Growth From “We can't..”
Theory. to

“How can we...?”




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 nedr & long-term demand.
Determined a probable ROI.

Made an informed investment.




Growth Theory

What Does it
Growth Goal ook Like?

Action Plan




AQUIRE NEW CUSTOMERS RETAIN & EXPAND RELATIONSHIPS INCREASE BUYING FREQUENCY
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cCLP

The By expanding our impact
extrusion capabillities

GrOWth from aluminum aerosols
TheorY. only to aluminum bottles,

we will diversify our
business and meet our
revenue goals.




Acquire New
customers.

Enter New Industries

cCLP

The Growth Goal.

CCL will establish itself
as the leading producer
of aluminum beverage
bottles in N.A.




cCLD

The Growth Goal.

CCL will establish itself

as the leading producer

of aluminum beverage
bottles in N.A.

THE ACTION PLAN:

Thought leader content
Outbound/Inbound
Social media

Trade advertising & PR



/:1- : THE BEST IN “HEALTHY “DRINK PACKAGING?
P I'}CEK“R(';H\'I\Q - Ml I’SMORETHAN...
for Spirits and — , 0 A GUT FEELING

Ready-To-Drink Cocktails...

WITH A TWISFE.

TRUSTED DESIGN AND - y
DECORATING
€© Dramatic full-length contouring ® o

© Exciting bold colors and finishes

© Dynamic high-end design options

£ From kombucha to probiotics, and
TRUSTED SUSTAINABLE 58 L 8 RSN countless other gut-healthy drinks,
CONSTRUCTION 3 S CCL aluminum containers deliver the kind
© Lightweight and durable b P of unique and distinctive “on-brand”
packaging that brings even greater quality
and confidence to what's on the inside.

© Zero corrosion or rust
© Recyclable and non-toxic
Discover the many reasons why so many

of today’s consumers prefer drink brands
in aluminum beverage bottles.

CCLp,

CCL PA 16148 2 oW cclcontainer.com
cclcontainer.com RS e &

Kimberly Kizer, VP Sales | 724-981-4420 | kkizer@cclind.com ; Kimberly Kizer, VP Sales | 724-981-4420 | kkizer@cclind.com
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Click Here to Download
the Aluminum Beverage
‘Bottle e-Book ©

A sustainable high-margin complement to its core business.




The
Growth
Theory.

/77 Dynatec

THE NEXT LEVEL OF TECHNOLOGY

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
hew products.

/77 Dynatec

THE NEXT LEVEL OF TECHNOLOGY

The Growth Goal.

By engaging our
distributor partners
early and often, we will
realize a 30%+ growth
in distributor lead sales.



Dynatec

THE NEXT LEVEL OF TECHNOLOGY

The Growth Goal.

By engaging our
distributor partners
early and often, we will
realize a 30%+ growth

in distributor lead sales.

THE ACTION PLAN:

Distributor newsletter
Selling strategies
Improved sales aids
Exclusive demos

VIP suites at events



rTv7 Dynatec T Dynatec:

THE NEXT LEVEL OF TECHNOLOGY T NEXT LEVEL O TECHNOLOGY

THE I\IEXT

DYNAMELT"
SIMPLICITY

The simple to install, simple to
operate, simple to maintain compact
adhesive supply unit (ASU)

+ Intuitive V6 controls with clear
easy-to-read display

+ Patented Melt-On-Demand™
technology meits only the
adhesive necessary

+ Less nozzle clogging reduces
maintenance and downtime

Dynamelt™ S Series '

Adhesive Supply Unit

HOT MELT ADHESIVE
APPLICATION SYSTEMS
AND SOLUTIONS

FOR PACKAGING

v Dynatec

THE NEXT LEVEL OF TECHNOLOGY

'&ﬂ wl 25 -

A highly motivated distributor network empowered to sell.




The
Growth
Theory.

SAFETY = ELECTRONICS  AUTOMATION

v

If we can cultivate great
relationships with regional

custom builders, we can
create a “one-to-many”
flow of new business.




SAFETY = ELECTRONICS  AUTOMATION

Increase Buy hd
Frequency. The Growth Goal.

By launching a preferred
partner program for
custom builders, they will
be incentivized to
Programs introduce Heim early in the

construction process.

Membership




THE ACTION PLAN:

The Growth Goal. Partner Program
explainer sales aids

By launching a preferred
partner program for Partner-to-homeowner

custom builders, they will sales tools.
be incentivized to

introduce Heim early in the

construction process. Free consult voucher

“golden ticket”

RR commission structure.




PREFERRED
PARTNER

HEIM | ) sermae
PARTNER
HOME SECURITY + HOMELIFESAFETY + HOME AUTOMATION ¢ HOME ENTERTAINMENT

- RS

THE HEIM PREFERRED
PARTNER PROGRAM
FOR CUSTOM HOME
BUILDERS

HEIM [

@ SURTY (@) LFE SV (@) AUTOMATON ) FOMEENTERTANMENT (@) GUSTOMER CARE

mplimentary
Jltation with your

SOLUTIONS, SERVICES AND
TECHNOLOGY FOR YOUR

HIGH-TECH HOME q
;@ HOME SECURITY @ HOMEI.IFESAEV; v v

EE‘E £ )| HOMEAUTOMATION ﬂ :Qniimnm"nmr

PARTNERSHIP
MARKETING

-

Installing peace of mind since 1976, 1-800-564-HEIM Q.

SeRvicEs  NEWS. > WHAT CAN WE DOFOR YOU?

THE PREFERRED PARTNER PROGRAM

REE: =z=hv

HOME SOLUTIONS w
CONSULTATION

Requestthe  FTEIM () sxensee

Brochure

THE SMARTEST WAY TO ADD MORE VALUE AND PROFITABILITY
TO THE CUSTOM HOMES YOU BUILD,

h e i el

A TOTAL SOLUTION FOR BUILDERS AND THEIR BUYERS — TODAY
AND TOMORROW.

installing peace of mind since 1976

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
iInvestments support
growth goals.

Probable ROI.
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Where B2B Brands Go To Grow.

Growth Planning

Worksheet

Use this tool to define and prioritize the
channels of growth most relevant to

© Delia Associates 2022. All Rights Reserved. | www.delianetcom

driving your business in the coming year.

Primary Growth Methods

Acquire New Customers.

Retain & Expand Existing
Customer Relationships.

Increase Buying Frequency.

Possible Growth Channels
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Increase regional market share.

. Increase industry market share.

. Enter new regions.

. Enter new industries.

. Establish strategic partnerships or joint ventures.

. Introduce new products/services.

. Expand the application of existing products/services.

. Mergers and/or acquisitions.

L Estcblish/expand sales, distributor, and/or rep networks.
.Establish referral programs.

Cross-sell: Introduce new offerings to existing customers.

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

. Product/service enhancements and add-ons.

. Introduce service or product bundles.

. Sellinto new divisions, regions, or departments of an active customer.
. Cross-overs: Introduce services to product clients and vice versa.

. Preferred or exclusive access to new products/services.

. Value-added services or benefits.

. Exclusive promotions, offers, or benefits.

.Bulk discounts.

Long-term contracts.
E-commerce capability.

. Managed inventory.

. Subscription models.

. Maintenance or service agreements.

. Client appreciation offers and rewards.
. Loyalty programs.

. Membership programs.

Dedicated personnel or resources.
Frequency offers or discounts.

© Delia Associates 2022. All Rights Reserved. | www.delianet.com

Relevant in
the coming
year? Y/N

N

In each
category, prioritize
thetop 3




[m] & -!'=-|. [m] YOUR NEXT STEPS {
(= _

. - L -ﬂ: + Download the B2B Growth
It 'l|- i Planning Worksheet.
o k"

+ 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.”



Please contact me
with any questions.

Ed Delia
President della 456 Route 22 W. = Whitehouse Station, NJ 08889

associates

Where B28 Brands co To srow.  908.534.9044 = edelia@delianet.com @ delianet.com



