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Martech
The Great Enabler for Retail and eCommerce

Marketing Technology (MarTech) is another sliver of the proliferation of software to provide the 
retail and eCommerce marketing professionals a means by which they can do their job better. The 
marketing software is growing at an exponential rate. CIO’s cannot keep up with the tech as it’s 
publicly released, nor do they have the engineering and technical talent to evaluate what the best 
MarTech is for the company properly. Generally, the choice made is not tethered to any specific 
corporate goal. Plus, the functionality and ability to integrate with the current marketing tech stack 
is not part of the decision-making process (marketingcharts.com). The study reveals that when 
the 200 marketing and e-commerce decision makers were asked what they thought the essential 
decisions factors were in picking MarTech software, 51% said features and functionality were 
more important than business outcomes (20%). That is a troubling statistic.

 If you look at CMO budgets as an indicator, it is a rising trend as the share of CMO budgets 
dedicated to buying MarTech applications has risen from 22% in 2017 to 29% in 2018 according 
to a Gartner study. The Gartner chart below provides other details pertinent to retail and eCom-
merce trends.
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Connecting the previous statistic of 51% of CMO’s are buying MarTech apps based on their 
features and functionality with the trending rise in budgets allocated to MarTech apps, the possi-
bility of a MarTech apocalypse in any company is a real possibility. The apocalypse is money 
spent with no possible chance of realizing a return on the investment as these MarTech apps sit 
on the shelf and gather dust because they weren’t bought with the objective of building a Mar-
Tech system of applications to achieve the desired business outcome. More importantly, that 
increase in MarTech budgets is at the expense of taking budget away from other marketing 
activities that do contribute to marketing ROI as the Gartner chart indicates.

The issue I see at the root of this issue is that CMO's are being pressured to improve the custom-
er experience with MarTech software, applications, and the automation of the marketing func-
tion are being hyped as the savior to the CMO in building the company brand through customer 
loyalty and satisfaction. However, MarTech isn’t the only game in town for brand building. Emerg-
ing tech such as the robotic automation of business processes and agile software development 
processes are vital to pushing new products to market at an accelerated rate in response to 
customer demand. All of this tech must converge into one smoothly operating system from both 
the process side and the integration side. Sharing of data gathered on the customer journey is 
the critical point of integration. 

Using your customers to define your brand involves a lengthy road to success and the right 
technology to fully personalize the process. It also has some significant risk if you do it wrong. 
Gartner reported in a press release on Business Wire that they surveyed over 2500 customers 
gathering the statistics on what they would do if the company personalization efforts were 
deemed “creepy” or uncomfortable. The cost of that is steep. 38% said they would stop doing 
business with the company. Gartner also reported in that study that while most marketing lead-
ers strive to do effective one-to-one personalization, they fall short and the personalization 
efforts fail.

MarTech Choice Based on a Process-Driven, Data-Intensive 
Approach
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Focusing down on the technology end of that customer engagement, the concept of a tailored 
approach presents itself. Brands have to demonstrate to the customer that they are listening 
and are taking positive steps to provide the technical functionality that they are asking for which 
identifies the specific data to be used in making MarTech decisions. So, the MarTech issue is not 
one of developing a strategy for the MarTech technology but instead developing a data-driven 
process for choosing the right technology. That’s a significant distinction in how to treat the 
decision-making involved what technology you need. Features and functionality are not the most 
critical factors. How the MarTech converges with other marketing processes at the systems 
level is the key to success in driving a beneficial one-to-one customer personalization strategy. 
The tailored approach is first to help the customer, then layer in the right data to empower your 
message relevance. This process keeps the customer engagement professional and not too 
personal.  

To provide some additional context to the Gartner survey, there were four specific outcomes 
from the survey, and one involves how to treat technology as an enabler of the personalization 
process. All four outcomes are essential with the technology outcome highlighted for emphasis.

Staffing challenges are a major impediment to personalization efforts. In fact, 74 percent of 
marketing leaders report they struggle to scale their personalization efforts. To personalize 
effectively, marketing leaders must hire, train and develop key competencies for personalization 
including: the ability to understand consumers’ micro behaviors; know individual consumer 
preferences for trigger-based messages; produce content that can be versioned to meet a wide 
variety of consumer profiles and triggers; learn to mine nontraditional data and apply creativity to 
analytics; and share decision making with other disciplines.

Develop personalization skills
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Sixty-five percent of marketers indicate they “feel overwhelmed by the need to create more 
content to support personalization.” Meanwhile, two-thirds of B2C marketers report they are 
expected to show results from their personalization investments in less than a year. To effective-
ly manage expectations and deliver on objectives, marketing leaders need to create personalized 
content that is broken down into smaller components based on defined messages or purpose 
that contributes to the larger experience.

Atomize your content

Data is the currency of any personalization program. However, brands find themselves balancing 
the need for personalized marketing messages while consumers are increasingly concerned 
about privacy and data usage. To overcome this challenge, brands need to rethink their data 
collection, notification and deployment or risk losing consumer trust and attention. Leading 
companies utilize their brand sites as the primary method of data collection, maintaining control 
over customer datasets and enabling customers to consent to usage.

Rethink your data strategy

Despite growing pressures to show results and generate returns on personalization investments, 
marketing leaders need to exercise caution when investing in personalization tools — especially 
if they lack the data foundation or internal resources to fully leverage the solution. Building the 
business case and organizing customer data to support the personalization tool will take time.                   

Learn to walk, before you run, with technology
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MarTech is a tool with the strategy being independent of any tool. The process of choosing our 
MarTech is driven by what kind of business outcome we are seeking to achieve. Thus, by 
common sense, Martech is a tool to help us achieve success in the strategy we have developed 
to grow the company.

So, no matter how exciting the MarTech may appear with all its bells, whistles and data visualiza-
tion capability, if we don’t know what we are trying to achieve, the tools are mostly useless. All 
we’ll ever see is what the tool is capable of producing without the data to make it realistic and 
factual.               

Summation – MarTech is not a Strategy, It is an Enabler to Strategy


