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Growth is difficult. Investors, shareholders, impatient boards and demanding 
retailers and distributors put huge pressure on companies to deliver. 
This pushes management teams into developing complex and expensive 
commercial and marketing strategies in order to show they are ‘doing stuff ’.

But, all too often, and despite all of the effort and cost put into developing 
and implementing such strategies and plans, the fact remains that most 
companies fail to grow significantly and sustainably because their plans are 
often built on a fundamental misunderstanding about how consumers shop, 
make purchase decisions and choose between brands.

This is what we call the Big Growth Mistake. We believe it is the 
fundamental reason for the existence of the paradox we introduced in 
Chapter 1: that despite its incredible importance, most companies fail to 
deliver significant, sustained, profitable growth. What is The Big Growth 
Mistake? Why is it so important? And why has no-one noticed it until now

The Big Growth Mistake that most companies make is simply this : they assume 
that all consumer purchases in their category are up for grabs – they’re not.

The implicit assumption behind the commercial plans of most companies 
is that every consumer purchase in their category is potentially available to 
them – and that the job of their commercial plan is to grab as many of these 
purchases as possible. With this defining assumption, companies inevitably 
default to constructing ‘super busy’ commercial plans that are desperately 
trying to get the attention of every potential consumer ahead of every 
purchase they make to persuade/cajole/pressurise them into switching to 
their brand.

Think that might apply to the commercial plans run in your business? Well 
see how many of these common symptoms of such ineffective commercial 
activity you recognise:
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•	 	‘Always	on’	promotional	plans?
•	 	Flip-flopping	advertising	campaigns?	(How	long	has	your	current	

campaign been on air?)
•	 	Increasingly	expensive	retailer	support	programmes?	(Don’t	these	

inevitably get more expensive year after year?)
•	 	A	blizzard	of	new	initiatives	.	.	.	many	of	which	don’t	work?
•	 	Increasingly	complex	media	plans?
•	 	Short-term	sales	overly	dependent	on	pricing?

Companies making The Big Growth Mistake will inevitably persuade 
themselves that, if every purchase occasion out there is up for grabs, then 
obviously we need ‘always on’ promotional plans; we need to ensure we are 
always securing prime promotional space from each of our key retailers; we 
need to get our advertising messages out there with high frequency – and 
with plenty of good ‘buy us now!’ elements in each of them; and we need 
to keep attracting the attention of our potential purchasers by bringing 
a stream of new ideas to market – just in case it was the lack of that fifth 
fragrance or 20% extra limited edition pack that was stopping them from 
buying us.

Think we’re exaggerating the extent to which typical commercial plans are 
built in this way? Take a look at these real-life examples.

Many thanks for downloading this excerpt. To find out more about 
The Growth Director’s Secret and purchase the book visit 

www.growthdirectorssecret.com 
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