
GrowthWheel  
13 Session Training 

Course
Training program for students
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Example of a GrowthWheel course
13 sessions of 2 x 45 min. 
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Session 1 
Get Focus and  

Take Action

Session 2 
Make Decisions

Session 3 
Make Decisions

Session 4 
Make Decisions

Session 5 
Make Decisions

Session 12 
Set Ambitions  

and Track Outcomes

Session 6 
Get Inspiration 

Articles

Session 7 
Practice Pitch

Session 13 
Final Pitch

Session 2 
Make Decisions

Session 3 
Make Decisions

Session 4 
Make Decisions

Session 5 
Make Decisions



Example of a standard sessions
2 x 45 min.

Segment Slot Details

Instructor presentation of a tool or a 
concept 15 min.

The instructor introduces the topic or the tool that 
the students are going to work with

Work in groups or individually 15 min.
The students work with the tools and planning 
decisions and actions for their business 

Time-Out/Class discussion 15 min
The class discuss in plenum alternative solutions 
to the issues that they have been working with

Break 15 min

Instructor presentation of a tool or a 
concept 15 min

The instructor introduces the topic or the tool that 
the students are going to work with

Work in groups or individually 15 min.
The students work with the tools and planning 
decisions and actions for their business 

Time-Out/Class discussion 15 min.
The class discuss in plenum alternative solutions 
to the issues that they have been working with



Session 1
GrowthWheel and the 20 Focus Area 

360° Screening 
30-60-90 Days Planning



1st Session – part 1
45 min.

Introduction to GrowthWheel and 
the 20 Focus Areas   
15 min. 

The instructor introduces the 
GrowthWheel concept. 

Presentation of the 20 Focus 
Areas and how to get focus with 
GrowthWheel.

Make a Screening of the business   
15 min. 

Use GrowthWheel to make a  
360° Screening of the Business. 

Students start by making an 
individual screening. 5 min. 

Students present and discuss in 
groups the screenings they made. 
10 min.

Time out: Class Discussion   
15 min. 

Each group present key points 
from their discussions to the 
class as well as the Focus Areas 
they chose for the business.
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1st Session – part 2
45 min.

About making Decisions and 
taking actions with the 30-60-90 
Days Action Plan 
15 min. 

The instructor presents how to 
work with decisions and actions 
in planning a business. 

Introduction to the GrowthWheel 
30-60-90 Days Action Plan and 
how to use the 30-60-90 Days 
time line.

Make a 30-60-90 Days Plan   
15 min. 

Based on the Screening the 
students made in the first part of 
the session, the students work 
with the 30-60-90 Days Plan and 
decide which decisions to make 
and which actions to take. 

The students should also priotize 
the tasks by marking out on the 
timeline when each of them 
should be done.

Time out: Class Discussion   
15 min. 

The students present their action 
plans to the class and discuss the 
decisions, actions and timeline.

Decisions 
to make

Actions 
to take



Session 2-5 + 8-11
Workshops  

with Frameworks and Decision Sheets



2nd session – part 1
45 min.

Focus Area Introduction  
15 min. 

The instructor intoduces the 
Focus Area of the session —for 
instance product portfolio. 

Students give examples of 
different products (introductory 
products, add-ons, flagships etc.) 

Group Discussion 
15 min. 

Introduction to the Framework for 
the theme. 

Students discuss in groups the 
“Topics for Discussion” of the 
Framework.  

Time Out: Class Discussion 
15 min. 

The groups tell the class what 
they discussed and what they 
came up with.



2nd session – part 2
45 min.

Decision Sheets  
Individual work 
15 min. 

Each student chooses 1 of the 5 
Decision Sheet within the Focus 
Area to work with. 

Students work individually for 10 
min. with the Decision Sheet they 
chose.

Workshop in groups 
15 min. 

Students form groups and 
present to each other the work 
they have done with the Decision 
Sheet. 

They continue the work in groups 
by adding decisions and actions 
from the Decision Sheet to the 
30-60-90 Days Plan.

Time Out: Class Discussion 
15 min. 

The groups tell the class what 
they discussed and what they 
came up with. 

The discussion continues in the 
class.



Example of 2 x 4 sessions with Decision Sheets
Instructor or students select 8 out of 20 Focus Areas



Session 6
Articles  

Presentations 

© Copyright 2005-2018 VækstHjulet ApS International Inc. og David Madié 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6th session – part 1
45 min.

Articles to read 
HOMEWORK 

Before this class, each student or 
group reads an article of own 
choice that is relevant to the 
Focus Area within which they are 
working.

Preparation of the 30-60-90 Days 
Plan and the Presentation 
30 min. 

Students work in groups to 
prepare a presentation of an 
article they have read. 

They find key points from the 
article they can use in the action 
planning of the business. 

They add decisions and actions to 
the 30-60-90 Days Plan based on 
the takeaway from the articles.

Time Out: Class Discussion 
15 min. 

Follow up in the class with 
questions that came up in the 
group work that could be relevant 
to the entire class.

up showing the company in a bad light – journalists do not 
always choose to write about the nuances and focus on the 
angles of the story that we think are the best or most 
interesting. It may help to agree with the journalist that we 
get to read through the article for any factual errors prior to 
publication. Otherwise we have to accept that our story will  
be told the way the  journalist sees it. 

The emotional barrier that holds back most 
entrepreneurs is the idea that the media  will just not be 
interested in writing about our company. But the media 
market is huge and with the right angle to the right media, it 
is not hard to get free publicity. 

Lots of Media

Opportunities for media to be contacted are many and 
include both print media, broadcast media and online media. 

Print media includes many more options than just major 
newspapers. From industry specific print media to local 
weekly newspapers, magazines and trade  and professional 
journals that are relevant to our field, there are thousands of 
print outlets for our story.

Broadcasting includes both TV and radio, national and 
local channels. Most entrepreneurs dream of hearing praise 
over the radio or on national TV. However, as an 

PAGE 3 | 4

TYPE OF PUBLICITY OPPORTUNITIES FOR MEDIA 
COVERAGE EXAMPLE

PUBLICITY OF PEOPLE

Portrait • To make up for an interview about your business, yourself or both, which gives readers the 
opportunity to identify you. 

PUBLICITY OF PEOPLE Anniversary • You or the company turns around, giving rise to give a perspective on the past 10 years of 
development and its .

PUBLICITY OF PEOPLE

Award Ceremoni • You win the award one entrepreneurʼs prize and are honored with a mention.

PUBLICITY OF OPINIONS

Opinions • Do you provide an opinion on a topical issue in which your opinions are relevant. .

PUBLICITY OF OPINIONS Commentary • You comment on the news about other companies, events, or studies. PUBLICITY OF OPINIONS

Response Letters • You write a latter on the business side of a professional topic related to the company. 

PUBLICITY OF EVENTS 

Events • To implement an event in the form of a seminar, a reception or a charity event, and the 
media writes about it before, during and / or after 

PUBLICITY OF EVENTS 

Conferences and Seminars • To participate in a conference and may participate as a speaker or provide a perspective on 
the topic under discussion. 

PUBLICITY OF EVENTS 

Accounts • To publish your financial statements together with an opinion on a surprising development.  

PUBLICITY OF EVENTS 

Inaugurations and Movements • To start a new business, a new department, moving to new premises or inaugurates a new 
production hall or store. 

PUBLICITY OF PRODUCT 
NEWS

New Discoveries • To publish a new invention or a different concept that is relevant to readers.

PUBLICITY OF PRODUCT 
NEWS

New Versions of Products • To launch a new and updated version of your product or concept. 
PUBLICITY OF PRODUCT 

NEWS

Publications and Releases • To publish a publication or report which the media provides an extract from or review of. 

PUBLICITY OF NEW 
CUSTOMERS

New Discoveries • News on enterprise customers.

PUBLICITY OF NEW 
CUSTOMERS

Significant Orders • You publish a received order that will have your industryʼs attention.

PUBLICITY OF NEW 
CUSTOMERS

Cooperation agreements and 
alliances • You enter into a cooperation or alliance with another company that has the media interest.

PUBLICITY OF NEW 
CUSTOMERS

Emerging Markets • You move into a new market, which is unusual for a company in your industry. 

PUBLICITY OF NEW 
CUSTOMERS

New Suppliers • To work with a supplier from an exotic or unusual location.

The same goes for news of new customers or large orders 
the company has received. It is only interesting to the media 
if there is a good angle:  a good headline, something that 
would sell magazines.

A Good Story

When reporters and editors evaluate and select and angle a 
story, they do so according to  fixed criteria for what makes a 
good story. Some of these traditional news criteria are 
illustrated in the model ”Headlines that sell.” The model 
shows that a story can make headlines if it is sensational, 
topical and significant, is something the reader can identify 
with or contains a conflict. 

Sensation is obviously news that stimulates great 
enthusiasm or excitement, such as scandalous revelations, 
controversial products, revolutionary end products, or news 
involving celebrities. However, sensations probably don’t 
happen that often in our own companies, so just having an 
element of surprise - something unexpected - might do the 
trick.

Topical requires that the story is about something 
happening right here and now, or in the very recent past or 
very near future. It can be press release about an event 
happening today,  but it may also be that our story provides 
something that is topical and currently relevant to what 
people are talking about – for example that our product or 

service is a solution to a problem that is already on the 
agenda in the media and in society generally. 

The significant criterion  is easily satisfied if the story has 
relevance to a community – for example affecting a large 
group of people in the region, in an industry or a particular 
group. The more people’s lives are affected by the story, the 
better it is. The story will also be significant if, for example it 
addresses a situation that many companies have in common. 

Identification is achieved if the reader can relate to the 
story, so the story feels relevant, e.g. if it is concerned with 
something that the reader knows from his everyday life, or 
has even experienced. 

Finally, a story is immediately better – seen from the 
reporter’s eyes – if it contains conflict. There must be an 
element of drama that captures the reader’s interest and 
excites curiosity. Conflict for a story can be found in us and 
our  company (something which is or has been a great 
challenge), or it may be about the external business 
challenges such as the presence of some large powerful 
competitors in our industry and the progress we  have made 
against all odds.

Emotional barriers

The very fact that there must be a conflict – or anything 
controversial – in a story for it to be appealing to the media 
can be an emotional barrier for some entrepreneurs. We may  
be nervous about being misquoted, or that the story will end 

COMMUNICATIONS & PR
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Headlines that sell:

© 2010 Startup Company Inc. and David Madié. 

TIMELINESS

IDENTIFICATION

SENSATION

CONFLICT

MATERIAL SIGNIFICANCE

NEWS • HEADLINES

Stories about something 
unexpected or unusual

Stories about conflicts between 
people and/or interests.

Stories that are important for many people and 
have great social impact

Stories which allow for 
people to identify with the 
presented story

Stories about events in the 
recent past or immediate future

Reprint of article in the Danish entrepreneurship magazine The Entrepreneur (Iværksætteren)
Development Area: Communications & PR

15 Minutes of Fame
   - Using the media to help sales
As entrepreneurs we often have limited budgets available for advertising. Therefore any 
free media coverage,where there will be exposure to new customers and partners,is very 
valuable. But what can we do to get the media to take an interest in our start-up?

It is actually much easier to get media coverage than most 
entrepreneurs imagine. Every day, journalists must find new 
stories, and they can only write about the stories they have 
heard about. By creating relationships with journalists and 
understanding the themes that interest their readers, we can 
generate stories that qualify for media coverage. Getting 
space in print or on-air is priceless as advertising. Media 
exposure is actually also a better way to be presented to 
potential customers than traditional advertising, because it is 
far more credible and interesting than an advertisement that 
the company itself has produced. 

Not all news is interesting, however, so to get media 
attention, we must create good stories about our company 
and our products or services. So, how do we do it?

Many Stories to Choose From

The first step towards media coverage is to find out what the 
story or coverage should be about. There are many different 
types of coverage one can consider, as shown in the table on 
the following page. The first story type is about people. This 
may, for example, be portraits or news about special 
situations that we, as  entrepreneurs have been in. Everyday 

there are examples of such stories in the media, and there is 
always a need for more.  

Another type of story, as seen in the media every day, are 
stories about events – for example conferences, product 
launches or other special arrangements – which will attract 
many people. This may be mentioned under ”upcoming 
events” or it may be a story reporting on the event or 
inspired by the event – such as follow-up stories. 
If we cannot generate interest in our personalities as 
entrepreneurs – or are not interested in personal publicity – 
an alternative is to get our opinions talked about. This may 
be in the form of contributing to debates, writing letters to 
publications, or leaving comments on blogs, forums, etc. We 
will, however seem much more reliable if we get ourselves 
seen as  ”today’s expert” and be invited by the media to 
comment on events, surveys or news about other companies. 
Comments about product news provide a different type of 
story that often finds it way into the media, but which may be  
more difficult to achieve for our company. As  entrepreneurs, 
we feel of course that it is extremely interesting that we have 
made an updated version (2.0) of our product, but the media 
must be convinced that this story is newsworthy before they 
will broadcast it to their audience.
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6th session – part 1
45 min.

Topic Presentation  
15 min. 

3 groups or students present their 
article and the decisions and 
actions they planned for the rest 
of the class.  

5 min. per student/group. 

Time Out: Presentation Feedback 
30 min. 

After each presentation, the class 
gives feedback to the student/
group and discuss key points in 
the article presented. 
 
Could the group add other 
decisions and actions to the 
action plan? 

10 min. feedback after each 
presentation.



Example of a GrowthWheel course
13 sessions of 2 x 45 min. 
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Session 1 
Get Focus and  

Take Action

Session 2 
Make Decisions

Session 3 
Make Decisions

Session 4 
Make Decisions

Session 5 
Make Decisions

Session 12 
Set Ambitions  

and Track Outcomes

Session 6 
Get Inspiration 

Articles

Session 7 
Practice Pitch

Session 13 
Final Pitch

Session 2 
Make Decisions

Session 3 
Make Decisions

Session 4 
Make Decisions

Session 5 
Make Decisions



Session 7 + 13
Pitch your company  

to the class



7th session – part 1 + 2
2 x 45 min.

Practice Pitch  
15 min. 

Each student or group does their 
pitch in front of the class. 

3 min. per group.

Time Out: Pitch Feedback  
45 min. 

After each pitch, rest of the class 
gives feedback to the student/
group and discuss ways to 
improve it.  
 
Would they buy the product or 
service? Why? Why not? 

What impression did we get of the 
presenter?



Session 12
Scoreboard 

Set Ambitions. Track Outcomes.



12th session – part 1
45 min.

Scoreboard Introduction  
15 min. 

Introduction to how we can work 
on setting ambitions and tracking 
outcomes. 

Why is it important to decide (and 
agree on) the goals for the 
company? And why should we 
remember to note the things we 
already?

Tracking Outcomes Workshop 
15 min. 

Students form groups and work 
on the Scoreboard to track the 
outcomes (on the flip side) they 
already made in the company. 

They work with results and 
achievements.

Time Out: Class Discussion 
15 min. 

The groups tell the class what 
they discussed and what they 
noted. 

Discussion in the class about 
tracking ambitions and why this is 
important.



12th session – part 2
45 min.

Setting Ambitions Workshop  
15 min. 

Students form groups and work 
on the Scoreboard to set 
ambitions for the company. 

They work on classifying the 
ambitions whether they are a 
challenge, in progress, or on 
track. 

30-60-90 Days Plan Workshop 
15 min. 

The students work in groups on 
their 30-60-90 Days Plan. 

They write down which decisions 
they should make and which 
actions they should take to get 
closer to reaching their 
ambitions. 

Time Out: Class Discussion 
15 min. 

The groups present their action 
plan to the class.  

The class gives feedback.



Session 7 + 13
Pitch your company  

to the class



13th session – part 1 + 2
2 x 45 min.

Final Pitch 
15 min. 

Each student or group does their 
final pitch in front of the class. 

3 min. per group.

Time Out: Pitch Feedback  
45 min. 

After each pitch, rest of the class 
gives feedback to the student/
group and discuss ways to 
improve it.  
 
Would they buy the product or 
service? Why? Why not? 

What impression did we get of the 
presenter?


