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24 Tactics, Templates, and Tips
to Help You Own and
Crush Your Marketing Role



Laura Laire is a Co-Founder and Creative 
Business Strategist at LAIRE, a digital marketing 
agency. An entrepreneur for more than 20 years, 
Laura is a proven business architect skilled in 
creative marketing, sales, team building, 
operational efficiency, and management, with a 
love for inspiring and creating big ideas. Laura 
thrives on challenging the status quo by asking 
“How can we make this better?”.

“You either innovate or become irrelevant.” -LL

About Laura Laire

I N T R O D U C T I O N



TEXT “CRUSH” TO
833-222-2110

TO GET THIS PRESENTATION
AND LINKS TO ACTIONABLE TEMPLATES

YOU CAN START USING TOMORROW!

VISIT US AT OUR BOOTH IN THE LOBBY
TO SIGN UP FOR A FREE

MARKETING ASSESSMENT
(& SOME SWAG)



The Reality of  Your  
Marketing Role

1.) You probably juggle multiple responsibilities and wear 

many different hats to get the job done.

2.) You have more work than you have time to complete.

3.) You want to excel, and put your stamp on the role you’re in.

4.) You want to be seen as smart, innovative, and efficient.



• Break Down Silos & Align with Other 

Departments

• Focus On the KPIs That Matter

• Fill the Gaps

• It Starts With You

• Remove the Small Tasks That Derail Your Day

• Reevaluate Your Org Structure

• Manage the Process Instead of It Managing You

• Take Back Your Marketing Meetings

• Be More Efficient With Your Planning

• Harness Technology

We’re Going to Discuss:

ST R E A M L I N E  I N T E R N A L  P R O C E S S E S  

( P R O B L E M S  1 -1 7 )  

P E R F E C T  E X T E R N A L  P R O C E S S E S  

( P R O B L E M S  1 8 - 2 3 )



PROBLEM
Definition: A matter or situation 
regarded as unwelcome or harmful 
and needing to be dealt with and 
overcome.

TACTIC

Definition: An action or strategy 
carefully planned to achieve a 
specific end.



Remove the Small Tasks
That Derail Your Day
Internal pain points inhibit your productivity and 
happiness! Document them for 1-2 weeks, then 
find solvable patterns, to batch tasks, shift to 
another teammate, or solve with automation.

S T R E A M L I N E  I N T E R N A L  P R O C E S S E S



The team interrupts you to ask for branding 
assets (or that brochure, or a copy of the 
presentation…).

P R O B L E M # 1

Place all the assets in a shared asset drive, and 
clearly label and organize it quarterly. Give a 
team lesson on how they can be accessed and 
record it for future generations. When you’re 
asked again, remind them where it is with a link 
to the recording and/or drive.

TACT I C # 1

You get endless back and forth emails to 
pick a common meeting time.

P R O B L E M # 2

Set up an auto link to book meetings and 
include it in your email signature (Calendly, 
HubSpot, Simplybook). Then refer people to 
that link when they ask you if you’re available. 

TACT I C # 2

P R O T I P
Set your meeting schedule, how much 
notice or time you need between meetings, 
as well as times of day available so you have 
blocks of focus time, mealtime, etc., so you 
don’t get derailed. 

R E M O V E  T H E  S M A L L  T A S K S



The Sales team has an immediate request for tools or 
assets that they need created now. 

P R O B L E M # 3

Set a regular planning meeting with the department 
who most often derails you with their requests. You 
can use a shared project management tool (like Trello, 
Asana, Monday, etc. ) that they enter and prioritize 
their requests. OR create a workload spreadsheet 
with statuses — they prioritize the assets and provide 
all the details you need.

TACT I C # 3

R E M O V E  T H E  S M A L L  T A S K S



R E M O V E  T H E  S M A L L  T A S K S

D OW N LOA D  T E M P L AT E :  WO R K LOA D  S P R E A D S H E E T

https://www.lairedigital.com/digital-summit-resources


You’re never getting the big stuff done. Beyond 
meetings that appear on your schedule, your team’s 
interruptions to your day push you off track. 

P R O B L E M #4

Book deep-work time for yourself and turn off 
notifications. Others can see that time is blocked off. 
“Eat the Frog First” — start your day with the big, 
unpleasant things when you’re fresh, and get them out 
of the way. 

TACT I C #4

P R O T I P

At the end of the day make a list of the
THREE BIG THINGS you’ll tackle the next 
morning, and then do them first!

R E M O V E  T H E  S M A L L  T A S K S



Reevaluate Your
Org Structure
Do you have the right people in the right 
seats? Get it right, and your productivity 
goes up, and frustration goes down. 

S T R E A M L I N E  I N T E R N A L  P R O C E S S E S



Tasks are taking too long because the wrong 
person is doing them. 

P R O B L E M # 5

Survey your team to understand what their 
strengths lie. Identify team roles and 
responsibilities that are a match to those 
strengths. Be agile, because roles change as 
people grow and learn. 

TACT I C # 5

People come to you for everything. How to
do this, where to find that…. 

P R O B L E M # 6

Documentation is the answer. If you are on a 
team share the knowledge and distribute the 
responsibility across the team.  If you are solo, 
use documentation through guides or videos 
(like Loom) that you can refer people to, in a 
shared drive, available 24/7.

TACT I C # 6

R E E V A L U A T E  Y O U R  O R G  S T R U C T U R E



Manage the Process
Instead of It Managing You
Reevaluate, innovate, and streamline 
why you do things the way you do. 
End being reactive and go proactive.

S T R E A M L I N E  I N T E R N A L  P R O C E S S E S



There’s a production schedule or turnaround 
time that you miss you every month.

P R O B L E M # 7

Change the schedule and give yourself more 
time where you need it.  Question how other 
people’s roles affect the bigger picture. How 
can they be adjusted so you meet your 
deadlines?

TACT I C # 7

Tasks are taking too long and ping-ponging 
around the team, making the process 
inefficient and adding labor.

P R O B L E M # 8

Question the steps a task takes — could it move 
faster if you combine steps, or remove step X? 
Does that person really need to review it? 
Create the new flow, present it to the team, and 
try it. And don’t give up after 1-2 tries. It takes 
time to get used to change. 

TACT I C # 8

M A N A G E  T H E  P R O C E S S



You’re not getting approvals or sign-offs on time.
P R O B L E M # 9

TACT I C # 9

Set your expectations and clear deadlines with the 
team, plus share the reasons behind that deadline 
(ex: “to hit our weekly newsletter date”). Map out 
follow-up notifications*, and when the deadline 
isn’t met, proceed with the next action, like 
publishing that blog or social posts anyway. They 
will learn the train keeps chugging!

*We like red exclamation mark emojis for the 
subject lines of these follow-up emails. ‼

M A N A G E  T H E  P R O C E S S



Take Back Your
Marketing Meetings
Prevent meetings from overrunning your 
life by standardizing and optimizing them.
Shorter and more impactful is better than 
longer with fluff. There’s no rule on how 
much time provides value in a meeting, so 
the shorter the better. 

S T R E A M L I N E  I N T E R N A L  P R O C E S S E S



The people you work with don’t know when you’re 
booked, and you don’t know when they’re booked. 

P R O B L E M # 1 0

Use a shared work calendar (ex: everyone on the 
team uses Google Calendar) to ensure that all team 
members have equal visibility to what daily 
schedules looks like. 

TACT I C # 1 0

P R O T I P
Connect your Google Calendar to 
Slack so your Slack profile shows when 
you’re in a meeting.  

T A K E  B A C K  Y O U R  M A R K E T I N G  M E E T I N G S



Meetings have no goals, so they are not productive, or 
they go on and on, or they get canceled.

P R O B L E M # 1 1

Set the meeting time for a shorter length, such as 30 
minutes – it shows you mean business. 
Email reminders 24 hours in advance to avoid cancellations, 
and more notice for you if it does need to be moved. 
Share an agenda for what will be discussed. Create an 
agenda template that your team uses, and list action items 
so notes stay centralized. Stay on task. When you’re done 
with the action items, you’re done with the meeting!

TACT I C # 1 1

P R O T I P

Kick-off the meeting with KPIs, 
celebrating wins and past action items.

T A K E  B A C K  Y O U R  M A R K E T I N G  M E E T I N G S



D OW N LOA D  T E M P L AT E :  M E E T I N G  AG E N DA

T A K E  B A C K  Y O U R  M A R K E T I N G  M E E T I N G S

https://www.lairedigital.com/digital-summit-resources


There’s no follow up email, so after 
meetings, people aren’t doing their 
assigned tasks, and you’re treading water.

P R O B L E M # 1 2

Decide team to-dos in the meeting and 
send a post-meeting follow-up within 
24 hours with assigned to-dos and 
deadlines (don’t expect that they took 
their own notes).

TACT I C # 1 2

T A K E  B A C K  Y O U R  M A R K E T I N G  M E E T I N G S



Be More Efficient with     
Your Planning
How to be the boss of planning content, 
campaigns, and digital advertising.

S T R E A M L I N E  I N T E R N A L  P R O C E S S E S



Your content schedule doesn’t flow — to much, too little,
not on time.

P R O B L E M # 1 3

Dedicate the time to plan out quarterly content. Think 
long term, big view! It will be a roadmap to the end goal 
versus just the next step. Include progress toggles on 
your content calendar so your team can check status at 
any time and understand dependencies. 

TACT I C # 1 3

Check out the blog: “How to Plan Six Months of Blog Content in 30 Minutes”

B E  M O R E  E F F I C I E N T

R E A D  T H I S  R E S O U R C E

https://www.lairedigital.com/blog/how-to-plan-six-months-of-blog-content-in-thirty-minutes


Coordinating with your vendor partners or 
extended team is taking too much time.

P R O B L E M # 1 4

TACT I C # 1 4

Vendor management initially requires time to set the 
standard. Then the systems you set can be rolled out to 
other vendors and followed.

Shared docs, drives, project management software, 
and Slack, gets you on the same page and quickly 
communicating.  Share the FULL approved creative 
brief with dates, along with a link to your centralized 
brand assets.

B E  M O R E  E F F I C I E N T



D OW N LOA D  T E M P L AT E :  C R E AT I V E  B R I E F

B E  M O R E  E F F I C I E N T

https://www.lairedigital.com/digital-summit-resources


Harness Technology
Automate your processes and tools —
wherever you have manual entry and 
spreadsheets, consider automation and 
integration solutions.

S T R E A M L I N E  I N T E R N A L  P R O C E S S E S



Preparing reports takes too much time.

P R O B L E M # 1 5

Use a data aggregator service for your 
regular reporting. Check out web-based 
tools like Databox, HubSpot, DashThis, etc. 
to pull together all of your analytics in one 
place (social media, website, leads, content 
and more). 
These dashboards can be shared among 
your team, with notes so you don’t have to 
walk them through it.

TACT I C # 1 5

Jumping between systems is inaccurate 
and time wasting. 

P R O B L E M # 1 6

Question the purpose of these multiple 
systems. Can they be combined? Integrations 
and custom APIs can be put in place to save 
everyone time. 

Find out what platforms you use for what and 
get buy-in from the team to combine or find a 
new solution that integrates all your needs. 

TACT I C # 1 6

H A R N E S S  T E C H N O L O G Y



You’re the only one who knows how to use
that software.

P R O B L E M # 1 7

Identify at least two other individuals in your 
organization who are willing and able to be trained 
on the daily tools that you use. Or refer your team 
to the Knowledge Center, and their fall back is the 
tech support 1-800 #!

Going back to documentation, use Loom videos 
and share guides. Send a link to a doc versus taking 
the time to explain to every new hire.

TACT I C # 1 7

H A R N E S S  T E C H N O L O G Y



Break Down Silos & Align 
with Other Departments
Cozy up to Sales, and R&D, and… any other 
departments that rely on you!
Understanding their objectives and benchmarks 
will help you fine-tune your marketing strategies, 
support their goals, AND prove marketing ROI. 

P E R F E C T  E X T E R N A L  P R O C E S S E S



Other departments don’t understand how 
marketing can help them meet their goals. 

P R O B L E M # 1 8

TACT I C # 1 8

Your departments operate in silos. 
P R O B L E M # 1 9

Collaboration is KEY! Set up regular 
communication or a check-in with one key 
member of each department.

Also, build a topic-focused channel (ex: 
Slack, Teams) with those key members.
This can be a HUGE time saver, keeps you 
organized, and opens communication to 
become more collaborative. 

TACT I C # 1 9

Embed a marketing point-of-view into other 
departments’ strategic plans. How does 
marketing fit into the mix, and how can you 
support their goals?

For example, the Sales department needs a 
spec sheet of product features. A marketing 
POV will add benefits and competitive 
advantages, which better connects with the 
buyer. Win, win. 

Everything can be a marketing asset, and 
everyone benefits when marketing has eyes 
on company materials. 

B R E A K  D O W N  S I L O S



Focus on the KPIs                 
That Matter
People get overwhelmed with 
numbers, numbers, numbers. Put 
your energy into showing what is 
moving the needle.

P E R F E C T  E X T E R N A L  P R O C E S S E S



Your reporting is focused on numbers.
P R O B L E M # 2 0

TACT I C # 2 0

Management and/or Departments are 
zoning out on your reporting presentations.  

P R O B L E M # 2 1

Align reporting with company or department goals. 
Marketers are generally the gatekeepers of data,
and may assume what leaders will find value in.

Which KPIs does your boss want to see?
Which ones do other Department Directors
find valuable?
Create separate reports by department.

TACT I C # 2 1
Report on IMPACT, not on numbers. For 
example, reporting on website sessions, 
while it may be impressive datapoint, will 
likely have far less impact than 
highlighting Organic Sessions to 
Conversions — even if that number is far 
smaller than site sessions. 
Verbalizing how the numbers impact 
revenue is more important than analytics.

F O C U S  O N  T H E  K P I S  T H A T  M A T T E R



KPI TMI! 

P R O B L E M # 2 2

Get to the point in reporting. Do not present 45 
areas of data. Keep it to 5-6 super valuable metrics 
per reporting topic. For website traffic you may have 
access to 25 datapoints but narrow it down.
For example:

• Organic sessions

• Contacts by Source

• Sessions to conversions

• Sessions by Source

• Top Performing Pages

TACT I C # 2 2

F O C U S  O N  K P I S  T H A T  M A T T E R



Fill the Gaps
Build resources. Know when to reach outside 
or expand your team. Weigh the cost of 
bringing talent in-house vs. vendor partners. 

P E R F E C T  E X T E R N A L  P R O C E S S E S



There’s just not enough of you. Or your team is 
missing the skills in a certain areas.

P R O B L E M # 2 3

TACT I C # 2 3

Is there a budget to add to your team, and strengthen your 
department? If not, building an extended team could 
improve productivity, quality, and reduce costs. 
Freelance, Contractors or Niche Agency:

• Paid Media

• Content

• Public Relations

• Website Design & Development

• Lead Gen

• Graphic Design

F I L L  T H E  G A P S



It Starts With You 
In order to own and crush your marketing 
role you have to believe that you can. 

C O N C L U S I O N



R E A D  M O R E

There will always be problems.

P R O B L E M # 2 4

TACT I C # 24

You will find what you are looking for – if you’re looking for 
problems, you’ll find them. If you’re looking for solutions, you’ll 
find them. 

The key is to spend your time focused on solutions. There is a 
solution to every problem.

Every successful employee, CEO, and entrepreneur has the 
right mindset.  And that’s the first ingredient of your success. 

C O N C L U S I O N



www.lairedigital.com
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