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DEDICATION

T
his concise book is a tribute to the collective spirit of those who have walked 
with me on this journey of creation and exploration. To every colleague, 
friend, and mentor who has offered their wisdom and encouragement over 

the last 40 years—thank you. Your contributions have been invaluable.

I extend my heartfelt thanks to my clients, whose trust has allowed me to assist 
them. Your challenges and successes have ben a constant source of inspiration. 
To my mentors, guides, cheerleaders, and proofreaders—
Joe Amilin, Alastair Beaton, Robert Bryant, Nina Caplin, Kate Curley, Andrew 
Douglas, Richard Dyson, Jon Fuller, Roger Hagreaves, Linda Jarnhamn, James 
Kerridge, Graham Knight, Alex Kopf, Martha Jones, Nishkaam Mehta, Dan Nima, 
Stephen O’Connell, Karen Pepper, Jean-Luc Peron, Malcolm Theobald, Andrew 
Mills, Matt Vanderfeen, Ulla Van Trappen, Barry Vasudevan, Lars Wiborg, the 
North Laine Crew, The Aberdeen Mafia—and to those we fondly remember, 
David Beale, Short Allerton, Ken McKellar, Mark Pearson and Mike Williams : 
your support has encouraged me to get this framework written down.

It is inevitable that names will be missed in such a vast network of support, 
and for that, I ask for understanding. The impact of each individual is deeply 
appreciated.

Above all, this book is dedicated to you—the readers, the leaders, and the 
managers who are about to implement the seven capabilities discussed here. 
In these changing times, clarity of mission, a strong stance, and continuous 
innovation are more important than ever. Here’s to navigating these challenges 
successfully and to your role in driving top-line growth.

Thank you for being a part of this journey.

Gareth Davies
gdavies@klynetic.com
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the key to growth is to structure 
the work and organise around 

capabilities. everyone will know what 
is happening, what is expected, what 

their role is and management will 
know who is doing what, why and 

how it’s going
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CHAPTER ONE

Welcome to a book that describes a framework developed through 
extensive experience in B2B sales, customer engagement, and 
sustainable business growth. This is not a step-by-step guide; it’s a 

blueprint designed to help you make sense of the activities that drive the 
top-line so you may implement the essential capabilities needed to build 
a thriving and growing book of business across the whole organisation.

Throughout my career, I’ve seen many companies prioritise the short 
run, often focusing on the “inside sales” capability and overlook other 
important activities that are crucial for both short-term and long-term 
success. I think this is because they feel they have more control and the 
connection between effort and outcome is clearer. But understanding 
how to influence the uncertainty of the other areas is crucial to success.

Regardless of whether they are deliberately addressed or left to 
happenstance, actions in the all seven capabilities will impact on your 
top-line eventually. This book strives to raise awareness and provide a 
basis for action in all these crucial capabilities.

seven capabilities form a framework to plan 
your top-line operations

INTRODUCTION 
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what exactly is a capability?
I have used the term capability. This is important. The word competence 
refers to the potential of any individual to make a contribution, but the word 
capability refers to what the organisation can do by working together. The 
work structure in a capability includes systems, processes, management 
steps, and people. These components are the building blocks of effective 
business operations. 

However, simply grasping the components of these capabilities falls 
short. This framework will lead you through each area, guaranteeing that 
you have a thorough understanding of what is necessary for success.

In this framework, the boundaries between departments such as sales, 
marketing, and customer service are deliberately not addressed. This is 
because they are different for each organisation, and - in my experience - 
these department boundaries may be one of the underlying causes of the 
disjointed “journey” that customers navigate as they try to become your 
clients.  So it’s best to address these boundaries systematically when 
you build capability, not fit capability development around the preexisting 
boundaries. 

Similarly, the concept of “brand” is noticeably missing. Brand is term that 
has as many meanings as people using the word. For clarity it is best 
avoided. My approach is to build and maintain a solid reputation in the 
market. Your company must ensure that every interaction, from marketing 
communications to customer service, consistently reinforces your 
reputation, fostering positive conversations about customer experiences.

capability combines 
measurements, 

ways of working, 
competence, and 

culture with 
a clear set of 

objectives
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The heart of this framework revolves around the customer — their path to 
buying your product or service and their subsequent experiences. It’s all 
about cultivating strong connections, building customer loyalty, fostering 
creativity, and differentiating your business from competitors in a way 
that truly engages and keeps customers coming back.

how to use this book
This book is deliberately concise and quick to read, but it is powerful and 
concentrated. Consider reminding yourself of the content before each 
strategy review. It will provide you with an in-depth grasp of how different 
components are interconnected and how they mutually impact one 
another. This helps you evaluate your current activities, determine their 
suitability, pinpoint deficiencies, and make necessary adjustments. This 
is not merely a matter of completing tasks; it is about strategic alignment 
and ensuring that every aspect of your business is focused on achieving 
collective success.

Consider this framework as a glue that binds everything in place. It offers 
a well-organised method to guarantee that every important aspect of 
your business is taken into account. By embracing this framework, you 
can ensure that everyone involved in your company plays an important 
part in achieving long-term and sustainable growth.

In the upcoming chapters, we will examine each of the seven capabilities, 
investigating ways to cultivate and incorporate them into your top-line 
operations and align them with your goals and the needs of the market.

this framework will help to structure your activity. use 
it as a check-list as you consider each aspect and ensure 
nothing is overlooked
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CHAPTER TWO

The framework I propose provides a holistic perspective on the 
interaction of seven key components that propel revenue growth. 
These elements underscore the significance of efforts in the 

immediate and long term. Although you may be actively involved in each 
of these components, whether formally or informally, the crucial factor in 
achieving long-term success is skillfully overseeing the interaction among 
them. Neglecting even a single element may result in vulnerability, which 
has the potential to disrupt plans for growth. 

In the diagram on the following page, I distinguish between “structured 
work” and “luck.” This distinction is essential for understanding the various 
growth strategies employed by businesses. Serendipity is a phenomenon 
in areas such as innovation and outside sales, where results tend to be 
more unpredictable and susceptible to external influences. Nonetheless, 
depending on chance is a precarious approach that will produce 
unpredictable outcomes.

the seven capabilities work together to 
ensure that both the long and short term 
activities align

THE 
FRAMEWORK
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the issue with dependence on luck 
Despite being the least predictable business areas, innovation and outside 
sales are essential for sustained growth. Smaller businesses may find 
themselves hoping for a significant breakthrough or a fortuitous event 
that will propel them into previously unexplored markets or substantially 
increase their profitability. This strategy, although intermittently 
successful, is inconsistent and cannot ensure sustained success. 

strategic focus and organised work 
On the contrary, larger organisations frequently demonstrate more 
methodical approaches towards these areas. It is clear that structured 
efforts in both these areas produce quantifiable results. These 
organisations effectively leverage their capabilities, systematically 
identify opportunities, and mitigate risks through the application of an 
established structure that guides their efforts. 

Critical to the framework’s focus is the development of robust interfaces 
and structures between capabilities. An example of this is when innovation 
and account management are combined to assure that innovations are 
not only technically viable but also are 
prepared for the marketplace. Likewise, by ensuring that business 
development and awareness-raising initiatives are in alignment with the 
objectives of the organisation, each endeavour has the promise to make 
a positive contribution to the overall growth of the top-line. 

using the 
framework helps 

you check that you 
have every base 

covered
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developing efficient structures 
Companies contemplating a shift from chance-based to structured 
growth should take into account these approaches: 

Consolidate Frameworks with Day-to-Day Operations: Incorporate the 
tenets of the framework into routine procedures in order to consistently 
link current efforts with larger objectives.

Concentrate on Metrics and Data: By incorporating data into decision-
making processes and evaluating the efficacy of various strategies, one 
can decrease dependence on intuition and opinion.

Encourage Interdepartmental Cooperation: Promote the collaboration 
of cross-functional teams to facilitate the exchange of information and 
bolster the flexibility of decision-making processes.

Invest in Development and Training: Offer people the opportunity to 
develop the requisite competencies to employ frameworks proficiently; 
this is an essential investment in human capital.

Consistent evaluation and adjustment are necessary due to the ever-
changing nature of business.

get started by writing down what you do in top-line 
operations and map it against the framework. decide 
what works and where to concentrate next
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CHAPTER THREE

Focusing on customer experience from the start provides several 
advantages. It’s similar to laying the groundwork and provides better 
knowledge of your customers, proactively resolving any concerns that 

may lead to customer loss. This will help secure the revenue you have.

Customer research is about more than simply keeping satisfaction levels 
high; it also serves as an early warning system. Discovering unsatisfied 
clients on the verge of leaving gives an important opportunity for action, 
perhaps avoiding loss as well as increasing loyalty.

Conversations with your clients provide a lot of information. You’ll discover 
which features of your product or service are most appealing to them, as 
well as why. Identifying the components they find deficient or downright 
unpleasant, reveals areas that may be improved. 

customer experience is the basis for your 
reputation

CUSTOMER 
EXPERIENCE
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These conversations reveal not just the present status of customer 
satisfaction, but also your consumers’ future wishes and demands, 
including what they would enthusiastically buy if it were available. This 
information is crucial for informing upgrades to your current services and 
directing your commercial innovation activities.

Divergent perspectives are common within a client base; what some 
may consider vital, others may disregard. This mismatch often indicates 
the existence of various buyer groups, each with their own interests and 
values. Recognising and understanding these groups opens up focused 
possibilities, enabling you to adjust your strategy and services to better 
fit divergent wants and expectations for targeted segments and may 
provide competitive differentiation.

Incorporating the measurement of customer experience into the daily 
management routines of a business is essential for maintaining a 
continuous and realistic view of customer satisfaction and loyalty. While 
tools like the Net Promoter Score (NPS) provide a snapshot of customer 
advocacy, it’s important to recognise these metrics as part of a broader, 
ongoing engagement strategy rather than isolated assessments. Regular 
interactions, such as surveys, need to be integrated seamlessly into 
customer interactions to ensure they do not disrupt the customer journey 
or come off as burdensome.

ask your customers 
what they think - 
what’s good and 

what needs to 
change.
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Beyond traditional surveys, monitoring the frequency and quality of all 
customer touch-points can offer deeper insights. This could include 
tracking interactions across various departments, not just those 
typically associated with direct sales or service. For instance, feedback 
from secondary contacts like the accounts department or junior team 
members can provide unique perspectives on the operational efficiency 
and relational dynamics of a business. 

Customer experience 
management also 
involves setting clear 
benchmarks for what 
is considered ‘normal’ 
performance and 
establishing protocols 
for responding to 
deviations, whether 
positive or negative. 
This requires a robust 
system where feedback 

is not only collected and reviewed periodically but is actively used to refine 
processes and improve service delivery. Regular reviews of customer 
feedback should be embedded into the management routines, with 
specific actions predefined for addressing significant deviations from 
expected performance levels. 

This proactive approach ensures that the organisation is consistently 
aligned with customer expectations and is quick to adapt to their evolving 
needs.

in each segment, customer experience should align with 
the reputation you wish to create and match expectations 
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CHAPTER FOUR

Deficiencies in Inside Sales should be addressed urgently to increase 
short-run success.  It is a vital component, concentrating on the 
critical period that starts when you get an invitation to make an offer 

and continues until the finalisation of the invoice after delivery. If this is not 
working well, you will fail to efficiently convert the additional opportunities 
any other initiative creates.

This capability encompasses a range of activities essential for effectively 
converting opportunities into revenue. The interplay between inside sales 
and project management may need specific examination, especially 
given the unique characteristics of some products or services.

Proposal management is fundamental to the inside sales function. 
This includes a comprehensive examination of the customer’s request, 
selecting whether to participate in the selection process, establishing 
competitive pricing, and developing a response that highlights the 
exceptional value that your solution provides. The goal is to not only 
participate in a bid but also to make your proposal stand out by clearly 
explaining the benefits and specific advantages of selecting you.

inside sales captures revenue from the 
opportunities that arise

INSIDE 
SALES
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Additionally, managing operational capacity is crucial, particularly when 
dealing with the complexities of demand and supply. Addressing these 
difficulties front-on is critical for maintaining a seamless delivery process, 
which is highly linked to your ability to meet obligations, satisfy customers 
and issue invoices.  This approach to inside sales expedites the process 
from getting a bid invitation to closing the contract and invoicing for work, 
emphasising efficiency, strategic insight, and excellent performance at 
each stage.

Integrating inside sales into daily operating routines streamlines the 
sales process and enhances its effectiveness. By embedding inside 
sales activities into regular management practices, organisations ensure 
that opportunities are not only identified and recorded but also regularly 
reviewed and discussed. This could be facilitated through routine 
meetings focused on sales performance, where metrics like win/loss 
ratios, the number of bids declined, and the complexity of client requests 
are analysed.

These meetings serve as platforms for continuous improvement, where 
strategies such as pricing to win or pricing to manage demand according 
to capacity can be refined. Understanding the cost implications of 
creating quotations and ensuring the right checks and balances before 
submission are also critical components of these discussions. This 
approach not only optimises the quotation process but also aligns pricing 
strategies with business objectives.

create habits and 
routines that mean 

you naturally 
follow-up every 
opportunity you 

want to close
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Tracking the time from opportunity identification to contract signing 
is crucial. Reducing this cycle time can significantly impact business 
efficiency and customer satisfaction. Implementing standardised terms 
and methodologies across the team while allowing flexibility can help 
maintain clarity and consistency in client communications without stifling 
the creativity and motivational levels of sales personnel.

The challenge lies in balancing the rigidity of processes with the need 
for flexibility in sales 
interactions. Significant 
data elements must be 
consistently recorded 
to ensure comparability 
and to derive actionable 
insights. However, it’s 
important to maintain 
enough flexibility to 
adapt to individual client 
needs and situational 
nuances. Achieving this 

balance is key to fostering a productive inside sales environment that can 
adapt and thrive in a competitive marketplace.

inside sales turns the opportunities you receive into the 
revenue you want
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CHAPTER FIVE

Effective account management is foundational to any business aiming 
for long-lasting relationships with its customers, particularly when it 
comes to managing major clients. Understanding your key accounts 

goes beyond just knowing who they are and what your past interactions 
have been; it involves a deep appreciation of their goals, challenges, 
internal dynamics, and strategic direction.

An account manager must grasp the essentials of what major customers 
are striving to achieve. This means not only recognizing the stated 
objectives of the organisation but also understanding the underlying 
motivations driving these goals. Who are the decision-makers and 
influencers within the company? What are their expectations from your 
partnership? These are critical questions that you must be able to provide 
an up-to-date answer for, as both your and your client’s operational 
environment is continuously evolving.

account management makes sure that you 
receive the opportunities you deserve

ACCOUNT 
MANAGEMENT
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Building and maintaining robust relationships with key personnel is 
crucial. Relationships should not be seen as static—people change 
positions, companies shift strategies, and market dynamics evolve. By 
staying engaged and proactive, an account manager can adapt to these 
changes, ensuring that the services or products offered align closely with 
the client’s current and future needs. 

Existing accounts need account management expertise in five key areas 
to enable the preservation and expansion of relationships.

customer experience follow-up
Account management relies heavily on the capacity to monitor and react 
to client satisfaction measurements. This entails frequent assessments 
of your performance from the customer’s viewpoint, resolving any 
problems, and ensuring your clients feel appreciated and understood. 
The question is, “Are we meeting our clients’ expectations?”. When you 
are doing well you must makes sure that clients are reminded of the value 
you create for them, when you are not - you better fix it fast.

understanding the client’s goals
Knowing what your client is aiming to achieve enables you to position your 
organisation as a key ally in their journey, illustrating how your solutions 
may help them reach their objectives.

help your 
customers 

navigate their own 
organisations in 

order to buy
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client organisation insights
A thorough grasp of your client’s organisational structure is critical. 
Knowing who makes the choices, how they are made, and the process for 
buying new products or services will assist you adjust your approach. It’s 
also essential to understand the nitty-gritty of the business relationship, 
such as the conditions of engagement and the path your bills traverse 
from creation to payment.

opportunity cultivation
Effective account management cultivates customer relationships, 
making your organisation a top choice when the client goes to market. 
This proactive participation improves relationships and prepares your 
inside sales staff to seize opportunities.

influencing client objectives
Beyond alignment, there is a potential to influence the client’s future 
direction in areas where your capabilities are most applicable. This subtle 
assistance may help clients alter their goals to fit your company’s offers 
better, resulting in a win-win situation in which your success is tied to 
theirs.

Mastering these five areas elevates account management from a purely 
administrative role to a strategic advantage, generating long-term 
relationships that are productive and mutually rewarding.

good account management means getting sight of every 
client opportunity, great involves shaping their agenda
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CHAPTER SIX

Building a great outside sales capability means establishing a strong 
presence for your business in the market, so that customers 
automatically turn to you when they have a need. It is the art 

of strategically placing your firm across numerous client groups to 
capitalise on opportunities before they arise. These groups include both 
existing customers and potential new ones. Successfully engaging with 
prospects involves customising your approach to their level of familiarity 
and perception of your company. 

CATEGORY DESCRIPTION

1 People who have no knowledge about you at all

2 People who have heard of you but don’t really know what you do (or 
have the wrong idea about what you do)

3 People who are familiar with your company but have no real opinion 
about how you work

4 Individuals who are familiar with your company and have formed 
opinions about your operations

5 Your existing clientele

6 Customers with whom you have previously done business

outside sales creates the opportunity to 
quote for work you want

OUTSIDE SALES
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This capability is designed to guide potential clients through different 
stages of engagement, ultimately turning them into active or repeat clients. 
Successfully accomplishing this necessitates building and maintaining a 
steady and unified approach, recognising the substantial influence that 
customer interactions can have on your wider reputation.

When it comes to establishing the reputation you desire, it’s crucial to 
think carefully about the message you want to send and the best ways 
to share it with your audience. Various strategies for message delivery 
exist, however, one of the most powerful endorsements often comes 
from word of mouth.  Receiving endorsements from reliable sources can 
greatly enhance your reputation and expand your audience.

Just keep in mind that when it comes to outside sales, it’s not enough 
to simply promote your strengths. It’s important to connect with each 
group on a deeper level, taking into account their level of awareness and 
understanding. With careful planning and targeted communication, you 
can position your company as a top contender in the minds of potential 
clients, making sure you’re the first choice when the time comes.

This moves beyond a traditional understanding of marketing and 
encompasses a wide array of prospecting activities performed by 
employees. This capability is crucial for not only reaching potential new 
clients but also for building and maintaining a positive reputation in the 
industry. Personnel should engage in various outreach efforts, including 
speaking at conferences, writing articles, participating in networking 
events, and maintaining a robust professional presence on platforms like 
LinkedIn.

when  prospects 
have needs you 

must be invited to 
propose
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Understanding the effectiveness of these activities hinges on the ability 
to structure and record actions. It’s essential to track the impact of 
these efforts, particularly how they enhance awareness, recall and build 
reputation. This process typically involves establishing specific metrics 
or calculations to quantify outcomes. 

By implementing a systematic approach to recording and analysing 
the outcomes of outside sales activities, organisations can assess the 
return on investment (ROI) and coverage metrics of each. This analysis 
allows companies to make informed decisions about which activities 
to continue, enhance, or discontinue based on their strategic goals and 
available resources.

Without such structured measurement, outside sales activities risk being 
uncoordinated and assumption-based, which can lead to inefficiencies 
and missed opportunities. It is better to ensure that outside sales efforts 
are not only proactive but also strategically aligned with the broader 
objectives of the organisation, thus maximizing their potential impact on 
business growth.

outside sales activities help people who have never heard 
about you become aware of how well you do what you 
do, and remember it when their need arises
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CHAPTER SEVEN

You must avoid stagnation at all costs. Innovation should be a key 
component of your strategy if you want to improve service for 
your existing customers, attract new clients, and stay ahead of the 

competition. However, the path to commercial innovation is filled with 
obstacles, particularly the danger of becoming too self-focused. When 
innovations are developed without considering external perspectives, 
they often fail to meet market needs and expectations.

To ensure that innovations truly resonate and achieve commercial 
success, adopting a collaborative approach involving customer insights 
and engagement with external stakeholders is crucial. This is where the 
close collaboration between your innovation endeavours and account 
management becomes extremely valuable. By leveraging account 
management in the innovation capability, you can gather valuable early-
stage feedback and turn customers into enthusiastic supporters of 
your new initiatives. This feedback loop is more than just helpful—it can 
completely transform what you do, allowing you to make adjustments 
that perfectly match what your customers want and the market needs.

innovation is required so you stay relevant 
to your market

COMMERCIAL 
INNOVATION
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In addition establish a solid connection between the innovation capability 
and inside/outside sales. With this integration, your innovations are not 
only ready for the market, but they are also effectively communicated to 
your current and potential customers. Your teams can harness the power 
of innovation and sales to better attract and secure new prospects. Your 
company can make a lasting impact by presenting innovations as tailored 
solutions that address evolving needs.

Essentially, commercial innovation goes beyond the creation of new 
products or services. It involves cultivating an environment of ongoing 
feedback and collaboration that is focused on delivering value. Engaging 
with customers and stakeholders throughout the development phase 
helps refine your offerings and builds your reputation for providing 
innovative solutions that create impact for your clients. By taking these 
steps, you not only protect your market position but also set the stage for 
long-term growth and adaptability.

The commercial innovation capability is crucial for smaller organisations 
that might initially benefit from spurts of success fueled by luck and the 
efforts of exceptional individuals. However, relying solely on serendipity 
and standout contributors can lead to challenges when trying to replicate 
success. 

Firms can find themselves stuck in a cycle where they spend years 
developing new ideas, only to face disappointment when the market does 
not embrace these as expected. 

Some companies find themselves managing a plethora of innovations 
simultaneously. In such environments, there is rarely a shortage of good 

early market 
engagement 

discovers  value 
and secures lead 

customers
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ideas, but rather an abundance that can lead to difficulties in maintaining 
focus. Coordinating numerous innovative activities can become a 
management headache, leading to resource allocation issues. This 
situation frequently manifests in excuses such as “we didn’t have enough 

resources to finish it” or the 
paradox of “our resources are 
busy doing innovation,” where 
the abundance of projects 
stifles the completion of any 
single initiative.

To address these challenges, 
adopting models such 
as  “the innovation wheel” 
(shown opposite) can 
be highly beneficial. This 
concept suggests that 
developing innovative 
ideas should follow a 
predictable sequence, 
looping continuously to 
generate new insights that 
drive further innovation. The 
innovation wheel facilitates 
a structured approach by 

ensuring that each phase of innovation—ideation, prototype, testing, and 
implementation—is interconnected and cyclical. This not only enhances 
the efficiency of developing new products or services but also ensures 
that insights gained in one cycle inform and improve the subsequent 
ones.

manage a portfolio of innovations chosen and tested 
for commercial acceptance. accept failure quickly then 
celebrate and redeploy resources 

In
no

va
tio

n 
W

he
el
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CHAPTER EIGHT

Many businesses opt to partner with external companies to expand 
their market reach, either by collaborating as value added resellers 
or by offering white-label products. In some instances, your 

company will assume channel responsibilities for others. Regardless 
of the situation, this can be an important aspect of delivering value to 
customers, so don’t to leave it to luck. 

build strong relationships within the channel
Dedicate time and effort to foster strong connections with your channel 
partners. Building a strong partnership is essential for both parties to 
thrive, creating a collaborative atmosphere that promotes shared growth.

partnerships and channels help you address 
larger markets with more resources

CHANNELS & 
PARTNERS
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allocate resources to training and promotion
Knowledgeable and driven channel partners can effectively represent 
your offerings, expand your company’s reach and impact, and build the 
right reputation.

enhance partner support
Explore strategies to strengthen your partners’ initiatives in acquiring 
new business. From providing marketing collateral to offering technical 
support or sales training, ensuring they have all the necessary tools to 
succeed is essential.

address channel conflict
Develop strategies to effectively handle potential conflicts that may 
arise when selling directly to customers, while still maintaining strong 
relationships with your partners. Establishing well-defined policies 
and effective communication channels can address these challenges, 
ensuring a smooth and mutually beneficial process.

channels and 
partners provide 
access to other 

people’s resources
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protect margins
Make sure your pricing and incentive structures are strategically designed 
to safeguard the margins necessary to motivate your channel partners. A 
carefully designed compensation model is crucial for keeping your sales 
channel enthusiastic and engaged.

Distribution channels may not play the crucial role in delivering products 
and services to customers that they once did.  They no longer have to 
serve as a vital link in the information and service supply chain. With the 
increasing accessibility of information, there is a growing concern about 
disintermediation. This refers to the possibility of customers bypassing 
intermediaries and purchasing directly from manufacturers. In order to 
address this issue and ensure a successful channel, it is essential to design 
incentives that align with your market strategy while still supporting your 
distribution network.

talk is cheap, work on real projects and keep everyone 
aligned and incentivised to help
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CHAPTER NINE

Monitoring the competition is an aspect of top-line management 
sometimes overlooked. However, it should play a vital role in 
protecting and advancing your business. Understanding your 

competitors’ actions, strengths, and weaknesses is essential for 
positioning your offerings strategically, predicting market changes, and 
finding growth opportunities. This capability goes beyond just monitoring; 
it is a powerful system established for strategic planning, market 
differentiation, and risk mitigation.

competitor analysis
This allows for a clearer understanding of your market scope, the ability 
to predict trends, and the ability to assess your performance in relation to 
the industry as a whole. Understanding your position in the market and 
setting realistic targets is crucial for gaining valuable insights.

monitoring competitive activity detects 
market change and is your early warning 
system

COMPETITION 
WATCH



31 Making sense of the top-line, seven capabilities every company must manage

generate expansion ideas
By closely observing your competitors, you gain valuable insights that 
inspire your strategic decisions. This includes identifying new market 
opportunities and uncovering untapped niches you can explore.

receive proactive early warning
A properly organised competition watch serves as a proactive system, 
notifying you about potential threats, such as rival approaches aimed 
at your customer base or the emergence of disruptive technologies and 
alternatives that could alter market dynamics.

Despite the abundance of industry information available, many businesses 
fail to prioritise gathering and analysing competitive intelligence. 
Implementing a competition watch capability within your organisation 
calls for a strategic approach, incorporating straightforward measures 
across different roles and departments. This integration promises that 
surveillance, early warning, and response planning are seamlessly 
integrated into your daily operations.

competition spurs 
creativity. learn 
from others and 

respond
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developing a competition watch capability entails
Regular Monitoring: Delegate tasks to consistently monitor competitors’ 
activities, including new product releases, marketing initiatives, or 
strategic partnerships.

Analysis and Reporting: Create an effective system to analyse the data 
you collect and share valuable insights that can guide decision-making 
throughout the organisation.

Strategic Response Planning: Utilise the valuable insights obtained to 
develop effective strategies, enabling your organisation to respond and 
address competitive challenges swiftly.

Understanding and utilising competition watch as an essential element 
encourages you to effectively navigate the complex dynamics of your 
industry. With a focus on cultivating a mindset of alertness and proactive 
adaptability, you can gain a competitive advantage, swiftly respond to 
market shifts, and pave the way for long-term growth and innovation.

by the time you have lost your first big account, it’s too 
late. build an early warning system
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CHAPTER TEN

to conclude this examination of the essential capabilities necessary 
to boost your company’s revenue, it’s evident that putting these into 
practice goes beyond simply taking a series of predefined steps; it 

demands a deliberate approach to resource allocation and leadership. 

Developing these capabilities requires more than just recognising tasks 
that must be completed. It means making important choices about what 
to prioritise and concentrate on. 

All organisations face the challenge of deploying limited resources. This 
means a choice of what to do and what to not do. Understanding which 
areas of the capability framework to prioritise and which to temporarily set 
aside is a leadership decision. It’s important to consider how this choice 
fits in with your position, your goals, and the resources you have available. 
Trying to do too much at once will hinder your progress. Focusing on 
particular capabilities is the key to achieving significant progress.

the framework ensures coverage of the 
critical areas of top-line strategy but you 
must prioritise and focus

PUTTING IT ALL 
TOGETHER
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Developing capabilities requires a long-term commitment and consistent 
effort. The transition from initial actions to ingrained habits may take 
several months or even years. Leadership must, therefore, cultivate an 
environment of evolving expectations, guiding the organization through 
growth phases and adjusting targets and measurements to reflect 
progress. This approach guarantees that the development of capabilities 
remains flexible and adapts to evolving situations.

maintain consistency in the face of change
Throughout the lifespan of any organisation, there will inevitably be shifts 
in personnel. Depending heavily on a few individuals with specialised 
expertise can pose a potential vulnerability. To mitigate this risk, it’s 
essential to establish robust scaffolding that supports new team 
members in assimilating the “ways of working” unique to your company. 
This requires more than just sharing information, it means creating an 
environment that embraces and supports new team members so they 
can make valuable contributions to your continued progress.

introduce a management system
Integrating a management system is essential to successfully navigating 
these challenges. This is a consistent way of making decisions, allocating 
resources, building capabilities, and integrating cultures. It provides 
a strategic approach for leaders to cultivate a robust and flexible 
organisation that can achieve and maintain consistent growth. 

evaluate which 
capabilities are 

most urgent and 
build these first
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Essentially, guiding your organisation towards long-term growth requires 
developing capabilities, effectively leading, managing resources, 
and fostering a culture of constant improvement and adaptability. 
Incorporating these principles into your revenue-generating operations 
establishes a solid basis for a company to succeed in complex business 

environments.

By choosing to 
implement using the 
seven capabilities 
as your guide  you 
demonstrate a 
readiness to enhance 
your competitive 
position. This won’t 
require an all-at-once 
overhaul; rather, it’s 

about prioritising and integrating changes gradually, based on your 
business’s immediate needs and strategic goals.

As you begin, it’s important to focus first on areas that promise the most 
immediate impact on revenue growth, balancing the need for quick wins 
with foundational changes that can drive broader transformation. This 
step-wise approach allows for manageable integration of each capability, 
ensuring that efforts are concentrated where they can deliver measurable 
benefits. By scaling your initiatives thoughtfully, you lay the groundwork 
for continuous improvement and set the stage for long-term success.

know what you are doing in every capability area and 
build out gradually based on priority
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“building reputation, maintaining relationships, guiding innovation, 
and shaping the future are long-term efforts that can be quickly 
undermined. Effective top-line management balances these with 
driving immediate commercial success.

COPYRIGHT (c) Gareth Davies, 2024 all rights 
reserved.

This concise book offers essential guidance on understanding and managing your 
company’s top line. Designed for quick reading yet valuable for ongoing reference, it 
introduces seven key capabilities essential for immediate results and sustainable 
growth.

The author, with 40 years of experience in enhancing customer relationships and 
fostering significant business partnerships, brings a rich background in electronics 
engineering and an MBA from London Business School. His extensive career spans 
Europe, Central Asia, the Far East, the Lower Gulf, and the USA, providing him with a 
unique perspective that he has refined into the potent framework outlined in this book.
His methodology is straightforward: minimize disruption, focus on priorities, and 
empower teams to integrate new practices seamlessly into daily operations.
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