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A little bit about me…
Beth Sulentic

Education: BA in Marketing & MBA from University of
Northern Iowa

Companies:
ü

Marmon Holdings (2020-present)

ü

IDEX Corporation

ü

Stanley Black & Decker -Waterloo
Industries

Hobbies: Time with family, traveling, ancestry
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Marmon Holdings is a global industrial
organization comprising 11 diverse business
sectors and more than 100 autonomous
manufacturing and service businesses.
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Operations in

23

400+

countries

facilities

(highlighted)

$8 billion+
in annual revenue

20,000+
employees

Products &
services sold in

120+

countries
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Pre-Commercial Acceleration at Marmon
• Diversified business with limited marketing focus &
resources
• No corporate guidance
• Sales focused – “What are you going to do next
year?”
• 2018 – Continuous Improvement team formed
• 2019 – Started Value Pricing training
• 2020 – Pivoted to Strategic Marketing
o Case-based learning w/ University of Chicago professor
o Workbook guidance developed
o Focused guidance on Elevator Pitches and Perceptual Maps
o Joined ISBM
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Marmon Businesses
were on their own

Hired ISBM/emmgroup to take the next step
• We recognized a standardized Strategic Marketing Framework and
Process is critical to drive adoption and impact with businesses
• We need to develop and implement a Strategic Marketing Framework
to help businesses drive growth through strategic marketing best
practices
• The Marmon framework should build on existing practices (3Cs and
5Ps, SMP workbook, etc) and previous experience with value pricing,
U of Chicago training, etc.
• We were looking for an approach that is “simple and elegant”
• The framework will form a foundation for a broader commercial
excellence program with training opportunities, specialized skill
building, and a common planning process
7

The Marmon Strategic Marketing Framework was
completed in < 4 months (PHASE 1)
1.

Discovery of existing practices and key interviews

2.

Joint Blueprinting Session

3.

Iterative development of Framework, Stages, and Steps

4.

Creative Graphic Design

5.

Communication Scripts and Decks for Leadership &
Organization

6.

Development of tools and templates for all Stages and Steps

7.

Launch at Virtual Town Halls

8.

Project Based Learning Kickoff
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Vision: A program to accelerate our collective ability to differentiate, win and grow
in competitive markets

MARMON STRATEGIC MARKETING
FRAMEWORK

MARMON COMMERCIAL
CAPABILITY CURRICULA

The common best practices and tools Marmon
companies leverage to craft and execute
competitive strategy

The training experience that accelerates personal
growth and enables Marmon commercial teams to
compete and win

Program Development and Management, Change Management,
Communications, Metrics

Marmon Strategic Marketing Framework
Summary
STRATEGIC MARKETING
FRAMEWORK (ISP)
The common best practices and tools Marmon
companies leverage to craft and execute
competitive strategy

Purpose: Develop market and
customers insights to define
opportunity customer segments and
drive differentiation.

Purpose: Make strategic choices that
address customer needs to create
competitive differentiation and accelerate
profitable growth.

Purpose: Translate strategy into an annual
action plan to guide execution, deliver
customer value and achieve growth goals.
Identify the resources needed for success.

Framework Summary
STRATEGIC MARKETING FRAMEWORK
The common best practices and tools Marmon companies leverage to craft and execute competitive strategy

CRITICAL
ACTIVITIES

• Trend Analysis
• 5C Analysis

• Portfolio Optimization
• Vision and Objectives

• Key Issues and Opportunities
• Key Knowledge Gaps

• Segmentation
• Opportunity Target

• Portfolio Analysis

• Value Proposition (and Value
Story)
• Positioning and Branding
• Go-to-Market Strategy

Built off the best practices in B2B Marketing
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• Marketing Plan Development
• 5Ps; Product, Promotion,
Placement, Price, People
• Sales Enablement
• Communication Framework
• Content Strategy
• Lead Generation and
Management

Framework Summary
STRATEGIC MARKETING FRAMEWORK (ISP)
The common best practices and tools Marmon companies
leverage to craft and execute competitive strategy

CRITICAL
ACTIVITIES

• Trend Analysis
• 5C Analysis
• Key Issues and Opportunities
• Key Knowledge Gaps
• Portfolio Analysis
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Insights – Where to Play

Purpose: Develop market and customers insights
to define opportunity customer segments and
drive differentiation.

STAGE FOCUS
• Analyze market factors to identify key insights, issues and
opportunities that will guide the development of a competitive and
differentiated strategy.

KEY INPUTS u
• Current Year’s Strategy,
Plan and Results
• Existing Market Intelligence
(e.g., Data, Surveys, Web
and Social Media) and
Research

• Understand Key Customer segments and their most important
needs.

ESSENTIAL QUESTIONS TO ANSWER
• What are the most important opportunities and threats in the
market?
• What do Customers need and value?
• What are the Company’s perceived strengths and weaknesses?
• What are the key knowledge gaps?
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KEY DELIVERABLES u
• Insights for Strategy
Development
• Prioritized List of Key Issues and
Opportunities
• Identification of
Critical Knowledge Gaps (I-WishI-Knew) / Plan to Close the Gap

Insights – Where to Play

The Insights stage provides
an analytical framework and
tools for conducting a 360°
analysis of the market
opportunities. Evaluating
and understanding the
market from different
perspectives is critical for
identifying the market
opportunities and customer
insights that drive strategic
choices on where and how
to play.

KEY ACTIVITIES

PURPOSE

Trend Analysis

Identify strategic implications of the key trends affecting category dynamics and competitive
and customer behaviors.

5C Analysis (formerly
3Cs)

Conduct 360˚ analysis of the market – category, channel, competitor, company, customer –
to determine key insights for developing a differentiated strategy.

Identifying Key Issues
and Opportunities

Based on key market factors and dynamics, identify the issues and opportunities that
provide context for the strategic recommendation and plan.

Identifying
Knowledge Gaps
(IWIKs)

Identify key knowledge gaps and assumptions to be addressed over time in order to guide
strategy and minimize risk.

Portfolio Analysis

Conduct optional analysis of products or services to better understand profitability, lifecycle
maturity, and potential gaps or opportunities.
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Insights – Where to Play

Specific tools and
templates drive the
analytical process to
develop and document the
insights that will become
the basis of your
competitive strategy.
These tools can be flexibly
or situationally applied
according to need.

KEY ACTIVITIES

EXISTING TOOLS & TEMPLATES

NEW TOOLS & TEMPLATES

Trend Analysis

• PESTEL

• Trends

5C Category
Analysis

• Market

Trends Library
Situation Analysis
Five Forces

• Porter’s

5C Channel
Analysis

• Value
• Current

5C Competitive
Analysis

• Competitive

5C Customer
Analysis

• Addressable
• Value

5C Company
Analysis

Business Performance Analysis
Table

• Capability

• Competitive
• Customer

Benchmarking Table
Differentiation Framework

Value Drivers Table

• Key

• Customer
• Customer

Key Knowledge
Gaps

• IWIK

(E&Y) Portfolio Analysis
Framework
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SWOT

Competitor SWOT

• Key

• Marmon

Market Analysis

Chain Map
Chain Financial Analysis

• Company

Key Issues and
Opportunities

Portfolio Analysis
(situational)

Prioritization Table

Journey Analysis
Hierarchy of Needs

Issues and Opportunities Prioritization
(“I Wish I Knew”) Prioritization Table

• Portfolio

and Lifecycle Analysis Table

Purpose: Make strategic choices that address customer
needs to create competitive differentiation and
accelerate profitable growth.

Strategy – How to Win
STAGE FOCUS

KEY INPUTS u
• Company and Competitive
Insights
• Customer Analysis
• Critical Key Issues and
Opportunities
• Knowledge Gaps prioritized “I Wish I Knew”
list
• Business Strategy and
Guidance

• Identify and select the opportunity customer segment that
represents the best opportunity for growth.
• Develop a compelling value proposition and positioning to deliver
value and create differentiation.
• Create long-term vison and objectives to guide the strategy.
• Formulate a compelling go-to-market strategy to focus your effort to
deliver and capture customer value.

ESSENTIAL QUESTIONS TO ANSWER
• Which customers should we focus on given their attractiveness and
our ability to serve their needs?
• What offer can we make to meet their needs and create value over
time? What is promise we want to make?
• What is our vision for growth and how will we measure success?
• How do we efficiently and effectively deliver value to the market and
generate an experience to meet customer needs and expectations?
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KEY DELIVERABLES u
• Vision, Objectives and LongTerm Goals
• Opportunity Segment
Profile(s)
• Segment Value Proposition &
Value Story
• Positioning and Branding
• 4P Go-to-Market Strategy
• Customer Experience Strategy

Purpose: Translate strategy into an annual action plan to
guide execution, deliver customer value and achieve
growth goals. Identify the resources needed for success.

Action – Plan to Succeed
STAGE FOCUS
KEY INPUTS u
• Long Term Strategic Goals
and Initiatives
• Top-Down Business
Priorities and Constraints
for the Plan Year
• Key Issues and
Opportunities from Annual
Market Assessment
• Target Segment Profiles,
Value Proposition and
Positioning

• Set financial, customer and marketing goals to guide annual planning and
measure success.
• Develop the key initiatives needed to deliver the value proposition and
achieve the objectives.
• Develop the tactical “marketing mix” to deliver the initiatives based on
the 5P framework.
• Estimate the key resources and budget needed to succeed.

ESSENTIAL QUESTIONS TO ANSWER
• What key marketing and customer outcomes are needed to achieve our
financial goals?
• What are the major strategic moves needed to impact the market?
• What tactics should we use in marketing to achieve the initiatives?
• What cross functional resources and budget are required to execute the
plan?
• How do I engage the organization to act?
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KEY DELIVERABLES u
• Annual Marketing “Action” Plan
• Annual Objectives/Goals and
Initiatives
• “5P” Marketing Mix Details
• Product, Promotion,
Placement, Price, People
• Positioning and Messaging
Framework
• Demand Generation Plan
• Content Plan
• Learning Plan
• Annual Budget

What Happens Next?
• Three Marmon businesses will be using the
Framework and Best Practice Tools between
now and the beginning of 2022 in expert-led
workshops.
• The Framework will be made available to all
Marmon businesses in the 4Q 2021.
• In 2022, we will offer expert-led Workshops
for all Marmon businesses to use on key
projects in their businesses.
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Workshop Overview
• Workshops & coaching to be conducted by EMM Group and ISBM
• Virtual Sprints for Insights and Action Planning
o One week of live, online training sessions (3-4 hours total) followed by a 2–3 week application period where teams
work with coaches to produce outputs for the Insights and Action Plan phases.

• Face-to-face Strategy Workshop
o 2-3 day workshop in central location with all teams to review Strategic best practices and develop project
deliverables.
o Followed by short application period to refine work

• Final project review with Sponsors – summary of growth strategy or other important growth
project

Team
Chartering
& Kick-off

Virtual
Insights
Sprint

F2F
Strategy
Workshop

Virtual
Action
Plan Sprint

• 2 weeks

• 4 weeks

• 4 weeks

• 3 weeks

3-4 months

Final
Project
• 1 week

Future
• Vision: Marmon to become a best-in-class B2B marketing
organization by 2025
o 2021

Create strategic marketing framework w/ initial training and tools

o 2022

Launch Commercial Acceleration Program (CAP) to the
complete organization

o 2023

Launch a Training Academy

o 2024

Launch other frameworks
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Do you use Strategic Marketing
Frameworks in your
organization?
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Questions??
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