
AUTOMATION 
INTEGRATION  
DRIVES CUSTOMER EXPERIENCE

 

Creating Consumer Connection  
Points in Digital Marketing



You may think marketing automation is just what your team needs to close  

the experience gap and to meet consumers’ high expectations, and 

you aren’t wrong. But you can’t randomly implement marketing automation 

and expect it to succeed unless your technologies are truly integrated with 

each other. Integration drives the value of your data, enables automated 

communications, and creates effective triggers that deliver the connected 

experience to the customer. 

In any relationship, communication is key. If the key components speak to one 

another appropriately, chances are things will flow smoothly. If they cannot, 

however, there will be breakdowns. In today’s marketplace, a tech breakdown 

can be disastrous. 

Technology has made it easier than ever for customers to simply take their 

business elsewhere if they aren’t happy with their experience. Tech continues 

to redefine consumer behavior, and has changed the expectations of how 

companies interact with customers. 

Consistent, seamless CX breeds customer loyalty, but when the experience 

doesn’t wow them, consumers will bolt to a brand that will deliver an 

experience they are seeking. A quality product and fair price are vital  

to business success, but customers demand more. They want proactive 

service, personalized interactions, and connected experiences. In fact, 

Salesforce’s State of the Connected Customer research shows they will 

even exchange personal data for that connected service. 

Unless marketing technology (and thus customer data) is connected through 

a consistent, established flow (for example, social > marketing automation 

> commerce/POS > CRM/customer service), brands won’t be able to make 

good on these expectations. With data flowing only one way, marketers don’t 

see what happens after an MQL becomes an SQL. This is an indication that 

brands aren’t thinking through the entire customer journey from awareness 

to purchase to retention. 

Without that full picture of the customer journey, marketers can’t create 

touchpoints across channels. The customer data they gather will be 

incomplete and will limit their ability to engage with consumers, leaving gaps 

in the customer experience. This often leaves customers cold, and looking 

for a more seamless experience...maybe with another brand.

A company should look beyond the marketing department to find that data. 

There is almost always data living outside of marketing, often in disparate 

systems. Just take a look at your ERP for proof of that. Integration means 

finding all of the data available to an organization, and using it to  

your advantage. 

Your marketing automation software must have the built-in ability to connect 

to and interface with existing software platforms. This is important from data-

collection and tracking perspectives. Marketing automation is supposed 

to make things simpler and easier to use. Do things right, with the right 

platform, and you’ll make your life easier and more profitable. Choose poorly 

and you’ll find heartache and pain. 

In an ideal world you would consider vendor alignment across your 

platforms. After all, you’ll leverage the most from your data using Salesforce 

Marketing, Service, & Commerce Cloud. We know though, that we do not live 

in an ideal world, so when that isn’t an option, consider reviewing what tools 

APIs have, what information you can access through them, and whether they 

offer alternatives like exporting to secure FTPs.

THE CHALLENGES OF  
INTEGRATION2.



Achieving integration – and therefore making the most of MA –   

  unfortunately can fail for a couple of reasons. As a marketer preparing 

to implement a new piece of marketing automation software, your goal should 

be to achieve the proper integration, enabling your systems to work together 

and pull data from disparate sources. That’s difficult when your data is 

disconnected, right? Stored in different systems, possibly in different formats, 

your data is managed by different technologies that speak different languages. 

And integration does not mean into CRM only. You need to think of all your 

channels and how you can use that information effectively. In short, solving 

this complex issue is about figuring out what to integrate, how, and on what 

basis. Unless you’re looking to reinvent your martech stack, you’ll likely use 

and tweak what you have, adding and removing a few areas to simplify.

How do you effectively do that? You need to embark on a discovery phase, 

taking preliminary steps before diving into the integration.

WHAT CAN I DO TO OVERCOME THESE 
COMMON INTEGRATION  
CHALLENGES?
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According to a Forbes report, by 2025 about  

 95% of all consumer/brand interactions will 

be via AI. This requires finely-tuned data points that 

can help you interface with customers in real time. 

Without integrated data, you just will not be able to 

keep up with the level of service consumers demand. 

You need contextual experiences that feel authentic. 

Consumers can spot inauthenticity a mile away.

Today, consumers expect real-time, personalized 

engagement and interaction. How do you provide 

that service if you don’t know who you’re serving? 

Creating fully-fleshed, data-driven personas is key to 

achieving integration. On its own, technology helps, 

but is not nearly enough to anticipate the needs of 

your customers. Knowing exactly who is giving you 

money, and the reasons and methods through which 

they use your product, gives you invaluable insights 

into what sorts of experiences they want and expect. 

Having a specific buyer persona to market directly  

to allows you to use real data and research  

to understand buying patterns, creating more 

targeted marketing experiences that can speak 

directly to customers.

KNOW WHO YOUR 
CUSTOMERS ARE

There are generally two ways to target your 
buyer personas to maximize the effectiveness 
of your integration:

» Per persona: Think about what phases 
customers go through in their lifecycle with 
your brand. Your role here is to market to a 
hypothetical customer who serves as your 
“ideal buyer,” and follow them through the 
buyer’s journey.

» Per phase: Understand what customers 
are thinking, doing, what channels they 
are engaging with and are active on at a 
specific point of the journey. What are they 
doing at this point? What information do 
they need to push them further along in the 
journey? What are their pain points? What 
are they expecting from you as a brand?

If you don’t know what your audience needs, 
you don’t know your audience. Solid data will 
tell you these things if you know how to ask, 
and knowing will shape what your architecture 
should look like.  
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Having an understanding of the customer 

journey, and having automations for 

each step of it, is key to MA success. If you’re 

not cognizant of where your customer is in 

their journey, you risk alienating them and  

pushing them out of the funnel altogether. 

But how does this work? One simple word: 

data. Understanding data helps show you 

when and where your customers are in the 

journey, how long it takes them to progress, 

and what items need to be in place for them 

to continue in it. 

Creating an architecture map is the place  

to start.

UNDERSTAND YOUR 
CUSTOMER’S
JOURNEY
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An architecture map helps you understand where your data lives and how              

 you can use it. Once you’ve mapped your customer journey, you need to 

understand how to achieve the requirements at each stage of the journey. More 

often than not, that means you’ll need to turn to a more technical conversation as 

your data is unlikely to be in one nice, neat location. You need to know

» What systems you have and who owns them
» What specific data is required
» What format the data is in
» What your data model is
» Where your data actually resides
»  Whether you have problems creating a unique ID and creating  

a 360 view of the customer
» What complications there are in accessing that data

This will almost certainly require the creation of an architecture map (if one is not 

already available). Partnering with tech experts to create your architecture map is 

recommended because the map will need to include the methodology and timing 

of data transfers, which are key when considering future mapping. Finally, don’t 

overload the system with real-time syncs where they aren’t required - but also 

don’t wait a day for order numbers to be sent out.

MAP OUT YOUR  
INFRASTRUCTURE10.



GETTING AN INTEGRATION  
EXPERT ONBOARD

Companies buy marketing automation tools only to find they’re not 

integrating with their other platforms. Often they haven’t budgeted for 

this scenario properly, largely because there is a lack of understanding on 

how tools integrate. Do you need a tool like MuleSoft to handle this? Also, 

getting data to communicate between their marketing automation and other 

apps is complex and requires an integration expert. This type of specialist can 

assess the company’s technology stack, make the right marketing automation 

software recommendations, and help them integrate it into their existing 

infrastructure. Integration is a huge investment with big ROI potential, but for 

companies that don’t have the web traffic, it’s better to stick with increasing 

traffic. 

IN SUMMARY

A solid strategy for integration is vital to the success 
of any marketing automation plan. By taking a 

data-driven approach to integration, and tailoring it to 
your buyer personas using tools like an architecture 
map, you can begin to develop an integration plan that 
helps ensure you can create a customer experience 
that will pay off for your company.

Remember to follow these steps in order to get the 
results you need:

»  Customer Journey & Personas: Understand what  
you need

» Architecture map: Find out where that exists
»  Implementation: Use the requirements to map out a 

delivery plan

NEED MORE?
SPEAK TO A MARKETING  
AUTOMATION EXPERT

The time to get your marketing automation on track 
and keep the communication channels between 
systems open for business is now. Are you ready 
to learn more about how to take your marketing 
automation efforts to the next level with proper 
integration? Reach out to Appirio’s automation 

professionals and pick up the tools and strategies you 
need to craft the right customer experience for your 
business.
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