
Implemen�ng a Marke�ng Infrastructure: “Internal versus Outsourcing” 

Components and Requirements for a Front-end Marke�ng and Sales Infrastructure 
 

• Developing processes and controls for staff to operate and leadership to manage including: 

• Lead genera�on and Lead Management 

• Market awareness programs (rela�onship touches, social media, collateral materials, etc.) 

• Programs required to secure market feedback/intelligence necessary for con�nual improvements in 

areas of strategy, target marke�ng, marke�ng and sales ini�a�ves, and improving processes 

 

• Develop, purchase or lease of technologies required to integrate with and enable processes including: 

• CRM (Customer Rela�onship Management) 

• Marke�ng Automa�on So)ware 

• Lead Management Systems 

• Email Marke�ng Systems 

 

• Staffing to develop, execute and manage the processes including: 

• Experienced and knowledge marketers which have the ability to develop processes, integrate    

technologies, train staff to execute (in-house and/or consultant fees) 

• Staff to tac�cally execute processes (must be trained to u�lize processes and technologies) 

• Company management to supervise, develop/retain staff, schedule and supervise staff ac�vity and 

manage teams to meet expecta�ons and produce desired results. 

 

• Based on our exper�se and experience with these types of process models and systems, Athena es�mates 

that firms can invest up to $200,000 to $300,000 over a two (2) year period to implement the process   

model and systems iden�fied above (as a best prac�ce marke�ng infrastructure solu�on). 

 

Items to consider when evalua�ng a Front-end Marke�ng and Sales Infrastructure: 
 

1. Hiring a lower-skilled staff member to execute the process ac�vi�es can range between $45K to $5OK in total 

annual compensa�on and benefits. It can take 3-6 months to secure the right skill level and another 3-6 

months just to train them adequately. Skill sets compensated at the lower-end will typically provide  less 

than desired results and take more �me and effort to achieve the learning curve (regarding process, enabling 

technologies, your business, markets, etc.). 

2. If you are looking to develop and implement a best prac�ce marke�ng infrastructure, consider that it will 

typically take about 2-3 different skill sets (people) and experience to create and opera�onalize a process 

similar to that of Athena’s model.  

3. What’s the value of speed to market and leveraging an experienced staff, with all the appropriate skill sets, 

proven process model, enabling technologies, industry experienced team that understands your industry and 

target markets? 


