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S E C T I O N  1

M O R E  T H A N  J U S T  M A R T E C H

w h ic h  i s  a l so  encou ragi ng i n  terms 
o f  M OPs’  p l ace and  i n f l u ence 
at  th e  m arket i ng t op  t ab l e.  T hat 
s a id,  i t ’s  i mp ort ant  s i mp l y  t o 
e ns ure  that  t he  d at a,  technol ogy, 
pr o c e ss  and  p eop l e  e l ement s 
th at  m ake u p  t he  remi t  o f  MOPs 
e njo y  s uf f i c i ent  focu s,  and  t h i s 
s e e m s  to  b e t he  case  i n  many 
bus ine sses  t oo.  St i l l ,  i t  seems 
th at  a  lack  of  t i me and  resou rces 
to  us e  market i ng technol ogy 
pr o pe r ly  remai ns  a  key  chal l enge 
in  de ploy i ng t hese sol u t i ons,  so 
gre ate r  f ocu s  here  may s t i l l  b e 
necessar y.  As  such,  the guidance 
in  th is  report  on MOPs and 
i ts  pr ior i t ies  ought  to  be wel l 
received and c losely  scrut in ised. 
In  part icular  –  and I  won’t 
apologise for  being a  broken 
record on th is  one –  MOPs is  more 
than just  martech.  Key f indings 
f rom the research spanning data 
management,  process  ref inement, 
sk i l l s  development,  budget 
responsibi l i ty  and planning a l l 
point  towards the importance of 
a  comprehensive MOPs funct ion. 
Al though i t ’s  never  too soon 
to  s tar t  in  my opinion,  Shane 
Redding provides  some,  as  ever, 
succinct  pointers  on when to 
consider  sett ing up a  MOPs team 
i f  you haven’t  a l ready.

A no th e r  h i ghl i ght  for  me i s  t he 
re la t ive ly  wi d esp read  v i ew t hat 
c ur re nt  martech p rov i s i on  i s 
s u f f ic ie nt  for  i mmed i ate  need s. 

As  a lways,  I ’ve  bee n e age r ly 
awai t ing the  resu l ts  o f  th e  
B2B Market ing surve y  o n th e  s tate 
of  market ing techno lo gy.  F o r  th is 
year ’s  report ,  I ’m par t ic u lar ly 
del ighted wi th  the  addi t io nal  fo c us 
on market ing operat io ns  (M OPs) . 
I  don’t  th ink  I ’m a lone  in  th is 
respect  e i ther,  as  o ne  re s po ns e 
to  one of  the  quest io ns  as ke d 
for  more  coverage next  t im e  o n 
handl ing the  v ic iss i tude s  o f  g lo bal 
MOPs management.  W h i le  th at 
might  requi re  a  rep o r t  unto  i t s e l f, 
I ’m conf ident  there’s  p le nty  m o re 
advice  here  in  the  m e ant im e !

One par t icu lar ly  s t r ik ing f inding 
for  me is  that  around h a l f  o f 
respondents  wi th  m ar te c h 
specia l i s ts  sa id  that  th e y  h ave  a 
MOPs funct ion in  th e i r  c o m pany, 
suggest ing a  decent  le ve l  o f 
matur i ty  for  a  s t i l l  re la t ive ly 
nascent  funct ion.  T h is  func t io n 
f requent ly  reports  d i re c t ly  in to  th e 
CMO or  other  head o f  m ar ke t ing, 

Whi l e  i t ’s  t ru e  t o  say  t hat  t he 
l onger- term p i ct u re  i sn’t  so  rosy,  
I  t h i nk  t here’s  a  g l ass  ha l f - fu l l  s tory 
t o  b e t o l d  as  wel l .  I  was  i nterested 
t oo i n  t he  b read t h  of  t ool s  in  use, 
i nc l u d i ng work  management  and 
sa l es  engagement  p l at forms.  The 
former  i s  a  f i rm favou r i te  of  mine 
and  t he  l a tter  i s  ga i n i ng t ract ion 
t oo.  Are  e i t her  o f  t hem act ua l ly 
martech t hou gh?

Al so of  note  are  t he  vary i ng 
d egrees  of  martech ad op t i on 
among resp ond ent s,  wi t h  more 
mat u re  p l at forms su ch as  CRM 
and  market i ng au t omat i on doing 
b etter  t han newer  technol ogies 
l i ke  cu st omer  d at a  management. 
MOPs shou l d  t ake  resp ons ib i l i ty 
for  mai nt a i n i ng focu s  on adopt ion 
of  t hese  sol u t i ons.  I  am very 
hear tened  t o  see t hat  market ing 
are  overwhel mi ngl y  i n  charge of 
t he i r  own martech b u d get s  and 
d eci s i on-maki ng t hou gh.  This 
i sn’t  for  a  moment  t o  su ggest 
t hat  IT  i n  p ar t i cu l ar  shou l d  not 
b e i nvol ved ,  b u t  I ’m f i rml y  of  the 
v i ew t hat  market i ng need s  to 
t ake  p oi nt .  Perhap s  t he  growing 
p reva l ence of  MOPs teams is 
d r i v i ng t h i s  ou tcome.

T he p and emi c  has  of  cou rse 
i ncreased  t he  focu s  on i nvestment 
i n  d i g i t a l  and ,  i n  t u rn,  t he  ro le 
of  martech and  MOPs.  I t  wi l l  be 
i nt r i gu i ng t o  see t he  resu l ts  o f  that 
t he  nex t  t i me t he  su rvey  runs.

S I M O N  D A N I E L S , 

market ing operat ions  

and  process  Hive  expert
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W O R D S  F R O M  

C H R I S  W I C K S O N ,  I N T E G R A T E

in te rac t ions  across  channel s . 
Th e y  are  reachi ng p ar t i a l 
de c is io n-consensu s  wi t h  a 
gr o up o f  d i verse  s t akehol d ers 
we l l  be fore  t hey  ever  reach 
o ut  o r  in teract  wi t h  ou r  sa l es 
te am s .  Whi l s t  ou r  b u yers 
h ave  a lways  ca l l ed  t he  shot s, 
c o ns um er  ex p ect at i ons  are 
dr iv ing t he  need  for  a  b etter 
buy ing ex p er i ence;  a  d es i re  for 
us  to  e ng age wi t h  t hem i n  t hei r 
c h anne l  o f  choi ce,  a t  t he  r i ght 
m o m e nt  i n  t i me. 

S o,  w h at  are  t he  consequ ences 
fo r  us  as  B2B marketers? 

To day ’s  b u yer -d r i ven wor l d 
de m ands market i ng p l ay  a 
b igge r,  more  comp l ete  ro l e.  An 
appr o ach t hat  i s  focu sed  on t he 
buye r,  wi t h  connected ,  a l i gned 
and pe rsonal i sed  ex p er i ences. 
A s  m ar keters ,  we need  t o  ensu re 
o ur  e f fo r t s  are  connected 
ac r o ss  the  channel s  b u yers  re l y 
o n,  e nabl i ng i d ent i f i cat i on  of 
know n and  u nknown b u yers 
and ac c ou nt s,  and  act i vat i ng 
e ngage ment  when we know 
w h ic h  accou nt s  or  b u yers  show 
inte nt  s ig nal s . 

Th is  new era  i n  market i ng 
re qui re s  movi ng b eyond 
o ur  o ld  market i ng or  sa l es -
le d approaches  t o  a  new 
buye r -dr i ven,  b u yer - focu sed 
appr o ach,  whi ch anal yst s 

There  i s  no doubt  th at  th e  las t 
12  months  has  accele rate d 
an  exc i t ing,  but  som ew h at 
daunt ing,  sh i f t  in  the  B2 B 
market ing landscape.  Th e 
term ‘d ig i ta l  t rans fo r m at io n’  i s 
a rguably  overused th e s e  days , 
but  the  impact  on how  we  and 
our  target  account s  o pe rate  now 
and in  the  future  i s  fo rc ing m any 
bus inesses  to  reth ink  th e i r  go - to -
market  s t ra tegies,  th e  w ay  th e y 
organise  themselves  in te r na l ly, 
and the  tools  and te c h no lo gy 
they  leverage. 

The complex i ty  o f  th e  buy ing 
process  wi th in  our  tar ge t 
accounts  has  only  i nc re as e d 
in  th is  remote,  d ig i ta l -o nly 
env i ronment  we are  c ur re nt ly 
operat ing in.  With  exc e pt io nal ly 
h igh expectat ions,  and low 
purchas ing conf idenc e,  o ur 
buyers  today  researc h  c ove r t ly 
and make buying de c is io n by 
committee,  based o n m ul t ip le 

re fer  t o  as  p rec i s i on  d emand 
market i ng –  t he  nex t  s tep ,  and 
t he  new way forward  t o  sp eed 
l ead  convers i ons  and  d r i ve 
p red i ct ab l e  revenu e at  sca le.  

Eas i er  sa i d  t han d one,  r i ght? 
Prec i s i on  d emand  market i ng 
requ i res  a  nu mb er  of 
fou nd at i onal  p i l l a rs  i n  p l ace wi th 
martech and  MOPs at  t he  hear t . 

As  t he  l a test  resu l t s  f rom t h is  
B2B Market i ng su rvey  i nd i cate, 
years  o f  b u i l d i ng u p  of ten 
comp l ex  martech s t acks  i s  not 
necessar i l y  l ead i ng t o  h i gh 
p er formance.  Teams are  now 
rev i ewi ng t hei r  ex i s t i ng s t acks 
and  cons i d er i ng new vend ors 
t o  ad ap t  t o  t h i s  evol v i ng b uyer -
d r i ven l and scap e,  and  t he 
i mp ort ance of  a  s t rong MOPs 
fu nct i on cont i nu es  t o  r i se.

For  me,  I  b el i eve  we are  f i na l ly 
reachi ng t he  p oi nt  o f  rea l i sat ion 
t hat  i t  has  never  b een ab out  how 
many,  or  i nd eed  whi ch,  martech 
vend ors  we u se,  b u t  t he  way  in 
whi ch we d ep l oy  and  l everage 
t hose vend ors  t o  connect  to  our 
b u yers  t hat  d etermi nes  su ccess. 
As  we emerge ou t  o f  t he 
p and emi c  and  i nt o  t h i s  new era 
wi t h  b u yers’  need s  and  habi ts 
sh i f t i ng,  2021  i s  t he  p er fect  t ime 
t o  d etermi ne what ’s  t he  r i ght 
s t ra tegy  for  you r  b u s i ness  and 
t he  market s  you  serve.

C H R I S  W I C K S O N , 

GM,  EMEA,  Integrate
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B 2 B  M A R K E T I N G 

I S  N O W  A  D I G I T A L 

O P E R A T I O N

I t ’s  no secret  t hat  market i ng i s  now most l y  d i g i ta l , 
and  t hat  su ccess fu l  d i g i t a l  market i ng i s  a l l  ab out 
l everagi ng technol ogi es  t o  commu ni cate,  ca l i brate, 
sched u l e,  ana l yse  and  rep ort  su ccess.  So,  whi le 
martech i s  recogni sed  as  a  cr i t i ca l  comp onent  in 
enab l i ng su ccess fu l  B2B market i ng,  t he  chal l enge 
of  managi ng i t  e f f i c i ent l y  i s  i ncreas i ng.  Some 
comp ani es  ass i gn sp eci f i c  p eop l e,  or  even teams,  to 
b e resp ons i b l e  for  martech op erat i ons,  whi l e  others 
t ry  t o  op erate  t he  technol ogi es  i n  p ara l l e l  wi t h  thei r 
d ay  j ob s.

Meanwhi l e,  a  l a rger  and  more s t ra tegi c  fu nct i on, 
u su al l y  ca l l ed  market i ng op erat i ons  (MOPs) ,  i s 
a l so  emergi ng as  a  cr i t i ca l  d i sc i p l i ne  wi t h i n  t he 
market i ng organi sat i on.  MOPs covers  martech 
op erat i ons,  b u t  a l so  non- technol ogi ca l  t asks,  such 
as  overa l l  p rocess  d es i gn and  management ,  as  wel l 
as  measu rement  and  rep ort i ng. 

T he d emand  for  a  formal  MOPs fu nct i on i s  d r i ven 
b y  t he  i ncreas i ng need  for  an  agi l e  and  ef f i c i ent 
market i ng team t hat  can  rep ort  qu ant i f i ab l e  ROI 
and  i s  a l i gned  wi t h  an  organi sat i on’s  b u s i ness 
s t ra tegy.  T h i s  need  has  b ecome an acu te  p r i or i ty  as 
many organi sat i ons  b att l e  t o  ad ap t  t o  a  const ant ly 
changi ng b u s i ness  and  consu mer  env i ronment  as  a 
resu l t  o f  Covi d -1 9.

P E T E R  O ’ N E I L L , 

lead analyst , 

B2B Market ing
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T hi s  rep ort  i s  b ased  on f i nd i ngs  f rom ou r  Q1 -2021 
su rvey  of  near l y  1 00 B2B marketers  f rom companies 
of  a l l  s i zes,  smal l  and  l arge,  and  across  a l l  i nd ust r ies. 
T he su rvey  reveal s  B2B marketers ’  martech i nvestment 
and  d evel op ment  p l ans,  as  wel l  as  t he  s t ate  of  p lay 
for  MOPs i n  t hese comp ani es.  I t  p rov i d es  a  snapshot 
of  B2B’s  martech s t ack,  t he  l evel s  o f  sat i s fact i on  for 
t hose technol ogi es,  and  an  overv i ew of  some of  the 
chal l enges  faced  i n  op erat i ng i t .  We a l so  asked for 
resp onses  t o  t he  f i ve  s t atement s  l i s ted  i n  t he  l e f t  hand 
col u mn t o  i d ent i fy  t he  u rgency  of  MOPs. 

T he su rvey  resp ond ent s  were  a l l  seni or  marketers , 
wi t h  42%  b ei ng t he  head  of  market i ng i n  t hei r 
organi sat i on,  and  a  fu r t her  22%  i n  t he  f i rs t  l i ne  of 
rep ort i ng t o  t he  head  of  market i ng.  Over  t hree-
qu arters  o f  t he  resp ond ent s  had  formal  resp ons ib i l i ty 
for  martech,  and  72%  c l a i med  formal  resp ons i b i l i ty 
for  t he  MOPs fu nct i on wi t h i n  t hei r  comp ani es.

For  each sect i on  of  t he  su rvey,  we have d ocu mented 
t he  answers  wi t h  ap p rop r i ate  d escr i p t i ve  commentary. 
Some i ns i ght s  are  t hen p rov i d ed  ab ou t  t hese resu l ts 
when ap p l i cab l e. 

T he rep ort  a l so  d i scu sses  what  shou l d  b e p ar t  o f 
an  i d eal  MOPs fu nct i on,  and  p rov i d es  gu i d ance to 
t he  organi sat i on  and  p rocess  e l ement s  of  managing 
market i ng technol ogy and  p rocesses  e f fect i ve ly. 

Whi l e  t h i s  rep ort  wi l l  reveal  some i nd u st ry  secrets , 
p l ent y  of  s t a t i s t i cs  and  p eer - t o-p eer  ad vi ce,  i t s  main 
a i m i s  t o  i gni te  a  conversat i on  b y  p rov i d i ng act ionable 
ad vi ce.  T he ad vi ce  g i ven can hel p  t o  op en t he  debate 
i n  you r  comp any ab ou t  t he  chal l enges  and  ambit ions 
b ehi nd  b u i l d i ng a  mod ern  MOPs fu nct i on.

 

	› T he s t ate  of  martech i n  p ract i ce.
	› An i nd u st ry  au d i t  o f  how mu ch MOPs  

has  b een formal i sed .
	› Ad vi ce  on how t o  d evel op  a  MOPs  

fu nct i on and  what  t h i s  shou l d  ent a i l .

3 . 1  F I V E  S I G N S  Y O U  N E E D 

A  M A R K E T I N G  O P E R A T I O N S 

F U N C T I O N 

In  the  2019 B2B Mar ke t ing re po r t  o n  M OPs , 
marketers  were  advis e d to  s e r io us ly  c o ns ide r 
launching a  MOPs func t io n bas e d upo n th e i r 
response to  f ive  s im ple  s tate m e nts ,  c re ate d by 
Shane Redding,  mar ke t ing c o ns ul tant ,  Th ink  D i rect , 
and B2B Market ing’s  Hive  expe r t  o n  s t ra te gy  and 
evolut ion.  Survey  par t ic ipants  c o uld  answe r  ‘yes’  
to  one or  more  of  th e  fo l low ing s tate m e nts . 

1 . 	 You’ve invested  in  m ar ke t ing auto m at io n,  
but  aren’t  gett ing th e  pr o m is e d re tur n.

2 . 	 You’ve got  lots  o f  data  s i t t ing in  d i f fe re nt  s i l oed 
systems and are  s t r uggl ing to  ge t  a  s ingle 
customer  v iew.

3 . 	 Market ing is  re l iant  o n  data  in  C RM  and i t ’s  not 
cutt ing the  mus tard.

4 . 	 You’re  a iming fo r  h igh  gr ow th  and to  s c a le  a t 
speed us ing the  be s t  te c h  to  s uppo r t  y o u.

5 . 	 CX is  h igh on yo ur  c o m pany  age nda and y o u 
want  to  des ign be tte r  c us to m e r  jo ur ne ys .

S o,  h ow  a re  t h e s e  p r i n c i p l e s  b e i n g  e n a c te d  
i n  p ra c t i c e? 

3 . 2  B 2 B  M A R K E T I N G  S U R V E Y E D 

M A R K E T E R S  T O  F I N D  O U T  M O R E 

3 . 3  R E P O R T  I N S I G H T S

“ D o n ’t  h e s i ta te  b e c a u s e  yo u  a re  m a n a g i n g 
a  s m a l l  m a r ke t i n g  te a m .  T h e  t i p p i n g  p o i n t 
i s n ’t  s i ze  o r  s p e n d .  T h e s e  f i ve  ke y  s i g n s 
w i l l  s c re a m  ‘g e t  a  m a r ke t i n g  o p e ra t i o n s 
f u n c t i o n  r i g h t  n ow ’ ” 

S H A N E  R E D D I N G ,  

d ig i ta l ,  d i rect  and data  market ing consul tant ,  

Th ink  Di rect ,  and B2B Market ing Hive  expert ,  

s t ra tegy  and evolut ion
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M A R T E C H  S A T I S F A C T I O N  

I S  N O T  C L E A R 

We opened the sur ve y  by  g iv ing re s po nde nts  the 
chance to  se l f -asse ss  th e  s tate  o f  th e i r  m ar te c h 
s tack.  The returns  we re  th o ugh t -pr ovo king.  We a l so 
asked about  thei r  c h a l le nge s ,  and as ke d th e m  to 
rank  these according to  te c h no lo gy  are a.

T he su rvey  resp ond ent s  were  qu i te  cr i t i ca l  ab out 
t hei r  cu rrent  martech s t ack.  A  s t agger i ng 89%  of 
resp ond ent s  were  not  ab l e  t o  conf i rm t hat  t he  s tack 
was  p er formi ng wel l  for  b ot h  cu rrent  and  fu t u re 
need s.  Cl ose  t o  ha l f  (46% )  s t ated  t hat  t hei r  s t ack 
i s  ‘ad equ ate’ ,  b u t  wi l l  need  d evel op ment  i n  t he 
nex t  1 2  mont hs,  whi l e  anot her  21 %  ex p ect  t hose 
d evel op ment s  t o  b e over  24 mont hs.

Q.  W h i c h  o f  t h e  fo l l ow i n g  b e s t  d e s c r i b e s  yo u r  o rg a n i s a t i o n ’s  c u r re n t  m a r ke t i n g  te c h n o l o g y  s t a c k ?

4 . 1  E V E R Y B O D Y  H A S  I S S U E S 

W I T H  S O M E  S Y S T E M S  I N  T H E I R 

M A R T E C H  S T A C K

Our  ma r te ch s t a ck  pe r for ms  we l l  for  bot h  
our  cur re nt  a nd fut ure  ne e ds

Our  ma r te ch s t a ck  i s  a de qua te  for  our  cur rent 
ne e ds ,  but  wi l l  ne e d de ve loping in  t he  next  
12  mont hs

Our  ma r te ch s t a ck  i s  a de qua te  for  our  cur rent 
ne e ds ,  but  wi l l  ne e d de ve loping in  t he  next  
24 mont hs

We  have  a  poor  ma r te ch s t a ck  t ha t  ne e ds 
expa nding/mode r nis ing,  but  we  a re  s t i l l 
e v a lua t ing next  s te ps

D on’t  know

Ot he r

4 6 %

1 1 %5 %

3 %

1 4 %

2 1 %
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When asked about  s pe c i f ic  sys te m s  o r  p lat fo r m s 
wi th in  the  s tack,  a  h igh  pr o po r t io n  (ne ar ly  th re e-
quarters)  o f  the  sur ve y  c o h o r t  re po r te d s at is fac t i on 
wi th  thei r  web anal y t ic s  and th e i r  C RM  plat fo r ms. 
Hal f  o f  the  respond e nts  we re  s at is f ie d w i th  th e i r  MA 
or  ESP plat form,  wh ic h  m e ans  th at  th e  o th e r  h a l f 
were  not  happy.  The  lowe s t  s at i s fac t io n  num be rs 
were  to  be found for  sys te m s  l ike  C D Ps  (3 8 %)  and 
DAM/PIM systems (3 1%),  w h ic h  are  no t  ye t  w idel y 
ins ta l led across  a l l  B2 B  s e c to rs .  Jus t  4 4 % we re 
sat is f ied wi th  thei r  s a le s  e nable m e nt  sys te m .  Thi s 
category  a lso  showe d th e  gre ate s t  buy ing ac t iv i t y, 
wi th  18% current ly  e va luat ing c andidate s .  Th e re  i s 
a lso  some not iceab le  buy ing ac t iv i ty  fo r  we binar 
p lat forms,  as  wel l  as  DA M / PIM  sys te m s  and C DPs.  

Anot her  asp ect  t hat  we asked  ab ou t  was  t he  l evel 
o f  ad op t i on of  t he  fu l l  cap ab i l i t i es  for  each martech 
system.  Onl y  CRM, web  anal y t i cs  and  web i nar 
systems were  fu l l y  or  most l y  d ep l oyed  b y  over  ha l f 
o f  t he  resp ond ent s.  A l l  ot her  systems were  marked 
as  su ch b y  l ess  t han 50%  of  resp ond ent s.  N ot ably, 
t he  fu l l  ad op t i on of  sa l es  enab l ement  system 
cap ab i l i t i es  was  rep orted  b y  l ess  t han a  qu ar ter  o f 
comp ani es.  T h i s  p rob ab l y  re f l ect s  t he  nascent  usage 
of  t hat  p l at form. 

We a l so  of fered  ‘Bou ght ,  b u t  not  d ep l oyed ’  as  one 
p oss i b l e  answer,  whi ch was  occas i onal l y  se l ected 
when t here  has  b een a  recent  p u rchase.  In  ad di t ion 
t o  t h i s ,  we a l so  of fered  ‘Dep l oyed ,  b u t  not  yet 
ad op ted  b y  t he  u sers.’  Here,  t he  most  s i gni f i cant 
i np u t  was  8%  of  resp ond ent s  who sa i d  t h i s  ap pl ied 
t o  t hei r  event s  p l at form. 

Q.  O ve ra l l ,  h ow  s a t i s f i e d  a re  yo u  w i t h  t h e  v a r i o u s  m a r te c h  sys te m s  yo u  c u r re n t l y  d e p l o y ?

Very  sat is f ied Dissat is f ie d
Reasonably 
sat is f ied

We  a re  cur re nt ly 
e v a lua t ing ca ndida te s

We  don’t 
have  one

D o n’t  know

M A 1 3 % 47 % 9 % 1 6 % 1 4 %

1 %

S o c i a l / i n f l u e n c e r 1 1 % 3 8 % 7 % 37 %

4 %

3 %

Eve n t s  m a n a g e m e n t 1 0 % 3 0 % 8 % 9 % 4 0 % 3 %

We b i n a rs / o n l i n e  e ve n t s 1 9 % 3 8 % 1 2 % 1 3 % 1 7 % 1 %

We b  a n a l y t i c s 2 9 % 4 5 % 1 4 % 5 % 3 %

4 %

D i g i t a l  a ss e t  m a n a g e m e n t 
( DA M ) 6 % 2 5 % 1 2 % 1 2 % 3 9 % 6 %

S a l e s  e n a b l e m e n t 1 2 % 3 2 % 8 % 1 8 % 2 2 % 8 %

C R M 2 6 % 47 % 9 % 1 2 % 5 % 1 %

C u s t o m e r  d a t a 
m a n a g e m e n t / C D P 1 2 % 2 6 % 6 % 1 2 % 4 0 % 4 %

D i g i t a l  ex p e r i e n c e 
m a n a g e m e n t / WC M / C MS 1 6 % 4 3 % 1 4 % 7 % 1 6 % 4 %

8   S E C T I O N  4
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M A R T E C H  B U D G E T S  A N D 

C H A N G E S  D U E  T O  C O V I D - 1 9

The survey  cont inue d by  as k ing abo ut  th e  f inanci a l 
aspect  o f  buy ing and o pe rat ing m ar te c h  plat fo rms, 
and whether  or  not  th e re  h ave  be e n c h ange s  in 
market ing’s  work  d ue  to  C ovid-19. 

When we asked  ab ou t  t he  ownershi p  of  t he  b udget 
for  martech i nvest ment s,  we fou nd  t hat  j u s t  u nder 
ha l f  (47% )  of  resp ond ent s  s t a ted  t hat  t hey  manage 
t hei r  market i ng technol ogy b u d get  wi t h i n  t he 
overa l l  market i ng b u d get .  T h i s  i s  ex act l y  t he  same 
nu mb er  as  l as t  year.  One i n  1 0  c l a i med  t hat  t he 
b u d get  s i t s  wi t h  t he  IT  d ep art ment ,  whi l e  31 % say  
‘ I t  d ep end s on t he  p roj ect .’ 

5 . 1  W H O  O W N S  T H E  M A R T E C H 

B U D G E T ?

Q.  W h e re  d o e s  t h e  b u d g e t  fo r  b u y i n g  m a r te c h  s i t  i n  yo u r  o rg a n i s a t i o n?

A por t ion  of  t he  ove ra l l  ma r ke t ing 
budge t  i s  a l loca te d t o  te chnology

The  budge t  s i t s  wi t h  t he  I T 
de pa r t me nt

The  budge t  s i t s  wi t h  t he  s a le s 
de pa r t me nt

We  inve s t  in  ma r te ch pr oje ct s  whe n 
t he y  ca n be  jus t i f ie d

D on’t  know

Ot he r1 0 %

47 %

8 %

4 %

3 1 %

0 %

9   S E C T I O N  5
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The survey  then pr o po s e d a  l i s t  o f  po te nt ia l  c h anges 
in  martech s t ra tegy  and o pe rat io ns  th at  m ay  h ave 
been caused by  the  C ovid-19  c r is i s ,  and as ke d i f 
thes e  had happened at  a l l ,  o r  i f  th e y  w o uld do  i n 
2021.  38% of  the  re s po nde nts  s ta te d th at  th e y  d i d 
s tar t  to  in tens i fy  th e  us e  o f  th e i r  c ur re nt  m ar te ch 
s tack  as  opposed t o  c o ns ide r ing new  te c h no lo g y 
in  2020.  19%,  meanw h i le,  s a id  th e y  h ad to  re v iew 
thei r  martech s tack  to  ide nt i fy  po te nt ia l  c o s ts 
sav ings  las t  year.  In  2 0 2 1,  6 9 % are  re v iew ing 
thei r  martech s tack  to  ide nt i fy  ne c e ss ar y  new 

5 . 2  H A S  T H E  S I G N I F I C A N C E  

O F  M A R T E C H  C H A N G E D  D U E  

T O  C O V I D - 1 9 ?

Q.  H ave  yo u r  m a r te c h  s t ra te g y  a n d  o p e ra t i o n s  c h a n g e d  ove ra l l ,  o r  w i l l  t h e y  c h a n g e,  d u e  to  t h e  Cov i d -1 9 
c r i s i s  a n d ,  i f  s o,  h ow ?

Reviewed/rev iewing our 
martech s tack  to  ident i fy 
p o tent ia l  cost  sav ings  for 

the  company

Intens i f ied/intens i fy ing 
the  use  of  our  curre nt 
martech s tack,  ra t he r 
than cons ider ing new 

technology investme nt s

Re v iewe d/re v iewing our 
ma r te ch s t a ck  t o  ide nt i fy 

ne ce ss a r y  new te chnology 
t o  be  de ploye d

Ma r te ch wa s  now (or 
i s  now)  re cognised  as 
a  s t ra te gic  comp onent 
of  our  compa ny-wid e 

t ra ns for ma t ion programme

2020 2021

3 0 % 3 1 %

3 8 %

3 6 %

1 9 %

6 9 %

3 6 %
3 5 %

technol ogy t o  b e d ep l oyed .  N ear l y  t hree-qu arters 
o f  resp ond ent s  acknowl ed ged  t hat  one resu l t  o f 
t he  cr i s i s  i s  t hat  martech i s  b ei ng recogni sed  as  a 
s t ra tegi c  comp onent  of  t he  comp any-wi d e d i g i ta l 
t rans format i on p rogramme.  36%  achi eved  t hat  s ta tus 
i n  2020 and  a  fu r t her  35%  ex p ect  i t  i n  t h i s  year. 

 Anot her  l i s t  p resented  was  a  ser i es  o f  p otent ia l 
i mp rovement  act i v i t i es  t o  b etter  u t i l i se  martech 
systems.  T he resp ond ent s  were  asked  t o  i nd i cate 
whet her  each act i v i t y  was:  not  s i gni f i cant ;  i nd eed 
u nd erway;  or  a  maj or  p r i or i t y  for  t hei r  organi sat ion. 
More t han ha l f  o f  t he  comp ani es  i n terv i ewed 
are  h i r i ng ad d i t i onal  martech t a l ent :  32%  of  t he 
resp ond ent s  are  on a  h i r i ng sp ree,  wi t h  anot her  
22%  even cons i d er i ng i t  a  maj or  p r i or i t y.

1 0   S E C T I O N  5
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W H O  I S  O P E R A T I N G  

M A R T E C H  I N  P R A C T I C E ?

The next  sect ion  of  th e  s ur ve y  as ke d abo ut 
MOPs s ta f f ing,  org anis at io n  and pr o c e ss e s .  Th e 
respondents  could  ass ign re s po ns ib i l i ty  be twe en 
market ing and IT  fo r  var io us  pr o c e ss e s  ar o und the 
martech s tack.  In  ar o und 9 0 % o f  th e  c o m panie s 
rev iewed,  market ing h as  th e  ove ra l l  c o ntr o l  over 

most  p rocesses,  esp eci a l l y  t he  creat i on  and 
management  of  t he  martech road map  or  s t ra tegy, 
t he  acqu i s i t i on  of  b u d get ,  and  even managi ng the 
su i te  of  market i ng technol ogy.  For  some 20%  of  the 
comp ani es,  IT  has  l ead ershi p  i n  conf i gu r i ng and 
i ntegrat i on  p roj ect s . 

Q.  W h i c h  o rg a n i s a t i o n  i s  re s p o n s i b l e  fo r  t h e  fo l l ow i n g  p ro c e ss e s  a ro u n d  yo u r  m a r te c h  s t a c k ?

Market ing contro ls  the  ent i re  process

IT  leads,  wi th  guidance f rom market ing

Ma r ke t ing le a ds  wi t h  guida nce  f r om I T

I T  cont r o ls  t he  e nt i re  pr oce ss

Managed by  an  externa l  serv ices  par tner Ot he r

D r i v i n g  a d o p t i o n  a n d  u t i l i s a t i o n 7 7 % 1 5 %

3 %

5 %

C re a t i o n  o f  t h e  m a r k e t i n g  t e c h n o l o g y 
ro a d m a p 5 3 % 3 6 %

1 %

7 %

3 %

M a n a g e m e n t  o f  t h e  m a r k e t i n g 
t e c h n o l o g y  ro a d m a p 57 % 3 1 % 5 %

3 %

4 %

I n t e g ra t i o n  o f  d i s p a ra t e  m a r k e t i n g 
t e c h n o l o g i e s  a n d  d a t a b a s e s 3 0 % 3 8 % 2 2 %

3 %

7 %

Ac q u i s i t i o n  o f  b u d g e t  fo r  m a r k e t i n g 
t e c h n o l o g y

1 %

67 % 1 7 % 8 % 7 %

Co n f i g u ra t i o n  a n d  d e p l oy m e n t  o f  n ew 
m a r k e t i n g  t e c h n o l o g y 4 0 % 3 5 % 1 9 %

2 %

4 %

M a n a g e m e n t  o f  t h e  c u r re n t  s u i t e  o f 
m a r k e t i n g  t e c h n o l o g y 5 8 % 2 8 % 7 %

2 % 1 %

4 %

Ev a l u a t i o n ,  s e l e c t i o n  a n d  p u rc h a s i n g 
o f  n ew  m a r k e t i n g  t e c h n o l o g y 5 8 % 3 3 %

3 % 1 %

5 %

1 1   S E C T I O N  6
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In  51% of  the  comp anie s  s ur ve ye d,  th e  m ar te c h s t ack 
i s  operated by  gene ra l i s t  m ar ke te rs  ac r o ss  th e  team. 
Near ly  one-quarter  (2 3 %)  re po r t  th at  th e y  do  h ave a 
dedicated team of  s pe c ia l i s ts  fo r  th is  w o r k,  w h i l e  1 9% 
state  that  they  depe nd o n s o m e  expe r t  us e rs  across 
the  department.  In  te r m s  o f  h e adc o unt,  6 4 % th i nk  t hat 
thes e  specia l i s ts/expe r ts  m ake  up 10 % o f  th e  whol e 
market ing team,  wh i le  ano th e r  19 % s ay  th at  be tween 
11% and 20% of  the  te am  are  s pe c ia l i s ts . 

With in  the  cohort  o f  5 1  c o m panie s  w h e re  th e re 
are  martech specia l i s ts  ide nt i f ie d,  4 1% h ave  th e 
specia l i s ts  report ing to  an  exe c ut ive  c a l le d th e 
‘market ing operat io ns  m anage r ’ ,  o r  s o m e th ing s i mi l ar. 
In  turn,  th is  indiv id ual  re po r ts  d i re c t ly  to  th e  C MO 
or  market ing di recto r.  In  ano th e r  12 % o f  c as e s ,  t here 
i s  s t i l l  a  market ing o pe rat io ns  m anage r,  but  o ne who 
reports  below the CM O. In  3 1% o f  th e  c o m panies, 
the  specia l i s ts  repor t  d i re c t ly  to  th e  C M O/ m ar ket i ng 
di rector.  These are  l ike ly  to  be  th e  s m al le r  c o m p ani es 
wi th  just  a  handfu l  o f  m ar ke te rs  ove ra l l .   

I n  5 1 %  o f  t h e 
c o m p a n i e s  s u r ve ye d , 

t h e  m a r te c h  s ta c k 
i s  o p e ra te d  b y 

g e n e ra l i s t  m a r ke te rs 
a c ro ss  t h e  te a m

1 2   S E C T I O N  6
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R E C O M M E N D A T I O N S 

A MOPs funct ion i s  f inding favo ur  w i th  m any  m arket i ng 
leaders  because i t  be tte r  pr ov ide s  th e  inte l l ige nce, 
ins ights  and tools  th e y  ne e d to  dr ive  g lo bal  c amp ai gn 
and budget  v is ib i l i ty,  agi l i ty  and o pe rat io nal 
e f f ic iency.  Al l  o f  th e s e  re m ain  th e  c o r ne rs to ne  t o 
del iver ing h igh- impac t  m ar ke t ing and bus ine ss 
outcomes.  Indeed,  s o m e  c o m panie s  are  c o m bini ng 
sa les  and MOPs int o  an  e ve n m o re  h o l is t ic  re venu e 
operat ions  funct ion.  Th e  pre va le nc e  and s ize  o f  a 
dedicated MOPs te am  de pe nds  o n th e  fo l low ing:

	› O rg a n i s a t i o n a l  m a t u r i t y :  A  C M O o r  m ar ke t ing 
di rector  who is  m e as ure d o n re ve nue 
contr ibut ion mus t  s e t  up a  M OPs  func t io n to 
col lect  and prov ide  th o s e  num be rs . 

	› G e o g ra p hy :  Mar ke t ing te am s  in  No r th  A m e r i ca 
tend to  be larg e r  and m o re  auto m ate d th an i n 
Europe,  so  the re  are  m o re  M OPs  pr o fe ss io nal s 
act ive  in  those c o m panie s . 

	› I n d u s t r y  s e c t o r :  L ar ge  B2 C  c o m panie s  h ave 
voluminous  and ge o graph ic a l ly  d is pe rs e d lead 
and awareness  pr o gram m e s  re qui r ing a lm o st 
indust r ia l - level  m anage m e nt  and re po r t ing. 

	› Complexity:  Large enterpr ises sel l ing to large 
enterpr ises have a  mult i tude of  product  l ines and 
go-to-market  channels,  including business partners.  

One major  reason f o r  fo c us ing a  te am  o n M OPs i s  t o 
improve the  manag e m e nt  o f  th e  m o re  labo ur - intens i ve 
work  that  marketeers  fac e  in  exe c ut ing c am paigns. 
Th is  enables  them to  fo c us  o n th e  s t ra te gic  and 
creat ive  pr ior i t ies  th at  w i l l  dr ive  be tte r  bus ine ss 
outcomes.  The u l t i m ate  o bje c t ive  fo r  th e  M OPs 
funct ion,  however,  i s  to  put  in  p lac e  a  f ram ew o rk  t o 
ident i fy  and address  pr io r i t ie s  and gaps  in  pr o cess 
des ign,  technology  pr ov is io n  and data  o rc h e s t rat i on 
wi th in  market ing or ganis at io ns .

A  M O P s  f u n c t i o n  i s 
f i n d i n g  f a vo u r  w i t h 
m a ny  m a r ke t i n g  l e a d e rs 
b e c a u s e  i t  b e tte r 
p rov i d e s  t h e  i n te l l i g e n c e, 
i n s i g h t s  a n d  to o l s  t h e y 
n e e d  to  d r i ve  g l o b a l 
c a m p a i g n  a n d  b u d g e t 
v i s i b i l i t y,  a g i l i t y  a n d 
o p e ra t i o n a l  e f f i c i e n c y

1 3   S E C T I O N  7
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M A R K E T I N G  O P E R A T I O N S 

C O M P E T E N C Y  A S S E S S M E N T 

F R A M E W O R K

The fo l lowing f ram ew o r k  s e e ks  to  de f ine  th e  d i f ferent 
s tages  of  market ing o pe rat io ns  m atur i ty,  and m ap  t hem 
against  d i f ferent  cr i te r ia  re qui re d fo r  s uc c e ss .  Th i s  i s  an 
abr idged and edi te d ve rs io n o f  a  c o m pre h e ns ive  MOPs 
f ramework,  which i s  ava i lable  to  m e m be rs  o f  Pr op ol i s 
–  B2B Market ing’s  o nl ine  c o m m uni ty.  Th e re  are  e i ght 
f rameworks  in  tota l ,  w h ic h  m ap ac r o ss  a l l  as pe ct s  o f  
B2B market ing pract ic e,  re la t ing to  th e  e igh t  c ommu ni t y 
Hives  wi th in  Propo l is . 

Each f ramework  i s  a  f la t  o r  s ta t ic  ve rs io n o f  th e 
interact ive  Compete nc y  A ss e ss m e nt  Pr o gram m e whi ch 
i s  des igned to  help  y o u de te r m ine  y o ur  s pe c i f ic  l evel 
o f  competency  agains t  th e s e  c r i te r ia ,  c o m pare  t hem 
against  other  Propo l is  m e m be rs  and h igh l igh t  areas 
to  focus  on for  impr ove m e nt.  I t  i s  ava i lable  as  par t  o f 
Propol is  membersh ip.

I f  yo u ’d  l i ke  to  s p e a k  to 
s o m e o n e  a b o u t  j o i n i n g 

P ro p o l i s ,  p l e a s e  v i s i t 
b 2 b m a r ke t i n g . n e t / p ro p o l i s

G E T  S T A C K E D  R E S E A R C H  R E P O R T   ©   B 2 B  M A R K E T I N G



G E T  S T A C K E D  R E S E A R C H  R E P O R T   ©   B 2 B  M A R K E T I N G

3
. 

P
E

R
F

O
R

M
I

N
G

4
. 

I
M

P
R

O
V

I
N

G

5
.

E
X

C
E

L
L

I
N

G

2
. 

D
E

V
E

L
O

P
I

N
G

1
.

B
U

I
L

D
I

N
G

B
U

S
I

N
E

S
S 

 

C
O

N
T

R
I

B
U

T
I

O
N

M
a

rk
e

ti
n

g
 t

e
ch

n
o

lo
g

y 
st

ra
te

g
y 

    
M

a
rk

e
ti

n
g

 o
p

e
ra

ti
o

n
s 

m
a

n
a

g
e

m
e

n
t 

    
M

a
rk

e
ti

n
g

 p
ro

ce
ss

 
d

e
fi

n
it

io
n

 a
n

d
 

m
o

n
it

o
ri

n
g

 
   

R
e

p
o

rt
in

g
 a

n
d

 a
n

a
ly

ti
cs

 
      

C
ro

ss
-o

rg
a

n
is

a
ti

o
n

a
l 

co
o

rd
in

a
ti

o
n 

  

P
ie

ce
m

e
al

  
‘u

se
r-

ch
o

o
se

r’
 s

e
le

ct
io

n 
an

d
 m

an
ag

e
m

e
n

t 
o

f 
to

o
ls

, 
w

it
h

 m
in

im
al

 
g

u
id

an
ce

 o
r 

o
ve

rs
ig

h
t.

 

 
M

O
P

s 
re

p
o

n
si

b
il

it
ie

s 
d

is
tr

ib
u

te
d

 a
cr

o
ss

 t
h

e 
te

am
 t

o
 n

o
n

-s
p

e
ci

al
is

ts
, 

w
it

h
 p

ro
je

ct
s 

o
p

e
ra

te
d

 i
n 

is
o

la
ti

o
n

. 

 
In

d
iv

id
u

al
s 

o
p

e
ra

ti
n

g 
 

in
 i

so
la

ti
o

n
 w

it
h

 n
o 

fo
rm

al
 m

e
th

o
d

o
lo

g
ie

s.
 

   
Re

p
o

rt
in

g
 a

n
d

 t
e

st
in

g 
h

ig
h

ly
 i

n
d

iv
id

u
al

is
e

d
 a

n
d 

e
ff

e
ct

iv
e

n
e

ss
 d

if
fi

cu
lt

 t
o 

d
e

te
rm

in
e

. 
   

C
o

ll
ab

o
ra

ti
o

n
 o

n
ly

 
th

ro
u

g
h

 s
ta

n
d

ar
d 

sh
ar

in
g

 d
o

cs
; 

li
m

it
e

d 
ce

n
tr

al
 v

ie
w

 o
f 

sp
e

n
d

in
g 

o
r 

re
la

ti
o

n
sh

ip
s 

w
it

h 
fu

n
ct

io
n

s 
o

u
ts

id
e 

m
ar

ke
ti

n
g

. 

M
ar

te
ch

 s
e

le
ct

io
n

, 
m

an
ag

e
m

e
n

t 
an

d 
d

e
ve

lo
p

m
e

n
t 

   
O

p
e

ra
ti

o
n

s 
fo

rm
al

is
at

io
n

, 
st

ru
ct

u
re

 
an

d
 m

an
ag

e
m

e
n

t 
   

P
ro

ce
ss

 f
o

rm
al

is
at

io
n 

an
d

 s
e

t 
u

p
 f

o
r 

o
n

g
o

in
g 

im
p

ro
ve

m
e

n
t 

   
M

e
tr

ic
 f

o
rm

al
is

at
io

n 
an

d
 m

o
n

it
o

ri
n

g
, 

p
lu

s 
at

tr
ib

u
ti

o
n 

    
C

o
ll

ab
o

ra
ti

o
n

, 
d

e
p

lo
ym

e
n

t,
 b

u
d

g
e

ti
n

g 
an

d
 s

ta
ke

h
o

ld
e

r 
m

an
ag

e
m

e
n

t 
   

C
e

n
tr

al
 o

ve
rs

ig
h

t 
 

o
n

 t
o

o
l 

m
an

ag
e

m
e

n
t 

 
an

d
 d

e
p

lo
ym

e
n

t,
 p

lu
s 

so
m

e
 u

se
r 

g
u

id
an

ce
. 

  
E

xp
e

rt
 u

se
rs

 s
u

p
p

o
rt

 
w

id
e

r 
te

am
; 

fo
rm

al
is

at
io

n 
o

f 
M

O
P

s 
re

sp
o

n
si

b
il

it
ie

s 
b

e
g

in
s,

 i
n

cl
u

d
in

g
 p

ro
je

ct
 

m
an

ag
e

m
e

n
t 

 
S

h
ar

in
g

 a
n

d
 f

o
rm

al
is

at
io

n 
o

f 
w

o
rk

fl
o

w
s 

an
d

 b
e

st
 

p
ra

ct
ic

e
 b

e
g

in
s.

 
   

C
e

n
tr

al
is

e
d

 r
e

p
o

rt
 

cr
e

at
io

n
 a

n
d

 s
h

ar
in

g 
b

e
g

in
s,

 p
lu

s 
si

m
p

li
st

ic
 

ca
m

p
ai

g
n

 t
e

st
in

g
. 

A
tt

ri
b

u
ti

o
n

 i
s 

m
an

u
al

. 
  

R
an

d
o

m
 a

ct
s 

 
o

f 
co

ll
ab

o
ra

ti
o

n
; 

st
an

d
ar

d
is

e
d

 b
u

d
g

e
ti

n
g 

to
o

ls
, 

b
u

t 
li

m
it

e
d

 c
o

-
o

rd
in

at
io

n
; 

in
fo

rm
al

 
re

la
ti

o
n

sh
ip

s 
o

u
ts

id
e 

m
ar

ke
ti

n
g

. 

M
O

P
s 

o
w

n
s 

b
u

d
g

e
t,

  
to

o
l 

se
le

ct
io

n
, 

m
an

ag
e

m
e

n
t 

 
an

d
 p

la
n

n
in

g
. 

  
In

d
iv

id
u

al
 M

O
P

s 
sp

e
ci

al
is

ts
 a

p
p

o
in

te
d

, 
b

u
t 

w
it

h
 m

an
ag

e
m

e
n

t 
o

u
ts

id
e

 o
f 

m
ar

ke
ti

n
g

. 
  

C
e

n
tr

al
is

e
d

 b
e

st
 

p
ra

ct
ic

e
 r

e
p

o
si

to
ry

 
m

ai
n

ta
in

e
d

 b
y 

M
O

P
s,

 
w

it
h

 s
ta

n
d

ar
d

is
at

io
n 

o
f 

m
e

th
o

d
o

lo
g

ie
s 

b
e

g
in

n
in

g
.

 
S

ig
n

if
ic

an
t 

fo
rm

al
is

at
io

n 
o

f 
re

p
o

rt
 s

h
ar

in
g

 a
n

d 
te

st
in

g
 r

e
g

im
e

s;
 b

as
ic

 
at

tr
ib

u
ti

o
n

 i
n

st
ig

at
e

d
. 

   
S

ta
n

d
ar

d
is

at
io

n
 o

f 
m

e
an

s 
an

d
 m

e
th

o
d

s 
o

f 
co

ll
ab

o
ra

ti
o

n
; 

ce
n

tr
al

 
sp

re
ad

sh
e

e
t 

to
o

l 
to

 t
ra

ck
 

b
u

d
g

e
ts

; 
in

fo
rm

al
 c

ro
ss

-
fu

n
ct

io
n

al
 e

ff
o

rt
s 

o
n 

 s
ig

n
if

ic
an

t 
is

su
e

s.
 

M
O

P
s 

le
ad

s 
d

e
ve

lo
p

m
e

n
t 

u
si

n
g 

ro
ad

m
ap

, 
in

cl
u

d
in

g 
ro

u
ti

n
e

 m
o

n
it

o
ri

n
g

 a
n

d 
R

O
I 

e
va

lu
at

io
n

. 

 
M

O
P

s 
te

am
 e

st
ab

li
sh

e
d

, 
re

p
o

rt
in

g
 t

o
 m

ar
ke

ti
n

g 
le

ad
e

rs
h

ip
, 

in
cl

u
d

in
g 

cl
e

ar
 c

ar
e

e
r 

p
ro

g
re

ss
io

n
, 

an
d

 p
ro

je
ct

 o
w

n
e

rs
h

ip
/

o
ve

rs
ig

h
t.

 
Tw

o
-w

ay
 d

ia
lo

g
u

e 
re

g
ar

d
in

g
 p

ro
ce

ss
 

d
e

ve
lo

p
m

e
n

t 
b

e
tw

e
e

n 
u

se
rs

 a
n

d
 M

O
P

s;
 s

p
e

ci
fi

c 
w

o
rk

in
g

 m
e

th
o

d
o

lo
g

ie
s 

in
 p

la
ce

.
 

R
o

b
u

st
 a

n
d

 r
ig

o
ro

u
s 

re
p

o
rt

in
g

 v
ia

 d
e

d
ic

at
e

d 
p

la
tf

o
rm

; 
ri

g
o

u
ro

u
s 

an
d 

th
o

ro
u

g
h

 c
am

p
ai

g
n 

te
st

in
g

, 
al

ig
n

e
d

 w
it

h 
st

at
is

ti
ca

l 
an

al
ys

is
. 

 
M

ar
ke

ti
n

g
 w

o
rk

fl
o

w
 

to
o

ls
 i

n
te

g
ra

te
d

 a
cr

o
ss

 
o

rg
an

is
at

io
n

; 
m

ar
ke

ti
n

g 
b

u
d

g
e

ts
 f

o
rm

al
ly

 l
in

ke
d 

to
 f

in
an

ce
 s

ys
te

m
s;

 
p

ro
ac

ti
ve

 f
o

rm
al

 
co

ll
ab

o
ra

ti
o

n
 w

it
h

 w
id

e
r 

st
ak

e
h

o
ld

e
r 

g
ro

u
p

s.

M
O

P
s 

re
sp

o
n

si
b

le
 f

o
r 

m
ar

te
ch

 g
o

ve
rn

an
ce

, 
in

cl
u

d
in

g
 p

ro
ac

ti
ve

 
m

an
ag

e
m

e
n

t 
as

 p
ar

t 
o

f 
o

n
g

o
in

g
 c

h
an

g
e

-
m

an
ag

e
m

e
n

t 
re

m
it

 
M

O
P

s 
le

ad
e

r 
re

co
g

n
is

e
d 

as
 s

e
n

io
r 

ro
le

; 
M

O
P

s 
fu

n
ct

io
n

 r
e

co
g

n
is

e
d

 a
s 

 
a 

ce
n

tr
e

 o
f 

e
xc

e
ll

e
n

ce
. 

  
C

o
n

ti
n

u
o

u
s 

im
p

ro
ve

m
e

n
t 

e
th

o
s 

fo
r 

p
ro

ce
ss

 
e

vo
lu

ti
o

n
 w

it
h

 M
O

P
s 

 
co

-o
rd

in
at

in
g

 u
p

ta
ke

. 
  

M
e

tr
ic

s 
d

ri
vi

n
g

 b
u

si
n

e
ss

 
d

e
ci

si
o

n
s;

 c
am

p
ai

g
n

s 
h

ig
h

ly
 o

p
ti

m
is

e
d

 a
n

d 
su

b
je

ct
 t

o
 c

o
n

ti
n

u
o

u
s 

im
p

ro
ve

m
e

n
t;

 m
o

d
e

l-
d

ri
ve

n
 a

tt
ri

b
u

ti
o

n
 e

n
ab

le
s 

in
-d

e
p

th
 a

n
al

ys
is

.
 

O
n

g
o

in
g

 w
o

rk
fl

o
w

 
o

p
ti

m
is

at
io

n
; 

p
ro

ac
ti

ve
 

b
u

d
g

e
t 

m
an

ag
e

m
e

n
t 

to
 m

ax
im

is
e

 u
ti

li
sa

ti
o

n
; 

fo
rm

al
 c

ro
ss

-f
u

n
ct

io
n

al
 

w
o

rk
in

g
 l

e
d

 b
y 

M
O

P
s.

 
 

M
A

R
K

E
T

I
N

G
 

O
P

E
R

A
T

I
O

N
S

 
C

O
M

P
E

T
E

N
C

Y
 

A
S

S
E

S
S

M
E

N
T

 
F

R
A

M
E

W
O

R
K

 
1

.
0



G E T  S T A C K E D  R E S E A R C H  R E P O R T   ©   B 2 B  M A R K E T I N G1 6   A B O U T

A B O U T

Powered by  the  com m uni ty,  fo r  th e  c o m m uni ty.

Establ ished in  2004 ,  B2 B  M ar ke t ing is  now  th e 
number  one go- to  re s o urc e  fo r  B2 B  m ar ke te rs  across 
the  g lobe.

R ight  f rom the s tar t ,  we  h ad a  c le ar  m iss io n th at 
remains  as  s t rong and c le ar  to day :  to  pr ov ide 
marketers  a t  bus iness  brands  w i th  th e  to o ls ,  ins i ght 
and inspi rat ion  the y  ne e d to  gr ow  and s uc c e e d –  as 
both  indiv iduals  and bus ine ss e s .

To do th is ,  we nee d to  c o nt inual ly  e vo lve  to  m ake 
sure  we are  del iver ing w h at  y o u ne e d. 

This  i s  why Propol is  w as  bo r n.

We’re  proud to  serve  as  th e  fo c a l  po int  fo r  th e  
B2B market ing secto r,  and to  be  a  fo rc e  fo r  gre ater 
connect iv i ty,  enabl ing m ar ke te rs  and le ade rs  to  share 
exper iences  and le ar n  f r o m  o ne  ano th e r.

 
b 2 b m a r ke t i n g . n e t / p ro p o l i s

in fo@b2bmarket ing.ne t 
+44 (0)20 7014 492 0

Integrate  i s  t he  l ead er  i n  p rec i s i on  d emand 
market i ng –  an  emergi ng category  t o  hel p  B2B 
marketers  d evel op  and  d el i ver  an  omni channel 
d emand  s t rategy,  convert  l ead s  t o  revenu e 
and  d r i ve  market i ng ROI.   In tegrate  works  wi t h 
h i gh-growt h and  enterp r i se  organi sat i ons  l i ke 
Sa l es force,  Mi crosof t ,  Akamai  and  P l u ra l s i ght  to 
p ower  t hei r  p rec i s i on  d emand  market i ng s t ra tegies. 
Over  t he  p ast  d ecad e,   In tegrate   has  evol ved 
f rom sol v i ng t he  comp l ex  chal l enges  across  each 
d emand  generat i on  channel  t o  p ower i ng account -
b ased ,  b u yer -d r i ven omni channel  ex p er i ences. 
T od ay,  In tegrate’s  Demand  Accel erat i on  P l at form 
hel p s  marketers  orchest rate  connected  b u yi ng 
ex p er i ences  t hat  d r i ve  qu al i f i ed  conversat i ons  at 
sca l e  and  accel erate  revenu e generat i on.

 For  more  i n format i on,  p l ease  v i s i t   i n te g ra te.c o m .     
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