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Hiring a 
Content 

Marketing 
Firm

WHEN YOU DON’T HAVE 
TIME FOR SOCIAL MEDIA, 
OUTSOURCING MAY BE 

THE ANSWER.

BY MICHELLE L. CRAMER
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You simply can’t do everything. But, in an Internet driven world, you have to be 
everywhere — and all at once, it seems. With most businesses, especially small businesses, 
this creates a dilemma, because you need to have a consistent presence on social-media 
platforms and regularly post to your blog, but lack of time makes that virtually impossible.

Or, maybe you have the time, but your writing skills are nonexistent. Many business 
owners can adequately convey their passion in person, but when it comes to putting it 
down on paper, the words just don’t flow the same way.

Enter the content-marketing firm. Prolific in all things written, a content-marketing
company, social media manager, specialized freelancer, or even a marketing firm can 
protect your time and provide quality content and distribution.

SIGNS, SYMPTOMS 
AND STRATEGY

Val Swisher, founder and CEO 
of Content Rules, a content 

development company, notes a number of 
indications that you likely need some outside help:

• You don’t have an in-house team or the resources 
 to hire one.
• Your needs are quite varied, requiring many areas 
 of expertise.
• You want to focus on selling hot tubs, while a 
 marketing specialist focuses on marketing.
• Your website (if you have one) is woefully out 
 of date.
• You started blogging, but the last time you posted 
 was six months ago or more.
• You don’t know what Twitter is.
• You have no corporate presence on Facebook.
• Competitors are stealing customers because they 
 have more contact with them via social media.

Jon Chapman, marketing manager for Riches for the 
Home, which has five locations in the Seattle area, says 
time was a big factor in hiring a content manager. “When 
we got into really pushing our web marketing, social 
media is a different animal and just takes a lot of time to 
maintain and do it,” he says. “The company we hired was 
able to handle it all, and it’s well worth the money so I 
can focus on other things.”

BE AWARE OF 
WHO YOU HIRE
When Duane Hunt, owner 

of Halcyon Spas in Regina, 
Saskatchewan, Canada, first started out-

sourcing work on his website, he used a service hundreds 
of miles away. “The problems we were having before with 
not being able to have quick, responsive service caused 
me a lot of concern,” Hunt says. “Because I would want 
to make changes, but it would take so long to get them 
done. Being a small business, we don’t have the luxury of 
thinking six to seven months ahead. We have to be able 
to work on the fly. [Our current agency] is right on it for 
me, and they understand our needs because we’ve talked 
and sat in the same room and discussed it. We have a 
great personal relationship as well as a business one.”

Empty promises were an issue for Joshua Reynolds, 
director of sales and marketing at Four Season Home 
Products, Inc., in Phoenix. “Unfortunately, two compa-
nies we decided to do business with were shell compa-
nies,” he says. “They provided an initial meeting and lots 
of promises, and then never delivered any product after 
the retainer fees were paid.”

To avoid these problems, Swisher recommends 
prioritizing due diligence for anyone to whom you’re 
looking to outsource. “Look for a firm that has been 
in business for awhile,” she says. “Many marketing 
firms come and go, so you want a company that will be 
there for you as your company moves forward.” When 
choosing companies to contact, look around to see what 
marketing content resonates for you, then find out who is 
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responsible for it, she adds.
Joe Pulizzi, founder and CEO 

of Content Marketing Institute, 
a content marketing educational 
website, recommends that while 
references are important, take it 
one step further when checking 
out a freelancer or agency. “See 
if they’re doing content marketing 
for themselves or their organization,
and that they are consistently 
hitting all of their dates,” he says. 

“If they’re not doing that, I would never hire them.” 
Because of his firsthand experience, Reynolds recom-

mends healthy skepticism. “Everyone promises the world 
to a small business until they get paid, then often you 
get nothing,” he says. “Anyone that tells you they can 
guarantee placement online or they can do something 
that no one else can is just lying to you.”

Pulizzi also advises a three-month trial period. 
“Frankly, I expect perfection,” he says. “I expect every 
day to be hit. I expect things to be early, great communi-
cation, and I expect them to follow through on the 
editorial calendar.”  

Additionally, anyone you hire should constantly 
be on the lookout for where the industry is headed, 
as well as what is working for you. “You should expect 
to see robust analytics with information about your 
campaigns, to show that your money is being well 
spent,” Swisher says.

Chapman found he needed specialists to target the 
area he wanted to target. “I thought that you could find 
an Internet company, and they could handle anything 
on the Internet, but that’s like going to a pediatrician 
for brain surgery,” Chapman says. “We have four to five 
different people who handle our web presence, and one 
specializes in social media and that’s it. I want a special-
ist in that field; I don’t want a web designer running my 
blog because it’s two different specialties. And we don’t 
use a social-media company to market our website.” 

UTILIZE THE ASSETS 
YOU HAVE
Unless you hire a full-time staff to 

do your content creation and social 
media management, Swisher says out-

sourcing is the best solution. “When you outsource 
your social-media management, you can be sure that 
your social media presence is current for each platform,” 
she says. “Nothing is worse than setting up a blog, for 
example, and then letting it languish with out-of-date 
content.”

Regardless of whether your hire is outsourced or from 
within the company, you need someone inside overseeing 
the strategy. “What I hate to see happen is a small retailer 
outsourcing the content management and not supervising 
the process,” Pulizzi says. “You can outsource the 
content, but failing to monitor it in-house is like 
someone who doesn’t know anything about your business 
managing your front desk.”

Additionally, take advantage of resources already 
available. You and your staff know the industry better 
than most outsiders. You may not have the writing skills, 
but you have the stories and expertise. “Get the assets, 
and get the base content itself,” Pulizzi says. “Let’s say the 
CEO is too busy, doesn’t want to write, or isn’t a good 
writer. Get the content producer in front of this person 
to just ask questions. Start to talk about the issues of the 
industry, and then the content provider can take those 
issues and turn them into stories.” 

A one-hour conversation with the CEO could 
turn into five blog posts. Or, if you travel a lot, record 
thoughts on your iPhone or send texts to your content 
provider about customer interactions so there is constantly
content to work with. “Same thing with the employees 
and salespeople,” Pulizzi says. “Your content provider 
needs to talk with the employees in the company and 
start working with that, because you probably have 
enough assets to tell your story, you just need to extract 
it. Employees are your greatest marketing asset and are 
rarely used.”

“See if they’re doing 
content marketing 
for themselves or 
their organization, 
and that they are 
consistently hitting 
all of their dates ....
If they’re not doing 
that, I would never 
hire them.”
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PUT A STRATEGY IN PLACE
However, before you hire someone, Pulizzi says you must develop a strategy: 

Determine who your buyer and audience is, where they are online, what you 
can deliver that’s going to be impactful and interesting, and whether your goal 

is customer retention, lead generation or both. 
“What we normally see with any size company is that they jump straight into social 

media,” Pulizzi says. “My question is why, and normally their answer is that’s where their 
customers are. Well, are they? Are you sure about that? And if so, when they engage on 
Facebook, what do you want them to do? It’s basically taking a step back and making sure you 
have a strategy for your social-media content.”

Pulizzi says that, once you establish a strategy and editorial calendar, start looking for someone to assist with the 
process. But don’t expect that person or agency to do all the marketing for you (unless you hire a full-scale company). 
If it’s an individual, the marketing side needs to be a mutual effort. “I’ve seen some great content never get marketed,” 
Pulizzi says, “so the strategy and execution is critical. And getting someone to help you as early as possible is probably 
the best decision.” n

For questions or to comment on this article please contact editorial@bigfishpublications.com.

Determine who your 
buyer and audience 
is, where they are 
online, what you can 
deliver that’s going 
to be impactful and 
interesting, whether 
your goal is customer
retention, lead 
generation or both.

DON’T MISS A 
SINGLE STORY
Sign up for our e-newsletter at 
sparetailer.com/newsletter.


