
An overview of our approach and its value. 

Marketing Change Inside Organizations 
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Marketing Change – Visualizing the Road Ahead

Marketing Change 

“Culture eats strategy for breakfast.”

When asked what keeps them up at night, CEOs involved in transformation 
often say they are concerned about how the work force will react, how they 
can get their team to work together, and how they will be able to lead their 
people. They also worry about retaining their company’s unique values and 
sense of identity and about creating a culture of commitment and performance.

Source: 10 Principles of Change Management, Booz Allen Hamilton
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Marketing Change – Visualizing the Road Ahead

Marketing Change 

“Never lose sight of the end goal.”

• Transformation is impossible unless hundreds or thousands of people are 
willing to help, often to the point of making short-term sacrifices. Employees 
will not make sacrifices, even if they are unhappy with the status quo, unless 
they believe that useful change is possible. Without credible communication, 
and a lot of it, the hearts and minds of the troops are never captured.

•
Source: Leading Change - Why Transformation Efforts Fail, John P. Kotter, 
Harvard Business Review 
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Marketing Change – Visualizing the Road Ahead

Marketing Change 

“Seeing the road ahead matters…

In more successful transformation efforts, executives use all existing 
communication channels to broadcast the vision. They turn boring, unread 
company newsletters into lively articles about the vision. They take ritualistic, 
tedious quarterly management meetings and turn them into exciting 
discussions of the transformation.

Source: Leading Change - Why Transformation Efforts Fail, John P. Kotter, 
Harvard Business Review
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Marketing Change – Visualizing the Road Ahead

Marketing Change 

…and so does telling stories about 
what the future holds.

Asked about the mechanisms the executives used to mobilize and sustain 
energy, they strongly emphasize the impact of clear, comprehensive, and 
compelling communication. A majority of all respondents say their 
organization sought to define clear goals for the next one to two years and 
communicated the transformation as a compelling story, and a little under half 
say that their company offered an inspiring view of a better long-term future.

Source: Organizing for Successful Change Management, a McKinsey Global Survey 
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Marketing Change – Visualizing the Road Ahead

Helping Change Take Hold

Visual Thinking / Design 

Change Understanding

Communications

Branding & Marketing Development

Marketing Change

Business Outcomes
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Marketing Change – Visualizing the Road Ahead

Marketing Change – Why It’s Important

Seeing the road ahead is as vital to a company’s 
change agenda succeeding as it is to having a vision 
and planning to execute it. 

People need to know why, how, and what, they 
and their company are trying to achieve. And if you 
believe the proverb “a picture is worth a 1,000 words”
visualizing the plan and marketing it compellingly, 
consistently and frequently are essential factors to 
success.
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Marketing Change – Visualizing the Road Ahead

Marketing Change – Value Proposition

Our unique combination of expertise is dedicated to 
helping senior executives address one of the most 
critical factors in helping a company’s change 
initiative succeed – marketing and communicating it.

Our approach strategically and creatively ties 
together our client’s change agenda, vision, and goals, 
with their desire to visually and verbally communicate 
it internally. To do so, we leverage their brand to 
engage and guide their entire organization to 
understand, participate, and create the road ahead. 
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Marketing Change – Visualizing the Road Ahead

An Example – The plaNYC Initiative

The following are pages of a compelling 
brochure with insightful visuals explaining 
a New York City change initiative Mayor 
Michael Bloomberg is leading.

This document was distributed through 
the New York Times. 

It aptly demonstrates the power of simple 
and clear messages, illustrates the road 
ahead, and leverages powerful visual 
communications as the means to create 
greater awareness, understanding, and 
ultimately participation in helping New 
York City continue to be the destination 
city it is today.

Designed by 
Two Twelve Associates
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Marketing Change – Visualizing the Road Ahead

plaNYC – The initiative's core messages
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Marketing Change – Visualizing the Road Ahead

… with compelling images to support the core messages
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Marketing Change – Visualizing the Road Ahead

…and a bit of attitude helps reinforce them further
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Marketing Change – Visualizing the Road Ahead

… and it successfully engages the reader.
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Marketing Change – Visualizing the Road Ahead

Visuals easily communicate the changes…
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Marketing Change – Visualizing the Road Ahead

Consider communicating as some companies do

Below is one way to communicate the health of NY State Water Quality

• South of Coney Island you can eat the shell fish
• East of Staten Island and south side of Brooklyn you can swim
• Waters surrounding Manhattan Island you can go boating
• Waters west of Staten Island are highly polluted
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Marketing Change – Visualizing the Road Ahead

…or do so simply through a compelling visual
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Marketing Change – Visualizing the Road Ahead

plaNYC’s Summarized Top 10 Messages
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Marketing Change – Visualizing the Road Ahead

Education, Awareness, and Participation
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Marketing Change – Visualizing the Road Ahead

Our Methodology – A Six-Step Process…

Define 
Discover

Design
Deploy

Distill
Deliver 
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Marketing Change – Visualizing the Road Ahead

… with Three Major Phases

Define & Discover
A solid foundation for success 
through research, readiness 
assessment, and brand 
awareness.

Design & Deploy
A compelling verbal and visual 
communication plan that align the 
Company’s brand and the Change 
Initiative’s objectives and timing.

Distill & Deliver
A consistent internal commitment to 
sustaining success through delivery 
of ongoing change communications 
materials and messages.



21

Marketing Change – Visualizing the Road Ahead

Phase 1A - Define

• Rapidly assess current perception 
of: the recommended change, 
internal communication approach, 
and the company’s brand internally. 
Analysis of how this information 
influences the change approach and 
success.

• Garner insights from internal and 
external stakeholders to develop 
initial recommendation of strategic 
communication and internal 
marketing approach.

• Examine current measurement tools 
and measurement objectives for the 
change.
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Marketing Change – Visualizing the Road Ahead

Phase 1B - Discover

• Research gaps and opportunities 
from various perspectives and 
points of contact, including 
management, employees, 
customers, and the marketplace. 
Understand anticipated and 
unanticipated challenges, obstacles, 
and opportunities. 

• Gather a deeper understanding of 
the impact the change will have on 
the corporate culture, social norms, 
market position, and customer 
experience. 

• Create a detailed strategy, initial 
recommendations and concepts.
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Marketing Change – Visualizing the Road Ahead

Phase 2A - Design

• Use Delve’s creative thought 
processes and visual thinking to 
design and develop comprehensive 
visual and verbal change 
communications and delivery 
methods.   

• Develop key messaging and 
positioning that aligns with corporate 
and change strategy.

• Create detailed communications 
schedule, including delivery of key 
communications messages and 
vehicles, cascade approach, and 
leadership coaching. 
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Marketing Change – Visualizing the Road Ahead

Phase 2B - Deploy

• Integrated team to implement and 
deliver the branded change 
communications that are tightly 
aligned to change project for pacing, 
audience, mediums, and frequency.

• Build in alignment to milestone 
communications that demonstrate 
objectives, outcomes, and results.
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Marketing Change – Visualizing the Road Ahead

Phase 3A - Distill

• Manage the gathering of the real 
time and ongoing feedback from 
employees, management, and 
external stakeholders to manage 
impact of change communications 
and the overall success.

• Assess initial messages, mediums, 
and frequency to make 
recommendations for adjustments, 
enhancements, and/or clarifications 
of messages.

• Frequent reporting of feedback, 
impact, and recommended 
adjustments and/or enhancements
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Marketing Change – Visualizing the Road Ahead

Phase 3B - Deliver

• Transition management

• Partner with internal 
communications resources to 
ensure ongoing delivery of branded 
change communications.

• Ongoing maintenance….

• Ensure internal resources plan for 
ongoing delivery strategy and 
planning management based on 
data, experience and tangible 
results.
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Marketing Change – Visualizing the Road Ahead

Senior Communications Director:
• Communications professional with extensive expertise in change communication development and delivery
• Broad range of communications experience across multiple industries
• Experienced communications coach to management and executive team members 

Communications Manager / Coach:
• Communications professional with experience in change communications development and delivery
• Experienced communications coach
• Excellent writing and editing skills

Project Manager:
• Strong project planning and organizational skills
• Experience in large-scale, multi-dimensional change projects
• Clear attention to detail and ability to multi-task and manage diverse team of professionals

Senior Designer:
• Experienced communications designer with experience in multiple design disciplines, including print and web
• Proven ability to translate complex business messages into clear visual representations

Mid-level Designer:
• Creative designer with experience in communication design

Administrative Support:
• Detailed oriented professional with experience in providing administrative support to multi-disciplinary 
communications and design teams.

Key Delve Team Member Roles



Thank you for your interest in learning 
more about this critical program

The Delve Group


