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10:00 Opening remarks from the conference chair
10:10 Keynote address: agile business strategy
10:40 Creative leadership masterclass (Part 1)
11:40 Mid -morning break

12:00 Creative leadership masterclass (Part 2)
13:30 Q&A, wrap -up, and takeaways

13:50 Closing remarks from the conference chair

14:00 Lunch and networking

FUNDED BY DELIVERED BY

M e O Sl \WWW. helptogrowalumni.org

e

HELP TU GRUW

MANAGEMENT ALUMNI

R

(8 AGENDA




Agile business strategy
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GrowthSprint-

Bullding a Solid Core for
Business Growth

Leveraging the GrowthSprint Framework

Presentation by Diane Roberts )(p.innovates D
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Introduction

Founder, XPinnovates
Author, GrowthSprint

DIANE
ROBERTS

A 30+ Years Industry Experience
A Growth Strategy Consulting
A Global Business Development
A Senior Executive Coaching

A Board Member & Speaker
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Growth IS...
selling more products,
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Growth IS...
selling more products,

{0 more customers,
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Growth is... 7
selling more products, /

to more customers, /
at a faster rate.
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However, achieving

sustainable growth
requires more than just ﬂ

Increasing sales...
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Growth vs Scaling?
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The Business Model Canvas
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Introducing
GrowthSprint:

A canvas makes strategy
visual, collaborative, and
actionable.

GrowthSprinte

People & Resources

Product & Services

Sales & Marketing .
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We focus on FAST
objectives:
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Who Is

GrowthSprint for?

Agile

Business Strategy Innovation

Toolkit

A Entrepreneurs and startup founders seeking to
build a solid foundation for growth.

A Small and medium-sized businesses looking to
expand their reach and increase their impact.

A Largeorganisations striving to innovate and stay
ahead of the competition.

A Social enterprises committed to making a
positive difference in the world.

gs.



Th e G rOWthS p rl ﬂt 1.-Clarit.y:. Provi.de-s. a clear fram.ework for sjetting. qoals,
identifying priorities, and making strategic decisions.
Advantage:

2.Action: Focuses on developing actionable plans and
tracking progress towards tangible results.

Why Choose

3.Collaboration: Fosters teamwork, communication, and a

G I’OWth S p I’I ﬂt? shared understanding of the growth strategy.




GrowthSprint:

Your Secret Sauce

A What unique benefits does your
business offer customers that they can't
find elsewhere?

Als your value proposition clear,
compelling, and easily understood by
your target audience?

A Write a concise value proposition
statement that captures your
competitive advantage.

A Risk: What might weaken your value
proposition or make it less appealing to
customers?

EEER
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Value
Proposition

To become the
premier provider in our
category by
consistently delivering
the highest quality
products tailored to
the needs of our target
market.



GrowthSprint .

Know Your Audience

Key client facing parent
company pressure

Customers

A Prioritising customer understanding in your growth journey
A Techniques for deepening customer relationships and insights

A What are their biggest pain points, needs, and motivations?

A Risk: What assumptions are you making about your customers
that might be incorrect?

Carry out a survey Risk. We dont
to find our key understand our

buvina behaviour chients and how
e they buy



GrowthSprint:

Playing Field Analysis

A What are the major trends and forces shaping your industry?
A Who are your top competitors, and what are their strengths and weaknesses?
A Perform a PEST analysis of your market.

A Risk: What external factors or market shifts could negatively impact your business?

Market

New legislation to Network! Risk. We
change technical Network! become

tandard : an also
standaras Network! runner




GrowthSprint:

Strengthening
Your Internal
Business Core

A Evaluating and enhancing key
areas: Finance, People, Product,

Sales, and Digital

A Identifying and addressing internal
gaps that may hinder growth

Finance & Funding o
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GrowthSprint .

A Identifying potential obstacles to growth

A In each area of the canvas 9 in total

A Assign and action / person to each risk

A Strategies for mitigating risks while pursuing ambitious goals

A We collectively acknowledge and deal with them as an inevitable (and
essential) part of business




From Strategy to Action:

A Developing a focused 90day action plan
A 30-60- 90 Day- Actions, risks, objective
A Balancing quick wins with longterm strategic goals

A ACTION is the output, not analysis

90 Day Sprint Plan




Implementing GrowthSprint in Your
Business

A Practical exercises for applying
GrowthSprint principles

A Realworld examples of businesses that
have accelerated growth using this
framework




GrowthSprint:

A Simple, effective, collaboration tool that focusses on the entire business
A Online and in workshop setting to learn and develop (personal and team)
A Highly adoptable

A Al analysis and report output
|  GrowthSprintReadiness Index




GrowthSprint:

AHIi ghly recommendintAmiagi ng new t ool o

framework 1 a real game

changer o 0The GrowthSprint <can
become my favourite framework

OWhat a fant ast i c fodunderstandimgk/oumnstart-upn

the GrowthSprint framework. users and market, and potential
Highly recommend this t hreat so

framework T a real game

changer, motivational and A Andreas Koumoudis, founder
Inspiring. It challenged me and Vevivo

my business. A definite for any
busi ness. 0

A Olga McAteer, McAteer
Properties
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AgileBusiness Strategy
Innovation Toolkit



Stickies Key #

STATEMENTS

ANALYSIS

ACTIONS

RISKS

These post-its provide a
clear statement of your
purpose and targets.

These are post-its for
assessment and analysis
- what do you know?

These are post-its for
actions - what will you
do now? What actions
will you put in place?

These post-its identify
the key risks in each
area.



GrowthSprint- eunite
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GrowthSprint Canvas Assessment: ABC
Company Growth Plans

This GrowthSprint canvas provides a snapshot of ABC Company's strategic ambitions
for growth in the EU market by 2025. Here's a section-by-section summary:

Project Name: ABC Company Growth Plans 2025 EU Programme

Single Strategic Objective: For Company ABC to see 35% growth in 2025 (over 2024
figures).

Business Outcomes:
+ Toemploy 1 full-time engineer from 01/01/25.

» See improved cash flow on a monthly basis, with positive balances from March
25.

» Lower reliance on 2 key customers from March 25. Reduce revenue from X
customer as total % of customer to X.

Value Proposition:
"To be the leading provider of our products in our chosen market segment.”

» Note: This value proposition is generic and could be improved by focusing on
specific benefits and differentiation.

Customers:

» Key client facing parent company pressure.

+ Brand ambivalent (preference weak).

» Toomuch reliance on Excel.

» Risk: We don't understand our clients and how they buy.
Market:

» Demand is strong = EXX.

s Mew legislation to change technical standards.

» Mew imports starting to emerge.

» Social choices reducing importance.

» Emphasis on sustainable options increasing.

Finance & Funding:

Cash flow tight.

Clients pay slowly.

Bank costs on G/L transfers.
Look at client payment terms.
Investigate tax obligations.

Look at capital funding.

Risk: For too many months, no capital available for investment.

Digital:

Broadband unreliable.

Too much reliance on Excel.

Transfer Excel workload on to an application.
Engage IT agency and look for a possible grant €.

Risk: Product becomes obsolete or beaten by competition.

People & Resources:

Staff turnover high.

Legal dispute with past employee.
Consider 2 new staff.

Looking at training for sales staff.

Risk: We keep failing to get the right staff X.

Product & Services:

Features behind competition.

Current CRM outdated.

Product roadmap unclear.

Speak to clients about X function.

Research CRM options.

Define roadmap.

Organize meeting to review functions and support.

Should we abandon feature X7

Risk: Target function is too low in relevance and might get that function C.

Risk: Target function might not be a good fit.

Sales & Marketing:

Digital marketing is terrible.

Marketing agency isn't delivering.
Review marketing plan - what we have.
Assess online presence.

Review past sales failures.

Risk: Being beaten in sales without a solid product.

GrowthSprint



Identified Risks (by Number):

on

=« ]

. Too much reliance on Excel (affects Customers, Digital, and Market analysis).
. We don't understand our clients and how they buy (Customers).

. For too many months, no capital available for investment (Finance &

Funding).

. Product becomes obsolete or beaten by competition (Digital).
. We keep failing to get the right staff X (People & Resources).

. Features behind competition (Product & Services).

. Current CRM outdated (Product & Services).

. Product roadmap unclear (Product & Services).

. Target function is too low in relevance and might get that function C (Product

& Services).

10. Target function might not be a good fit (Product & Services).

11. Should we abandon feature X? (Product & Services).

12. Being beaten in sales without a solid product (Sales & Marketing).

Owverall: This GrowthSprint canvas reveals that ABC Company has identified key areas
for growth, but needs to focus on:

Improving its Value Proposition: The current statement is weak and lacks
specifics.

Deeper Customer Understanding: Research is needed to understand their
needs and buying processes.

Addressing Digital Challenges: Over-reliance on Excel and unreliable
broadband are major obstacles.

Mitigating Risks: Several risks are iclentified that require proactive mitigation
strategies.

Creating a Detailed Action Plan: The identified actions need to be prioritized
and incorporated into a clear plan with timelines and assigned responsibilities.

Identified Risks (by Number):

[

© o &N @ o A

. Too much reliance on Excel (affects Customers, Digital, and Market analysis).
. We don't understand our clients and how they buy (Customers).

. For too many months, no capital available for investment (Finance &

Funding).

. Product becomes obsolete or beaten by competition (Digital).

We keep failing to get the right staff X (People & Resources).
Features behind competition (Product & Services).

Current CRM outdated (Product & Services).

Product roadmap unclear (Product & Services).

Target function is too low in relevance and might get that function C (Product
& Services).

10. Target function might not be a good fit (Product & Services).

11. Should we abandon feature X? (Product & Services).

12. Being beaten in sales without a solid product (Sales & Marksting).

Identified Actions (by Number):

Finance & Funding:

1. Look at client payment terms.
2. Investigate tax obligations.
3. Look at capital funding.
Digital:
1. Transfer Excel workload onto an application.
2. Engage IT agency and look for a possible grant €.

People & Resources:

1.
2

Consider 2 new staff.

Looking at training for sales staff.

Product & Services:

1.

2
3.
4

on

Speak to clients about X function.

. Research CRM options.

Define roadmap.

. Organize a meeting to review functions and support.

Should we abandon feature X7

Sales & Marketing:

1.
2
3.

Review marketing plan - what we have.
Assess online presence.

Review past sales failures.

Market:

1.

El

Do we know our market?
Set up mestings or surveys.
Try to meet 10 clients per week.

Carry out buying analysis on patterns.

Customers:

Grow

thSprin



Risks and Mitigating Actions

Here are the identified risks from the GrowthSprint canvas and suggested mitigating
actions for each:

Rizsks & Mitigating Actions:
1. Too Much Reliance on Excel {Customers, Digital, Market):

o Action: Transition to a cloud-based CRM platform for data management
and analysis, improving collaboration, scalahility, and reporting. Train
staff on the new system and phase out Excel-based processes gradually.

2. We Don't Understand Our Clients and How They Buy (Customers):

o Action: Conduct customer segmentation, surveys, and interviews to
understand client needs, buying behaviours, and decision drivers. Create
detailed customer personas to guide product development and marketing
efforts.

3. For Too Many Months, Mo Capital Available for Investment (Finance & Funding):

o Action: Develop a robust financial forecasting and budgeting system to
anticipate cash flow shortages. Explore alternative funding options like
venture capital, angel investors, or crowdfunding. Negotiate better
payment terms with clients and explore options to reduce bank fees.

4. Product Becomes Obsclete or Beaten by Competition (Digital):

o Action: Implement a continuous product improvement process based on
market research, customer feedback, and technological advancements.
Invest in R&D to explore new features and stay ahead of competitive
trends. Consider partnering with a technology firm or consultant to guide
innovation efforts.

3. We Keep Failing to Get the Right Staff X (People & Resources):

o Action: Develop @ more robust recruitment strategy targeting candidates
with the specific skills needed. Offer competitive compensation and
benefits, invest in employee training and development, and foster a

positive work environment to improve retention.
6. Features Behind Competition (Product & Services):

o Action: Conduct a thorough competitive analysis to identify key features
and functionalities that are lacking. Prioritize developing those features in
the product roadmap to ensure competitiveness.

Current CRM Qutdated (Product & Services):

o Action: Upgrade the CRM system to 2 modern and more feature-rich
platform. Evaluate options carefully to choose a system that meets the
company’'s specific needs and integrates well with other tools.

Product Roadmap Unclear (Product & Services):

o Action: Create a clear and detailed product roadmap outlining
development milestones, timelines, and priorities. Involve key
stakehaolders in the roadmap development process to ensure alignment

and buy-in.

Target Function |s Too Low in Relevance and Might Get That Function C {Product
& Services):

o Action: Conduct user research to validate the target function's relevance
and importance to customers. Consider revising or refining the function
based on customer feedback to increase its value and usability.

10. Target Function Might Mot Be a Good Fit {Product & Services):

Action: Conduct A/B testing or user trials to assess the target function’s
performance and user satisfaction. Be prepared to pivot or adjust the function if
it's not meeting expectations.

. Should We Abandon Feature X7 (Product & Services):

Action: Conduct a cost-benefit analysis of the feature, considering its
development and maintenance costs against its value to customers. If the
feature is not essential or providing sufficient ROI, consider sunsetting it.

. Being Beaten in Sales Without a Solid Product (Sales & Marketing):

Action: Focus on improving the core product offering to ensure it meets
customer needs and offers clear competitive advantages. Develop strong sales
messaging and training materials that effectively communicate the product's

value proposition.

to potential risks and create a more robust strategy for achieving its ambitious growth
goals in the EU market.

By taking these proactive mitigating actions, ABC Company can minimize their exposure

Grow
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GrowthSprint:

AgileBusiness Strategy Innovation Toolkit

1.GrowthSprint provides a powerful framework for guiding your clients through
strategic planning and execution.

2.By mastering the canvas and its principles, you can deliver exceptional value
and drive impactful results.

3.The application of Al propels your planning process radically

4.Join theGrowthSprint movement and help businesses unlock their full growth

potential.

gs.




