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Introduction

�What Is This Book About
You are working in marketing or handling tasks related to digital 

marketing, and you need to get things done. You have a lot to do, and 

you don’t have the time to become a digital marketing expert, with all 

that that implies. You know what needs to be achieved. Figuring out what 

to use and how to achieve that is something for a third party to solve, 

research, and do.

Among the things you may have to do are defining campaigns, 

launching new products and services, managing partners and 

distribution channels, working with third parties to develop creatives, and 

dealing with providers, creatives, agencies, and freelancers.

Note that I use the concept “to deal” here because, quite often, it’s 

not a straightforward task. You have to deal with third parties because 

the understanding of the same task or goal is different or because they 

don’t understand what you are saying. You might be using different jargon 

or concepts specific to your industry, or you might be trying to apply a 

concept from print to digital, and they just don’t get it. And the worst part 

is there are good reasons for this to be this way!

On one side, you’re trying to balance and manage multiple tasks while 

attempting to translate and explain everything to your stakeholders—

team, boss, investors, coworkers, etc. For example, imagine you’re 

responsible for launching a new advertising campaign, and you need to 

explain the goals and objectives to your team, who might have different 

interpretations of what success looks like. In that case, you may try to use 

specific concepts, such as lead campaigns or conversion tracking, just to 


