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A WORD FROM THE CEO…

CEO: I want you to grow the business by XX% next year and by XX% in 3 
years

YOU: Those are some aggressive growth goals, how do you suggest I do 
that?

CEO: I don’t know but I expect you to figure it out!
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So, your CEO has given you a seemingly impossible goal to reach over the 

next year and an even more aggressive goal to attain in 3 years. How do 

you plan to achieve these goals? The best way to start is to take the desired 

goal and work backwards. If you are challenged to obtain XX in the next 

year, what does that equate to per quarter, per month, per week, per day 

and per hour. These are your revenue growth goals. 

To increase revenue, you must either increase sales by adding new 

customers or increase what you sell to existing customers. Evaluate which 

makes the most sense for your business; the answer will likely be both. Put 

metrics around what that means in your organization. How much does an 

additional customer, or selling an additional product or service to an existing 

customer, equate to in your business?

Define your objectives for reaching and converting these two targets. What 

is the overarching go-to-market strategy? Now, go a step further and map 

out the associated tactics you will use to reach your objectives. 

HOW WILL YOU GET THERE?
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CURRENT SITUATION
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WHO IS ON YOUR TEAM?

In order to know where you are going, you 

must first understand where you have been. 

Let’s start by identifying who is currently on 

your team, including the number of individuals 

and what positions they hold. Who are your 

best, most experienced marketing experts? 

What cultural roles (motivator, deadweight, 

willingness to take on any challenge, leader, 

analytical introvert, etc.) do they play on the 

team and what functions are currently covered 

by each team member? What is your 

organizational structure and who reports to 

whom? What dependencies does each team 

member have on one another? Now, for the 

hard decisions! What percentage does each 

of your marketing team members (directly or 

indirectly) contribute to the bottom-line? You 

only have 100% to divvy up, so be sure to 

assign your percentages wisely. If you identify 

anyone who contributes 0%, perhaps it’s time 

to reevaluate that individual’s role within the 

marketing  organization.  
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Finally, what grade from “A” to “F” would you 

give each of  your marketing employees? 

Ideally, you should target having only A and B 

players on your team. C players should be put 

on a performance improvement program. 

Employees who fall below a C bring their fellow 

employees down and actually cause more harm 

than good to keep them around. 

We’ve included the following chart to help you 

with this evaluation process. (Spreadsheet 

included with eBook)

WORKSHEET 1: Team 

Evaluation
Team Member Title

Primary 
Responsibilities

Dependencies
Cultural Role 

on Team 
Reports to Manages Strengths Weaknesses

% Contribution 
to  Bottom-line

Player 
Grade 
A - F

% of 
Utilization

Team Member 1

Team Member 2

Team Member 3

Team Member 4
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WHAT IS THIS TEAM 
CAPABLE OF 
ACCOMPLISHING?
At this stage, it is important to understand what your current team has historically achieved. It is 

also important to establish a measurement of how much more the existing team is capable of 

accomplishing. You may need to engage your CFO to help understand marketing’s contribution to 

the bottom-line. Start by reviewing the team’s past results. What did this team achieve last month, 

last quarter, last year? And, are they being used to capacity? Add the Percentage of Utilization of 

each marketing expert to Spreadsheet 1.  This will help you identify whether each team member 

can take on more or if they are maxed out.
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WORKSHEET 2: Results 

Achieved
The following worksheet will help you understand marketing’s contribution to the bottom-line and 

to identify how much each additional employee will contribute (or not) to the bottom-line.

Measurement JAN FEB MAR
QTR 1 
TOTAL

APR MAY JUNE
QTR 2 
TOTAL

JULY AUG SEPT
QTR 3 
TOTAL

OCT NOV DEC
QTR 4 
TOTAL

ANNUAL

How many campaigns did you run? 

How many marketing qualified leads 
did you generate from campaigns?

How many sales qualified leads did 
you generate from campaigns?

How many of these leads turned into 
closed deals?

How much total revenue can be 
attributed to those deals?

What is the average revenue per 
closed deal?

What was your cost per lead?

What was your cost per employee 
per lead?

How much revenue can be attributed 
to your marketing team?

What is the revenue per team 
member less the cost per team 
member? (Is your team profitable?)

How much more revenue can be 
earned by adding one additional 
team member?

How much more revenue can be 
earned by adding two additional 
team members?
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WHERE ARE THE SKILLS 

GAPS?
Review the objectives required to achieve the goals you identified in 

the first section. Then think through the strategies and tactics 

required to achieve those goals. Ask yourself, are the current 

people on your team, the right people and roles to get you there? 

It is important that you identify and document the skills gaps on 

your team. Are all of your marketing experts in the correct role for 

their capabilities and skills? What functions or roles are not being 

covered? Where does overlap or redundancy of functions occur? 

Then ask yourself a tough question, “Do you have the right people 

on the bus to move this bus forward?” If not, then decisions need to 

be made about who to keep on your team and who to replace. 

Objectives Gaps in Team Coverage

WORKSHEET 3: Gap 

Analysis
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MAPPING 

PEOPLE TO 

RESULTS
Once you have completed the exercises above, you 

can use this historical information to answer the 

following questions and begin to map out your 

hiring strategy.

+ How much does revenue grow (or decrease) 

each time you add a team member?

+ Based on past results, what number of 

campaigns do you need to run to achieve this 

growth goal? 

+ How many people will it take to run that many 

campaigns? 

+ Do you have that many people on your team 

now? If not, how many will you need to hire?

+ What do you believe is the point of diminishing 

returns? i.e., How many people are too many? 
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GROWTH & REVENUE 

GENERATORS
Now that you know you need to hire, whom do 

you hire?

While many different marketing positions exist, 

knowing which marketing roles have the highest 

probability of making an impact on your bottom-

line is key to aligning your marketing hiring 

strategy to your business growth goals.  

The following pages will describe some of the 

key positions and job descriptions that can have 

a major impact on business growth and revenue 

generation. If you do not have these resources 

on your team, consider using marketing 

recruiters to recruit a full-time marketer to fill 

one or all of these marketing positions. 

Alternatively, you can work with one of the 

marketing temp agencies to bring on marketing 

consultants to get you up to speed in these 

areas before committing to an additional full-

time resource.
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MARKETING AUTOMATION 

MANAGER 
The Marketing Automation (MAP) Manager is responsible for developing the company’s marketing 

automation strategy and campaign implementation. They strategize, design and execute 

successful digital marketing campaigns that result in lead conversion and new business 

acquisition. It is Marketing Automation Manager’s responsibility to drive the performance and 

effectiveness of all marketing campaigns and lead generation initiatives, including lead scoring 

and lead nurturing programs. 

Additionally, they develop personalization strategies to 

ensure the right message is delivered to the right person 

at the right time of the buying cycle. They implement A/B 

and multivariate testing to improve conversion rates and 

optimize campaign results. They also measure the 

relative impact of various tactics, messages, and media 

to ensure maximum return on investment for the 

marketing spend.

Some popular Marketing Automation Platforms are: 

Marketo, Hubspot, Pardot and Eloqua.
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GROWTH 

HACKER
According to Wikipedia, Growth hacking is a 

process of rapid experimentation across marketing 

channels and product development to identify the 

most effective, efficient ways to grow a business. 

Growth hackers often focus on low-cost 

alternatives to traditional marketing, e.g. using 

social media, viral marketing or targeted 

advertising instead of more traditional marketing.

Those who specialize in growth hacking use 

various types of marketing and product iterations 

including, rapidly testing persuasive copy, email 

marketing, SEO and viral strategies, among 

others. The purpose is to increase the conversion 

rate and achieve rapid growth of the user base. 

Some consider growth hacking a part of the online 

marketing ecosystem. In many cases, growth 

hackers use techniques such as search engine 

optimization, website analytics, content marketing 

and A/B testing.

Source: Wikipedia: https://en.wikipedia.org/wiki/Growth_hacking#cite_note-3
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ACCOUNT-BASED 

MARKETING
Account-Based Marketing (ABM) is somewhat self-defined in that you are creating highly targeted 

campaigns aimed at generating more sales with very specific customer accounts. An account-

based marketer will conceive, develop and execute on innovative marketing programs that drive 

demand and help Sales professionals proactively drive opportunities with clients.

ABM works with Sales to map out organizational 

decision-makers and identify key contacts within 

named accounts. They then develop personalized 

marketing campaigns to drive meetings within these 

targeted strategic accounts. The ABM also develops, 

tests and adapt programs to reach these individuals 

in the most effective ways.

There are many Account-Based Marketing platforms 

to assist in reaching these targeted individuals, such 

as Terminus, Demandbase and Triblio. Marketing 

Automation companies, such as Marketo, have even 

jumped on this bandwagon, developing ABM 

platforms. 15© 2017 Marketing Mob LLC



SUPPORTING ROLES

Whether you outsource or hire individuals full-time, you will need Content Creators and Designers 

to create the materials used by the other 3 roles

Content

Content comes in many forms including, written 

collateral and brochures, whitepapers, case studies, 

email text, videos, ad copy, website content, product 

materials, etc. In order to grow revenue with effective 

marketing strategies, you will need a plethora of content 

in a variety of forms. Be sure to account for this in your 

costing and planning strategies.

Design

Likewise, all of the content that’s created should be 

designed to represent your brand. You will need online 

and offline design resources. 
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The Marketing People People

Marketing Mob is the fastest path to the best and brightest 

marketing talent in the industry. If you’re looking for 

significant return on your hiring investment, choose 

Marketing Mob as your marketing recruiting and staffing 

partner. We offer the following marketing recruiting and 

staffing services:
+ Full-time recruitment services

+ Interim and flexible contractor staffing solutions

+ Project-based marketing consulting

+ On demand freelancers to support the gig economy

Click here for a FREE CONSULTATION


