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Project managers play a crucial role in digital marketing. They help to ensure that campaigns: 

 Meet the brief with high quality output 

 Are delivered and deployed on time 

 Are delivered within the agreed budget 

A wide range of project management frameworks and methodologies are available. These include 

PRINCE2, Scrum, Lean, Critical Chain Project Management, and more. Here, however, we’ll take a 

broad look at the value that project management and project managers bring to marketing 

campaigns. 

So, to begin, what exactly is a project? 

Any initiative your team undertakes that has a defined deliverable and delivery date can be classed 

as a project. And any project can benefit from the efficiency and clarity that project management will 

bring. 

Planning is a key starting point for any project. Unfortunately, project management can easily be 

overlooked when planning resources for a campaign. Unless it’s already baked into a company’s 

culture, it can seem unnecessary, especially for smaller projects. And for agencies it can be even 

harder to justify, as clients don’t like paying for resource that doesn’t seem to be crucial to getting 

the campaign delivered. 

With that in mind, what benefits can project management by a dedicated project manager bring to a 

project? The benefits include: 

 Fluid communication between stakeholders, marketers, clients, external suppliers, and so on 

 On-hand status updates on where the project is at any time 

 Resource planning, ahead of when it is needed rather than being called for reactively 

 An accountable, central point of contact to manage the web of interdependencies in a 

project 

 Client assurance and confidence 

 Predictable deadlines  

But what exactly does a project manager do? What are their day-to-day responsibilities? And what 

skills does a project manager need to have or develop?  

Well, a project manager’s role involves carrying out a number of tasks. 

First, they guide projects from start to finish. This involves determining scope, assigning tasks, and 

setting deadlines. Indeed, it includes everything involved in setting up projects for execution. 

Project managers also ensure that everyone has what they need to get their work done. And if 

people don’t have what they need, it’s the project manager’s job to figure out what’s required to get 

them what they need and remove any obstacles. 



Project Planning                                                        Copyright © 2020 digitalmarketinginstitute.com  5 

Project managers facilitate communication between stakeholders and team members. They get 

stakeholder buy-in at the start of the project, and update stakeholders as the project progresses. 

Also, they make sure everyone has all the information they need, and ensure team members are 

communicating clearly with one another. This can even mean implementing systems such as Slack, 

Trello, Asana, and so on to ensure communication is fluid. 

The communication skills that project managers need often rely on natural abilities rather than 

learned knowledge. However, simply understanding what these skills are can enable project 

managers to carry out their role to the best of their abilities. 

As well as facilitating communication between others, project managers need to be able to 

communicate effectively themselves with all involved. This is where excellent interpersonal skills 

come into play. If you’re leading a project, you’ll need to be able to communicate with everyone 

involved, both verbally and in writing. Of course, good communication is something that should come 

naturally to many marketers anyway. As a project manager, however, you need to constantly monitor 

your communication skills and think about how you can communicate most effectively.  

Remember that it’s not all about shop talk! You’re a pivotal team player and it’s important that people 

like and respect you. On the one hand, you must be firm on your deadlines and deal assertively with 

people who are not performing as expected. But, on the other hand, take time to make small talk, 

and get to know the people around you. Use emotional intelligence to understand how people are 

feeling. And make sure that people feel comfortable approaching you with any questions or issues. 

Motivate your team and try to ensure that they are happy to work with you. 

Unfortunately, wherever there is a project, there’s likely to be some conflict along the way. All the 

planning in the world cannot prevent the unexpected. And when the unexpected happens, people 

get agitated. As a project manager, your goal is to manage conflict when it arises. And this is where 

you’ll need excellent negotiating skills. 

You’ll face immovable problems, no-win arguments, and catch-22 situations. Suppose your project is 

likely to miss a key deadline. You might have to become the arbiter between a designer who doesn’t 

want to stay late and an account manager who doesn’t want to jeopardize their carefully nurtured 

client relationship. While you must always have one eye on the agreed project deliverables, you also 

need to be creative with compromise. Being able to offer people concessions in other ways to get 

what you need is crucial.  

Be realistic. In any project team, you’re not going to be able to get everyone to agree on everything 

all the time. Disagreements and conflicts are inevitable. So, when conflicts do arise, it’ll be your job to 

resolve them in order to keep the project moving forward. You have to become the leader when 

everyone else is squabbling. Set an example, by being fair but decisive. Never point fingers or get 

personal. Always keep it about what the project needs, and what’s best for the project. 

With projects come deadlines! So knowing how to manage your time, and your team members’ time, 

is a crucial skill. Everyone on the project will need to know how to manage their time effectively! Of 

course, it can become tricky when you have to raise time management issues with a team member. 

It’s not easy to do it without making people feel judged. Always address the time management issue 

without attacking the person.  

The best approach is to lead by example and have your own time management tools and techniques 

in plain view. One useful technique is the Pomodoro method. This is a time management system that 

encourages people to work effectively with the time they have. Using this method, you break your 
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workday into 25-minute chunks separated by 5-minute breaks. These intervals are referred to as 

pomodoros. Using timers can ensure that you work in bursts of ‘deep work’. And remember to start 

the day with a clear set of objectives to plan those bursts. 

It might sound obvious, but project managers need to have excellent leadership skills. After all, they 

are responsible for leading the project! If you didn’t consider yourself a leader before, it’s time to 

change that. Even if you’re not a team lead, there will be times where you need to spearhead a 

project and inspire others into action.  

Basic leadership skills include: 

 The ability to listen to others, and take on board their concerns, without seeming rushed or 

distracted by technology. 

 Decisiveness –to choose the best course of action, explain in clear and concise terms why 

that is optimal, and then move ahead. 

 Honesty – the ability to be honest with yourself and others about failures as well as 

successes 

 Confidence in your best abilities inspires others to trust your judgment and decisions. When 

a project manager exudes uncertainty and hesitation, this undermines the morale of the 

whole team.  

 Communication skills – this means being able to calmly talk in a concise and authoritative 

manner about project management. 

When you’re leading a project, you need to understand what the project is about! This involves 

developing subject matter expertise. If you’re a marketer looking to build project management skills, 

you already have deep subject matter expertise both in marketing and perhaps your specific 

industry. But, if you’re a project manager by trade working with marketing teams, then you’ll need to 

brush up on your marketing skills. 

Marketing and creative specialists won’t respond well to someone running their projects who doesn’t 

have a basic understanding of the discipline. This can lead to difficulty fostering the respect and 

leadership previously mentioned. Even if you’re not an expert, show a willingness to learn. The more 

you show respect for the project, the more team members will respect you as a project manager. 

These skills can all be regarded as the ‘soft skills’ needed to be a project manager. But what about 

the day-to-day work? What practical competencies do you need in order to be an effective project 

manager in marketing? 

Here are some competencies that you should develop.  

The first is the ability to allocate resources. No project has unlimited resources, so it’s your job to 

optimally allocate the resources you have. Any project will be subject to constraints on time, budget, 

or people to carry out the work. So learn to work with what you’ve got. Make the most of what you 

have within your team and find out how to source external specialists through agencies or your own 

research and recruitment. 

You must be able to manage tasks, of course. Help your team members develop efficient workflows. 

And make sure they understand what needs to be done at each step in the project. 

Time management is crucial, so you need to be able to plan timelines. On any given project, you’ll 

likely have multiple people working on different pieces of the bigger picture. Before work starts, you 

need to be able to give everyone their own timelines for delivery, and manage the often-complicated 
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web of interdependencies. For example, the web developers might need approved designs for a 

website before they can start building it. 

As well as planning timelines, you need to be able to set realistic deadlines. Your deadlines should 

stretch the team without breaking them. If the deadlines are too generous, complacency can creep 

into the team. But if the deadlines are too aggressive, this can lead to stress and burnout.  

As well as simply setting deadlines, an experienced project manager will add in contingency time. 

Giving time buffers ahead of crucial delivery dates allows for the unexpected happening. And let’s 

face it, the unexpected usually does happen! Having buffer time will significantly raise your chances 

of shipping your project on time! 

Finally, you need to be proficient in using project management tools. Indeed, much of your day as a 

project manager will be spent working with software that aids your efforts. These tools act as a 

central information repository for all the tasks, people, assets, deadlines, and so on. Today, most of 

these tools are online and offer all team members their own accounts with varying levels of access. 

Keeping this software updated and comprehensive, in terms of having as much project information 

in there as possible, can provide an invaluable ‘single source of truth’. It shows progress and 

reassures stakeholders that the project is well managed. Examples of such tools include Asana, 

Trello, and Jira. 

Let’s look at the lifecycle of a typical project in marketing. Here is a simple seven-step framework for 

managing projects. You can use this even if you’re not a project manager and have never been 

called on to manage projects before. 

The first step is to identify the project or campaign. 

This is the very beginning of the process. You’ve likely conducted some sort of brainstorming 

process or otherwise determined loosely what the given project will be. 

Whatever it is you’re working on, you need to make sure you’re crystal-clear on its purpose. Why are 

you doing the project? And be clear on the intended outcomes. What exactly are you delivering? 

Step 2 is to write a project brief. 

Next, it’s time to buckle down and write a project brief. This is also known as a creative brief, but 

they’re essentially the same thing. This is a simple outline of everything the project will entail, 

including: 

 A project summary – This is one or two sentences describing the project at a high level. 

 Some basic details –Who is the project for? Who is your audience? What problems will it 

solve? How will it be measured and how soon do you expect to see results? 

 The goal – What is the desired aim for the project? It’s helpful if you can nail down some 

hard numbers, but that can be determined later if necessary. 

 A process outline – This describes the process that’ll be implemented to execute the project. 

A high-level summary of steps and handoffs between team members is sufficient for now. 

 The people involved – Which team members need to be on the project? Be careful only to 

include necessary staff in order to make the best use of everyone’s time. 
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 Required resources – Which tools and other assets will be needed to complete the project? 

These would include brand assets, logos, fonts, content files, software, and so on. 

 Deliverables – What tangible assets will be created as a result of this project? These would 

include websites, videos, infographics, blog posts, social posts, and so on. 

 A rough timeline – When would you like the project to actually ship? 

The actual form this document takes doesn’t need to be overly complex. Indeed, there’s no right or 

wrong way to lay it out. Generally, a text document or slide deck is all you need. Just make sure that 

it’s easy to read! Put it in front of everyone on the project and keep it somewhere universally 

accessible. It will be a useful guiding light throughout the project. 

The third step is to develop goals and objectives. 

A project should always have a goal. If goals and objectives are not laid out very specifically and 

clearly, you run the risk of doing lots of activity, but for no defined result for the business. You’re just 

busy being busy! 

It helps to have a repeatable process in place for setting goals too. Try following the SMART goals 

framework: 

 Specific – The goal is tied to a specific number or well-defined objective. 

 Measurable – Progress toward the goal can be quantified with data. 

 Actionable – It can be done by you and your team, and is realistic. 

 Relevant – The goal fits with your wider company objectives and initiatives. 

 Time-bound – It’ll be attained within a set period of time. 

Every goal you set should meet these criteria. 

Step 4 is to get input from the team. 

Prior to meeting the team, gather information on people's overall availability and requirements. Then 

start mapping out how much time everyone needs and begin to put together loose timelines. 

Next, list all the deliverables the team will need to produce for this project. This means all the tangible 

assets that will be created, such as blog posts, landing pages, videos, social content, emails, and so 

on. 

Then, list which teams will need to be involved in the project. This means identifying which specific 

marketing teams in your company, plus other departments – such as web development or 

accounting – need to be involved. 

Finally, describe the goal of the project. Keep it as concise as possible, but do include specific 

statistics and numbers you’d like to achieve, if possible. 

Schedule a date for a team meeting, and send a calendar invite letting everyone know about the 

meeting. Once you kick off this meeting, run through the following: 

 Give a basic explanation of the project. Share your creative brief with everyone too. 

 Ask what steps each team member will need to take, especially if you aren’t sure. 

 Find out how much time they’ll need for each phase of the project, with likely contingency. 
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Then, you can complete a rough timeline as the meeting progresses, and leave with a good idea of 

what everyone will need to make what you’re working on a success. 

By the time you’ve talked the team through the project and gathered their answers and feedback, 

you’ll have the raw information you need from the team to actually start mapping out the project in 

your project management tool of choice. 

This then brings us to the fifth step: map out timelines and tasks. 

So now it’s time to get granular in planning out the individual tasks that will need to be completed 

throughout the project. Ideally, your team members will be able to tell you which tasks they’ll need to 

tackle. All you need to worry about are the deadlines for each team member’s phase in the project. 

In your project management tool, start creating entries for each task and phase, with associated 

deadlines. 

Sometimes, tasks need to be approved by another team member or manager, maybe even yourself. 

Ensure this is logged too, as approvals can hold things up if someone is away or too busy to review 

work. 

By the time you’re done, you’ll have all your deadlines for each phase, and all of the tasks everyone 

needs to complete all planned out in one place. 

Step 6 is to start the project. 

Kick off your project and keep communication flowing as you do so. It will be your job to ensure that 

everything is happening when it should, and to come up with solutions when deadlines get missed 

and a knock-on effect is created. Monitor the project carefully and constantly.  

You’ll also be expected to be the go-to source of information for anyone wanting to get an update 

on the project. Ensure that you have a ready-to-hand overview or dashboard. 

Remember, no project has ever gone perfectly! It is how you deal with things going wrong that 

defines you as a project manager. Indeed, this defines any manager. Be prepared to shift the moving 

parts of your plan as it progresses, to accommodate those unexpected bumps in the road. 

Not surprisingly, the final step is to finish the project. 

Once the project is completed, it’s your job to check that all the deliverables have in fact been 

shipped. And you need to ensure that all requirements of the original brief have been satisfied – 

unless they changed along with way, of course. Ask yourself: has the project been completed on 

time, on budget, and to the required standard? 

A vitally important step at this stage is to review the project. You’ll need to do this from a range of 

perspectives. Was it successful for the business? Did it have a positive return on investment? In the 

case of an agency, was it profitable? Was it as successful as originally planned in the brief? Did the 

team enjoy working on it, and doing so through the processes you laid out? Did the tools, software, 

and techniques you used to manage the project work for everybody involved? 

A good way to gather this kind of feedback is with a ‘post-mortem’ meeting with the project team. 

This attempts to answer these and other questions, and gain insights that you can use to improve 

future projects. 
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The concept of agile thinking has become popular across the business world. In this topic, we 

explore what is meant by agile thinking, and how it originated. 

Agile thinking is based on the agile methodology. It was drawn up by a group of software developers 

on a trip to Utah in 2001. These developers formed the Agile Alliance in a bid to overhaul the process 

by which software was created and deployed. It has become the dominant methodology for 

software development. But, although it originated in the software arena, with the booming influence 

of the tech industry on wider business, it has informed most other industries too. 

But what exactly is agile thinking? Well, when we talk about ‘agile thinking’, we’re mostly referring to 

the idea of responding to change over following a plan. In other words, we should respond to change 

as we progress with a project, and not be rigidly fixed to a plan, regardless of what happens along 

the way. After all, being agile means being flexible and quick to adapt to change. This agility enables 

organizations to respond effectively to unexpected events.  

The Agile Alliance developed a historic manifesto that outlines twelve principles for applying agile 

thinking. Five of these principles are particularly relevant for marketers. 

One principle states that you should break big work down into smaller tasks that can be completed 

quickly. 

People struggle to stay motivated in long projects. This is because they generally need to feel a 

regular sense of achievement and completion. These small milestones and achievements along the 

way keep the team motivated. If something takes longer than a few days, it can feel like it drags on. 

Then people start to lose focus because they are not getting a regular achievement boost. 

Additionally, there is a long-proven benefit to focusing large resources on small problems one by 

one. Indeed, this goes all the way back to Sun Tzu’s 5th century BC book The Art of War. 

Another principle is that you need to recognize that the best work emerges from self-organized 

teams. 

Increasingly today, people are becoming more generalist, and are developing hard-to-categorize 

sets of skills. People don’t always fit neatly into skill set ‘pigeon holes’. And the individual is usually 

best placed to identify how his or her skills can best be deployed. In any group of people, you’re 

going to have a rich range of skills. When you challenge a group with a problem, or a project to be 

completed, they can best decide who does what. This is because people will naturally gravitate to 

what they do best. This in turns gives team members a sense of agency and empowerment, which, 

of course, raises motivation and morale. And the advantage for the project is that this allows skills 

and problems to be best matched up. 

A third principle relevant to marketers is that you should assemble the project team and business 

owners on a daily basis throughout the project. 

Nobody likes long, meandering meetings. But meetings can be short and snappy. Agile meetings 

deliver quick wins. Now known in software and web development as daily ‘stand-ups’ or ‘huddles’, 

these quick-fire update meetings allow everyone to stay in touch with the moving parts of a project. 

This also prevents issues festering in the dark.  
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All project-based teams, regardless of discipline or industry, could benefit from this approach to 

team communication. It clarifies what the day ahead requires of everyone, and empowers each team 

member to raise important issues. It also gives everyone a sense of focus for the day. And it allows 

people to share daily accomplishments and learnings. 

No team is perfect, and a project is always a learning process. So another useful principle from agile 

thinking is that you should have the team reflect at regular intervals on how to become more 

effective, and then tune and adjust behavior accordingly. 

Continuous improvement is the name of the game here. Probably the most well-known principle of 

agile, this tactic of changing course as you progress through a project allows teams to respond to 

factors which might affect the ultimate success of the finished product. If something clearly isn’t 

working, the team responds quickly to come up with a better approach. This could apply to a specific 

piece of content, or even the campaign as a whole. 

One final agile thinking principle relevant to marketing is that you should harness change for a 

competitive advantage. 

Following on from the previous principle, an agile approach to delivering projects is far more than 

merely a coping or mitigating mechanism. Your response to change can prove to be a competitive 

advantage in the marketplace. It can lead to more relevant and effective marketing too. Responding 

to a changing environment more quickly than your competitors do will enable you to better position 

yourself in the market.  

In this topic, you will learn how agile is applied to marketing, in a broad sense, and how we must 

adapt to this new environment of constant change and uncertainty. We will also explore how this 

lack of stability is in fact a series of valuable opportunities. 

Change and uncertainty are feared by most humans, indeed most animals. Uncertainty is the realm 

of the unknown, and we often perceive this as a risk to our safety and our lives. It triggers our ‘fight or 

flight’ response, which in turn increases our stress levels. So we humans tend to fear change and 

avoid it whenever possible.   

However, the problem is that we now live in a world where the only constant is change! Not only can 

we not avoid change, we need to embrace it. Nowhere is this change more obvious than in the world 

of digital marketing. To succeed in this sector, you have to become comfortable with handling 

constant change. 

Today’s digital landscape is moving faster than ever before, in fact faster than anyone can keep up 

with. This is explained in Eddie Obeng’s famous 2012 TED talk. He highlights the fact that everything 

in business today is to some extent new, and so there are no experts who can reliably predict 

anything anymore. Uncertainty is now the norm. 

It is this set of conditions which leaves us in a world in which we must embrace constant change and 

live with uncertainty. And with uncertainty comes failure. Silicon Valley has recently completely 

changed it attitude to failure. In fact, the edict that we must ‘fail fast, fail often’ is plastered on the 

office walls of the tech giants such as Facebook and Google.  
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This ethos was popularized in the now-famous 2013 book of the same name by Ryan Babineaux and 

John Krumboltz of Stanford University, who teach a course on the subject there. The idea is that fear 

of failure holds people back. Put simply, in order to cope with change, people must be willing to make 

mistakes and learn from them. Failure becomes a learning process and an opportunity for 

improvement. 

But, let’s face it! Failure is very hard to acknowledge. We don’t like admitting it to ourselves, to those 

whom we report to, and even to those whom we manage. It’s not easy to stand in front of your team 

and declare, “We are going to try something new, and I honestly have no idea what’s going to 

happen.” But that willingness to ‘try something new’ is exactly the sort of courage you need to 

succeed in today’s digital landscape. Think about it. Whatever your next digital campaign is, you are 

going to be, to some extent, unsure about what will happen. This is because digital marketing is 

susceptible to countless factors that traditional advertising never was. Digital technology is changing 

all the time and we have to change with it. 

The Agile Alliance stresses the fact that this change is actually a potential opportunity for success. 

Rather than being avoided, change should be eagerly grasped. Sure, you might make mistakes along 

the way, but at least you’ll learn something from the experience. Don’t spend days weeping about 

your failures. Find out as quickly as possible why you failed, and then learn from that and move on.  

In software companies, as mentioned previously, this approach is often called ‘fail fast, fail often’. In 

digital marketing, this often gets referred to as a ‘test and learn’ approach. First, we test. We try 

something new that we think will work. And then we learn. We use the data fed back to us by our 

CRM, web, and social platforms in a real-time and constant fashion to adapt our campaign message 

or creative assets on the fly to respond to this feedback. The key phrase here is ‘on the fly’. Being 

agile means responding to new data as soon as you receive it. 

Where this is happening at the greatest scale currently is in social media advertising. A digital 

marketer such as myself no longer has to be tied to one or a small number of creative routes, 

targeting one desired audience and hoping for the best. 

We can deploy hundreds and even thousands of variants of the same campaign. They can be 

messaged in all the subtly different ways our marketing team can imagine, with every variation mixed 

with every other variation to create an exponential number of different creatives. Each one will 

resonate with human minds and emotions in very slightly different ways. And then this resonance will 

again be different for each segment of an audience or population as it interacts with their unique 

psychographic make-up. 

Effective marketing actually involves a mass, population-wide experiment. It relies on real-time data 

which we now have access to through easy-to-use dashboards in advertising products such as 

Facebook Ads, LinkedIn Ads, and so on. As soon as the first cents are being spent, we can make 

decisions on what’s working, for whom, and what conversions or results are being driven.  

Note how agile this approach is. The data arrives in real time. It presents an immediate snapshot of 

an evolving situation. And with effective dashboards, you can interpret this data as quickly as 

possible. You always know what’s happening, and you can respond as necessary.  

This ‘test and learn’ approach obviously results in a higher return on investment for marketers. 

However, over time, it also improves marketers’ instincts for good creative and how their audience 

respond to various messages and propositions. If their instincts were wrong the first time, their 

instincts will be better the next time. Failure has become a learning experience again!   
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Agile thinking has become popular in marketing because it can result in more customer-centric 

marketing. You’re better positioned to respond to customer feedback and changing market 

demands. This is crucial in today’s digital landscape, as content is increasingly about serving the 

informational and entertainment needs of the reader, listener, or viewer. It is not about simply blasting 

promotional messages all over the internet.  

This is what is broadly known as content marketing, which put simply involves developing different 

content that will appeal to different customers. It has boomed in popularity in recent years due to its 

effectiveness in appealing to customers on a deeper level, in ways that traditional marketing never 

did. 

The original idea behind the agile framework was to create a more customer-centric process for 

delivering software products. In fact, the customer practically became part of the development team. 

This was largely achieved by creating products with lots of feedback along the way, as the product 

was still being developed. This is clearly much more effective than simply deploying the finished 

article and inviting feedback at the end of the journey. 

Likewise, in marketing, we can be far more effective if we gather feedback as we create campaigns, 

and as we run them. The traditional approach has been to sign off a campaign, following a client 

review, and then deploy it. The problem was that performance data would be gathered only after the 

campaign has ended. 

An important and useful concept to come out of agile thinking is that of the ‘MVP’ or ‘minimum viable 

product’. It is used to this day in web and software production, with almost every tech product you 

use having started life as an MVP. 

The concept is simply that whatever the idea for something is, it is stripped down repeatedly and 

ruthlessly until only its essence remains. Only when you have reached the point where any further 

removing of functionality would fundamentally change the idea or remove its core value to the user 

do you have a true MVP.  

That’s great in software development! But how does this apply to marketing? Well, consider this 

scenario. Once upon a time, a marketing creative team had an idea for a series of brand films to 

bring to life the story of a brand’s heritage for consumers. The team was very excited because this 

would be a high-production and expensive affair. It would showcase the team’s creativity in bright, 

vibrant colors! However, no one gave too much thought to its likely effectiveness as a piece of 

content marketing on the web. The team was excited, but would the customers be excited too? A 

traditionally minded marketer might argue, “Well, that’s just the nature of marketing! It’s unpredictable 

and we have to trust our creative instinct. That’s why we’re the creative team, after all.” 

But just consider for a moment how much expense, time, and effort would be involved in making this 

video. Is there a way to test the public appetite for the idea and its themes before investing so 

heavily? 

Enter the agile marketers! They would strip back the idea of the brand’s heritage and look at its most 

essential constituent parts. Suppose they decided to focus on key milestones in their brand journey. 

Then the team would consider which content formats would allow them to communicate those ideas 

with the lowest time and financial cost. It doesn’t have to be an expensive, flashy video. It could 

simply be a series of curious factoids on Twitter. For example, “Did you know our company began life 
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when a flight to Atlanta was delayed during a thunderstorm?” Or they could use short animated 

pieces created with an online video tool, such as Biteable, for Instagram. What about a Facebook 

Live stream? They could have an interesting or entertaining person in the company showing users 

behind the scenes and explaining how the company is to this day still driven by its heritage. Each of 

these approaches could be considered as MVP, which could then later be further developed into a 

more ambitious project. 

If the audience is still small for the MVPs, all of this content can be promoted to specific niche 

audiences to see how they respond. And all the data from these MVP content pieces can be 

gathered to inform further investment. This doesn’t yet have to be the full-blown big idea. But it could 

be something a little more involved than the MVP as a further round of content tests to confirm the 

team’s thinking. In this way, the marketing team is getting ongoing customer feedback during the 

creative process!  

Now you know what agile thinking is and how it can be deployed in the marketing sector. But what 

exactly are the benefits of agile thinking in marketing? There are, in fact, many! 

The first benefit is that agile thinking increases efficiency. 

One of the key advantages of agile thinking is that it brings potential problems to the surface quickly. 

This helps reduce any wasted effort later in the process. Eliminating unnecessary steps and red tape 

means teams work faster. And this gives them a quicker sense of accomplishment, which is 

invaluable for team morale.  

And consider the advantages for the business. Because your team is more efficient, it is able to 

deliver more projects. And this means the organization is able to bring in customers. Instead of 

spending time on things that don’t deliver value, you can focus all of your efforts on the most 

important tasks at hand. Because you’re getting ongoing customer feedback, you can be more 

confident that you’re working on projects that will ultimately lead to market success. 

The second benefit that that agile thinking increases innovation. 

Agile thinking leads to a rapid testing process. So marketing teams that use agile thinking are getting 

a steady stream of feedback during development. This enables them to discover all kinds of insights 

much more quickly. That means your marketing efforts can be driven by actual data from ongoing 

customer feedback. You can then better provide customers the messaging they’re actually looking 

for, rather than making guesses. 

Plus, by moving more quickly, acting on data, and embracing a fail-fast mindset, you can more easily 

produce innovative ideas that actually get implemented and drive results. 

A third benefit is that agile thinking delivers more return on investment at less cost. 

The old, traditional way of doing marketing was often slow, and measurement was sometimes 

difficult to quantify. Now, agile processes empower teams to run multiple campaigns at once without 

reducing effectiveness. With the increasing comprehensiveness of modern analytics, it’s easier than 

ever to demonstrate more measurable return on investment at less cost. 

A fourth benefit is that agile thinking drives growth. 



Project Planning                                                        Copyright © 2020 digitalmarketinginstitute.com  16 

Processes that can’t scale are processes that can’t move you forward. Fortunately, agile is designed 

with growth in mind. It can help teams maintain efficiency as they expand over time, and as the size 

of campaigns grows with bigger, more ambitious projects. 

Finally, agile thinking keeps you focused on your customers. 

Remember, agile thinking is a customer-centric philosophy. This approach to marketing keeps teams 

focused on delivering what customers and audiences actually want without getting bogged down in 

unnecessary documentation and meetings. 
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