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   In marketing, quality always comes before quantity.  Spending big on poor quality 

communications, inferior products or misaligned channels is simply a waste of money.  

High quality marketing delivers repeatable revenue and high marketing ROI.  

Unfortunately, you cannot buy marketing quality.  Marketing quality comes from the 

creative minds of hard-working marketing teams. Marketing teams are the heart and soul 

of every marketing organization. In fact, most marketing departments spend more money on people 

than they do on programs.  If you want to build sustainable revenue growth through marketing, then 

you must first build innovative, productive marketing teams 

Marketing teams come in many varieties and they employ an even broader variety of marketing 

programs. In the end, however, all marketing managers are tasked with the same goal: deliver customer 

value that drives revenue growth. There are countless great marketing blogs, e-books and indeed 

ǘŜȄǘōƻƻƪǎ ƻƴ ǘƻƻƭǎ ŀƴŘ ǘŜŎƘƴƛǉǳŜǎ ǘƻ ŘǊƛǾŜ ǊŜǾŜƴǳŜ ƎǊƻǿǘƘΥ ƻƴŎŜΦ ¦ƴŦƻǊǘǳƴŀǘŜƭȅΣ ȅƻǳ ŘƻƴΩǘ ŎǊŜŀǘŜ 

sustainable revenue growth by stringing together a hodge-podge of marketing programs. Sustainable 

revenue growth requires a marketing management process that empowers marketing teams to 

discover, optimize and scale new sources of revenue, again and again. 

aŀǊƪŜǘƛƴƎ [ŜǾŜǊŀƎŜΥ ¢ƘŜ aŀǊƪŜǘƛƴƎ aŀƴŀƎŜǊΩǎ 9ƴŘƭŜǎǎ vǳŜǎǘ 

In order to make money, you have to spend moneyτan inconvenient truth that most marketing articles 

tend to overlook. While the primary goal of marketing is revenue growth; the primary goal of 

marketing management is marketing leverage: revenue growth with high marketing ROI. Good 

marketers produce marketing campaigns that grow revenue. Great marketing managers build a 

marketing management process that endlessly seeks to increase marketing leverage by driving 

sustainable revenue growth at the highest possible marketing ROI. 

 

Marketing leverage requires marketing innovation to discover and improve marketing programs 

and high marketing production efficiency to increase revenue and marketing ROI simultaneously. 

http://www.markodojo.com/agile-marketing-blog/
http://www.markodojo.com/marketing-management-process-defined/
http://www.markodojo.com/marketing-management-process-defined/


To better understand the importance of marketing ƭŜǾŜǊŀƎŜΤ ƭŜǘΩǎ ŎƻƴǘǊŀǎǘ ǘƘŜ ǊƻƭŜ ƻŦ ƳŀǊƪŜǘƛƴƎ ǘƻ ǘƘŜ 

role of sales in growing revenue. Selling consists of direct, human, one-to-one customer interactions. 

Marketing consists of indirect, automated, one-to-

many customer interactions. Assuming that your 

cuǎǘƻƳŜǊǎ ŀǊŜƴΩǘ ŎƻƳǇƭŜǘŜƭȅ ŀǾŜǊǎŜ ǘƻ ǘŀƭƪƛƴƎ ǘƻ ŀ 

qualified salesperson, then selling will always deliver a 

more personal, more adaptable, more complete and 

lower risk customer experience than marketing. In fact, marketing managers expend enormous effort to 

target, brand, and personalize marketing communications to recover these characteristics. There is 

ǊŜŀƭƭȅ ƻƴƭȅ ƻƴŜ ǊŜŀǎƻƴ ǘƻ ǊŜƭȅ ƻƴ ƳŀǊƪŜǘƛƴƎ ƻǾŜǊ ǎŀƭŜǎΥ ƛǘΩǎ ŎƘŜŀǇŜǊΦ ¢ƘŀǘΩǎ ƳŀǊƪŜǘƛƴƎ ƭŜǾŜǊŀƎŜΦ 

Consistently increasing marketing leverage over time requires a balance of ongoing innovation and 

increasing production efficiency in your marketing management process. The innovative side of your 

marketing management process must constantly experiment with new ideas for improving the 

marketing mix, such as a new media channel, an add-on product, a better message, or an improved 

offer. Once a new marketing program is proven successful, the production side of your marketing 

management process must expand capacity to increase revenue, while simultaneously increasing 

marketing ROI through reduced unit costs, e.g., cost per transaction, cost per lead, cost per visitor, etc. 

The result is a punctuated revenue growth curve where each new successful marketing program brings a 

new stream of revenue. Revenue grows as the new marketing program is optimized and scaled through 

ongoing innovation and increased production efficiency. Or more simply, continuous improvement on 

both the revenue and costs sides of the marketing ROI equation. Over time, each marketing program 

reaches its limit and another new marketing program that taps into a new source of revenue must be 

added to sustain growth. 

 

Sustainable revenue growth requires a marketing management process 

that consistently discovers, optimizes and scales new sources of revenue. 



The Marketing Innovation Engine 

Marketing managers must innovate if they expect to make progress in the endless quest for marketing 

leverage. New marketing ideas, both big and small, must be sourced, brainstormed, prioritized, tested, 

measured and assessed. New ideas that consistently succeed become ongoing marketing programs. 

Innovation then shifts to marketing program optimization. After a few experiments, we know that email 

marketing works for our business, but what are the best messages, the best offers, the best times of day 

to send, the best open rates and the best click through rates? If your marketing management process 

does not encourage innovation, the ROI of your current marketing programs will quickly level off and 

you will not discover the new marketing programs you need to take your business to the next level. 

 

Your marketing management process should create a marketing innovation engine 

that constantly discovers new marketing programs and optimizes existing marketing programs. 

Suppose you are just getting started with marketing. What do you do? Your choices of marketing 

programs are vast, including everything from billboards to product trials to social media. The smart 

marketing manager will make some educated guesses based on what works for similar customers in 

similar markets and then place some carefully considered bets, but you will never know what works 

ǳƴǘƛƭ ȅƻǳ ŀŎǘǳŀƭƭȅ ǘǊȅ ƛǘΦ LŦ ǎƻƳŜǘƘƛƴƎ ŘƻŜǎƴΩǘ ǿƻǊƪΣ ǘƘŜƴ ȅƻǳ ƴŜŜŘ ǘƻ ƳƻǾŜ ƻƴ ǘƻ ǎƻƳŜǘƘƛƴƎ ŜƭǎŜ ǉǳƛŎƪƭȅΣ 

ǳƴƭŜǎǎ ƻŦ ŎƻǳǊǎŜ ȅƻǳΩǾŜ ōƭƻǿƴ ȅƻǳǊ ŜƴǘƛǊŜ ƳŀǊƪŜǘƛƴƎ ōǳŘƎŜǘ ƻƴ Ŧŀƛled programs. In that case, might just 

need to move on. 

aŀǊƪŜǘƛƴƎ ƛƴƴƻǾŀǘƛƻƴ ŘƻŜǎƴΩǘ ƘŀǇǇŜƴ ōȅ ŀŎŎƛŘŜƴǘΦ aŀǊƪŜǘƛƴƎ ƳŀƴŀƎŜǊǎ ƳŀƪŜ ƛǘ ƘŀǇǇŜƴ ōȅ Ŏƻƴǎǘŀƴǘƭȅ 

testing new marketing programs and improvements to existing marketing programs. Some marketing 

managers do this as a matter of personal style. However, sustainable revenue growth cannot rest 

entirely on the shoulders of a few creative marketing managers. It simply will not scale. Relentless 

innovation must be baked into your marketing culture, marketing management process, and marketing 

systems. The most successful marketing managers build marketing innovation engines that consistently 

fuel future revenue growth. 



Scaling Marketing Production 

 The most straightforward way to grow revenue in any business is to sell every deal directly: prospecting, 

qualifying, educating and finally closing. Some businesses operate almost exclusively in this fashion, 

because their products and services require privacy, risk, personal relationships and significant 

investment, such as high-net worth money management and strategic military weapons. Unfortunately, 

ŘƛǊŜŎǘ ǎŜƭƭƛƴƎ Ƙŀǎ ƴƻ ƭŜǾŜǊŀƎŜ ŀƴŘ ǎƛƳǇƭȅ ŘƻŜǎƴΩǘ ǎŎŀƭŜ ŦƻǊ ǘƘƛƴƎǎ ƭƛƪŜ ŎƘŜǿƛƴƎ ƎǳƳΣ ǎƳŀǊǘ ǇƘƻƴŜǎΣ 

automobiles and office equipment. Without 

marketing leverage, these lower priced 

products would never make it to market.  

It is very easy to waste a lot of money on marketing. 

First of all, every marketing program has a natural 

limitτa point where spending more money on the 

marketing program does not result in a commensurate increase in revenue. Second, every dollar spent 

on marketing and sales ultimately ends up in the price of your product, reducing your competitiveness. 

LǘΩǎ ƴƻǘ ƭƛƪŜ ȅƻǳ Ŏŀƴ ǎŜƭƭ ŎƘŜǿƛƴƎ ƎǳƳ ŀǘ Ϸмлл ŀ ǇŀŎƪΦ Lƴ ŀƴȅ ŜǾŜƴǘΣ ǘƘŜǊŜ ƛǎ ŀƭǿŀȅǎ ŀ ƭƛƳƛǘ ǘƻ ȅƻǳǊ 

marketing budget. 

 

Your marketing management process should increase marketing ROI as production scales 

by lowering marketing unit costs, such as cost per transaction, cost per lead, etc. 

 

Because of these constraints, marketing managers cannot focus exclusively on revenue growth. They 

must grow revenue while simultaneously increasing marketing ROI. Moreover, marketing must reduce 

total sales and marketing costs, not just marketing costs. If marketing cost savings simply shift the 

expense to sales, then they are actually reducing marketing leverage. Marketing ROI must come from 

real improvements in marketing production efficiency derived from increased standardization, 



automation and quality. Improving marketing ROI requires expertise in an area most marketing 

managers overlook: process management. 

The Conflicting Forces of Marketing Leverage 

Increasing marketing leverage requires a balance of ongoing marketing innovation and high production 

efficiency.  Efficiency without innovation results in flat-lined revenue as mature marketing programs tap 

out on growth.  Innovation without efficiency results in poor marketing ROI and complete confusion as 

marketing managers jump on every new bandwagon.  Sustainable revenue growth requires both  

innovation to optimize new marketing programs and increasing production efficiency as marketing 

programs mature.  However, the skills, org structures, and processes that foster program innovation are 

often in direct opposition to those that increase production efficiency. 

When designing the optimal marketing organization, senior marketing managers consider many 

dimensions: products, channels, skill sets, geographies, labor costs, and so forth all play a role.  

However, in most cases their importance is directly correlated to their respective impacts on program 

innovation and production efficiency.  For example, a product marketer with poor design skills cannot 

ǇǊƻŘǳŎŜ ŀ ǿŜōǎƛǘŜ ŀƭƻƴŜΣ ƛǘΩǎ Ƨǳǎǘ ƴƻǘ ŜŦŦƛŎƛŜƴǘΦ  ! ƭƻŎŀƭ ŦƛŜƭŘ ǘŜŀƳ ǿƛƭƭ ōŜ ƳƻǊŜ ŦƭŜȄƛōƭŜ ƛƴ ŀŘŘǊŜǎǎƛƴƎ ƭƻŎŀƭ 

market needs thŀƴ ŀ ǊŜƳƻǘŜ ŎƻǊǇƻǊŀǘŜ ƳŀǊƪŜǘƛƴƎ ǘŜŀƳΣ ƛǘΩǎ Ƨǳǎǘ ƳƻǊŜ ƛƴƴƻǾŀǘƛǾŜΦ  {ƻ ōŜŦƻǊŜ ȅƻǳ ŘŜŦŀǳƭǘ 

to the efficient approach and consolidate all your designers into a marketing communications function, 

be sure to examine the impact it will have on marketing innovation.    



Marketing Management Process Models 

Marketing management is process management, not project management. Increasing marketing 

leverage requires a marketing management process that fosters ongoing marketing innovation while 

simultaneously increasing marketing production efficiency. Your current marketing projects may grow 

revenue today, but they will not create the marketing innovation engine and scalable production 

capacity required to fuel sustainable revenue growth. This will only be accomplished by building a 

marketing organization and designing a marketing management process that endlessly seeks to increase 

marketing leverage.   

Perhaps the biggest constraint on your marketing management process and team structure is the 

natural project size for any given marketing program.  You simply cannot manage a major product 

launch the same way you manage your weekly blog calendar.  By their very nature, bigger marketing 

projects require more marketing planning, take more time, entail higher risk, have larger marketing 

teams, and involve more people outside the marketing department.   If we map program maturity 

against marketing project size, we get a clearer picture of the four fundamental marketing management 

process models. 

 

 

The marketing management process tends to follow one of four basic process models, 

 dependƛƴƎ ƻƴ ŀ ƳŀǊƪŜǘƛƴƎ ǇǊƻƎǊŀƳΩǎ ƳŀǘǳǊƛǘȅ ŀƴŘ ƴŀǘǳǊŀƭ marketing project size. 

http://www.markodojo.com/best-marketing-calendar-software/


 Functional Services 

Marketing departments with functional groups based on skill set, such as product marketing, graphic 

design, online marketing, and so forth allow increased production efficiency within each functional 

group. They also make hiring and retaining staff much easier in larger marketing organizations.  

However, most marketing deliverables require the skills of multiple marketing functions, so there is an 

immediate need to create cross-functional processes and work teams.  For this reason they are often 

ƻǊƎŀƴƛȊŜŘ ŀǎ άŦǳƴŎǘƛƻƴŀƭ ǎŜǊǾƛŎŜǎέ ǿƘŜǊŜ ŀŘ-hoc project teams form around a project sponsor, such as a 

product marketer or brand manager, and marketing projects are executed in an assembly-line fashion. 

¶ Main Goal:  Marketing staff productivity  

¶ Main Constraint:  Skill specialization by function 

¶ Cost Drivers:  Local labor market rates and misaligned functional priorities  

¶ Management Focus:  Alignment, integration and output of cross-functional teams  

The project sponsor is ultimately accountable for marketing mix innovation, marketing project 

management, and strategic marketing goals, such as revenue growth.  However, such accountability can 

ōŜ Ŝŀǎƛƭȅ ƭƻǎǘ ƎƛǾŜƴ ǘƘŜ ǇǊƻƧŜŎǘ ǎǇƻƴǎƻǊΩǎ ŘŜǇŜƴŘŜƴŎȅ ƻƴ ǘƘŜ ǾŀǊƛƻǳǎ ŦǳƴŎǘƛƻƴǎΣ ŀǎ ǘƘŜǎŜ ƛǎƻƭŀǘŜŘ ƎǊƻǳǇǎ 

often lose sight of customer needs and broader marketing goals.  As such, a functional services approach 

works best for more mature, stable marketing programs where innovation and flexibility are less 

important.  Marketing management process improvement focuses more on increasing efficiency and 

quality through greater standardization, automation and integration across functions. 

 

Each marketing management process model has its own natural project flow,  
 marketing team collaboration model, and  marketing project management  approach. 

http://www.markodojo.com/best-marketing-project-management-software/
http://www.markodojo.com/best-marketing-project-management-software/
http://www.markodojo.com/best-marketing-team-collaboration-software/%22
http://www.markodojo.com/best-marketing-project-management-software/


Event Management 

Almost every marketing department must have some skill at event management, even if it is a single 

annual product launch, trade show or sales meeting.  Some marketing teams are entirely consumed by 

event management.  When events are infrequent and limited in scale, it is possible to fall back on the 

functional services approach and treat the event as a cross-functional marketing project.  However, as 

events become bigger and more frequent, the greater the need for dedicated event management teams 

to plan, organize and manage each event.    

¶ Goals:  Event impact and ROI 

¶ Constraints:  Timeliness and availability of resources required for the event 

¶ Cost Drivers:  Outsourcing and asset reusability across events to minimize waste 

¶ Management Focus:  Accurate event planning and coordination 

Event management requires tight control to ensure everything shows up in the right place at the right 

time and makes the highest possible impact.  For this reason, a strong event manager is usually 

identified and given command and control authority over the event.  The event manager oversees 

detailed planning for the event and tight coordination before during and after the event.  Production 

efficiencies are increased by outsourcing services, reusing expensive assets and securing the 

contribution of people outside the marketing department and often outside the company. 

  

Marketing programs come in a bewildering variety. The appropriate marketing process model is largely 

determined by the natural project size and the required balance of innovation vs. production efficiency. 



 Autonomous Groups 

¸ƻǳ ŎŀƴΩǘ ǎŎŀƭŜ ŀ ƳŀǊƪŜǘƛƴƎ ǇǊƻƎǊŀƳ ǘƘŀǘ ƛǎ ƴƻǘ ǊŜǇŜŀǘŀōƭŜΦ bŀǎŎŜƴǘ ƳŀǊƪŜǘƛng programs require 

relentless creativity, experimentation and optimization to discover and codify best practices.  As such, 

they are best managed by dedicated marketing teams with a laser-like focus on continuous 

improvement.  Cross-functional teams are too slow, too easily distracted, and lack accountability.  

Online marketing teams experimenting with new technologies and field marketing teams adapting to 

local market conditions provide two good examples where program innovation clearly outweighs 

production efficiency.   

¶ Goals:  Optimization of marketing program against KPIs 

¶ Constraints:  Creativity in identifying opportunities for improvement 

¶ Cost Drivers:  Adaptability and speed of marketing program improvements 

¶ Management Focus:  Effective team collaboration and focus on marketing goals 

Autonomous groups provide maximum accountability for a clear goal, such as revenue growth for a 

specific marketing channel.  To ensure success, a workgroup must contain all the resources required to 

achieve its goals. Significant reliance on external resources can slow progress and limit creativity.  

Autonomous workgroups usually have team leader whose role is to foster creativity, facilitate team 

collaboration, and keep the team focused on the goal of rapid, incremental improvements to marketing 

programs.  

 

Market Research 

There are specific cases where it is very difficult to make improvements to the marketing mix 

incrementally, such as a major advertising campaign, a new product introduction, a global pricing 

change, and so forth.  To minimize the risk of fully scaling an unproven marketing program, marketing 

managers conduct market research and tests that gather customer feedback on the impact of potential 

marketing mix improvements.    

¶ Goals:  Insight into or validation of new programs, products or services 

¶ Constraints:  Degree of certainty required and prior domain knowledge to build upon 

¶ Cost Drivers:  Design completeness of the new program, product or service test scenarios 

¶ Management Focus:  Capturing customer feedback and following research protocol 

Some market research programs are standalone marketing projects, such as surveys and focus groups, 

while others transition smoothly into production marketing programs, such as beta products and market 

tests.  The marketing research process and team structure is usually dictated by the design of the 

research program. For example, if a market test must be deployed in three locations, then marketing 

management teams must be dispatched to each location. If the goal is to solicit feedback on a new 

product prior to general release, then marketing managers might conscript additional team members 

from product development and customer support to round out the research team.  



Modern Marketing Process Management Methodologies 

The rise of the Internet has led to rapid innovation in online modern marketing tools and techniques.  

When compared to traditional media channels like television, radio and print, the Internet is extremely 

dynamic and fast.  Tweets, posts, 

emails, pictures, videos and 

products fly past at light speed.  

Moreover the Internet channel 

structure itself is very dynamic, having 

quickly evolved from Web portals to search 

to social to mobile.  The dynamism and speed 

of Internet marketing has stressed traditional marketing management processes to their limits.  

Modern marketing management techniques, such as agile marketing and growth hacking, relieve the 

stress of rapid change by making the marketing management process more adaptable.  The magic 

behind these modern methods becomes obvious in the context of our four marketing management 

process models.  They methodically reduce marketing project size to increase marketing flexibility while 

accelerating innovation with autonomous teams. 

 

By encouraging incremental work and gravitating toward autonomous teams,  

modern marketing management process methodologies aim to increase competitive advantage  

in fast moving markets by accelerating adaptation, while reducing the risk of failure.     



Agile Marketing 

LŦ ȅƻǳ ƭƻƻƪ ǳǇ ǘƘŜ ǿƻǊŘ ŀƎƛƭƛǘȅ ƛƴ ǘƘŜ ŘƛŎǘƛƻƴŀǊȅΣ ƛǘ ǎŀȅǎ ǘƘƛƴƎǎ ƭƛƪŜ άƴƛƳōƭŜƴŜǎǎέΣ άǘƘŜ ŀōƛƭƛǘȅ ǘƻ ƳƻǾŜ 

ǉǳƛŎƪƭȅέΣ ŀƴŘ άǘƘŜ ǉǳŀƭƛǘȅ ƻŦ ōŜƛƴƎ ǊŜǎƻǳǊŎŜŦǳƭ ŀƴŘ ŀŘŀǇǘŀōƭŜΦέ  Lƴ ǘƘŜ ŎƻƴǘŜȄǘ ƻŦ ƳŀǊƪŜǘƛƴƎ 

management, marketing agility is the speed at which you can adjust the marketing mix to deliver greater 

customer value and make more money.  Agile marketing increases marketing agility through the 

practice of the five agile marketing disciplines: 

1. Measure value through the eyes of the customer 

2. Minimize waste by reducing uncertainty 

3. Maximize flexibility by working incrementally 

4. Foster alignment and collaboration through transparency 

5. Improve iteratively and continuously 

It is principal number three that has the greatest impact on the marketing management process and the 

structure of agile marketing teams: working incrementally.  Big things move slower than small things.  

LǘΩǎ ǎƛƳǇƭŜ ǇƘȅǎƛŎǎΦ  ²ƘŜƴ ŎƘŀƴƎŜ ƛǎ ǘƘŜ ƴƻǊƳΣ ōƛƎ ƛǎ ōŀŘ. Small marketing projects allow you to win 

earlier, fail faster and respond quicker to time-sensitive marketing opportunities. The third agile 

marketing discipline requires you to master the practice of breaking big projects up into small projects, 

such that each small project delivers incremental customer value. 

The agile marketing principle of incremental work is based on the recognition that production efficiency 

and marketing flexibility are not true enemies. The conflict arises when you focus too much on the 

efficiency of your work and not enough on the value of your work. When stuff happens, small marketing 

projects can be quickly finished to deliver immediate incremental value. Big marketing projects create 

waste and deliver no value when they are constantly interrupted and delayed. Flexibility depends on 

shrinking the amount of time it takes to get things done. Production efficiency depends on getting things 

done fast. Smaller, incremental marketing projects maximize both in a fast-paced environment. 

Growth Hacking 

Growth hacking is an emerging best practice for Internet startup marketing, however, its marketing 

process management lessens are much broader.  Most Internet startups have three things in common: 

1)    No customers               2) Online prospects             3) No marketing budget 

Your marketing programs canΩǘ ōŜ ǘƻƻ ōƛƎΣ ōŜŎŀǳǎŜ ȅƻǳ ŘƻƴΩǘ ƘŀǾŜ ƳƻƴŜȅΣ ŀƴŘ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ 

will work except that it should probably be online.  From our earlier discussion, you should quickly 

realize that this puts your marketing management process firmly in the lower left-hand quadrant.   You 

want small marketing projects, lots of experimentation, and incremental growthτfast. 

In an Internet startup, you are unlikely to have the budget for more than one or two people to tackle 

this problem.  Enter the growth hacker. Most growth hacker descriptions go something like this: 

¶ Laser-focused on the goal of growth 

¶ Very creative marketing chops 

¶ Analytics junkie 

¶ Internet savvy, possibly to the point of being a coder 



The growth hacker is a team of one that has all of the necessary skills to deliver online revenue growth.  

²ƘƛŎƘ ƴŀǘǳǊŀƭƭȅ ōŜƎǎ ǘƘŜ ǉǳŜǎǘƛƻƴΥ  άIƻǿ Řƻ L ǎŎŀƭŜ ƎǊƻǿǘƘ ƘŀŎƪƛƴƎΚέ  ¢ƘŜ ǎƻƭǳǘƛƻƴ Ŏŀƴƴƻǘ ǎƛƳǇƭȅ ōŜ ǘƻ 

hire more growth hackers, because the skill set is so specific that you should count yourself lucky to find 

one or two candidates that fit the bill, let alone ten.  And, as soon as you have two growth hackers, their 

work needs to be coordinated. 

You can scale growth hacking by deploying autonomous growth hacking teams with the goals, 

accountability and skills required to get the job done, for example a product marketer, graphic designer 

and programmer.  Moreover, the concept of growth hacking is not limited to Internet startups.  You 

could just as well deploy a growth hacking team to a local International market where the language, 

culture and technology demand dedicated marketing innovation.  Or, to a new product introduction 

where the product capabilities and marketing communications must adapt rapidly to find product-

market fit. 

Five Marketing Management Process Pitfalls 

Most marketing managers would prefer to spend 100% of their time on marketing and 0% of their time 

on management. Unfortunately, the more senior the marketing manager, the more this balance must 

shift toward management over marketing. Marketing management means more than just telling people 

what to do and when it needs to be done.  Marketing management means deploying a marketing 

organization and supporting marketing management processes that enable marketing teams to thrive, 

because they provide the right balance of innovation and production to meet the overarching goals of 

the marketing department.  Improper care of the marketing management process as a business grows 

leads to some all too common marketing management pitfalls.   

Managing by Walking Around 

 άL ƳŀƴŀƎŜ ōȅ ƘƛǊƛƴƎ ǘƘŜ ōŜǎǘ ƳŀǊƪŜǘƛƴƎ ƳŀƴŀƎŜǊǎ ŀƴŘ ƎŜǘǘƛƴƎ ƻǳǘ ƻŦ 

ǘƘŜƛǊ ǿŀȅΦέ  ²ƘƛƭŜ ŀ ǎŜŜƳƛƴƎƭȅ ƎǊŀƴŘ ǎŜƴǘƛƳŜƴǘΣ ǘƘƛǎ ǉǳƻǘŜ ƛƳǇƭƛŜǎ ŀƴ 

abdication of marketing management leadership.  The flip side is that 

if you lose one of these great managers, then that area of your 

marketing department comes to a screeching halt. If you manage by 

walking around and then simply hire great marketing managers who 

also manage by walking around, then your marketing organization will 

not adapt and will not scale.  Hiring the best is always a good idea, but 

ƛǘ ƛǎ ǘƘŜ ǎŜƴƛƻǊ ƳŀǊƪŜǘƛƴƎ ƳŀƴŀƎŜǊΩǎ ǊŜǎǇƻƴǎƛōƛƭƛǘȅ ǘƻ ǇǊƻǾƛŘŜ ŀƴ ŜƴǾƛǊƻƴƳŜƴǘ ƛƴ ǿƘƛŎƘ ǘƘŜ ōŜǎǘ Ŏŀƴ 

thrive, including a robust marketing management process where performance is not dependent on a 

specific marketing resource. 

Thinking One Process Fits All 

¸ƻǳ ŎŀƴΩǘ ƎǊƻǿǘƘ ƘŀŎƪ ŀ ǘǊŀŘŜ ǎƘƻǿΦ  !ǎ ȅƻǳǊ ƳŀǊƪŜǘƛƴƎ ƻǊƎŀƴƛȊŀǘƛƻƴ 

ǎŎŀƭŜǎΣ ƛǘΩǎ ŜǎǎŜƴǘƛŀƭ ǘƻ ŘŜǇƭƻȅ ƳŀǊƪŜǘƛƴƎ ƳŀƴŀƎŜƳŜƴǘ ǇǊƻŎŜǎǎŜǎ ǘƘŀǘ 

fit the strategic needs of your business, which can vary dramatically 

by market, product, geography, etc.  Globally applying a single 

marketing management process methodology, such as agile marketing, optimizes some areas at the 




