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Whitepaper

Introducing the 
strategic marketing
operations organization 

C ustomer experience is the new black. Interacting with 
customers is indisputably more important than ever yet. At 
the same time, communication has become more complex 

than ever. The explosion of marketing channels and the increa sing in
teraction economy requires marketers to create innovative content 
with a shorter time to market. To achieve this, marketing operations 
need to jump into the driver’s seat and lead the way in providing the 
customer experience. 

MARKETING OPERATIONS

Today’s marketing departments comprise of a vast variety of roles; from strategists via crea
tives to marketing automation specialists. Your team members put their hearts (and brains!) into 
developing content strategies, campaigns and customer journeys. However, to be successful in the 
new fastmoving environment you must manage all different activities efficiently, make databased 
decisions and, always, prove ROI.  

This is where marketing operations comes in. Marketing operations is the glue that sticks all marke
ting activities together, creating powerful processes and optimizes the endtoend result. The role 
of marketing operations includes planning, process, data, technology, and analytics. With other 
words, it is the core of any marketing department. In the best of worlds, operations should act as a 
hub for disparate groups within the organization and, most importantly, for the customer. This type 
of marketing operations provides insights to various parts of the organization that help guide and 
improve business results. As the savvy marketer that you are you want to align your organization 
around the customer. To make that happen you will need to adjust decisionmaking processes, 
project management tools, data strategy, finance, and budgeting. And everything in between.

THE CONVENTIONAL MARKETING 
OPERATIONS ORGANIZATION

Marketing operations is a broad term that usually describes all the functions of the marketing orga
nization. This includes people, process, technology, resources, and digital assets, all that enables 
marketing to operate efficiently and to scale with quality and consistency. It serves as the backbone 
of a marketing team, delivering planning and support functions to allow core marketing functions to 
focus on delivering value.

Marketing operations usually focus on endtoend marketing optimization, from planning and 
budgeting to execution and analysis. Marketing operations increase efficiency and drive results in 
marketing organizations. It builds a foundation for excellence by reinforcing marketing strategy 
with best practices, metrics, and reporting.

Customer experience
is the new black



bilities, processes, strategy, goals, and KPIs 
between internal and external stakeholders 
in the organization. Depending on how well 
established crossfunctional relation ships are 
in the organization this may be one of the most 
difficult steps in the planning process. In fact, 
the lack of a crossfunctional team mentality is 
one of the most common barriers to facilitate 
alignment throughout the organization. Thus, 
collaboration with stakeholders is probably the 
most important success factor. Equal trust and 
commitment are the foundation of any rela
tionship and to ensure this codeveloping clear 
roles and responsibilities is key. It is also impor
tant to identify mutual benefits and institutiona
lize complementary goals and objectives which 
corresponds to organizational strategy. 

To achieve this, you require a marketing resour
ce management system that fits your specific 
needs. The marketing resource management 
system will be your best friend in creating com
mon grounds and internal transparency which 
will facilitate the alignment of resources. In ad
dition, it will help you pinpoint the importance of 
specific activities and set clear standards. Your 
friend will enable you to measure if and how 
investments drive performance, cost of content 
development and campaign performance data. 
This datadriven approach should be the cor
nerstone in your strategic partnership.

2. Share KPI, budget and digital assets

We all know them, the lone warrior of the silo 
spreadsheet. The lone warrior may be heroic, 
but he does not have a place in the strategic 

INTRODUCING THE STRATEGIC 
MARKETING OPERATIONS ORGANIZATION

Being customer centric is not exactly an easy 
undertaking. Customer centric organizations 
require marketers to proactively understand 
and adjust resources to the soontobe 
business conditions. Today’s fast changing en
vironment, therefore, requires a more strategic 
approach in marketing than the con ventional 
marketing organization. Policy planning, with 
the corresponding budgeting, results in a re
sponsive and actionable marketing plan aligned 
to company goals and KPIs. A strategic marke
ting operations orga nization takes the planning 
and budgeting process from a series of siloed 
and disjointed activities to a continuous process 
that is aligned throughout the organization. 

STRATEGIC MARKETING OPERATIONS 
SHOULD BE A GROWTH DRIVER 

A strategic marketing operations structu
re typically includes a much broader set of 
functions such as demand generation and has 
revenue marketing accountability. The strate
gic marketing operations is the function that is 
accountable for driving efficacy on both sides of 
the balance sheet – both improved marketing 
results and cost reductions.   

To become customer centric, organizations 
need to incorporate marketing activities through 
the organization and it is up to the marketing 
operations to make this possible. A customer 
centric organization is not a oneanddone activity 
but continues development. With other words, 
marketing operations need to go from responsive 
planning to a strategic partner in the organization.  
Our solution to this is a 4step approach to turn 
marketing operations into a strategic partner.

1. Facilitate alignment 

Successful planning starts with aligning capa

operations organization. The very core of the 
strategic operations is cooperation and trans
parency. Budget and digital assets need to be 
shared in the organization so that they can be 
accessible, edited and reused. 

One of the most important elements of the 
planning process is that each person in every 
key group understands their KPIs and their 
accountability. KPIs should therefore also be 
shared in the organization. Aligning with sta
keholders is all about setting clear standards, 
providing technology and relevant training. 
You will need a resource management tool 
which facilitates those processes in order to be 
successful. One size does not fit all but tailored 
to your organization a marketing resource ma
nagement system can provide you with the right 
tools for sharing KPIs budget and digital assets. 
Today’s system should be your shared content 
hub, both internally and externally. Spread the 
word: No more gunslingers trying to do too 
much in siloed spreadsheets!

3. Track and measure 

It is fair to say that “What gets measured gets 
done”. This is also true in marketing operations. 
Tracking and measuring are one of the key be
nefits of strategic operations, yet it is one of 

To become customer centric, 
organizations need to incorporate marketing activities 

through the organization and it is up to the marketing 
operations to make this possible.

The 4-step model to become a 
strategic partner in the organization

The role of the strategic marketing opera tions 
department consists of two main functions; 
planning and managing. This is not a onetime 
effort but a continues process of improvement. 
The figure shows the relationship between a 
successful execution of the 4steps and how it 
relates to business value.

1.
Facilitate planning
alignment

2.
Share KIPs amd publish 
plan

3.
Trach and measure

4.
Make responsive
adjustments
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WHITEPAPERS

Recoordinate regularly publishes whitepapers on 
subjects such as customer relationship manage-
ment (CRM), customer experience (CX), marketing 
automation (MA), business intelligence (BI) and 
agile transformation and work methods.

For more whitepapers, please visit the website.

SEMINARS

Recoordinate also holds seminars and roundtable 
discussions where we discuss current trends and 
cases.

For information about upcoming events, register for  
our newsletter or visit the website.

Welcome!

ABOUT RECOORDINATE

We are needle-in-the-haystack finders who dream big and transform customer 
experiences. We help our customers create a competitive advantage by putting 
their customers first and by delivering next generation customer journeys.

Recoordinate started in 2010 and since then we have helped a several well-known 
brands in Sweden and across the EMEA markets. We specialize in developing our 
clients’ cross-departmental people, processes, technologies and data capabili-
ties to support communications, marketing, sales and customer service.

Want to know more or get in touch, please visit www.recoordinate.com
or contact us at info@recoordinate.com.

Recoordinate
Sveavägen 59
113 59 Stockholm                                                                         
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the most common processes to be passed on to 
other teams. One of the most common reasons 
is the lack of adequate resource management 
technology and support process. The point 
of strategic operations is to be adaptive to 
changes. Without tracking activities, it is almost 
impossible to monitor results and make budget 
adjustments according to changing business 
conditions. 

4. Responsive Adjustments  

Going from responsive to proactive. Because 
marketing operations work with the systems 
and the data, they have insight into what is wor
king and what is not. In this sense, the strategic 
marketing operations leader can act as a port
folio manager. If an investment is not working, 
it gets defunded. If an investment is working, it 
should get more funding. Balancing the entire 
portfolio involves optimizing returns with a wide 
variety of activities.

SUMMARY

The next generation marketing leaders will have 
to keep up with an everchanging environment 
where customer focus is central and the span to 
catch their attention is shrinking. To tackle this 

the marketing operations department needs to 
be more efficient than ever before. As a solution 
to this, we are introducing the strategic ope
rations department. The strategic operations 
department drives an active marketing and bud
geting plan, dynamic to changes in the market. 
It takes operations from a series of disjointed 
activities at a single point in time to a continues 
process of evaluation and readjusting. 

Because marketing operations work with both 
systems and data, they have a unique insight 
into what is working and what is not. Therefore, 
the operations organization of tomorrow is a 
strategic partner that plans, shares, measure 
and adjust activities, internally and externally. 
The next generation marketing operation ma
nagement system will thereby be an invaluable 
partner in your hunt for ROI and the next practi
ce customer experience. 

  

Tracking and measuring are one of the 
key benefits of strategic operations, yet it 
is one of the most common processes to 

be passed on to other teams.


