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Taking Agile across the Organization
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Agenda

Taking Agile marketing across the organization

Preparing to scale

Taking the next steps
Staying aligned using SAFe
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Getting Ready to Scale
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What not to do...

Jump into the deep end of
the pool

DEEP END
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Start with one or more Agile marketing

pilots & /e
o @

(AgileAl(\lllarketing

You have a burning platform...

Pilots
Long lead times @ WP o

Campaign flexibility and responsiveness @

Non-existent feedback loops and customer input

Lack of alignment ([

Focusing on systems (creative silos) °
instead of organizing around value

Centralized decision making @
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Moving from waterfall campaigns

Web
Asset

Content

Social
Media

Online Advertising (PPC)

Review & revise PPC campaigns; landing page strategy & development; test, measure & revise

Technical Issues
Run, review technical architecture report to access and correct website penalties
Analytics

SEF checklist details in place; GA & HubSpot tracking across website and PPC: assess other measurement tools

Measurement

Monthly analysis, review and recommendation based on monthly stats
Optimization

Optimize available static page website content as needed

Additional static content written and optimize as needed (TBD)

Review blog strategy; revise as needed with editorial content calendar
Develop CTA strategy for lead generation through HubSpot

Consider other content marketing strategies: e-books, videos, mobile app, etc.
Provide guidance in organic email marketing strategy

Social Marketing

Linkedin company page best practice guidance

Twitter best practices guidance

Social media training for key staff (as needed)

Expand social media engagement among staff and available resources
Integration of Pilgrim'’s other marketing initiatives into social media strategies

July [Aug | Sep | Oct | Nov | Dec | Jan | Feb

Start to break down organizational silos
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Digital Creative
Campaigns
Copy

Product
Marketing

Marcom

Marketing Ops




“The role of a leader is not to
come up with all the great

ideas. The role of a leaderis to
create an environment in which

great ideas can happen...”

”, . / \
.
. - »
A“/A ),
Simon Sinek, Author, Metivational Speaker
Author of “Start with Why““and “Leaders Eat Last”
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Agile Marketing
Alliance
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Eliminate handoffs Process time @ Lead time Q
and delays
Content [J 4n
Strategy Creat?a Brief
Handoffs between . O
. .. opywriter [ - .
individuals = : " Revise
o ) Graphic B
Specialized skills Designer - Revise
Subject E | E
Handoffs between teams
é.”. D
Publish
Manager ) ;
Source: Content Marketing Institute
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Forming Cross-Functional Teams

Content . -
Production
Manager

Subject
Matter
Expert

Designer
=

Aglle Marketlng
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How do we do this at scale?

@ S Scaling Agile

Agile
Marketing
Pilots

Marketing

Aglle Marketlng
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Taking the Next Steps

Agile Marketing

Alliance

Who else is leaning in?

Identify additional champions &
+ areas of expansion

( « Referrals from pilots
* Inquiry emails
« Awareness sessions
* Training sessions

|||||
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What's the next tipping point?

* Business unit?
* Product line?
« Demographic?
» Geographic?

LAgile\Marketing
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|dentifying the guiding coalition

Who are your change agents?

Do you have an ATO?
Who can help lead the change? A

(Agile Marketing
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Align with your vision

Align with organizational initiatives

|||||
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Articulate needs

LAgile Marketing

Alli
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BUDGET

PEOPLE

18
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Tracking results

Demonstrate measurable

improvements from the pilot
programs

(iAgile Marketing
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Executive Buy-in

(Agile Marketing
Alliance

20
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Gaining Executive Buy-in

* Reduce risk and exposure
» Speaktoresults

« Demonstrate support
 Aligntotheir goals

* Make clear requests

(Agile Marketing

Alli
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Staying Aligned Using SAFe

Agile Marketing

Alliance
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Integrating functions that touch Agile marketing

Scaling Agile
Marketing

|||||
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Implementations touch other parts of marketing
GLOBAL Scaling Agile
Marketing
AgileAIl\ll!aanrckeeting
24
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Step 1: Identify business functions

Home Description

@ Eﬁ[ Scaling Agile @

Marketing

aaaaaa
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Step 2: Identify the business people needed
o
(rmn)
/
\
\
Scaling Agil =
caling Agile
Marketing /
AgileAIl\ll!aanrckeeting
26
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Step 3: Identify their levels of involvement

Medium

Light Scaling Agile Heavy
Marketing

|||||
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Light: shared service
Shared Scaling Agile
Services » Marketing
(AgileAll\ll!aanrckeeting
28
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Medium: stakeholder in key events

AGILE RELEASE TRAIN S

ART Sync

j. ART events
=

‘—_:. Team events

Scrum of Scrums

A

° [ ] Business
0 Al Owner
ollil gk o 0
il @ i ’ ‘
Planning S‘.E' Iteration Stand-up “
=T Planning Iteration System
Review Demo e e Business
fteration  gackiog Representation
Retro Refinement
iy VY |
o Inspect & Adapt BHEEY
Prepare for Pl Planning
\/. Business
©Scaled Agile, Inc. Teams
29
:individual ile team
Heavy: indiviquals on agile teams
roviding Afordable Hortgages and Award Winning Clent Sovie for More th

Agile Teams

& N

Data Engineer o

\ O
S50 AA
‘ _» z-u- Product
“ ' Owner
Data Scientist \\ |III| /

© Scaled Agile, Inc.
Master

Home Descri

iption

gezs

eeeeee

(Agile Marketing
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Heavy: business team(s) on the ART

MARKETING TEAM:

9
- Copywriter ‘
‘ Graphic
u Designer

. . uUx
Scaling A.glle Campaign
Marketing Manager
Agile Team p
[ ]
o | sm2S o
i\ - V]

Scrum Product

Master Owner
© Scaled Agile, Inc. l

~ Ckeeting
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Integrate functions touching the implementation

Step 1: Identify the functions that
touch the implementation
Step 2: Select the people in those

Scaling Agile .
£ 55 functions needed

Marketing

Step 3: Determine how involved
the people need to be

|||||
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Leading the Change

(Agile Marketing
] Alliance

Resistance to change is the
most cited reason for
organizational change failure
found in research

- Decker, Durand, Mayfield, McCormack, Skinner & Purdue, 2012

34
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Keys to leading successful change

» Establish a sense of urgency p——
» Create a powerful guiding coalition ! mm
» Develop the vision and strategy I— EA D | N G
CHANGE

» Communicate the vision
» Empower employees for broad-based action

» Generate short-term wins

JOHN P.

» Consolidate gains and produce more wins KOT -|- E R

» Anchor new approaches in the culture o

Lean-Agile leadership

Mindset & Principles

Fixed Growth

Mindset » Mindset

I:I Core Values ng Lean-Agile Mindset % SAFe Principles © Scaled Agile, Inc

Agile Marketing
A

lliance
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Lean-Agile leadership

Leading by Example

& Authenticity

& Decentralized Decision-Making
& Emotional Intelligence

.l XO

& Lifelong Learning

& Growing Others

© Scaled Agile, Inc

(Agile Marketing
Alliance
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Lean-Agile leadership

Leading Change

Change Vision

Coalition for ﬁlange

Psychological Safety
L ¢

) I B N )
© Scaled Agile, Inc

Aglle Marketlng
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STEPS TO SCALING

Agile Marketing
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GO SLOW AND GROW

» Run pilots
» Build buy-in gradually

» Expand into other teams

llllllll
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INTEGRATE OTHER TEAMS

» ldentify the functions & teams
» ldentify the people on those teams

» Determine the level of involvement

AgileAMarketing

lliance
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LEADERSHIP, LEADERSHIP, LEADERSHIP
» If leaders aren’t fully on board, the transformation
will fail
» Lead with a growth mindset & by example
» Be willing to lead the change
AgileAMaanl'clgeting

42
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FREE RESOURCE ——

————
https://www.scaledagileframework.com/safe-for-marketing/

&Agile Marketing
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COME JOIN US!
Agile Marketing
Alliance
kAgileAM?r(keting
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Melissa Reeve

melissa@agilemarketingalliance.com

B linkedin.com/in/melissamreeve/

Agile Marketing

Alliance
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