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The Four Pillars of

Breakthrough Growth
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The Law Of Unintended Consequences
- or -

Whoôs Smarter?

Harvard MBA Dog

vs.

MacDan

Launchpad Partner
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The Four Pillars Of Breakthrough Growth

Optimize

Align

Sell 

Innovate
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The Launchpad CPGTM Process

Control Profit Growth

$$

$$$$

$$$

$$$$Å We believe in 

launching major 

growth initiatives 

once the engine is 

running well
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The Economy Changed Dramatically Around 1990
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ñThe only legitimate purpose of a business is to create and 

keep a customer.ò - Peter F. Drucker
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What Is ROI Really?

Real ROI = 
Lifetime value of an incremental customer (net cash flow)

Cost to acquire incremental customer

Å Increase volume per customer

Å Increase price

ÅLower cost

Å Increase relationship duration

ÅLower cost of customer acquisition
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Know Where You Actually Make (and Lose!) Money

ÅHow to understand? 

ïActivity-based costing - pretend that all costs are variable

ïRelevant when overhead/shared costs are >20-25% of total 

cost structure

Optimize

ÅCustomer/product profitability: most companies. . .

ïMake money on 1/3, lose money on 1/3, break even on 1/3

ïHave no idea which is which!

ÅWhy?

ïSome products/customers consume resources disproportionately 

ïBoth high and low

Å Implications for:

ïProduct selection

ïCustomer selection/focus

ïPricing

ïTargeted attention on costs
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Are You Confusing Your Customers?

Optimize
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Less Confusing
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Optimize
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Whatôs Your Story (What Business Are You In)?

Align

ÅWho (segmented customers)

ÅWhy (purchase motivations)

ÅWhat (product/service)

ÅHow (operational model)

ÅHow much (pricing/economics)
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Customers/Markets Are Always Segmented

Align
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Myth #1 - The Job Of Marketing Is To Get People To 

Buy Our Stuff

Align

ÅEmotional 

benefits

ÅFunctional 

benefits

ÅFeatures

The Promised Land!

ÅDecisions made here

ÅAdvocates created here

ÅCollaboration occurs here
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Powerful Relationships Are Not Based On Function

Align
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Align


