THE EFFECTIVE MARKETING MANAGER
How Family Businesses Can Set Up an Internal
Marketing Team For Success

THE BIG PICTURE
People are the biggest asset of any business, but for
family-owned businesses, a high-functioning team is
a critical competitive advantage.
And with the Great Resignation still affecting almost
every industry, the need to get, keep, and nurture
talent is critical.
At the same time, many family business leaders have
a difficult time understanding how to hire and direct
internal marketing talent.
The Six-Point team interviewed marketing managers
at family businesses with 35 to 500+ employees, and
regardless of size and industry, the trends were clear.

When marketing managers are struggling, they experience:
Wearing too many hats
Lack of aligned expectations with management and external agency partners
Difficulty keeping up with rapidly changing algorithms and industry regulations
Little to no ability to access data efficiently and provide meaningful insights to
stakeholders
When marketing managers are thriving, they report:
Transparent communication between departments and with agency partners
Clear goals/metrics they are accountable for
Regular access to professional development (especially in digital marketing)
Support from tactical experts within the broad discipline of marketing
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THE NEED FOR ROLE CLARITY
One of the biggest pain points of marketing directors is that they are constantly being
asked for tasks, especially to support a sales team, at the same time as they are being
looked to for strategic problem-solving and recommendations.
The most successful positions were ones that had clarity that either their role was one
or the other. Either the strategy and direction was provided to them (by the leadership
team or an agency) or they had an internal or external team who would support them at
the tactical level, so that they could focus on strategy and results.
The least successful marketing managers were those being asked to do it all: graphic
design, social media, digital marketing, email, sales support, content writing, website
management and more.
INSPIRATION & INSIGHT
"I went to go visit a friend who runs a small marketing agency. I realized that for each of
the ideas I had of marketing activities that we should do in our company, she had a
department of people who specialize in them. So I started applying that idea as we built
out our marketing department. I wanted it to be that if you spun out our small
department, we could actually be a boutique marketing firm."

CLARITY
WHEN IT WORKS
A POSITION THAT OVERSEES
BOTH SALES AND MARKETING
CAN YIELD UNIQUE INSIGHTS.
This position would need to:
Have separate, specialized support for
execution in both areas (sales and
marketing)
Not also be responsible for execution of
most tasks related to sales/marketing
Have access to real-time data at all
stages of the sales funnel
Be empowered to see the big picture
and control the budget for both sales
and marketing
Have a strong relationship with the
operations team to troubleshoot any
bottlenecks that affect sales

"MY BIGGEST PAINPOINT IS
CONSTANTLY BEING PULLED OFF
LONG-TERM STRATEGIC EFFORTS TO
PUT OUT FIRES FOR THE SALES TEAM."

QUESTIONS TO CONSIDER

HOW DO WE IMPROVE OUR ROLE CLARITY?
Is this person being pulled between sales support and marketing? Would it
be more clear to have those as two separate roles?
Is it more important that this person executes, or that they develop and
manage a strategy?
Is our team about how sales and marketing work together in our company,
and the roles and expectations of each discipline?
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THE IMPORTANCE OF ALIGNMENT
We heard over and over that internal alignment over the company's positioning, its
offerings, and its goals was one of the most critical aspects to job satisfaction for
marketing personnel in family businesses.
The biggest roadblocks around alignment were:
Feeling like there is a shared understanding of the industry and the company's
position within that industry
Leadership that has "ideas in their heads" but cannot provide clearly articulated
guardrails or expectations
Doubt that external agency relationships or internal hires understand the industry,
target market, or products enough to translate them into succinct and compelling
content

INSPIRATION & INSIGHT
"Our company started running EOS, the Entrepreneurial Operating System, a number of
years ago and it has made all the difference in our transparency and alignment. Now I
have a scorecard that helps me understand my goals, and also how they fit into the big
picture. Transparency used to be a problem, but it isn't anymore. "

ALIGNMENT
WHEN IT WORKS
TEAMS NEED TO EVOLVE WHEN
FAMILY BUSINESSES DO.
The most successfully aligned teams around
positioning, messaging, and focus had:
Regular internal forums to reinforce
company direction and priorities
Shared documentation of relevant
messaging that is used by both sales
and marketing teams
Found new external partners when the
company substantially evolved
Hired an internal brand manager to
keep consistency and clarity
Formally updated or confirmed their
positioning and messaging every year

"IF I APPROVE SOMETHING AND THEN I
HEAR LATER THAT IT ISN'T THE RIGHT
MESSAGE FOR OUR COMPANY, THAT
COMES BACK ON ME."

QUESTIONS TO CONSIDER

HOW DO WE IMPROVE OUR ALIGNMENT?
Do we have an up-to-date internal brand guide and/or messaging platform?
Are there internal disagreements about our target market or what we offer?
Has our company evolved beyond its original focus to the point where we
need to formally update our positioning internally and externally?
Are we unable or unwilling to give effective and direct feedback?
Do we have the right people or agency relationships in place?
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THE CHALLENGE OF STAYING CURRENT
How can you make sure that your company stays on top of the latest changes and
trends in marketing, especially with platforms and algorithms changing so quickly? For
highly regulated industries like food manufacturing, it can be even more challenging.
We found that family businesses, like agencies, need to prioritize professional
development and data infrastructure. Marketing managers who did not have access to
conferences and peer learning felt drastically underequipped to make meaningful
recommendations to leadership, or to provide meaningful direction to external partners.
Many are also struggling with siloed or low-quality internal data, software platforms
that do not easily share data, or difficulty providing stakeholders with research data or
case studies to justify recommendations.
INSPIRATION & INSIGHT
"We used to buy media internally, but with all of the changes to iOS and other digital
changes, we decided we needed a partner that had closer relationships to the various
platforms than we did. Now we finally feel like we are ahead of the curve instead of
behind it."

DEVELOPMENT
WHEN IT WORKS
COMPANIES THAT INVESTED IN
PROFESSIONAL DEVELOPMENT
EDUCATION FOR THEIR TEAM
FELT THAT THEY SAW A HUGE
RETURN ON INVESTMENT.
Popular professional development sources
were:
Industry conferences such as
DigiMarCon, INBOUND, MozCon,
Content Marketing World, and Social
Media Marketing World
Programming and conferences offered
by regional Family Business Centers
Online courses from sources like
Udemy and Coursera
Peer learning opportunities with
noncompetitive companies
Regional AdClubs

"WHEN SOMETHING WORKS VERY
WELL, IT IS STILL HARD TO TELL
WHERE EXACTLY THE NEW CUSTOMERS
ARE COMING FROM. GETTING GOOD
DATA IS PROBLEMATIC."

QUESTIONS TO CONSIDER

HOW DO WE EQUIP OUR TEAM TO MAKE
SMART DECISIONS?
Do you run more than one CRM or other major data platforms?
How much time does your team spend creating reports or tracking down data?
Do you have an annual budget for professional development for your marketing
team? If you use an outside agency, do you know what they are investing in
their team's professional development?

THE BOTTOM LINE

AVOIDING BURNOUT
FAILING TO ADDRESS FUNDAMENTAL
ISSUES CAN EASILY CAUSE CAPABLE
EMPLOYEES TO LEAVE.

Marketing managers reported that lack of role
clarity, alignment, and pressure to perform
without adequate data or the time and
resources for professional development were
their largest sources of fear, frustration, and
burnout.
"As the middle level, I need to get buy-in and
have accurate information to provide. Without it,
I can't get approval to move forward."

"Even if it was something our
agency didn't get right, it is still
my responsibility."

"We spend a lot of money on marketing each
month, so if I see the sales department isn’t
meeting their goals, it becomes an issue."
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"My biggest fear is letting
people down."

"My fear is that I don’t want to waste the company’s
money. I want to see tangible numbers that show my
efforts are working."

"If I don’t execute it how they
are picturing it…
I stress about that way too much."

HERE'S HOW SIX-POINT CAN HELP
WE OFFER A VIRTUAL PROGRAM TO PROVIDE THE CLARITY,
ALIGNMENT, AND FOCUS THAT BUILDS STRONG BRANDS.

THE ALIGNED BRAND PROGRAM for marketing managers in family businesses. Get
professional development with the support of peers and our Six-Point strategists. In
this 6-week cohort-based program, participants will build a strategic
marketing plan that engages, clarifies, and focuses their efforts with the goal of
building a brand that breaks through the noise and maximizes resources.
The program includes:
Dedicated Six-Point strategist for group and one-on-one support throughout
the six weeks
A community of peers to share ideas and experiences
Tools and templates that you can use forever

THE NEXT COHORT BEGINS OCTOBER 2022
READY TO LEARN MORE?
CLICK HERE
OR EMAIL CATHERINE AT
CTURCINS@SIXPOINTCREATIVE.COM

