
Business strategies - By Michael haMMond

Help Exists
Growing your business in a down market can be challenging, but you should 
know that there’s help if you seek it out.

Most will tell you that your business is successful due to hard work, industry expertise and 
leadership. Yet, in today’s competitive marketplace with shifting market demands and finan-
cial pressure, the obstacles amplify when attempting to take your business to the next level. 

You want to elevate your results while building corporate value, but you may be uncertain of the exact 
strategies and action plans that will prove to be most fruitful.

Companies in similar positions have turned to strategic advisors to grow their business. They col-
laborate with your team to develop and implement the strategies needed to take your company to the 
next level. They assist you with proven strategies, unique differentiation, action plans, execution and 
executive level insight specific to your business.

What can these advisors actually do for you? Their solutions help you to sell more, more frequently, 
to more people by clearly establishing your specific value propositions. This is where real world experi-
ence, strategy and execution deliver measurable results for your organization. Their expertise and deep 
understanding of the markets you serve delivers increases in profitability and revenue, performance, 

customer satisfaction, and new business opportunities.
Let’s remember, growing your business isn’t just a 

worthy goal; growing your business is a necessity for 
your business’s survival and your economic wellbeing. 
What can you do to get your business beyond the bare 
sustenance level? Here are some tips:

Maximize your existing Client Base. When compa-
nies discuss growing their business one of the first and 
often most obvious suggestions is getting new custom-
ers. However, the customers you already have are one 

of your best sources for increasing revenue and growing your organization. What do I mean? It is far 
more cost-effective to reach out and convince current customers to buy more than to find new custom-
ers and convince them to purchase your products or services.

Drive Innovation from Within. Be on the lookout for discovering new ways that your products or 
services can be used. Is there another revenue stream to capitalize on? Can you modify your current 
offerings to address a new industry challenge? Don’t fall asleep at the wheel by believing that you are 
doing everything that can be done to grow your organization.

Actively seek referrals. As I mentioned, one strategy to grow your organization is to bring on new 
clients. One of the best ways to do this is to leverage your current customer base by seeking referrals. 
“Actively seeking referrals” takes actions. Delivering a great client experience and just hoping  that 
your customers are letting others know about your product and services isn’t going to do much to grow 
your organization; you have to actively seek referrals. You must engage your client base and ask if they 
know anyone else who would benefit from the type of products and services that you offer.

Make Informed Business Decisions. Too often people make decisions off of a “gut feeling” when 
there are facts and industry data available to make a more informed decision.  Does it take more effort? 
Absolutely.  When you make decisions based on the available information, you can mitigate risk and 

It is your responsibility to give the 
prospect a compelling reason to switch 
from their current solutions, because it is 
easier to avoid change and just stick 
with what they have.  
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avoid costly mistakes.
Establish Strategic Partnerships. You can’t possibly solve 

every problem or challenge that your customers or prospects 
have.  Are there strategic partnerships that can enhance your 
current offerings and add even greater value to your client 
base?  Reach out to these providers and establish a win-win-
win for you, the other provider and most importantly your mu-
tual clients.  This also expands your current client base and 
develops an indirect sales force who is actively promoting your 
products and services.

Explore new market opportunities. 
Can your products or services be ap-
plied to another industry or market 
niche?  Does your solution solve is-
sues that other markets are experienc-
ing?   It is important to look beyond 
your comfort zone to explore new 
market opportunities.

Understand Market Demand. Take 
the time to truly understand why your 
prospects want or need your product, 
and more importantly, what they are 
willing to pay for such a product or ser-
vice. Make sure that your message resonates with your target 
audience and how you are different from other offerings.

Differentiate.  How does your product solve a want, need or 
desire of your prospect?  Why is it better than what they cur-
rently have? Focus on your prospect and their needs not how 
great you feel your product or service is. 

Map Out Your Future Direction. Today’s market is con-
stantly changing. Is your plan and future direction still on 
track?  Are the strategies that you mapped out still relevant? 
Make sure that you map out a direction that takes into account 
the changing market and how your products and services are 
effectively responding.  

Bring on New Business. The bottom line is that if you want 
to continue to grow you must bring on new clients and new busi-
ness. To do this consistently, you need to give prospects a com-
pelling reason why. It is your responsibility to give the prospect 
a compelling reason to switch from their current solutions, be-
cause it is easier to avoid change and just stick with what they 
have.  Your compelling reason must motivate them to take ac-
tion. If your message blends in with the rest of the noise in the 

industry don’t be surprised when your prospect does nothing.
Expand Client Spend. An important aspect of your grow 

strategy should include adding greater value and receiving ad-
ditional business from your current customers. What new chal-
lenges can your solutions address that can enhance the overall 
amount of business that your customers do with you?  Are there 
cross-selling opportunities?  Do you have a new product or ser-
vice that your client is unaware of?  Don’t assume that because 
you sent out one announcement in a newsletter that your client 

knows  and understands the additional 
value that you can bring to their business. 
I am not suggesting to just raise your 
prices, but to look for ways to truly add 
value to your clients’ business.

Customer Retention and Loyalty. Do 
you have a specific plan in place and is 
someone in your organization held ac-
countable for customer retention?  If you 
want to grow you must consistently retain 
your clients.  You spent a great deal of time, 
money and energy bringing  them on as a 
new client.  The worst thing you can do is 
make them feel like a million bucks during 

the sales process only to shove them off on a disinterested support 
rep. Client retention is about focusing on the needs of your clients 
by listening to them and consistently working with them.

Greater Volume from Current Base. How much of your cli-
ent volume is actually running through your business?  Is it 
10%, 40% 75% or all of their transactions?  What can you 
do to increase that percentage?  How many of your products 
and services is that specific client using?  Often times custom-
ers don’t even know that they could be using multiple services 
from your organization.

Don’t be like those companies who treat people like royalty 
during the purchase process, then pass them over to a disinterest-
ed “account executive” once they have signed the contract. Also, 
whenever a client switches from you to a new provider, ask them 
why. Give them an exit call or send them an exit survey. 

The real point of this column is that in today’s market it is 
not always feasible nor the best approach to try and grow your 
organization by just using internal resources.  Strategic advisors 
can bring a new and fresh perspective, avoid office politics and 
bring expertise that may not currently exist in the company. ❖

Michael Hammond is chief strategy officer at PROGRESS in Lending Association and the founder and president of 
NexLevel Advisors. NexLevel provides solutions in business development, strategic selling, marketing, public relations 
and social media. He can be reached at mhammond@nexleveladvisors.com.

Strategic Advisors  
can help you to sell 

more, more frequently, 
to more people by  
clearly establishing  

your specific  
value propositions.
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