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performance through the lens of experience for your success.

because experience, arguably, is all that we are.

Five concentrations brought under one roof: New company, new industry, new venture?
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Customer*. Why? Because in an age of
connectivity beyond imagination it no longer
serves the whole to keep them siloed.
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Insight-Driven
Innovation (IDI)

By itself, data is worthless. Data is just numbers;
It can only give you clues. What really drives
growth is insight.

Insight is data with a story. In other words, it’'s the human interpretation of the numbers that
makes data powerful. Historically, we’ve pitted intuition and data against each other, with
most people in the tech space championing the latter. But what truly innovative product was
ever based on data alone? In fact, 61% of executives say human insight precedes data,
according to a study conducted by Fortune.

This is especially the case with disruptive products or services, where there may be very little
data to go off of. AirBnB didn’t grow to a $10 billion company because Brian Chesky and Joe
Gebbia were looking at gaps in the travel market. They couldn’t afford San Francisco rent so
they rented out three air mattresses on the floor of their apartment. And then they ran with
the idea on little more than a hunch.

That’s not to say data plays an insignificant role in business decisions. A report by Seagate
Technology states that by 2025, digital storage transference will reach 175 zettabyte. But
that data is only as powerful as the interpretations around it.

If growth is a company’s north star, insight acts like the rudders of a ship, preventing a
company from veering too far off course. Insight is the why behind the what. It’s insight, not
numbers, that guides a savvy business move.

In our opinion, it’s best to be informed by data but powered by humans.

In this article we’re going to take a look at where insight comes from and five key areas
where we use it to supercharge growth.
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Where does insight

come from?

Insight is everywhere, if you know where to look! At Orogamis, our growth experts hone in on

KPI-focused data, user data, and market data. Let’s look at each of these a little more closely.

KPI-Focused Data

Key Performance Indicators (KPIs) are

measurable values used to demonstrate
the effectiveness of campaigns across all
channels and interactions. Examples are:

¢ Campaign engagement

e Conversion metrics

e Reach

e Sales cycle length

¢ In-funnel conversions

e Customer retention

¢ Return on Investment (ROI)

Listening to the Market

Who you are today is different than the
who you could be tomorrow. Pressures
from industry, government, economy, and
competitors could create a storm to fear
or becomes opportunity to harness.

Fringe markets
Fringe user-types
Strategic partnerships
Acquisition strategy
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Listening to Users

A product will win if we listen to those who
use it. We prioritize product development
to cater to revenue generating user-types.
This connects product development to
revenue and creates company-wide buy in.

* Reviews and ratings

¢ Sales team feedback

¢ Social media

e Support tickets and customer service
¢ Direct communications

* Returns and exchanges

Optimize Everything

Campaigns and user-experience are fluid.
Users change, competitors create market
pressure, products evolve to align with
need, and as sales grow there is an
increasing demand for communication,
content, and support. By adopting a
dynamic approach to growth we
continuously capture opportunities and
outpace risk.

ROGAMIS



5 Areas for Insight-Driven
Innovation

When it comes to growth, there are five key areas we like to focus on. Four of these are
inspired by the Ansoff Matrix, which looks like this:
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Also called the Product Expansion Grid, this is a tool used to determine possible avenues for
growth. As you can see in the illustration, some tactics are considered more or less risky, with
market penetration considered the least risky and diversification considered the most risky.

We’'re going to explore each of these points in depth — as well as take a look at acquisition.
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Market Penetration

Market penetration is about making the most of what you already have. It’s the easiest and
most common way of growing; and as with all risk-reward models, the reward for market
penetration may not be as lucrative as the reward riskier growth strategies. Market
penetration is typically a multi-pronged strategy, and may include tactics like:

¢ Adjusting price. Dropping price may be the oldest trick in the book, but it often shrinks
margins. It can also affect how people view your brand and the perceived value of your
product or service. Cutting prices just to make more sales isn’t a great tactic. It can be
effective when you're selling in a market where customers are very price-sensitive or when
you're first testing out underserved markets.

¢ Improving the current product. By listening to users, we know what’s not-so-great about a
product. And with social media and review sites, so does everyone else — which may deter
new customers from making a purchase. Improving a product not only helps you prevent
churn among your current customer base, but as HubSpot’s famous flywheel tells us,
delighted customers become brand evangelists and brand evangelists bring in more new
business.

¢ Running promotions. Offering sales and time-sensitive deals can boost sales in the
short-term and drive awareness in the long-term.

¢ Increasing reach. This typically involves developing new marketing campaigns and getting
creative with your content and advertising strategy. All effective campaigns are
insight-driven: If you want to maximize your reach within a given market, you’ll need to find
that sweet spot of human intuition and data that clues you into what customers care about.

The result? A 45% increase in subscribers
in less than a year.

Using data to tell a story can be a highly

Take a page from the

effective way of increasing market

) 3,445 people who
penetration. As a strategy, market streamed the “Boozy
penetration tends to work especially well \ Brunch” playlist on a
for newer businesses. It’'s often only after a Wednesday this year.

company has exhausted this avenue that
they turn to the riskier growth strategies.
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Product Development

Product development is a strategy that involves offering new or rebranded products to an
existing market. It covers everything from conceptualization, to design and prototyping, to
marketing. When executed successfully, this strategy can increase a company’s market share
by uncovering consumer needs and satisfying them.

Product development is...

e Apple moving from laptops to iPods, phones, and watches
¢ Automotive companies starting to make electric vehicles
e HubSpot launching the CMS Hub

e A B2B software company that offers to build and host their customers’ sites

Put another way, product development is about taking a deeper dive into the needs of your
existing market.

Qualitative research is key when it comes to this strategy. And while there are a lot of models
out there, at Orogamis we subscribe to the philosophy of aligning features with
revenue-generating users. In other words, conduct qualitative research on your strategic
accounts and highest value customers (quantitative data will tell you who those customers
are). By pinpointing their needs, you can tailor a new product specifically for them.

While product development is still a lower-risk strategy, it typically requires a change in
business operations. The heavy lifting for this has historically fallen to the Research and
Development department of a company — but as smarketing and revenue operations
(RevOps) gain steam, more and more companies are recognizing the importance of uniting
every department behind a common goal.

Think of it this way: The end goal is to attain the most meaningful data on the target
customer. It’s likely that your marketing, sales, and service departments have different
insights. Each may hold a different piece of the puzzle.
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So whereas you might leverage your marketers for questionnaires and user groups, your
customer-facing sales and service teams can provide the kind of insight only gleaned on the
frontlines. In fact, the negative feedback that customer service collects can be a goldmine
when it comes to fully understanding customer needs.

The combined insight is then used to craft a product that customers will actually use (an MVP
may be helpful, at this point).
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Market Expansion

Also known as market development, market expansion is a growth strategy in which an
existing product is sold to a new market. In other words, how can we take what we already
have and sell it to a greater number of people?

It's a strategy that comes in handy when the current market is saturated and there’s no room
for expansion, or when the competition in a given market has grown too stiff.

Market expansion can be done by entering into a new regional/domestic market or
foreign/international market, or utilizing new distribution channels. (The second is especially
important for tech companies as more and more products and services are becoming
digitized; think of how eBooks revolutionized the book industry.)

This can be a risky endeavor. In fact, about 4 out of 5 attempts at market entry fail (teaming
up with growth experts betters your chances of success). But when market expansion works,
it pays off.

On the whole, this strategy tends to be “safer” for companies that:
e Have proprietary technology to leverage in new markets
e Are expanding into a market where customers have a lot of disposable income

* Are expanding into a market where customers are similar to the customers in
established markets

That being said, the fact that so much of business is done online now has made market
expansion less risky — you don’t physically have to be in a new space to test market fit.

In any case, it’s at this point that listening to the market becomes oh-so-important...because
your choice in customer is your choice in strategy.

So, taking the time to really identify who you’re going to target and what content you're
going to target them with is critical. That’s why, at Orogamis, we listen for months.

To determine market expansion opportunities, we might ask questions like:

e What markets are we currently in?

e What other markets might exist for this product?

e Which of those markets are easiest to reach?

e Which markets offer the greatest sales and growth opportunities?

e Can we use data to back our answers?

©O
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Diversification

The final and most daring quadrant of the Ansoff Matrix is diversification. This involves selling
a new product to a new market: It is brand new territory, and perhaps not dissimilar to starting
a new company except for the fact that you have more resources(funding and manpower).

Not only is entering a new market with a new product a risk, but the dialectics of lead may
apply. It costs time and money to develop a new product. And if you launch an MVP or early
iteration that gains traction, there’s always the chance that a competitor can learn from your
mistakes and bring something better to the market, faster.

Diversification isn’t a strategy for everyone but
it certainly has benefits, including:

e Have proprietary technology to leverage in
new markets

e Are expanding into a market where Diversification
customers have a lot of disposable income

e Are expanding into a market where
customers are similar to the customers in
established markets

We can subdivide diversification even more, and break them down into three categories:

¢ Related diversification. This is when a company takes over activities that are competitive
with or complementary to the existing product. This is kind of between product
development and market expansion. Example: Moving from desktops to laptops.

e Unrelated diversification. Diversifying into a completely unrelated industry. Most
companies cannot pull this off. Example: Samsung going from computers and phones, to
refrigerators, to chemicals, to hotel chains.

e Vertical diversification. This is moving up or down in a supply chain by taking over
activities that may previously have been handled by third-party suppliers. Example:
Apple not only making the product, but opening their own retail locations and
manufacturing facilities.
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Acquisition Strategies

Acquisition can be collapsed under several of the previous four points, so we’ve decided to
break it out and give it its own section.

For example, one tactic for product development might be acquiring a competitor product or
merging products to create something that better meets a markets’ needs. Likewise, a
company can penetrate more deeply into a market by acquiring competitors, a la Coca-Cola
grabbing up business after business in the beverage industry.

As with diversification, we can subdivide acquisition into categories:

e Upstream. A firm acquires another firm that is further back in the supply chain (toward the
raw material).

e Downstream. A firm acquires another firm that is further forward (toward the end user) in a
supply chain; typically a bigger firm acquires a smaller one.

¢ Lateral. Two firms merge in order to pool resources.

In any case, the goal of acquisition is always to increase market share. It's important that
acquisition is done to enhance the existing company. Before going for acquisition, a company
should clearly define the objectives and purpose of acquiring other firms. That means having
a thorough understanding of the others’:

e Types of customers * Retention rate

* Services * Growth

* Liquidity position * Company culture
* Profitability e Existing resources

And then we have to ask questions like “Can we acquire a given firm with efficiency and
profit?” “In terms of culture, will there be synergy between the two firms?” “What potential
pitfalls do we foresee?”

After identifying a prospective acquisition candidate, the process of acquisition begins.
Typically, this starts with direct communication that establishes terms and conditions. A
mediator may be required. Acquisition is a very detailed process, and perhaps the most
challenging step is drawing up the deal. There’s a lot of moving parts that have to be taken
into consideration like tax implications, antitrust laws, financing, market conditions, and more.
If you haven’t been through the process before, we don’t recommend going it alone.
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Summary

To summarize, a company can grow through:

Strategy Description Product vs Market Risk

Market Penetration

New product, Existing
Product Development e ' LI 9

marxket

sting product, N
Expanding market size me;m:'gpt “ eoeee®

Catering 1o new New product, New 00000®
markets market
Buy g ¢ ther

COMpPpanes

Acquisition

Each of these can be a powerful growth strategy, but executing them properly is entirely
contingent upon data-driven insight. Insight is the key to unlocking new markets and new
products. That’s where Orogamis can help. Our unique method influences brand and product
direction based on true datasets.

If your growth strategy would benefit from data-driven insight, hop on a 20-minute “clarity
call” with us. We’d like to get to know you, discuss your goals, and ensure we’re a match
made in heaven.
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OROGAMIS

We are a team of strategists, marketers, engineers,
and designers working together toward goals of
growth. We foster and embrace growth in all of its
forms: professional, personal, and on behalf of our
partners. Growth is the central theme of Orogamis, our
mission, commitments, and company culture.

Let’s work together

LEARN MORE OR
GET IN TOUCH WITH US

www.orogamis.com
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