MARKETING

Help from the outside
You need marketing.You also need strategy. Mainly, you need strategic marketing tactics that help you
find your best customers and connect with them in a meaningful way. But here’s the catch: good
strategy takes time and requires experience. Many companies don’t have data-driven marketing
expertise in-house, meaning they have to either hire and train an in-house team or outsource to a
marketing agency
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hen you find yourself at this point, you’re staring
down a significant marketing crossroads. It may be
tempting to keep things in-house, but that’s a slow process
and it’s often not worth the time or money over the longterm, especially for companies outside of the FTSE 100.
That’s where an outside marketing organisation comes
into play. If you’re still not sure how viable that option
really is, here are five reasons that outsourcing your
strategic marketing might be exactly what you need:

1. Hit the ground running

When you outsource, the pains of hiring, on-boarding,
and training vanish. A good marketing partner will have a
strong, vetted team from day one. This means you get
access to an entire team of experienced professionals all at
once so you can start tackling strategy immediately rather
than jumping through hoops and assimilating new
employees.

2. A fresh perspective

It’s hard to do things differently with a team of people
who’ve been doing things the same way for a while. New
recruits often bring new perspectives, but it’s easy for
them to fall victim to group think and suddenly everyone
is back in the same rut. An outside marketing services
provider skirts this issue by remaining on the outside and
bringing fresh ideas to the table.

3. Efficiency, inside and out

When you miss deadlines, it’s tempting to cut back on
research just to keep things moving. Then you end up
right back where you started. If you’re pursuing an
entirely new marketing strategy, it can also take
considerable time for your in-house team to develop
familiarity. When outsourcing these marketing services,
companies are able to reallocate internal resources where
they’re most needed and effective while letting their
marketing partner execute tasks (a short list or an entire
campaign), produce solid results and keep you moving
forward.

4. The best tech for the job

Investing in a new marketing team is one thing,
investing in the tools this team will need is something else
entirely.There are thousands of marketing tools to choose
from and identifying the most effective option for your
needs is a major task. A data-centric marketing partner
allows you to automatically benefit from their tools. With
that, they can help you understand what tools work and
why, saving you time, money and stress.
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5. All about ROI

It all comes down to return on investment (ROI).
Whatever your marketing strategy, the ROI needs to be
worthwhile. Even with the most effective internal team,
sometimes the ROI doesn’t justify the hours. However,
marketing agencies define success with ROI and are often
held to higher standards when it comes to proving that
ROI because they don’t get weighed down with day-today distractions. The best partners even hold themselves
to those higher standards.

How we can help?

With today’s rapidly changing consumer and the new
information dynamic, the decision to engage with an
outside agency is more a matter of when than if. And it
doesn’t have to be one extreme or the other. The team at
Purplex has a deep understanding of the modern
consumer and how to work with you.
We can help you identify and define your objectives,
analyse your existing data, and use relevant third-party
data to help you create a marketing strategy that works
with your needs. ❐
Andrew Scott is managing director of Purplex, the
industry marketing specialists. He is a Fellow of the
Institute of Sales and Marketing Management and a
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