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EXECUTIVE SUMMARY

Executive Summary

Modern martech success requires both internal readiness and external expertise.

Brands depend on marketing technology Report Highlights

(martech) solutions to automate their worktflows Service Partners Are Essential: As martech becomes
and to deliver the personalized brand experiences more complex, brands increasingly rely on external
that their customers have come fo expect. With service partners for implementation, optimization,
the rapid growth of Al, martech solutions are and ongoing management.

ncreasingly complex, leaving few brands with Strategic Fit Matters: Successful partnerships

the capabilities and expertise to implement depend on technical expertise, industry experience,

and manage a suite of solutions in-house. As and cultural alignment
a result, many brands choose to on-board an , , , ,
, Selection Is Complex: Choosing the right partner is
external martech service partner to act as a , ,

an important multi-stakeholder process - and can be

strategic advisor and to help with the deployment, o , |
, ) , L P , Py the defining factor between a solution that delivers
infegration, and optimization of solutions. , .

results and one that produces incomplete insight.

This whitepaper explores how brands are Seven Pillars for Success: Acxiom outlines o

approaching martech service partnerships, framework including tech evaluation, data readiness,

- - . | nt planning,.
from selecting a partner to acquiring services. It governance, and daily management plo S

also highlights the challenges and opportunities Future-Proofing: Brands must ensure partners can
that partnerships present, and how brands scale with them and adapt to evolving needs.

and partners can work together to future-proof

relationships.

Acxiom partnered with research and strategy agency MTM to survey 200 business decision-makers from brands across the UK and the U.S. to gain insight info

the state of the martech service partner landscape. Survey participants are senior leaders in marketing, fechnology, data, or other departments, and are from

3 S PdA r’rnership the key to martech success? businesses with $100m+ annual revenue across a variety of sectors.



EXECUTIVE SUMMARY

acxiom.com

As the world of marketing technology rapidly evolves, service partnerships

are becoming increasingly important, commanding an increasing share of
martech budgets.

According to our survey, on average nearly half
of martech budgets are dedicated to service

partnerships, and this figure is predicted to grow over
the next 12 months.

The decision-making process can be difficult,

as it often invites input from a number of stakeholders
(e.g. marketing, data and analytics, IT, customer
infelligence) with differing objectives and priorities.

With an increasing amount of budget on the ling, it is
more important than ever that brands select a service

partner that is a good fit for their organization to sef
themselves up for success.

Ultimately, successful martech partnerships rest

on the actions of both partners and the brands that
engage them.
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PART 1 - HE ROLE OF THE MARTECH SERVICE PASS

Part 01

The role of
the martech
service parrtner

The marketing landscape has changed

significantly over the last 10 years as people work,
shop, socialize, and relax via an increasingly
fragmented set of digital and fraditional channels.
And this evolution shows no sign of stopping, which
presents marketers with both new opportunities
and rising challenges.

s partnership the key to martech success?
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PART 1 - HE ROLE OF THE MARTECH SERVICE PARTNER

Brands rely on martech to deliver efficiencies and ]
solutions across several initiatives. The martech Martech Service Partner

sector includes solutions across a broad range of

capabilities, including campaign execution and
optimization, customer relationship management
(CRM), and reporting and analytics, all of which
must be underpinned by data. Artificial intelligence

> >

(Al) is becoming a crifical feature to power solutions

and facilitate rapid technological advances in the
martech space.

As the martech landscape becomes progressively

Implementation Optimization
more complex, few brands have the in-house P P
experience and expertise to implement and manage
al .’rhe.so\u’nons they need to meet their business The process of configuring Improving the configurations The daily operation of the
objectives. Mgny choose fo on-board an e>.<’rern0|.I and integrating the technology and use cases of the technology martech solution by a partner
martech service partner fo act as a strategic advisor iInfo the business to drive business outcomes (i.e. external team/consultant)
and to help with the deployment, integration, and
optimization of more complex martech solutions. Partners help with: Partners help with:
Embedding the solutfion Evaluating the performance Ensuring seamless integration
info the business of existing stacks of solutions across workflows
Integrating the solution Identifying missing connectors Scaling solutions across
with the existing software to increase utilization a business

6 Is partnership the key fo martech success?
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Part 02

The martech
landscape and
the purpose

of partnerships

A sophisticated martech stack is critical to

optimize marketing efforts and drive business
results. Brands are increasingly reliant on
martech solutions that can harness data from
a growing variety of fouchpoints fo power
personalized customer experiences that are
consistent across channels.

7 s partnership the key to martech success?
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As such, by far the most common reason for brands Of the following choices, which, if any, address why your company decided
to hire service partners is to maximize fhe value to bring in an external marketing technology service partner(s) to help with

of their investment in martech (62%). The second o 5
your marketing technology:

most cited reason is to gain access to technical ana
specialist skills that they don’t have internally (53%).
This is indicative of the difficulties many brands have To maximize the value of the
aftracting and retaining talent with expertise in the investment in the marketing technology

62%

martech sector.

To gain access o technical and specialist

skills we don’t have internally

To help us define any future business
requirements and sftrategy

To identify what's underutilized anad
capability gaps of our martech stack

To discover best practices of other
organizations that a partner

would be aware of

To get advice on the appropriate
oroducts and solutions

To receive additional staff resource
that is not available internally

8 Is partnership the key to martech success?
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Almost a quarter (24%) of organizations decided to
bring on a service partner before purchasing ana
implementing a solution, presumably to help them
select the best solution or to validate a choice they
had already made. And a further 13% looked for a
partner once the technology was fully implemented
fo help them scale up its use.

Smaller companies that took part in the survey
displayed a more cautious approach to bringing

on service partners at the implementation stage or
earlier, compared to medium and large companies.
This may be because they have tighter budgets than
larger companies, and are therefore more likely to
aftempt an in-house implementation before furning
to a partner for help.

s partnership the key to martech success?
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Which of the following best describes the stage at which your organization
decided to bring on a service partner(s) for your martech?

All organizations

247

36%

$100mM-$499m (organizational revenue)

227

27%

277

S500mM-$999m (organizational revenue)

26%

467%

S1bn+ (organizational revenue)

23%

36%

27%

14%

a
= _
Before purchasing
and implementing

the martech

At implementation
stage

o

After implementing the
martech and realizing
we needed help

il
After implementing
the martech and

when we were ready
to upscale our solutions
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Part 03

The decision-

making process:
finding the
right paritner

Selecting a service partner is the first major decision

that a brand must make on their service partner journey.
While the decision can often prove to be challenging,

it Is crucial to get right. Businesses want to ensure that
the value extracted from their martech investment

iIs maximized, and choosing the right partner can

be the defining factor between a solution that delivers
results and one that produces incomplete insight.

10 |s partnership the key to martech success?




PART 3 - FINDING THE RIGH PARTNER

Decisions around marketing investments would

However, as marketing becomes increasingly
automated and moves further into the technology

space, IT teams have become an important
stakeholder in these selection processes. Over half
of the survey’s respondents reported that both the
marketing and IT teams were key decision-makers in
their selection of martech partners.

Decision-making power usually sits with senior
leaders in marketing and IT teams, with final sign-oftf
given by executive leadership, but many other teams

fraditionally have sat with the marketing department.

will influence the selection of a mar

ech partner.

Decision-makers are likely fo consu

t teams that will

inferface with the technology such as market;

poroduct, and data analytics or customer intel

ng ops,
igence.

In addition, stakeholders may fturn to procurement,
sales, and legal teams for support and guidance
during the procurement and onboarding process.

Having looked at the practicalities of the decision-
making process, such as how long it takes and who
s involved, it’s time to explore what brands are

actually looking for in a martech service partner.
What criteria do they use and what factors will
influence their ultimate decision?

11 |s partnership the key to martech success?
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When selecting the partner to implement or manage your marketing
technology, which of these teams were involved as an influencer or

decision maker?

Executive leadership
Marketing

T

Marketing ops

Product/Technology

Data analytics/
Customer intelligence

Research and development
Sales

Accounting and finance
Procurement

Legal

74%

65%

607%

57%

57%

567%

49%

46%

40%

32%

26%

Decision maker ‘ Influencer ‘ Neither
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When survey participants were asked how When selecting a martech partner, how important

important different criteria were to the selection were each of the following criteria?
process, fwo clear non-negotiables emerged.

A convincing 85% of respondents said that fechnical
certifications or credentials in the specific technology Cusfomer reviews/ratings 46%

were very or extremely important, while 84%
Demonstrating previous

said the same about the ability to demonstrate experience in our industry 459,

previous experience in their industry.

Good fit with our company culture
Interestingly, endorsement by the martech

provider and having an existing relationship were Technical certifications
ranked as the two least important criteria, although and/or credentials in the fechnology
around 70% of respondents still felt they were very Rating by industry consultant
or extremely important. (e.g., Forrester, Gartner)

Number of available resources
(e.g., number of certified professionals)

Cost

Case studies with named companies 18% 6%

Having an existing relationship 20%

Endorsement by the martech provider 247

‘ Extremely important ‘ Very important ‘ Somewhat important ‘ Not foo important Not important at all

12 |s partnership the key to martech success?



PART 3 - FINDING THE RIGH PARTNER

13

Depending on their specific needs and use-cases,
brands may look for certain specialisms in a martech
service partner. But there are also general qualities
that most brands look for in their service partners.

These include:

1. An understanding of a company’s

problem and the solution (64%) o
64%

2. The ability to deliver bespoke
solutions (56%)

3. Being a well-known company
in the field (50%)

Demonstrates an understanding

of my company problem
and solution

O
48%

Parficipates in
martech thought
leadership

s partnership the key to martech success?

Which of the following company qualities,
were you looking for in a martech partner?

567%

Demonstrates the
ability to deliver bespoke

creative solutions

2

ls committed to socia
and/or environmenta
responsibility

acxiom.com

50%

s a well-known company
in this field

407%

Has a global
footprint
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The information sources used fo research martech While researching potential martech pariners, which of the following

partners vary according fo the size of the business. information sources did you use to inform your partner selection decision?
Smaller companies use a wider range of resources,

including peer recommendations, industry news,
and online search, while larger companies are
more likely to skip online search and go straight to
frusted third-party reports or leverage an existing
relationship with the martech provider’s teams.

57% 46% T 45%

The martech The martech \—l Third-party reports,
provider’'s website, partner’s website e.g., Forrester,
resources, efc. Gartner

Online search, The martech Recommendations
e.g., Googling provider’s feam from peers

37% 33% g8 26%

Industry news/ Industry LinkedIn

press releases conferences

14 s partnership the key to martech success?
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PART 4 - PARTNER RELATIONSHIPS

Part 04

Implementing, optimizing, and managing martech
IS No easy feat. Service partners must combine

an in-depth understanding of a brand’s specific
needs, use-cases, and internal workflows, with
comprehensive knowledge of the platform (or
olatforms) to deliver the desired results. Even if
brands feel they have taken part in a rigorous
selection process, they can still face challenges in
their service partnerships.

15 Is partnership the key to martech success?
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PART 4 - PARTNER RELATIONSHIPS

Almost a third (29%) of survey respondents Top 5 challenges faced with martech partners
report experiencing challenges with their service

partner related to early mistakes made during the

configuration process that have led to further issues — O/ O
down the line. While small errors made in the initial
stages of configuration may seem insignificant, they 9 O ( 2 8 o
can create major inefficiencies in the future. — —
Early mistakes in configuration Repeating steps or processes
Over a quarter (28%) of respondents have had to create issues later

repeat steps or processes over the course of working
with a service partner. Some of these issues may be

related to the previous challenge, with steps repeated — O O
fo remedy an oversight that occurred in the early v ‘
ohases of configuration and implementation. Q O O

The third most common issue brands have with Too much time taken Poor communication across

martech partners is the time taken to implement to implement internal teams
a solution, which was cited as a challenge by 27%

®

of respondents. This can have a negative effect on
ROMI and a brand’s ability fo meet financial targets.

Partner lacked experience
with the tool, in our industry,
efc., causing Issues

16 s partnership the key to martech success?
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Part 05

Scaling martech
and future-proofing
the relationship

As martech solutions become progressively more
complex and technical, the need for experiencead
partners is greater than ever. To ensure service
partnerships withstand the test of time, partners must
have capabilities that can evolve to meet the changing
needs of a business over time. Partners must be versatile
in their approach, and tailor their support to serve the
needs of a range of stakeholders with varying objectives.

17 |s partnership the key to martech success?
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Non-marketing decision makers are much more likely than their
marketing counterparts to end a partnership it a partner does not
deliver high-quality work. Conversely, marketing stakeholders are
looking for partners to deliver on their promises and are more likely
than non-marketing stakeholders to consider ending a partnership or
switfching partners if a partner fails fo uphold their end of a confract.

What's more, marketing and non-marketing feams may require
different forms of guidance due to varying levels of technical
knowledge. Non-marketing decision makers in technical and data

roles may have the skills within their team to operate solutions in-
house and are more inclined to end a partnership when they feel
they are ready to manage a solufion themselves. On the other hand,
marketing stakeholders are likely to be less technically experienced,

and may rely more heavily on partners to guide them through each
stage of the process.

Whether brand stakeholders come from marketing or non-marketing
teams, there are certain outcomes that are considered essential for
a successful martech service partnership. First, there is a strong need
for partners that can help brands understand their current martech
needs and identify the solutions that will enable them to achieve their

business goals. And second, brands want a partner that will prioritize
empowering feams with the skills necessary to manage solutions
infernally once a partnership has concluded.

s partnership the key to martech success?

At what point have you or would you consider
ending a partnership or switching partners?

By respondent’s role: @ Marketing @ Non-marketing

Partner does not have the
skills required as we scale
up our martech stack

Partner is not solving
a business challenge that
was initially infendead

Partner did not deliver
on what they promised

Partner did not deliver
high quality work

Implementation
Is completed

Ready to manage
iIn-house

acxiom.com
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PART 5 - SCALING MARTECH

Our survey respondents defined the following Which of the following are the three most essential
as essential oufcomes for a successful martech outcomes for a successful martech partnership?

partnership that delivers real value, ranked in order of

Importance: .
Helps us determine our current

sophistication with marketing/data | 7744 23% 15% 607%

1. The partner helps the brand to determine their needs and future ambitions

current sophistication with marketing and data, as
Empowers our team

with appropriate skills once | 4[4 48%
partnership is done

well as their needs and future ambitions

2.The brand is empowered with the
appropriate skills fo use once a partnership is over Makes us feel confident

12% 16% 467

in our marketing decisions

3.The brand feels more confident in their marketing

decisions as a result of the partnership Ensures data and decisions are

not siloed in our organization

17% 13% 15% 457

4.The partner helps the brand to ensure data and
decisions are not siloed within the organization Builds a personal

relationship and becomes | 14/ 149 15% 41%

an extension of our team

Of course there are countless other ways in which

partners can provide additional value. This coula Helps find new opportunities

iNn all sources of data

be by helping brands stay abreast of technological 9% 12% 13% 34%

and regulatory changes, or by recommending dato

solutions or tools to improve marketing performance.

Bri ' a t I
Overall they must be a trusted source of advice anad riNJs VAHOUS GEpariments 7% [0 A 7% 247
closer together

continual support across the lifecycle of a partnership.

O Rank1st @ Rank2nd @

Rank 3rd

19 |s partnership the key to martech success?
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Part 06

Martech is central to a brand’s ability to keep

up with the continually evolving marketing landscape
and to deliver personalized experiences that will
resonate with individual customers.

20 |s partnership the key to martech success?
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Successful martech partnerships rest on the actions
of both partners and the brands that engage

them. Many of the challenges listed above can be
prevented with effective communication and attentive
planning in the early stages of partner engagement.

Acxiom has identified seven key pillars
to help brands ensure the effective
implementation and ongoing success
of any martech investment.

s partnership the key to martech success?
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Technology evaluation
Decide the most suitable martech solution for your ecosystem taking

info account platform fit, scalability, and customization needs

Use case review
Determine how the solution will be used to meet your objectives

Data evaluation
Define what data is needed to underpin the solution and

consider availability, permissions, and destinations

Operational readiness assessment
Prepare the business to onboard the martech tool factoring in
skills, ownership, availability, and stakeholder buy-in

Internal operational planning
Plan for the project and working with a partner, including assigning
SMEs, completing impact assessments, and setting timelines

Project governance agreement
Create a model for execution that encompasses KPls, forums,
compliance, and project tracking

Daily management plan
Define day-to-day operations and tools requirea

fo meet objectives

acxiom.com



SURVEY DEMOGRAPHICS

Which country do you work in?

——d | 1 4
50% 50%

Survey Demographics

Approximately, what was the annual revenue

of your organization during the most recent
financial year?

347 35%

Bl gl

S100M-5499m S$S500m-S999m  Sl1bn or more

22 |s partnership the key to martech success?

Which of the following is closest

to your job level within the business?

41%

Senior Manager, Director,
Vice President, Senior Vice President

59%

C-suite

acxiom.com

Please rank the top functions you perform in your job in order of what
you spend the most time on. Ranked first or second.

ey - O
() @] 11%
~ Marketing Advertising

3 = Sk

Executive Leadership Sales/Business Development

D 6%

'::ﬁ::' ﬂl I
Human Resources

Technology
& 43 5%

Marketing Operations Administration

N 14% @ S%

Analytics/Data Customer/Client Service
O = O

13% = 2%

Finance/Accounting ° Product

Total sample, n=202



About Acxiom

Acxiom puts data to work, solving complex
challenges for the world’s leading brands

and agencies. As the connected data and
tfechnology foundation of the Interpublic

Group of Companies, Inc. (IPG), Acxiom unifies,
connects, and prepares data for Al-driven
marketing and decision-making, maximizing
tfechnology investments. As leaders in data ethics
and governance, Acxiom brings a privacy-

first approach to serving clients globally, with
locations in the U.S,, UK, Germany, China, Poland,
and Mexico. Connect with Acxiom on Linked!n

and discover more at Acxiom.com.
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