Marketing Navigation:
How to keep your marketing plan on course

Edmund Bradford, Director, Market2win Ltd
Steve Erickson, VP Strategic Marketing, Parker Hannifin

© Edmund Bradford, Steve Erickson, Malcolm McDonald 2014




Implementation is a perilous journey

How often does your organization’s
marketing plan hit its key targets?

M All the time

M Most of the time
ki Some of the time
M Rarely

M Never

Source: Survey of 84 senior executives in 70 different organizations across 17 countries, 2011, Bradford & Erickson
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A multi-billion dollar issue




Implementation failure




Two types of risk

Commercial risk Commitment risk




Borrowing brilliance

Project Management
« Gantt Charts Physics/Science

- Budget Analysis * Sense & respond

Engineering
* Process thinking
» Spiral up
* FMEA

Change Management
& Leadership

» Kotter’s principles

» Force-field analysis

» Change loop

Marketing
Navigation

Business Games
« Strategy stress
testing

Key Account Management
 Relationship Mapping
* Commitment Assessment

Strategic Marketing
* Planning process

» Ansoff strategy risks
* Internal marketing

- Marketing due diligence Entrepreneurship

* Dynamic implementation testing




Negative Buy-in
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Low Commitment

Commitment risk

The Commitment Continuum
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Positive Buy-in

High Commitment




Commercial risk

The Ansoff Matrix
Products/Services
Existing New
Low Risk Moderate Risk
Bt Markejc Product
Penetration Development
Markets
Market ) e L.
Diversification
New Development
Moderate Risk High Risk
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“Marketing FMEA”

Sense and Respond

Top Risk Issues '
No. Risk Desired State Strategy Test Current Status Rating
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The Risk—=Commitment Matrix

High

Risk

(Commercial risk)

Low
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Danger Risk Alert

Plan correction required Risk correction required

Commitment Alert On course

Commit. correction required Full speed ahead
Low High

COm m itment (Commitment risk)
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 Four Phases

— Plan

Refine Plan

— Pilot

— Rollout

— Refine

 Continuous testing
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Straight-forward, scalable,
practical

Shows whether your plan
IS on course, on time and
on budget

Provides a GPS fix of your
current position

All on one page

Top commitment issues

SSSSSSSSS




13

Marketing
4 Capability

| FY05

June1
2006

Aug 27

FYO08

July 1
2007

v

Time

Phase 1: Build, Test & Launch

Phase 2: Roll

Out Phase 3: Refine

1. Build
Plan

Define phases, processes,
reviews, core
deliverables, and
‘“Toolbox”

|dentify Pilot Divs.

Prepare for initial
IT implementation phase

Communicate & confirm
program and rollout plan

Pilots
Pilot Winmap process with
3 Divisions

Cyclicality & global market
sizing pilots

Initial IT implementation
(Accolade, Excel)

Initial business reports
Evaluate pilot results

Make enhancements

3. Initial
Rollouts
Initial Division rollouts
Upgrade IT and reporting
capability (Relational
Database)

Monitorfreport results

Prepare for Parker- wide
rollout

Add more processes
(research, IMM, etc)

4, Parker-wide Rollout

Continue Division
rollouts

Continue upgrade of IT
and reporting
capabilities

Monitor and report
results

Begin transition to
‘Business as Usual”
process mind set

5. Refine

Processes becoming
ingrained in “everyday”
activity

>

>

>

Continual improvements to

the process

On-going IT and reporting
improvements

Continuing fraining and
coaching

&




Testing with a simulator

Segment Totals Sector Totals Product Totals Market Totals BCG Current DPM Target DPM

|' £10,710,000 || £8,820,000 || £3,636,930 |_ Value Propos]t]on

| £5,455,395 || £7,212,240 || £5,730,920 || £3

Meeded Performance
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- 'I Performance Profile - Alpha [7] I
Market The food and drink ma.
Selected Segment Segment Totals Sector Totak Product Totals Market Totals BCG Current DPM
Directional Policy Matrix
Contents: 5
Godls Mission Staternent @ 51 - Child - Frozen Food : £84.91m
Situation Review ~ Summary of Past Performance 65 : o e
T e < - Child - Kitchen Cupboard : £60.75m
Financial Progjections - All food and drink sold 5] @ 3¢ - Child-Drinks ; £46.30m
’ @ 55 - Adult - Frozen Food : £70.07m
Performance Profile - Focus [7] 5.5 @ St - Adult - Frash Food © £72,07m
_ <] @ 57 - Adult - Kitchen Cupboard : £47.75m
Selected Segment Segment Totals Sector Totals Product Totals m BCG Cu @ 56 - Adult - Drinks : £58.04m
B 45l @ 59 - Baby & Toddler - Frozen Food : £95.24m
Measure Bigstore Drinkit Focus  Greenworld Valueshop uc1 516 @ 510 - Baby & Toddler - Fresh Food : £95.24m N
Costs £85,259,884 £114,586,200 £131,803,209 £128,419,802 £67,361,779 g 4 [ @ 511 - Baby & Toddler - Kitchen Cupboard : £55.07m
Market Share 7.8% 10.5% 12.3% 11.9% 6.1% 'g @ 512 - Baby & Toddler - Drinks : £42.06m
Sales £101,324,856  £136,556,095 E£159,308,580 £153,049,753 £79,827,223 EGE: E 354 (1) 513 - Pensioner - Frozen Food © £65.42m
Profit £16,064,972 £21,970,795 £27,505,371 £25,529,951 £12,465,444 < p @ 514 - Pensioner - Fresh Food © £64.81m
w3 .
ROS 15.9% 16.1% 17.3% 16.6% 15.6% o @ 515 - Pensioner - Kitchen Cupboard : £41,28m
= () 516 - Pensioner - Drinks : £42.86m
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The leadership triangle

The
C-Suite Business
Leadership
Chan
Leader
The Marketm.g
. Leadership
Marketing
Function

Planning Implementation
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Seven steps to more success

. Learn to use t

Plan your imp

Test your implementation plan with a pilot exercise

ne Marketing Navigation System

ementation carefully

Rollout implementation

Refine the implementation

Use technology to improve implementation testing

mprove implementation leadership




In summary
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Stormy conditions lie ahead. Great mark&ing
leaders-will need reliable navigational aids to
ensure the success of their plans. -




18

Now what?

Read the book

Use the tools

Practice the ideas
Improve implementation

Share your experience

MARKETING

NAVIGATION

HOW T0 KEEP YOUR MARKETING PLAN ON
COURSE T0 IMPLEMENTATION SUCCESS

Edmund Bradford, Steve Erickson
and Malcolm McDonald

G)
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Thank you

Ed Bradford
e.bradford@market2win.com

Steve Erickson
serickson@parker.com

Professor Malcolm McDonald
m.mcdonald@MMcD-Marketing.com

www.marketingnavigation.com




