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Implementation is a perilous journey

How often does your organization’s 

marketing plan hit its key targets?

All the time

Most of the time

Some of the time

Rarely

Never

38.6%

52.9%

8.5%

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

13% $50 B
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Implementation failure
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Two types of risk

Commitment riskCommercial risk
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Borrowing brilliance

Change Management 

& Leadership

• Kotter’s principles

• Force-field analysis

• Change loop

Project Management

• Gantt Charts

• Budget Analysis

Engineering

• Process thinking

• Spiral up

• FMEA

Physics/Science

•Sense & respond

Key Account Management

•Relationship Mapping

•Commitment Assessment

Strategic Marketing

• Planning process

• Ansoff strategy risks

• Internal marketing

• Marketing due diligence

Business Games

•Strategy stress 

testing

Entrepreneurship

•Dynamic implementation testing

Marketing 
Navigation
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Commitment risk

- 5 + 50- 3 - 2 - 1- 4 + 2 + 3 + 4+ 1

High CommitmentLow Commitment
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Commercial risk

Market

Penetration

Product

Development

Market

Development
Diversification

Existing New

Existing

New

Products/Services

Markets

Low Risk

High RiskModerate Risk

Moderate Risk

The Ansoff Matrix
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“Marketing FMEA”

Sense and Respond 

Strategic Account Management
Engineering
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The Risk–Commitment Matrix

Low

Low

High

High

Risk
(Commercial risk)

Commitment (Commitment risk)

Danger
Plan correction required

!

On course
Full speed ahead

Risk Alert
Risk correction required

Commitment Alert
Commit. correction required
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Implementation phases

Plan

Rollout

Refine

Test

Pilot

• Four Phases

– Plan

– Pilot

– Rollout

– Refine

• Continuous testing
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The Marketing Navigation Dashboard

Plan Date:

Revision:

On Course? Key Actions

Action Who? When? Complete?

Risk Commitment

4.0 -2.5

On Time?

Yes

On Budget?

Yes

Top Risk Issues

No. Risk Desired State Test Rating

R1

R2

R3

R4

R5

Score 4.0

Top Commitment Issues

No. Desired State Stakeholders Test Rating

C1

C2

C3

C4

C5

Score -2.5

Implementation Dashboard

Updated:

Strategy

Strategy

Plan/Project:

Owner:

Start of Year 1

Current Status

Helm Phase

Current Status

1.0

3.0

5.0

-5.0 0.0 5.0

R
is

k

Commitment

!

On Course

Plan

PilotRoll-out

Refine

Test

• 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
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The change strategy is key
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Testing with a simulator
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The leadership triangle

Planning

The 

C-Suite

The 

Marketing 

Function

Implementation

Business 

Leadership

Change 

Leadership

Marketing 

Leadership
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Seven steps to more success

1. Learn to use the Marketing Navigation System

2. Plan your implementation carefully

3. Test your implementation plan with a pilot exercise

4. Rollout implementation

5. Refine the implementation

6. Use technology to improve implementation testing

7. Improve implementation leadership
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Stormy conditions lie ahead. Great marketing 

leaders will need reliable navigational aids to 

ensure the success of their plans.

In summary
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• Read the book

• Use the tools

• Practice the ideas

• Improve implementation

• Share your experience

Now what?
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Thank you

www.marketingnavigation.com

Ed Bradford 

e.bradford@market2win.com

Steve Erickson 

serickson@parker.com

Professor Malcolm McDonald 

m.mcdonald@MMcD-Marketing.com


