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v storą from long ago…

A CFO calls for a meeting

● CMO 

● CTO… 
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He giĂes them a budget

● CMO gets Ҁ for strategy, creative and 

content.

● CTO gets ɂ/Ʉ for implementation, 

software and infrastructure 

● Capital Expenditure amortized over Ʉ 

years
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Success ăas qualitatiĂe

● We got a new site!

● We elevated the brand!

● Customer got a new fresh experience!
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Then the cloud arriĂed

● AWS in ɃɁɁɇ and Azure in ɃɁɂɁ

● Software as a service

● Scott Brinker’s Martech Landscape

○ ɂɆɁ products in ɃɁɂɂ 

○ Ɉ,ɁɁɁ+ in ɃɁɂɉ
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Fast forăard . . .  
Again, the CFO calls a meeting.

● No need for CTO budget

● No more CapEx

● Now P&L expensed

● Whole budget goes to the CMO

●  ѿ of the original budget per year
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CFO ăants something neă

Qualitative is not good enough anymore

● Show me the numbers!

● Marketing’s contribution to revenue

● ROMI ťReturn on Marketing InvestmentŦ

Money Image
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Plus, industrą pressure!

The CMO must . . . 

● Digitally Mature

● Digital Transform
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● PANICS!!!!!!!!!!

● No wonder the CMO has the 

shortest tenured role in the C-Suite 

ťɅɃ monthsŦ

First thing the CMO does…
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CMO thinks  . . . .
ŖMartech is the answerŗ

● And they start spending money…

● Millions…

● Billions…

● Over ɈɁ% are dissatisfied
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Martech spending is huge 
and groăing.

● Accounted for ɃɊ% of CMO’s 

budget in ɃɁɂɉ

● Recent survey suggests this has 

increased to ɅɃ% in ɃɁɂɊ
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vll of this spending has 
created neă problems

● Siloed systems

● Siloed data & reporting

● Siloed teams
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CMOs need...

● Connected teams

● Connected processes

● Connected technology

● This is the utopia of Martech
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Conǔeƞsion
AēƝuisition

Enļaļement

Upsells

Chuƞn 
Pƞeǔention

$/Customeƞ
Customeƞ 

LiĻetime Value

ReĻeƞƞals

Focus vreas: Customer Journeą

GƞoǕth

Are our customers interacting with our 
brand or our marketing technology silos?

Are we engaging with each customer based on 
their journey and stage with our brand? 

Are we measuring the success of the 
experiences that we’re providing?
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Chanļe 
ManaļementGoǔeƞnanēe

Roles

WoƞkfloǕ

ResponsiĒilities

Pƞojeēt 
Manaļement

Pƞoļƞams

Eduēation

Pƞoēesses

Focus vreas: Operational Efficiencą

Are our people enabled and processes refined 
to take full advantage of our technology?

Is our technology being used in the right way to 
engage with our customers?

Are we measuring the success of the 
technology & processes that we’re using?
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Cleaninļ & 
Pƞoēessinļ

SelĻ-Seƞǔiēe

Business 
Intelliļenēe

Data Inteļƞity

KPIs

Data OǕneƞship

Insiļhts

DashĒoaƞds

Complianēe

Focus vreas: Reporting & vnalątics

Does our tech surface the appropriate data insights 
to enable us to take appropriate strategic action?

Can our SMEs easily access the data they need in 
order to create new experiences and/or content?

Are we able to see the success of 
the actions that we’re executing?
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People

Process

Technologą

Bring Together:
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Marketing

Strategy 

Integrated 

Technologą 
+
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Unlocking Martech: 5 Dimensions
To unlock your marketing technology, your organization will need to focus on these 5 dimensions 

to help enable the alignment of its people, processes and technology.

Oˣe˥a˧˜ˢˡ˦C˨˟˧˨˥e C˨˦˧ˢˠe˥ˆ˧˥a˧e˚y

ˇec˛ˡˢ˟ˢ˚y
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5 Pillars 
of Marketing 

Technology

Customer 
Data

Content 
Management

Marketing 
vutomation

Digital 
Commerce

vnalątics
vI/BI
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  Digital Roadmap: Roadmap Defined

Program | Projects | Strategies | Initiatives | Milestones

Connecting processes and technology so that your teams can be connected to your customers.
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  Digital Roadmap: Digital Noă

IN
PU

T

Interviews

Assessments

Reviews

Audits

People 
(Digital Strategy, Culture, Roles, 
RACI)

Process
(Marketing Ops, Project 
Management, Governance, 
Education)

Technology
(Stack, Data Map, Analytics)

OUTPUT
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  Digital Roadmap: Digital Future
IN

PU
T

Interviews 

Reviews

 OKR

 OGSM

People 
(Refined & Aligned Digital Strategy, 
Roles, RACI)

Process
(Future state Marketing Ops, 
Processes, PM approach, 
Governance, Education)

Technology
(Stack, Data strategy, Benchmarks, 
KPIs)

OUTPUT
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Digital Roadmap: Roadmap EĄample
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Questions?
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