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2022 Marriner Marketing Initiatives – FINAL

Strategic Framework

Role Marriner Plays in the World: Help people make purchase decisions that align to their functional & emotional needs by delivering the right message to the right person at the right time.

Agency Values
· Intellect = Curiosity
· Emotional = Warmth
· Executional = Perseverance

Paradigm Framework and Departmental Roles

Framework – Quantum Marketing
The concept of Quantum Marketing was established by Raj Rajamannar, the CMO of Mastercard. It has been adapted by organizations like General Mills, Unilever, PepsiCo and Pernod Ricard. Quantum Marketing seeks to combine the power of creativity with data and breakthrough technology to drive business growth. It underscores our desire to forge greater integration among our teams. The paradigms of marketing that Rajamannar outlines are reflected in our new structure. You are encouraged to read (or listen) to the book. If that is not your thing, this video gets to the heart of it.

Paradigms of Marketing and Departmental Ownership
The five paradigms of marketing are fluid and the desire is not to move from one to the next, but to continually improve upon each and create linkage. To that end, we have identified departmental owners and supporters for each paradigm. 


	Paradigm
	Title
	Described
	Owners/Support

	One
	Product
	Literal, rational and product centric.
	Owner: Strategy
Support: Account/Creative

	Two
	Emotional
	The ownability of emotion.
	Owner: Strategy
Support: Account/Creative

	Three
	Data Driven
	Data as a competitive advantage.
	Owner: Media and Performance
Support: Technology

	Four
	Always On
	Mobile and social as accelerants.
	Owner: Media and Performance
Support: Technology

	Five
	Quantum
	New technologies create new connections.
	Owner: Technology
Support: Media and Performance, Creative, Production



Goals

Billable Fees Goal: Our 2022 goal is $7.2MM.
· This is about 6% higher than our pre-COVID high set in 2018 ($6.8MM)

Customer Churn and Employee Turnover Goals:
· Manage customer churn to 10% of billable fees or less
· Manage employee turnover rate to 20% (industry benchmark per Adweek was 30% prior to COVID)
How do we create linkage of goals?
· Department Vision: Each VP will work with their team to establish a departmental vision that outlines the role their team will play in supporting agency goals and values/how they will work cross departmentally
· Job Descriptions/Goals: President/EVP to draft for departmental VPs, departmental VPs draft for all team members
· Senior leadership to share goals across departments, collaborate on how shared goals are communicated and assigned to teams
· Within departments – cross sharing of goals and accountabilities 
· Semblance of Accountability– teams meeting to review initiatives, goals and accountabilities on a regular basis (at least quarterly, consider monthly)
· Regular one-on-one with direct reports and regular execution of annual employee reviews (and six month for new)

Key 2022 Departmental Initiatives

HR/Accounting
· HR
· Critical Functions: To be an employer of choice, we must continue to improve on:
· Benefits
· Process (onboarding, annual reviews, PDPs/PIPs, exit interviews, etc)
· Culture
· Total compensation packaging
· Recruitment (partner with department leads to always be recruiting)
· Training/professional development
· Employee retention
· “Selling” agency and roles to prospective employees
· Financial
· Critical Functions: Payments/receivables, cash management, reporting
· Cross Functional Enablement: Partnership with departmental leads to successfully manage their teams from a financial perspective 
· Identify metrics that matter (should tie to goals) and a frequency for reporting
· Close connection to account from a forecasting/actuals perspective
· Implementation: Realization of WMJ, Adswerve, Basis/Centro, Bionic, etc. from a financial perspective
· Culturally: Shift in mindset from utilization to value of total output

Production
· Critical Functions: Effectively price scopes, predictive resourcing, project management and workflow ownership, successful sourcing and management of outside vendors, adopt and productize new service offerings to fuel agency growth while meeting the evolving needs of clients.
· Implementation: Realization of WMJ, Adswerve, Centro/Basis, Bionic, etc. from a project management and tracking perspective
· Cross Functional Enablement: Creative, strategy technology and media/performance teams from a workflow mapping perspective
· Who?
· What?
· When?
· How much?
· Equipment: Evaluation of needs to keep company/employees productive and using modern tools/technology to develop great work. 

Client Service
· Critical Function: Develop and nurture healthy, functional, mutually beneficial client/agency relationship to drive client retention and organic growth
· Culturally: Consultant mindset: what’s the next problem to solve for the client and how?
· More thinking and representation of the agency POV and less project management via enablement from project management. This will require establishing role clarity with project management team
· Strong partnership with strategy to develop understanding of client environment, business/mar com goals and target
· Be the voice of client in the building – motivate cross functional team to activate against shifting priorities
· Push internal teams and clients to be sales oriented – identify and champion points of conversion to build stickiness and to fuel case studies
· Empowerment: Account leads empowered to run their portfolio like a business against their goals while being mindful of revenue to contribution margin mix and YOY organic growth
· Succession Planning: Creating bench strength/always recruiting
· Optimization Mindset: Budget and client management to ensure that optimizations are as seamless as possible (approvals, finances – establish rules of the road at the client level). Media and Performance will be a key partner
· Cross Departmental Enablement: Cross functionally leads planning, execution and optimization of campaigns

Insights & Planning
· Critical Function: Understanding of functional and emotional needs of the target audience in order to create a more meaningful and equitable brand/customer relationship. This is accomplished through ownership of the product and emotional paradigms of marketing (Quantum one and two) within the agency. 
· Service Offerings
· Establish brand positioning process for clients across agency – if clarity capture is our gold standard – how and where do we scale up and scale down 
· Further establish and productize the Clarity Continuum 
· Primary and secondary research as scoped – seek to resource in house as possible
· Cross Functional Enablement:
· Partner with account on client environment, business/mar com goals and target knowledge – must work to get paid here over time. Establish role clarity with client services.
· Establish foundations for client services team to enable them to function as strategic foot soldiers in managing accounts
· Brief training and optimization so client services can write effective briefs
· Foodservice 101 to onboard client services team members
· Annual trends and key industry updates – across agency and for client services to use as planning foundation
· Competitive review template – for client services to execute comp reviews
· Persona/archetype/user journey – aggregate level – look to create paid research projects to fuel at the client level 
· Content strategy template – establish template and approach 
· Account owns execution
· Engagement of strategy on a pay to play level (research, messaging strat)
· Planning (roll out/training in Q4 2021), improvements in 2022 – client services runs process 
· Partnership with performance on 360 degree measurement
· How to incorporate primary research and tracking studies into regular dashboarding
· Partner with designated account person and EVP of Brand Integration to develop strategy for pitch work (EVP Brand Integration owns the “pitch” strategy, this team owns the brand messaging strategy) and Media and Performance owns the go to market
· Vendor Partner Alignment: 
· Identification and management of strategy and insights partners
· Formalize 210 partnership to create a front-end funnel of business – get more Apeel like clients – efficiently manage through or OUT of the building



Media and Performance
· Critical Functions:
· Effective dashboarding and data management as owners of paradigm three (data driven). Improvement of data visualization and connection to assets in market
· More effective optimization through dashboarding
· Enable ownership and input from cross functional channel experts
· Creative AND channel owners
· Tiering of dashboards based on customer marketing mix, total annual spend, etc.
· Own mix recommendations and KPI setting – drive the use of intra and inter departmental resources
· Efficient and effective planning and buying
· Ensure we are reaching the right target at the right time, leveraging paid, earned & owned in pursuit of paradigm four (always on) - balancing effectiveness and efficiency
· Implementation: Successful implementation of Centro/Basis, Bionic, Adswerve, etc. including agency education, process implementation and selling of benefits to customers and new business
· Weaponize Data: Work with technology and account to ensure data is a competitive advantage for our clients and for Marriner
· Efficient and effective campaign optimization as part of the annual plan
· Establishing target audience intimacy through media channels
· Innovation: Crawl, walk and run. While mastering available channels through our in-house team (social, search), champion new and emerging solutions to reach the target audience with the right message at the right time
· Work to make media partners irrelevant over time – how can we continue to own our own destiny and control contribution margin?

Creative
· Critical Functions: 
· Ownership of all creative (channel agnostic) that goes out the door as a primary enabler of paradigm one (product communication) and paradigm two (emotional ownership)
· Balance in creating both B2B and B2C work that is recognizable as of the Marriner style/ilk but not cookie cutter – demonstrate a commitment to clarity but an ability to show target centric and brand specific range
· Knowledge and understanding of the target audience, competitive environment and industry dynamics (food, beverage and hospitality) through individual study and assessment provided by Client Services and Strategy
· True 360 degree concepting – concepts must work at the aggregate level and through each stage of the user journey
· Set the standard in how 360 degree programs are presented – this should help to create expectations for both our internal teams and our clients


· Culturally:
· Set the agency tone with a positive, collaborative, solutions oriented and relevant vibe
· Champion the brief and don’t be convinced to do a bad job – pushback on bad briefs, overuse of studio briefs and inexecutable budgets  
· Innovation: 
· Push the boundaries on using technology to communicate functional and rational messages in partnership with Technology and Media and Performance
· Cross Functional Enablement:
· Liaison with production to create a competitive edge in the space from a video, still photography and 3D rendering perspective – how can we create value for us and our clients here?
· In partnership with media and performance
· Active input/recommendations on the performance of campaigns at the aggregate and asset level based on metrics
· This includes where and how we optimize
· Determine how to best leverage new technologies in the user journey
· Partner with production to know and understand what is financially feasible early on in campaign development cycle
· Partner with technology to ensure relevant, effective and modern delivery of messages

Digital Technology
· Critical Functions:
· Execution of second to none digital assets & participation in 360 degree concepting
· Charged with ensuring that we meet the consumer where they are digitally effectively from a technology and design perspective through ownership of paradigm five (Quantum)
· This includes, but is not limited to MMA, SalesForce, e commerce, IOT, 5G, NFT, etc
· Innovation: Identification of new technologies to allow us to create new connections
· Retention: Creating stickiness with core clients from an IT perspective – accountability of owned platforms and technology
· Cross Functional Enablement:
· Partner with performance to ensure that digital execution results in effective data capture
· Partner with creative and performance on an efficient optimization model for digital assets
· In partnership with performance team, set the vision for our client’s owned digital assets (primarily website and email)
· Partner with creative to ensure relevant, effective, and modern delivery of messages
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