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From Revenue Growth to Enterprise Value

For many consumer brands, growth is the primary objective.

e Higher sales.

e More customers.

e Greater market reach.

e Expanded distribution.
These are often viewed as indicators of success. While revenue growth is important, it does not
always translate into a stronger business. Many brands grow rapidly for years yet struggle to improve
profitability, cash flow or long-term business value.

Others grow more steadily but create significant enterprise value over time. The difference lies in how
growth is managed. The most successful consumer brands understand that revenue is an output.
Enterprise value is the outcome.

Growth creates opportunities. It can increase market presence, strengthen brand awareness and
improve scale. However, growth can also create challenges. New products add complexity.

New channels increase operational demands. Additional markets require investment.

Working capital requirements grow. Margins come under pressure. As a result, a larger business is not
necessarily a more valuable business. Enterprise value is created when growth improves the overall
quality of the business rather than simply increasing its size.

Enterprise value is influenced by several factors beyond revenue. These include:
e Sustainable profitability

Cash flow generation

Brand strength

Customer loyalty

Market position

Operational scalability

Leadership capability

Growth predictability

Risk profile

FROM REVENUE GROWTH
TO ENTERPRISE VALWF

— Growth is the starting point.
Value is the destination.

—— EXECUTIVE REFLECTION ——

Take a moment to reflect on your journey
from growth to lasting enterprise value.

01

Are we driving the right kind of
revenue growth in the right markets?

02

Have we built profitability and
pricing power into our model?

03

How strong and predictable
is our cash flow generation?

04

Are we investing in the capabilities
and systems that create long-term
competitive advantage?

05

Are we building an enterprise that
is scalable, resilient, and attractive
to future investors?

(cont)

Enterprise value is not a result of growth alone—

GROWTH STARTS THE JOURNEY.

VALUE CREATES THE DESTINATION.

it is the result of disciplined execution across every dimension.




(cont)
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When these factors improve, the business becomes more resilient, more scalable and more attractive to investors, lenders and
strategic partners. In other words, value creation extends beyond the income statement.

Mid-sized consumer brands often become highly focused on achieving growth targets. While growth is essential, it can sometimes
overshadow other drivers of value. Common challenges include:

Low-margin growth

Excessive product proliferation

Working capital pressure

Founder dependency

Limited performance visibility

Inconsistent execution

» Overreliance on specific customers or channels

These issues may not immediately affect revenue. Over time, however, they can reduce the quality and sustainability of growth. The
result is a business that is growing but not necessarily becoming more valuable.

A Question

If your brand doubled its revenue over the next five years,
would the business become twice as valuable—or would
underlying challenges limit the value created by that growth?
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The strongest consumer brands focus on building capabilities that support long-term value

creation. They invest in:

e Strong brand positioning
Scalable operating models
Financial discipline
Leadership development
Customer insight
Innovation capability
Distribution effectiveness
» Data-driven decision-making

These capabilities enable organisations to grow more efficiently, respond to market changes
and create sustainable competitive advantage. Over time, they become powerful drivers of

enterprise value.

Revenue targets are important. They provide focus and accountability. However, leaders who
concentrate exclusively on sales growth can miss opportunities to strengthen the underlying
business. The most valuable brands regularly ask broader questions:

Is growth improving profitability?

Is cash flow becoming stronger?

Is customer loyalty increasing?

Is the organisation becoming more scalable?
Is the brand becoming more resilient?

These questions help shift the conversation from short-term performance to long-term value
creation. The Most Valuable Brands Think Differently The strongest consumer brands do not
view growth as the destination. They view growth as a vehicle for creating a stronger business.
Every investment, expansion initiative and strategic decision is evaluated not only on its ability
to increase revenue, but also on its ability to improve enterprise value.

This perspective creates better decisions. It strengthens resilience. And it supports

sustainable long-term success.

FROM REVENUE GROWTH
TO ENTERPRISE VALU

Growth gets you started.

Value takes you further. P PR, —— " ENTERPRISE |
> > VALUE |

Sustainable enterprise value is created when
revenue growth is converted into profitable,
scalable, and investable outcomes.

STRATEGIC
SCALABILITY

OPERATIONAL
EXCELLENCE

) PROFITABILITY
REVENUE [ & MARGINS

L@\ GROWTH Do Do
THE VALUE CREATION JOURNEY
22
P (o 00¢ >
ail /0 [¢] “an ©
1. DRIVE GROWTH ’ 2. IMPROVE ’ 3. GENERATE ’ 4, BUILD A BETTER ’ 5. MAXIMIZE
PROFITABILITY CASH FLOW BUSINESS ENTERPRISE VALUE
Build demand, Strengthen margins Convert earnings Invest in people, A valuable business
expand reach, through pricing, to cash with capabilities, is sustainable,
and win in mix optimization, efficient working innovation, and scalable, and
the market. and cost discipline. capital and CapEx operational attractive to
management. excellence. investors.
Focus: Focus: Focus: Focus: Focus:
Top-line expansion Efficient and Cash conversion Resilient and Long-term value
profitable growth and value funding future-ready creation

operations

THE ENTERPRISE VALUE EQUATION

0-02-0-0- 0

GROWTH PROFITABILITY EFFICIENCY RESILIENCE ENTERPRISE VALUE

Expands the Improves unit Drives operational Reduces risk The outcome that
opportunity economics leverage and volatility lasts

ENTERPRISE VALUE IS NOT A RESULT OF GROWTH ALONE—
IT IS THE RESULT OF DISCIPLINED EXECUTION ACROSS ALL DIMENSIONS.

GROWTH STARTS THE JOURNEY.
VALUE CREATES THE DESTINATION.
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The Value Lens

Enterprise value is created when growth improves the quality, resilience and scalability of the
business—not just its revenue.

DISCOVER

Understand the drivers of
enterprise value across
profitability, cash flow,
customer relationships,
operational performance
and organisational
capability.

Q

RECOVER

Address the factors that
weaken value creation,
including margin
pressure, working
capital inefficiencies,
growth complexity and
organisational
dependencies.

CREATE

Build a stronger, more
scalable consumer
brand capable of
generating sustainable
growth, stronger
financial performance
and long-term
enterprise value.

(cont)

The most
successful
consumer
brands do not
simply grow
revenue. They
continuously
iIncrease the
value of the
business
behind that
revenue.
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EXECUTIVE REFLECTION 1

FROM REVENUE GROWTH
T0 ENTERPRISE VALUE
b

Growth starts the journey. i
Disciplined execution Ol
ENTERPRISE | ~ -
ﬁ VALUE |
[ - g
OPERATIONAL

across all dimensions
* SCALABILITY
EXCELLENCE

creates lasting value.

PROFITABILITY
& MARGINS
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KEY REFLECTION QUESTIONS

O O & O | ©O
il | % 5] | & | @

REVENUE GROWTH PROFITABILITY OPERATIONAL STRATEGIC ENTERPRISE
& MARGINS EXCELLENCE SCALABILITY VALUE
Are we growing Are our marging Are we operating Are we building Are we creating
in the right sustainable and efficiently and capabilities and long-term value
markets with continuously delivering consistent, systems that can that is attractive
the right improving? high-quality results? scale with demand? to investors?
value proposition?
) © Revisit your strategy through all five dimensions. ‘ ‘ Enterprise value
= — entify the weakest link that could limit enterprise value. is not a result of
(> ify th kest link th Id limi pri I
# LY

growth alone—
it is the result of
discipline across
all dimensions.

© Align leadership and resources to close the gap.

TURN INSIGHT
INTO ACTION

© Track the right metrics and hold yourself accountable.
© Build a culture of disciplined execution and continuous improvement.

Where Do You Go From Here

Revenue growth is often the most visible indicator of success. Enterprise value, however, is
created through the quality of growth, the strength of business fundamentals and the
organisation's ability to sustain performance over time.

The strongest consumer brands continuously strengthen profitability, operational
effectiveness, customer loyalty, leadership capability and strategic positioning. By doing so,
they create businesses that are not only larger, but more resilient, scalable and valuable.

At Cuma, we help mid-sized consumer brands identify the drivers of enterprise value,
improve business performance and build operating models that support sustainable growth.

Through our Value Discovery, Value Recovery and Value Creation approach, we help
organisations move beyond revenue growth and focus on building enduring enterprise value.

The next question isn't how much
revenue your brand can generate.



Cuma is a strategy and performance advisory firm helping India's mid-
market businesses create sustainable enterprise value through strategic
clarity, operational excellence, financial discipline and organisational

capability.
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