Assessing and Developing the
Marketing Capability Required to Win

Introduction

A category leader in specialty chemicals revised their corporate strategy, placing a greater
emphasis on selling solutions and establishing partnerships at specific, global key accounts.
The executive team was confident in their strategy, but less certain if their commercial
organization had the marketing capability needed to execute the strategy in all regions.

The Marketing Capability Assessment

The client used the Marketing Capability Assessment to test knowledge and skill in ~150
commercial individuals in all four regions. The Assessment was tailored to include two client
specific chapters: Solutions Value Creation and Pricing; and Key Account Management.

Senior stakeholders were introduced to the Assessment through a series of small group
webinars to set expectations and align communication. The Assessment was positioned as
further investment in the company’s new strategy to prioritize capability development and
employee investment.
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Closing the Gap

An Insights Workshop was held with Organizational Development, Marketing, and Sales
Leaders to create a two-year Capability Development Road Map. Each Region agreed their top
capability priorities and the sequence for development based on their business calendar and
other commercial commitments.

Capability Development Road Map, Region Europe

2024

Commercial
Investments

Commercial
Milestones

Capability 1
Market
Understanding

Capability 2
New Product
Introduction

Business
Calendar

Jan Feb Mar

@ salesforce Global Standard

€ New Marketing Org.

@ New

€ Regional MS Plan Design

o Regional MS Plan Workshop

Customer Engagement
, Execute and Review)

(Plan,

@ RraQBR

Results and Impact

Apr May Jun Jul

0 New Market Research Subscription

Formulation Technology on Stream

€Y Market Map, Portfolio Analyses Update

€ NPI Workshop x 4

@ RrQBR @ RQBR

o Launch Plans Complete ;é

@ SMS Planning Kick Off

@ SMS Plans Complete :::

Sep Oct Nov Dec

é e New, Integrated BI System

|@® New Product #1 Launch ) New Product #2 Launch

) Competitor Strategy Workshop

.| €9 country Ms (top 4, online)

9 Campaign Execution
9 Dynamic Value Pricing

@ RQBR

@ Draft Budget @ Final Budget

In its second year of implementation, the capability development initiative is providing a
positive return on investment in several areas:

« N. America Regional transactional pricing tools have been shared globally, leading to

immediate identification of pricing ‘outliers” and corrective action

« Customer segmentation has refined account targets and a new engagement process with
key accounts

« New tools and selling skills have improved value-based pricing in complex solutions

« New Product Introductions now include a globally consistent, rigorous campaign design and
execution

To discuss how assessments can help you identify and prioritize
capability development, contact us at info@mkt-edge.com.
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