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bend a message...

ChatGPT Mar 23 Version. ChatGPT may produce inaccurate information about people, places, or facts.
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Work Shift

$335,000 Pay for ‘Al Whisperer’ Jobs
Appears in Red-Hot Market

The fast-growing apps have created a seller’'s market for anyone — even liberal arts
grads — capable of manipulating its output.
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Candidates looking to become prompt engineers should move fast. Photographer: Sarah
Blesener/Sarah Blesener

I [agrfet%‘g%tﬂﬁfn‘;{} OOO0 0000 oonn noon 0000 0000 goon ooons oonn 0oon 00000000 000 #MartechDay 4
N




Would you use ChatGPT instead of Google?

Somewhat unlikely (8%) \

Very unlikely (10%) —%

_—— Very likely (37%)

Neither likely nor unlikely (15%)

Somewhat likely (30%)

Source: Forbes Advisor « Embed Forbes Apbvisor
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Google Devising Radical Search
Changes to Beat Back A.I. Rivals

The tech giant is sprinting to protect its core business with a flurry
of projects, including updates to its search engine and plans for
an all-new one.

% Give this article A~ N [J 133

Google has been worried about A.I.-powered competitors since OpenAl demonstrated
a chatbot called ChatGPT in November. Laura Morton for The New York Times
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I.marketing and martech will too.



Best of Breed !

Best of Technologies
Best of Ideas
Best of Practices
Best of Experiences

Celebrating combinatorial innovation.
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Our premier sponsors:

&) SNOWPLOW Y=< ActionlQ  &Uptempo
Ssas ° Flywheel Software

Our data and event platform sponsors:

)) Goldcast ';1 Clearbit G
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Customer Experience in the Age of Al David Edelman Achieving Strategic Marketing Operations Darrell Alfonso

Beyond the hype about Generative Al, there are “: Senior Lecturer, Planning, analytics, martech stack management — Director, Marketing

real advances in machine learning accelerating the " Harvard Business these are table stakes in marketing ops. To thrive, Strategy & Operations,

ability to deliver true personalization at scale. « School you need develop a more strategic capability. Indeed.com

What Everyone Gets Wrong About i esiiin Rightsizing Martech in a VUCA World Robert van Geffen

Transformation .l '. Author, Agile VUCA stands for volatility, uncertainty, complexity, Global Head of

Navigating technological change with the right Transformation and ambiguity. Learn how to balance tech, skills & Digital Marketing,

approaches in strategy, process, and culture. budget as a martech leader in this environment. Philips

;h::bNe\;v Bl;les :f th)-To-Markebt - Jill Rowley \LI\Ihatf It Ta::es to Bet{\ Mafrketmg 0;:5 Pfro Mike Rizzo
utbound, inbound, and now... nearbound. Learn ‘ GTM Advisor, Stage earn from the perspectives of a community o Founder & CEO,

how to leverage the full power of your ecosystem: 2 Capital hundreds of marketing operations professionals MarketingOps.com

people and partners closest to your customers. where the future of marketing ops is headed.

Build Credibility through Marketing Ops Dr. Debbie Qagish Developing GTM Programs Customers Love Scott Vaughan

Learn how to identify critical business problems Chief Strategy The best marketing leaders are re-crafting their ( GTM Advisor,

that can be solved through marketing ops, winning ' Officer, Pedowitz GTM strategy and programs in closer collaboration Former CMO

the hearts and minds of senior executives. Group with sales — and product, operations, and finance.

Win 28 Moments of the Customer Journey Jay McBain How to Business Case Anything Hans Molenaar

The average B2B prospect will move through 28 Chief Analyst - A secret to martech leadership? The skills to write Director,

moments before selecting a vendor. Learn how to Channels, Partners, an effective business case for anything from brand Beeckestijn Business

win them with partners in a post-cookie world. Ecosystems, Canalys management, to CX, to digital transformation. School

Mid-Market Martech: Small(er) But Mighty Ready to Onboard Marketing Technology? Danielle Balestra

Often ignored in media cycles, below the hype of
Big Tech deployments at the Fortune 500, the SMB
segment is thriving with new martech innovation.

< %ﬁr

Roger Beharry Lall
Research Director,
IDC

Learn how to best prepare for building your
martech stack, evaluate and identify technology
needs, and how to onboard this technology.

Director, Marketing
Tech & Operations,
Goodwin

3 Power Ups for Your Customer Data Stack Benjamin Bloom My Favorite Four-Letter “F” Word 3 Amber Sellens
Understand the impact of the latest technologies = Vice President & One of the great powers of digital experimentation " Digital Marketing
for consent management, identity resolution, and - Analyst, Gartner is the ability to quickly try ideas on a limited scale Product Line
data clean rooms on your customer data strategy. < to learn what works — and what doesn’t and why. Manager, Shell
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1. 2023 Marketing Technology Landscape
2. 3 Epic Martech Trends

3. Evolution of Marketing Operations

..marketing and martech will too.
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2023 Marketing Technology Landscape
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The Martech landscape has been expanding for over a decade n
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But in 2023 Martech was disrupted

Marketing Technology Landscape
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In 2023, the Martech landscape consolidated into a single solution

MartechMa O aninitiative by Sicimartec & <fMortechTribe 2023 Customer Technology Landscape - vay 2023
Advertising & Promotion Content & Experience Social & Relationships Commerce & Sales [ Data \ { Management ]

@OpenAI

- visit martechmap.com to search, sort & filter
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G openAl L

Welcome to the new Bing

Your Al-powered copilot for the web

More More More
Creative Balanced Precise

How many martech solutions are available on the market in 2023?

</, Searching for: number of martech solutions 2023

«/ Generating answers for you...

According to a study evaluating the state of marketing technology around the globe, there were 9,932
martech solutions available to industry professionals in 2022 ' . The number of these tools has been
constantly growing throughout the last decade, starting at just 150in 2011 * . | couldn't find any
information about the exact number of martech solutions available on the market in 2023.

Is there anything else you'd like to know?

Leam more: 1.statistacom 2. statista.com 3.chiefmartec.com 4. gartner.com 1of20 @

@ ( What is a martech solution? J ( What are some popular martech solutions? ] [ How do | choose a martech solution for my business? ]

3’/ New topic () Ask me anything...

0/2000
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The Martech landscape keeps expanding (as in the last decade) g
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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

* .

Search vendor n Country Category =L | | Rating =t | | Revenue =t | | Employees =t | | vear 2| [+ ﬁ Stack Builder
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Now with revenue pie charts - search & filter sensitive

Search vendor g Country Category Reviews = ‘ d At | v || Revenue Employees | [ | i | stack Builder
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But there is more: map & benchmark your stack

Compare you

Search vendor. a
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Your tool count: 0 | Benchmark: Select industry [
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But there is more: map & benchmark your stack
by category

maturity and toolcount

Compare your
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But there is more: map & benchmark your stack

Compare your maturity and tool count by category

Search vendor.

Country Category Reviews Rating Revenue Employees Year =t | | [=)| 4| | Stack Builder
11038 found
Advertising a Content and Experience Social and Relationships [ Commerce and Sales Data
ertising Col keting ABM Retail, Proximity & 10T Marketing A Attribution
e®e AAAD L 6’ BA; 7 T2 = @) S
w R vB?c00 A —  — o —
BEsoEE o w
- <— Tools challenge
QC OX@ 7 @@ om « T — <> Skills challenge
alytics & Management s
[} oo ©
@an b = o
0206 a3 = . .
«BMBeH . 1 b
O [co 4 ol ¢ 0 o e o= y ’ O
7 » ®
(Jak '] KON S Rg O0C e T * w 9 SRR Ko ¥ Y
H v @ L P
" ’ Oas00 x GAC*OM Oxiw
” ‘ KIO ;
w £ = KlO) Q—-Vie - °ro0 2.00 3.00 4.00 5.00 Qe[ = c
c (-] \Y4 = Stack Maturity
- = e’ Q0NO:ID: DE6~).SEBI06
DCRIEB 2040V ¢ 2®=0000

Bk®

A5S500«-00C0DCA

L TP O DN A\ =) M et G
Social and Relationships

PPYOEOX®

Content and Experience

=QROuU4B0C%H

BO0CBB*»0QU=0@

] Dot Mol 2w 2 2 wn |

Commerce and Sales

Data Management

Your tool count: 0 | Benchmark: Select industry
Your maturity: 1| Benchmark: Select industry

Drop your logos here

0p your logos here

Drop your logos here

Your tool count: 1| Benchmark: Select industry
Your maturity: 1 | Benchmark: Select industry

(c]

Indicate category maturity

\ 1.0, Undocumented, Unknown, Ad hoc

25, Described, Traceable, Guided

(setect your inaustry

V] \Company name \ Email

@ One-page PDF. Do it Yourself‘ @ Stack Benchmark Report 48h I
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But there is more: map & benchmark your stack

Compare your maturity and toolcount by category

Search vendor.

Country

Category

Reviews

Revenue Employees Year =T @ lﬁ Stack Builder
11038 found
Adve Content and Experience Social and Relationships Ci and Sales [ Data I
sing ABM = ttribution
— — o MarkechTribe o
*(€] 2 ¢ IMIEOIA e 6’ 0PDA: I . &S
~ Maturity e | m .
w R v e om iiRE6B A by Category (N
BE s (~] L2000 % Which areas of your
stack deserve attention?
QU OXB? @@wm B e a
Call Analyt ape i our stack compared b the ndustr;
() Q oo @O0 fitisssrrociebdis it (W] <
0’06 m@do a3 VEO® 4 i = — v 2
) & V DV © ¢ B -
(O] o%e 4, Q0 E = I -~ P O (o] [0)
s > *v® < % " ¢ = 2w >
© 8008 (AREO IS T g w 9 3L240
: c N0 -a00 « GAC*OM Qxiw
2 B VE B O A. .
08 #B~Vio s Fu v =8 % $QeC ] =S¥ ]
’ - - () & -
- ¢7 QOMO:I@re | | 0cBb~1cOB20
“Social and Relationships \ Commerce and Sales [ Management

Rating

Dron vour logos here

Automotive

Banking & Financial Services

Building & Construction

Charity

Consumer Products

Energy & Utilities

Industrial & Chemical

Manufacturing

Pharmacy, Healthcare, & Life Sciences
Professional Services

Public sector, Government, & Education
Retail

| Technology

Telecommunications, Communications, & Media
Transportation & Logistics

Travel & Hospitality

I Your score

Vendor count

Benchmark

Category maturity

Vendor count

Benchmark

Category maturity

Drop your logos here

N Your scors Benchmark

25
20
15
10
: I

0

Vendor count Category maturity

(c]

M Your score Benchmark

Vendor count

Category maturity

M Your score

Indicate category maturity:

1.0, Undocumented, Unknown, Ad hoc

Benchmark

dor count Category maturity

Professional Services

<

| company name

| Email

@ One-page PDF. Do it Yourselif

@ Stack Benchmark Report 48h ‘
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Where to invest? Martech Supply & Demand in 49 categories

MartechMap.. PR e i R
P Low Demand High
Saturated agmented %’
Sales Au(omalwen@en( & Intelligence :I_:
.eCommerce Platforms & Carts
Business/Customefjintelligence & Data Science
SIS & Web BEIERIVENEIRG ™™ Social Media Marketing & b
A >
% P A ol
Key takeaways per quadrant W@” e Crat & oo o
3
. . . - Projectsi8Workfiow)
e Google Ads and Analytics lean towards monopolies in Search & Social n
- ) . Interea 'Da{aEnhancemnl
advertising and Mobile & Web Analytics Teert Management ‘ Ghimzaton Pers TR & Tesing
Advocacy{IOyaltyI8) Referrals
¢ DAM, MRM, PIM and Mobile marketing vendors operate in a relative saturated RE“"‘@W L corspmad ;V,kajff l
s Clouaona g T Wb
Community & Reviews.
market oxsrou Y iflon
2 m“;w Zaoeiat Marketing Analyics Performance & Atirouion oo (R hern
. . o e
e Sales automation, Enablement and Intelligence is in high demand AND supply, o mmmpmw
-
no real dominant players. Bu A
v ravrisng
e The many niche market players involve a limited number of players of highly Niche @ S Monopoly §

specialized solutions.

e The supply side is measured by the number of solutions in each subcategory.
e The demand side is measured by the percentage of subcategory solutions that show up in over
1,000 real-life tech company stacks.
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Monopolies are reflected in long tails, or not

The Ads & Promotions long
tail - top 30

The Content & Experience
III long tail - top 30

The Data long
l M & & £§ & 4}5 & @ & P ¢ o
tail - top 30 Al SRR Al

& + <
&P r 5 o« &
& & rd g & o
E & P & &
& P
."‘ey
&

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




All have solutions
contacts, assets,
automations,
workflows, etc.

O
Ng0 MartechTribe Top 100 - Marketing Technology Capability Heatmap

by using ML for
text similarity between Wikipedia pages and 4,000+
requirements.

‘mobile apps

The in cells text similarity of vendor i

DAM & MRM & PIM
‘email marketing
community & reviews

interactive content

advocacy loyalty & referrals
crm
live chat & chatbots
call analytics & management

R e L

e e

cms & web experience management
seo
‘content marketing
video marketing
abm
customer experience service & success
social media marketing & monitoring
Events, Meetings & Webinars
encers.
channel partner & local marketing

ooptimization personalization & testing

1 Personalized_marketing

2 Customer_relationship_management
3 Customer_experience

4 Social_media_marketing

5 Content_marketing

& Customer_engagement

7 Customer_intelligence

8 Marketing_intelligence

9 Data_driven_marketing

10 Customer_service

T Customer_data_platform w1 N Top5s

12 Customer_support B P H i

e s 1 Personalized m.arketllng

14 Marketing_automation . e 2 Customer relationship management
15 Advertising campaign e 3 Customer experience

o ey 4 Social media marketing

17 Community_marketing 4% R .
18 Product_management ,‘ 7 5 Content marketing

19 Product_information_management
20 Data_management_platform
21 Multichannel_marketing

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).
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Most liked, Most used and Most missed capabilities

Most missed

@ Most liked @ Most used
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5.00

Key takeaways Marketing Automation

Platforms (MAP)

4.00

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

O

2.00

Email & lead nurturing, deliverability

reporting are in good shape

> 3 features are relative feature

complete (more liked than used)

o
e
-

< 3 features are not there yet (most

missed and not liked)

Survey n =147
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Most missed

@ Most liked @ Most used

Most liked, Most used and Most missed capabilities
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4.0p

-
0]
9
o)
(4]
o
O
o
-
O
Q
s
| -
ﬂMO
Y
@
Q
s
(©
i)
(V)
Q
-
)
2
i)
q¢)
M

Key takeaways Customer Relationship

Management (CRM)

3.0p

A minority is liked (score >3 out of 5)
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< 3 features are not mature (many are

Email Marketing and Progressive
Profiling are is good shape

> 3 features are feature incomplete
(many are missed)

Survey n =147
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Martech atomization + stack aggregation = preparing for composability

I Best of Breed |
Marketing Summit
N

Per value
proposition Best-of Feature Best-of-Data Best-of-Content
Feature set Data point Digital asset
Unit e Automation flow o KPI e Mail piece
il e Integration point e Conversion point e lLanding page
e etc. e etc. e LinkedIn Ad
e etc.
e Best-of-Content
Value drivers ¢ Bestorfeature : ¢ BestofbData ) (evergreens, headless content,
(components, microservices) (moments of truth data points)
snackable content)
Democratization e Democratization of martech e Democratization of data e Democratization of content
Skills e Marketing Ops e Data Ops e Content Ops
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Martech atomization + stack aggregation = preparing for composability

I [ Best of Breed ] o

Marketing Summit

Per value
proposition Best-of Feature Best-of-Data Best-of-Content
Feature set Data point Digital asset
Unit e Automation flow o KPI e Mail piece
il e Integration point e Conversion point e lLanding page
e etc. e etc. e LinkedIn Ad
e etc.
. e Best-of-Feature e Best-of-Data ¢ [BestofContent
Value drivers . . . (evergreens, headless content,
(components, microservices) (moments of truth data points)
snackable content)

Democratization e Democratization of martech e Democratization of data e Democratization of content
Skills e Marketing Ops e Data Ops e Content Ops
23 cases explored 2.3 Features 4.6 Data Points 5.3 Content items

0ooooooooooooorloDoboCgoooonoooo0gnDonrooooloobonpopDonooooogooo0onog
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Composable Journeys - 23 cases

Retail
B2C, BoFu, Share
of Wallet
+€2 ,380,04
B2C < €60/ .
Financial services 00 Retail Consumer Charity
g2C, ToFu, Churn 2C, BoFu, Products gaC, ToFu,
+£142 400 . Retention B2C, FuF\._\,'New Education Do(\otlons
_£18,000 Retail +£513 A9 PY‘OPOS"“O“ Consumer p2C, BoFu, Churn oppom’fmen’fs
B2C, ToFu, €90 485 €577 ABA products €482 39 £100,000
K Subscrip*rior\s _£124 000 B2C, BoFu, Sales ~£68,250 €12 500
+£145 639 L —— — +£19,500 Charity L —
£16 954 -£€1500 - B BoFu,
—— Donations ng“‘;ﬁ\;u
i €58 688 , ToFu,
| o
g2B, BoFu, Sales ovzqg\;rz%rgs
GPPO'lY\TmQY\'fS professional e— +-=€32'ZOO
€174 975 Services '
€142 875 2B, FoFu. Sales
B2B < . appoinimer 3 Technology Building &
+€19 500 B2B, MoFu, Consfruction e
Professiono\ £3,850 LeadGen 2B, BoFu, Sales Commumcchons Indus'fria\ &
Services | m— +£€7,.305 217 appoimmems B2B, FuF\J,‘New Chemical
2B, FoFu, Sales _£180,000 €453 600 proposition 28, BoFu,
appoirﬂ'mer\f S €143 588 +€2 ,700 ,000 Maint enance
+£100,000 Technology — e — -€180,000 +£200,000 Industrial &
K ‘€28:145 B2B, ToFu, Sales —€33,610 Che,mico\
L —— oppointmen’fs : — \
Education B2B, MoFu, Sales
"i?gg ggg 2B, FuFu, Sales Logistics Communica'\‘ions ) +£25,000
‘ oppoin’rmen’rs 328, MoFu Sales B28B, BoFu, Sales Indus'rr-_no\ & ~£19,168
1 / +£596 ‘700 qépoi?'\'\'m'er\‘\‘s uppoimmem‘s ZBCVA\I\&;‘CG‘SG\ZS
|'\/|e‘|I<t of Breed £17.790 +£30,000,000 *€g’égg° B2, 800,000
Marketing Summit SRR e — -€1,650000 “£35,740
000000000000
00000000000000000
00000000

Every euro in
vested returned 16
,30 euros (cross-funnel and across 10
different industri
stries)
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Company Size  Application Count Annual Spend

1-500 B 17 | s7.9m
501-2,500 B 255 B s29.8M
2,501-5,000 L e22 D sss.eM

5.001-10,000 392 $76.8M
10,001+ 664 224.8M

Average Across
Databases - 291 - $50.1M

Source: Zylo 2023 SaaS Management Index Report
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3 Epic Martech Trends
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martech innovation

Saas$ (Subscription)
Mobile

Jan 2023

Social Media
Al

AR/VR
Web3

Composability

i (

Best of Breed
Marketing Summit
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= next 15 years

— past 15 years
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FIGURE 13 - SPEND ON DATA INFRASTRUCTURE AND ANALYTICS

(US, UK and EU, 2022 - 2026F, USD BB)

$32.4
= £ 9
22-26F CAGR: 10% $28.6

$24.4

2022 2023F 2024F 2025F 2026F

Note: Spend on data infrastructure and analytics includes spend on CDPs, CRMs, DMPs and other data
technologies, as well as spend on analytics services and measurement. Source: Winterberry Group (2023)
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gaps between departments make it hard to deliver a consistent customer experience

Marketing Sales Customer Service

siloed apps in A 1 A 1 A ‘
siloed stacks ™~

App

limited data
integration T~

,,,,,

some data
extracted
one-way out
a to data CDP may facilitate
warehouse some data sharing

between apps
Cloud Data Warehouse (CDW)

...but 68% of this limited analysis,
data goes unused slow feedback loop

Seagate “Rethink Data" 2020
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easier to bridge across departments for a consistent customer experience

Marketing

Sales 4m) Customer Service
A \

domain A

specific apps
on common
data stack

—

App

DB

I

bi-directional — s
data sharing :
connects
data across
the entire org

“composable CDPs"
work directly in CDW

some apps use
the CDW as their
native database

i (

ugo ooooogoo ugo

Best of Breed ] .

Marketing Summit

Composable CDP

|
App
oo
DB

i i
- R s
DB DB DB

' EIL/Reverse EIL

- B

Cloud Data Warehouse (CDW)
3 \
the CDW is now the analysis and ML can
universal data layer feed back to operations
for the entire firm

DoooCoogooogog Coor non #MartechDay 42




Old World

Marketing Operations

Data Warehouse
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Old World New World

Marketing Operations Marketing Operations

Data Warehouse Data Warehouse
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\ /

\_oe—
The Data Stack

S5
~~~~~~~
i 2257

= First-party data exactly at the moment we 1=
"""" # need it most. S e

e Greater portability across applications
(silo busting).

e Leverage data ops expertise and data
stack investment from across the
company.




Composability
(The new best of breed.)
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@ SITECORE’ Solutions Products Resources Partners Company Q @®EN ::i:

The benefits of a
composable digital

experience platform
(DXP)

Discover how a composable DXP solution can help you offer a new
level of personalization to your customers and meet the rising
demands for unparalleled customer experience.

1%
(&)
A changing landscape CHAPTER 1
Customers are at the heart of your H
i A changing landscape
Why choose a composable DXP? “Change is the only constant in life”.
I Be’t o‘ B'eed O ooo ooo ood ooo ooo ooo ooo oo ooo ooo ood ooo 0 #MartechDay 48
Marketing Summit




2 commercetools E2X (@ algolia  ¥kamplience adyem  fuentommerce= g e storetront

CLEARANCE

ST
oy

How to Compose Your
Commerce in 2023

10 Top Tips and Lessons by Leading Brands
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W ABOUT MEMBERS TECHNOLOGY EVENTS AWARDS RESOURCESv NEWSROOM FAQ JOINv

ALLIANCE

B 2022-11-29 /' Casey Paxton

What is Composable Commerce and
Why is it Important?

retailers coming onto the scene, social media apps looking to break into eCommerce, or new technology
permeating the retail landscape, brands and retailers are struggling to keep up. Why?
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databricks Q Search

ﬂ:’\ ActionlQ Product v Customers Company v  Resources v

Categories >

Home / Blog n *

Why the
Composable
CDP is Now on
the Menu

The Emergence of the Composable
Customer Data Platform

Learn how modern organizations are

supercharging marketing efforts with a

Composable CDP leveraging Snowplow,
Databricks and Hightouch.

= by Martin Lepka, Dan Morris and Alec Haase
CX HUB x June 24, 2022 in Partners
N

Share this post m L 4 a

CDP TECHNOLOGIES

This is a collaborative post between Databricks, Hightouch, and Snowplow. We thank Martin Lepka
(Head of Industry Solutions at Snowplow) and Alec Haase (Product Evangelist at Hightouch) for their
contributions.
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db :
X snowflake

THE COMPOSABLE CDP: A
FUTURE-PROOF CUSTOMER
DATA PLATFORM

Build your CDP from best-in-breed components and never look back

Customer data platforms (CDPs) are designed and sold as an all-in-one platform
for marketing teams as a unified customer database that is accessible to other

tools and systems across the organizations.

While CDPs have grown in popularity over the last several years, The CDP
Institute’s latest survey found that just “23% of consumer marketers have

completed their projects on time and schedule.”
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Google Cloud

Why a Customer Data Platform
(CDP) on Google Cloud might be
a smart fit for you

Jan Hendrik Fleury - -
i sioning & 27 articles (\J Following /]

At Crystalloids we are highly specialized in designing and building Customer Data

Platforms on Google Cloud. Using business cases before we start, we have
performed dozens of implementations and architecture designs for CDP's of any
type. Not only do we design the architecture and develop the solution, we also

use our managed services to assure quality and security.

To-date, each of our clients (past and present) remain on Google's Data Cloud
technology. This speaks to the internal and bottom-line value added by Google’s

and Crystalloids’ solutions for all businesses.

Straaming
B meses R
© FuliContact

=1 pep—

&) Google Cloud T

Sorveriess
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Cloud APIs (AWS, Azure, GCP) Commercial App with Data & APIs
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Cloud APIs (AWS, Azure, GCP) Commercial App with Data & APIs

Composed
App, Experience,
or Workflow
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software vendor

\

@9@@%

g@é}ﬁ

\QDD

{ ;3 software
app

Conway’s Law

The design of a software app by a
vendor will reflect the way it works
— the way its teams collaborate
and what they believe.

Best of Breed | - - - ) - .
. [M_arkw . o o0
I
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software vendor
software
g \ § ; app

soff are buyer’'s compan
882 g@é}ﬁ ware buyer's company
0 0\

vé W
G mwE

Conway'’s Law Inverse Conway’s Law
The design of a software app by a Adopting a commercial software
vendor will reflect the way it works app often requires a company to
— the way its teams collaborate adapt the way it works to fit the
and what they believe. views of that software vendor.
I [ a_grllitet%‘g%lﬂﬁfn‘;{ } O0r o000 0oo0rooonooon. 00000000 0oo0rooonr ooons 0oonn o000 0000 000 - #MartechDay 57




software vendor

OgO
000

Q ;3 software
app

Conway’s Law
The design of a software app by a

/oéo B )
@Q

erse Conway'’s 1

dopting a commercial softw®

vendor will reflect the way it works app often requires a company to
— the way its teams collaborate adapt the way it works to fit the
and what they believe. views of that software vendor.
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Best of Breed
Marketing Summit

BASE10 TREND MAP: NO CODE & LOW CODE

Base10

Companies are grouped based on medium or industry their core product offering eliminates or reduces coding from development

Browser Seckend &

Chatbots

Business Tools & Apps

SmRetool  [@Noton  Erosewoe  appsmith @ outsystems

A skissflow  Uiflow  .internal @
unqork  1ff Jestor cascade D appify
3« flowdash (3 superplocks BRYTER © eetty iods

Platform

respondio  (§), ManyChat @ trengo @ Cliengo 4 supabase

bright

verloop & Autocode * Certainly. i
iy s APIFY ¢ bockendiess
aivo chatfuel — @Talkiesi W war o

axiom.ai ¢
. > FrcaweT
@ oo A ada ultimate ai

Bl & Analytics
alteryx O “Jw@, Hcsvoi e
@rLd s kubit TTint ey
& cumulio i 3 > acquire

oy BBV B ROWAY HYDROGEN

Qrvey

Data Science Forme A Flows
@atrics L Lovity 7 Jotform Typeform
o Akkio  obvisusiy.ai heyflow @ ey
.
22 Vidora  #idotogron Aoairkit &
&
e H,0 ~& documate

J

Integrations & IPaaS Native Apps
© Paragon > MERGE [Ybudibase £ FlutterFlow
{2 pataddo € SYNCARI
Builderai  lumGvate  Adalo’
A\ prismatic [ © 5o |
celigo snoplogic (9 draftbit Bbuildfire

X

Sales, Marketing, & Growth Spreadsheets

)

ushur  ©fuel

P cloatit B4 momentum Voiceflow

Wy involve.me Adapteo.

= Simon & Dyspatch

© rorvetenm

Websites & Web Apps

Workflows (RPA, BPA, & Teams)

webflow  bubble @ unese  glide. pocbes  [leath  ROSSUM  -zapier Wworkoto  @uecouest )
graviteeio
o8 SOftr @ -renanage I builderio < Clickup - oo(J n8n P trayio 2 zaptic
@blobr
ucraft  @oepyrie  ¥\f  meumsousce Quite  Bomux € Qe @ spocess
strikingly | rendertorest EM  ociementor Fibery * & mmake  fuewnes  Skan® PRESTO
\ J
ood aog ooo ood ood ooo ood ooo ood aog ooo

oo
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® Artificial intelligence ® ChatGPT " Add compsricon

Topic Search term
Worldwide ¥ 26/03/2022 - 26/04/2023 ¥ All categories ¥ Web Search ¥
0 Note: This comparison contains both Search terms and Topics, which are measured differently. LEARN MORE
Interest over time @ % RS

=

Average 27 Mar 2022 14 Aug 2022 1Jan 2023
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s and articles.

g quality.

s.

| assets.

The Generative Al
Application Landscape @

Aworkin progress

® runway

copyal (O Jasper Ewamee Ponzu  * frase
“Gooprmin @My > Mewbeon [ Bertnaal
anyword  mipetesen ) cickabie ) lottordrop
Gsimpiifed  Qrarms  QOmcky € coneNnon
dlean AR @oriune 3 Subtnt
— s £ e
@mem LEX "Wiite 35
ONewisi WM @ecomcosen
You

IINTERIOR

50 openart Bomusco
@ rarerono pRp—
" Yr— © tabrice
>ROSEBUDRI T muraniean
lexica
magespace Nyxgallry
KREA
P |
b CULTURE podeast.ai
i oG
R=PLICA
© Disgram vizard
vizcomes Aragon
B Poly 1PN

Andi
®conme
aukdenat i
KAIZAN QR
D oubverse
@ee opoe
Busvenser onesta

P—— HOXind

@ e
Aoupiay Gomiesa
“Reoch R our One.

st
©

© durable omen

There’s an
= Al for that

< Al Content Generation - Price “of Al Writing Software

@ roonciccio

Free/lrial Avalable & Reviewed in Al
Confent Generation Scorecard

Best of Breed
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mmit

Freeffial not avaiiable

Freeflial Not Avalable & Reviewed in
& AiContent Generation ScoreCard

hitps:/aicantentgen com/AlWiiterPrices

united robots|
O textio

Textmetrics

@ aney

postpace

Logo
Creation

Brief
Agency

Meeting
Minutes

0 Looka
5 briefly
Ol

Meeting
Analytics

Internal
Research

Training
Videos

{} synthesia

Writing
Copy

Motion
Capture

Optimize
Creative

£ copymatic

© memorable

Content
Generation

Social
Ads

() Jasper

p-e-n-cil

Soundtrack
Creation

Social
Content

. beatoven.ai

(@ Ocoya

Podcast

Editing

Landing
Page Build

i1 Cleanvoice

(@ unbounce

Sales Team
Productivity

Personalized
CRM Videos

1’ GONG

Maverick

Customer
Conversations
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Y Combinator W23 Generative Al Landscape

Example Use Case YC W23 Startups
A ing kkeeping, data .
Finance categorization truewi nd ALPHAWATCH
* <
Marketing Image, video, and content creation b Booth.ai ‘“fg Speed y
é s Summarize transcript, automate . QO Tennr Coldreach
ales outbound FFABIUS -
= VECTOR
2
“w
8 ) > :
£ Customer Support agents, automated 0 Hazel c OpenSight is Buff lnkeep
3
° ofone Parabolic % Deep BlueDot
Ki viedg, Ce meeting - S "
weda S (Ol 5 aeconrnc DREAM D
Q lightski @ turntable “l Merse
Data Analytics  Text to SQL, data transforms
#) Defog.ai > Lume outerbase
ML —_— 5
”a‘?::n Customize and optimize LLMs ve | I um — Baseplate
Infrastructure  D2ta platforms, integrations, LLM @ PoplarML E:: COIIE 3, stack ~swaveline . Chart
infrastructure, model deployment ( CHIMA H metal ‘ BerriAl _
Develop 3 o I € Code /. Meru  &Lasso
Tools fow cote raneos e Second Rubbrband .
& Created by your friends at Truewind (YC W23)
This is a work in progress. Reach out to us ifyou want to be added to the next iteration
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fufy e . . 2
of L11€ Our mission Cause areas Our work About us

INSTITET

Home » Pause Giant Al Experiments: An Open Letter

& All Open Letters

Pause Giant Al Experiments: An Open
Letter

We call on all Al labs to immediately pause for at least 6 months the training of Al systems more powerful
than GPT-4.

Signatures

1377 signature

Add your

Al systems with human-competitive intelligence can pose profound risks to society and humanity, as shown
by extensive research!” and acknowledged by top Al labs.'2 As stated in the widely-endorsed Asilomar Al
Principles, Advanced Al could represent a profound change in the history of life on Earth, and should be
planned for and managed with commensurate care and resources. Unfortunately, this level of planning and
management is not happening, even though recent months have seen Al labs locked in an out-of-control
race to develop and deploy ever more powerful digital minds that no one - not even their creators - can

understand, predict, or reliably control.

Contemporary Al systems are now becoming human-competitive at general tasks,m and we must ask
ourselves: Should we let machines flood our information channels with propaganda and untruth? Should we
automate away all the jobs, including the fulfilling ones? Should we develop nonhuman minds that might

We use cookies to ensure that we give you the best experience on our website. If you continue to use this site we will assume that you are happy with it. ~ Okay

Privacy policy

I, Feedback




Martec’s Law

Technology changes exponentially,
but organizations change
logarithmically.

/5
OJ‘ /

the inherent
fechnology
rate limiting of
organizational
change has
usually been
considered a
technology negative

change

however, with
generative Al,
this constraint
—_ serves as a
slowW useful buffer,
tempering the
chaos of too
people & processes rapid change
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Dead or alive?
Applying OpenAl’s ChatGPT to proprietary datasets for domain-specific insights

Instantly calculate your

Total Addressable Market O oo | e e e o son o @)

Company Website Company Name

‘Welcome to G2, Frans! Tell us about

r Clearbit AllMy Chats
12,768

Total Addressable Market Size g Monty
© Enter your Annual Contract Value (ACV) Hello! | am Monty, an Al assistant designed to help you find the best solutions for your business needs

My purpose is to save you time and money while providing unbiased recommendations based on your specific needs, goals, and budget.

$150,000
653.9M ———

Total Addressable Market Value @ Define your target company (choose at least one) Reply

Industries Internet Software & Services @ -~ @ ‘

Employees 2511K@ K5K@ SKIK® v @ m

62isin alpha. To make me better, just let me know your feedback in chat.

62 Top Categorles Company Policles
62 Track CRM Software About Community Guidelines
62Deals Project Management Software User Help Center 62 Scoring Methodologies

Leaming Hub Expense Management Software 626ives Terms of Use

Software Reviews Video Conferencing Software Careers Privacy Policy

Add Your Product/Service Online Backup Software Teams Do not sell my personal information

Research Hub E-Commerce Platforms News Legal
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& ‘ Ethan Mollick &
) @emollick

How much work can Al do in 30 minutes? An
astonishing amount.

I had it run a fake product launch for for me, and it
conducted research, made strategy, created emails
and social campaigns, built websites & graphics, and
even did a video. All in 30 minutes.

oneusefulthing.substack.com
Superhuman: What can Al do in 30 minutes?
Al multiplies your efforts. | found out by how much...

# Last edited 7:53 PM - Mar 25, 2023 - 337.9K Views

288 Retweets 38 Quotes 1,629 Likes 1,554 Bookmarks

od od gn gd od 0o od oo
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& Omar Pera &
& @ompemi

Probably nothing

£2 An Al agent that autonomously does sales
prospecting on its own with GPT-4.

Powered by BabyAGI from @yoheinakajima & run on
@Replit. Imagine once you integrate it with
@LangChainAl tools like @HubSpot or Apollo.

Tip: don't forget to hit pause it like me.

11:15 AM - Apr 9, 2023 - 281K Views
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)  Nicolas Boucher
‘J' @BoucherNicolas

5. Market research

Ask a ChatGPT agent to keep you updated about your

AgentGPT®==

Assemble, configure, and deploy autonomous AI Agents in your browser.
Please consider sponsoring the project: Link

[ X1 a Save | @ Copy
B Added task: 1. Gather information on the top five

companies competing in the golf ball market.

Added task: 2. Analyze the marketing strategies,
pricing strategies, and product offerings of each
company .

@& Name: Competitor analysis Golf Ball

% Goal: Analyse the main competitors for the ¢
1l GIF

4:33 PM - Apr 12,2023 - 33.8K Views
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Al Trigger

Al generates
content

Zero Order Effects

Content is easier, faster, and
cheaper to create, and can
be created by more people
(asymptotically everyone)

First Order Effects

» The quantity of content in the

world grows exponentially

Personalized content is fully
generated in context

Spam grows exponentially

Second Order Effects

Buyers further shut out "pushed" marketing
& sales content, even if hyper-personalized

Trusted sources are even more valuable
Buyers “pull” content with their own agents

Al generates

Software is easier, faster, and
cheaper to build, and can be

The quantity of software in the
world grows exponentially

More software becomes disposable —
easier to recreate from scratch than
maintain

More software becomes ambient — we

Chat UX proliferates

eode I Vel e o 2102 o Many software programs are think less about explicit *apps”
(asymptotically everyone) built “on demand” i
» Forgotten “zombie” software apps, agents,
and automations grow exponentially
: - Traditional search engines are | . pata becomes a first-class marketin
Al absorbs Asking an Al agent is the displaced — as is traditional Cinel (e e g
content and easiest, fastest way to answer search engine marketing
data to answer questions from large amount Thel tall of tent and » Proprietary data becomes best Al moat
e long tail of content an L . .
questions of content and data data is now widely accessible | * Analytics is massively democratized
The quantity of automation in » APl services become a first-class marketing
Al executes Digital “busy work” can be the world grows exponentially SEllE e fa e sewlhg pecpie)
dighal fasks delegated to Al agents Massive boost to productivity EE Ol clete e cio RO il
autonomously .

Challenges of “Big Ops" — orchestration
and governance — grow exponentially

time

I Best of Breed |
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discipline domain power ambient /
experts experts users users automatic

generdtive Al

marketing technologists

Al generated

expertise required / cost

—————
fime

democratization of technology

I [ Best of Breed
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No-Code & Generative Al — Classic Disruptive Innovation

A

performance & complexity

high-end use CAses

mid-range use cases

J\

low-end use Cases

future

last
year

foday

time

Best of Breed
Marketing Summit
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i (

power
| tools fo
amplify
experts

needs
mostly
~unserved
by expert
solutions
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capability capability

A ggp gap | processes in operation

B “known" processes

visibility
ga

capabilities

opportunity for
meta-management
of digital processes in
— Big Ops environments,
similar to metadata
management in the
DataOps ecosystem

time
fraditional automated processes meta-managed
business (created by no-code automated
processes and generative Al) processes
(future)

Marketing Summit
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Evolution of Marketing Operations
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Nearly 3/4 are satisfied with their current roles

. Director+

‘ Managers/staff

52%

47%
27%
I 22%

14% 15%
10%
6% 1%
Extremely Somewhat Neutral Somewhat Not satlsﬁed
satisfied satisfied unsatisfied

Q: How satisfied are you in your current role?

n=280 MARTECH W chiefmartec

MarTech is marketing.

Marketing Summit

[ Best of Breed
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https://chiefmartec.com/wp-content/uploads/2023/04/2023-MarTech-Salary-Career-Survey-final.pdf

55% of managers/staff were promoted/
changed jobs in the last 12 months

42%
o ' Director+
32% ' Managers/staff
29%
23%
15% =
(o]
12% 119 13%

I . . -

Less than 6 6-12 1-2 5 or more
months ago months ago years ago years ago years ago

Q: When was the last time you received a promotion, either at your current organization or by
switching jobs from a different organization?

MARTECH ‘W chiefmartec

n=331 MarTech is marketing.

Best O‘ B'eed 000D00000000000000000000000000000000000000000000000000000000000000  #MartechDay 76
Marketing Summit



https://chiefmartec.com/wp-content/uploads/2023/04/2023-MarTech-Salary-Career-Survey-final.pdf

Marketing Ops professionals have very different backgrounds
Cross-Indexing and the Edge-Effect

Yes, in business, marketing,
or economics

50%

$137,485

No

4
7%

$128,530

n=284

Best of Breed
Marketing Summit

Yes, inarts or
liberal arts

23%

$139,337

Yes, in another

engineering or science

w
6%

$165,646

MarTech is marketing.

Yes,ina
different major

N

11%

$127,068

Yes, in computer
scienceor IT

J
3%

$133,778

>

Harvard
Business
Review

AAXICCCLITNLY CAINE UL A2 £ U I AL AL AU LAALEL AAENETLR

Cross-Indexing

Truly inspired decisions, howe
sophisticated mechanism: cros
similar patterns in disparate fi¢
skills from good to sublime.

martec

-

Deep Green Permaculture

Connecting People to Nature, Empowering People to Live Sustainably

Homev  Permaculture v  Categories~  Blog  Coursesand Events  Services

Edge Effect

The edge effect is an ecological concept that describes how there is a
greater diversity of life in the region where the edges two adjacent
ecosystems overlap, such as land/water, or forest/grassland. At the edge of
two overlapping ecosystems, you can find species from both of these
ecosystems, as well as unique species that aren’t found in either ecosystem
but are specially adapted to the conditions of the transition zone between
the two edges.

For the sake of clarity, we must first define some key ecological terms.

« An edge is the boundary o interface between two biological
communities (e.g. forest and grassland) or between different
landscape elements (e.g. land and water).

« An ecotone is the transition zone along the edges of two adjacent
ecological communities, where one ecological community meets the
other (e.g. the area between forest and grassland). The transition

ooo goo goo oono

Oooo gdn oo #MartechDay
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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/

More companies have a Marketing Ops team in 2023
Especially in Europe

Do you have a MarketingOps team?

m Yes mYes, named differently = No

. 0 )
North America 14% 9% North America - 2023

North America - 2021
Europe - 2023

EU rope Europe - 2021

2021 vs 2023

0% 25% 50% 75% 100%

m Yes m Yes, named differently = No

Source: https://www.linkedin.com/feed/update/urn:li:activity:7041336576307527681/
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Not company size, but age matters
Do younger companies have a different mindset or less legacy?

>0 <=20 years
>20 <=40 years
>40 <=60 years

>80 years

0% 25% 50% 75% 100%

B Yes [ Yes, named differently [ No
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https://www.linkedin.com/feed/update/urn:li:activity:7043861725653176321

74% of companies can prove the marketing operations value

Yes, we calculate ROI, NPV, ...
Yes, we can give an indication

No, we can't (yet)

0% 10% 20% 30% 40%

Source: http

NCOJ (n=49, 2023-03)
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https://www.linkedin.com/feed/update/urn:li:activity:7039499210160775168/
https://www.linkedin.com/posts/fransriemersma_marketingoperations-operations-marketing-activity-7039499210160775168-hNCO/

Companies with a Marketing Ops teams perform better?
Companies with a Marketing Ops team have a higher company revenue/employee ratio

Impact of MarketingOps team on average company revenue / employee (n=120)

$800,000 -

$600,000

$400,000
$740,785

$524,050

Company revenue per employee

$200,000

$0
NO YES

[

Best of Breed
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https://www.linkedin.com/feed/update/urn:li:activity:7042072102996189184

Top 3 Marketing Ops responsibilities are
1] New Martech, 2] training/support and 3] workflow design

Figure 16: Martech professional responsibilities by role*

Director+ Managers/Staff
Research and recommend new marketing technology products 81% Design and manage internal workflows and processes 63%
Train/support marketing staff on using martech products 70% Research and recommend new marketing technology products 62%
Design and manage internal workflows and processes Train/support marketing staff on using martech products 62%
Operate marketing technology products as an administrator Design, run and optimize/test marketing campaigns 61%
Integrate marketing technology products with each other Operate marketing technology products as an administrator 60%
Pay for marketing technology products from a budget Integrate marketing technology with non-marketing systems 54%
Approve or veto purchase of marketing technology products Monitor data quality within marketing technology products 51%
Design, run and optimize/test marketing campaigns Monitor performance and other SLAs of martech used 44%
Negotiate business terms for purchasing marketing technology Integrate marketing technology products with non-marketing systems 44%
Architect th marke me/similar martech products 37%
Identify/consolic " 2 ; technolog: 37%

n=325 T~
MARTECH ‘W chiefmartec
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Marketing Ops is more than Martech, but what exactly?

Marketing q Alexandre Pelletier « 1st 1,000+ Followers
o erations = EVP of Platforms at MERGE | MarTech Visionary | Serial Entrepreneur | Investor
P Y ..
Martech
K/ Platforms
Marketing
__— Automation
L
I BestofBreed |
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https://www.linkedin.com/feed/update/urn:li:activity:7052718136353034240/

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 I
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Remember this slide?

Digital Transformation 1.0 Marketing Ops
. . supports the
Companies using more o
software. “Transformation
Digital Transformation 2.0 And Martech
Companies becoming supports
software. “Digital”
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Research in progress: the impact of Martech on company revenue/employee ratio

# of stacks: 21 (308 in total) Bench k your industry My pany B

Industry Consumer Products Consumer Products

Ve o B e Enter company details, e.g. industry, company
Revenue/Employee

Company revenue $50000000 | revenve and employee count.

Company employee count 50

Process People Technology

Martech capability Impact of Martech Impact of Martech Impact of Martech
maturity on maturity on maturity on cAecé the Po('/tlUE or Plefatlve th’bACf U[l

1= high /-1 = low 1= high /1= low 1= high /-1 = low \

Revenue/Employee Staff# Tooli#

people, process and technology on company

revenve per em,b/oyee.

Native/Content Advertising

Ipaas Cloud/Data Integration & Tag Management

Collaboration

E.9. Native adverticing procecs (goalc &

Dashboards & Data Visualization

maturity) and technology have a pocitive

Search & Social Advertising 0.076 0.059 0.461

Product Management 0.064 -0.098 -0.251 lPhPﬁCt onh revenve / emp/ayee " fAlf ’“‘{“fﬂy'
SEQ 0.049 0.200 0.166

Mobile & Web Analytics 0.018 0.059 0.338

B o €.q. Collaboration cannst be solved with more
e, 0022 0045 0250 tools or pecple, ctandardized procecces and
A CEHE s o7 el Sl defined outputc are required in thic industry.
Video Marketing 0.091 0ons 0182

CMS & Web Experience Management -0mn3 0.352 0.275

I BestofBreed |
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Benchmarking in progress: Comparing Martech maturity with other stacks
i.e. similar or high company revenue/employee ratio (outperformers)

# of stacks: 21 (308 in total) Benchmark your industry My company Benchmark with competitors C ’ ‘

Industry Consumer Products Consumer Products Similar Rev/empl Select et g ¢ 0 m/b a re WI th
Business Model B2C B2C Outperformers stk_00000949

Revenue/Empicyee s — < outperforming companies
Company revenue $50,000,000 $750,000, 000

250

Process Technology Assess maturity (Wl fA Alﬁhegt revenve

Martech capability act of Marte ct of Martec Impact of Martech

il :‘:_ : /employee).

Company employee count

1=high /1= low
n Demand, Anticipatory

Competitor Current client

Revenue/Employee a Industry Maturity maturity maturity

Native/Content Advertising

Ipaas Cloud/Data Integration & Tag Management 0122 0234 0.401 29| 30
Collaboration 0121 0.021 ong 29 30 A/ t D f A t f A D
Dashboards & Data Visualization 0.095 0.230 0.386 25 30 otice A I‘(’

Search & Social Advertising 0.076 0.059 0.461 30! 30 .
T outperforming company has
Product Management 0.064 -0.098 -0.251 29

SEO 0.049 0.200 0.166 25 10 A éa/ahced matur,’ty I‘P]
Mobile & Web Analytics 0.018 0.059 0338 3 30 10
Display & Programmatic Advertising 0.020 0142 181 32 30 gpecfﬂ'c areaos.
Interactive Content 0.02. 0.045 0.250 2.8
eCommerce Platforms & Carts 0.047 0.40° 0.447 25 30
0.091 oms 0.182 26 30
Experience Management 0113 0.352 0.275 26 30
I BestofBreed | o o o0 o o o #MartechDay 87
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The importance of Martech and Marketing Ops in companies

Company technology Customer technology

ERP, Finance, Procurement, Warehousing, Logistics, etc. Adtech, Martech, Salestech, customer support, success, etc.

Managing units Managing preferences
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Finding ways to widen the Martech

Frans Riemersma - You 1000+ Followers . S
Marketing Technologist, Martech researcher, Co-publisher of MartechMap.o
2mo -

Probably the quickest crash course into Martech and

Martech Cheat Sheet!
Hereie2 172 Share it. Especially with colleagues outside marketing.

Customer Technology. Read it.

Over the years we (the tribe members) have sourced Martech vendors which all
Often we had to ask ourselves and explain to others

ended up in the MartechMap. o
what vendors fallinto what category. Confession: we also used ML to explore,

understand, and cluster.
i law. It

The cheat sheet s the result. And itis exactly that. Itis no science of Martech law.

s a living document, Like Martech, it is never done.

< with your team, and managers, but also in conversations

Ips in meeting
thcpzthel . Procurement, or Finance.

with your tech vendor, sales reps, IT manager,
Send me your feedback via DM! | welcome itt Enjoy.

tising

#martech

Customer Technology cheat sheet

tein and 140 others 21 comments
@O Scott Homstein and 140 other

Reactions )
LREQLAGRE
@ - ik © Comment 1) Repost <« send

View analytics
14,111 impressions

and Marketing Ops ToFu

A

Attention

Ads &
Promotions

Native Martech

- Buy, sell & serve ads

- Paid content

- Mainly anonymous
prospects

« Also known as AdTech

Focus on advertising
forms, search engine
advertising (SEA), social,
native, mobile,

video, and display &
programmatic
advertising.

Also, print and public
relations (PR) are
included.

Customer technology
cheat sheet

Interest

Content &

Native Martech

- Produce, store &
automate content &
messages

- Owned content

- Generate leads

Native & Borrowed
Martech
(sales, Support)

- Build client
relationships.

- Earned & shared
content & channels

Borrowed Martech
(Sales, Support)

Borrowed from data
science and legal

- Check-out &
- Content focused on
shopping basket

- Recurring clients

- Also known as

5 &integ
actionable customer &
marketing insights

- Full customer lifecycle

- Warm leads/clients SalesTech
Focus on content Focus on A busi Focus on data,
website, (B2C) focus on (web) analytics,
email (CRM), e-commerce dashboarding, business
al platforms & retail intelligence (BI), tag
search engine management, systems, and affiliate management,
optimization (SEO), and influencers, networks. integration platforms,
A/B testing. events, chat, social Abusiness-to-business and privacy &
governance.

media, and account-
based (ABI

(828B) focus on sales
&

enablement.

Investment

Borrowed from HR,
Project Management,
Finance, Legal, IT, SaasS
Management, DevOps.

- Coordinate marketing
resources

- Resources data (time,
staff, tech, budget, etc.)

Focus on management
of marketing such as
campaigns & projects,
time tracking, resources,
talent, technology, and
budget.
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A SMALL

BOOK:

Frans Riemersma
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ot Brinkur

Foreword - Finding common ground

Ly st ok o o Tyt

i et e

A small Book on
Customer Technology

A quick reforence guide into 10,383
customer technology solutions

Frans Riemersma o) ncerstand he it feia o et sa,
priibtionsy o e
Mortechisnot casy. But s powerful set of copabiiestht.
i ey e o G o 3o e e

Contributors

morker 5 worth tking thetme o Understand i
R . . Bestvihes on our mareech purnes.

o
Se—
e A2ty v

s
i o

Content
& Experience

Advertising
& Promotions Generate and automa [N
content and leads i —

Demand & supply matrix

Adverti & Promotions Management
top 30 vendors vendor background
The long tail

unw-vvu

Key takeaways

Total revenue
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Thank you!

Scott Brinker
chiefmartec.com

Frans Riemersma
MartechTribe
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