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STEP KEY OBJECTIVE OUTCOMES BUSINESS VALUE 
1 Business criteria • Key owner objectives 

• Known business constraints 
• Criteria for acceptable options 
• Scorecard and weighting to 

evaluate options 

Before storming and evaluating options for business growth, the key question 
‘what is an acceptable future?’ must be answered.  Framing this question in a 
methodical way ensures that options are evaluated in light of the motivators 
and constraints that currently exist within the business.  This process speeds 
the selection process by ensuring that only options that are both externally 
attractive (e.g. strong markets) and internally attractive (e.g. motivations, 
capabilities and constraints) are evaluated.    

2 Options development • Business growth options 
• Growth option matrix 
• Triaged options 

During this step, a variety of business growth options are generated that vary 
in the degree of evolutionary departure from the current business model.  
These options are loaded into an option selection matrix and scored based on 
the criteria developed in step 1.  A first triage of options is selected to continue 
to the next level.  At this stage, options which may not normally be considered 
are evaluated based on the business criteria that have been developed.  This 
provides a dual-advantage to the strategy development process; unique options 
can be evaluated efficiently while testing the veracity of the business criteria 
that was developed in the prior step. 

3 Options refinement • Option gaps and assumptions 
• Gap research 
• Final option triage 

With a small handful of viable options selected, any remaining gaps in our 
understanding of those options can be identified and remedied.  This requires 
an appropriate level of external research, the source of which often exists 
within the knowledge base of the company or is readily available through 
secondary research or anecdotal interviews of prospects or customers.  Armed 
with sufficient information to make an informed risk assessment, the final 
options are rescored and selected. 

4 Go-to-market strategy • Audience & business problem 
analysis 

• Product analysis & competitive 
positioning 

• Value proposition development 

Once the final option has been selected, a go-to-market strategy is developed 
to reach the ideal customer with the least-cost method for customer 
acquisition.  The context for the company’s communication and customer 
acquisition process is developed by understanding the economic buyer, their 
pains and how our solution best delivers a unique and compelling value to 
them.  Refer to the Go-to-Market Roadmap. 

5 Business requirements • Business model 
• Organization & resource gaps 
• Partner analysis 

With the new business growth option and corresponding value proposition for 
your firm, the business requirements for execution are developed.  Business 
model changes, organization and resource gaps must be assessed and 
partnering options evaluated for financing and delivery.    

6 Execution review • Execution planning & timeline The final step is to develop a corporate action plan and timeline and confirm 
the management resolve by assessing the organizational, financial and 
executive commitment to execute the strategy.  

 




