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W
hether you are thinking  
of exiting your business, 
maximising its potential 
or simply remaining 

competitive and relevant, having a 
business growth plan pays dividends, 
both in the short and long term. 

A business growth plan is essentially a 
roadmap leading to the expansion of your 
business. It states your business aims and 
objectives, the strategy you are going to 
adopt, the actions you need to take, which 
resources are needed and the key numbers 
and metrics you intend to achieve over a 
three- to five-year timeframe. 

Your plan does not need to be long or 
unduly complicated but it should be 
clear, costed and coherent, with all key 
performance indicators underpinning 
your plan. Ideally you should be able to 
flex it for a number of “what if” scenarios. 
It must also take into account regulators’ 
requirements. 

We come across many travel business 
owners who spend little or no time 
working on a growth plan, claiming it’s 
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Marcon-Clarke elaborates  

on why a growth plan is good  

for business 

Increases buyer appetite: If 
you’re selling your business, a 
plan that captures the business 
opportunities can add significantly 
to the purchase price and make the 
acquisition more strategic. 
 
Provides lenders and investors 

with confidence: If you are 
seeking external finance and 
investment, a plan will reassure 
investors and lenders they will get  
a good return on their investment.
 
Encourages proactivity: A growth 
plan will allow your business to 
be proactive rather than reactive, 
keeping up with the market’s ever-
changing trends and staying ahead 
of the competition.
 
Leads to better decision-making: 

A growth plan will give you the 
opportunity to revisit your vision at 
the start of your business journey 
and decide whether you want to 
end up with a scaled business or  
a boutique, lifestyle brand.
 
Shakes up the team: Business 
growth plans can reinvigorate staff, 
offering a more interesting and 
challenging working environment 
and more growth opportunities. 

sufficient that it’s in their head, that 
time is money and that it’s impossible to 
predict trading due to external factors 
beyond their control. 

However, the fastest-growing and 
most successful businesses do set aside 
management time for growth-planning 
exercises – today, 71% of fast-growing 
companies have a business growth plan 
in place. Evidence shows that business 
owners are more likely to achieve their 
goals when they are written down and 
when their management team is fully 
signed up to them.

FUTURE-PROOFING
The travel industry is notoriously 
volatile, affected by a host of factors that 
are constantly undermining its growth 
and sustainability. Indeed, particularly 
in the current political and economic 
landscape and with the collapse of 
travel industry giant Thomas Cook, 
there are many unknown and 
unpredictable factors that are affecting 
businesses’ ability to make decisions 
and plan ahead for a successful future. 

However, a business growth plan that is 
strategic and sustainable can help, and 

enables you and your team to react 
more effectively to changing 

trading conditions and 
unexpected events, as  
well as growing in a more 
orderly fashion. If we can 
all learn a lesson from 
the demise of Thomas 
Cook, it’s that it’s not 
enough to pursue a 
growth programme 
but the right kind of 
growth programme 
– one that takes into 
account the changes 
in the marketplace. 


