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C O N T R I B U T O R S

We  wo u ld  l i ke  to  th a n k  th e  fo l low i n g  i n d i v i d u a ls  w h o  g en er o us ly  g ave  th ei r  t i m e  to  h elp  b u i ld  th i s  r ep o r t :

S t e f fe n  D r u c k s ,  
g lob a l  h ea d  o f 
o p er at i o ns  a n d  data 
a n a ly t i c s ,  Ato s

I a n  B e n n i s o n ,  
d i r ec to r  o f  
m a r ke t i n g  o p er at i o ns ,  
I nter t r ust  Gr o up

G a b r i e l a  Wa r re n ,  
s en i o r  d i r ec to r  o f 
m a r ke t i n g  ( EME A ) , 
Wo r k i va

S i m o n  D a n i e l s ,  
v i c e  p r e s i dent , 
h ea d  o f  m a r ke t i n g 
o p er at i o ns ,  F D 
Tec h n o lo g i e s

K a r l a  We n t w o r t h ,  
fo u n der  a n d  m a n a g i n g 
d i r ec to r,  Va nta ge  C le ver, 
a n d  Pr o p o l i s  H i ve  ex p er t 
fo r  M a r ke t i n g  Op er at i o ns 
&  Pr o c e ss

K a ro l  G a j ews k i ,  
h ea d  o f  d i g i ta l 
s t r ateg y,  Gi l r oy.

Wa n t  a c c e ss  to  t h e 

g re ye d  o u t  s e c t i o n s? 

T h e s e  s e c t i o n s  a re 

exc l u s i ve  to  P ro p o l i s 

m e m b e rs .
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How many of us have signed up 
for a gym membership at the 
start of the year, pledging to go 
weekly, and then only worked out a 
handful of times that year?  Buying 
a gym membership may appear 
to be a tangible sign of progress 
towards f itness or good health, 
but it ’s not enough. Companies fall 
into a similar trap when viewing 
technology as a panacea: a solution 
or remedy for all  problems. They buy 
the next shiny thing, but have not 
thought the process fully through, 
just as the aspiring fitness fanatic 
does not plan for long-term change.

In a survey I  f ielded globally late 
last  year,  I  found that 83% of 1500 
companies are now re-assessing 
the usefulness of their  current 
marketing automation platform 
(MAP). Why? Well,  because most 
of  them are now focusing on digital 
marketing programmes, as society 
and business reacts to the Covid-19 
crisis.  In paral lel,  the focus of digital 
marketing is moving from the simple 
realisation of new business leads to 
a more engaging and relationship 
model.  That raises questions about 
the type and functionality of  MAP 
that is  now needed.

Nearly three-quarters are using 
MAPs more than previously,  with 
over half  of  those companies 
leveraging it  for more products 
and services than before and/

or for greater market coverage. 
But the crisis  has accelerated 
the inevitable, and the increased 
dependency on digital  marketing 
has exposed weaknesses in many 
MAP instal lat ions. 

However, i t ’s  not just  MAPs. 
Successful  digital  marketing 
is al l  about leveraging various 
technologies to communicate, 
cal ibrate, schedule, personalise, 
analyse and report success. So, 
while martech is recognised as 
crit ical  component in enabling 
successful  B2B marketing, the 
challenge of having the r ight 
martech stack is  daunting. As i f 
that wasn’t  enough, there’s also 
the challenge of managing it 
eff iciently.  Some companies assign 
specif ic people or even teams to 
be responsible for their  martech 
operations, while others try to 
operate the technologies in paral lel 
with their  day jobs. Regardless, 
most marketers are now realising 
that a radical  transformation in their 
martech is probably necessary. 

Martech has undergone a 
metamorphosis in the last  couple 
of years.  Digital  dominates and 
what was innovative a few years 
ago is now commonplace. With 
nearly 9000 marketing tools and 
a never-ending increase in new 
technologies, i t ’s  easy to get 
distracted by shiny new toys.

S E C T I O N  1

B 2 B  m a r k e t i n g  i s  d i g i t a l  
a n d  re l i a n t  o n  t e c h n o l o g y 

P E T E R  O ’ N E I L L , 

lead analyst , 

B2B Market ing
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F o r  c o ntex t ,  32%  of  t he  su rvey 
re s po ndent s  are  t he  head  of 
m ar ke t ing i n  t hei r  organi sat i on, 
w h i le  a  fu r t her  42%  are  i n  t he 
f i rs t  l ine  of  rep ort i ng t o  t he  head 
o f  m ar ket i ng.  Over  t wo-t h i rd s 
o f  th e  resp ond ent s  have formal 
re s po ns ib i l i t y  for  martech,  and 
75 % c la im formal  resp ons i b i l i t y 
fo r  th e  MOPs fu nct i on i n  t hei r 
c o m pani es.  However,  not  a l l  o f  t he 
inte r v iewees  have d ed i cated  MOPs 
s ta f f  (as  we wi l l  see  l a ter ) .

In  addi t ion  t o  t he  su rvey,  we 
c o nduc ted  i nterv i ews wi t h  severa l 
s e nio r  marketers  for  a  d eep er  d i ve 
into  s o me of  t he  qu est i ons.  T h i s 
re po r t  a l so  p rov i d es  an  anal ys i s  o f 
th e  3 4 2  se l f -assessment s  a l read y 
c o m ple ted  for  t he  Market i ng 
Ope rat ions  & Process  Comp etency 
A ss e ss ment  Framework,  whi ch 
s e e ks  to  d ef i ne  t he  d i f ferent 
s tage s  of  mat u r i t y  when i t  comes 
to  m ar tech s t ra tegy,  cross -
o r ganis at i onal  coord i nat i on, 
pr o c e ss  d ef i n i t i on  and  market i ng 
o pe rat ions  management ,  and  map 
th e m  agai nst  d i f ferent  cr i ter i a 
re qui re d for  su ccess.

W h i le  th i s  rep ort  wi l l  reveal 
s o m e  indu st ry  secret s ,  p l ent y 
o f  s ta t i s t i cs  and  p eer - t o-p eer 
advic e,  i t ’s  mai n  a i m i s  t o  i gni te 
a  c o nve rsat i on  b y  p rov i d i ng 
ac t io nab l e  ad vi ce.  I t  p rov i d es 
guidanc e t o  t he  organi sat i on  and 
pr o c e ss  e l ement s  of  managi ng 
m ar ke t ing technol ogy and 
pr o c e ss es  e f fect i ve l y. 

Th e  advi ce  g i ven can hel p  t o  op en 
th e  de bate  i n  you r  comp any ab ou t 
th e  c h al l enges  and  amb i t i ons 
be h ind mod erni s i ng you r  martech 
s tac k  and b u i l d i ng a  mod ern 
M OPs  funct i on.  

T h i s  re p o r t  i n c l u d e s :

	› T he s t ate  of  martech i n  pract ice.

	› An i nd u st ry  au d i t  o f  how much 
MOPs has  b een formal i sed.

	› Ad vi ce  on how t o  manage new 
market i ng technol ogy and 
p rocesses  e f fect i ve l y.

K a r l a  We n t wo r t h , 
fo u n d e r  a n d  m a n a g i n g 
d i re c to r,  Va n t a g e  C l e ve r, 
a n d  P ro p o l i s  H i ve  ex p e r t 
fo r  M a r ke t i n g  O p e ra t i o n s 
&  P ro c e ss :  “M a r tec h 
f u n c t i o n a l i ty  h as  evo lved 
to  a  p o i nt  w h er e  to o ls 
us ed  fo r  ent i r e ly  d i f fer ent 
p u rp o s e s  a r e  n ow 
r ep l i c at i n g  ea c h  o th er ’s 
f u n c t i o n a l i ty  i n  a  b i d  to 
b ec o m e  ‘ th e’  m a r ke t i n g 
a uto m at i o n  to o l .  W h i ls t 
h elp f u l  to  s o m e  c usto m er s 
w h o  c a n  r ed u c e  th e  s i ze  o f 
th ei r  tec h  s ta c k ,  i t  i s  m o r e 
c o n f us i n g  a n d  f i n a n c i a l ly 
waste f u l  fo r  c o mp a n i e s 
w i th  a  p o o r  m a r tec h 
st r ateg y,  m u l t i p le  to o ls 
d up l i c at i n g  f u n c t i o n a l i ty 
o r  l i t t le  i nteg r at i o n .”

 

 

 
1 . 2 .  B 2 B  M a r k e t i n g  s u r ve ys 
m a r k e t e rs  e a c h  ye a r  o n  t h e i r 
m a r t e c h  s t a t u s

This  report  i s  based  o n th e 
f indings  of  our  Q1-2 0 2 2  s ur ve y 
of  near ly  100 B2B m ar ke te rs  f r o m 
companies  of  a l l  s ize s ,  s m al l  and 
large,  and across  a l l  indus t r ie s . 
The survey  reveals  th e  s tate  o f 
B2B’s  martech s tack  in  2 0 2 2 , 
the  levels  o f  sat i s fac t io n  w h e n 
i t  comes to  those te c h no lo gie s , 
p lus  an  overv iew of  s o m e  o f  th e 
chal lenges  faced in  o pe rat ing 
i t .  When important ,  we  a ls o 
compare  th is  year ’s  data  w i th  th e 
f indings  col lected in  pre v io us 
years.  The survey  a ls o  po s e d 
severa l  quest ions  abo ut  th e  s tate 
of  market ing operat io ns  (M OPs) 
wi th in  respondents’  o r ganis at io ns . 
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S E C T I O N  2

O ve ra l l  m a r t e c h  s a t i s f a c t i o n 
s i n k s  f u r t h e r  

2 .1 .  Eve r y b o d y  h a s  i ss u e s  w i t h  s o m e  sys t e m s  i n 
t h e i r  m a r t e c h  s t a c k

So,  marketers  cont i nu e t o  b e cr i t i ca l  ab ou t  t hei r 
cu rrent  martech s t ack,  and  a  s t agger i ng 96%  of 
resp ond ent s  are  not  ab l e  t o  conf i rm t hat  t he  s tack 
i s  p er formi ng wel l  for  b ot h  cu rrent  and  fu t u re 
need s  (comp ared  t o  89%  l ast  year ) .  T h i s  i nc l u des 
t he  42%  (46%  l ast  year )  who s t ated  t hat  t hei r  s tack 
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,  and  a  fu r t her  1 7%  (21 %  l as t  year ) 
ant i c i p at i ng changes  wi t h i n  24 mont hs.  32%  (14% 
l as t  year )  conf i rmed  t hat  t hey  know t hey  have a  poor 
martech s t ack  t hat  need s  ex p and i ng/mod erni s ing, 
b u t  c l a i med  t hey  s t i l l  need  t o  cons i d er  what  t o  do 
ab ou t  i t ,  l eav i ng 5%  who are  not  qu i te  su re.

Each year,  our  ope ning que s t io n  g ive s  re s po ndent s 
a  chance to  se l f -ass e ss  th e  s tate  o f  th e i r  m ar te ch 
s tack.  The assessm e nt  las t  ye ar  w as  a l re ady 
thought -provoking :  o nly  11% o f  re s po nde nts  h ad 
found that  thei r  mar te c h  s tac k  w as  pe r fo r m ing wel l 
for  both  current  and future  ne e ds .  Th is  ye ar,  th e 
resu l t  was  even lowe r,  w i th  jus t  4 % pr ovid ing that 
answer.  In  addi t ion  to  th is  in i t ia l  ass e ss m e nt,  we 
a lso  asked about  m o re  de ta i le d c h al le nge s ,  s uch 
as  funct ional i ty  and inte grat io n,  and as ke d fo r  th i s 
deta i l  by  technology  are a.       

	 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 re nt  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 re nt  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 t he  next  s tep s

	 D on’t  know /  ot he r

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 ?

3 2 %

4 %5 %

1 7 %

4 2 %
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wi t h  t hei r  CRM p l at form,  whi ch i s  mu ch l ess  t han 
l as t  year ’s  t hree-qu arters .  A  h i gh p rop ort i on 
cont i nu e t o  b e sat i s f i ed  wi t h  t hei r  web  anal y t i cs 
(70% )  and  soci a l  p l a t forms (77% ).  Last  year,  ha l f  o f 
t he  resp ond ent s  were  sat i s f i ed  wi t h  t hei r  MA or  ESP 
p l at form,  b u t  t h i s  has  now d rop p ed  t o  38% .  T he 
l owest  sat i s fact i on  nu mb ers  of  a l l  were  for  cu stomer 
d at a  management  or  cu st omer  d at a  p l at forms 
(CDPs) ,  wi t h  onl y  22%  sat i s f i ed ,  and  a  fu r t her  
25%  ex p l i c i t l y  not  sat i s f i ed .  T he nex t -h i ghest  in 
b ei ng ‘not  sat i s f i ed ’  was  event  technol ogi es  a t 
20% ,  whi l e  j u s t  40%  were  sat i s f i ed  wi t h  t hei r  sa les 
enab l ement  system.  T hi s  category  a l so  showed 
h i gh b u yi ng act i v i t y,  wi t h  1 4%  cu rrent l y  eva l u at ing 
cand i d ates,  t hou gh CRM b u yi ng act i v i t y  was  h igher 
a t  1 6% .  T here  i s  a l so  not i ceab l e  i ncreased  b u ying 
act i v i t y  for  event  and  web i nar  p l at forms.

These numbers  c lear ly  de m o ns trate  th at  m ar te ch i s 
in  a  s ta te  of  f lux  for  m o s t  c o m panie s .  Te c h no lo g y has 
advanced,  but ,  mo re  im po r tant ly,  m ar ke te rs ’  need s 
have changed. 

Stef fen  Drucks,  g lo bal  h e ad o f  o pe rat io ns  and 
data  ana ly t ics ,  Atos .  “O u r  m a r tec h  sta c k  n eeded  a 
c o mp le te  over h a u l  at  th i s  p o i nt .  We’ve  c o n d u c ted  a 
f u l l  a u d i t  to  ta ke  a  s tep  b a c k  a n d  sto p  a r g u i n g  a b o ut 
i n d i v i d u a l  p i ec e s  o f  tec h n o lo g y.  T h e  a u d i t  p r ov i ded  a 
b as i s  to  s e t  up  a  n ew  st r ateg y  o n  r e ta i n i n g ,  r ep la c i n g 
a n d  dep loy i n g  f u r th er  tec h n o lo g y.”

In  the  survey,  we b r o ke  th e  m ar te c h  s tac k  dow n  
in to  10  speci f ic  syste m s  o r  p lat fo r m s  and as ke d 
about  sat i s fact ion  wi th in  e ac h  sys te m .  Jus t  ove r  a 
ha l f  (56%)  of  the  sur ve y  c o h o r t  re po r te d s at is fact i on 

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 ?

MA/ESP 1 0 % 2 8 % 1 2 % 1 3 % 1 4 % 2 3 %

Digital  asset management (DAM)/ 
product information management (PIM)

1 0 % 1 3 % 1 2 % 9 % 4 0 % 1 6 %

Digi ta l  exper ience management/ 
WCM/CMS

1 7 % 3 2 % 1 4 % 7 % 1 7 % 1 3 %

Sales  enablement  technology 1 4 % 2 6 % 1 4 % 1 4 % 2 2 % 1 0 %

CRM 1 6 % 4 0 % 1 7 % 1 6 % 7 %

4 %

Socia l
1 %

1 2 % 6 5 % 9 % 1 0 % 3 %

Customer  data  management/CDP 1 9 % 2 5 % 1 2 % 2 5 % 1 6 %3 %

Web analyt ics 1 9 % 5 1 % 1 4 % 1 2 % 4 %

Webinar  technology 9 % 5 1 % 1 0 % 1 0 % 1 6 % 4 %

Event  technology 7 % 3 2 % 2 0 % 9 % 2 6 %

	 Very  sat is f ied	

	 Dissat is f ied	

	 We don’t  use  th is  technology

	 Reasonably  s a t is f ie d	

	 We are  curre nt ly  e v a lua t ing ca ndida te s  for  t h is  te chnology	

	 Don’t  know

6 %



	› T h e  ex t e n t  t o  w h i c h  m a r k e t e rs ’  t e c h  p l a t fo r m s  
a re  d e p l oye d .

	› H ow  w e l l  i n t e g ra t e d  m a r k e t e rs ’  t e c h  p l a t fo r m s  a re.

	› H ow  m a r k e t e rs  a re  m a n a g i n g  t h e i r  m a r t e c h  
p ro c e ss e s .

	› I n s i g h t  i n t o  w h o’s  e ve n  m a n a g i n g  t h e i r  t e c h  s t a c k s !

	› O u r  P ro p o l i s  H i ve  ex p e r t  fo r  M a r k e t i n g  O p e ra t i o n s  & 
P ro c e ss ,  K a r l a  We n t w o r t h ,  ex p l a i n s  w h o  t h e  w i n n e rs 
w i l l  b e  i n  c o m i n g  m o n t h s  w h e n  i t  c o m e s  t o  m a r t e c h .

	› T h e  re s u l t s  o f  o u r  P ro p o l i s  c o m p e t e n c y  a ss e ss m e n t 
f ra m ew o r k .  T h e s e  re s u l t s  s h ow  w h e re  m o s t  m a r k e t e rs 
a re  o n  t h e  ro a d  t o  m a r t e c h  m a t u r i t y.

Wa n t  to  a c c e ss  t h e 
re s t  o f  t h i s  re p o r t ?  

Propol is  mem bers  g et  exc lus ive 
access  to  the  fu l l  vers ion of  t h i s 
report ,  which inc ludes  more ins i ght 
f rom senior  mar keters ,  as  wel l  as  the 
fu l l  survey  resu l t s .  Speci f ica l ly,  the 
fu l l  report  inc ludes:

Al l  th is  and more,  exc lus ive  t o  Pro p o l i s 
members.  Want  to  f ind out  more  ab o ut 
Propol is?  F i n d  o u t  m o re  h e re.

I n  o rd e r  to  d r i ve  o u r 
b u s i n e ss  a n d  g l o b a l 
m a r ke t i n g  te a m  f o r wa rd , 
we  k n ew  we  wo u l d  b e n e f i t 
f ro m  a n  i n te r n a t i o n a l 
p ro f e ss i o n a l  m e m b e rs h i p , 
w h i c h  i s  exa c t l y  w h a t 
P ro p o l i s  w i t h  B 2 B 
M a r ke t i n g  g i ve s  u s .

N ow  m o re  t h a n  e ve r, 
t h e  n e e d  to  c o m e  to g e t h e r 
a s  a  c o m m u n i t y  o f  B 2 B 
m a r ke te rs  i s n ’t  j u s t 
re l e v a n t ,  b u t  n e c e ss a r y

C A T  D U T T O N 
glob a l  de p uty  CMO,  Ato s

http://propolis.b2bmarketing.net
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O p e ra t i n g  m a r t e c h  i n  p ra c t i c e  
i s  a  c h a l l e n g e  fo r  m o s t     

The next  sect ion  of  th e  s ur ve y  c ove re d M OPs 
speci f ica l ly.  We aske d abo ut  s ta f f ing and 
organisat ion,  and we nt  in to  m o re  de ta i l  abo ut  who 
operated which proc e ss e s  ac r o ss  m ar ke t ing. 

Near ly  one- f i f th  o f  th e  c o m panie s  s ur ve ye d 
(17%)  have a  dedic ate d te am  o f  s pe c ia l i s ts  fo r 
th is  work,  wi th  ano th e r  7 % o uts o urc ing i t  to  an 
externa l  prov ider,  and 6 % to  th e i r  IT  de par tm e nt . 
A l l  in  a l l ,  a round 50 % o f  c o m panie s  do  no t  h ave 
martech specia l i s ts  a t  a l l .  

W h o  o p e ra te s  yo u r  m a r te c h  s t a c k ?

2 2 %

3 4 %

1 4 %

6 %

0 %

7 %

1 7 %

We do not  have martech specia l i s ts

Genera l i s t  marketers  are  running our  
martech plat forms

We have severa l  expert  users  who tend to 
sup port  the  wider  market ing department 

when asked to  do so

O ur  martech is  operated by  a  team in  the  
IT  department

O ur  martech is  operated by  specia l i s ts  in  
sa les  operat ions

O ur  martech is  operated by  specia l i s ts  a t 
an  externa l  serv ice  prov ider

Market ing has  a  dedicated team of 
specia l i s ts  to  operate  the  martech
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In 34% of  the companies surveyed, the martech stack 
is  operated by general ist  marketers  across the team, 
which i s  down f rom  th e  5 1% in  las t  ye ar ’s  s ur ve y.  I t 
looks l ike many B2B market ing organisat ions are now 
bui lding up special ist  resources as  far  as  possible.

Gabr ie la  Warren,  se nio r  d i re c to r  o f  m ar ke t ing 
(EMEA),  Work iva.  “ I ’ve  lea r n ed  ver y  ea r ly  o n  th at 
h av i n g  gen er a l i s t s  o n ly  g e t s  us  s o  fa r.  W h en  we  n eed 
to  s ta r t  i nteg r at i n g  to o ls  a n d  ta l k  to  IT  o r  d i f fer ent 
dep a r t m ent s ,  we  n eed  sp ec i a l i s t s  o n  th ei r  to p i c s .”

With there  being a  w ide  range  o f  r o le s  po ss ib le 
wi th in  the  MOPs po s i t io n,  th e  s ur ve y  re s po nde nt s 
were  presented wi th  an  ove ra l l  l i s t  and as ke d to 
descr ibe how far  the i r  s pe c ia l i s ts  fu l f i l le d e ac h  ro l e. 
The three most - impo r tant  m ajo r  r o le s  s e le c te d for 
the  martech specia l i s ts  a re  as  fo l lows :

1 . 	 Ensure  GPDR and o th e r  c o m pl ianc e  pr o c e sses.

2 . 	 L ia ison wi th  sa l e s  o ps ,  IT,  f inanc e  and o th e r 
involved par t ies .

3 . 	 Managing the  me as ure m e nt,  re po r t ing and 
dashboards  f rom  th e  m ar te c h  sys te m s .

The f i rs t  two ro les  we re  o uts ide  th e  to p f ive  in  l as t 
year ’s  survey,  so  i t  appe ars  th at  M OPs  h as  now  t aken 
on the  (probably  addi t io nal )  w o r k lo ad o f  w o r k ing 
wi th  many externa l  s take h o lde rs .  Th is  i s  ne c e ss ary  as 
d ig i ta l  market ing a f fe c ts ,  and is  in f lue nc e d by,  many 
aspects  o f  d ig i ta l  b us ine ss . 

The least  important ,  in  te r m s  o f  r o le  ado pt io n,  i s 
the  audi t ing and c l e ans ing o f  c us to m e r  data  o n a 
regular  bas is . 
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S E C T I O N  6

Co m p e t e n c y  a ss e ss m e n t  re s u l t s  

As par t  o f  Propol is  m e m be rs h ip,  an  ass e ss m e nt 
f ramework  has  been c re ate d fo r  th e  M ar ke t ing 
Operat ions  & Process  Hive,  w i th  a l l  m e m be rs 
inv i ted to  complete  th e  s e l f -ass e ss m e nt.  A  s tat ic 
vers ion of  th is  f ramew o r k  c an be  s e e n be low.  In 
the  fu l l  vers ion of  th is  re po r t  (ava i lable  o nly  to 
Propol is  members) ,  a  h e at  m ap h as  be e n c re ated 
to  show where  mos t  o r ganis at io ns  s tand o n th is 
f ramework.
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that  the focus on higher  adoption 
of  exist ing tech has more than 
doubled in  the last  year  a lone,  f rom 
19% in 2021 to 52% this  year.

T hi rd l y,  d on’t  j u d ge a  martech 
p l at form b y  i t s  web si te.  Dur ing an 
au d i t  o f  over  60 l ead i ng p lat forms 
re l evant  t o  l a rge enterp r i ses,  we 
have re i n forced  ou r  v i ew t hat  there 
i s  no su ch t h i ng as  a  p er fect ,  a l l -
encomp ass i ng t ool ,  even wi th in  
i t s  category.

The old consult ing people, 
processes and technology 
f ramework is  st i l l  very  val id.  The 
report  results  conf i rm that  the 
biggest  chal lenge with tech is  a 
lack of  t ime and resources (87%), 
fol lowed by issues with integrat ing 
market ing and martech processes 
with other  funct ions and systems 
used by the business.

The promised easy integrat ion 
between plat forms is  often just 
scratching the surface and the 
orchestrat ion tools  that  can make 
sense of  di f ferent  types of  data are 
often necessary to achieve a  tech 
stack’s  fu l l  potent ia l .  Orchestrat ion 
systems also need people with the 
r ight  ski l ls ,  know-how and t ime. 
This  is  where external  experts 
come in handy in  navigat ing the 
complexit ies  of  mult iple systems, 
agreeing common def ini t ions and 
streamlining processes.

Don’t  chase new toys.  Fol low 
your  strategy and f ind your  own 
way to evolve your  martech stack.

redevelopment in  the next  12–24 
months and a staggering 32% know 
that  their  tech doesn’t  cut  i t ,  but 
don’t  know what  to do about  i t .

The breakdown of  the tech 
category sat is fact ion makes i t 
c lear  that  we are looking at  a 
matur i ty  curve.  Web analyt ics,  web 
management and CRM systems lead 
the way ( they have been around the 
longest) ,  whereas customer data 
and sales enablement plat forms 
have the lowest  adoption and 
sat is fact ion levels.  Given the vast 
amounts  of  data in  today’s  world, 
and the need for  market ing and 
sales to work very c losely  together, 
this  is  worrying.

What becomes apparent is  that 
the current tech stack needs an 
evolution i f  not a revolution. Do 
we throw everything away and 
start  afresh? I’d advise a dif ferent 
approach.

First  of  al l ,  i t  is  far  more 
productive to nai l  your marketing 
and tech strategy and create a cross 
functional  centre of  excel lence 
than i t  is  to buy more tech. In 
the marketing operations world 
processes,  goal  def init ions and 
integrat ions play a more cr i t ical  role 
than implementing new platforms.

Secondly,  automation st i l l  needs 
people to set  i t  up and make i t 
work.  Invest ing in  the r ight  ta lent, 
t ra ining and adoption goes a  long 
way in  gett ing the most  out  of 
your  tech.  I t  is  promising to see 

The road to digita l  market ing 
nirvana has long been l i ttered with 
wasted budget,  unused tools  and 
discontented users  or  stakeholders. 
Covid-19 has not  only  moved 
the goalposts  for  businesses and 
society,  but  a lso exposed the gaps 
in  digita l  t ransformation and digita l 
market ing capabi l i t ies.

Martech is  supposed to help 
manage the ever-growing choice of 
channels,  touchpoints  and volume 
of  data.  Instead,  vendors v ie for 
marketers’  attent ion by making big 
promises around al l -encompassing 
features,  integrat ions,  and ease 
of  implementat ion,  but  the real i ty 
often fa l ls  wel l  short.  Add the 
complex relat ionships between 
di f ferent  business funct ions 
and often unclear  ownership of 
technology and you end up in 
the pickle many businesses f ind 
themselves in  today.

Only 4% of  respondents 
bel ieve their  tech stack meets 
current  and future needs,  c lose 
to 60% recognise the need for 

S E C T I O N  9

Co m m e n t a r y  by  G i l roy 

K A R O L  G A J E W S K I ,  

h ead of  d ig i ta l  s t ra tegy,  Gi l roy



R i d i n g  t h e  w ave  o f  m a r t e c h  c h a n g e   ©   B 2 B  M A R K E T I N G

B2B Market ing was  fo unde d in  2 0 0 4 ,  s tar t ing l i fe 
as  a  pr int  magazine.  I t  h as  s inc e  e vo lve d into  the 
wor ld’s  go- to  resourc e  fo r  B 2 B  m ar ke te rs  lo o king 
to  become best - in -c lass  a t  w h at  th e y  do,  and pl ace 
themselves  a t  the  f o re f r o nt  o f  m ar ke t ing e vo lut ion.

B2B Market ing pro duc e s  a  num be r  o f  pr o duc ts , 
inc luding:  ins ight  re po r ts ;  in te r v iews  w i th  th e 
best  minds  in  the  b us ine ss ;  T h e  B 2 B  M a r ke t i n g 
Po dc ast ;  webinars;  c o nfe re nc e s ;  and e ve n Aw ard s 
programmes.

The la test  product  in  B 2 B  M ar ke t ing’s  exte ns ive 
port fo l io  i s  Propol is  –  an  exc lus ive  c o m m uni ty  for 
B2B marketers .  Pro po l is  g ive s  y o u ins tant  ac c e ss 
to  unbiased expert s ,  t ra in ing,  te c h nic a l  re s o urces, 
research and peer - to -pe e r  le ar n ing,  a l l  s uppo r ted  b y 
a  dedicated custom e r  s uc c e ss  m anage r.

Want  to  learn  more  abo ut  B 2 B  M ar ke t ing o r  Pr op ol i s 
speci f ica l ly?  Just  ge t  in  to uc h  us ing th e  c o ntac t 
deta i l s  below and s tar t  y o ur  jo ur ne y  w i th  us  to day.

 
 
b2bmarket ing.net 
propol is .b2bmarke t ing.ne t

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

Gi l roy  i s  a  l ead i ng enterp r i se  B2B agency  and  the 
home of  SMART  ABX.  We work  col l ab orat i ve l y  wi th 
wor l d  l ead i ng technol ogy and  B2B b rand s,  t ak ing 
an  i ns i ght  d r i ven,  cu st omer-cent r i c  ap p roach that 
ap p l i es  t he  s t ra tegi c  i n tent  o f  ABM t o  a  d i g i t a l ly  led 
mu l t i channel  l and scap e. 

SMART  ABX ad d resses  t he  ent i re  sa l es  fu nnel ,  f rom 
awareness  and  engagement ,  t hrou gh nu r t u re,  and 
on t o  wi nni ng maj or  b i d s  and  d eal s .  By  b r i ngi ng 
t oget her  f i rs t ,  second  and  t h i rd -p ar t y  d at a  wi t h 
contex t u a l  research b y  ou r  i n -hou se anal yst s ,  we 
can e f fect i ve l y  resp ond  t o  t he  chal l enges  and 
op p ort u ni t i es  cu st omers  face,  i n formi ng,  i n f l u encing, 
and  i nsp i r i ng t hem t hrou ghou t  t hei r  b u y i ng j ourney.
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A b o u t

http://b2bmarketing.net
http://propolis.b2bmarketing.net
mailto:info%40b2bmarketing.net?subject=
http://propolis.b2bmarketing.net
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