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Considering the number of solutions available

in today’s market, you’d think building out the
perfect martech stack would be as easy as filling
up a shopping cart at the grocery store. But while
a collection of tools that have different approach-
es, processes, and varying levels of scalability
can certainly operate next to each other, working
together is a different story.

The truth is — and | say this as someone who’s
been in the same situation more than once —
most marketers don’t have a tech stack. Most

of us have a hodgepodge of solutions that

don’t align and don’t communicate. And while
integrating new innovations has always been a
tricky process of trial and error, today’s fickle and
fast-moving consumer makes being at the mercy

of technology a much more dire situation.

Expectations around the customer experience
have reached all new heights: people want every
digital interaction they have with a brand to feel
as exclusive and as tailored to them as a face-to-
face conversation. This means marketers like you
and | need solutions that don’t just meet, but also
exceed those demands. The good news is that we
most certainly have the customer data to execute
against this goal. The bad news is that the majori-
ty of our tools lack the required sophistication and

collaboration to execute against the data.

To add insult to injury, an underperforming stack
can do more than just prevent marketing outputs
from realizing their full potential. A stack with
components that can’t talk to each other means
the people running those components don’t talk
to each other. It’s silo within silo.

Fixing a problem always begins with recogniz-
ing it, of course, but recognition can often be an
undertaking of its own — particularly if you’ve
inherited your stack (as most of us have). The
Blueshift team recognized this hurdle and sought
to offer an assist with the help of Kelton Global,
an insights and strategy firm. For this report,

we surveyed over 500 B2C marketers just like
you for a deeper look into the roots of martech
friction. The results outlined in the following pag-
es are designed to help you identify your most
pressing issues, find ways for solving them, and
surface the difference doing so could mean to
your business.

Josh Francia
Chief Growth Officer
Blueshift

Foreword by Blueshift

Executive summary

Your stack is broken if: it’s full of unused data

Your stack is broken if: you aren’t marketing like a mind reader

Your stack is broken if: you aren’t able to bring strategies to life

Key takeaways

Methodology
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Recent years have seen a very drastic, fundamental shift in customer behavior that most
martech has yet to catch up to. The result: marketers today find themselves up against too
much data, too many channels, and systems, and too much noise to cut through— among
other challenges.

While marketers have great ideas about how to better engage customers and improve
marketing results, they find too many substantial tech and organizational roadblocks in the
way. In a past life, taking the long way around these obstacles was viable. After all, change is
hard and introducing new innovations has always been a process of trial and error, but today’s
consumer waits for no one. Nowadays, marketers are only as effective as their data and

their technology, and behaviors are changing too rapidly for the scenic route. Understanding
where martech fails us and how to fill those gaps should be every marketer’s top priority.

We commissioned Kelton to help marketers better understand the root causes of their
challenges, and what those succeeding today are doing differently. This report contains a
deep analysis of the three main martech challenges that plague most marketers: unused data,
non-relevant messaging, and struggling to bring ideas to fruition. It also provides resounding
evidence and support for how the best marketers are overcoming these issues with solutions
like data unification, Al-powered insights, and multi-channel experience orchestration.

KEY FINDINGS
from surveying 514 B2C marketers include:

Delivering real, cross-channel personalization is still a far off dream.

95% of marketers don’t personalize at the 1:1 level. That’s because over four in
five (86%) say their organization currently faces challenges creating personalized
experiences across channels.

Unused and siloed data in tech stacks is the biggest reason for the lack

of 1:1 personalization.

Marketers are spending more time collecting data than using it. Over one-third
of marketers currently collecting marketing campaign (35%), real-time (37%) past-
behavioral (40%), transactional (40%), or product interaction data (36%) data are
not using the respective information to enhance their cross-channel experience.
Meanwhile, 51% of Marketers say that critical customer experience data is not
stored on one integrated platform. Using customer data to improve customer
experiences is a top priority for 68% of marketers.

Marketers recognize they aren’t realizing the full power of data, and are doing
something about it.

Marketers using numerous systems are adding up to a month (23 business days)
to campaign execution timelines. 61% of marketers storing data across systems
believe their organization doesn’t have the technology needed to best execute
campaigns using customer data. Using customer data to improve customer
experiences is a top priority for 68% of marketers.

Al can help increase data usage and break data silos, driving a winning
marketing strategy.

98% of marketers that use Al / predictive modeling tools report marketing
improvements. 81% of marketers using Al for personalization are exceeding their
revenue goals by at least 30%.
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This reality isn’t a surprising one. Data certainly has the power to
deepen customer insight and enable more precise marketing, but
only when it’s harnessed effectively. Today’s speed, volume, and va-

‘ ! f 5 riety in which it’s generated create a real challenge: data perpetually
0 changes, which means insights have a brief shelf life.
marketers are not using the

respective information to

s enhance their cross-channel _ o )
. the right level of access, connectivity, or speed to make marketing
S U O experience

more effective.
unused data

While data warehouses, DMPs, CRMs, and even CDPs have been
great tools for a variety of use cases, they ultimately don’t provide

Marketers collect a myriad of customer data. Everything from past
ﬂ behavior to transactional data gets picked up and tossed into a
@ growing collection pot. And yet, much of this data isn’t actually used
to improve the customer experience. When we break it down, over
one-third of marketers currently collecting various types of data are
not using this information to enhance their cross-channel experience:

If there’s one thing marketers can be sure of, both now and for the foreseeable future, it’s that Over one-third of marketers currently collecting marketing campaign
data rules everything. Or, at least it should. (35%), real-time (37%) past-behavioral (40%), transactional (40%),
or product interaction data (36%) data are not using the respective
The sheer amount of data available today is immeasurable and the collection of it is similarly information to enhance their cross-channel experience.
open-ended. But that seems to be where the dream'stops for many. In fact, rather t.han usmg. 35% | Marketing campaign
data to improve the customer experience, over one in three marketers (36%) admit that their In other words, there are too many marketers out there who spend
teams spend more time collecting or distilling information than executing against it. 37% | Real-time a ton of time gathering information that they don’t ultimately use for
growth — or anything at all. The culprit? Many fingers (43%) point to
40% | Past-behavior technology and knowledge shortcomings. 24% of these marketers

) blame a lack of understanding of what data is available to execute
40% | Transactional

against, while 27% say they don’t have the technological functionality
needed to use collected data to inform execution when it comes to

(o] ucti i . . .
36% | Product interaction data
developing their cross-channel customer experiences.
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Data is at the heart of all marketing systems, but can’t do much for anyone if it’s idle and living
in different pockets of the tech stack. Data needs to be activated. In simple terms, this means
the customer experiences should be informed by the fullness of the customer data ingested —
not just some of it. This process begins with the unification of data through the implementation
of a scalable and solid foundation. Once all customer data is truly unified, marketers can act
on a comprehensive profile of each known and anonymous customer, including all historic and
real-time, behavioral, transactional, and brand interaction data.

Thankfully, the existing imbalance between gathering and leveraging data isn’t totally lost on
marketers. Whether the roadblock is a technology problem or a lack of know-how, today’s
marketers are placing a strong emphasis on improving data processes and utilization

going forward.

Over half (58%) say their organization believes it’s extremely important to enhance their systems for
collecting and managing data (true), and those who are already in pretty good shape — a.k.a. exceeding
revenue goals by 30% or greater — are of the same mindset. 66% of these winners say improving their
systems for collecting and managing data is still extremely important to their organization (true again).

When we get down to the benefits of a shift in focus, of prioritizing more advanced data and marketing
technologies, it’s not hard to see why everyone is so eager to join the club.

The benéefits realized from using more advanced data and marketing technologies to improve the
customer experience* include an 81% increase in ROI.

58% 57%

49% ‘ 49%

34%
0L 0 ©
Higher Higher Increased Lower Cost Per
ROI REVELE Lifetime Value Customer Aquisition
Advanced data and Intermediate/basic data and
; : : . ‘ % Differen
marketing technologies marketing technologies

*comparison of those with advanced vs basic/intermediate data and marketing technologies
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For example, while it's common to personalize website
(79%), email (76%) and customer support channels (76%),
most marketers miss the boat when it comes to others:
only 58% report personalizing proximity marketing,

74% personalize mobile apps, 56% personalize digital
advertising, 67% personalize direct mail, 65% personalize
paid social, 58% personalize SMS, 56% personalize
messaging apps, and 53% personalize

push notifications.

These marketers also don’t leverage collected customer
information from all existing touchpoints. In fact, around
two-thirds of marketers are not using data collected through
all of their channels to individualize these experiences.

This lack of personalization across touchpoints isn’t a result
of laziness; rather, it's more likely due to specific obstacles.
86% of marketers say their organization has been met with
challenges in increasing the one-to-one individualization of
their cross-channel experience. Many of these challenges
are believed to be rooted in the tech stack.

These technological shortcomings can often lead to a

host of worries and insecurities, such as 66% of marketers
not meeting revenue targets who report that they are

falling behind our competitors in delivering one-to-one
personalized customer experiences. And marketers who
are currently personalizing at the segment level are 42%
more likely than those personalizing at the individual level
to say their organization is falling behind their competitors in
delivering individualized experiences.
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When we say disparate data is common, we mean that over
half (51%) of marketers say critical customer experience data is
not currently being stored on one integrated platform, and it's
causing more grief than you might realize.

L B~ The problem with these separate systems is that they create
data silos which inhibit marketers from activating against their
data because it can’t work together as a whole. Most (55%)
say the inability to merge or unify data stored across multiple
platforms is a challenge in leveraging collected data, and 69%

you aren't able to
bring strategies to life

of those who store data on multiple platforms feel that friction in
their martech stack hinders their organization from moving from

idea to execution with new marketing strategies.

Disconnected data is also a primary driver for a lack of
confidence in tech stack efficiency in general: 61% of marketers
storing data across multiple systems believe their organization
does not have the tools/technology needed to best execute
campaigns using their collected customer data.

And it gets worse. Marketers who fail to meet revenue targets
are 46% more likely to report that their marketing department
spends more time collecting and distilling information than
executing against it (41% who fail to meet revenue targets vs 28%
of those exceeding revenue targets).

One example most marketers will be able to relate to is that of time
wasted is on campaign execution. Marketers report processes that
should be automated can add up to an extra month (23 business
days) to the timeline of a typical marketing campaign, including: 4
days of team alignment, 5 days to collect all necessary data, 5 days to

process said data, 5 days to analyze it, and 4 days of segmentation.
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MARKETING BUDGET INDUSTRY

COMPANY SIZE ANNUAL REVENUE SENIORITY ROLE
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About Blueshift

Blueshift’s platform combines the best of CDPs with the best of marketing automation to
achieve data activation. This means every customer interaction across every channel is
guided by a holistic, up-to-the-moment understanding of customers—including all prior
transactions, on-site and offline behaviors, campaign engagement, product interactions, real-
time actions, and other customer attributes gathered across channels and devices.

Blueshift uses Al to enrich customer data and making meaningful predictions, continuously
shaping customer interactions, across all channels, as soon as data is collected instead of

idly sitting around in marketers’ systems losing value. This happens through an automated
process that doesn’t require marketers to manage every step.

Most importantly, data activation orchestrates cross-channel experiences around the
customer, not the other way around. This means no matter how many customers or touch
points you have, you can be sure that each interaction is based on real-time customer
insights, consists of the right content, and is happening at the exact right moment in the
channel it’s most likely to drive action. It’s a complete switch from channel-centric to
customer-centric.

Leading consumer brands such as Groupon, LendingTree, Discovery and BBC use Blueshift to
transform their customer engagement. The company is backed by prominent venture capital
firms including Storm Ventures and SoftBank Ventures Asia.

I I h'ft Activating data activates growth plain and simple.
II ) ues I Find out more by visiting us today at blueshift.com.
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