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Executive Summary
Many businesses reach a level as they expand where 
they need the expertise that comes with a full mar-
keting department - a CMO plus team members each 
with their areas of expertise - yet the business hasn’t 
quite reached the point where they are ready to hire 
all of these team members.

This is when our outsourced marketing department 
can allow you to have the flexibility to expand, with-
out paying full-time salaries for multiple positions on 
staff.

The Challenge

Hiring someone for marketing means you have to 
spend time interviewing and trying to determine if the 
skills the person have are actually what you need, and 
at the level you need.  Then you have to spend time 
onboarding, taking care of payroll, HR and related 
concerns.  

If your expertise isn’t in the marketing field, you also 
may not find out you chose the wrong person until a 
lot of wasted time and resources has occurred.

Most businesses are focused on growth, and know 
they need those marketing skills but are also at a 
point where they can’t lose their focus from the other 
work they need to be doing.

Or they choose a VA to implement small pieces here 
and there, and find out too late that they weren’t 
ready for a VA - those VAs don’t have the level of 
experience to pull together comprehensive marketing 
strategies (or they wouldn’t call themselves a VA.) 

Even worse is when a business tries to piecemeal the 
work they need completed using contractors, without 
having any one person with expertise in the field of 
marketing in charge. They later find out that they’re 
paying people to duplicate efforts - a wasted resource.

All of these headaches (and more) were encountered 
by one of our clients - and here’s how we fixed them.

The Solution
This client was a perfect example of a business that 
needs a full marketing department.  Yet they weren’t 
ready to hire multiple full-time people, and didn’t have 



the expertise in marketing to know how to structure if 
they were going to hire several part-timers in-house.

We coordinated their entire marketing strategy and 
structure through our Outsourced Marketing De-
partment program - an offshoot of our Rent a CMO 
program.

Plan Overview
One of the most obvious and immediate results was 
to provide FOCUS.  The company had missed oppor-
tunities where different pieces of marketing could 
have been integrated to work with one another and 
make an even larger impact than any single tactic 
could achieve alone.

First, we performed an audit of all of their existing 
marketing, including what duties each of their current 
outsourced VAs were performing.  We established 
baselines for all platforms and developed a reporting 
dashboard so that improvements could be tracked.

We quickly found that several of those VA positions 
had overlapping duties.  This resulted in additional 
work (and hours billed to the company), as well as 
confusion among the VAs, fighting over their “territo-
ry” with other VAs, and an extremely scattered strat-
egy.

There were also multiple websites that were com-
peting with one another for SEO; multiple software 
programs and SaaS systems that were doing similar 
work, and other redundancies.  We cleaned all of this 
up, and kept the VAs that the company wanted to 
continue, but focused their work more tightly.

We developed a basic marketing plan, and when 
they were ready to secure funding, turned it into a 
full-blown professional marketing plan which banks 
require.

Results

Increased monthly revenue by 103% after 3 months 
of SEO service. The prior three years had seen a 35% 
decrease in sales each year due to overall bad SEO 
strategies and over-complicated marketing.  Annual 
increase from prior year was 367%.

Saved $2,500 in monthly expenses by switching their 
SEO vendor - who was doing nothing more than 
addition transition words, such as “And, then” to the 
beginning of sentences.  Annual savings $30,000.

Generated 500% more leads than the prior year.  95% 
of their leads each year came from new customers 
finding them on the web.  5% was repeat business.

Increased website traffic over 1000%.

Merged over 50 separate websites - each that were 
competing with one another - to clean up their online 
footprint.  This used to be an “seo” strategy that peo-
ple used (although not one we ever recommended), 
but now is considered grey-hat strategy by Google.

One way they were trying to stay ahead of Google 
was by posting unique content on each website at 
least two times per month (although still all related to 
the one and only service they provided).  They paid 
around $15 per article which doesn’t sound like much 
(and is frankly CHEAP).  But over the course of a year, 
that worked out to over $18,000. 

Redirected over 100 URLs that were getting 404 
errors, yet had external links pointed to them, to the 
new merged site to reclaim some of those lost leads.

Saved over $2,000 per month by no longer paying 
the former web VA for leads generated.  The client 
didn’t even realize that the company was now directly 
paying for PPC ads, and the VA had not been paying 
for those ads for over a year, yet was still invoicing the 
company directly.  Annual savings $25,000.

Automated sharing of new blog posts to send out via 
email newsletter; saving $150 per month that was 
being charged by a VA to do nothing more than drop 
that blog post into MailChimp and click send.  Annual 
savings $1,500.

Annual Results
In all, we helped this client increase revenue 367% 
from the prior year (after a 72% loss over the course 
of the previous three years.  The beginning of that 
three-year span was their best year ever, before some 
of the bad strategies outlined above started to impact 
the bottom line.  This brought them up slightly above 
what they had made in their best year ever.

At the same time, we saved them over $74,000 in 
expenses that were unnecessary or redundant.  This 
was approximately half of the entire marketing budget 
they had allocated for the year.

At this point, they had grown enough and were on a 
good track to bring their marketing in-house and hired 
a full-time marketing manager, who we trained.
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