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The world is changing…

…marketing and martech will too.



🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄 8#MartechDay

Best of Technologies
Best of Ideas

Best of Practices
Best of Experiences

Celebrating combinatorial innovation.
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The world is changing…

…marketing and martech will too.

Agenda

1. 2023 Marketing Technology Landscape

2. 3 Epic Martech Trends

3. Evolution of Marketing Operations
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2023 Marketing Technology Landscape
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The Martech landscape has been expanding for over a decade
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But in 2023 Martech was disrupted
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2023 Customer Technology Landscape - May 2023 

In 2023, the Martech landscape consolidated into a single solution
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11,038

3,509 submitted + sourced
1,795 new solutions

689 removed
1,106 net increase
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The Martech landscape keeps expanding (as in the last decade)

2023

11,038

2022
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Almost as many 
new solutions 
this year (~1,800) 
as the entire 
landscape in 
2015
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The Martech landscape keeps expanding
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Visit MartechMap.com to search, filter and more info
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Now with revenue pie charts
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Now with revenue pie charts - search & filter sensitive
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But there is more: map & benchmark your stack
Compare your maturity and toolcount by category 
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But there is more: map & benchmark your stack
Compare your maturity and toolcount by category 
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But there is more: map & benchmark your stack
Compare your maturity and tool count by category 
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But there is more: map & benchmark your stack
Compare your maturity and toolcount by category 
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Where to invest? Martech Supply & Demand in 49 categories

Saturated Fragmented

Niche Monopoly

Demand

Su
p

p
ly

H
ig

h
Lo

w

Low High

● The supply side is measured by the number of solutions in each subcategory. 
● The demand side is measured by the percentage of subcategory solutions that show up in over 

1,000 real-life tech company stacks.

Key takeaways per quadrant

● Google Ads and Analytics lean towards monopolies in Search & Social 

advertising and Mobile & Web Analytics 

● DAM, MRM, PIM and Mobile marketing vendors operate in a relative saturated 

market

● Sales automation, Enablement and Intelligence is in high demand AND supply, 

no real dominant players.

● The many niche market players involve a limited number of players of highly 

specialized solutions.



The Data long 
tail - top 30

The Content & Experience 
long tail - top 30

Monopolies are reflected in long tails, or not

The Ads & Promotions long 
tail - top 30

● The demand side is measured by the percentage of subcategory solutions that show up in over 
1,000 real-life tech company stacks.



We looked for text similarities between 10,000 Martech vendor homepages and our database of 4,000 Martech capabilities (using Wikipedia pages as a reference).

Top5
1 Personalized marketing
2 Customer relationship management
3 Customer experience
4 Social media marketing
5 Content marketing

All have solutions 
contacts, assets, 
automations, 
workflows, etc.
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Key takeaways Marketing Automation 

Platforms (MAP)

● A minority is liked (score >3 out of 5)

● Email & lead nurturing, deliverability 

reporting are in good shape

● > 3 features are relative feature 

complete (more liked than used)

● < 3 features are not there yet (most 

missed and not liked)

● Survey n = 147

What is the state of Martech capabilities?
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Key takeaways Customer Relationship 

Management (CRM)

● A minority is liked (score >3 out of 5)

● Email Marketing and Progressive 

Profiling are is good shape

● > 3 features are feature incomplete 

(many are missed)

● < 3 features are not mature (many are 

missed).

● Survey n = 147

What is the state of Martech capabilities?
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Per value 
proposition Best-of Feature Best-of-Data Best-of-Content

Unit

Feature set

● Automation flow
● Integration point
● etc.

Data point

● KPI
● Conversion point
● etc.

Digital asset

● Mail piece
● Landing page
● LinkedIn Ad
● etc.

Value drivers ● Best-of-Feature
(components, microservices)

● Best-of-Data
(moments of truth data points)

● Best-of-Content
(evergreens, headless content, 
snackable content)

Democratization ● Democratization of martech ● Democratization of data ● Democratization of content

Skills ● Marketing Ops ● Data Ops ● Content Ops

23 cases explored 2.3 Features 4.6 Data Points 5.3 Content items

Martech atomization + stack aggregation = preparing for composability



🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄🬄 34#MartechDay

Per value 
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Value drivers ● Best-of-Feature
(components, microservices)

● Best-of-Data
(moments of truth data points)

● Best-of-Content
(evergreens, headless content, 
snackable content)

Democratization ● Democratization of martech ● Democratization of data ● Democratization of content

Skills ● Marketing Ops ● Data Ops ● Content Ops

23 cases explored 2.3 Features 4.6 Data Points 5.3 Content items

Martech atomization + stack aggregation = preparing for composability
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B2C

Composable Journeys - 23 cases
Every euro invested returned 16,30 euros (cross-funnel and across 10 different industries)

Financial Services

B2C, ToFu, Churn

+€142,400
-€18,000

Communications

B2B, FuFu, New 

proposition
+€2,700,000

-€180,000

Technology
B2B, MoFu, 

LeadGen
+€7,305,217

-€180,000

Consumer 
Products

B2C, FuFu, New 

proposition
+€577,454
-€124,000

Building & 

Construction

B2B, BoFu, Sales 

appointments
+€453,600
-€143,588

Education

B2C, BoFu, Churn

+€482,39
-€68,250

Consumer 
products

B2C, BoFu, Sales

+€19,500
-€1,500

Professional 
Services

B2B, BoFu, Sales 

appointments
+€174,975
-€142,875

Professional 
Services

B2B, FoFu, Sales 

appointments
+€100,000
-€28,145

Charity
B2C, BoFu, 
Donations 
+€58,688

-€6,245

Industrial & 
Chemical
B2B, BoFu, 

Maintenance 

+€200,000
-€33,610

Retail
B2C, BoFu, Share 

of Wallet
+€2,380,04

-€60,0
00

Industrial & 
Chemical

B2B, MoFu, Sales

+€800,000
-€35,740

Industrial & 
Chemical

B2B, MoFu, Sales

+€25,000
-€19,168

Education

B2B, FuFu, Sales 

appointments
+€596,700

-€17,790

Technology

B2B, ToFu, Sales 

appointments
+€500,000
-€45,000

Charity
B2C, ToFu, 
Donations 

appointments
+€138,600
-€32,200

Charity
B2C, ToFu, 
Donations 

appointments
+€100,000

-€12,500

Professional 
Services

B2B, FoFu, Sales 

appointments
+€19,500

-€3,850

Logistics

B2B, MoFu, Sales 

appointments

+€30,000,000

-€1,650,000

Retail
B2C, ToFu, 

Subscriptions

+€145,639
-€16,954

Communications

B2B, BoFu, Sales 

appointments
+€10,000

-€800

B2B

Retail
B2C, BoFu, 
Retention
+€513,49
-€90,485
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3 Epic Martech Trends
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The Data Stack
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The Data Stack

● First-party data exactly at the moment we 
need it most.

● Greater portability across applications
(silo busting).

● Leverage data ops expertise and data 
stack investment from across the 
company.
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Composability
(The new best of breed.)
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AI Is My 
Copilot
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Dead or alive?
Applying OpenAI’s ChatGPT to proprietary datasets for domain-specific insights
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Evolution of Marketing Operations
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https://chiefmartec.com/wp-content/uploads/2023/04/2023-MarTech-Salary-Career-Survey-final.pdf
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https://chiefmartec.com/wp-content/uploads/2023/04/2023-MarTech-Salary-Career-Survey-final.pdf
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Marketing Ops professionals have very different backgrounds
Cross-Indexing and the Edge-Effect

https://chiefmartec.com/wp-content/uploads/2023/04/2023-MarTech-Salary-Career-Survey-final.pdf
https://hbr.org/2001/02/when-to-trust-your-gut
https://deepgreenpermaculture.com/permaculture/permaculture-design-principles/10-edge-effect/
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More companies have a Marketing Ops team in 2023
Especially in Europe

2021 vs 2023

Source: https://www.linkedin.com/feed/update/urn:li:activity:7041336576307527681/

Do you have a MarketingOps team?
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Not company size, but age matters
Do younger companies have a different mindset or less legacy?

https://www.linkedin.com/feed/update/urn:li:activity:7043861725653176321
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74% of companies can prove the marketing operations value

Source: https://www.linkedin.com/posts/fransriemersma_marketingoperations-operations-marketing-activity-7039499210160775168-hNCO/ (n=49, 2023-03)

https://www.linkedin.com/feed/update/urn:li:activity:7039499210160775168/
https://www.linkedin.com/posts/fransriemersma_marketingoperations-operations-marketing-activity-7039499210160775168-hNCO/
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Companies with a Marketing Ops teams perform better? 
Companies with a Marketing Ops team have a higher company revenue/employee ratio

+ 41%

https://www.linkedin.com/feed/update/urn:li:activity:7042072102996189184
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Top 3 Marketing Ops responsibilities are 
1] New Martech, 2] training/support and 3] workflow design
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Marketing Ops is more than Martech, but what exactly?

https://www.linkedin.com/feed/update/urn:li:activity:7052718136353034240/
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The Marketing Ops responsibility chart
Functional areas where Marketing Ops does/can have a mandate?

Strategy
Customer story well told at board room table

Planning & budgets
Sprint, campaign, project calendar

Process
People, Data & technology

People
Training, onboarding, skills

Data
Audiences, reports & insights

Technology
Admin & Configuration
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Marketing Ops 

supports the  

“Transformation”

And Martech 

supports 

“Digital”

Remember this slide?
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Enter company details, e.g. industry, company 
revenue and employee count.

Check the positive or negative impact of 
people, process and technology on company 

revenue per employee.

E.g. Native advertising process (goals & 
maturity) and technology have a positive 

impact on revenue / employee in this industry.

E.g. Collaboration cannot be solved with more 
tools or people, standardized processes and 

defined outputs are required in this industry.

Research in progress: the impact of Martech on company revenue/employee ratio
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Benchmarking in progress: Comparing Martech maturity with other stacks
i.e. similar or high company revenue/employee ratio (outperformers)

Let’s compare with 
outperforming companies 

(with highest revenue 
/employee). 

Notice that this 
outperforming company has 

a balanced maturity in 
specific areas.
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Company technology
ERP, Finance, Procurement, Warehousing, Logistics, etc.

Managing units

Customer technology
Adtech, Martech, Salestech, customer support, success, etc.

Managing preferences

The importance of Martech and Marketing Ops in companies
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Finding ways to widen the Martech and Marketing Ops ToFu



Martech and Marketing Ops for the rest of the organization
A Small Book on Customer Technology, Frans Riemersma & Foreword by Scott Brinker

Available on



May 2, 2023           #MartechDay

Thank you!

Scott Brinker
chiefmartec.com 

Frans Riemersma
MartechTribe

&


