
To support all these strategies, we need solid marketing operations (tools, processes, analytics) 
and a plan for scaling the marketing team as the company grows. This section covers 
recommendations for marketing tech stack, analytics and automation setup, CRM usage, and 
a hiring roadmap for the marketing department. 

Marketing Tools and Tech Stack:​
​
Given budget constraints typical of early startups, we’ll mostly utilize free or low-cost tools 
initially, upgrading as needed: 

●​ Website/CMS: If the website is on an easy-to-use CMS (like Webflow, WordPress, or a 
custom but editable site), ensure we have the ability to create and edit landing pages 
without engineering dependency. For content, something like Webflow CMS or 
WordPress with a good theme works, so marketing can publish blogs and tweak pages 
quickly (adhering to the design guidelines). If currently static, advocate moving to a CMS 
for agility.​
 

●​ Analytics: Google Analytics 4 (GA4) is a go-to for tracking site traffic, user behavior, and 
conversion funnels. It’s free and powerful. Set up GA4 with key events: pageviews of 
important pages, sign-up form completions, and maybe scroll depth on content (to gauge 
engagement). Also set up Google Tag Manager, so we can add tracking pixels or event 
triggers without constantly editing site code. In GA or Tag Manager, define conversions 
like “Signed up for waitlist” or “Downloaded whitepaper” to measure campaign 
effectiveness. As we run marketing experiments, these conversion metrics will be our 
guide.​
 

●​ CRM & Contact Management: HubSpot CRM (free tier) is a strong choice, it allows 
storing contacts, tracking interactions, and even sending up to a certain number of 
emails. We can create a simple pipeline in HubSpot for leads (e.g., Stages: New Lead, 
Contacted, Demo Scheduled, Pilot, etc.) to keep an eye on progress with each firm. If 
HubSpot’s marketing email features are used, we can also set up automated nurture 
sequences easily. Other options could be Copper CRM (especially if integrated with 
GSuite), or even just managing initial contacts in Notion/Excel if extremely low volume 
(but HubSpot free likely sufficient and more structured).​
 

●​ Email Marketing & Automation: If using HubSpot, the free tier includes basic email 
functionality and up to a certain contact limit. Alternatively, Mailchimp (free for up to 500 
contacts, tiered beyond) can be used to design nicer newsletters and manage email lists. 
For automation (like our planned welcome sequence), HubSpot may require a paid tier 
for full automation beyond basics. If budget allows, investing in HubSpot Marketing 
Starter might be wise to unlock those features and consolidate CRM+email in one. 
Otherwise, Mailchimp’s automation could handle a simple drip for new sign-ups. Also set 
up an email verification step (like double opt-in) to ensure quality of contact list and 
compliance with anti-spam laws (especially since we target EU or Canada potentially, 



compliance like GDPR, CASL matters, e.g., always include unsubscribe link, be clear 
about data usage when people sign up on website).​
 

●​ Social Media Management: To save time, use a tool like Buffer, Hootsuite, or Later 
(some have free plans for a few channels) to schedule posts. We can plan a week’s 
posts in one sitting. This is particularly helpful if trying to maintain presence on multiple 
channels (LinkedIn, Twitter, maybe Instagram). It also provides a single dashboard for 
engagement. Keep an eye that LinkedIn personal profiles cannot auto-post via third 
party easily; we might still do those manually.​
 

●​ Design and Multimedia: We might not have a dedicated designer early, so marketing 
can use tools like Canva (great for quick infographics, social images, even simple 
animations) – it has many templates that can be on-brand with custom colors/fonts. For 
video editing, something like Camtasia or even free DaVinci Resolve can work for 
demo videos. Screen recording tools (like Loom or OBS Studio) to capture the product 
in action. If making the website pretty or doing UI tweaks, maybe borrow design 
resources from product designers, but Canva covers a lot for marketing collateral.​
 

●​ Webinar Tools: Zoom (with webinar add-on) or tools like Hopin or Crowdcast can host 
professional webinars. Since we likely already use Zoom for meetings, we might use 
that. Ensure to use registration pages to capture sign-ups. Record sessions for later 
content reuse.​
 

●​ Collaboration & Planning: It’s good to treat marketing tasks systematically even if the 
team is one or two people. Tools like Trello or Asana (free for small team) are useful to 
maintain the content calendar, assign tasks (e.g. “Draft blog post X by Date”), and keep 
track of campaign progress. We can also maintain an asset repository (maybe a 
shared Google Drive or Notion page with links) for all our images, approved messaging, 
logos, etc., so as new people or contractors come in, they can easily find what they 
need.​
 

●​ Marketing Ops Automations: Use Zapier or similar automation tools to connect 
systems without coding. For example, if someone fills the website form (possibly through 
a tool like Typeform or Webflow’s native forms), use Zapier to automatically: add them to 
CRM, and/or send a Slack notification to a channel “#new-leads” so the team sees 
sign-ups in real-time. Another example: connect Twitter mentions to Slack as alerts (to 
catch if someone is talking about Dwellci), or automate adding webinar registrants from 
Zoom to the CRM list. These save manual work.​
 

●​ CRM Enrichment: For B2B, tools like Clearbit or Hunter can enrich lead info (like find 
their company size or LinkedIn profile from an email). Maybe overkill at start, but if 
manually researching each lead becomes tedious, a bit of automation here helps 
prioritize who’s high value.​
 



●​ Analytics Dashboard: Eventually, compile key metrics into one dashboard for easy 
monitoring. Could use a free tool like Google Data Studio (Looker Studio) to pull data 
from GA, and maybe a CSV from CRM, to visualize funnel metrics. Or even a simple 
spreadsheet updated weekly.​
 

Analytics and KPIs:​
​
We’ve touched on some KPIs in earlier sections, but here emphasize establishing a routine for 
tracking and analyzing them: 

●​ Create a weekly or bi-weekly marketing report (even if just internal). Include top-of-funnel 
metrics (site visits, content views), middle (leads acquired, conversion rates), and bottom 
(demos done, pilots started). In early days, numbers might be small but tracking 
trendlines is crucial (are we increasing 20% MoM in site traffic? Did we get more leads 
after that webinar etc.).​
 

●​ Use cohort analysis to see retention: e.g. of the people who signed up in January, how 
many are still active in March? Tools: if product has Mixpanel or similar, great. If not, a 
manual check via an internal database or even asking tech team for stats can work.​
 

●​ Track content performance: e.g., list top 5 pages by traffic, which content got most social 
shares, etc. This guides future topics.​
 

●​ Keep an eye on Cost per Lead if any paid spend is used. For organic efforts, 
approximate the time cost vs outcome. For example, if writing a big whitepaper took 20 
hours and got 2 leads, that’s perhaps not as effective as a smaller blog that took 5 hours 
and got 5 leads. Though some content is for thought leadership not just immediate 
leads, this thinking helps optimize our efforts.​
 

Marketing Automation & CRM Usage:​
​
As leads come in, define the workflow: 

●​ New lead enters CRM (from form, or manually added after an event). Tag them with 
source (critical to later see which channels yield the best leads).​
 

●​ Set up an automatic welcome email (like “Thanks for signing up, here’s what to 
expect…” possibly already covered in content strategy).​
 

●​ If no action after a week, maybe an automated nudge or a task for someone to reach out 
personally (“Hi, saw you signed up, any questions? Happy to assist.”). Early on, manual 
personal follow-ups are fine and likely to impress leads with personal touch.​
 



●​ Keep CRM updated with lead status: e.g. Mark who we’ve contacted, who responded, 
who is qualified (fits ICP), etc. If using HubSpot, utilize the free features like email 
tracking (so we know if a lead opened our email or not).​
 

●​ Lead Scoring: If volume grows, implement simple scoring. For example, a lead from a 
firm >50 people gets higher score, or someone who visits the pricing page 3 times gets a 
higher score (indicating interest). Early on it might be evident without scoring, but setting 
criteria helps consistency.​
 

●​ Data cleanliness: Dedicate time periodically to tidy up CRM – merge duplicates, 
remove obviously invalid contacts (role or student who won’t purchase, etc. — though 
students might become advocates, so maybe keep them but segment). Also, ensure we 
note if someone should not be contacted (e.g., they opted out).​
 

Marketing Operations Processes: 

●​ Set a cadence for planning and review: e.g., monthly marketing review meeting (with 
founders or whole team) to report outcomes, discuss what’s working, and align on next 
month’s priorities. Also quarterly strategy refresh, which later could align with company 
OKRs.​
 

●​ Implement a simple request process for things like design or dev help. E.g., log tasks 
that need engineering (like adding a new landing page) in their backlog with clear specs. 
Being systematic avoids ad-hoc last minute requests that strain relations; instead, plan 
marketing needs ahead and communicate with other departments (e.g. product, design) 
with lead time.​
 

●​ Budgeting: Keep track of any marketing spend (ads, software subscriptions, outsource 
costs). Early on it’s small, but it will grow. Show that marketing is cost-conscious and can 
articulate ROI on those spends when asking for more (e.g. “We propose $X for 
conference Y because we expect to meet 50 leads, historically 10% convert, each worth 
$Z, so ROI looks positive.”).​
 

●​ Data integrity and privacy: Ensure compliance with data protection regulations. Use 
cookie consent on site if needed, honor unsubscribe requests diligently, and secure 
contact data (the CRM should be secure, and limit who has access). Architects may not 
be extremely sensitive about data, but if dealing with any EU users, GDPR compliance is 
a must.​
 

By establishing these foundational operations, we create a marketing engine that is scalable, 
measurable, and efficient. That means as we ramp up activities (more campaigns, more 
content, more leads), we won’t crumble under manual workload or confusion, instead we have 



systems to handle them. This also makes onboarding new team members smoother, since tools 
and processes are already in place. 

In essence, investing time now in the right tools and processes is like laying down the 
infrastructure: it might take some effort, but it will enable us to accelerate marketing efforts 
reliably as Dwellci grows from an early-stage startup to a market leader in AI for architecture. 
The team we assemble will build on this strong foundation to drive even greater impact in brand 
awareness, lead generation, and ultimately revenue. 

 


