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In this report, we hope to bring you 
the insights from conversations with 
100 marketers on how the martech 
landscape is evolving and formulate 
an index that lets an astute 
marketer benchmark their own 
initiatives.

This report delves into six key 
themes that encapsulate the current 
trends, challenges, and 
opportunities within the Martech 
ecosystem. From prioritizing 
customer-centric strategies to 
navigating the complexities of 
funding and talent acquisition, each 
theme offers valuable insights for 
businesses looking to harness the 
full potential of Martech.

As technology continues to advance 
at a rapid pace, it is crucial for 
organizations to stay informed and 
adaptable. We believe that the 
findings presented in this report will 
serve as a valuable resource for 
industry professionals, helping them 
in making informed decisions and 
driving innovation in their Martech 
initiatives.

We extend our gratitude to all the 
contributors, researchers, and 
collaborators who have made this 
study possible. We hope this report 
helps the modern marketer 
benchmark themselves with how the 
industry is evaluating & 
implementing martech initiatives.

MADHU SUDHAN
Co-founder @ Punt

Priyanka agrawal
Co-founder @ Punt

VISHAL AGARWAL
FOUNDER @ attributics
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MATURITY LANDSCAPE

FINDINGS
Approximately, Half the organizations have 
implemented MarTech across the customer 
journey

One in ten plan to adopt it in the next two 
years

Digital maturity emerges as a pre-cursor to 
MarTech implementation

More than 80% MarTech trailblazers are at 
the high end of ‘Digital Maturity’ spectrum.

INSIGHTS

The findings suggest a significant 
adoption of Marketing Technology 
(MarTech) across organizations. This 
indicates a growing recognition of the 
importance of MarTech in enhancing 
customer experiences and driving 
business growth.

There are signals of a continued trend 
towards MarTech adoption and 
underscores its increasing significance in 
the competitive landscape.

Organizations with a more advanced level 
of digital maturity are better positioned to 
leverage MarTech effectively, indicating 
the importance of digital transformation 
initiatives in facilitating successful 
MarTech adoption and utilization.

TOTAL RESONDENTS: 97
03

Distribution of companies by Martech Maturity

TRAILBLAZERS

Implemented MarTech at 
scale across the organization 
along the full Customer 
Journey 

PATHFINDERS

GREENHORNS

Implemented MarTech in a 
limited way along some parts 
of the Customer Journey

Completed multiple pilot 
programs/POCs (Proof of 
Concepts) 

Not adopted MarTech, but 
PLAN TO ADOPT in the 
next 2 years

Not adopted MarTech 
and DO NOT PLAN to 
adopt for the next 2 
years

48%

32%

1%
11%
7%



MARTECH MATURITY LENS

KEY FINDINGS
Large organizations who are mature in 
their ‘Digital Journey’ are the first movers 
of MarTech 

While there is asymmetry between 
MarTech implementation and business 
priority, implementation appears to be in 
sync with the ‘digital maturity’ of the 
organization.

80% would increase investment in 
MarTech in the coming year 

More than half find MarTech extremely 
critical for Marketing effectiveness

MATURITY

DEPLOYMENT

BENEFITS PERCIEVEDCHALLENGES FACED

CRITICALITY

INVESTMENT OUTLOOK

TRAILBLAZERS

PATHFINDERS

GREENHORNS

MarTech Deployment: 1) Marketing 
Automation 2) CRM 3) Infrastructure

Benefits realized: 1) Personalization of 
Campaigns 2) Increased Sales 3) 
Enhanced CX 4) Data led insights 

Challenges: 1) Selecting the right vendor 
2) Fitment of the solution 3) Complex 
integration with legacy systems

High’ rated Business Priorities: 1) MarTech 
Management 2) Content 3) Decisioning 
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TOP THREE

Investigation by Martech maturity

TRAILBLAZERS (48)

PATHFINDERS (32)

GREENHORNS (17)



PRIORITY

DEPLOYMENT

BENEFITS PERCIEVEDCHALLENGES FACED

CRITICALITY

INVESTMENT OUTLOOK

COMPANY SIZE LENS

Large organizations who are mature in their 
‘Digital Journey’ are the
first movers of MarTech

The organizations closer to 1000 Cr t/o showcase 
a wider range of MarTech deployment

The highest priority for the > 1000 Cr 
organizations is to set up a MarTech 
Management governance and deploy CDP

While the benefits perceived are equal, perhaps 
a tad higher with
smaller organizations, the challenges perceived 
seem larger for the small organizations

Data Science a common theme in their plan for 
a MarTech future

Investment is a given for the larger 
organizations

KEY FINDINGS

MORE THAN 1000CR

LESS THAN 1000CR
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Investigation by company size

MORE THAN 1000CR (58)

LESS THAN 1000CR (39)
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KEY FINDINGS
High MarTech Value Index amongst Large (> Rs. 
1000 Cr. Turnover) organizations

>60% trail blazers and pathfinders are in the mid 
range of the index highlighting scope for 
expansion and further implementation. 

Max Score computation (9 AREAS)

Priority: 3*9 = 27

Deployment: 2*9 = 18

Benefit: 2*9 = 18

Sum total: 63 [Max Score]

Scoring methodology : Points assigned

Priority [No priority: 0 point | Low priority: 1 point Medium priority: 

2 points | High priority: 3 points]

Deployment [Yes - 2 points | No - 0]

Benefit Realized [Yes - 2 points | No - 0]

Index Formula
[Numerator: Sum of points accumulated across 3 questions / 9 areas] 

[Denominator: Max score (63)]
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CUSTOMER FRONT
& CENTER

VALUE VERSUS HYPE IN 
MARTECH

FUNDING WOES
QUEST FOR ROI

TALENT BEFORE
TOOLS

AI: NEXT GEN 
MARTECH

THE CDP 
CROSSROADS

How Martech empowers 
businesses to prioritize 
customer-centric strategies 
for success

Exploring the real value and 
practical implications of 
Martech in today's 
landscape

Unveiling the importance of 
skilled professionals in 
maximizing Martech 
effectiveness

Navigating the challenges 
and opportunities of securing 
investment for Martech 
initiatives

Unleashing the 
transformative power of 
artificial intelligence in 
marketing technology

Navigating the intersection of 
customer data platforms and 
marketing strategy for enhanced 
customer experiences
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ELEVATING CX
In the realm of modern business, 
customer experience (CX) reigns 
supreme as a cornerstone for success. 
Elevating CX isn't just a buzzword; it's a 
strategic imperative that savvy 
companies recognize as the 
differentiator between mere survival 
and thriving in a competitive 
landscape. At its core, elevating CX 
involves a commitment to 
understanding, anticipating, and 
exceeding the needs and expectations 
of each individual customer.

The journey begins with a deep 
understanding of the customer base, 
their preferences, pain points, and 
aspirations. By leveraging data 
analytics, companies can gain insights 
into customer behaviors, allowing for 
personalized interactions and tailored 
solutions. However, elevating CX 
transcends mere data analysis; it 
requires a human touch. Every 
interaction, whether digital or face-to-
face, presents an opportunity to forge a 
meaningful connection and leave a 
lasting impression.

Commitment to understanding, 

anticipating, and exceeding 

customer expecta
tions

Consistency is key in elevating CX. From 
the initial point of contact to post-
purchase support, customers expect 
seamless experiences across all 
touchpoints. This necessitates 
alignment across departments and 
channels, ensuring a cohesive and 
integrated approach to customer 
service.

Ultimately, the essence of elevating CX 
lies in empathy and empowerment. By 
putting the customer at the center of 
every decision and interaction, 
companies can foster loyalty, advocacy, 
and sustainable growth. It's not just 
about satisfying customers; it's about 
delighting them—one customer at a 
time. Through relentless dedication to 
elevating CX, businesses can forge 
enduring relationships and secure their 
position as industry leaders in the 
hearts and minds of their customers.
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CUSTOMER

MarTech enables visible results by influencing the 
customer journey & experience resulting in improved 
sales. 

Being able to run targeted campaigns is the biggest 
advantage perceived overall 

MarTech ‘Pathfinders’ yet to see major benefits of the 
implementation compared to ‘Trailbazers.

’Greenhorns’ expectations w.r.t. benefits post adoption are 
higher

91%
83%

71%

85%

Ability to drive personalized/Targeted 
marketing campaigns

Enhanced

Customer experience

Optimized customer journey with 
reduced friction

Enhanced ability to influence customer 
journeys across touch points

66%
63%

76%

67%

Analytics leading to actionable 
business and customer insights

74%
57%

65%

67%

72%
50%

59%

63%

53%
47%

82%

56%

Higher customer retention and 
lifetime value

49%
43%

53%

48%

Improved 

Brand loyalty

45%
40%

29%

40%

FINDINGS

INSIGHTS

TRAILBLAZERS (48)

PATHFINDERS (32)

GREENHORNS (17)

OVERALL (97)

Businesses prioritize the impact of hyper-personalization 
of campaigns as a primary benefit of MarTech adoption, 
placing it above improved brand loyalty and retention 
in terms of importance. 

This suggests that organizations view the ability to tailor 
marketing efforts to individual customer preferences 
as a key driver in expanding their customer base. 

It underscores the emphasis on leveraging MarTech 
tools to deliver targeted and personalized experiences 
that resonate with consumers, ultimately driving 
engagement and acquisition. 

09

Benefits realized by Martech maturity lens



88%
81%

85%

Ability to drive personalized/Targeted 
marketing campaigns

Enhanced

Customer experience

Optimized customer journey with 
reduced friction

64%
69%

67%

Analytics leading to actionable 
business and customer insights

70%
64%

67%

55%
79%

63%

46%
72%

56%

Higher customer retention and 
lifetime value

52%
42%

48%

Improved 

Brand loyalty

34%
50%

40%

Enhanced ability to influence customer 
journeys across touch points

Personalization emerges as a key benefit 
regardless of business size and industry.

Mid to small businesses realize(d) benefits 
through influencing and reducing friction in 
customer journeys.

FINDINGS

INSIGHTS
There is a shared recognition among organizations of all 
sizes regarding the importance of tailoring marketing 
efforts to individual customer preferences.

A clear  strategic focus on leveraging MarTech tools to 
deliver targeted and personalized experiences, 
emphasizing the role of such initiatives in driving 
engagement and acquisition.

This insight suggests that regardless of company size, 
businesses prioritize maximizing the effectiveness of 
their marketing efforts by harnessing the capabilities of 
MarTech to create meaningful connections with 
consumers and expand their customer base. MORE THAN 1000CR (58)

LESS THAN 1000CR (39)

OVERALL (97)
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Data-led hyper personalization 
represents a paradigm shift in how 
businesses engage with their 
audiences, offering the potential for 
truly meaningful interventions. By 
harnessing vast amounts of data 
from various sources, including 
browsing behaviour, purchase 
history, demographic information, 
and even real-time interactions, 
businesses can create highly tailored 
experiences for individual 
consumers.

Through sophisticated algorithms 
and machine learning techniques, 
businesses can analyse this data to 
gain deep insights into each 
customer's preferences, needs, and 
behaviours. Armed with this 
knowledge, they can deliver 
personalized interventions that 
resonate on a personal level, 
whether it's recommending 
products or services, providing 
targeted content, or offering 
customized solutions to address 
specific pain points.

This level of hyper personalization 
not only enhances the customer 
experience but also fosters a sense 
of connection and loyalty. By 
demonstrating a genuine 
understanding of their customers' 
individual needs and preferences, 
businesses can cultivate long-lasting 
relationships built on trust and 
mutual value, ultimately driving 
growth and success in an 
increasingly competitive 
marketplace.

HYPER
PERSONA
LISATION

MARTECH

USER
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AUDI     CEENGAGEMENT

FUTURE OF

Adapting to Evolving 

Consumer Behavior

12

Brands excel in omni-channel 
engagement by strategically 
leveraging customer data across 
various touchpoints. First, they 
integrate data collected from online, 
offline, and social channels into 
centralized systems for holistic analysis. 
By scrutinizing this data, brands gain 
valuable insights into customer 
behavior, preferences, and trends. They 
segment customers based on these 
insights, allowing for targeted and 
personalized marketing efforts.

Continuous measurement and 
optimization are essential for 
refining omni-channel 
engagement strategies. Brands 
monitor key metrics to assess 
performance and identify areas 
for improvement. This iterative 
process ensures that brands 
remain responsive to evolving 
customer needs and preferences.

Real-time personalization is key in 
delivering seamless experiences. 
Brands utilize data to customize 
interactions across channels, ensuring 
consistency and relevance in 
messaging. For instance, customers 
may receive personalized product 
recommendations or promotions 
based on their browsing or purchase 
history.

Cross-channel campaigns 
further enhance engagement by 
delivering cohesive messages 
across platforms. By employing 
data-driven strategies, brands 
can effectively reach customers 
wherever they are, whether it's 
through email marketing, social 
media advertising, or in-store 
promotions.

.

Ultimately, by harnessing data 
effectively, brands can create 
seamless, personalized 
experiences that foster customer 
loyalty and drive business growth 
across all channels.
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WHATS MAKING 
COMPANIES NERVOUS

The adoption of Marketing 
Technology (MarTech) has become a 
double-edged sword for many 
companies, stirring both excitement 
and apprehension due to several key 
factors.

Firstly, the sheer abundance of 
available MarTech solutions can 
overwhelm businesses, leading to 
decision paralysis and uncertainty 
about which tools best align with their 
specific needs and objectives. With 
thousands of vendors offering a 
multitude of solutions, companies 
may struggle to navigate the complex 
landscape and make informed 
choices.

Secondly, concerns about data privacy 
and security loom large in the age of 
digital marketing. With regulations 
like GDPR and CCPA imposing strict 
requirements for data handling and 
consent, companies face increased 
scrutiny and potential legal 
ramifications if they fail to comply. 
This regulatory environment adds 
another layer of complexity and risk to 
MarTech adoption.

13

Additionally, the rapid pace of 
technological innovation means that 
MarTech platforms quickly become 
obsolete, requiring continuous 
investment and adaptation to stay 
competitive. For companies operating 
on tight budgets or with limited 
resources, this ongoing commitment 
can be daunting, leading to hesitation 
and reluctance to embrace new 
technologies.

Furthermore, integrating disparate 
MarTech solutions with existing 
systems and processes poses 
significant challenges, ranging from 
technical compatibility issues to 
organizational resistance to change. 
The prospect of disruption and the 
need for extensive training and 
support further compound 
companies' concerns about MarTech 
adoption.

In essence, while MarTech holds great 
promise for enhancing marketing 
effectiveness and driving business 
growth, the complexities and 
uncertainties surrounding its adoption 
make many companies nervous about 
taking the plunge. Yet, those that 
successfully navigate these challenges 
stand to gain a significant competitive 
advantage in the increasingly digital 
and data-driven marketplace.

FAST EVOLVING

TECH LANDSCAPE

BUSINESS

CHALLENGES



ADOPTION CHALLENGES

Selection of the right vendor/system 
integrator

Fitment of the solutions to our 
business requirements

Reengineering processes in 
implementation

Access to the right MarTech skills

Complexity of integration with 
legacy systems

Deployment with multiple functional 
teams fraught with friction

Scope of customization of the 
solution

0 10 20 30 40 50 60 70 80 90

71%

63%

56%

53%

53%

51%

44
%

MarTech Trailblazers’ and Pathfinders’ top 
challenge is of selecting the ‘Right Vendor’.

Fitment also a challenge for ‘Pathfinders’.

‘Greenhorns’ seem deterred by lack of 
benefit visibility & businesses understanding 
of technology

FINDINGS

INSIGHTS
Across the board, selecting the right vendor, ensuring 
the fitment of tools, and integrating with legacy 
systems are universally acknowledged as critical 
concerns. This underscores the importance of thorough 
vendor evaluation and seamless integration processes 
to maximize the effectiveness of MarTech investments.

For companies embarking on their MarTech journey, a 
lack of understanding of the engineering processes is a 
clear indicator of apprehension surrounding adoption. 
This highlights the need for comprehensive training and 
education initiatives to empower teams with the 
knowledge and skills required to effectively leverage 
MarTech solutions.

14

Challenges faced by martech maturity lens

TRAILBLAZERS (48)

PATHFINDERS (32)

GREENHORNS (17)

OVERALL (97) Continued on next sheet…



Business teams understanding of 
technology/tools

Access to appropriate customer data

Getting appropriate Budgets

Evangelization needed for effective 
adoption of tools, a departure from 
traditional processes and approach

Lack of clear visibility of benefits 
realized

Lack of clear objectives for the 
solution

Tech teams Marketing/Business 
context appreciation

43%

43%

39%

37%

29%

27%

20%

For ‘Greenhorns’ Access to appropriate data 
is the top most challenge for adoption.

 Justifying investments is also a big concern 
for them

 

FINDINGS

INSIGHTS

0 10 20 30 40 50 60 70 80 90

Greenhorns face challenges in accessing appropriate 
data due to factors such as limited resources, lack of 
data infrastructure, and inadequate data quality 
assurance processes.

Without access to relevant and reliable data, greenhorns 
struggle to effectively personalize marketing 
campaigns, optimize targeting strategies, and measure 
campaign performance accurately.

Greenhorns encounter difficulties in justifying 
investments in MarTech due to uncertainty about the 
expected return on investment (ROI) and budget 
constraints.

Without clear metrics and benchmarks for measuring 
the impact of MarTech investments, greenhorns find it 
challenging to secure buy-in from stakeholders and 
allocate resources effectively.
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ADOPTION CHALLENGES
Challenges faced by martech maturity lens

TRAILBLAZERS (48)

PATHFINDERS (32)

GREENHORNS (17)

OVERALL (97)



Selection of the right vendor/system 
integrator

Fitment of the solutions to our 
business requirements

Reengineering processes in 
implementation

Access to the right MarTech skills

Complexity of integration with 
legacy systems

Deployment with multiple functional 
teams fraught with friction

Scope of customization of the 
solution

0 10 20 30 40 50 60 70 80 90

71%

63%

56%

53%

53%

51%

44
%

FINDINGS

INSIGHTS

Right vendor selection emerges as a key 
challenge regardless of business size and 
industry.

Mid to small businesses also think finding the 
right fitment as the major challenge

Across the company sizes, selecting the right vendor, 
ensuring the fitment of tools, and integrating with 
legacy systems are universally acknowledged as critical 
concerns. This underscores the importance of thorough 
vendor evaluation and seamless integration processes 
to maximize the effectiveness of MarTech investments.

For companies mid size companies, a lack of 
understanding of the engineering processes is a clear 
indicator of apprehension surrounding adoption. 

16Continued on next sheet…

ADOPTION CHALLENGES
Challenges faced by company size lens

MORE THAN 1000CR (58)

LESS THAN 1000CR (38)

OVERALL (97)



Business teams understanding of 
technology/tools

Access to appropriate customer data

Getting appropriate Budgets

Evangelization needed for effective 
adoption of tools, a departure from 
traditional processes and approach

Lack of clear visibility of benefits 
realized

Lack of clear objectives for the 
solution

Tech teams Marketing/Business 
context appreciation

43%

43%

39%

37%

29%

27%

20%

0 10 20 30 40 50 60 70

For ‘mid size companies’ Access to appropriate 
data is the top most challenge for adoption.

 Justifying investments is also a big concern for 
them

 

FINDINGS

INSIGHTS
Midsize companies face challenges in accessing 
appropriate data due to factors such as limited 
resources, lack of data infrastructure, and inadequate 
data quality assurance processes.

Another issue they encounter is justifying investments in 
MarTech due to uncertainty about the expected return 
on investment (ROI) and budget constraints.

Without clear metrics and benchmarks for measuring 
the impact of MarTech investments, they find it 
challenging to secure buy-in from stakeholders and 
allocate resources effectively.
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MORE THAN 1000CR (59)

LESS THAN 1000CR (38)

OVERALL (97)

ADOPTION CHALLENGES
Challenges faced by company size lens



HYPE 

Amidst the buzz surrounding 
Marketing Technology (MarTech) 
tools, it's essential for businesses to 
conduct a hype check to ensure they 
invest wisely. While MarTech offers 
valuable solutions for enhancing 
marketing efforts, not every tool lives 
up to its promises.

Striking the right 
balance between 
buzz and 
substance.

18

Businesses must critically evaluate 
whether a MarTech tool aligns with 
their specific goals and challenges. 
It's crucial to look beyond flashy 
features and consider factors such as 
scalability, integration capabilities, 
and compatibility with existing 
systems. Additionally, assessing the 
vendor's reputation, customer 
support, and track record can provide 
valuable insights into the tool's 
reliability and effectiveness.

Furthermore, businesses should 
avoid falling into the trap of chasing 
the latest trends without considering 
their long-term strategic 
implications. Instead, they should 
focus on investing in MarTech 
solutions that deliver tangible value 
and align with their overarching 
marketing objectives.

By conducting a thorough hype 
check and prioritizing substance over 
hype, businesses can make informed 
decisions that maximize the potential 
of MarTech tools while avoiding costly 
pitfalls.

CHECK 

TOOLS CREATING 

BUSINESS IMPACT

TOOLS WORTH

EXPERIMENTATION 



EMPHASIZING 
PROCESSES OVER 
PRODUCTS
In the age of Marketing Technology 
(MarTech), it's crucial for businesses 
to emphasize processes over 
products. While MarTech tools offer 
valuable functionalities, the 
effectiveness of these tools ultimately 
depends on the underlying processes 
and strategies guiding their 
implementation.

Prioritizing processes involves 
establishing clear goals, defining 
workflows, and optimizing operations 
to maximize the value derived from 
MarTech investments. This includes 
aligning technology with business 
objectives, integrating systems for 
seamless data flow, and developing 
standardized procedures for 
leveraging MarTech tools effectively.

19

Moreover, focusing on processes 
encourages continuous improvement 
and agility, enabling businesses to adapt 
to changing market dynamics and 
evolving consumer behavior. By 
fostering a culture of innovation and 
optimization, organizations can unlock 
the full potential of MarTech tools and 
drive sustainable growth over the long 
term.

In essence, while MarTech products can 
streamline operations and enhance 
marketing efforts, it's the emphasis on 
well-defined processes that ultimately 
determines success in harnessing the 
power of technology to achieve business 
objectives.

PRODUCT EVALUATION BASIS 

VALUE CREATION TO PROCESSESSROBUST 
PROCESSESS
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TOOLS PERCEPRTION 
FUELING THE HYPE
In the world of Marketing 
Technology (MarTech), the 
perception of tools often fuels hype, 
leading to inflated expectations and 
misconceptions about their 
capabilities. This phenomenon 
occurs when flashy features and 
promises overshadow the practical 
realities of implementation and 
usage.

Tools perception is often influenced 
by marketing campaigns, industry 
buzz, and peer recommendations, 
creating a sense of urgency and 
FOMO (fear of missing out) among 
businesses. As a result, companies 
may rush to adopt new tools without 
fully understanding their fit or 
functionality within their existing 
ecosystem.

20

Moreover, the rapid pace of 
technological innovation can further 
fuel hype, as businesses vie to stay 
ahead of the curve and embrace the 
latest trends. However, this relentless 
pursuit of novelty can sometimes lead 
to overlooking more pragmatic 
solutions that better address actual 
business needs.

To mitigate the effects of tools 
perception fueling hype, businesses 
must approach MarTech adoption 
with a critical mindset, conducting 
thorough research, evaluating 
practical use cases, and aligning tools 
with their specific objectives and 
resources. By focusing on substance 
over hype, businesses can make 
informed decisions that drive real 
value and sustainable growth.

CAREFULL EVALUATION 

OF NEW TECH TO CREATE VALUE



BUSINESS PRIORITIES 
MARTECH AREAS ASSESSED

MARKETING 
AUTOMATION

COMMERCE

CONTENT

DECISIONING

DATA SCEIENCE AND 
ANALYTICS

CUSTOMER DATA 
INFRASTRUCTURE

2%
3%

27%

4%
6%

18%

10%
19%

11%

6%
13%

45%

0%
13%

45%

0%
16%

36%

MARTECH RELATED 
MANAGEMENT

15%
18%

22%

There is a direct co-relation between digital maturity and 
tools prioritisation. 

Majority companies have already deployed Marketing 
automation. CRM and commerce tools.

Value of  Martech Management is still unrealized in most 
companies. 

FINDINGS

INSIGHTS

TRAILBLAZERS (48)

PATHFINDERS (32)

GREENHORNS (17)

It appears that Greenhorns are recognizing the significance of 
these tools, placing them higher on their priority list. Meanwhile, 
seasoned trailblazers, who have already implemented a wide array 
of tools, are shifting their focus towards the benefits to be derived 
from these tools rather than their mere deployment. 

Additionally, newcomers, having recently entered the MarTech 
landscape and implemented the top 2-3 tools, are now turning 
their attention towards decision-making processes and data 
analytics as they seek to further enhance their capabilities in this 
domain. 

This suggests a natural progression in the prioritization and 
utilization of MarTech tools, with newcomers initially focusing on 
deployment and gradually shifting towards leveraging the insights 
and benefits generated by these tools for strategic decision-making.

87%

73%

70%

59%

68%

69%

CRM
INFRASTRUCTURE

6%
6%

36%
80%

CLOUD
INFRASTRUCTURE

7%
13%

36%
71%

49%

BUSINESS PRIORITY DEPLOYED
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BUSINESS
(MATURITY LENS) 

74%
63%

71%

70%

Increased Sales

Operational efficiency

Effective content management across 
touchpoints for creating, sorting and 

distributing content

62%
53%

71%

61%

Incorporating new initiatives and 
best practices

55%
33%

59%

49%

30%
20%

41%

29%

Martech adoption by Martech maturity for business outcomes

TRAILBLAZERS (48)

PATHFINDERS (32)

GREENHORNS (17)

OVERALL (97)

From the perspective of marketing and sales, companies 
perceive increased sales as a significant benefit of 
deploying Martech solutions. 

Additionally, there is a recognized advantage in enhancing 
operational efficiency. 

Furthermore, newcomers to the Martech arena strongly 
believe that it will enable them to effectively implement 
new initiatives.

FINDINGS

INSIGHTS
By leveraging advanced tools and strategies, companies 
aim to optimize their marketing and sales efforts, 
resulting in higher conversion rates and revenue 
generation.

The acknowledgment of enhanced operational 
efficiency as an advantage suggests that Martech 
solutions streamline processes and workflows within 
marketing and sales departments. By automating tasks, 
improving collaboration, and providing valuable 
insights, Martech enables companies to operate more 
effectively and achieve better results with fewer 
resources.

By providing access to cutting-edge technologies and 
capabilities, Martech empowers companies to explore 
new strategies, experiment with different approaches, 
and adapt to changing market dynamics more 
efficiently.
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BEAT THE HiPPO 
(highest paid person’s opinion)

"Beat the Hippo" refers to 
challenging the traditional 
approach of relying solely on the 
highest-paid person's opinion 
(HIPPO) and instead embracing 
data-driven decision-making 
processes. In today's data-rich 
environment, businesses recognize 
the importance of leveraging data 
to inform strategic choices.

Data-driven decision-making 
involves collecting, analyzing, and 
interpreting data to gain insights 
and guide actions. By utilizing 
metrics, analytics, and predictive 
modeling, businesses can make 
informed decisions based on 
empirical evidence rather than 
subjective opinions.

Data driven decision making
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This approach offers several benefits, 
including increased accuracy, reduced 
bias, and enhanced accountability. 
Data-driven decision-making enables 
businesses to identify trends, uncover 
patterns, and anticipate future 
outcomes with greater precision.

Moreover, it empowers organizations to 
optimize processes, allocate resources 
effectively, and capitalize on emerging 
opportunities. By prioritizing data-
driven insights over individual opinions, 
businesses can drive innovation, 
improve performance, and gain a 
competitive edge in today's rapidly 
evolving marketplace.

REDUCE FALIURE

SCENARIOS

DATA LEADING 
THE WAY



PEOPLE ARE THE 
SOLUTION
In Marketing Technology (MarTech), 
it's crucial to recognize that people 
are the solution. While advanced 
tools and technologies play a vital 
role, it's the individuals behind them 
who drive innovation, creativity, and 
success.

Effective MarTech implementation 
requires skilled professionals who 
can harness the power of 
technology to achieve strategic 
objectives. From data analysts and 
digital marketers to software 
developers and project managers, 
it's the diverse talents and expertise 
of people that enable businesses to 
leverage MarTech effectively.
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Moreover, fostering a culture of 
collaboration, learning, and 
adaptation is essential for MarTech 
success. By empowering employees 
to experiment, iterate, and share 
insights, businesses can unlock the 
full potential of their MarTech 
investments.

Additionally, prioritizing user 
experience and employee training 
ensures that MarTech tools are 
utilized to their fullest extent, driving 
efficiency and productivity.
In essence, while MarTech provides 
the tools, it's the people who wield 
them that ultimately determine the 
success of marketing initiatives and 
drive business growth.

INDIVIDUALS DRIVING

INNOVATION
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IS YOUR INVESTMENT STUCK IN 
A CHA-CHA WHEN YOU WERE 
HOPING FOR A SALSA? 

Investing in marketing technology (MarTech) can sometimes feel like 
dancing the Cha-Cha when you were hoping for a Salsa. Instead of 
smooth movements and rhythmic flow, you might find yourself stuck in 
a repetitive pattern of steps without making significant progress.

This scenario often occurs when businesses invest in MarTech tools 
without a clear strategy or understanding of their specific needs. 
Without proper planning and alignment with business objectives, 
MarTech investments can result in inefficiencies, wasted resources, and 
missed opportunities.

To avoid getting stuck in a Cha-Cha, businesses must ensure that their 
MarTech investments align with their goals, processes, and capabilities. 
This involves conducting thorough research, identifying the right tools, 
and developing a comprehensive implementation plan.

Moreover, ongoing evaluation and optimization are essential to ensure 
that MarTech investments continue to deliver value and remain aligned 
with evolving business needs. By taking a strategic approach and 
staying agile, businesses can transform their MarTech investments into 
a dynamic Salsa that energizes their marketing efforts and drives 
business growth.
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INVESTMENT v/s BENEFITS REALISATION
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INVESTMENT v/s BENEFITS REALISATION

Marketing Automation and CRM emerge as 
most deployed with benefits perceived. 

Data Science and Analytics, Content the 
pathway for future investments

Decisioning and MarTech related management see 
fewer takers

Infrastructure, Customer Data Infrastructure and 
Content see less benefits than expected

FINDINGS

INVESTED AND BENEFITTED

INVESTED BUT NOT BENEFITTED

NOT INVESTED BUT PLAN TO INVEST

NOT INVESTED AND NO PLANS TO INVEST

Marketing Automation and CRM Dominance:
The widespread deployment of marketing automation and CRM platforms suggests that 
businesses recognize the importance of these tools in streamlining marketing operations, 
improving customer relationship management, and driving revenue growth.
The perceived benefits associated with these platforms likely include increased efficiency, 
better targeting capabilities, and enhanced customer engagement and retention.

Focus on Data Science, Analytics, and Content:
The emphasis on future investments in data science and analytics, as well as content-
related technologies, highlights a strategic shift towards leveraging data-driven insights 
and creating compelling content to drive marketing effectiveness.
Businesses recognize the importance of data-driven decision-making and personalized 
content experiences in achieving marketing objectives, such as improving targeting 
precision, enhancing customer experiences, and maximizing ROI.

Limited Adoption of Decisioning and MarTech Management:
The fewer takers for decisioning and MarTech management solutions suggest that 
organizations may face challenges in effectively implementing and utilizing these 
technologies.
This could be due to factors such as complexity, integration issues, or a lack of 
understanding of the potential benefits these tools offer in optimizing marketing 
strategies and operations.

Less-than-Expected Benefits for Infrastructure and Customer Data:
The finding that infrastructure and customer data-related technologies see less perceived 
benefits than expected indicates potential gaps or inefficiencies in current 
implementations.
Organizations may need to re-evaluate their infrastructure strategies and data 
management practices to ensure they effectively support their marketing objectives and 
deliver the desired outcomes.

INSIGHTS
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CRM
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INVESTMENT v/s BENEFITS REALISATION

Marketing Automation and CRM emerge as 
most deployed with benefits perceived. 

Data Science and Analytics, Content the 
pathway for future investments

FINDINGS Marketing Automation and CRM emerge as 
most deployed with benefits perceived. 

Data Science and Analytics, Content the 
pathway for future investments

FINDINGS
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COMMERCE
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CONTENT CUSTOMER DATA INFRASTRUCTURE
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INFRASTRUCTURE DECISIONING
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MARTECH RELATED MANAGEMENT
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CRITICALITY V/S 
EFFECTIVENESS

ENTREMELY 
CRITICAL

SOMEWHAT 
CRITICAL

NEUTRAL
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UNIMPORTANT

NOT AL ALL 
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28%
17%
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59%

16%
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20%

1%

~60% perceive MarTech’s role as extremely 
critical for Marketing effectiveness

Surprisingly around 28% feel its somewhat 
unimportant

FINDINGS

INSIGHTS

TRAILBLAZERS (48)

PATHFINDERS (32)

GREENHORNS (17)

OVERALL (97)

This high level of importance attributed to MarTech suggests that 
businesses view it as a key enabler for achieving marketing 
objectives, such as enhancing customer engagement, improving 
campaign performance, and driving revenue growth.

Organizations likely prioritize investments in MarTech tools and 
resources to capitalize on its potential to optimize marketing 
strategies, streamline operations, and deliver personalized 
experiences to customers.

The finding that approximately 28% feel MarTech is somewhat 
unimportant is unexpected and warrants further investigation.

It may indicate a lack of understanding or appreciation for the 
capabilities and benefits of MarTech among some stakeholders 
within organizations.

Alternatively, it could suggest challenges or frustrations with 
existing MarTech implementations, such as difficulties in achieving 
desired outcomes or realizing expected ROI.
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INTENT VS BENEFITS
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INVESTMENT
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TRAILBLAZERS (48)
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GREENHORNS (17)

OVERALL (97)

Overall, 8 out of 10 plan to increase investments in 
MarTech. 

Businesses with higher Martech maturity level still 
want to keep investing in Martech tools

FINDINGS

INSIGHTS

The findings indicate a strong commitment among businesses 
towards increasing investments in MarTech. This suggests a 
widespread recognition of the value and importance of MarTech in 
achieving business objectives and driving growth.

There is a strategic approach to technology adoption, where 
organizations recognize the ongoing benefits and opportunities 
afforded by MarTech tools, even after achieving a certain level of 
maturity.

The enduring significance of MarTech investments as a key driver 
of business success. They reflect a proactive stance towards 
leveraging technology to enhance operational efficiency, improve 
customer experiences, and gain a competitive edge in the market.

34



CREATING MARTECH 
VALUE & CONTROLLING 
TCO 
Creating value with Marketing 
Technology (MarTech) while controlling 
Total Cost of Ownership (TCO) requires a 
strategic approach that balances 
investment with returns. It begins by 
aligning MarTech initiatives with 
business objectives, ensuring that each 
investment contributes directly to 
achieving specific goals.

To maximize value, businesses must 
prioritize solutions that offer scalability, 
flexibility, and integration capabilities, 
allowing for seamless adaptation to 
evolving needs and technologies. 
Additionally, focusing on user adoption 
and training ensures that MarTech tools 
are utilized to their fullest potential, 
driving efficiency and productivity.
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Controlling TCO involves carefully 
managing costs throughout the 
lifecycle of MarTech investments, from 
acquisition and implementation to 
ongoing maintenance and support. 
This includes conducting thorough 
cost-benefit analyses, negotiating 
favorable vendor agreements, and 
optimizing resource allocation.

Furthermore, regular monitoring and 
performance evaluation enable 
businesses to identify areas for 
optimization and reallocate resources
accordingly, ensuring that MarTech
investments continue to deliver value 
over time. By taking a strategic and 
proactive approach to creating value 
and controlling TCO, businesses can 
maximize the impact of their MarTech
initiatives and drive sustainable growth.

TOOLS THAT OFFER

SCALABILITY AND FLEXIBILITY

AND DRIVEEFFICIENCY



EATING THE ELEPHANT
PIECE BY PIECE

"Eating the elephant piece by piece" is 
an apt metaphor for tackling the 
complexities of building and managing 
a Marketing Technology (MarTech) 
stack. Just as breaking down a large 
task into smaller, more manageable 
parts allows for more effective 
execution, approaching the MarTech 
stack incrementally can lead to better 
outcomes.

Building a MarTech stack involves 
carefully selecting and integrating 
various tools and platforms to support 
marketing activities across the 
customer journey. Instead of 
attempting to implement everything 
at once, businesses should prioritize 
their needs and focus on one 
component at a time.

THE MARTECH STACK
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By taking a phased approach, 
businesses can ensure that each 
piece of the MarTech stack is 
implemented effectively, 
maximizing adoption and 
minimizing disruptions. This 
incremental strategy also allows for 
continuous evaluation and 
optimization, ensuring that the 
MarTech stack evolves to meet 
changing business requirements 
and technological advancements.

Ultimately, by eating the MarTech 
elephant piece by piece, businesses 
can build a robust and cohesive 
stack that drives efficiency, 
effectiveness, and growth in their 
marketing efforts.

CREATING A STEP BY STEP 
ASSEMBLING ROADMAP

EFFECTIVE
EXECUTION
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DISRUPT OR 
BE DISRUPTED
In today's rapidly evolving business 
landscape, the adage "disrupt or be 
disrupted" has become more 
relevant than ever. With 
advancements in technology, 
shifting consumer behaviors, and 
increased competition, businesses 
face constant pressure to innovate 
or risk falling behind.

Disruption isn't just about 
introducing new products or 
services; it's about challenging 
traditional norms and redefining 
industry standards. Companies that 
fail to adapt to changing trends or 
embrace innovation risk becoming 
obsolete as more agile and forward-
thinking competitors seize 
opportunities to disrupt the market.

However, disruption also presents 
significant opportunities for businesses 
willing to embrace change and take 
calculated risks. By anticipating shifts in 
the market, identifying emerging 
trends, and leveraging technology to 
drive innovation, companies can 
position themselves as industry leaders 
and gain a competitive edge.

Ultimately, in a landscape where 
disruption is the new normal, 
businesses must embrace a mindset of 
continuous evolution and 
transformation to stay ahead of the 
curve and thrive in an increasingly 
dynamic and unpredictable 
environment.
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AN EYE ON NEW 

POSSIBLE FUTURES



NO-CODE PLATFORMS 
EMBRACING AI-NATIVE 
CAPABILITIES 
No-code platforms are revolutionizing 
software development by empowering 
users to create applications without the 
need for traditional coding skills. These 
platforms enable individuals from 
diverse backgrounds, including business 
analysts, marketers, and entrepreneurs, 
to build custom solutions tailored to 
their specific needs.

What's even more exciting is the 
integration of AI-native capabilities 
within these no-code platforms. By 
leveraging artificial intelligence and 
machine learning algorithms, users can 
add advanced functionalities such as 
predictive analytics, natural language 
processing, and computer vision to their 
applications without writing a single line 
of code.
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This convergence of no-code and AI-
native capabilities democratizes 
access to cutting-edge technology, 
democratizing access to cutting-
edge technology, enabling 
businesses to innovate faster and 
more efficiently. Moreover, it fosters a 
culture of experimentation and 
creativity, empowering users to 
explore new possibilities and unlock 
the full potential of AI-driven 
solutions.

Overall, the emergence of no-code 
platforms with AI-native capabilities 
represents a significant paradigm 
shift in software development, 
democratizing access to advanced 
technologies and fueling a new era 
of innovation and collaboration.

INTEGRATE PREDICTIVE ANALYTICS

NLP & COMPUTER VISION

DEMOCRATIZING TECH



ADOPTION TRENDS & USE CASES FOR 
INNOVATIVE TECHNOLOGIES IN 
MARTECH 
Innovative technologies are 
transforming the landscape of 
Marketing Technology (MarTech), 
with adoption trends and use 
cases evolving rapidly. One 
prominent trend is the integration 
of artificial intelligence (AI) and 
machine learning (ML) into 
MarTech solutions, enabling 
predictive analytics, personalized 
content recommendations, and 
automated campaign 
optimization.

Another key trend is the 
proliferation of no-code and low-
code platforms, allowing 
marketers to create and deploy 
custom applications without 
coding expertise. These platforms 
facilitate rapid experimentation 
and iteration, empowering 
marketers to respond quickly to 
changing market dynamics and 
customer preferences.
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Furthermore, advancements in 
augmented reality (AR), virtual 
reality (VR), and immersive 
technologies are opening up new 
possibilities for engaging and 
immersive customer experiences. 
From virtual product try-ons to 
interactive brand storytelling, these 
technologies are reshaping how 
marketers connect with their 
audiences.

Overall, the adoption of innovative 
technologies in MarTech is driven by 
a desire for greater efficiency, 
effectiveness, and customer-
centricity. By embracing these 
trends and exploring new use cases, 
businesses can gain a competitive 
edge and drive growth in today's 
digital-first marketplace.

SPACIAL COMPUTING 

& IMMERSIVE TECH



AR/VR, & VOICE 
ASSISTANTS IN 
MARKETING 
Augmented Reality (AR), Virtual 
Reality (VR), and Voice Assistants are 
among the new-age technologies 
revolutionizing marketing, offering 
immersive experiences and 
enhanced engagement 
opportunities for brands.

AR enhances the real-world 
environment by overlaying digital 
content such as images, videos, or 3D 
models onto physical objects. In 
marketing, AR enables interactive 
product demonstrations, virtual try-
on experiences, and location-based 
promotions.

VR transports users to entirely virtual 
environments, creating immersive 
and memorable experiences. In 
marketing, VR can be utilized for 
virtual tours, branded experiences, 
and storytelling campaigns.

Voice Assistants, powered by artificial 
intelligence, enable hands-free 
interaction through natural language 
commands. In marketing, voice 
assistants offer opportunities for 
personalized customer interactions, 
voice-based search optimization, and 
voice commerce.

These new-age technologies are 
reshaping marketing strategies by 
providing innovative ways to engage 
with consumers. They offer 
immersive, interactive, and 
personalized experiences that 
capture attention and drive brand 
engagement.
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INTEGRATE PREDICTIVE ANALYTICS

NLP & COMPUTER VISION
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IS YOUR 
DATA
TRAPPED?

As a MarTech expert, one of the 
critical challenges I often encounter 
is the phenomenon of "trapped 
data." Many businesses find 
themselves sitting on a goldmine of 
valuable information, yet are unable 
to fully leverage its potential due to 
various constraints.

Data becomes trapped when it's 
siloed across disparate systems or 
stored in formats that are 
inaccessible or incompatible with 
modern analytics tools. This 
fragmentation inhibits businesses 
from gaining a holistic view of their 
customers, hindering their ability to 
derive meaningful insights and make 
informed decisions.

Moreover, trapped data poses 
significant barriers to implementing 
effective personalization strategies, as 
it limits the ability to deliver tailored 
experiences based on individual 
preferences and behaviors. Without a 
unified data strategy, businesses risk 
falling behind competitors who can 
more effectively harness the power of 
their data to drive marketing 
initiatives and foster customer 
engagement.

As a MarTech expert, my role is to help 
businesses break free from the 
shackles of trapped data by 
implementing robust data 
integration, management, and 
governance strategies. By centralizing 
and harmonizing data from across 
the organization, businesses can 
unlock its full potential, enabling 
more accurate targeting, predictive 
modeling, and actionable insights. 
Through careful planning and 
execution, businesses can transform 
their data from a liability into a 
strategic asset, driving growth, 
innovation, and competitive 
advantage in the ever-evolving 
MarTech landscape.
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SILOED DATA SITTING IN DISPARATE SYSTEMS
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COMPOSABLE OR 
PRE-PACKAGED?

As a MarTech expert, the ongoing 
debate between composable and 
pre-packaged solutions is pivotal 
in shaping the future of 
marketing technology. 
Composable MarTech 
emphasizes flexibility and agility, 
allowing businesses to build 
customized solutions by 
integrating best-of-breed 
components from various 
vendors. 

This approach offers unparalleled 
scalability and adaptability, 
enabling organizations to tailor 
their tech stack to their specific 
needs and objectives. On the 
other hand, pre-packaged 
MarTech suites provide 
convenience and simplicity, 
offering a comprehensive set of 
tools from a single vendor. 

While pre-packaged solutions 
may streamline implementation 
and maintenance, they can also 
limit customization and 
innovation. The choice between 
composable and pre-packaged 
MarTech depends on factors 
such as organizational 
complexity, resource availability, 
and strategic goals. 

Ultimately, businesses must 
carefully evaluate their 
requirements and preferences 
to determine the most suitable 
approach for maximizing the 
value and effectiveness of their 
marketing technology 
investments in today's dynamic 
and competitive landscape.
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STREAMLINED IMPLEMENTATION

BUT LIMIT CUSTOMISATION

EMPHASIZES FLEXIBILITY 
AND AGILITY



ZERO & FIRST- 
PARTY DATA
Unlocking the power of direct customer relationships

Mining zero and first-party data is 
pivotal for crafting personalized 
customer engagement strategies. Zero-
party data, which customers voluntarily 
provide, includes preferences, interests, 
and feedback. First-party data 
comprises information obtained directly 
from customer interactions with a 
brand, such as website visits and 
purchase history.

To illustrate, a clothing retailer may 
gather zero-party data through 
interactive quizzes on its website, where 
customers share their style preferences 
and clothing sizes. Concurrently, the 
retailer collects first-party data through 
website analytics, tracking which 
product pages customers visit and their 
browsing behavior.
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Using this data, the retailer can 
personalize its marketing efforts. For 
instance, it can send targeted email 
campaigns featuring recommended 
outfits based on the customer's style 
preferences (zero-party data) and 
previous purchases (first-party data). 
Additionally, the retailer may utilize 
dynamic website content to showcase 
products aligned with the customer's 
interests and browsing history.

Implementing these strategies 
demonstrates respect for customer 
preferences and fosters trust. By 
delivering relevant and tailored 
experiences, the retailer strengthens 
customer relationships, leading to 
increased engagement and loyalty.
In summary, mining zero and first-party 
data enables brands to create 
personalized experiences that resonate 
with individual customers, driving 
satisfaction and long-term loyalty.

DIRECT CUSTOMER INPUT

MAKE OBERVATIONS AND 

PREDECTICIONS FORM USER INPUTS

FIRST PARTY DATA



MODERN 
DATA STACK?
The modern data stack represents a 
comprehensive and agile infrastructure 
for managing and leveraging data in 
marketing technology (MarTech) 
initiatives. It comprises a suite of 
interconnected tools and platforms 
designed to collect, store, process, 
analyze, and visualize data from various 
sources.

At its core, the modern data stack 
typically includes data collection tools 
such as customer relationship 
management (CRM) systems, web 
analytics platforms, and marketing 
automation platforms. These tools 
capture data from customer interactions 
across digital touchpoints, generating 
valuable insights into customer behavior 
and preferences.

Next, data storage and processing 
components, such as data warehouses 
and data lakes, organize and consolidate 
large volumes of structured and 
unstructured data for analysis. Advanced 
analytics and business intelligence tools 
then transform this raw data into 
actionable insights, empowering 
marketers to make informed decisions 
and optimize campaign performance.

Additionally, visualization and reporting 
tools provide intuitive dashboards and 
reports, enabling stakeholders to easily 
interpret and communicate key findings 
from the data.
Overall, the modern data stack 
streamlines data management 
processes, enhances analytical 
capabilities, and enables data-driven 
decision-making in MarTech, 
empowering businesses to achieve 
greater efficiency, effectiveness, and 
innovation in their marketing efforts.
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TAKE A QUIZ 
TO KNOW 
WHERE YOU 
ARE IN THE 
JOURNEY

http://tinyurl.com/bd746u8v


