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Adding Value to Your Business
Innovation adds value from four sources: 1) Financial (Cash Flow From Operations/Return on Assets, 2) Operational efficiency, measured by gross margin, 3) Marketing – increasing market share, 4) Branding -- recognition.
Sales growth matters only when a firm generates returns on capital in excess of its cost of capital.  Firms earning returns equal to the cost of capital neither create nor destroy value.  Returns on capital less than the cost of capital destroys value. 
Creating sustained growth is hard under the best of circumstances.  According Jason Jennings research in his 2006 book, Think Big Act Small, of the 20,000 public and  30,000 private companies  worldwide they found only .05% of the companies increased revenues and profits by 10% consecutively for the 10 year period.
Demand Innovation
Demand innovation is based on the premise that a company finding new growth and value is created by addressing the hassles and issued that surround the product or service rather than improving the product itself, according to Adrian  Slywotzky and Richard Wise in their 2003 book,  How to Grow When Markets Don’t. The focus has shifted from product innovation to demand innovation, from inward focus to the customer or user’s focus.  There is nothing fundamentally new here, just a reminder of the principle that companies or consumers do business with companies that are the easiest to do business with.  To paraphrase an investment phrase the market’s shortest path between two points is the path of least resistance. 
Research has found additional revenue and growth can occur even in mature industries that has seemingly reached a plateau.  How much real growth has your business experienced the last 5-10 years?  How much capital have you invested in new products or services?  Think about how differentiated your products and services are really from your competitors.
Necessary endings are essential before new beginnings can occur.  Resources are limited in every organization. 
Consider beginning with your best or most valuable customers.  Beginning with your current products or services, instead of improving products or services or finding new customers, think about the issues and hassles that surround your offerings with your best customers. Peter Drucker made the point, “There is no loss to the customer by eliminating activities that do not add value” Let your customer help you understand their logic in creating your demand innovation.  Try to swim upstream as far as possible in your customers operations to find out the issues, challenges or opportunities that surround the products or services your firm currently provides.  More importantly, find you firms’ hidden resources for growth.  If there were a better way to use your resources, get the help you need to find them and redeploy the resources.
For example, General Motors (GM) introduced OnStar, a vehicle communications product/service that now brings GM around $1B annually in high margins recurring revenue.  Whereas previously, GM’s indirect relationship with a customer, if it was recurring was once every 3-5 years now has become monthly. Instead of creating another car in an already crowded field, they created a platform for next generation growth that filled an unmet need of its established customers.
Refocus your customer lens form a product focus to an economic focus.  Use your resources, stop thinking of your company’s size as a growth inhibitor and begin to think of small wins and a multiplier of growth opportunities.
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