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TO BUY OR TO BUILD?
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Digital tools, marketing automation, and services around data have shown 
a continued growth trend. Now more than ever, the need for a single unified 
platform to help capture, manage, analyze, strategize, and visualize your data is 
paramount. Additionally, there are significant needs around reducing operating 
cost and overhead, data storage costs, and the cost of staying innovative as 
your business grows, and embracing a marketing stack can help you efficiently 
run your marketing operations in “The New Normal.”  

BUt what is the economic impact of buying  
or building a solution? 

2X
increase in ad spend on 
e-commerce in the US 
between mid-February 

and early-March

65%
believe that Coronavirus 
will result in advertisers 

focusing spend with 
media that can show 

direct sales 
outcomes

80%
omnichannel strategies 

drive a higher rate of 
incremental store visits 

for local businesses

63%
of consumers in North 

America/UK expect 
personalization from 
brands and retailers

1 in 4
companies declare 

that they will increase 
marketing activities

- NewStore Inc.  
2018-2019 Omnichannel Leadership Report

Retailers no longer have a choice. 
Omnichannel capabilities will be table 
stakes, and those brands that continue 
to find organizational or technological 
excuses will disappear.” 

Sources: https://influencermarketinghub.com/covid-19-marketing-
ad-spend-report/, Marketers Struggle To Deliver Omnichannel 
Personalization That Consumers Crave By Blake Droesch, May 2019., 
Omnichannel 2018-19 Leadership Report, Newstore Inc. 2019



CHALLENGES = SOLUTIONS
• Heavy Reliance on Excel and other Programs = 

Unified Product Catalog

• Massive Data Entry and Manual Labor = Automated 
Input

• Dispersed Systems, Logins and Interfaces = 
Integrated System

• Error-Prone, Manual Processes = Script Driven 
Process

• Lack of Internal Procedures/SLAs = Workflow with 
agreed upon business rules

• Complex Discrepancies = System Driven Process

• Inability to Scale Operations = Streamline Workflow 
Management

• Inability to Integrate New Channels = Flexible 
Business Structure

• Inability to Quickly Build New Bundles = Point & 
Click
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DETERMINING YOUR 
BUSINESS NEEDS
As digital tools and services have shown a continuing 
exponential growth trend, the need for a single unified 
platform that captures, manages, analyzes, and 
communicates data also grows. 

Enterprises are masters of growth, but with enterprise 
growth comes enterprise problems. In particular, 
a substantial and growing number of marketing 
channels, as well as the need to report on marketing 
performance to a range of stakeholders - executives, 
boards, shareholders, customers, and more. Here are 
the challenges businesses must consider to determine 
the optimal solution for their business needs: 

“[A] data-management 
platform, combined with our 

ongoing optimizations in 
marketing data science, is 

enabling us to more efficiently 
target existing and new 

customer audiences across 
the industry, resulting in more 
efficient use of our marketing 

spend.”

Sumit Singh 
CMO



OBSTACLES WITH BUILDING
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Why Businesses Build
Building your own solution affords more control, a higher level 
of accountability and dependency, and, presumably, more 
flexibility. For organizations like this, building your own data 
analysis and reporting software is attractive. But it’s not always 
that simple. 

Businesses must consider the resources needed to build their 
own reporting solutions. These include, but are not limited to: 

• Staffing: Are engineers in place to strategize, design, and 
create the solution?

• Resources: Do you have the office space and supplies ready 
for new hires?

• Software: Do you have access to software tools, like 
visualization tools and business intelligence software, that 
integrate with the system being built? 

• Industry relationships and partnerships with data providers. 

Unless you are building a 
solution from scratch, your 
engineering team will likely 
still need to use existing 
Business Intelligence (BI) 
software and visualization 
software within the build. So 
are you truly building your 
own in-house solution or 
patch working what could 
be a larger problem?

limited Flexibility
Unless you’re looking to 
hire engineers and a team 
that specifically specializes 
in data reporting, orders 
and workflow management 
and analytics, the learning 
curve for such a robust and 
custom build is going to be 
steep.

STAFF KNOWLEDGE
It’s likely that it won’t be cost 
effective for your business to 
hire a team strictly to build, 
troubleshoot, and optimize 
in- house reporting software 
and marketing operations 
day in and out. It’s far more 
likely that each of these 
engineers will have other 
tasks that take priority over 
something else. 

LACK OF INCENTIVE
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Is it better to hire in-house  
or is it more effective to buy? 

Effective reporting can solve a lot of problems for businesses of all sizes. But as resources, 
channels, and customers increase with business size, reporting, orders and workflows 
becomes arguably more important and complex for enterprise-level businesses.

With that being said, if building the software in-house doesn’t propose any huge 
problems in relation to buying, the question boils down to return-on-investment. So let’s 
look at some costs:

COSTS

Your predominant financial costs will be in labor, space to house the team 
(when applicable), and any supporting software your company will have 
to pay for. Obviously, this can easily stretch into high 6 to low 7 figures in 
a single year depending on the team size plus necessary equipment and 
supplies. Not to mention you will need to fill out tech leadership  
roles to help lead the build.

LABOR

There’s also the energy cost. How will the 
hurdles affect your team, and yourself, when 
trying to see them through? This breaks down 
into two main energy costs: human capital 
and technology costs. With human capital, 
you’re adding overhead costs and investing 
in the people you hire to build your solutions. 
When you buy your solution, you can keep the 
costs of human resources lower. 

ENERGY “Building good  
software is hard and expensive, 
but maintaining it and keeping 

it best-of-breed is just as 
challenging. And every penny you 
put into your legacy software puts 
more pressure on your company 

to keep the software alive, even if 
it’s clear that there is third-party 
software out there that would do 

the work better and  
for less money.” 

David Rodnitzky
CEO and 

Co-Founder



Data ownership & Protection

Number of reports that need to be generated in 
a given timeframe

Level of support or services needed

The necessary capabilities to suit your business

Budget for software

Specific integrations needed 

What to know in Advance
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Concerns  
With Buying

Ultimately, smaller companies are at a higher risk of 
being bought out by larger corporations. This could 
mean their accounts could be transferred over and the 
solution could be heavily affected. This is definitely 
something to consider when going into a contract 
agreement with any SaaS company you’ll be relying on 
heavily for service. 

“By its very nature, 
using a single vendor means 

hedging all your bets on 
the one company to do 

everything well, which is 
certainly possible, but not 

always guaranteed, especially 
if you do not complete 
proper onboarding and 

implementation.” 

Size of the Company

This is something else you’ll want to make sure you 
consider: Is your data safe? The data of your patrons? 
Does the company you’re looking into have a reputable 
track record and adequate security measures in place 
to protect your best interests in alignment with their 
own? 

Before you buy, you should have a clear list of 
objectives and needs for your business.

Dirk Wybe de Jong
VP of Digital 

Marketing
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WHAT FEATURES TO LOOK FOR 

While you might be a pro at reading numbers, most of the people you interact with 
and need to explain data, to prove the value of your company, won’t necessarily 
understand the metrics you’re reporting or what the numbers mean.

It’s important that you keep 
the overhead to a minimum. Of 
course, you’ll need to do this 
without affecting the quality of 
service that you receive from 
the company, but it’s important 
to consider nonetheless. For 
this reason, you’ll want to seek 
out a scalable solution that can 
grow with you and also keep 
your operating costs low.

SCALABILITY
This one might seem like a  
no-brainer, but you definitely 
want to know going into the 
deal where you’ll need to pull 
data from and if your chosen 
solution can handle that level 
of input. Generally speaking, 
the more data sources 
supported by the SaaS 
company, the better.

Integration Support
While plenty of data reporting 
companies will move data from 
one software to a centralized 
space for you to see it, what 
you’re really looking for is the 
ability to measure KPIs and 
ROIs. Remember, not all data 
points are created equal. Just 
because a YouTube channel 
gained 10,000 net views in a 
month doesn’t mean you are 
actually earning an ROI for 
what you’re putting in.

Precise KPI Measuring

DATA VISUALIZATION
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ENTER THE SINGLE  
UNIFIED PLATFORm

A single unified platform starts 
with order management built 
with the sales team in mind. 
Integrate with CRMs, capture 
orders from opportunities 
directly in the platform. Enter 
client objectives and goals at 
the point of sale and generate 
invoices quickly and easily.

Take charge of your 
campaigns 

TapAnalytics

Tell stories that impress 
TapReports

Ignite your 
fulfillment process 

TapWorkflow
Let your sales team 

focus on the sale 

TapOrders

Tools for link building,
research and reporting. 

SEO
Uncover your digital  

marketing blindspots   

Competitive Intelligence

Marketing Operations 
Platform

WORKFLOW
Seamlessly capture, build 
and set up the approval 
process in TapWorkflow 
at the push of a button. 
Automatically route tasks 
to creative designers, 
stakeholders for approval, 
and ad operations for 
flighting.

REPORTS
Communicate and collabo-
rate with your clients via on-
line dashboards and reports. 
Export and set automated 
reporting in Email, Word, 
Excel, PPTX, and PDF, saving 
time from manually generat-
ing separate reports in one 
powerful reporting tool.

SEO RESEARCH
Gain detailed and actionable 
insights to help improve organic 
and paid traffic campaigns and 
conversions. Detail out KPIs 
across multi-channel market-
ing operations. Understand and 
enhance online visibility and 
significantly improve SEO/SEM 
performance.

Competitive Intelligence
Uncover marketing blindspots 
to outperform your competitors. 
Cross-reference with SEO 
tools to see SERP and keyword 
tactics that will help boost 
your digital footprint. Gain 
a deeper understanding of 
your competitors’ traffic and 
conversion strategies.

ANALYTICS
Analyze the performance of 
your marketing in a single 
place where all your data lives. 
Improve your team’s responsive-
ness by identifying issues and 
capitalizing on opportunities 
for optimization. Easily create 
calculations and custom metrics 
with TapAnalytics in a couple of 
clicks.

Orders

“I’d recommend 
TapClicks to anyone that’s 

interested in making all 
their orders, workflow, and 
reporting better. We’re able 

to understand trends and it’s 
definitely helped us improve 

what we’re doing.” 
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WHAT ABOUT DATA?
By 2025, it’s predicted that 85–90 percent of media 
transactions will be guided by data and machine learning. 
The majority of media transactions will be automated. There 
will be a surge in data-driven, technology-enabled media 
planning, buying, and selling. To prepare for this, companies 
need to develop a strategy and invest in the technology and 
infrastructure required to support this inevitable reality. The 
most important part of a data platform, whether you build or 
buy, is what you do with your data. What analytical insight are 
you pulling from the data, how are you comparing data sets?

“Data is here to stay. 
It’s going to grow in importance and 

complexity. That means you have 
to have people who can get your 

company through the fog. There is 
a lot of data out there, and a lot of 

it’s not good. Part of the challenge is 
identifying what data is usable and 
then finding smart ways to use it. 

The other part of it is understanding 
data from an ROI and attribution 

perspective.”

Louis Jones 
EVP of Media 

and Data
 

Make the right decisions. The most important step is how you 
are going to visualize your data and what analytical capabilities 
are available to you and your team. Features to consider would 
be: Historical Comparisons, Data Blending, Data Grouping and 
Segmenting, Data Aggregation, Setting Goals, Pacing, and 
Cross Data Comparisons.

Calculations and custom metrics will become a way of life.  
Creating custom metrics to show value, and customizing KPIs to 
stakeholders is essential. What you can do with your data is just 
as crucial as what action to take.

Data Grouping

Data Normalization

Data Prep

Data Segmentation

Data Transformation

Input/Output Correlation

Location Grouping

Marketing Mix Modeling

Pacing Algorithm

CAPABILITIES

Setting Goals and Pacing 
your progress can help 
you navigate the ever 
changing landscapes your 
campaigns are competing 
in. Knowing these and 
other KPIs can help you hit 
your targets effectively.



3 Days 5 Days 7 Days 3 Days 2 Days

No activity on that specific campaignNon value-creating activities Value-creating activities

Waiting for client 
information

Waiting for client 
approval

Waiting for 
test to go live

Waiting for 
client approval

Waiting for 
delivery of creative

Waiting during 
negoitation

Meetings and time 
searching for information

Redundant 
data entry

ReworkRedundant 
data entry

Rework

PLANNING SEARCH SETUP RESERVATION ACTIVATION

Significant Time Spent on Non-Value Creating Activities: Sample 25 Day Go Live Timeline

BENEFITS OF THE 
MARKETING CLOUD
Benefit of automated order entry and proposal creation: 

Order costs range from $50 to $150 per order without an 
automated system when accounting for all the variables involved 
including staff time, according to a study done by SAP2. With 
a single unified platform, this cost drops to $25 or less. That’s 
a potential 83 percent savings, equal to more than $100,000 in 
savings per 1000 orders in many scenarios. 

Benefit of workflow and task management: 

According to the same BCG study, time to campaign go-live often 
takes as many as 25 days, with as many as 20 days of which are 
devoted to wait time between required steps such as the routing 
of tasks and approvals. Further, teams spend as many as 4 of 
the 5 days of campaign work during that process on non-value 
creating activities, like redundant data entry and searching for 
order information across tools. A state-of-the-art workflow and 
task management tool can dramatically reduce that time, tilting 
the time spent on tasks towards ones that actually create value 
and hastening the time-to-cash by over 33 percent. 
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Benefit of internal analytics and alerts: 

Providing analysis of the most effective way 
to spend marketing budget is a holy grail 
for marketers. We need to reach the right 
customers with the right offer at the right times 
without cannibalizing future sales or burdening 
prospects with too many messages. Those 
who use systems that aim to achieve these 
ends have been shown by Forrester to increase 
ROI by upwards of 500 percent, even in more 
conservative scenarios.

Benefit of automated reporting and 
improved client communication: 

Based on our internal data and extensive 
surveys with our clients, we know larger 
partners are able to reduce reporting time to 
1/20th of what it was before using TapReports: 
that’s a 95 percent reduction in reporting time. 
Multiply the time savings from the number of 
reports they run times the per hour salary of the 
employees who run the report, and the result is 
in several hundred thousand dollars in savings 
for all of our major partners and multiple 
millions of dollars in savings overall.

Benefit of SEO & Competitive Intelligence:

SEO and Competitive Intelligence is key to 
understanding the competition and growing 
your business. “70 percent of marketers see 
SEO as more effective than PPC” - Databox. 
Staying up-to-date on SEO statistics and 
working their data into your strategy can set 
you up for a long-term roadmap. 

“TapClicks allows one  
person to manage almost a 

million dollars in business. I do 
not need to expand my staff, I 
can manage everything with 

a high level of detail. It lets me 
keep my overhead low, manage 

my time more effectively, and 
deliver even better results than 

the big companies.”

Scott McIntosh 
Founder



ReportingPlanning Activation

Average nonunified Average unified Best-case unified

-11.9%
-33.1%

Agencies Can Decrease Process Time By Up to 33% By Shifting to a 
Unified Platform
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ECONOMIC IMPACT OF THE SOLUTION 

According to Vici Media Inc., 254 percent of their revenue growth came from implementing stellar 
digital technology like the TapClicks Single Unified Platform. Megan Malone, Founding Partner 
at Vici said, “TapClicks is so central to our business that we will not even take on a new DSP or 
partner unless they already integrate with TapClicks…” Using a single unified platform for your 
data needs is like speaking a common language between all your departments. It helps keep the 
need for different softwares low and allows your business to quickly carry out tasks.

Unifying Their Data Platform

“TapClicks is so 
central to our business 

that we will not even take 
on a new DSP or partner 

unless they already 
integrate with TapClicks, 

or they have a clear 
roadmap to integrate 

ASAP.” 

Vici also used TapClicks to streamline, automate, and scale many of their internal 
workflows. In one example, they previously used a Wordpress form to intake RFPs and 
IOs. This system was too static. Upon initiating an order, no one could adjust it. If a client 
wanted to extend their contract, they would need to re-submit an order from scratch. 
With TapClicks, Vici and their clients could make changes to their RFPs and IOs on the fly. 

TapClicks’ workflows also gave Vici greater visibility into their incoming orders and their 
overall workload. Vici can use TapClicks to survey a 10,000-foot view of how many 
campaigns they are running, how many are coming in, and how they might  
need to adjust their resources to align to their shifting demand. 

Workflow Automation Does the Heavy Lifting

Megan Malone 
Founding Partner



Value of the TapClicks Platform

A single unified marketing management platform featuring 
operations, workflow, analytics, competitive intelligence and 
reporting.

200+ integrated data sources providing marketers with access to 
data from the full breadth of popular marketing and advertising 
tools today.

Eliminates the task lists for project management systems – put 
the right task in front of the right people at the right time.

Manage all campaign spending in real-time.

Decrease in time from order to production by 40%, through 
automated processes.

Eliminates program overruns or missed revenue with under-
delivery. Allow ad ops teams to focus on strategy and 
optimization.

Increased visibility on the order lifecycle, complete visibility for 
both pre and post-launch.

Run the business based upon data with complete visibility into 
pipelines, projects and campaign performance.

SUMMARY
Now that you have the good, the bad and the technical, 
there is a lot to consider when making the decision to buy 
or build a data platform. Remember, you are looking for an 
integrated approach to data collection and analysis for the 
greater good of all involved. With that being said you should 
also look for flexibility too. Remember to look for solutions 
that know how to measure the KPIs that really matter, and 
use Data Visualization as a tool to help you tell the story the 
data is measuring.

3031 Tisch Way, Suite 900 
San Jose, CA 95128

tapclicks.com

“With TapClicks, 
KMG gives its clients 
continuous self-serve 

access to their campaign 
performance, reducing 

each team member’s time 
spent on low-value client 

management 
activities.”

Kashif Khokhar 
Co-Founder  

and CEO


