
Marketing Strategies:
Leveraging 
Marketing 
Technology
By Keith Henderson

As marketing departments are asked to do 
more with less, service providers are in turn 
asked to deliver on shorter timelines with 

fewer mistakes in order to remain competitive.  Established relationships with vendors 
become strained when new strategies are required and marketing plans become more 
sophisticated.  What worked even 3 years ago may not work today, and continuous 
innovation is required.  

In fact, marketers are now looking to their vendor network to keep up with innova-
tion in order to produce the right message, at the right time, through the right media 
in real-time.  Whether it is web-enabled or print-specific, today’s Marketing Services 
Provider needs to be well versed in the latest trends in technology in order to best 
equip their clients for continued success.

Sadly, over the last few years, many of those vendors have failed to keep pace for 
one reason or another.  For some, the rate of change and innovation within the mar-
keting services sector has been very difficult to keep pace with.  For others, a reluc-
tance to invest in technology 36 months ago means they are on the outside looking in 
as more and more vendors are taking a 
chance with MIS and web-enabled sys-
tems with ROI based strictly on “soft 
costs” such as “increased client conven-
ience” or “speed through their manufac-
turing facility”.  

Some examples of these innovations 
include eCommerce websites for finished 
goods/collateral, integrated .PDF rips, and 
Digital Asset Management platforms.  All 
of these pieces of technology have the 
ability to tie in client-facing ordering 
points directly into a vendor’s internal workflow which reduces errors and increases 
turn-around time of jobs for marketing teams.  

As in any industry susceptible to technology investments, the adoption curve will 
see the “early adopters” who live on the bleeding edge of tech trends, the “early ma-
jority” who represent the beginning of a bona fide trend, the “late majority”, who are 
more conservative but substantiate that trend and drive price points down for the 
majority of the industry, and finally “the laggards” who represent the “value buyers”.  
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Marketing teams (their leaders especially) should have a firm grasp of how 
dependent their marketing programs, brand, and corporate positioning 
strategy is to their vendor’s ability to meet their needs in a timely and in-
novative way.  If the answer is “highly”, then they should seek out vendors 

who live in the “early adaptors” category.  The same is true of “early majority”, and so 
on down the line.  Disaster awaits the marketing team who is not matched up cor-
rectly with their vendor’s existing technology.  See diagram below.

StratEx partners with strategic vendors who usually lead the “early majority” 

group.  This means we bring a wide range of solutions to our clients who understand 
the value of leveraging proven technology to grow their business.  

On occasion, we see an opportunity to fill a gap in one market that one of our ven-
dors has been perfecting for years in another.  A recent example of this is a tradeshow 
solutions portal we built for a client which combines tradeshow asset management, 
collateral ordering for pre and post-show marketing, campaign management, ad-
vanced reporting capabilities, marketing automation, CRM feeds, and ROI calculators.  
Now for the first time, our client has the ability to manage an unlimited number of 
events from start to finish using their internet browser.  We integrated this portal into 
our client’s MIS systems, eCommerce platform, and Digital Asset Management sys-
tems which enabled them to see in real-time where their event investment dollars are 
going and how much revenue is generated from each event.  

The point here is to partner with the right vendor that looks down the road of in-
novation, but also matches your current requirements as a marketing team.  More 
than likely, they made that technology investment some time ago.  

StratEx is as an outsourced Strategy and Execution firm for $5MM-$50MM business 
owners looking to Grow, Streamline, or Exit their company.  Visit us at 

strategymeetsexicution.com

5305 Oak Hill Terrace Cumming, GA 30040       strategymeetsexecution.com       phone: 678.984.0521

New Technology
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