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Empericism in Marketing
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Agile Marketing

The Agile
Marketing
Manifesto

Same same
but different

Process of Customer
Discovery with Many
Small Experiments
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The Agile Marketing Manifesto

Values Principles Resources

We are discovering better ways of creating value for our customers
and for our organizations through new approaches to marketing.
Through this work, we have come to value:

Validated learning over opinions and conventions

Customer focused collaboration over silos and hierarchy

Adaptive and iterative campaigns over Big-Bang
campaigns

The process of customer discovery over static prediction

Flexible vs. rigid planning

Responding to change over following a plan

Many small experiments over a few large bets
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Validated learning over opinions and conventions

Customer focused collaboration over silos and hierarchy

Adaptive and iterative campaigns over Big-Bang
campaigns

The process of customer discovery over static prediction

Flexible vs. rigid planning

Responding to change over following a plan

Many small experiments over a few large bets




Same same but different

Scrum has been used to develop software,
hardware, embedded software, networks of
interacting function, autonomous vehicles,

schools, government, marketing, managing

the operation of organizations and almost
everything we use in our daily lives, as

individuals and societies.

Added to the Scrum Guide -

Movember 2017

Serumina
Marketing Gontext
-What's Different?

"No Soup for You.
Come Back Next
Sprint”

Language

Art vs Science
with Scrum in
the Middle...
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Scrum in a Marketing Gontext - What's Different?

SCRUM FRAMEWORK
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Customer Focused Collaboration £
OVER Silos and Hierarchy & “q,
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Agile Team

Aim for
Customer-
Focused Teams
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Aim for Gustomer-Focused Teams
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Language

Product (154)

Development (101)
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Scrum in the Middle.,. 47 V" 22
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Process of Customer Discovery with Many Small Experiments

OVER Static Prediction and A Few Large Bets

Fire Bullets then
Fire Cannonballs

Risky/
Uncertain? Build
Measure Learn
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Fire Bullets then Fire Gannonballs

Fire Bullets then Fire Cannonballs

Decision Making in an Uncertain World
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Risky/Uncertain? Build Measure Learn
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