Whatever you are doing: it can always be done diffe  rently and
better.

Once a business is up and running, it needs to adopt techniques to ensure its growth
and development, such as assessing customers and competitors; looking at target
markets and marketing opportunities; generating sales leads, writing proposals and
designing business models. In a nutshell, business development, needs ongoing
attention to marketing, sales, customer services and information management, all of
which are vital defences against the competition. They also need to be prepared for
unforeseen challenges, as there are no ‘one size fits all' approaches or templates to
most of the situations which are likely to be faced by real-life companies.

Typically, small-medium sized companies do not always establish these procedures,
instead relying on existing contacts and assumption of new business, but if these
contacts are not watertight then a company can get into trouble. A profitable growth, not
just expansion for expansions sake, is key to the future of a firm. In larger and more
established companies, business development is more about creating and managing
relationships with third party companies. Here firms utilise each other’'s expertise and
technology to expand their products and services, without having to build their own
internal resources. By working together, they can also share the profits, and hopefully
avoid drooping returns on capital.

The basic principles of Time Quality Management always apply: in Feb 2004 The
Harvard Business Review shared a few pearls of their wisdom about business
development:

Management must be professional, with a high degree of technical skill,
competence and depth of knowledge — and orienteered towards society not
shareholders.

Creativity inspires growth, which revolves around the 3T’s — technology, talent
and tolerance. This is applies to firms as well as nations.

Structural organisation impacts on strategic success. Sometimes unrelated
changes can work strategic wonders, so always seek to ensure that the structure
fits the strategy, if not change the structure or the strategy.

Research how potential customers respond to products and advertisements, then
target them accordingly.

There might be a big hidden catch in outsourcing - the highest profit in the value
chain changes over time, so don't be so quick to farm aspects of your business
overseas.

Beware of ‘stupid money’ - capital that floods in with exaggerated ideas of
probable pay-off, such as the dot.com financing

boom.



