
In Partnership with

STATE OF
MARTECH
INTEGRATION

2020-21



TABLE OF

CONTENTS
EXECUTIVE SUMMARY 

FOREWORD (BY HCL) 

Martech 2020-21

Refocus on first-party data

The challenge of channel integration

From email to omnichannel

Choosing the right KPIs

The hyper-personalization opportunity

Appendix: Respondent profiles

2

8

ACKNOWLEDGEMENTS 9

10

14

18

25

29

32

37

1

2

3

4

5

6



2

EXECUTIVE

SUMMARY

The most important person in 21st century business is the customer. Companies are recognising 

that putting the customer at the centre of their thinking delivers better engagement, higher 

retention and greater customer lifetime value, resulting in improved sales and better ROI.

But these improvements come at a price. Consumers expect brands to deliver a seamless 

experience throughout their journey to purchase; one that not only recognises their previous

 interactions, but is delivered through whichever digital or physical channel they choose to use at 

that moment.

The result is that modern marketers can’t afford to focus on a few chosen channels. They must 

cover all the bases. Twenty-first century marketing is omnichannel, with companies being able to 

hyper-personalize in real time.

Personalization on a one-to-one level is not an easy thing to accomplish. 

It’s so challenging that Gartner predicts that by 2025 

Marketers will have abandoned personalization entirely.

Based on an Econsultancy survey of more than 1,000 

organisations and interviews with brands, this research 

commissioned by HCL explores the significant technological 

and organisational challenges involved in becoming a truly 

customer-centric business. 
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The
Martech ChallengeI

It is impossible to deliver marketing communications through any channel on demand 

without specialist technology. Equally, it is impossible to deliver a consistent, joined-up 

customer experience across multiple channels without integrating those technologies. Data 

generated in one channel must be available to inform subsequent actions in others.

This research found that only 11% of enterprise 

businesses felt they were able to ‘deliver integrated 

and real-time omnichannel experiences, based on a 

360-degree customer view’.  Almost two-thirds (63%) 

described their omnichannel capabilities as just ‘basic’ 

or ‘developing’. 

Companies build their martech stacks in different ways. The 

three main approaches are to partner with a single vendor, to 

integrate point solutions from a variety of sources, or to adopt a 

combination of the two. The research found more than half of 

respondents (65%) use solutions from a range of sources, 

whether these are ‘unified’, ‘somewhat integrated’, or ‘not at all 

integrated’.

Leaders (those with the best marketing performance) are 

more than three times more likely than their mainstream 

peers to have a unified martech stack centred around a 

single vendor (53% vs. 17%), suggesting that the 

single-vendor approach is the most likely to drive the 

impactful and integrated marketing activities that are 

required to produce business results.
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The best marketing technology in the world is useless without the data to fuel it, but 

changing attitudes to privacy among both consumers and regulators have created new 

challenges for marketers. The second biggest challenge was data trapped in a plethora of 

SaaS tools across the martech and adtech landscape.

The research found that data privacy was the issue 

most likely to keep marketers awake at night (23%).

The introduction of GDPR in 2018 has also spurred a move away from third-party data and 

led companies to concentrate on their own collection of first-party data. Indeed, one of 

the reasons for the increasing emphasis on customer experience is companies’ switch of 

focus from acquiring customers to retaining them.

But this move to first-party data comes with its own set of 

challenges. Even tracking known customers across multiple 

channels can be a challenge, one that is exacerbated by the 

rise of mobile apps and walled gardens where visibility for 

brands can at best be limited. Meanwhile brands are also 

being forced to think about ways to collect data in a 

post-cookie world.

The
Data ChallengeII
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Many companies are still being hampered in their attempts to deliver seamless customer 

experiences by organisational silos and structures based on business functions. 

Fragmented data remains an issue, as does persuading departments to see themselves as 

part of the business as a whole, rather than focusing purely on their own success metrics.

Things are changing, with just over half 

(55%) of the companies surveyed saying 

they are organised around the customer, 

and a further fifth (19%) supplementing their 

function-based structure with 

cross-functional teams dedicated to 

improving customer experiences.

The
Organisational ChallengeIII
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Technology never stands still. With artificial intelligence (AI) starting to come of age as a 

marketing tool, early adopters are gaining significant advantages over their slower 

counterparts. Those companies that have already implemented the sort of central data 

repository needed to power an omnichannel marketing approach, and have implemented 

procedures to ensure the quality of their data, have a head start on their competitors, 

since these are the necessary conditions for AI to perform at its best. The number of 

companies who have achieved this centralized data lake are few and far between.

The risk for those companies still in the 

early stages of adopting an omnichannel 

approach is that they will be left behind by 

their more forward-thinking competitors, 

and will find it ever-harder to bridge 

the gap and catch up.

The
AI ChallengeIV
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Methodology

More detailed information about the profile of 

survey respondents is included in the appendix of 

this report.

How do you rate your organization’s marketing performance compared to competitors?

Around two-fifths (44%) of 

those taking part in the survey 

are based in Asia Pacific, a third 

(32%) in Europe and 24% in 

North America. More than 

three-quarters (77%) of 

respondents are senior 

management level or above. 

The report focuses on the data 

from client-side respondents, 

i.e. those working in-company, 

rather than for agencies. 

Some sections of this report include a breakdown of 

survey results for ‘leaders’ and ‘mainstream’ to 

explore what leading organizations are doing 

differently and to help define what it takes to 

succeed. Leaders are defined as those organizations 

that rate their marketing performance as 

‘significantly better’ compared to their competitors 

(Figure 1).

This report is based on a global survey of 1,416 

business professionals, mainly marketers, IT and 

business intelligence or analytics professionals 

working client-side. Research participants 

completed an online questionnaire between 

September and November 2019.

FIGURE 1

29%

Significantly 

Better

Significantly 

Worse
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Better
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Worse

About the

Same

43%

22%

5%
1%

Respondents: 695



Marketers need goal-based orchestration solutions to visualize, create, execute and measure personalized omnichannel 

customer experiences. As of late, we’ve all encountered a shift in experience every time we fill out a form or land on a 

website as we’re quickly prompted to authorize cookie tracking. With Apple, Mozilla, and even Google on the verge of 

phasing out third-party cookies by 2022, we are sharply reminded that the GDPR is well in operation and here to stay. In this 

report, we highlight how GDPR kickstarted a series of global privacy frameworks and foresee privacy regulations and the 

way marketers process their data on the cloud, continuing to be a major global topic deep into 2021.

We surveyed over 1,400 enterprise marketers, creatives and IT professionals. The results are clear: 53% of marketers support 

a unified marketing technology stack centered around a single vendor, rather than a closed and scattered digital process. It 

nudged the Adtech to shift from an open exchange to a private marketplace that utilizes less third-party data to retarget 

and adopt an integrated marketing platform that scales.

Consequently, we see a refocus towards 1st party data with companies opting for agnostic martech platforms that can scale 

targeting and segmentation across channels. Large companies are paying the consequences for a disorganized approach to 

handling personal information. They are now taking the leap to indulge in each customer's journey and closely nurturing 

personal experience with marketing customization at scale.

For that, customer journeys need to connect and though the overall sentiment from marketers is that they are running 

effective omnichannel marketing programs, data reveals a different reality (only 35% of IT professionals say they have 

already achieved it).

A few years ago, the path to digital transformation, seamless communication, and true omnichannel seemed like an 

intangible aspiration. Even during these challenging times, when enterprise organizations are forced to shift towards 

digital-focused operations, the implementation of the digital turnover has been a process. As company operators and 

customers become more digitally literate, they realize that the notion of customer experience is becoming more relevant 

than ever.

In this new edition of the State of Martech research, conducted in partnership with Econsultancy, we see that enterprise 

brands are still hungry for customer data but are also adopting a goal-based marketing approach centered strongly around 

the customer experience (CX).

Foreword

However, the channel integration challenge can be combated using a cloud-native approach and leveraging APIs, which 

offers enterprises the flexibility to accelerate scalability, create software in-house, enhance security, and drive innovation to 

ultimately build a more customer-centric experience. Respondents anticipated the benefits from APIs, including increasing 

ROI from their existing investments, bringing differentiated offerings to market faster, growing their ecosystem, and 

attracting new partners, and creating new revenue channels.

With this, marketing and IT are reaching new levels of collaboration. The report shows that to promote growth and turn the 

surfeit customer data into increased revenue, the collaboration of the CMO and CTO of an organization is imperative. With 

the volume of data growing at least 40% a year and with the point and click UX friendly tool, the CMO is becoming a 

technophile, empowering the teams in any organization to evaluate, purchase, implement, and support the evolving

marketing technologies.

Tony Arnold

CMO Unica

Idir Hillali

Marketing Innovation Director



That collaboration is also extended to the way we multitask, and the report dives into that omnichannel interaction shift 

where more than 80% of the customers, on average, interact with two or three digital devices. In an ever-changing 

environment, it becomes essential to map the dynamics of these interactions through measurable goals (from acquisition 

pipeline to channel engagements, to revenue performance, to reach marketing success); everything needs to be measured 

and evaluated.

Our report suggests that organizations need to align their marketing KPIs with the user experience. Enterprises are also 

breaking organizational silos to leverage open and secure application connectors to nurture a collaborative culture that will 

ultimately reflect customer perception. It is the very essence of privacy consent to formalize a common understanding of 

customer expectations and why data is required to create a memorable experience based on trust.

In this channel-agnostic world where customers are volatile, there is a visible paradigm shift from customer acquisition to 

customer loyalty that is also impacting the way CMO’s and CTO’s are collaborating to restructure the way they use personal 

data to serve customer-centric marketing goals. This empathic approach towards customer experience is how leading 

organizations will succeed in their goals and solidify loyalty. Our research unfolds the steps they are taking to operate this 

transformation.

HCL Software, a division of HCL Technologies, a leading global technology company, is a key player in the Enterprise 

Martech space with HCL Unica, HCL Digital Experience & HCL Commerce. HCL is innovating with its 150,423 employees that 

operate out of 46 countries. With the New Unica platform, HCL delivers the most comprehensive Integrated Cloud-Native 

Marketing platform to date.

ABOUT

HCL SOFTWARE

www.hcltechsw.com / www.unica.com
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Fundamentally, customer experience is about 

people. Success centres on a company’s ability 

to build connections with its customers and 

prospects, and to satisfy their needs quickly 

and effectively. Achieving this is just as much 

about product or service as human emotion.

Each interplay offers a chance for brands to 

test, learn and improve, but being absent, or 

unable to measure and react to what is 

happening, negates this opportunity to 

progress and hands the initiative to 

competitors.

While enterprise businesses typically have 

above-the-line (ATL) marketing teams working 

on channels such as SEO, social and display 

ads and below-the-line (BTL) teams managing 

CRM, call centres and email, the customer isn’t 

interested in such divisions. The experience 

must be seamless.

Today’s marketing landscape is an omnichannel 

one, seeing businesses and clients interact 

across a myriad of touchpoints. Whether they 

are buying a product for the first time, seeking 

to resolve a problem or renewing a service, 

user journeys can be complex and 

unpredictable. 

A well-integrated set of marketing solutions is 

therefore vital to ensure all the components of 

customer experience (CX) work in harmony. It 

is no good collating data on a recipient’s 

response to an email campaign if it ends up in 

a silo, and cannot be called upon when that 

same user logs onto the website, contacts the 

support centre or interacts with the company 

on Twitter. Without this insight into the 

customer, there can be no real consistency of 

messaging across channels, or personalization 

of the information they are offered.

Martech 2020-211
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Adding to the complexity is that within this broad mix of channels, marketers’ perceptions of 

channel effectiveness vary widely, even when only focusing on digital touchpoints (Figure 2). No 

single channel carries all before it – none of them is seen as a top ROI performer by more than a 

minority of executives.

Effectiveness is also not a zero-sum game. Different 

channels are best applied to different tasks within 

the marketing realm, so having a tightly integrated 

mix of assets is vital. It is crucial to approach 

investment strategically, mapping plans to the 

company’s objectives and ensuring each asset is 

fully supported.

As we shall explore later in the report, companies 

are increasingly focusing on personalization as a 

means of competitive differentiation, with website 

and email channels very much at the forefront of 

these efforts.

Organic social media marketing 

is the second most likely 

channel to be cited as a top 

performer on marketing ROI 

(28%). Social media is typically 

seen as most effective for 

building visibility and 

awareness, while email (26%) is 

crucial for engagement, lead 

nurturing and driving loyalty. 

Websites continue to be regarded as a vital tool for 

customer acquisition, conversion, and beyond. 

Thirty-five percent of users name them as one of 

their most effective digital channels.

What are your most effective digital channels for delivering ROI?

FIGURE 2

Managing complexity

Website

Social Media Marketing (Organic)

Email Marketing

Social Messaging Apps (E.g. Whatsapp, Messenger, WeChat)

Search Engine Optimisation (Organic)

Digital Display (E.g. Digital Signage, Kiosks, ATMs, Point of Sale)

Paid Social/Display Advertising

Mobile (In-App Messages)

SMS Marketing/Text

Call Centres/Digital Sellers

Paid Search

Voice Search/Chatbot/Interactive Voice Response (IVR)

Custom Landing Pages

35%

28%

26%

23%

18%

18%

17%

15%

14%

13%

13%

11%

10%

Respondents: 669
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Understandably, given the complexity of the 

landscape, many organizations feel like they are yet 

to fully get to grips with omnichannel marketing 

(Figure 3).

How would you describe your company’s level of omnichannel marketing maturity?

FIGURE 3

22%

Basic - we have a long

way to go before we 

can deliver a seamless

experience across channels

Developing - we are

making progress towards

a seamless experience

across channels

Proficient - we run

effective omnichannel

marketing programmes

but not all channels 

are fully integrated

Optimized - we can

deliver integrated and

real-time omnichannel 

experiences, based on

a 360-degree customer view

41%

26%

11%

Respondents: 675

Few organizations have unlocked the omnichannel code

The majority (63%) see themselves as either at a 

‘basic’ or ‘developing’ level.

Only 11% report they have 

cracked it, and are able to 

‘deliver integrated and 

real-time omnichannel 

experiences, based on a 

360-degree customer view’.

North American organisations have a less bullish 

view of their state of maturity than peers in Asia 

Pacific and Europe. Nearly seven in ten (69%) see 

themselves as ‘basic’ or ‘developing’, compared 

to 64% in Asia Pacific and 60% in Europe.
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Slight reality check from IT

Emphasising how significant a role technology plays in omnichannel marketing is that IT practitioners are less 

confident than marketers about the level of their organization’s abilities (Figure 4).

Generally, the two departments’ thinking is well aligned. However, it is striking that IT executives tend to be 

less likely than marketers to describe their organisations as ‘proficient’ or ‘optimised’ (when it comes to 

omnichannel marketing. Perhaps it is because they are more closely attuned to the data and technical 

challenges and risks faced by businesses as they integrate and upgrade their martech stacks, and therefore 

less likely to have a rose-tinted view of future opportunities.

Respondents: 385

How would you describe your company’s level of omnichannel marketing maturity?

FIGURE 4

20%

22%

37%

43%

28%

23%

15%

12%

Basic - we have a long way to go before we can

deliver a seamless experience across channels

Developing - we are making progress towards a

seamless experience across channels

Proficient - we run effective omnichannel

marketing programmes but not all channels

are fully integrated

Optimised - we can deliver integrated and

real-time omnichannel experiences, based on a

360-degree customer view

ITMarketers

Significant challenges with our clients centered around 

shifting their mindset to ‘always on’ experiences, and the 

associated technical (architecture, data access, channel 

integration, etc.) and operational changes necessary to 

support truly integrated marketing.

Nabil Taydi

President and Managing Partner, Munvo



Refocus on 
First-Party 
Data

2

The rise of privacy regulations and data protection 

laws has shifted control from brands back to the 

customer. In response to the pressure to be GDPR 

& CCPA-compliant and protect user privacy,  many 

organizations are moving away from collecting 

third-party cookies and instead are focusing on 

the data that they can directly collect and 

maintain about their known customers. 

‘Data privacy legislation (e.g. GDPR) has 

made us refocus on internal customer 

data and conversion’ – agree or disagree

FIGURE 5

42%

35%

19%

3%
1%

Strongly Agree Somewhat Agree

Neutral Somewhat Disagree

Strongly Disagree

Respondents: 653

Figure 5 illustrates this clearly; over 

three-quarters of enterprise companies (77%) 

report that data privacy legislation has 

resulted in a refocus on customer data and 

conversion, including 42% who ‘strongly’ 

agree.

14
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The swing towards first-party data means enterprise 

companies are increasingly focusing on CRM and retention 

strategies, keeping customers engaged through richer 

customer experiences.

To maximise the first-party data available for customer 

engagement, there is an even greater need for integrated 

customer platforms that can ingest user data from multiple 

sources. And, as a corollary benefit, these allow greater 

visibility of the flow of user information, making it both 

simpler for companies to predict where data security 

could be compromised and easier to ‘forget’ a customer 

when required by regulation and customer request.

The increased focus on data privacy also inevitably leads 

back to a consideration of whether on-premise or private 

cloud are more likely than multi-tenant SaaS solutions to 

provide the security required by enterprise organizations.

While almost three-quarters of respondents (74%) agree 

(either ‘strongly’ or ‘somewhat’) that martech tools allow 

their organizations to stay compliant with data privacy 

legislation, a similar percentage (70%) say that data 

privacy laws have strengthened their on-premise secured 

data management 

(Figure 6). 

And in a world where cloud-based software has rapidly 

gained in popularity, it is noteworthy that six in 10 

organizations say that data privacy laws have slowed 

down their cloud investment, suggesting a shift to 

on-premise software.

One in three respondents (34%) strongly 

agree that data privacy legislation is 

having an effect on their ability to market 

products, while 35% somewhat agree.

Strongly Agree Somewhat Agree Neutral Somewhat Disagree Strongly Disagree

Do you agree or disagree with the following statements relating to your marketing activities?

FIGURE 6

Our marketing technology helps us stay

compliant with privacy legislation

Data privacy legislation is limiting our ability

to market our products and services

Data privacy laws have strengthened our

on-premise secured data management

Data privacy laws have slowed down

our cloud investment

39% 35% 23% 2% 1%

35% 21% 8% 2%

36% 25% 3% 2%

33% 24% 12% 4%

34%

34%

27%

Respondents: 653

Clients are trying to create the compelling reasons, messages and engagement 

that create the trust required for the consumer to share information.

Andrew Addison

Founder and CEO, Purple Square Consulting
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As consumers become more aware of security 

concerns, brands need to be more transparent 

about how customer data is being used for 

marketing. At the same time, some level of tracking 

is required for companies to deliver truly 

personalized experiences.

As can be seen from Figure 7, data 

privacy compliance is the leading 

factor keeping marketers awake at 

night, with almost one in four 

respondents (23%) citing this as 

one of their main concerns.
However, companies are still hampered with the 

age-old challenge of fragmented data and 

organisational silos. Some 16% of marketers report 

they are struggling with data integration, while one 

in five respondents (18%) report that difficulty 

tracking across channels is a major barrier.

At the other end of the scale, fewer than one in 

ten companies report that the volume of data 

(8%) and integration between the online and 

offline experience (6%) are significant 

concerns.

Data compliance is the main concern for marketers, in light 

of new privacy laws

Respondents: 653

What is the challenge most likely to be keeping you awake at night when it comes to effective 

omnichannel marketing?

FIGURE 7

Compliance with data privacy laws

Difficulty tracking across channels (e.g. mobile)

Data integration difficulties

Insufficient budget

Lack of skills and knowledge within the budget

Volume of data

Integrating online and offline customer experience

Lack of alignment between business functions

Other

23%

18%

16%

15%

9%

8%

6%

3%

2%
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North America Europe Asia Pacific Respondents: 653

Compliance with data privacy laws

Difficulty tracking across channels (e.g. mobile)

Data integration difficulties

Insufficient budget

Lack of skills and knowledge within the business

Volume of data

Integrating online and offline customer experience

Lack of alignment between business functions

Other

Compliance with data protection laws is a slightly 

bigger concern for respondents in Europe, which is 

unsurprising given the EU-wide GDPR data privacy 

laws (Figure 8). With other regions passing similar 

legislation, compliance with local laws will become 

more significant.

Difficulty tracking across channels 

is seen as a bigger issue in the Asia 

Pacific region than elsewhere. Just 

over one in five respondents (21%) 

see difficulty tracking across 

channels as a significant challenge 

to omnichannel marketing, six 

percentage points ahead of Europe 

and three percentage points above 

North America.

What’s clear is that compliance with data privacy 

laws is very much a global issue. As customers are 

increasingly knowledgeable and rightfully 

concerned about how their data is used, companies 

can’t afford to fail to protect customer privacy.

What is the challenge most likely to be keeping you awake at night when it comes to 

effective omnichannel marketing?

FIGURE 8

21%
25%

22%

18%

15%
21%

16%
15%

14%

12%

11%
4%

5%

5%

5%

5%

1%

2%

11%
11%

9%

9%
8%

17%
16%



Strongly Agree Somewhat Agree

Neutral Somewhat Disagree

Strongly Disagree
The Challenge 
of Channel 
Integration

3

The relationship between the CMO and CTO 

is pivotal for the kind of successful 

technology and channel integration required 

to underpin the best possible omnichannel 

customer experiences. Without these key 

stakeholders operating in tandem, enterprise 

organizations will inevitably struggle to build 

an integrated marketing technology stack 

and provide a consistent experience for 

customers.

‘Our CMO and CTO work together to 

enhance their marketing technology 

capabilities’ – agree or disagree

FIGURE 9

Respondents: 653

38%

35%

19%

5%
3%

According to our 

research, respondents 

are generally in 

agreement (73%) that 

these two pivotal C-suite 

executives are working 

together to enhance 

martech (Figure 9). Only 

8% disagree.

18
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The array of technology, supplier and usage models 

available can make planning a martech roadmap 

quite challenging (Figure 11). Different businesses 

take different routes in terms of product selection, 

but all must align choices with strategic goals, levels 

of capability and resource, and the strength of their 

use case.

Our research has also found that 

just under three-quarters of 

respondents (73%) agree they 

connect digital and offline channels 

for a truly omnichannel experience 

(Figure 10). 

Marketing automation (MA) platforms are 

often seen as the ‘central nervous system’ of 

an omnichannel setup, linking the areas of 

intelligence (e.g. CRM) and action (e.g. CMS) to 

ensure users are served the right messages at 

the right time and touchpoint, whether in a 

digital or physical context.

But implementing MA can be very challenging, 

often requiring re-evaluation of existing 

investments and ways of doing things. That 

only 31% of respondents use MA systems 

within their organizations could be at least part 

of the reason why only a small base of firms 

(11%) see themselves as having ‘optimized’ 

omnichannel capabilities (Section 1).

‘We connect digital and offline channels for a truly omnichannel 

experience’ – agree or disagree

FIGURE 10

Strongly Agree Somewhat Agree Neutral Somewhat Disagree Strongly Disagree

Respondents: 653

36%

37%

19%

6%

2%



20

The rise of digital business has prompted a 

vast ecosystem of suppliers to enter the 

martech arena. Despite some consolidation by 

larger players, the latest version of Scott 

Brinker’s Marketing Technology Landscape 

graphic records 8,000 solutions across 

multiple categories.

As seen in Figure 12, most businesses are 

managing a highly diverse (and therefore 

complex) marketing IT estate.

Which of the following types of marketing technology do you use (interact with) 

in your organization?

FIGURE 11

A small – but still significant – 

minority (7%) of respondents 

estimate they are using more than 

30 marketing-related technology 

platforms and tools.

Less than a quarter (23%) have a 

tight, distilled range of solutions 

(less than five).

45%

42%

40%

38%

37%

36%

31%

31%

29%

29%

28%

26%

24%

17%

16%

Content Management System (CMS/Digital Experience Management)

Email Service Provider

Customer Relationship Management  (CRM)

Marketing Resource Management  (MRM)

Digital Asset Management  (DAM)

Social Media Management

Digital Analytics

Marketing Automation

Search Engine Marketing/SEO Management Tool

Customer Data Platform (CDP)

Business Intelligence

Data Management Platform (DMP) / AD Technologies

Optimization/Real-Time Personalization

Chatbot/Interactive Voice Response (IVR)

Call Centre Management

Respondents: 687

Many organizations are spinning multiple martech plates
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Also, particularly noteworthy is that marketers 

appear to have a tendency to underestimate 

the range of solutions they rely on. IT 

executives, with their closeness to business 

architecture, are likely to report their 

organizations have a wider range of tools than 

marketers disclose.

If IT staff responses are taken as 

gospel, half (50%) of organizations 

have implemented more than ten 

marketing solutions, and more than 

a quarter (27%) have an estate 

featuring more than 20 tools.

How many different marketing-related technologies platforms and tools do you estimate 

that your organisation uses in total?

FIGURE 12

Marketers IT Respondents: 389

Less than 5 More than 305 - 10 11 - 20 21 - 30

21%
20%

36%

30%

26%

23%

10%

18%

7%
9%

As a martech system integrator, we often advise CTOs and IT 

organizations to act as enablers and advisors toward their CMO and 

Marketing Organizations. The CMO should define the vision and wish list, 

while the CTO or COO should enable that vision, and advise around new 

possibilities and capabilities that recent technologies could bring.

Benoit Stephenson

President and CEO, CLEARGOALS



22

This report shows that there is still major 

divergence in terms of the volume and 

specialization of the martech solutions 

organizations have deployed. But the 

complexity of the picture does not end there. 

Buyers also take drastically different paths 

when it comes to the vendor relationships that 

underpin those deployments.

The first model may have rewards in terms of 

volume discount, pre-integration, vendor focus 

and synergies in training, but risks lock-in and 

increases the onus on getting the right ‘fit’ and 

quality of supplier.

Martech decision-makers have broadly faced a 

choice between partnering closely with a 

single vendor, or integrating solutions from 

disparate sources (or a compromise position 

with a core partner and some add-on tools). 

The same quandary applies to agencies and 

other service provider relationships, too.

The second may promise an opportunity to 

exploit best-of-breed capabilities across 

different use cases, but offers up additional 

complexity, even with systems integration and 

consultancy help. Tied with this approach has 

been a tendency at some organizations to try 

to solve issues by bringing in yet more 

technology, when other avenues (such as 

employee training or a supplier refresh) could 

be more productive.

The first model may have rewards in terms of 

volume discount, pre-integration, vendor 

focus and synergies in training, but risks 

lock-in and increases the onus on getting the 

right ‘fit’ and quality of supplier.

A tendency towards this latter, point 

solution-based approach has long been 

associated with the martech landscape and 

Figure 13 suggests this remains the state of 

affairs in most organizations.

Prevalence of point solutions complicates picture further

Among companies that have a ‘unified’ technology stack, most employ a 

‘range of vendors’.

More than half of respondents (65%), overall, report they use solutions 

from a range of sources, whether these are ‘unified’, ‘somewhat 

integrated’ or ‘not at all integrated’. This rises to 76% among B2C 

organisations.
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Figure 14 suggests that the single vendor 

approach is the most effective way forward, 

although it does not rule out a point solution 

model altogether.

How would you best describe your technology stack for digital experience management

 and omnichannel marketing?

FIGURE 13

27%

We have a unified 

marketing

technology stack centered

around a single vendor

We have a unified 

marketing

technology stack using 

a range of vendor

We have a suite of

standalone tools that

are somewhat

 integrated

We have a suite of

disparate tools that

are not at all integrated

None of the above

43%

17%

5% 8%

Respondents: 681

Top performers lean towards 

single vendor approach

A majority of leaders (53%) say 

they have a ‘unified marketing 

technology stack centered around 

a single vendor’.

A significant proportion (38%) of 

leaders use a ‘range of vendors’, 

but this approach is more favoured 

by mainstream organizations.
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How would you best describe your technology stack for digital experience management 

and omnichannel marketing?

FIGURE 14

Respondents: 681

53%

17%

38%

45%

5%

22%

3%

5%

1%

11%

We have a unified marketing technology

stack centered around a single vendor

We have a unified marketing technology

stack using a range of vendors

We have suite of standalone tools

that are somewhat integrated

We have suite of standalone tools

that are not at all integrated

None of the above

MainstreamLeaders

The CMO/CTO discussion is quite a difficult debate because most of the 

marketing solutions today are more and more cloud-based. Traditional CTOs 

see these as a threat because basically they will lose part of their grip on 

these solutions. We work hard to get the CTO, the technical guys on board 

of every decision of every discussion of every assessment. And I think this is 

certainly something that needs to happen more.

There is always a challenge around organizational silos and getting the CTO, 

CMO, sales teams and customer service to work together but the starting 

point is getting your requirements from the business and then to look how to 

implement them technically.

Stéphane Sloodts

Marketing Segment Manager, Consumer Business Unit, Proximus
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In a channel-agnostic world, customers expect 

seamless experiences in real time, regardless of 

when and where they are interacting with the brand. 

This can only happen with a high level of integration 

within the martech stack, where data from 

numerous tools is made available to all levels of the 

organization.

To get full value from email marketing, enterprise 

companies need to ensure the channel is at the 

heart of marketing automation programmes. Figure 

15 shows the state of integration of different 

technologies with the email marketing platform. It’s 

clear that email is at the heart of the martech stack, 

as most companies exhibit a high level of integration 

of different technologies. 

Intelligence and digital analytics 

provide the fuel for powering targeted, 

personalized customer experiences, so 

it is encouraging to see over two-thirds 

(66%) of marketers reporting their 

business intelligence platform is

integrated with the email marketing 

platform. Social media (64%) and 

marketing automation (58%) are also 

commonly integrated with email.

Is your organization's email marketing platform integrated with the following 

technologies?

FIGURE 15

Yes No, but it is on the roadmap No Respondents: 662

Business Intellience / Digital Analytics

Social Media

Marketing Automation

CRM

Ecommerce

CMS

Customer Data Platform (CDP)

Real- Time Personalization

Data Management Platform (DMP)

Call Centre

DAM/MRM

66% 21% 13%

64% 24% 12%

58% 26% 16%

56% 27% 17%

55% 28% 17%

53% 29% 18%

51% 29% 20%

51% 32% 17%

51% 30% 19%

49% 29% 22%

44% 32% 24%

From
Email to Omnichannel4
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A unified approach allows marketers to understand 

which channels and tactics are key to driving sales 

and delivering greater ROI. As Figure 16 shows, 

companies classified as leaders are much more 

advanced with their integrations than their 

mainstream peers.

Leading organizations are likely to have multiple 

integration links across their suite of marketing 

platforms, with the ability to retarget, measure and 

optimize across integrated channels.

Marketing leaders highlight that integration is a critical success factor

Proportion of respondents saying their email marketing platform is integrated 

with these technologies

FIGURE 16

Business Intellience / Digital Analytics

Social Media

Marketing Automation

CRM

Ecommerce

CMS

Customer Data Platform (CDP)

Real- Time Personalization

Data Management Platform (DMP)

Call Centre

DAM/MRM

Respondents: 662

84%

58%

78%

58%

75%

51%

75%
44%

71%

70%

69%

43%

68%

67%

65%

35%

44%

43%

68%

50%

41%

50%

Leaders Mainstream

They are nearly 50% more likely 

to have integrated their email 

marketing platform with 

business intelligence or digital 

analytics (84% vs. 58%) and, 

crucially, marketing automation 

(75% vs. 51%).
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Figure 17 shows that the areas of martech attracting the most 

budgets in 2020 are content management, marketing automation 

and digital analytics.

With a strong focus on the digital experience, content is seeing a 

resurgence, with over half (56%) of companies planning to 

increase their budget for technology in this area. Notably there is 

a shift towards investing in the digital experience platform (DXP), 

as there is a greater push towards understanding how the digital 

experience contributes to customer retention.

Automating repetitive processes allows marketers to hand over 

routine tasks to technology, giving them time to focus on 

delivering strategic objectives and improving ROI.

A focus on strategy has 

resulted in increasing 

investment in marketing 

automation tools and 

processes, with over half 

(51%) of companies 

planning to ramp up 

investment.

Increased budgets for technology: increased investment in automation

Increase Stay The Same Decrease Respondents: 654

How do you expect your budgets for the following types of marketing technology 

to change in 2020?

FIGURE 17

Content Management / Digital Experience Management

Email Service Provider

Personalization (Call Centre / Offline Agency)

Digital Asset Management

Social Media Management

Digital Analytics

Marketing Automation

Search Engine Marketing / SEO Management Tool

Data Management Platform (DMP) / AD Tech / Customer Data Platform

Optimization / Personalization

Data Privacy Compliance Solution

56% 41% 3%

51% 42% 7%

50% 44% 6%

48% 45% 7%

48% 43% 9%

47% 45% 8%

47% 43% 10%

46% 46% 8%

43% 49% 8%

42% 48% 10%

42% 48% 10%
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Marketing automation goes hand in hand with the push for greater personalization, and 

consequently, just under half of companies (48%) plan to increase spending on optimization 

technologies. The digital experience is powered by a mass of available data that allows marketers 

to personalize the customer experience down to individual customers.

To take CX to the next level and to become truly omnichannel, organizations recognise that they 

need to invest in automation, optimization and personalisation.

A key challenge with martech today is the 

proliferation of thousands of different applications. 

This means brands often suffer from ‘application silos’ 

as much as ‘data silos’, struggling to connect these in 

terms of a common identity and representation of 

their customers. By delivering an omnichannel data 

management solution combined with a marketing 

leading identity management solution, including a 

first-party digital identity graph, we provide the 

foundational identity orchestration layer that 

connected disparate customer touchpoints across 

siloed offline and digital channels, platforms and 

multiple lines of business. This allows for a single 

customer identity to power brand use cases and to 

deliver more personalizzed experiences to their 

customers and prospects.

Drew May
Chief Client Officer, Acxiom



As seen in previous sections, the lack of 

integration and difficulty tracking across different 

channels is holding back a significant proportion of 

companies from delivering effective omnichannel 

marketing. 

Choosing the
Right KPIs

5

Percentage of companies with a siloed 

organizational structure – leaders vs. 

mainstream 

FIGURE 18

Respondents: 659

We have a siloed organizational structure

rigidly organized around business functions

19%

29%

Putting the customer at the heart of marketing 

creates a virtuous circle. Not only are customers 

rewarded with a deeply engaging customer 

experience, but companies are able to deliver on 

their KPIs, as meaningful interactions are 

translated into higher customer retention, greater 

customer lifetime value and an uplift in sales and 

ROI.

Those forward-thinking companies that are 

focused on delivering seamless customer 

experiences through customer journey 

orchestration and goal-based marketing can only 

do so if every team and department is armed with 

customer data through a unified platform, enabling 

marketers to personalize the real-time experience 

for customers interacting with websites, call 

centres and other channels such as SMS and email. 

Leaders Mainstream

With this in mind, it is no 

surprise to see that 

companies classified as 

leaders are significantly 

less likely than their 

peers to say they have a 

siloed organizational 

structure rigidly 

organized around 

business functions (19% 

of leaders vs. 29% of 

mainstream 

organizations, Figure 18).

29
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It’s clear that an organizational overhaul takes 

time and is not something that companies can 

expect to happen with immediate effect. 

However, in the short term, companies can 

adjust their KPIs to measure how customer 

experience drives revenue. For many 

companies, the first step on the road to 

customer centricity is putting the right KPIs in 

place.

The onus is on companies to break down organizational silos and set up omnichannel business 

divisions, rather than teams organized by business function. This also means reorganizing how data 

is shared within the company. Data needs to be integrated into a single central repository, which 

can be accessed by all teams at all levels of the organization. 

Many companies are already using a mix of 

customer-focused KPIs to measure success, 

with around one in four reporting customer 

loyalty (26%) and customer satisfaction or Net 

Promoter Score (24%) as important KPIs for 

their business (Figure 19). Just over a fifth of 

respondents (22%) are focused on customer 

engagement metrics, while the user experience 

is an important KPI for 20% of responding 

organizations.

However, more organizations could be 

focusing on a long-term vision of measuring 

the value of customer experience. There is 

plenty of research that suggests the cost of 

acquiring a new customer is up to five times 

higher than retaining an existing one. 

Companies implementing enhanced customer 

experience may not see an immediate result in 

the short term, but the wins could form part of 

a longer-term strategy.

Only 16% of respondents 

report that customer lifetime 

value is an important KPI for 

their business. Customer 

lifetime value and customer 

churn are reliable indicators of 

the health of the business, as 

engaging experiences form the 

basis of long-lasting customer 

relationships.

Implementing customer-centric KPIs and metrics facilitates an 

immediate focus on customer centricity
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Many companies risk losing out on useful insights by overly relying on traditional web analytics rather than 

looking more deeply into other core engagement metrics. Core user actions – how many users complete a 

particular goal – can be a useful method to appraise engagement. For most businesses, keeping the user 

engaged is a core goal, so measuring session duration as well as the number of pages per session is important.

26%

24%

22%

Which of the following KPIs are most important for your marketing teams?

FIGURE 19

Respondents: 385

Customer Loyalty

Customer Satisfaction / Net Promoter Score

Customer Engagement

User Experience

Web Traffic

Sales Generated by Marketing

Return on Marketing Investment

Revenue Growth Per Channel

Conversion Rate

Customer Lifetime Value

Average Order Value

Marketing Qualified Leads / Sales Qualified Leads

Channel Performance

Acquisition Cost Per Channel

Other

20%

19%

19%

17%

17%

16%

16%

15%

15%

12%

10%

1%

We want to start an analysis to understand more clearly the added 

value of adtech and martech campaigns, not only for pure return on 

investment or pure sales, but also [areas such as] share of voice and 

brand perception. It’s difficult to measure that but it’s important to 

understand the adtech and martech influence totally and not only 

purely based on sales.

Donald MacDonald
Head of Group Customer Analytics & Decisioning, OCBC Bank



Covid-19 and the unprecedented times we are going through have 

dramatically changed people’s behaviours. People have always wanted 

meaningful, personalized and connected experiences with brands. Now, 

those desires are in hyperdrive, and it is brands’ obligation to further keep 

up with dynamic and shifting consumer behaviours.

Drew May
Chief Client Officer, Acxiom

Companies explore tech-driven opportunities for personalization

Hyper-personalization is a marketing tactic 

which leverages AI and real-time data sources 

to enhance brand messaging with relevant, 

context-sensitive information. Our research 

suggests this is very much top-of-mind for 

enterprise companies, with AI-driven 

marketing and personalization emerging as the 

biggest opportunities for growth in the next 12 

months.

Marketing experts have described 2020 as the 

year that marketers are really waking up to the 

AI opportunity. Those companies that 

capitalize on the opportunities early will reap 

significant benefits over their competitors. 

Conversely, latecomers will find themselves at 

a disadvantage.

Campaigns will be increasingly data-driven; 

rather than targeting broad segments of 

consumers, marketers will be aiming to 

customize brand interactions for individual 

consumers.

Marketers have already begun to utilise AI for 

communicating with customers because 

self-learning technology enables more 

effective personalization and 

recommendations, driving both cross-selling 

and up-selling opportunities. Figure 20 shows 

that a fifth of survey respondents (21%) report 

that AI-driven marketing is the greatest 

opportunity for their business.

The
Hyper-Personalization 
Opportunity

6

32
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Virtual reality (VR) and augmented reality (AR), both 

of which fall under the umbrella of interactive 

content, are thought to be the biggest growth 

opportunities by 13% of responding companies, 

although many companies are still attempting to 

understand how they can get ROI.

Interactive content includes AR ads, 360-degree VR 

videos, and quizzes and polls. Interactive elements 

embedded within emails are also growing in 

popularity, though enterprise companies need to 

ensure they are appropriate for their sectors and 

target audiences.

The regional breakdown indicates that 

one-to-one personalization at scale is seen 

as the greatest business opportunity in 

North America (24% vs. 16% for both EMEA 

and Asia-Pacific, Figure 21)

AI-driven marketing is seen as more significant in 

Asia Pacific, compared to other regions. The gains in 

marketing effectiveness from these inter-related 

opportunities are thought to be substantial drivers 

of growth.

Globally, companies are already making use of social 

messaging and location-based marketing, which 

may explain why these technologies are not thought 

of as significant growth opportunities.

What do you regard as the greatest opportunity for your business over the next 12 months?

FIGURE 20

Respondents: 653

21%

18%

13%

11%

10%

7%

7%

4%

3%

2%

2%

1%

1%

AI-driven Marketing

One-to-one personalization at scale

Virtual Reality / Augmented Reality

5G (Improved connectivity and faster download times)

Video Marketing

Social Messaging (WhatsApp, Facebook, Messanger, WeChat, etc.)

Location-based Marketing

Contextual real-time offers and interaction

Internet of Things

In-app / Push Notifications

Blockchain

Voice Search

Complex Event Processing

Personalization at scale is deemed to 

be the biggest growth 

opportunity in North America
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North America Europe Asia Pacific Respondents: 653

What do you regard as the greatest opportunity for your business in 2020?

FIGURE 21

24%
16%
16%

16%

15%
28%

13%
17%

10%

11%

8%
11%

13%

6%

5%
10%

4%

4%

5%

8%
7%

7%

2%
5%

2%

2%

2%
2%

2%

3%
2%

1%
1%

1%
1%

10%
10%

Almost half of companies (47%) ‘strongly’ agree that 

their marketing technology provides them with 

real-time personalization capabilities (Figure 22). 

However, it is vital to understand that technology is 

not a replacement for strategy.

Strategy is the foundation and starting point for 

brands to execute real-time personalization and 

facilitate cross-channel journeys. Almost 

three-quarters of companies (73%) report that 

they execute cross-channel campaigns based 

around the customer journey.

In order to focus on delivering effective 

omnichannel strategies, all teams and functions 

within the business must have access to a vast 

volume of data through a centralized repository. The 

real challenge for marketers is to understand how 

information flows between different tools and 

technologies so that data is utilised effectively. 

While data provides the crude oil for marketing, it 

must be refined in order to provide actionable 

insights and power engaging customer experiences.

AI-driven Marketing

One-to-one personalization at scale

Virtual Reality / Augmented Reality

5G (Improved connectivity and faster download times)

Video Marketing

Social Messaging (WhatsApp, Facebook, Messanger, WeChat, etc.)

Location-based Marketing

Contextual real-time offers and interaction

Internet of Things

In-app / Push Notifications

Blockchain

Voice Search

Complex Event Processing



‘Our marketing technology provides us 

with real-time personalization 

capabilities’ – agree or disagree

FIGURE 22

Respondents: 653

47%

35%

14%

3%
1%

Andrew Addison
Founder and CEO, Purple Square Consulting

What we are seeing is a 

greater focus on one-to-one 

personalization across all 

platforms, with a single 

point of the marketing truth. 

Brands are looking to be 

able to orchestrate all of 

their customer 

communications in a way 

that supports this.

35

Strongly Agree Somewhat Agree

Neutral Somewhat Disagree

Strongly Disagree



steps towards 

becoming 

a customer-centric 

organisation6
1

2

4

6

3

5

Break down organizational silos and 

set up a cross-functional team 

responsible for customer experience.

Establishing a central team consisting of 

representatives from all functions can help 

bring customer experience to the forefront 

and help steer improvements.

Make sure the CMO and CTO are 

working together to develop the 

company’s martech capabilities.

Building a unified martech stack and 

providing a cohesive experience isn’t 

possible without close collaboration 

between the CMO and CTO.

Reorganise how data is shared across 

the organization.

It needs to be stored in a central repository 

that can be accessed by all teams within the 

business.

Introduce new KPIs to measure the 

effect of customer experience on 

revenue.

Customer lifetime value and churn rate are 

key indicators of the health of a business, 

and are directly linked to the quality of the 

customer experienceMake sure technology is at the 

service of strategy.

Strategy is the starting point for delivering 

the tailored omnichannel marketing that will 

mark out the successful businesses of the 

future. Technology without strategy will not 

deliver the consistent, joined-up, 

personalized experience 21st century 

consumers have come to demand.

Develop metrics for success BEFORE 

rolling out a new technology or 

media program.

By defining what success is up-front you 

have a fighting chance to determine what 

ROI and performance are really being 

achieved, or not. 
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In which country are you based?

FIGURE 23

Respondents: 705

18%
11%

9%

9%

7%

7%

6%

6%

6%

4%

4%

4%

3%

2%

2%

2%

USA

France

United Kingdom

Germany

Australia

India

China

Canada

Japan

South Korea

Singapore

Philippines

New Zealand

Indonesia

Malaysia

Other

Appendix
Respondent Profiles

For client, one-to-one personalization at scale, and all the technologies 

and processes to support this, is a leading opportunity.

Nabil Taydi

President and Managing Partner, Munvo
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In which business sector is your organization?

FIGURE 24

Banking and Financial Services

Retail & Ecommerce

Technology &Profession Services (e.g. consulting, B2B)

Energy, Manufacturing, and Industrial Engineering

Automotive

Healthcare and Pharmaceuticals

Consumer Products

Consumer Electronics

Travel & Hospitality

Insurance

Telecommunications

Real Estate

Fintech and Digital Payments

Digital Marketing Agency

Media and Entertainment

Government & Defence

Charities / Non - Profit

Advertising & Loyalty Platform

Sports & Gaming

Other

Respondents: 705

12%

11%

10%

10%

7%

6%

6%

4%

3%

3%

3%

3%

3%

2%

2%

2%

2%

1%

1%

9%
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What business function do you work in?

FIGURE 25

What is your level of seniority within the business?

FIGURE 26

What best describes your main focus as a business?

FIGURE 27

Respondents: 698

Respondents: 698

Respondents: 695

Marketing Sales Business Intelligence/

Analytics

IT

32%

24%
23% 23%

16%
14%

Director / Head 

of Department

Business 

Owner

Manager C-SuiteSenior 

Management

25%
24%

19%

27%

40%

33%

B2B B2C Mixture of B2B and B2C
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