
How to build a successful marketing team 
in tune with today’s requirements
Marketing isn’t what it used to be. It’s more data-intensive, integrated, and accountable than ever before. New tactics 
alone will fall short. Modern marketing requires new thinking, new skills – and likely new marketers. 

This ebook shows how you can transform marketing efforts into measurable, revenue-generating programs.



206-487-1944   |  getraas.com How to build a successful marketing team  |  2

Introduction

It’s been reported the American consumer is exposed to 5,000 marketing messages per day. 
This number is only growing, especially in the B2B world. Standing out from the clutter is 
more important than ever. This requires an integrated approach that surrounds your 
audience with the most engaging, interactive content. It must track, report, adjust, and 
optimize to get you the best business results possible.

Doing this well gets complicated fast. Do you have the resources to hire, onboard, manage, 
and retain that mix of marketers? Would you be better off outsourcing some or all of your 
marketing to an agency partner who can provide the specialized expertise you need now?

An overview of modern marketing is the best place to start answering these questions.
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The requirements of modern
marketing

The rise of specialization is transforming marketing. In the past, generalists 
dominated marketing teams. They had titles like marketing manager or marketing 
director. They could get by with a little knowledge on a lot of different marketing 
strategies and tactics – from email campaigns to blog posts – and be successful. 
That day is over.

Nearly 40 percent of marketers say that proving ROI on their efforts is their top 
challenge. That means that while they may be creating and distributing content, 
they’re struggling to figure out if it is actually making a difference.

What makes up the “right” team?

You need people with the right set of skills to execute marketing activities 
successfully and to measure the results of those efforts. But this is easier to say 
than to do. For example, a study found that when more than 1,000 digital marketers 
were asked to rank their digital skills on a scale of 1 to 100, the average respondent 
ranked him or herself at 57.
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Meeting the demands of today’s 
buyers

While you still need generalists to guide efforts from a high level and tie marketing 
components together, you also need specialists to meet the demands of today’s 
buyers.

Technology

Seven years ago, you had to choose from about 150 marketing technology tools. 
Now there are more than 7,000. Harnessing what’s possible with new marketing 
technologies requires people who know what it is and how to use it.

Whether setup, maintenance, or reporting, they need to know how to choose the 
right tools for your organization, optimize the way you use them, and generate a full 
return on the investment.

Content

Fresh, engaging content is the backbone of modern marketing. Having said that, 
more than seven million blog posts are published daily. This means you need a 
content specialist on your team – someone who has the skills to develop targeted, 
strategic content to cut through the clutter.

Being a good writer is not enough. You need someone who has the industry 
knowledge to provide in-depth, educational value to your prospects and customers.
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Design

Marketing and design go hand-in-hand. The most compelling content, ads, and 
emails in the world will generate a fraction of their potential if they don’t look 
appealing. Failure to pique the interest of your audience means you’re not going to 
convert readers to leads, and then to customers.

Keep in mind design covers a broad range of mediums, like interactive content, 
video graphics, social media graphics, and more. You need someone who 
understands how marketing and design work together.

Distribution

Creating ebooks, blog posts, infographics, videos, and podcasts are essential. But 
turning this material into actual results means you need to get it in front of your 
prospects.

To ensure those marketing tactics actually generate leads, you need someone who 
understands distribution top to bottom – from paid and organic social media to 
the strategy and implementation of successful email campaigns. Otherwise, it’s like 
never taking your car out of the garage.
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How does your team measure up?

Your team needs to be able to strategize and execute in each of these areas. But 
the number of people you actually need to make the engine run can get big fast. 
Start with clear goals, then who you need to build the strategy and to execute in the 
“specialized” areas.

Chances are you will need to make adjustments. It’s seldom possible for 
organizations to hire an internal team that meets all these needs. This is the reason 
why so many organizations consider outsourcing some or all of their marketing 
efforts.

Having said that, there are companies who successfully hire internal teams that 
include specialists from every category. It all depends on your company’s needs, 
priorities, and resources.

Options available to you

Companies have three options: insourcing, outsourcing, or some combination of 
two.



206-487-1944   |  getraas.com How to build a successful marketing team  |  7

Insourcing

In the B2B sector, more than one-third of businesses rely only on an internal team 
for their marketing efforts. Cost efficiencies and greater control are the reasons 
often cited.

Assembling the right mix of in-house expertise consumes time and resources. Once 
in place, development and execution of ideas and strategy is completely up to your 
team. You can control how, when, and where the work is done; and monitor and 
track your activities every step of the way

Advantages of insourcing

• Uninterrupted access during working hours

• Intimate business, industry, and brand knowledge

• Marketing and sales alignment driven by proximity

Marketing team positions

If you plan to keep your entire marketing 
team in-house, make sure you’re able to 
fill the following positions. While you may 
be able to combine some of these 
positions, it’s not often that you’ll find
someone who can expertly fulfill more 
than one role.

• Marketing strategist
• Project manager
• Content strategist
• Content writer
• Paid media specialist
• Graphic/interactive designer
• Social media manager/strategist
• Email marketing specialist
• SEO specialist
• Reporting and analytics specialist
• CRM specialist
• Marketing automation specialist
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You may be well-suited for insourcing your marketing if your company:

• Is currently executing successful marketing activities and garnering the results 
you want 

• Has access to a substantial budget to hire a full staff of marketers, including all 
the specialists you need for your strategy

• Consistently innovates and stays on top of marketing trends, so that you don’t 
fall behind your competition

• Has the capacity to consistently prioritize marketing activities, as well as switch 
gears and develop new marketing strategies when business goals changes

Who should insource?
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Outsourcing

Outsourcing marketing can be the right solution if you are struggling to prioritize 
marketing or don’t have the resources to hire a comprehensive, specialized 
marketing team.

Building a modern marketing team means you have to recruit, interview, and hire 
each team member. You have to train them and hope they meet your expectations. 
Don’t overlook retraining – this will be necessary because marketing is changing so 
fast.

All this is expensive – easily approaching one million dollars or more in salary, taxes, 
and benefits if you were to individually hire each of the specialists that you’d have 
access to through a marketing agency. Attrition will add to the cost.

Worried your industry is too complex 
for outsourcing?

We see this concern in more technical 
industries. But keep in mind, agencies 
can provide access to experts and 
freelancers that specialize in niche 
industries. They do the digging to find 
people who know exactly how to speak 
to your audience, no matter how 
technical or complex the topic.



Outsourcing can benefit companies of nearly any size and in any industry – but 
specifically, companies that experience the following challenges:

• Lack of resources to hire a fully staffed marketing team

• Difficulty prioritizing marketing activities, which delays getting marketing tactics 
to market

• The need for specialized tactics that don’t warrant a full-time hire

• Lack of strong marketing-specific leadership that can develop a strategy for 
success

• Lack of results/ROI with current marketing activities

• Too few people to address a long list of task-driven marketing activities

• Lack the resources or insight to move to a modern marketing approach

Who should outsource?
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Hybrid Model

This option is self-explanatory. Your company doesn’t have to be 100 percent 
outsourcing or insourcing. You keep some of your marketing team or work in-house, 
while also taking advantage of an agency partner for a portion of work, projects, and 
campaigns. How this works in practices will differ for every organization.

You can boost your chances of success by finding the right source of expertise and 
execution for specific projects or areas of your marketing that need a boost.

Advantages of a hybrid model

With the hybrid marketing model, you retain control with an internal team, while 
leaning on outsourced experts to move the needle quickly in areas like technology 
or content creation.

• Skills and results you need from a specialized outside team

• Spend resources in a targeted, efficient way, so you get exactly what you pay for

• Agencies develop and execute more innovative, out-of-the-box ideas

• Right combination of expertise, especially in complex B2B industries
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Who should build a hybrid model?

Because a hybrid model can vary so widely – from outsourcing a single initiative 
to having an entire team of marketers on retainer for a specific number of hours 
each month – a hybrid model can work for many companies. However, it can be an 
optimal choice for companies that have:

• Strategic guidance or leadership (like a CMO), but lack the resources to execute 
that leader’s vision for the company’s marketing activities

• Clear gaps in specialized skills, like technology or paid media, which limits your 
company in what marketing tactics you can pursue

• A difficult time prioritizing marketing activities; when other business activities 
take priority, marketing falls by the wayside

• A need to test or launch a new concept or campaign quickly, but lack immediate 
access to the right resources

• A marketing team that’s already stretched thin, making it difficult to strategize, 
plan, or execute marketing activities
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Decision time

Choosing your marketing team – whether in-house, outsourced, or a combination of 
both – can have a dramatic effect on your company’s ability to build and implement 
marketing plans that generate a predictable return on investment.

If you wants to pursue marketing collaboration with an agency partner, follow these 
four steps:

• Select an Agency. Choose an agency with specific experience and success with 
your projects, plans, technology, and tools.

• Request a Proposal. Establish goals with your agency and receive a plan for 
recommended strategies, projects, and tactics to reach them.

• Project Kick-off. Kick off your project and meet with your agency regularly. 
Make adjustments and revisit goals often.

• Measure Results. Discuss results and communicate metrics, reports, and 
lessons learned to other organization stakeholders.

Still confused?

Not sure which method might be best for your organization? 
Let’s talk.

Request a Consultation.


