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Because Marketing Ops isn’t
an order-taking department.
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Someone
Slacks:

e, #marketing-requests 11:47 Am /' ,

‘ - . |
'. Can you build a nurture stream? :

" i

ORDER-TAKER RESPONSE: STRATEGIC MOPS RESPONSE:
?
Sure. | Why!
L v

@ What problem are we solving? ,‘ /

QUESTION ‘ |

C)\ What'’s happening today? BEFBI{]F:EDYU“ \

~

il What outcome do you actually need?

.E;H
\*\

\\ oy

Requests are usually solutions.
Your job is to find the problem.
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What they
asked for:

A nurture stream.

What they f .
actually needed: //

Better lead C/ Cleaner }
;
¥

@ follow-up segmentation

.

i
N

8  QUESTION 6
*" BEFOREYOU ,
BUILD. =

/\7' Sales v—] A clear
o

&&ﬁ enablement v—| process

" OLIVE

| CHIEF PROBLEM SOLVER

e

The request is rarely the root problem.

Marketing Ops is not here to take orders.
It’s here to solve the right problem.

s S
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Someone Says:

MATTERS.

We need ' e
a dashboard.” g

What ¢
will this support?

/ho will use 1t?

-
s

<
_--_-_

—t
p—— -

How often?

@O®®

REVENUE STRATEGY
MARKETING gpg
V‘{h&t ACT1 GTM EICELLEHBE
will change because —
of it? - =
~ =\
<2 DATA
WITHOUT
i - DECISIONS
Because nobody SIST ;.
)~ needs a dashboard. s
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RGER) IR
Should Be Your
First Response

BOUNDARIES CREATE CLARITY.
CLARITY CREATES IMPACT.
IT ALL STARTS WITH N

4+ - 1 s 0 Dus r a4 r v
h“'...'.,i. :,,! -'II'

Say no to what doesn’t align so you can say yes
to what truly matters.

Fewer commitments. Less chaos. More
mental space.

C | _- | | ;I.. 2
Focus your time and energy where you can
drive the most results.

111
A"

Protect your time, energy, and well-being
without guilt.

. | 5 L - ix _.. g
Leaders who protect their bandwidth
lead with more clarity and confidence.

@O G ®

When WWMW lime,
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Strategies to Make
Your Superpower

SAYING NO ISN'T ABOUT SHUTTING PEOPLE OUT.
IT'S ABOUT CREATING SPACE FOR WHAT
TRULY MATTERS.

@OOE

Ashley [araford

GET CLEAR ON YOUR PRIORITIES

You can’t say no to what doesn’t align if you
don’t know what does.

KEEP IT SIMPLE

You don’t owe a long explanation.
A clear, respectful no is enough.

PAUSE BEFORE YOU RESPOND

Give yourself a moment. Quick responses
lead to regrets.

OFFER ALTERNATIVES (WHEN YOU WANT TO)
If it fits, offer a resource, referral, or different

solution. You can still help without overcommitting.

STICK TO IT WITHOUT GUILT

No is a complete sentence.
You don’t need to justify protecting your time.

Profect your lime.
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Common Myths
About Saying

LET'S CLEAR UP THE MISCONCEPTIONS
THAT KEEP HIGH ACHIEVERS OVERCOMMITTING.

MYTH: IT WILL DISAPPOINT PEOPLE.

The right people respect your boundaries.
The wrong people take advantage of them.

MYTH: SAYING YES SHOWS COMMITMENT.
Saying yes to everything shows a lack
of priorities.

MYTH: YOU'LL MISS OUT ON OPPORTUNITIES.

You'll miss out on growth when your
time and energy are spread too thin.

MYTH: IT’S SELFISH.

Protecting your time and energy
allows you to serve at your highest level.

Q@ @ &

MYTH: YOU NEED TO OVEREXPLAIN.

A clear, kind no is enough.
Overexplaining invites negotiation.
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Real-Life Scenarios

Where Saves
Your Time and Energy

EVERY NO IS A DECISION TO PROTECT
WHAT MATTERS MOST.

EXTRA PROJECTS

When your plate is full, saying no prevents
overcommitment and protects your deadlines.

LAST-MINUTE REQUESTS

Urgent for them doesn’'t mean urgent for you.
Your priorities come first.

UNALIGNED MEETINGS

If it doesn’t align with your goals, it doesn't
deserve your time.

FAVOR TRAPS

Small favors add up. Protect your time from
developing into ongoing obligations.

NEW OPPORTUNITIES

Not every opportunity is the right opportunity.
Saying no to the wrong doors opens the right ones.

PO®OY
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How to Get Comfortable
' Saying

COMFORT WITH “NO” IS A SKILL.
THE MORE YOU PRACTICE, THE EASIER IT GETS.

START SMALL

Practice saying no to low-stakes requests.
Build your confidence one moment at a time.

KEEP IT SIMPLE

You don't need a long explanation.
A kind, clear no is enough.

BE KIND AND FIRM

You can be respectful and still say no.
Kindness and boundaries can coexist.

PREPARE YOUR RESPONSES

Have go-to phrases ready.
Preparation reduces pressure in the moment.

Q@OE

CELEBRATE YOUR WINS

Every time you say no to what doesn't align,
you're saying yes to what does.

Saying no il enoix:
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The Strategic
Ops Framework

GREAT MARKETING OPS STARTS WITH

CLARITY,

@EEO

Do

Aishley [angford

CONSTRUCTION.

REQUEST

What is being asked for?
Capture the request clearly.

WHY DO YOU NEED IT?

What's the real reason behind the request?
Understand the motivation and context.

WHAT PROBLEM ARE WE SOLVING?

What problem or opportunity does this address?
Define the root cause, not the symptoms.

WHAT OUTCOME MATTERS?

What does success look like?
Get aligned on the outcome, not the output.

WHAT SHOULD WE ACTUALLY BUILD?

What'’s the right solution to create that outcome?
Build the right thing, in the right way.

start with the solution.
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The Goal Is ST

Not to Say No. __ "

The goal is not to bloclk the work.

The goal is to avoid building /¥, > LN |
the wrong thing. N | AV | O\ ' .
g N \ "\ |
/

f? / ﬁf)frﬁ'

Building the wrong thing

.............................................................

Creating another N H b % i
unused dashboard - L NENEEE QUESTION &

R BEFORE

“FF . QETIER
: : . ZERRpEC\S\ONS YOU BUILD.
Adding technical de¢b e <o 3

Solving a symptom
instead of the cause

CHIEF REAL-PROBLEM OFFICER

,

()~ You can always say yes later.

¥ But only after you understand the real problem.

—————

j— oy
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What Strategic | e |

| - BETTER
MOps Al
@ Order-Taker: ) ) Strategic Partner: g8
= “Wh |
“What do you ~17 at are you
want me to build?” trying to
| ) | accomplish?”

What decision
needs to be made?

What behavior
needs to change?
WA AKE BEFORE

What is | o FEN
happening today? -

ow will we x| |
measure success? \:
What happens if we
do nothing?

|T

QUESTION

CHIEF REAL-PROBLEM OFFICER

(D The best Ops leaders do not

Y They start with the business goal.

I e —— - | ——
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The Real COSt Of GREAT SYSTEMS

Saying s
Too Fast

QUESTIONS.

The most expensive project is
the one that solves a problem
nobody actually had.

Avbid:

An unused dashboard

A duplicate tool

A workflow nobody | E"’;g;jffs
ESult
R sl T bette) !
B =
A plle of technical debt MARKETO
ENGAGE

glcle

DthaDAHD MURTURE FLOW
[J*L'..ﬂ-..l-EE REPORT '

: acilve
En= O v which one are_

we using a4

Last viawtd’
June ?

Fast yeses create slow problems.

— —

|
Ask better questions before you build. )

#MLM’“?M r/  MARKETING OPERATIONS « REVENUE OPERATIONS = GTM SYSTEMS



15 | WHY ‘NO’ SHOULD BE YOUR FIRST RESPONSE

Marketing Ops -

ff“ , BETTER
SN SYSTEMS.

—— — r— e — —

b
\

connect strategy to systems N
question [ THRER

protect the business from YOU BUILD.

expensive bad decisions

build what actually moves N
the business forward -

| @ Question before you build.

S

That’s how Marketing Ops moves
from order taker to strategic partner.

SR D e J
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ABOUT ASHLEY

Marketing OPS
problem solver.
Chaos wrangler.

| help marketing teams sfop firefighting,

fix what's broken, and build systems
that actually scale.

70\ ABOUT ME
W= . :

. I'm Ashley—marketing ops leader,
automator, data detective, and
professional overthinker.

(It’s a feature.)
Fapety
(§0%) WHAT I DO

() Build scalable systems that actually work.
() Tame messy data and turn it into insights.
() Automate the repetitive (and rescue my sanity).

(/) Deliver clarity, alignment, and better results. - i

() Partner with amazing teams to do big things. CAFFEINE
FUELS
TOOLS OF THE TRADE EXPERIENCE ARITY.

Salesforce Marketo @

. 10+ years in marketing ops
HubSpot Tableau across Saas, tech, and

high-growth teams.
EXCEL « ZAPIER + SLACK +« COFFEI

MY MISSION LET'S CONNECT! 7 ()

To bring order to chaos, create systems that scale, m linkedin.com/in/ashleymlangford
and empower marketers to focus on what matters most— )
- E @ ashleylangfordmarketing.com
connection, creativity, and growth. '
i I'd love to connect, collaborate,

or nerd out about ops with you!



