Marketing is a social process. Marketing makes organizations identify the needs of
customers; organizations have to work on how the product is important for the society.
Organizations have to identify not only the needs of the market but also aim for the well
being of their customers. Marketing is dealing with the impact of customers' needs
parallel to strategic purposes of the organization.
With developing society organizations also need to develop their marketing strategies. To
ace the process of marketing term Marketing technology, popularly known as MarTech
was introduced. MarTech is a blend of marketing with technology. If an organisation uses
a tool for marketing then it is known as martech. For example companies use Google
analytics to check the performance of their website. They send emails using platforms
like MailChimp. This is martech. It is any tool or any software which is assisting you to
reach your customers.

MarTech also enhances marketing, it makes marketing more efficient and reliable for
example measuring an object using a scale will be more accurate while measuring it
using own judgments. Here scale is a tool which is making your findings more reliable
and accurate. Similarly martech assists firms with tools/softwares of marketing to make it
more reliable, efficient and accurate.

It describes the range of softwares and tools that assist in achieving goals or objectives of
marketing. MarTech has been important for digital marketing campaigns and is used to
optimize marketing efforts for any marketing channel. Anyone involved in digital
marketing is dealing with marketing technology. However, martech is not only about
platforms. It is understanding what happens at that critical intersection, the impact this
has on your marketing plan, people, process and ultimately the customer.

MarTech benefits companies in maximizing marketing processes and makes it easy for
them to connect with more number of customers. Marketing technology is the technology
used for marketing while a set of these technologies is known as marketing stack. It is
important for any firm to construct their own marketing stack.

A martech stack is a comprehensive approach to the marketing tools a company uses.
This typically includes the way in which they are organized and how they build off each
other, working together to make things easier for marketing teams.

2019 is said to be the year of marketing technology. Due to martech customer
engagement this year moreover the content and marketing technology is causing the
marketing ecosystem to develop and evolve constantly.

MarTech however became important for the firms to grow. Big firms Salesforce worked
with Tableau software for about $15.7 billion. Adobe bought Marketo for about $4.75
billion to assist their marketing needs. IPG Media acquired Acxiom for about $2.3 billion
to access Acxiom data.

Epsilon for its unique technology and unparallel datasets was acquired by Publicis for
about $4billion. To strengthen the CRM business and the integration of services across
creative, CRM and media, Dentsu bought 100% of Merkle shares for about $1.5 billion.
Presently big firms have kept 29% of their marketing budget share for MarTech itself.
Even 62% of Chief Marketing Officers (CMOs) plan to increase martech share in future.

Above diagram shows how the martech budget has maintained its steadiness with time.

There are many ways to adopt marketing technology. It varies from business to business
how to adopt technology. The most reliable process is the 4Ps of marketing technology.
This is a cyclic process with four steps. Each step has a key question associated which
builds a full proof solution. The steps are as follows.

PLAN (WHY ?)
Planning without an action is futile, action without planning is fatal.
~Cornelius Fichtner
This is the first step any firm should work to adopt good marketing technologies. This
should be according to the customer journey. Planning should consider the costumers'
experience as well as should include parameters to accelerate marketing process for
growth and to achieve desired targets. Why? This is the most important question that one
firm needs to answer. Why is martech important to enhance customers' experience?
WHY is martech needed to accelerate their growth in achieving their targets?

PEOPLE (WHO ?)
Who is going to manage these? Do they have required skills to have a smooth and
effective transition? To adopt marketing technology efficiently a firm needs to decide
what roles and skills their employees should have for a smooth and effective transition.
The firm needs to structure their team as per the needs of the marketing technology
strategy. They need to employ marketing technologists or platform partners, marketing
automation managers, data scientists, and so on to build a good MarTech system.

PLATFORM (WHAT?)
This is a crucial step and a business needs to choose it wisely. Platform for adopting
MarTech is a must.
Marketing tool selection is a base to build and integrate a complete marketing stack. The
technology will power the marketing functions. Which can include advertising,
promotion sales, data management etc?

PROCESS (HOW ?)
There are two parts of the process. First is Implementation: This deal with the process of
adoption of the marketing technology solutions.
Second is Operation: This basically covers the process to do marketing using the martech
platform practically in the organization. Both of these processes require regular
experimentation accompanied with possible optimizations. Both the processes
implementation i.e, the correct adoption of martech and its correct operation decides
whether the martech solution is success for the company or not if not then the cycle
continues until a firm finds an apt and accurate solution.

Transformations are hard but digital transformation is harder. According to a McKinsey
survey report only less than 30 percent of transformations succeeded, showing the
success rate of these efforts consistently low. But when it comes to digital
transformations only 16 percent of organizations’ digital transformation has been
successful. Also 7 percent of agreed that their performance improved but those
improvements were not sustained.
Explaining this Martec’s Law was introduced. According to Martec’s Law organizations
changes logarithmically with time as it depends on the management of the organisations
to adopt changes, which is fairly a time taking process while technologies grow
exponentially with time. As shown in the figure below with time this gap increases and
makes it difficult for the organizations to adopt technology and transform digitally. This
is the responsibility of the management to adopt appropriate technological changes with
time to succeed.
MarTech acts as a bridge between technology and organization, it helps organizations to
cope up with changing and developing technologies. With time as this gap widens this
bridging gets more difficult. Therefore it is important for the business to adopt changes as
early as possible.

Now how can firms transform. Clayton Christensen stated in one of his article Harvard
Business Review that organizations require three main capabilities to execute and
succeed in any change those are:
● Resources
● Processes
● Values
Resources: This includes both the people and substantial business assets i.e., cash
available, facilities, equipment and technological solutions. It also includes intellectual
property and depends on relationships with suppliers and customers as well.

Processes: The steps performed by the organization to transform resource inputs into
finished products and services.

Values: This includes ethical principles that an organization follows. Also criteria or
standards the people in an organization use to take decisions and set priorities comes
under values. It is a set of norms and rules that influence how people in the organization
think or act.

These three factors decide whether an organization will be successful in transformation or
not Any successful transformation requires changes in all these factors. Therefore for
successful transformation requires organization to develop new resources, develop or
work on new processes and alter its values accordingly.

These changes are not easy for any organization. Resources are most flexible and can be
changed but changing processes becomes a challenge for the organization and is fairly
difficult. Values are the most difficult aspect for a firm to change as it develops slowly
with time and expertise.

Martech has grown from 150 in 2011 to 8000 in 2020. In 2019 there were 7040 martech
companies out of which Content & Experience and Social & relationship categories held
47.78% of all the companies which is nearly half of them. Social & relationship sector
experienced a great growth in this year with 64 new additions.

Commerce and sales had 457 Sales Automation Enablement & Intelligent solutions.
Category growth on 2019:
● Advertising & promotion - 922 solutions, 4.1% up
● C
 ontent & experience - 1,936 solutions, 5.6% up
● Social & relationships - 1,969 solutions, 13.7% up
● Commerce & sales - 1,314 solutions, 9.0% up
● Data - 1,258 solutions, 25.5% up
● Management - 15.2% up
● Plus in the cub categories 'conversational marketing & chat' 70% up
● and 'Governance, compliance & Privacy' increased by 68%
In 2019 the growth of martech decreased to 3% from 5%, but this decrease in the growth
of firms doesn’t prove the failure of the marketing technology. The industry is still
improving. In 2018 the amount of money allotted to martech by CMOs was reduced to
22% from 27% but in 2019 it was increased to 29% which signifies the growth of the
industry. This dip in the growth has significantly not affected the martech market but
instead has resulted in making the industry more deeper and complex.
However in 2020 firms increased to 8000 with 13.6% growth YoY. Most of the martech
solutions introduced this year were new based on technologies used by them. Data
category grew by around 25.5% and became the fastest growing category. MarTech space
this year grew by 5,233% since 2011.

MarTech has a “long Tail” as there are less big players as compared to ten thousands of
citizen apps and ecosystem solutions.

Source: chiefmartec.com

The space is both growing as well as consolidating. However due to the current pandemic
it is difficult to predict the martech stage in 2021.

In 2020 615 tools were removed but still 2020 landscape had a growth of 13.6% as 1575
new solutions were added. 70% of marketing technologists are responsible for monitoring
data quality of martech solutions.

Subcategories governance, compliance and privacy went up by 68 percent while
conversational marketing and chat went up by 70 percent in 2020. It represents a small
part in marketing technology but plays a significant role as well. Following is the
supergraphic view of marketing technology solutions of 2020.
There are a lot of martech technologies available, but it's a consolidated industry with
most of the technology in the long-tail. Most companies still use a limited number of
martech solutions in their core stack.

66% of marketing leaders agree that their businesses are not mature enough when it
comes to data and this disparity will slow AI adoption further. It was observed that most
of the firms failed to adopt marketing technology properly due to one of the following
three challenges
…in addition to looking at a simple technology purchase decision, you also need to
consider overall company strategy and plan appropriately. Vendors in different financial
positions have varying pressures which may or may not align with your software
purchase strategy. Some vendors may prioritize growth and new features over supporting
existing clients.”

– Mark Demeny

Data
The firm which adopts martech needs to update and renovate their data as per the
technology they are using. The data used by them needs to be checked with two
parameters. One, whether the data is according to the current metrics. Two, whether the
data available is reliable and sufficient. The firm can fail martech if they lack in data or if
the data is based on old metrics.
Lack of centralized data can also cause issues as it may affect customers’ experience. It
was also observed that companies faced challenges of processing too much data. This can
be solved by selecting the right vendor and working together with data scientists to help
analyze the vast amounts of data.

Another issue comes when there is lack of interoperability between tools. It was said
that Data Management Platforms possessed by Oracle, Adobe and Facebook were not
integrated properly which caused an issue to its customers. Also firms should prepare
their datasets according to the specific use cases ie. data should be prepared as per
different, marketing purposes.

Skills
Skill is one of the most crucial hurdles of martech success. It is important for any
company to make its employees ready before adopting marketing technology. The main
aim of the company should be to train their colleagues / employees for the martech
platform they are going to use. For the martech solutions to be effective the company
should invest in both the technology and the training of its employees. It is observed that
64% of businesses failed to gain advantage of martech due to lack of skill and expertise
among its employees.
Depending on external talent sources for important work can cause great harm to the
company.

It is rather important to train their employees in that particular technology. It is difficult
to learn all AI tech aspects however mastering a particular software is comparatively
easier and also important for the company to work on it.

Inappropriate solution
Adoption of inappropriate martech solutions and platforms may also result in failure of
martech. It is important for the firm to adopt marketing platforms and partners wisely.
Development gives birth to new martech solutions everyday. It is the responsibility of the
business to select an appropriate martech solution which can give rise to innovation and
also will work for long run processes.
Also sometimes it becomes difficult for the marketing executives to predict ROI on the
basis of technology they are using and thus can predict the solution as inappropriate. AI
can help in dealing with this challenge.

For successful adoption of any marketing technology a firm needs to deal with above
pain points effectively.

Deal 1
There are many data management tools which can be used to deal with data issues using
AI technology. Salesforce, Adobe and Oracle are some firms which offer solutions with
their own ecosystems. For example, Salesforce's Commerce Cloud helped their customers
to achieve 11 percent increase in their average order value with 28 percent increment in
their revenue as well. Also Adobe has its own data management portal (DMP) and web
analytics. Thus tools offered by Marketo and Salesforce can be used to manage data also
platforms Dropbox and Google Drive assists many firms for their data management.

Deal 2
With automation the accuracy and efficiency of work increases and moreover reduces the
workload of the marketing teams. But handling it is a bit tedious if one lacks in required
skills and expertise. Youtube was able to improve by 25 percent even after reducing 75
percent of execution time with the help of Strike Social. Innovative marketing firms have
even developed with proper approaches to build skill and expertise among its employees.

Deal 3
Brands can drive engagements through visual intelligence and making customer
experiences more personalized. Artificial intelligence can turn different data sets into
more valuable and accurate business insights . Analysing audience responses and
segmentations can improve the process of handling customers. This is similar to
predicted purchasing.

It is really very important to know the country landscape of marketing
technology. To enable any marketer to plan work with support of technology
however also not depending only on technology. There are three main sources
of a good martech tool.

1. L
 ocal Players
It is crucial for any marketer to include localized tools also. As there is a need of
local relevance for any business need. The marketers require:
To have connections with localized e-commerce platforms.

●


Payment systems to support local currency payments.

●


●

Local laws and regulations are self embedded in local systems

●

Ability for settling lawsuits in your own country.

●


●

Data enhancement tools to store correct address notations.

The system to support the local language.

2. H

idden Gems
It is not always the case that any firm may succeed only if they have local tools.
Any local vendor can hit the global mark with the quality and ability of the tool
they are using. It is believed that any globally leading vendor is better than a local
brand. This assumption is however true in most of the cases. As huge players
usually have more budget to spend and thus are considered better than local.

3. T
 he Game Changers
There are many vendors which have changed the whole game in just a few years.
Salesforce changed the whole scenario with their CRM SaaS industry.
Thunderhead have setted a benchmark for Customer Journey driven messaging
and with Inbound marketing strategies HubSpot has developed new standards.
But it is not always the case that a firm will get the name and fame that they
deserve. They just have to develop themselves to showcase their efforts. They
have to develop in martech to serve well. The Country Supergraphics lists all the
small vendors as to make it easy for them to get recognition.

Covid 19 has been one of the biggest challenges of the century. Even though its vaccine
trials are on progress the world has to apply social distancing and work from home
culture. This has definitely affected the economy and development as well. Also Covid
has channelized the process of new discoveries and inventions. The pandemic has altered
the methods of buying. People nowadays are avoiding restaurants and prioritising home
cooked and packed foods, have adopted more online shopping methods and believe in
stocking essentials for crises. This has affected the market in a negative manner.
However, this period may turn a boom for many marketers. All they require is to
channelize and organize their marketing strategies according to the period.
Earlier life was more inclined to physical interactions but now it has become more tech
inclined. For example shopping in malls is replaced with online shopping, going to the
office has changed to work from home. Digital experiences have replaced in person
experiences. Lives will be more digitally connected.
This is an opportunity for marketers to hit the mark, as customers are now picking up
changes and becoming more virtually engaged with new and safer systems. Here virtually
customers are connecting individually rather than in groups ( pre covid scenario).
Therefore, the need for more personalized and digitized marketing is incredibly growing.
More personalized marketing will make customers benefit from relevant and positive
interactions.

At this time marketing technology can hit the target. Covid has changed the future of
digital marketing. It is observed that people nowadays require more engaging digital
experience rather than just downloading and surfing on the internet. The marketing which
is more interactive, branded and user friendly is more preferred.

How Marketing technology will evolve in pandemic? What measures are
needed?
To survive with the crises marketers have changed their approach to reach out.
1. Social distancing work from home culture has affected many people negatively.
The cases of stress, anxiety and mental health problems have increased with these
crises. It is difficult for the people to manage the equilibrium in their family and
professional life. This is where firms need to cater these issues by developing
platforms for their customers to deal with the crises. Organizations like facebook,
amazon, etc. have created domains to help out people with their mental health.

2. It is time for the industries to alter their marketing efforts according to COVID
requirements. The need is to manage the system to serve best to the customers. In
the crises many firms are suffering lack of workforce and lack of revenue as well.
It has become difficult for them to manage with more orders. This is the time to
leverage technology to survive. The need to adopt more technological marketing
and SaaS has become important to prioritize and organize. For example amazon
has adopted methods to prioritize with the orders. They have options to say no
rush delivery and no contact delivery. This makes consumers experience more
personalized and safer, at the same time it helps the company to manage delivery
more efficiently and effectively.
3. Although Covid has affected marketing plans and strategies it is important for the
marketers to keep their plans fluid and tweak them according to the crises. The
world has digitized and people are adopting more digital platforms to connect, to
work and also for their entertainment. New marketing strategies can be started
from the most used and user friendly social media applications. Firms have now
started to market their products on instagram and facebook to reach out their
customers. It's time for the big brands to alter their prices to hold on with their
customers.

4.

Customer experience is the target which firms should set for this crisis. It is


crucial to focus on enhancing customers' experience to hold in with them. Firms
google, facebook and other tech giants have started to contribute to support the
government. They have released funds to help people to deal out with the crises.
This will moreover instill confidence in the people. Prioritizing customers'
experience and being empathetic will help the firms to build a loyal customer base
and help the brand to stand out.

5. The quarantine period has affected every age group including children and adults
as well. This is the time fir the marketers to enable ways for entertainment and
engagement. Marketers should find out ways to reach out people innovatively and
ensure service to them. This will certainly strengthen the bond between customer
and the company and will therefore make long lasting relationships. Beyond only
just selling the services, making relationships is more crucial in this period.
Changes in product to support their customers is the goal point. Changing
customer behaviours are important to cater.

The pandemic has made firms cut short their prices and the domain of marketing has
experienced many cuts this year. Most of the firms are cutting marketing expenses this
year. However, this might turn to a big mistake in future.
Many organizations do not consider marketing as an active driver of long term sales and
thus want to cut their marketing investments to deal with the crises. Moreover this can
help them to save for a short period. But what about the future? We can not predict when
this pandemic will end but we need to survive this with a right and long term approach.
When everything will come back to track the firms which have cut their marketing sector
have to restaff with marketing teams and even focus on economy recovery at the same
time. This is not the end after restaffing the next hurdle is to get into action, they new
teams have to reestablish the plans, connect with suppliers and get into streamline. This
would take weeks after covid gap. It is estimated that businesses which stop marketing to
save costs will suffer 39 percent loss in brand awareness and moreover this crisis has
made the market even more competitive.
The better wayout in the crises is not to completely cut markting teams rather some firms
have kept their senior marketing advisors and leading marketing teams in function. This
would however result in a better than the companies with no marketing teams.

● How covid can benefit marketers?
This year can be considered as a boon for the businesses which have enough funds
to invest in marketing. This will eventually improve the company's position. 65
percent of consumers agree that how the brands will respond in pandemic have a
huge impact on their likelihood to buy their products. This will provide long term
gains to businesses which will be anyhow more than cutting prices from marketing
teams. This year is the year to change marketing strategies, to develop them
according to the demands.
Covid period has the power to take best decisions up to the top and wrong
decisions to the last. The businesses have the same probability to gain with the
right execution and effective marketing and even lose by cutting their marketing
teams.
● What consumers want?
The most important for the current marketeers is to understand their customers and
target their needs. If a customer gets familiar with a new good brand in the crises,
will go with it for the long run. Online world has changed the perspective of the
audience but the aim of the businesses should be to understand and target that
perspective. The time is to improve the reach, improve data pools, improve UX
and solve the pain points.

1. Technology is growing at a very fast pace, in future everything would be on
our fingertips.It was observed that only 35% of Americans hold mobile
phones in 2011. But the technology has a high speed now in 2020 almost
every person has their personal smartphone. So in the coming future
smartphone brands have to develop new variations and vevelopments for
their products to maintain their needs in the market. This will lead in
overall development of the smart tech ecosystem.
They need to make new creative advertisements with new methods of
adtech, martech strategies will also develop in parallel. Marketers need to
look for new methods in order to stay on the track. It is believed that AI
will become a seamless part of our lives till 2030. Everyone in the world,
every place in the world will be connected with smart devices. AI will
make entertainment and also have big implications for privacy and
customer data. Brands would have to put more emphasis on protection and
safety of consumer data, and provide users more personalized experience.
Martech solutions are also required to be robust in order to organize, host
and distribute this content to an ecosystem of smart connected devices and
services.

2. Things by 2030 would become more digitally convenient. This convenience
can increase challenges for the brands to manage their products and
services digitally. Brands would have to figure out ways to manage their
production and distribution more digitally. This would integrate the need
for thoughtful AI applications.
3. Social media marketing is a trend in the present time. Linkedin, twitter are
few platforms that are used most commonly for marketing. But it is
predicted that by the end of the decade, organic reach for the brands on
social media will significantly decline. According to CMI, brands should
think about how to end their marketing through social platforms. There is a
very different social media landscape in the future, say in 2030. The brands
will try to focus more on influential marketing. The users are easily
influenced by digital endorsements and reviews. The technology will shape
how the brands are going to manage the large and growing digital
experiences.

4. Frictionless marketing is preferred by any marketeer and consumer as well.
People for their private purchases prefer frictionless experience. But this is
contrary to their business lives.
“Martech is expected to become a frictionless experience in 2030. Everything will be
purchasable. Everything will turn from product to service.”
~By Tamara Ingram, Global Chairman at Wunderman Thompson

Key Predictions
1. The number of market segments is going to rise in the coming years.
Marketing will revolve around messaging and experiences tailored to each
and every individual. Marketing will be more tech driven and there are
possibilities and potential for radical micro-segmentation to become more
clearer.
2. Marketing in future will collaborate with experience and product design as
well. There will be two goal marketing. The role of the marketeers would
be to understand the present needs of their customers.

And great companies will focus on what their customers require tomorrow.
This capability is not only a marketing function but this would be an
integration of product and experience design functions.

3. The future of marketing will focus on design experiences. The way things
look will weigh equal with how they work, this balance will create great
designs. Designs will focus on every aspect from creation to presentation. It
will have every element of experience, from designing to advertising, from
sales process to after sales support will define customer engagement.

4. The future ecosystem will become indispensable for the brands. The way
you reach out to customers for services is the point where the ecosystem
plays an important role. It is not always the case that the customer will
remain in your locality, if for instance a customer of one brand is travelling
to another region he will try to get services from his locality. This is the
point where partnerships, joint ventures come into existence. The
businesses can stitch with each other through APIs which is hard but crucial
for the future time.

Covid-19 changed people a lot, and led transformation to occur. Marketing has changed
during this pandemic.
74 percent stopped or altered marketing and 47 percent of them are planning to shift their
marketing tactics. It's time to adopt continuous and healthy change. The Martech industry
is developing continuously and growing with the time. The domains of development
include
●

Technology is growing, it is easier to create software.

●

Marketers are driven to differentiate.

●

Martech is getting more digital

●

No code martech platforms are growing with time.

MArtech is accepting changes, companies are always leaning towards best breeds of the
martech solutions over integrated suites. They are integrating with other martech
softwares to build their suites and develop.

Martech is at its second golden age

Return of investment is what marketeers prioritise. Marketeers demand more business
results from their spends. The key motivating factor for marketers to adopt marketing
technology is the improvement in marketing return of investment (ROI). The second
main reason to adopt marketing technology is the strategic deployment of various digital
marketing channels. Most of the businesses want to focus on a single platform to track all
their digital activations.
These preferences highlight the needs and preferences of marketers, the businesses
require platforms which are easy to operate and prefer omni channel campaigns. Martech
tools focus should be on the overall picture considering the ROI with required platform
goals. Marketers want martech tools which are efficient from both customer and
marketing insights.
Martech targets according to firms are to build brands and sales rather than the digital
medium offered. Martech is expected to contribute to build and develop the brand. No
matter how developed and evolved technology is there the main role is to develop
business standards at the end.

84% of our respondents felt data-driven, individual-focused marketing presented the
most interesting opportunities for their organization in the coming couple of years,
while 70% were keen on optimizing customer experience. In contrast to this, less than
30% were keen on adopting new technologies. Business objectives marketers see
MarTech playing a role for, in their organizations over the next 5 years.

Marketing technology firms need to pitch their senior management and need to alter
their services empathising more on ROI. It can also be inferred that while much of
this senior management might not be involved in the day-to-day operations of the tool
(or indeed, digital marketing itself), they still see it as important enough to warrant
starting a conversation. That itself points to the health and positive future of MarTech.

