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Introduction
It’s no secret that digital transformation has affected nearly every single industry over the 
past several years. Offices have transitioned into remote and hybrid work environments 
and the way many businesses do business has fundamentally changed. Many businesses 
say the COVID-19 pandemic has sped up their digital transformation — businesses these 
days are three times more likely to say that at least 80% of their customer interactions are 
digital.

At the same time, consumer behavior changed radically thanks to the pandemic. Although 
the world has eased restrictions somewhat and many consumers are finally returning to 
their old habits, it’s clear that the new normal will be anything but. 

In this environment, businesses need all the tools at their disposal working to the fullest 
potential to understand, predict and satisfy customer expectations. Marketing technologies 
are indispensable in businesses’ effort to attract and retain customers, and businesses 
need their martech stack optimized both for the present and the future, so that they can 
meet current objectives as well as handle future challenges.

A future-proof martech stack means technology that scales with the business. Tools that 
work well with each other. Data that’s ingested from every place where customers are. 
Insights that are real time so businesses can accurately respond to their customers’ needs.

To explore further what organizations need from their martech stack, Treasure Data 
commissioned a survey on how to future-proof the martech stack. We asked respondents 
for their current challenges and outcomes with marketing technology, as well as the 
composition of their tech stacks. Where relevant, we compared responses between those 
who said the stack was ideal for their needs versus those who found their stack lacking.

https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/how-covid-19-has-pushed-companies-over-the-technology-tipping-point-and-transformed-business-forever
https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/how-covid-19-has-pushed-companies-over-the-technology-tipping-point-and-transformed-business-forever
https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/how-covid-19-has-pushed-companies-over-the-technology-tipping-point-and-transformed-business-forever
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Key Findings
• While companies expect that an ideal martech stack will deliver significant 

improvement in multiple KPIs, including:
• Overall marketing effectiveness
• Time spent managing and improving data quality
• Operational efficiency 

• There’s an opportunity for IT and Marketing teams to work together to create 
better tech stacks
• 59% of Marketing and 55% of IT want to use the martech stack to attract 

new customers

• There are lessons to be learned from organizations who think their martech stack 
is ideal for their needs
• 49% of organizations with an ideal stack use Customer Data Platforms (CDPs) 

to deliver better in-person or call-center customer service 

• CDP is an essential component of any martech stack
• 68% of respondents use a CDP

A total of 427 respondents 
completed the survey.

Respondents are from 
organizations with at least 500 
employees.

All respondents are from organizations that are either B2C or a blend of 
B2C and B2B.
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Future Proofing Your Martech Stack

Understanding the fundamentals

Martech stacks comprise many different tools, allowing teams to better understand and 
market to their customers. Not every organization will use every possible tool, but those 
who have fine-tuned their stacks to deliver better outcomes will often use a mix that 
includes customer data platforms (CDPs), content or conversational marketing tools, or 
customer journey analytics.

Before digging deeper into the data, let’s establish a baseline. What do companies 
expect to accomplish with their martech stacks? Do all companies have similar use 
cases? What are their pain points and barriers that prevent them from future-proofing 
their current stack? What are considered fundamental stack components? 

A majority of organizations consider technologies such as customer journey analytics or 
account based marketing platforms fundamental. Further, more than two-thirds (68%) 
consider a CDP fundamental, while 63% describe content marketing as fundamental 
(Figure 1). These tools help organizations identify potential and high-value customers, 
analyze their buying patterns, predict future likely purchases and reach customers at 
any stage in the buyer’s journey.

Figure 1: Technologies considered fundamental to the martech stack

Customer Data Platform

Content marketing
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Conversational marketing
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Mobile marketing tools
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Account based marketing platform
56%

Customer journey analytics
54%
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Realizing Potential Outcomes and Use Cases

With so many tools considered fundamental to the process, what do organizations expect to get out of the tools they use? When it 
comes to expected outcomes, companies have lofty expectations for their martech stack. Companies expect significant improvement in 
their KPIs, including overall marketing effectiveness, time spent managing data quality and operational efficiency (Figure 2). Technology 
should help, not hinder, output and effectiveness and companies expect nothing less than the best from the tools they use.

How do organizations evaluate new marketing tools or plat-
forms? Several considerations are factored into purchasing deci-
sions, particularly security, cost and scalability features (Figure 3). 
Companies want to know that the tools in their martech stack will 
scale and can easily integrate with their other tools — both the ones 
they have now and the ones they may onboard in the future.

These days, tech stacks don’t have to consist entirely of stand-
alone tools or be always locked into an integrated suite. The 
majority of organizations (54%) prefer a blend of best of breed 
and integrated suites when considering new tools and platforms.

Figure 2: Level of expected improvement in key KPIs, if an ideal martech stack is in place

Overall marketing effectiveness

Time spent managing and improving data quality

Operational efficiency

Free up IT resources

Marketing spend efficiency

Time spent on integrating platforms

Time spent on setting up marketing campaigns

Figure 3: Top critical considerations when evaluating new marketing tools or platforms 
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What’s Stopping Us? Pain Points and Barriers

Working with marketing technology isn’t always smooth sailing, and companies are challenged with their current tools. When coupled 
with challenges coming from outside the technology, it becomes plain to see that some companies face significant barriers to 
achieving a future-proof martech stack. As organizations acquire new tools, there will inevitably be some capability overlap. This might 
not be an issue when the stack is small, but as the stack scales, having multiple redundant tools can become a bigger challenge — 
especially if not everyone is using the same tools and accessing the same data. Ease of use is also a top challenge. Organizations need 
their tools to work together, and they lose productivity when tool integration is too hard. Also, the goal of marketing technology is to 
speed the process of rolling out new initiatives and campaigns, and not having the capability to do so can result in lost sales. For all 
these reasons, organizations cite these as top pain points with their current martech stack (Figure 4).

Beyond the challenges with the technology, some organizations face significant operational barriers to realizing a future-proof 
martech stack. Lacking the proper budget is a persistent issue no matter what the organizational challenge. What’s interesting is that 
here, budget isn’t the top challenge. That honor is taken by the perception that integrating the various technologies is too complex 
(Figure 5). This aligns with recent research that suggests 59% of companies believe that their inability to connect systems will 
negatively affect the customer experience. The stakeholders responsible for evaluating and recommending new marketing 
technologies will need to keep these barriers in mind and find ways to minimize these challenges. 

Will overcoming these challenges deliver real impact to the business? Organizations often have high aspirations and objectives for 
marketing, from brand building to generating sustained demand. From the data, we see that pain points and organizational barriers 
have costs, and the challenges of their current stacks are preventing organizations from reaching their full potential.  If they 
had the right capabilities and team, the top area organizations would focus on improving (by a wide margin) would be attracting new 
customers. Other areas organizations would prioritize include getting predictive insights such as a likelihood to buy and identifying 
high value customers (Figure 6). All of these tasks are essential in the new reality of shifting consumer behavior.

Figure 6: Areas organizations would focus on 
improving, given the right capabilities and team 

Figure 4: Top pain points with current martech 
stack 

We need to consolidate multiple redundant tools

Ability to roll out new campaigns/initiatives is too slow

39%

31%

Integration with adjacent tools is too hard 
30%

Attract new customers

Get advanced insights via machine learning

55%

36%

Identify and cater to high-value customers
32%

Optimize marketing campaigns
31%

Identify at risk customers and incentivize them to stay
29%

Unify customer data across systems and sources
27%

Figure 5: Significant organizational barriers to 
building a future-proof martech stack 
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Reducing the Friction Between IT and 
Marketing

Many departments interact with the martech stack during the regular course of 
business. Two in particular — IT and Marketing — have had increased responsibilities 
placed on them over the past two years. IT departments face many challenges 
transitioning employees to remote and hybrid work situations, while Marketing teams 
must pivot their initiatives in the face of widespread changes in consumer behavior. 

Yet despite their challenges, these two teams are often at odds in how they perceive 
their current tools and what they want to get out of their stacks. How can these 
departments work together to better achieve their goals?

Understanding how each department feels about the current state of the stack 
is crucial to overcoming their differences. When it comes to how well the stack is 
performing, 37% of marketers call their current stack ideal, compared to 30% of IT 
teams.

In addition to their different opinions on effectiveness, Marketing and IT have conflicting 
pain points around the martech stack. Some pain points are statically similar among 
both groups — difficulty integrating adjacent tools for example. But for the most part, 
IT teams are concerned with making sure the stack works, while Marketing teams are 
more concerned with how it works. For example, Marketing’s top challenge is their 
perceived inability to roll out new campaigns fast enough, while IT’s top challenge is the 
need to consolidate multiple redundant systems (Figure 7).

Figure 7: Pain points of the current martech stack 

Ability to roll out new 
campaigns / initiatives is 

too slow

Need to consolidate 
multiple redundant tools

Integration with adjacent 
tools is too hard

Total cost of ownership 
is too high

Hard to manage privacy 
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MARKETING IT
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40%
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https://www.cybereason.com/blog/4-challenges-faced-by-organizations-transitioning-to-remote-work
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Despite their differences, Marketing and IT are united in what they want to achieve 
with their martech stack. The top marketing tasks organizations would address with 
the right capabilities and teams are similar for both groups: attracting new customers, 
identifying high-value customers and identifying at-risk customers (Figure 8). Getting 
advanced insights via machine learning is also important to both teams, although more 
IT respondents found this critical to their mission.

What both departments need to do is recognize that others beyond their department 
also use these technologies. By coming together and trying to understand each other’s 
pain points, Marketing and IT can start working toward their common goals.

Figure 8: Tasks organizations would implement next, given the right 
capabilities and team 
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34%
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What Companies With Ideal Stacks Do 
Differently

It goes without saying that not everyone has issues with their marketing technology. 
Some organizations have assembled a stack that works for them and achieves their 
business goals. Is there anything to be learned from that group? 

In the survey we asked for opinions on respondents’ current martech stack. Is the 
current stack adequate or ideal for their needs? Or is it wholly insufficient? For the 
majority of respondents, their current martech stack is fine. But 27% said that their 
martech stack is ideal for their needs (Figure 9). And when we compare the data of 
those who say their stack is ideal to those who say it’s merely adequate, several key 
differences emerge.

The first difference between the adequate and ideal groups relates to the stack itself. 
The ideal group is more likely to use a wide range of marketing technology in their 
stack, sometimes by very wide margins. They are also more likely to have a CDP, which 
shouldn’t come as a surprise—you need solutions that support additions and subtractions 
from the stack flexibly, which a CDP can help with. By using the right mix of technology 
that works for their needs, the ideal group are able to get the most out of their stack.

Figure 9: How well does your current martech stack meet your needs? 

Ideal

Adequate

27%

56%

Insufficient
17%

Figure 10: Organizations with ideal martech stacks are more likely to use all sorts 
of tools, including:

Audience management Consent management Customer data platform Customer journey analytics
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Another major difference between the groups is their preference for a combination of 
best-of-breed and integrated suites vs. either of those options alone. When considering 
new technologies for their martech stack, the ideal group shows a stronger preference 
toward a combination of best-of-breed and integrated suites — 59% vs. 55% of the 
adequate group and 42% of the insufficient group . Conversely, the insufficient group is 
more likely to prefer purely integrated suites — 25% vs. 18% of the adequate group, and 
8% of the ideal group. The data suggest that as organizations become more mature 
with their marketing stack, they move toward a hybrid blend of best of breed and 
integrated suites.

The second difference concerns pain points. The groups differ on what challenges they 
face when using their martech stacks. Many pain points that are particularly vexing 
for the insufficient group see a decrease in importance as the business gets more 
comfortable with their stacks. Of particular note is that 39% of the inadequate group 
don’t fully utilize the tools in their stack — a figure that drops to 20% of the adequate 
group and 14% of the ideal group (Figure 11). Not only are the ideal group using all 
sorts of different technology solutions in their stack, they’re using all of them to a 
greater extent as well.

Figure 11: Top pain points regarding the current martech stack
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Survey Says: CDPs Are Pivotal

With 68% of survey respondents using customer data platforms and common use 
cases being the need to retain high value customers and generate insights with 
machine learning, one thing is clear from the research: CDPs have become table 
stakes for the martech stack. Organizations prefer CDPs for their security, data 
flexibility, interoperability and ease of integrating with other systems. As world 
governments strengthen privacy regulations, organizations need tools that can easily 
talk to each other while keeping data secure at the same time.

Figure 12: Critical considerations when evaluating a CDP

Security
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CDPs have a variety of use cases. One of the main advantages of a CDP is its ability to 
gather data from a variety of on- and off-line sources and have that data in a single 
location. Not surprisingly, unifying data is the top use case among respondents, 
followed closely by enabling website personalization and building audience targeting 
segments (Figure 13).

Unify data and maintain customer profiles

Enable website personalization

Build and maintain targetable audience segments

Personalize digital campaigns (email, display and/or social)

Deliver better in-person or call-center customer service

Strengthen targeting in sales outreach and engagement

Report on campaign performance and ROI

Assist in mapping out customer journey/experience

Figure 13: Common CDP use cases

50%
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45%

34%

44%

33%

40%

40%
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One of the main reasons organizations use a CDP is to unify their customer data from 
multiple sources. These days, data comes in from a host of on- and offline spaces, from 
stores to contact centers to website traffic. By ingesting and unifying that data, teams 
can get a better sense of who their customers actually are, how they engage, and make 
better decisions.

Half of all organizations use a CDP to unify data and maintain customer profiles. We 
can further break down that data into the areas it comes from, to see what data is 
most important to respondents. Part of future proofing the martech stack will be 
unifying data from more varied sources than ever before. And organizations are 
already considering these future sources. For example, many organizations already use 
their CDP to unify data from the contact center or the website. But in the future, more 
and more organizations will look to unify data from offline sources or channels beyond 
the website, such as mobile devices (Figure 15). 

CDP Use Cases, by Organizational Satisfaction

Unifying Data with a CDP

While the different groups use marketing technology at different rates, they also vary 
regarding their CDP use cases. For the insufficient group, their biggest use cases are 
to use their CDP to enable website personalization, build audience segments and unify 
data to create customer profiles. Customer profiles and website personalization are 
still important to the adequate group, and they want to take personalization a step 
further around their digital campaigns. For the ideal group, website personalization 
and audience segments are important; however, the ideal group is also concerned with 
using the CDP to deliver better customer service (Figure 14).

Figure 14: CDP use cases by organizational satisfaction
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CDPs are the keystone of the martech stack, and their ability to perform will go 
a long way to how well your organization can future proof its martech stack. When 
evaluating whether a CDP is adequate for your needs, consider the following:

• How well does the CDP keep data secure? 

• What level of data flexibility and interoperability can the CDP support? 

• What is the cost? 

• How well does the CDP scale and can it integrate easily with other systems in your 
stack? 

• What do you want to use it for and can your CDP unify data from sources you 
aren’t using yet? 

Figure 15: Data that is/will be unified with a CDP 
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Conclusion

Marketing departments have their work cut out for them, given how much customer 
behavior has changed over the past few years. Going forward, there’s a desire to use 
marketing technology to its fullest potential, to attract new customers, identify high-
value customers and retain current customers. Martech stacks are essential for 
achieving these organizational goals, but only if they’re optimized. 

From the research, it’s clear that a wealth of marketing technologies are fundamental 
to an ideal martech stack. Customer data platforms, content marketing tools and 
customer journey analytics are all fundamental components that allow teams to 
understand, attract and retain customers.

However, organizations can’t achieve these goals if their stack isn’t optimized. Too many 
tools might cause unnecessary redundancies, with different teams working on different 
tools and datasets. Companies must also overcome organizational barriers, such as 
integration complexity or budget, to achieve their goals of improving the customer 
experience.

IT and Marketing teams both have a vested interest in having an optimized martech 
stack. These teams agree on what they want to achieve with marketing technology, but 
they need to work together to overcome pain points and solve common challenges. 

The organizations who feel that their current stack is ideal for their purposes provide 
a roadmap for other organizations to emulate to get the most out of their own stacks. 
This really starts with using every piece of marketing technology they have available 
to its fullest potential. In addition, working to reduce the friction between the IT and 
marketing teams can go a long way to getting everyone working together to solve 
organizational goals. 

The research finding is clear: CDPs are pivotal to future-proofing your martech stack. 
Centering the stack around the CDP can help break down data silos, create a 
unified customer data foundation and enable the whole organization to leverage 
customer insights for better decision making.
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Appendix

Research Methodology

This research analyzed over 400 responses from decision makers at organizations with 
500 employees or more. All respondents answered all questions. Breakdown:

Demographics

Number of Respondents: 427

Employee Size
• Less than 500: 0%
• 500-999: 28%
• 1,000-2,499: 28%
• 2,500-4,999: 18%
• 5,000-9,999: 9%
• More than 10,000: 16%

Respondent Area of Responsibility
• IT: 59%
• Marketing technology: 11%
• Data analytics: 10%
• Customer service: 8%
• Marketing: 5%
• All other areas less than 5% of respondents

Top Represented Industries
• Information services and data processing: 21%
• Software: 12%
• Retail: 10%
• Health care: 9%
• Manufacturing: 8%
• Finance and insurance: 7%
• Business and professional services: 6%
• All other industries less than 5% of respondents

Numbers may not total 100% due to rounding.
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Treasure Data is the only enterprise Customer Data Platform (CDP) that 
harmonizes an organization’s data, insights, and engagement technology 
stacks to drive relevant, real-time customer experiences throughout the 
entire customer journey. Treasure Data helps brands give millions of 
customers and prospects the feeling that each is the one and only. With its 
ability to create true, unified views of each individual, Treasure Data CDP is 
central for enterprises who want to know who is ready to buy, plus when 
and how to drive them to convert. Flexible, tech-agnostic and infinitely 
scalable, Treasure Data provides fast time to value even in the most complex 
environments.

        Request a demo today               treasuredata.com  |  +1 (866) 899-5386

http://attps://www.treasuredata.com/custom-demo/?utm_source=flex&utm_medium=syndication&utm_campaign=2021.09-horizontal&utm_content=future-proof-martech-stack
https://www.treasuredata.com/
ttps://www.treasuredata.com/custom-demo/?utm_source=flex&utm_medium=syndication&utm_campaign=2021.09-horizontal&utm_content=future-proof-martech-stack

