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GrowthThinking: Building the New Growth Enterprise was written 
for companies that are facing demands to reaccelerate growth and 
also for those that may be successful today but wish to take preemptive 
measures to ensure continued growth. GrowthThinking® provides an 
antidote to the concept that companies  are  doomed to failure, slow 
growth, and decline. This book counters that negative ideology by 
equipping companies with an alternative view that business growth  
and renewal can be more inevitable than decline and failure. 

Keary L. Crawford
“As a true “left brainer” I believe that even 
aspirational ideas should be rooted in 
pragmatism. With that real-world perspective, 
I am personally inspired by the positive impact 
that GrowthThinking can have on companies, 
employees and communities alike.”

Wayne A. Simmons
“Researching and writing about GrowthThinking 
was truly a test of endurance. However, this 
adventure confirmed that great things are 
possible when companies engage in continuous 
learning, challenge the status quo, and have  
the courage to think about the world differently.”
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INTRODUCTION
“Change before you have to.”

Jack  Welch 
Former Chairman and CEO 

General Electric
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“YOU caN RelY ON GlOBe.”

After 140 years, Globe Dye Works Co. went out of business. Located 

in northern Philadelphia, the manufacturer of chemical dyes, treat-

ments and related products was operated as a quintessential in-

dustrial enterprise by five generations of the Greenwood family. 

Earning its motto, “You can rely on Globe”, the company faithfully 

served its customers, employed thousands of dedicated employees 

and became the economic foundation for its broader community. 

After facing intense shifts in the competitive landscape, struc-

tural shifts in labor costs and decreased demand for its products 

and services, the company eventually stopped growing. After a long 

decline, and courageous attempts by management and employees 

to reverse the company’s fortunes, Globe Dye finally closed its doors 

in 2005. Today, all that remains is the company’s gritty, industrial 

complex that sits along the northeast rail corridor. Now faded and 

rusted, the company’s iconic logo continues to tower prominent-

ly over the red brick buildings, tantamount to a warning sign that 

seems to say: AVOID AT ALL COSTS! 

The location in which you read this book or operate your com-

pany—whether in Silicon Valley, Dubai, Detroit, Mumbai, Shanghai, 

or north Philadelphia—is of no consequence. Companies of all 

shapes, sizes and geographies share the common objective to, not 

only avoid the fate of companies like Globe Dye Works, but to also 

find ways to thrive and grow. As companies pursue these objectives, 

they must confront the central underlying question: Can business 

growth and renewal be more inevitable than decline and failure?
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caN BUSINeSS GROWTh aND 
ReNeWal Be MORe INeVITaBle  
ThaN DeclINe aND FaIlURe?
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WILL The DemAnD fOr buSIneSS 
grOWTh remAIn unreLenTIng?

In the new normal business environment, com-

panies are confronted with the pressures to do 

it all—innovate, optimize costs, differentiate and  

grow. Accompanying these daunting challeng-

es come significant direct and indirect con-

sequences should companies fail to achieve 

them. Will leadership teams be able to stray 

from their legacy blueprints to reposition 

growth at the center of their corporate cultures?  

 

 

Why IS buSIneSS grOWTh SO ILLuSIVe?
Despite the large volume of established theories 

and best practices related to marketing, sales, 

product development and innovation, business 

growth continues to be a formidable challenge. 

As such, business growth is both hard to attain 

and, if achieved, hard to sustain. Can compa-

nies be deliberate in making business growth 

more accessible, achievable and repeatable? 

ShOuLD buSIneSS grOWTh 
be LefT TO ChAnCe?

Many established management practices that 

dominate today’s corporate thinking, such as  

strategic planning, balanced scorecards and Lean 

Six Sigma were conceived decades ago. While   

those legacy practices were highly effective in  

helping companies such as Globe Dye Works 

cut costs and improve efficiency, will they be  

able to help companies pursue sustainable 

business growth?

OUR PeRSPecTIVe 
With over three decades of combined experience successfully building entrepre-

neurial ventures, conducting research and working with companies large and 

small, we have captured and formulated a belief that business growth and re-

newal CAn be more inevitable than decline and failure. However, what we have 

also concluded is that, while business growth is consistently the central issue 

facing companies and leadership teams, there are equal parts of myth, mys-

tery and misconception regarding how it is actually achieved and sustained.

While there is an abundance of knowledge, ideas and points-of-view related 

to the topic of business growth, this book was written to add to that body of 

work by answering three fundamental sets of questions:

caN BUSINeSS GROWTh aND 
ReNeWal Be MORe INeVITaBle  
ThaN DeclINe aND FaIlURe?
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To answer some of these questions, in 2010 we launched a comprehensive re-

search initiative to explore the 500 largest companies in the world. In our data 

collection, interviews and analysis, we sought to identify patterns in growth rates, 

return on invested capital, and future growth potential. Our ongoing research and 

exploration of these questions confirmed the extent to which business growth has 

a visceral impact on companies, employees and their communities. Those con-

clusions, and their embodiment at Globe Dye Works, inspired us to write this book.

IS IT TIMe 
FOR a  
NeW 
WaY OF 
ThINkING?   
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The recent economic crisis has become a major inflection point that has 

forever altered the business landscape and exposed deep, underlying 

structural flaws in the global economy. In its wake, books have been 

written, new global economic policies have been debated, and powerful 

new social movements (e.g., Occupy Wall Street) have emerged that have 

gone as far as questioning capitalism and free markets. All the while, 

fundamentally different views about how business growth (or the lack 

thereof) will actually happen are at the center of a new and unusually 

divisive political, economic and social dialogue. 

Contributing to the dialogue, economists and the media have 

seemingly concluded that slow economic growth, inflated unemployment, 

constrained credit and volatile markets will define the future “norm” for 

the global economy. For companies, there is a universal sense that these 

structural changes have thwarted any notions that business as usual or 

the status quo of “a rising tide lifts all boats” will return. The new post-

crisis economic environment has been encapsulated into a singular 

phrase: The New Normal.

 
In this new normal environment of economic displacement, uncertainty, structural 

change and complexity, one thing is clear: business growth cannot be left to chance. 

No longer a function of the “a rising tide lifts all boats” approach, business growth 

must become a deliberate, strategic and dynamic process for companies large 

and small. However, business growth will virtually be impossible if companies do 

not acknowledge the need to change. To this end, companies must continue to 

ask pointed questions about where future growth will come from. 

In the face of the new normal business environment, if individual companies 

are able to, not only survive but also thrive, national economies and the global 

economic system would become more stable; the financial system would be less 

volatile; employment rates would increase; and shareholders would be more 

rewarded. Conversely, if individual companies cannot grow, there are significant 

direct and indirect consequences (e.g., future recessions, social instability, etc.) — 

it is simply a question of severity.

GROWTh B.c. (BeFORe cRISIS) The NeW NORMal 
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IS The BlUePRINT FOR    
The NeW NORMal.

GrowthThinking 
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IS The BlUePRINT FOR    
The NeW NORMal.

GrowthThinking 
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GrowthThinking: The NeW BlUePRINT  
FOR SUSTaINaBle BUSINeSS GROWTh  
The sharp structural and cultural contrasts between companies that grow  

and companies that do not, coupled with enormous economic, social and  

political dislocation, provide evidence that a fundamentally new approach to 

achieving sustainable business growth is a necessary and worthy endeavor. In this 

book, we show how, in the new normal of the global economy, GrowthThinking 

is that blueprint. 

Anchored around a new growth-focused “language,” the three build-

ing blocks of GrowthThinking—entrepreneurship, growth strategy and busi-

ness innovation—offer entirely new ways for companies to look at themselves,  

markets, competitors, customers, business models and offerings. These 

new perspectives then offer ways for companies to transform the many  

challenges of the new normal business environment into opportunities  

for growth.

At its core, GrowthThinking offers new psychology, science and me-

chanics to mobilize entire companies around the dual mission of driving 

business growth and sustaining it once achieved. In the end, GrowthThinking 

helps to position companies to consistently grow – even in the face of eco-

nomic uncertainty, structural change and complexity.
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GrowthThinking: The BOOk
GrowthThinking: Building the New Growth Enterprise is a practical blueprint 

to help companies remove some of the mystery, myth and misconception 

about business growth by making the topic more accessible at all levels 

of the organization. To reflect both the seriousness of the threats, and the 

magnitude of the opportunities in the context of the new normal business 

environment, we focused this narrative on practical implementation by real 

people, in real companies in the real world. 

GrowthThinking was written for companies that are facing the demand 

to reaccelerate growth and also those that may be successful today but wish 

to take preemptive measures to avert future declines and ensure continued 

growth. In effect, GrowthThinking provides an antidote to the concept that industry 

is doomed to failure, slow growth and decline. This book counters that negative 

ideology by equipping companies with an alternative view that business growth 

and renewal can be achieved and sustained.

This book is not designed to provide all of the answers associated with 

sustainable business growth; rather it is meant to spark new thinking, new con-

versations and new actions. To that end, the book places emphasis on implemen-

tation—articulating real stories and the behaviors, principles and competencies 

that can be applied tomorrow to mobilize entire organizations around the ideal of 

sustainable business growth. 

What is your 

growth strategy?
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If you are still reading GrowthThinking: Building the New Growth Enterprise, 

you have likely already started on the path towards sustainable business 

growth. Like many leaders, you are likely seeking new ways to change 

your company’s approach to the “game” of business growth. We humbly 

hope the experiences and insights found in this book help you and your 

company on that journey. 

a NeW aPPROach 
TO The “GaMe” OF 
BUSINeSS GROWTh
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GrowthThinking IS ORGaNIzeD INTO 
FOUR PaRTS aND 12 chaPTeRS:

And Part 4 defines the New 

Growth Enterprise, the new 

chief growth officer role that is 

responsible for building it, and 

the organizational and individual 

competencies needed for com-

panies to sustain growth. 

Part 1 begins the conversation 

about sustainable business 

growth by defining the signifi-

cance of growth within the context 

of enterprise value creation, ex-

ploring the barriers that must be 

overcome in the new normal busi-

ness environment; and introduc-

ing the GrowthThinking concept. 

Part 2 an in-depth exploration 

of the key building blocks of 

GrowthThinking—entrepre-

neurship, growth strategy and 

business innovation—and how 

they collectively provide the foun-

dation for achieving sustainable 

business growth. 

Part 3 discusses the implemen-

tation of sustainable business 

growth by introducing how 

GrowthThinking can be hard-

wired, at the organizational 

DNA level, by aligning key prin-

ciples that affect: The Psychology 

of Growth, The Science of Growth 

and The Mechanics of Growth.

a cONVeRSaTION  
aBOUT GROWTh

a NeW WaY OF   
ThINkING

IDea TO   
IMPleMeNTaTION

The GROWTh 
eNTeRPRISe

1 42 3
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“It’s not what you have to “do” that 
needs to change. It’s first how 
you “think” that needs to change.”

ROBERT KIYOSAKI  
Author
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Unprecedented periods of economic disruption and distress, coupled with 

advancements in technology, globalization and new regulatory regimes, have 

fundamentally altered the business landscape. To survive in this uncertain en-

vironment, many companies have focused on doing what they know best: im-

proving management control, becoming highly efficient operators and expert 

cost-cutters. While these strategies are critical to corporate performance, they 

alone will not be enough to create enterprise value. 

On the growth and expansion side of the enterprise value equation, many com-

panies have realized, or in some cases conceded, that they have essentially “run 

out of steam.” This reality often leads to a further loss of momentum, organiza-

tional inertia and diminished confidence that can place additional pressure on 

future growth prospects. In some cases, particularly when measures to cut costs, 

improve operating efficiency and increase productivity have been exhausted, 

companies must eventually confront the question:



“HOW DO WE GROW 
OUR BUSINESS 
IN THIS NEW 
NORMAL BUSINESS 
ENVIRONMENT?”
Although the answer to this question may seem elusive, or even unattainable, our research 

and fieldwork draws an encouraging conclusion: Business growth and renewal can be 

more inevitable than business decline and failure. Indeed, from our detailed explora-

tion, we are inspired by the fact companies that are able to achieve and sustain busi-

ness growth—growth enterprises—share a common, unique way of thinking. We call this 

GrowthThinking.
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SUSTAINABLE
BUSINESS
GROWTH



We coined the term GrowthThinking to be a unifying and systematic way 

for companies to confront the quandary of uncertainty, structural change 

and complexity that define the new normal business environment. At its core, 

GrowthThinking is a “common language” that mobilizes entire companies 

around entrepreneurship, growth strategy and business innovation. Practically, 

under the concept of GrowthThinking, the degree to which companies have 

adopted entrepreneurship as an organizational psychology; are executing 

against a deliberate and differentiated growth strategy using the full range  

of business innovation practices are critical determinants in their ability to  

achieve and sustain growth.

53 
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GrowthThinking? 

WHAT 
ExACTLY IS 
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Every company is governed by some dominant mental model or business logic 

that shapes how it is organized, how its people think and how they operate. 

Introduced by leading MBA programs, promoted by management consultants 

and reinforced by corporate training programs, the prevailing model of 

corporate thinking (systems thinking and design thinking) has led to leadership 

principles, management best practices and organizational structures that 

are highly focused on delivering ever-higher levels of management control, 

efficiency and productivity, coupled with strong predispositions for head-to-

head competition, cost-cutting and “incrementalism”.

IT’S ABOUT A 
NEW WAY OF 
THINKING 



CORPORATE THINKING GrowthThinking

Decades-old legacy (Industrial Age) corporate disciplines that 
are easily replicated and readily available “commodities”. 

A modern corporate discipline specifically designed to 
create the distinct, company-specific advantages needed for 
sustainable business growth.

Designed to protect the existing business in a status quo“rising 
tide lifts all boats” environment.

Provides preemptive measures that are designed specifically for 
the new normal business environment. 

optimized for demand management – satisfying and fulfilling 
known demand in known markets.

Designed for demand creation – create entirely new sources of 
demand, new customers and new markets.

Designed for head-to-head competition in stable markets with 
predictable customer and competitive behavior.

Designed to change the basis of competition through 
entrepreneurship, growth strategy and business innovation.

Linear systems thinking approach ideally suited for markets  
where management control, efficiency and productivity form the  
basis of competition.

A non-linear approach that is based on variability and ideation 
coupled with divergent and convergent thinking.

Relies on design thinking to continuously add new “me-too” 
product features and functions that provide incremental  
growth and value. 

Re-conceptualizes innovation as business innovation to create 
multiple new pathways to differentiation, and new growth 
opportunities. 
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Corporate thinking is fundamentally designed to assist companies in  

taking incremental steps to compete for existing market share, legacy  

customers and known demand. However, it has become a relative  

commodity – a basic “ticket to compete” - that is readily available to most  

companies in most markets. In contrast, GrowthThinking equips companies  

to alter the competitive landscape and, create entirely new markets that gen-

erate new demand. In effect, conventional corporate thinking merely helps  

companies to “play the game,” whereas, GrowthThinking helps companies 

“change the game” or create an entirely “new game.”

The lack of a consistent, growth-focused approach has left many companies with 

a chaotic blend of management best practices and tools that are not optimized 

to generate growth. GrowthThinking offers a blueprint that is specifically 

designed to create new demand and separate companies from the competition. 

GrowthThinking accomplishes this by not only equipping companies for growth, 

but also bringing coherence to how growth is achieved and sustained. Specifically, 

as a new blueprint for the new normal business environment, GrowthThinking 

gives companies an entirely new business logic that is built on the pillars of 

entrepreneurship, growth strategy and business innovation.

A NEW 
BLUEPRINT FOR  
SUSTAINABLE 
BUSINESS 
GROWTH

BUILDING NEW MOMENTUM

Although known as a prototype for corporate thinking, General 

Electric is example of a company that temporarily stalled but was 

able to tap back into its entrepreneurial roots, create new emerging 

market growth strategies, and embrace innovation as its underlying 

corporate psychology. In effect, GE combined GrowthThinking with 

its traditional strengths in management control, efficiency and pro-

ductivity to transform itself, build new momentum and improve its 

prospects for future growth.

CASE STUDY
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ENTREPRENEURSHIP:  
Making growth accessible.

People and culture—the “spirit” of a company-have 

a disproportionate impact on corporate perfor-

mance, growth potential and long-term value cre-

ation. In the new normal business environment, 

leaders in mature and large companies are espe-

cially keen to make their organizations more agile, 

creative and growth-focused. It is not uncommon 

to hear leadership teams express this by making 

the following proclamations: “We need to act more 

like a startup. We need to be more entrepreneurial.” 

These leaders are astute in understanding the en-

trepreneurial spirit holds significant promise to help 

companies achieve transformational growth and 

long-term value creation.

Entrepreneurship is most commonly as-

sociated with Silicon Valley startups and is de-

fined as creating new business ventures where 

nothing previously existed. In the context of 

GrowthThinking, entrepreneurship is a founda-

tional organizational psychology that is not exclu-

sively for startups - mature, large companies can 

use entrepreneurship to facilitate change and 

create conditions where new sources of growth, 

differentiation and competitive advantage are 

more apparent and accessible.

GROWTH STRATEGY:  
Making growth repeatable.

As companies navigate unfamiliar terrain, they 

undoubtedly will have a renewed awareness of 

how important growth is in the value creation pro-

cess. To support this reality, a new type of strategy 

is needed – growth strategy.  This new interpreta-

tion of strategy is purpose-built to generate growth 

opportunities and strategic growth outcomes. With 

growth strategy companies are offered a deliberate 

approach to create the strategic conditions best 

suited for continuous growth, differentiation and 

unfair competitive advantage.

With growth strategy, companies can move 

beyond outmoded strategic planning and bal-

anced scorecards that deliver short-term growth 

from marketing and sales tactics, to position 

themselves to strategically disrupt discontinuous 

growth patterns and close any gaps that exist be-

tween growth projections and corporate capacity 

to meet those projections. Growth strategy chal-

lenges “conventional wisdom” by applying six key 

strategic perspectives and six underlying stra-

tegic objectives that are specifically designed to 

help companies evolve from tactical, short-term 

and incremental growth to strategic, long-term 

and transformational growth.

BUSINESS INNOVATION:  
Making growth achievable.

To drive sustainable business growth, compa-

nies need as many compelling growth levers as  

possible. While innovation holds the promise for 

achieving business growth, it is simply a means 

to an end. The real “end game” companies seek 

is growth. With GrowthThinking, conventional in-

novation is finally placed in the broader context of 

competitive advantage, differentiation and strategy  

and reframed as business innovation. 

Rather than setting arbitrary growth targets, 

business innovation allows companies to ask 

“Where will our growth actually come from?” fol-

lowed by the ability to more confidently answer that 

critical question. To that end, business innovation 

offers companies multiple pathways to growth—

service, design, business model, value, customer 

and strategic innovation. Each type of business 

innovation offers companies an additional lever 

that can be pulled to unlock new growth oppor-

tunities. Additionally, companies can combine 

various types of business innovation into unique 

combinations that can generate new demand, 

unique customer value propositions and deeper 

competitive differentiation.
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The purpose of GrowthThinking is not to lessen the significance of corporate 

thinking or other traditional concepts. Rather, it seeks to significantly enhance 

a company’s value by framing new psychology, science and mechanics—the 

organizational DNA—all of which is focused squarely on the true “end game” of 

sustainable business growth. When equipped with entrepreneurship, growth 

strategy and business innovation, companies can move from simply surviving 

to thriving—positioned to make business growth more accessible, repeatable 

and achievable over the long term.
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Previously,  Keary served as Operations Director for a private 

healthcare organization and was responsible for providing operational 

improvement and growth consulting services to healthcare organizations  

where she specialized in transforming organizations in order to  

support entrepreneurial cultures, accelerated growth and shareholder  

value creation.

Keary is a graduate of the University of Maryland at College Park, College of 

Behavioral and Social Sciences and the Executive Development Program (EDP) 

at the Wharton School of the University of Pennsylvania. Additionally, she has 

completed the Competitive Strategies Programme at INSEAD (Fontainebleau, 

France) and is a Certified Blue Ocean Strategy Practitioner.

Keary resides in metropolitan Washington D.C. with her husband.
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“GrowthThinking: Building the New Growth Enterprise, provides companies with a useful framework  
that has the potential to make business growth a sustainable and repeatable organizational discipline.”

Dr. ram Charan  
Author, Co-Author of best selling,  
Execution: The Discipline of Getting Things Done
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GrowthThinking: Building the New Growth Enterprise was written 
for companies that are facing demands to reaccelerate growth and 
also for those that may be successful today but wish to take preemptive 
measures to ensure continued growth. GrowthThinking® provides an 
antidote to the concept that companies  are  doomed to failure, slow 
growth, and decline. This book counters that negative ideology by 
equipping companies with an alternative view that business growth  
and renewal can be more inevitable than decline and failure. 

Keary L. Crawford
“As a true “left brainer” I believe that even 
aspirational ideas should be rooted in 
pragmatism. With that real-world perspective, 
I am personally inspired by the positive impact 
that GrowthThinking can have on companies, 
employees and communities alike.”

Wayne A. Simmons
“Researching and writing about GrowthThinking 
was truly a test of endurance. However, this 
adventure confirmed that great things are 
possible when companies engage in continuous 
learning, challenge the status quo, and have  
the courage to think about the world differently.”
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