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Overview
Recently, I’ve heard many of my private equity (PE) 
investor colleagues repeat this phase: “All EBITDA 
is good, revenue-driven EBITDA is better.” An inter-
esting take-off on George Orwell! 

Most companies are valued based on an EBITDA 
multiple, and statistically, it’s revenue growth that 
has the most impact on EDITDA.

Here’s what the Boston Consulting Group (BCG) 
has to say: “Every company wants to grow, with 
good reason. Over the long term, revenue growth is 
the largest source of TSR (total shareholder return) 
for top value creators. This makes sense. Without 
growth, a company’s ability to improve margins, 
expand its valuation multiple, or increase free cash 
flow yields to investors inevitably reaches a point 
of diminishing returns.”

According to BCG, at the five-year point of a busi-
ness’ lifecycle, 57% of a company’s valuation in-
crease comes from revenue and at ten years, this 
factor is 71%. Further, a recent Gartner Survey of 
460 CEOs reveals that leaders are looking for deep-
er structural sources for growth, including chang-
ing the “deeper engine” of the business. CEOs rec-
ognize that incremental growth strategies are no 
longer working and more disciplined methods are 
necessary for exploiting digital opportunities, while 
developing their organization in more meaningful 
ways.

The need to accelerate revenue can come from a 
number of business conditions in addition to a goal 
to increase valuation:
• a challenge to double in size in a specific peri-

od, perhaps 5 years
• a challenge to improve year-over-year growth, 

perhaps from 3-5% to 15-20%
• a challenge to get a “stalled out” business grow-

ing again
• a critical need to restore growth to a business 

with declining revenues.

Whatever the driver, creating a sustainable growth 
engine for every portfolio company is the only way 

to see results – and it’s more than just an annual 
growth plan or an intriguing digital marketing strat-
egy. Accordingly, to succeed in your marketplace 
over the long term, portfolio companies must shift 
their thinking and implement the appropriate com-
bination of revenue growth planning, processes, 
people, and platforms to see real results.

These are five key points in this eBook as the core 
of a practical guide:
• Revenue growth is critical to improved valua-

tion, especially in the 5- and 10-year view
• When we talk about revenue growth, we are 

always referring to profitable growth
• PE companies are always looking to add value 

to their portfolio companies and the leadership 
of these companies has a mutual interest in 
profitable growth

• You can’t manage what you can’t visualize, and 
most companies do not have a clear view of 
their growth opportunities further than a year 
out

• A systematic approach to growth management, 
like Horizon Growth, can provide the clarity, fo-
cus, and attention needed to successfully grow 
faster than competitors and your market.
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An Introduction to Horizon Growth
Since the introduction of Horizon Growth plan-
ning in the late 1990’s, businesses which have suc-
cessfully understood and adopted this multi-year 
approach to generation of new revenue and prof-
it streams have realized the benefits of forward 
planning. Horizon Growth planning was introduced 
in 1999 in a book titled The Alchemy of Growth: 
Practical Insights for Building the Enduring Enter-
prise by several McKinsey associates (Baghai, Co-
ley, White). You can find a Cliff Notes version of 
Horizon Growth planning here: Horizon Growth 
Abstract.

I have developed an operational playbook for Hori-
zon Growth which I have successfully implemented 
with numerous investors and portfolio businesses. 
I would characterize the power of Horizon Growth 
planning as helping executive teams remove them-
selves from short-term thinking and introducing 
them to new ways of building revenue and profit 
streams.

The basic framework for Horizon Growth planning 
looks like this:
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The simplicity of the framework is both compelling 
and challenging. How, exactly, do you go about 
identifying new revenue and profit opportunities, 
understand and profile them, compare them con-
sistently, understand financial investments and 
returns, and develop them into solid business cas-
es or plans that you can present to your board or 
stakeholders to secure investments required to 
bring these opportunities from the idea or concept 
stage into real value-added contributors?

While implementing this playbook with businesses 
ranging from $2 million in revenue to over $1 bil-
lion in sales, I felt there was a critical and obvious 
need to extend the model. I added a Horizon zero 
(“Horizon 0”) that precedes Horizons 1, 2 and 3. 
The importance of Horizon 0 is that it fills an even 
more urgent need to “do the right things to help 
the business immediately.”

Horizon 0 is definitely a priority for PE when in-
vesting in a new business. Within Horizon 0--typ-
ically a 3- to 12-month period, priorities often in-
volve discussions relating to cost-reductions to 
preserve marketing dollars for higher value pro-
grams, investments in quick-to-execute operation-
al improvements with short payback periods, and 
revenue-generating programs that can produce 
short-term results.

While Horizon 0 is important, it doesn’t define the 
new revenue and profit streams required to drive 
major valuation increases over time. The use of 
Horizon Growth planning brings clarity, focus, and 
priority to growth opportunities identified in Hori-
zons 1, 2, 3, and beyond.

The Horizon (Staircase) Growth visual (below) out-
lines the value of incremental revenue and profit 
streams accumulating over time.

HORIZON (STAIRCASE) GROWTH: 
CONTRIBUTION OF NEW REVENUE & PROFIT STREAMS BY HORIZON
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Understanding the role of profitable revenue 
growth in increasing portfolio company valuations 
is obvious. However, the real challenges are not 
about understanding the value of growth to your 
business, rather they are about:
• Determining where your best growth opportu-

nities are
• Prioritizing across multiple potential growth 

opportunities
• Integrating both shorter- and longer-term 

growth opportunities into your management 
processes

• Organizing for success
• Building an ability to tap into new revenue 

streams consistently and over multiple years

When you successfully embrace building an en-
gine of revenue growth, you are much more like-
ly to outperform your competitors. Good growth 
plans are fine but being able to produce revenue 
increases consistently year-after-year through a 
finely-tuned engine will materially impact portfo-
lio company valuations as new revenue and profit 
streams come on-line.

The body of research on this topic is convincing. 
Look at a study from Booz Allen and the Associa-
tion of National Advertisers (the “Growth Champi-
on Study”) which argues for the Marketing function 
to assume the role of company growth champion.

With a more intense focus on growth, the assign-
ment of a growth champion and the adoption of 
consistent processes and growth management 
best practices is correlated with outperforming 

your competitors and sustaining a cyclical pattern 
of growth.

Two conclusions of the Growth Champion Study 
are compelling:

“Organizations with Growth Champions are 20% 
more likely to deliver superior revenue and profit-
able growth.”

“There is the strong correlation between having an 
engine of growth, and sustainable outstanding per-
formance.”

This brief business snapshot helps make the case 
for Horizon Growth.

DALSIN INDUSTRIES CASE STUDY
Dalsin is a family-owned fabricator of precise metal 
products which is celebrating 75 years in business 
in 2020.
• Years Using Horizon Growth = 3
• Revenue Growth %, Last Two Years = 20+
• Industry Average Growth, Last Two Years = 

1.5%

Dalsin was awarded 2020 Manufacturer of the Year 
by the Fabricators and Manufacturers Association 
for Agility and Outstanding Performance.

Help Your Portfolio Companies Sustain Growth



© 2022 The Practical CMO 5

ESTABLISHING BASELINE PERFORMANCE
Let’s get started by completing a quick self-assess-
ment of where you and your portfolio companies 
are on their growth journeys today. Take a minute 
to honestly answer these ten questions. Score each 
question “0-3,” and give yourself three (3) points if 
you can confidently answer “Yes” to each ques-
tion…

Let’s evaluate your score this way: if you have few-
er than 15 points total, your portfolio may not have 
individual growth models with the level of maturity 
that will allow you to confidently realize your ex-
pectations for future valuation.

Each of your portfolio companies has a defined 
plan to build new revenue and profit streams 
over a 3-5-year period

Each portfolio company has a defined process 
to monitor changing market conditions and 
modify growth strategies

You and your executive teams regularly spend 
time monitoring the progress of growth initia-
tives

Each of your portfolio execs has someone re-
sponsible and accountable to drive growth be-
yond this year’s plan

Your portfolio execs have an identified work-
ing list, or portfolio, of growth opportunities 

Each of your portfolio companies has growth 
opportunities which have been prioritized us-
ing a consistent scorecard

There are defined specific financial benefits 
and projected returns for each growth oppor-
tunity

Portfolio execs understand the investments 
and resources required to build out new prof-
itable revenue streams

Your portfolio companies have the right re-
sources and culture to implement growth 
strategies

You feel confident in your approach to growth 
and for your portfolio companies’ ability to 
achieve their growth goals

30 TOTAL POINTS
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To further highlight the difference between a 
growth plan and a growth engine, you know that 
while a growth plan is a singular strategic event, a 
growth engine is a system of integrated and repli-
cable growth-focused processes that support and 
enable sustained performance over a number of 
years.

Growth plans do have value. A frequent problem, 
however, is that everyone leaves the annual plan-
ning session and more often than not, goes back to 
implementing the close-in, tactical plans for their 
respective functional areas. Does this sound fa-
miliar? The real challenge with building sustainable 
growth isn’t the plan, it is integrating the growth 
planning discipline into the daily management 
rhythmic flow or “biorhythm” of each business or 
business unit.

In a BCG Henderson Institute article, the authors 
state, “The ability to continuously develop growth 
options as the main driver is vital for a company.” 
They also make the point that strategy and execu-
tion cannot be separated from one another, and to 
be vital, companies need to build the right capa-
bilities – especially in relation to technology and 
people. To that I would add the requirement for a 
replicable process that assesses market opportuni-

ties and company capabilities in ongoing fashion.

The real challenge isn’t understanding the value of 
growth to your business – it’s about determining 
where your best growth opportunities are:

Prioritizing across multiple potential growth op-
portunities

Integrating both shorter- and longer-term growth 
opportunities into your company’s management 
processes

Organizing for success and building an ability to tap 
into new revenue streams consistently and over 
multiple years.

One of my PE colleagues summarizes this as “You 
can’t manage what you can’t envision.” I have con-
structed a companion playbook which includes a 
series of sustainable growth management process-
es that each business opportunity should move 
through as you develop and utilize Horizon Growth 
planning. This playbook defines a Stage-Gate pro-
cess, since each opportunity will proceed through 
the same series of stages and will continue to the 
next stage as the executive team supports contin-
ued development of each opportunity.

Stage-Gate Growth Management Process

STAGE-GATE HORIZON GROWTH MANAGEMENT PROCESSES
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The Stage-Gate approach is powerful because it ac-
complishes many tasks simultaneously – as knowl-
edge and confidence builds through each stage, 
risks are identified and mitigated, and investments 
can be increased as the opportunity becomes more 
defined and solid. The executive team can halt or 
accelerate opportunities based on learning at each 
stage. A robust Stage-Gate playbook is supported 
by tools standardized opportunity profiles, custom-
ized scorecards, time-to-market and risk assess-
ments, 10-line P&Ls, business plans and invest-
ment theses.

The one axiom which summarizes this so well is 
this: “The time to grow is when you can, not when 
you have to.” Regular attention to the growth agen-
da, and the portfolio of opportunities, is a best 
practice.

STAGE-GATE GROWTH MANAGEMENT TOOLS
If you recall your college Marketing 101 class, Mar-
keting was defined as “Four P’s.” Time and Market-

ing have moved on, and these modern day “P’s” of 
Planning, Processes, People, and Playbook Tools all 
make up a set of best practices for achieving sus-
tainable business growth in today’s competitive 
environment.

There are many uses of the word “tools” today. Our 
use refers to a set of tools that we believe are com-
panions to engine of growth stage-gate processes. 
You could think of them as interactive parts of a 
growth engine that enable you to consistently and 
effectively implement and manage growth process-
es over time and integrate a growth orientation and 
mindset into your organizational culture.

I have found that in most cases, businesses do not 
have a standard growth playbook. That makes ef-
fective and consistent evaluation and management 
of growth initiatives unnecessarily challenging—
which leads to poor planning and poor perfor-
mance.

A robust stage-gate platform will contain these 
tools:

AN INTEGRATED TOOLSET SUPPORTS HORIZON STAGE-GATES
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To introduce the relationship between sustainable 
growth processes and the associated toolset from 
the playbook, I have called out three of the tools as 
examples. Let’s look at how they support the con-
sistent implementation of growth processes.

ONE-PAGE OPPORTUNITY DESCRIPTIONS
This tool is needed to capture ideas and concepts 
for new revenue and profit opportunities from 
anyone who might volunteer one from within your 
organization. Even better, they can be used to doc-
ument ideas that prospects and customers might 
offer.

The goal here is simple: get the idea down on paper 
and be able to track it over time. This isn’t meant to 
replace a business case or business plan. It doesn’t 
have to be more than a one-page description with 
some (very) early opportunity sizing. All of these 
one-pagers are evaluated in the Stage 2 process 
where we evaluate them using a scorecard which 
we have adapted to the unique needs and charac-
teristics of each business.

OPPORTUNITY SCORING MODEL
It’s an unnecessary challenge when businesses can-
not effectively and consistently compare opportu-
nities with each other and over time. A scorecard 
promotes the consistent evaluation of opportuni-
ties and supports prioritization and a deep under-
standing of what timeframe opportunities belong 
in.

Scorecards usually have six categories and may 
have 25-30 individual criteria that each opportuni-

ty is evaluated against.

Scorecards promote insight across multiple oppor-
tunities and are critical to mapping opportunity and 
time-to-market (which we use to establish revenue 
stream timelines, and opportunity and risk (which 
we use to understand whether the match looks ac-
ceptable).

Below is an excerpt of a scorecard set up to score 
four opportunities (evaluation criteria omitted).Af-
ter profiling and scoring each opportunity, you can 
now plot them on two critical graphs: Total Oppor-
tunity Size vs. Time-to-Market and Total Opportu-
nity Size vs. Risk.
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This example of a Total Op-
portunity vs. Time-to-Market 
allows placement of each op-
portunity into a specific hori-
zon based on how long it will 
take until the first new $ of 
incremental revenue shows 
up.

TEN-LINE P&LS
The incremental stage-gate approach I recommend 
is constructed on building out opportunities as 
more information becomes available through re-
search and validation. Opportunities which achieve 
high scores on the scorecard and which have favor-
able profiles (i.e. large opportunity size and short 
time-to-market) are usually then evaluated using a 
high-level P&L model.

The key to use of this model is to track revenue 
and cost assumptions rather than focus solely on 

the financial numbers which are generated. Those 
assumptions must be continually validated and 
this model updated when additional information 
is made available. Changes in key assumptions like 
average order per customer, order frequency, and 
cost of goods sold can have a material impact on 
these early financial projections, and it’s better to 
understand those early rather than after you have 
invested significantly in new opportunities.

Here’s a model for a ten-line P&L. Key assumptions 
should be tracked and linked.
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tion whether they are going out for additional cap-
ital or exiting the business. That’s the point where 
the growth work your portfolio company has com-
pleted materially boosts valuation.

Here’s a quote from the founder and CEO of a se-
nior care company where we worked together to 
secure a third-party investment of $16.1M:

“Mark’s Horizon Growth approach took us deep 
into the economic drivers and business opportuni-
ties that provided clarity and alignment and helped 
us frame the backbone for what became our con-
fidential informational memorandum (CIM). The 
quality of the CIM, as well as the rigor, discipline 
and learning our executive team obtained allowed 
our company to recently raise a significant capital 
injection.”

Here’s the complete reference and story

An effective way to think about stage-gate tools 
is to think of them as an integrated toolset. These 
tools work in concert with growth management 
processes to help consistently manage the identi-
fication, scoring, prioritization, financial modeling, 
business plan development, and ongoing proactive 
management of new opportunities.

USING TOOLS TO CREATE A BUSINESS PLAN 
OR INVESTMENT THESIS
Playbook tools all represent structured best prac-
tices to create a strong, compelling, and high-confi-
dence business plan or investment thesis. The best 
business plans and investment theses are built on 
market insights and well-defined, supportable pro-
cesses which define future business growth poten-
tial. The Horizon Growth approach, because of its 
structure and iteration, builds buyer confidence 
and puts your portfolio company in the best posi-

The Value of Integrating Short- and Long-term Growth  
Planning into Your Business Management Processes

On the complete other end of the spectrum are 
those businesses with a well-developed meet-
ing cadence. These businesses have “biorhythms” 
which meet the business needs for coordination 
and collaboration. Often, these businesses are se-
rious adopters of well-defined management disci-
plines like EOS®.

Every business has management processes that 
they utilize. Some are highly informal, and some are 
very formal. On the informal end of the spectrum 
are businesses that meet as management teams on 
an ad hoc basis. When the need is evident, the ex-
ecutive team meets. Otherwise, there are few reg-
ularly scheduled meetings.

https://www.lifesprk.com/news/
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progress on those opportunities, and to refine pri-
orities related to those longer-term revenue and 
profit streams.

A result of kicking these growth discussions down 
the road is that they are delayed and pushed out 
into the future. And, when you find your business 
needs to accelerate growth, now you are behind 
where you could have been had these opportu-
nities received regular attention. Your revenues 
could be stalled out, on a declining year-over-year 
growth track, or coming up short over and over 
again against the growth goals you set and those 
you expected.

Just because a management team has a well-estab-
lished meeting biorhythm, though, does not mean 
that they are better at identifying and prioritizing 
growth-related opportunities on a regular and con-
sistent basis. The issue is this: short-term business 
needs and issues always seem to preempt lon-
ger-term planning discussions. Demands seem to 
dictate that working IN the business is more com-
pelling than working ON the business.

Think about all the times when your portfolio com-
panies’ growth plan was developed and their inten-
tions were right, they just couldn’t or didn’t have 
the quality (and quantity) time needed to contin-
ue to validate their growth opportunities, to track 

People and Organizational Capabilities are Key
streams. It’s the “working IN the business” versus 
“working ON the business” dilemma. The Growth 
Champion role is complementary to the Sales exec-
utive role. It is more often positioned organization-
ally under Marketing than under Sales.

“Growth Champions” are unique. Here’s a view of 
the attributes of an “ideal” growth champion.

BEHAVIORAL COMPETENCIES & PERSONAL ATTRIBUTES 
OF AN “IDEAL” GROWTH CHAMPION

Intellectual Interpersonal Motivational
Handles 

Ambiguity
Adaptable Ambitious

Conceptual & 
Creative

Assertive Wants a 
Challenge

Analytical Collaborative Continuous 
Learner

Information 
Seeker

Independent Customer-
Oriented

Strategic 
Thinker

Persuasive Entre- 
preneurial

Problem Solver Risk-Taker Resourceful
Quick Study Inspiring Results-

Oriented

Let’s move to another dimension of sustainable 
growth: people, organizational culture, and internal 
resource support. There is a three-part formula for 
success. Let’s explore each in turn.

THE KEY ROLE: “GROWTH CHAMPION”
It’s not likely you would recognize this role by this 
title. Some organizations have senior marketing 
executives who perform this role, others have in-
novation officers, and still others have someone 
in the organization with the accountability for lon-
ger-term revenue and profit streams.

The reality, though, is that too often no one in the 
business has this role or these accountabilities. 

Without a business leader performing this role, 
there is no focus on longer-term growth. I’m em-
phatically not talking about revenue responsibili-
ties for this month, this quarter, or this year. We 
are talking about growth described by the Horizon 
Growth model.

The argument for not having the same executive 
having both short-and longer-term revenue is 
simple. Short-term priorities always preempt lon-
ger-term opportunities. It is almost impossible to 
lead the effort to meet this month’s sales quota and 
also spend time building the capabilities needed 
to generate “next generation” revenue and profit 
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Don’t underestimate the need or the time and ef-
fort it may take to lay the foundation for growth. 
It’s critical to business success.

MANAGEMENT SUPPORT
Many businesses implementing Horizon Growth 
are far-sighted enough to see that every Growth 
Champion will ultimately have to depend on inter-
nal resources for knowledge, expertise, insights, 
access to customers, technology, and other busi-
ness services and support.

That’s time when executives need to not only voice 
their support—they need to step up with the criti-
cal resources needed to define, build, and launch 
new growth opportunities. Those critical resourc-
es need to understand not only why they should 
spend some of their time working on what may ap-
pear to be speculative projects, but hopefully ac-
tively engage because they believe in the need and 
the opportunity.

It’s a fair question for a new Growth Champion 
candidate to ask what support they will receive. 
A Growth Champion doesn’t fly alone. Supporting 
services will be necessary as soon as an opportu-
nity is prioritized and worthy of a business case or 
business plan. That document itself requires a col-
laborative team to build.

Once a decision to proceed is awarded, then even 
more resources are required. Time and project con-
flicts will emerge. The executive team must play an 
active role in not only prioritizing between poten-
tial growth opportunities, but also between ongo-
ing business needs and growth program needs.

A good way to think about the people and orga-
nizational needs to build your growth engine is to 
think of them as core building blocks. These three 
needs: Growth Champion, Organizational Culture, 
and Internal Support Resources are complementa-
ry and dependent.

Upon bolstering the organizational culture and in-
ternal resource support for your portfolio compa-
nies, you are able to drive the appropriate platform 
capabilities to sustain business growth.

You’ll note the apparent contradictions in this role. 
How can someone be strategic, conceptual and an-
alytical? How can they be collaborative and inde-
pendent? How about the combination of risk-tak-
ing with results-oriented?

I will readily admit that someone with this makeup 
will be a challenge to identify and recruit. But that 
doesn’t mean that you cannot find them, or that 
you cannot take an internal candidate and mentor 
and coach that person into this role. You’ll need to 
explore beyond the traditional resume details to 
understand these competencies and attributes.

ORGANIZATIONAL CULTURE
I’ve worked with businesses where there is no cul-
ture of growth or change. Even if these business-
es can find their Growth Champion, the odds are 
against that person being successful.

It might seem like covering very foundational 
ground, but if your portfolio companies have peo-
ple who do not think the business has to grow—and 
in fact, think that growth can be harmful because 
of the new risks that are perceived to come along—
then you have work to do.

I recently designed a Growth Champion model for 
a very successful engineering business. Beyond 
the immediate concern about how and where they 
might find Growth Champion candidates, their 
more pressing concern was securing organizational 
support for the role. And, they weren’t limiting that 
need to the executive team.

I learned the lesson the hard way when I took a 
Growth Champion role in a business that was look-
ing to diversify its revenue streams. I had a strong, 
passionate executive sponsor. I had access to 
funding to build a team of business development 
experts. I had the freedom and flexibility to build, 
test, and launch a portfolio of opportunities.

What I discovered, though, was that not every-
one thought this emphasis on growth was need-
ed. Even on the executive team, some thought the 
business was doing just fine and growth would just 
make their jobs harder. Others thought that growth 
was in their position description, even though they 
weren’t spending any time doing it. It took a con-
certed effort to educate the business on why and 
how businesses need to grow.
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How will you know you are on the right path to sus-
tainable growth? You can’t wait until revenue from 
new opportunities starts to flow in—that will take 
time since according to our Horizon Growth model 
it could be anywhere from a year for Horizon 1 op-
portunities to contribute to 3-5 years for Horizon 2 
and Horizon 3 opportunities to generate new sig-
nificant revenue streams.

Sustainable Growth Metrics
We believe that, in the absence of actual new reve-
nues as they are developing, measuring progress in 
implementing a growth engine carries some natural 
metrics. A balanced scorecard of relevant metrics 
could look something like this.

GROWTH ENGINE METRICS

This follows an old sales axiom that, if you can’t show revenues, you 
better be able to demonstrate activity. Metrics help keep executive 

teams honest and accountable. We like them, and we think these will 
help you keep moving forward.
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THE “VIRTUOUS CYCLE” OF A HORIZON GROWTH ENGINE

Let’s put everything together. You may have seen 
examples of “virtuous cycles” before, but if not, I 
am using that concept to present how a growth 
builds and compounds valuation. Virtuous cycles 
are best described as a series of business actions 
where each contributes to increased performance. 
As businesses move around the cycle, they become 
more efficient, momentum increases, financial and 
operational results compound and valuation in-
creases materially.

The more competent your portfolio businesses be-
come as they adopt Horizon Growth planning best 

practices, the more efficiently and quickly they 
move around the cycle – adding new revenue and 
profit streams, which in turn will provide additional 
investment funding for new growth initiatives.

Sounds like a good model, right? It’s certainly bet-
ter than what some call “vicious cycles,” where poor 
performance leads to a loss of business, which in 
turn leads to less capital to invest, leading to de-
creased levels of revenues and operating profits.

Following a Roadmap to Growth: The Virtuous Cycle
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Mark S. Coronna 
Founder & CMO 
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Now is the Time to Introduce Horizon Growth to Your Portfolio 
Companies!
There is never a bad time to implement formal 
growth planning, unless you wait too long. The best 
advice I got around timing was this: “You can never 
be too early, but when you are too late you may 
not have access to the capital needed, time will be 
working against you, and you will have increased 
risk.” Investing in growth when you already have 
good performance is often referred to as “preemp-
tive transformation.” Evidence suggests that in-
vesting even when the business has strong growth 
is worth an additional 3% valuation (BCG study).

The risk with delaying formal growth planning and 
embracing short-term thinking is that companies 
will be caught flat-footed given the working capi-
tal requirements needed when opportunities start 
to drive new revenue. There needs to be a balance 
between the financial cost-cutting and preparation 
for growth. The Horizon Growth planning mod-
el gets every company thinking about balancing 
these conflicting needs of cost management and 
planning for growth.

Here to Support You and Your Portfolio Businesses
Do you have portfolio companies which would 
benefit from this approach? The decision to create 
a sustainable growth engine is yours, and when you 
are willing, we can help you create and implement a 
value-added Horizon Growth plan for your portfo-
lio companies using the playbook described in this 
article. 

Give me a call or email and I’ll be happy to chat with 
you. 


