


Lindsay Foresight & Stratagem 

Playbooks of the past are no match for what is evolving at 
the speed of light. 
To remain viable, competitive and growing profitably requires deeply researched 
foresight, and from it, stratagem that's best for what's next. 

We specialize in foresight and stratagem for 
competitive advantage. 
We help organizations and executives understand, vision 
and align for the future in ways that advance them with 
less risk, fewer surprises, faster growth and preemptive 
advantage. The means by which we do this are robust, 
reliable: 
• Our studies, analyses and playbooks are built on

decades of executive and sector-relevant 
experience. They're informed and vetted by 

T /I 

Founded by CEO and Chief Analyst 
Marsha Lindsay (bio page 13). 

our global think tank of successful 
executives, researchers and thought 
leaders. 

"Marsha's Yoda to many, able to see future 
issues, growth and margin opportunities 
that others do not. She has a real talent 

• Our presentations, workshops and
consulting methods are designed to make
learning stick and align a team around the
same right things.

tor framing them clearly; brilliant advice 
tor dealing with them." CEO of The MPetty 
Group; previously publisher of the Tampa 
Bay Times. 

Leaders attest to our ability to help future-proof and future-make organizations, 
brands, know-how and careers. 
Those we serve span the Fortune 100, multinationals, regional organizations, 
national trade associations and VC-infused startups. They include C-Suites, board 
directors and marketers around the world. Regardless of the issues and 
opportunities they face, they all agree on the value of our foresight and strategic 
playbooks; the quality of presentations made by our CEO. 

For more info, contact: Marsha Lindsay ( +l 608-575-7070) Marsha@LFandS.com 
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Lindsay Foresight & Stratagem 

The focus of our studies and strategic playbooks? 
Three interrelated forces around which everyone must now cast their business 
and marketing plans. 

1. Emerging and potent: Issues and opportunities impacting future viability
and growth.
Every company faces a growth imperative, but our multi-year study reveals
marketplace dynamics that are making it far harder and little-known game
changers which, if embraced, can increase velocity of growth and preemptive
advantage. Pages 6-7.

2. A decline in effectiveness of most current marketing strategies, with several
new strategies on track to be especially effective.
Independent studies from around the world chronicle causes of the decline. Our
study uncovered emergent technology,
innovation, advertising and brand strategies 
proving both effective and efficient. Many are 
the exact opposite of strategies commonly 
used today. Pages 8-9. 

3. The way most execs plan for the future
actually increases risk to their organization
and career. Our study makes clear the
problem, as well as how to de-risk the
planning process. The result is a truly robust
strategic plan for your next 3-4 years that
integrates business, marketing, operations
and change management strategies. Pages 10-12.

Bespoke study and presentation options. 

"Marsha is a unique blend of 
captivating speaking abilities, 
hands-on management and 
marketing experience, and the 
foresight to see where companies 
and organizations should go before 
they even recognize it themselves. 
Her keynote at our annual 
conference left people spellbound, 
but ready to act on her advice!" 
President of Wisconsin Technology 
Council 

• Study insights and a resulting playbook on any one of the three forces above
can be "sized" to fit a 30-to-60-minute presentation, a keynote, two-hour,
half-or-full-day workshop.

• A cross section of insights from all three of the studies can be incorporated
into a single presentation or workshop, time permitting.

• Each of the first two studies can be extended and customized for any
organization or brand, with examples, implications and stratagem specific to
your category and competitive set.
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“Marsha provided exceptional 
leadership in helping to design our 
shareholder and board retreat. She 
provided a unique, insightful and
highly engaging approach on how 
we can future-proof our firm based 
on emerging marketplace dynamics.
 I recommend her because of the 
impact she will make on your firm.” 
President of M3 Insurance (among the 
25 largest independently owned in 
the U.S.)



. 

•



Lindsay Foresight & Stratagem 

SECOND OF THREE INTERRELATED FORCES: 

A new approach is necessary to accelerate growth. 

That's just one conclusion of our extensive study on the current and future state 
of marketing effectiveness. 

While independent studies from around the world chronicle many interrelated 
causes of marketing's decline, our study uncovered how boards, C-Suites and 
CMOs are inadvertently thwarting the very 
growth they desire! 

Our research also provided foresight on the 
future of performance marketing; the future of 
brand marketing; the convergence of business 
strategy with marketing strategy. It identified 
emergent technology, innovation, advertising 
and brand strategies proving both effective 
and efficient. Many are the exact opposite of 
strategies commonly used today. 

Of necessity, you'll soon have to use this new 
playbook for effective marketing. 
It informs our presentations, workshops and 
custom consults, and includes: 
• A particularly powerful way to now frame a

brand's value proposition.

• A means to speed up innovation while
lowering risk and expense of new product
launches.

• The code to having an effective "purpose":
what does and doesn't work; metrics on

"Marsha is a magician in leading 
organizations through the critical 
strategic planning and identification 
of true purpose. She's an 
inspiration, offering consulting advice 
on large-scale as well as early-stage 
companies I have led, and as a 
praised lecturer in the MBA class I 
teach at the University of Wisconsin 
Business School. She understands 
how to deliver meaningful plans and 
actions that offer long-term brand 
adoption and growth. She is a/so

delightfully entertaining and delivers 
memorable workshops that 
engender deep thinking!" Board 
member at Listen Ventures (Private 
Equity Firm), Women's Venture 
Capital Fund, Goldie Blox and 
American Heart Association. 
Previously EVP Dreamworks 
Animation, SVP Chief Marketing 
Officer American Girl, VP Global 
Marketing at Dell, VP and Chief 
Marketing Officer with the NFL. 

which to focus; best practices and vulnerabilities to avoid.

• How to leverage habit for advantage.

• The crisis all content marketers face; how to mitigate it and even generate
revenue from the content.

• Especially for entrepreneurs: Marketing blind spots to which you're most
vulnerable. Common advice to ignore! Strategies on which to bet.
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Lindsay Foresight & Stratagem 

LAST OF THREE INTERRELATED FORCES: 

Even the most well-intended underperform in planning for the future. 
Our study findings detail the causes and implications, as well as how to de-risk planning 
and increase odds of future viability, competitive advantage, profitable growth. 

Most executives have never had training on how to plan well! As a result, ignorance, naTvete, 
and blind spots foster an ineffectual approach that cascades down to ineffectual annual 
plans: ineffectual plans for departments, divisions, subsidiaries; non-strategic marketing that 
further puts an organization, brand and executives' careers at risk. Among the study findings: 

• Many plan without having first done
a deep dive on emerging
marketplace dynamics, so their
perspective on future issues and
opportunities is shortsighted.

• Planning models many use are out
of date for the times, originating
when the pace of business and
change were slower, the world less
complex and categories static.

• Most commonly used planning
models are confusing, intimidating
in their complexity. Busy execs don't
have time to complete them well. As

I 
SU 

"workarounds," previous plans are used with only a few changes. Such lack of rigor doesn't
result in anything very strategic, even though the company's future depends on it.

• Most approaches to planning don't account for all it takes to align people behind the plan.
As a result, teams balk at the change a plan inevitably requires. People lobby and argue
about strategies to the point of paralysis or plan insubordination.

Study findings confirm the adage: "Every process is designed to get the result it deserves." 
They also confirm the specifications for a new playbook for planning ( described on the next 
page) that de-risks the effort. 
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Lindsay Foresight & Stratagem 

Continued from prior page 
The new strategic playbook is founded on an approach cast by Roger Martin and A.G. Lafley 
("Playing to Win: How strategy really works"), along 
with elements we added that remedy issues 
uncovered in our study. The result is seven seminal 
questions which address - and integrate -
aspirations with business strategy with marketing 
strategy with operations strategy and change 
management strategy. 

Our workshop teaching the approach includes: Tips, 
techniques and best practices. Common blind spots 
and how to avoid them. Who should 
be involved in planning - when 
and how. 

Those learning our new approach 
testify that it's powerful but easy 
to use. 
They especially appreciate the 
way the approach aligns a board, 
C-Suite and planning team on the
same right things; how the plan's
strategies clearly cascade down to 

"Marsha did a full-day workshop on critical thinking and 
strategic planning with our leadership team. The way we 
see the marketplace and how we think and plan to meet 
the future will never be the same. Her approach is 
straightforward, detailed. She renewed our confidence to 
truly plan strategically. Many team members said it was 
the best workshop they'd ever attended. If you're looking 
to strategically plan to shape your company's future, I 
highly recommend Marsha!" CEO of Riley Construction 
with over 300 employees and annual construction 
volumes over $500,000.000 

annual plans, departments, divisions. Executives also find that, while rigorous, the new 
approach is realistic about the limited amount of time they can spend. 

It's professional development that serves executives - and their organization - for 
years to come. 
The model applies not just to strategic planning but also marketing plans and crisis 
planning. And while a simple presentation on the new approach is eye-opening, a 
full-day workshop or multi-month consult accomplishes much more: It jumpstarts an 
organization's actual plan. 

• This begins with a deep dive into the company and category.

• It continues with a custom survey of key stakeholders (employees, investors,
C-Suite, board members), the findings of which inform a customized presentation
or workshops that educate and cast a plan's foundation.
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Lindsay Foresight & Stratagem 

A deep, diverse portfolio of experience fuels CEO Marsha 
Lindsay's insight, advice; her dynamic presentation style. 

• A 30-year track record of research, valued because it's connected dots others missed; framed
clear, applicable advice on what's best for what's next.

• Author of The Quantum Age of Marketing (published by American Association of Advertising
Agencies).

• Three decades leading a globally respected marketing consultancy that specialized in the
positioning, launch and scaling of brands and their innovations, including e-commerce channels.

• From facilitation of strategic sessions for countless brands and
organizations, a well-honed ability to align people behind the
same right things.

• 40 years of scholarship in the behavioral sciences; how people
process info and make decisions; what it takes to change minds,
behaviors, outcomes.

• Over 25 years of fiduciary board service (including venture capital).

• Serial entrepreneurship.

• Adjunct professorship in MBA program at University of Wisconsin
School of Business teaching brand strategy and management.

• For 25 years, curating and keynoting the annual 3-day global
conference known as Brandworks University'!>

Those valuing Marsha's thought leadership: 
• Think tanks such as Monitor Deloitte's at UC Berkeley and Zurich's Gottlieb Duttweiller Institute of

Economic and Social Studies.

• Marketers such as P&G, Samsung, Kohler, RW Baird, PepsiCo, Mercury Marine, 20th Century Fox.

• Conferences such as those of The World Business Forum, SXSW, Advertising Research Foundation,
Becker's Healthcare, The Conference Board, the International Practitioners of Advertising
"Effectiveness Week" in London, The lndie Summit in Beijing.

• Universities: Columbia's Executive MBA program, MBA program of University of Wisconsin-Madison,
the Communication University of China.

• She's been widely published in such places such as Chief Executive, CEO World and Medium,
Forbes, NPR, Fast Company, Ad Age and Becker's Healthcare CFO.

• For future posts, follow Marsha on Linked In.
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https://chiefexecutive.net/9-ways-smart-leaders-never-waste-a-crisis/
https://ceoworld.biz/2021/05/08/how-any-leader-can-avoid-becoming-a-frog/
https://medium.com/@marshalindsay/feeling-more-and-more-anxious-evolution-optimized-you-to-be-fearful-8db36f164bec
https://www.forbes.com/sites/onmarketing/2014/03/31/10-reasons-marketers-and-the-c-suite-must-become-habit-experts/?sh=4ade70171201
https://www.fastcompany.com/1829483/8-ways-ensure-your-new-product-launch-succeeds
https://www.beckershospitalreview.com/finance/4-ways-to-mitigate-risk-accelerate-efficiencies-and-drive-additional-revenue.html?oly_enc_id=5290C5337667B8Z
https://www.linkedin.com/in/marsha-lindsay-4985a54/


Lindsay Foresight & Stratagem 

How will you prepare for the future in ways more enlightened, 

strategic, proficient, preemptive? 

"The transformative methods of Lindsay Foresight & Stratagem helped us hone our 
vision while becoming more efficient and effective in the strategic planning process." 
President, Northcentral Technical College. 

"I've had the great fortune of benefitting from Marsha Lindsay's research, insight and 
wisdom on strategic projects seeking to grow multinational brands. She always 
delivers thought-provoking insights and recommendations." Former Director of 
Consumer Insights, Kraft. 

"Marsha took our Executive Team through her latest 
research findings. The experience was powerful, her 
insights remarkable. She has an uncanny ability to 
distill complex, interrelated issues into actionable 
advice and strategies. The information was so we// 
received we had her return for a second engagement. 
Her ability to connect with a broad variety of 
leadership styles is unmatched." VP of Marketing, 
Communications & Community Affairs, Alliant Energy. 

"Marsha's been a coach, mentor and thought partner to me; a provocateur of all 
things customer-driven, brand-centric and purpose-laden. She notes trends 3-5 
years in advance and crafts strategy to not only prepare but excel. Her capacity to 
challenge while inspiring is fuel for helping leaders to accelerate, grow and create 
new markets. Regardless of your role in the C-Suite, Marsha's perspective will refresh 
and challenge you to discover success and define what's next." President of 
American Family Insurance Group. 

"At the heart of Marsha Lindsay is a ferocious curiosity matched only by the sheer 
exuberance with which she shares something new. She spends half her time looking 
for new and better ways for businesses and people to reach their full potential. She 
takes joy in the research, the reading and the hard work to create groundbreaking 
insights and strategies. She spends the other half of her time teaching - no,
compelling - us to use those insights and strategies to create more than we could
have ever expected." Global CMO of Kohler Company.
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