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EXECUTIVE SUMMARY

Our clients have been straddling two worlds.  They know marketing.  They know what works and, perhaps more 
importantly, what does not work.  They have decades of experience, are experts in their fields and know that world 
very well.  They are not technologists, however.  Because the times necessitate it, they can speak to the functional 
aspects of some technologies, but they do not consider themselves marketing technology experts.  It is a world that 
is foreign to them.

It is not foreign to us.

At Actuan Global, we understand the challenges marketers face both selecting and optimizing the value of the 
technologies available to them.  That is precisely why we created this whitepaper.

Developing a marketing technology strategy is not a trivial undertaking.  When done well, the strategy usually 
requires engaging numerous people at various levels in multiple departments of your company.  It necessitates a firm 
understanding of the processes used within your company and the rate at which people are willing to change the 
way they do things.  It demands knowledge of the technologies that are available to create a more effective marketing 
organization.  It also requires caution as the marketing technology strategy is an operational undertaking – not a 
technical one.

We recommend going methodically through a holistic approach to develop a marketing technology strategy that suits 
your organization.  It is that approach that is laid out in this document.

Let’s get started.

http://www.actuanglobal.com
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INTRODUCTION
1970s automobile dashboards were sparse affairs.  If one was lucky, your radio would have four or five speedy selection 
buttons.  Other than that, most things on the dashboard were informational – tachometer, speedometer, gas, etc.  There 
just weren’t that many things to do.  Fast-forward to today and car dashboards resemble spaceship control panels.  
There are buttons in modern cars that may never be used even by owners who drive the cars for years.

The changes technology wrought in automobiles pales to the changes 
marketers have witnessed.  In the late twentieth century – about 
15 short years ago – there were the long time traditional marketing 
channels and three digital channels of note – the web, e-commerce 
and email.  Few would venture to count the permutations of 
technologies and channels available to the modern, twenty-first century 
marketer.  (Scott Brinker has - search for the Marketing Technology 
Landscape infographic.)  They easily number in the thousands and that 
count will only increase.

Until recently, keeping up with this change has been manageable 
with a resourceful staff and piecemeal tactical additions.  The sheer 
deluge of channels, technologies and competitive pressures, however, 
makes this approach unsustainable.  It will potentially result in chasing 
channels and technologies in a way that overwhelms your team and 
replaces the heart of your organization with technology rather than 
marketing.

The marketing technology strategy is no longer a nice-to-have.  It is a necessity for those organizations that want to use 
technology to enable high-performing, ROI-driven marketing.

While the marketing technology strategy 
can be a corporate wide undertaking, 
frequently marketers within corporate 

subsidiaries, divisions and departments 
will need to create structure around 
their use of technology.  The term 

‘organization’ here is used to convey 
any and all of the above.

http://www.actuanglobal.com
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What is the Marketing Technology Strategy?

At Actuan Global, we believe in the idea of MarketnologyTM which we define as technology solutions that power effective 
omni-channel experiences for marketers and their customers.  The marketing technology strategy is the key driver of 
MarketnologyTM for our clients’ organizations.

Like other “strategy” documents, the marketing technology strategy is a 
plan for setting direction.  Specifically, the marketing technology strategy 
is an organization’s unique perspective on optimizing the selection, 
implementation and usage of marketing technologies to best meet the 
goals and expectations of the organization’s stakeholders – its customers, 
the business and the marketing team.

To that end, the marketing technology strategy is typically rooted in high 
priority goals including:

 Enabling and supporting high performance marketing
 Delivering optimized, omni-channel customer experiences
 Concentrating effort on data- and insights-driven marketing

Your organization may have other goals and that’s great.  What is important is to keep in mind that the marketing technology 
strategy is not a plan detailing the technologies your team will use.  Rather, the process of creating the marketing technology 
strategy should keep in mind that it is intended to serve as a roadmap for aligning your marketing goals with the customer 
experience and operational systems that best allow you to achieve those goals.

MarketnologyTM 
Technology Solutions that Power 

Effective Omni-Channel Experiences 
for Marketers and Their Customers
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SETTING THE VISION

It is easy to think of the marketnology technology strategy as a 
technology document.  It isn’t.  Organizations that approach the task 
as such will likely fail to realize many of the benefits of creating a 
marketing technology strategy.  The exercise of creating the strategy 
should elicit insights and ideas that result in better understanding 
of the way your organization works and how you interact with 
customers.  The technologies you ultimately select are simply the 
tools you use to help you realize a more effective organization.

Since the marketing technology strategy is an operational 
document, the focal points for the document are non-technical, as 
well.  We refer to them as the Keys to Intentional Success and they 
are the pillars of the marketing technology strategy.  Specifically, 
they are:

 The Customers’ Goals
 Corporate Alignment
 Accountability

The Customers’ Goals

The goal of everything you do is to serve your customer.  So, for the marketing technology strategy it is critical 
to make the customer part of the three-legged stool that supports your strategy.  Doing so means doing asking 
questions to help determine what you know about your customers’ behaviors.  Then, you must be prepared to 
dissect that information in ways that help you gauge both strengths and deficiencies of your customer knowledge.  
Only then can you assess your customers’ goals and apply that knowledge to the strategy.

CUSTOMERS
Understand your customers’ 

behaviors, their goals and how you 
should market to them

CORPORATE
ALIGNMENT

Align your company’s 
long-term corporate 
vision with your 
organization’s 
marketing 
strategy

ACCOUNTABILITY
Be mindful of the metrics 

your management uses 
to gauge your perfor-
mance and build the 

strategy to support 
them

MARTECH
STRATEGY

KEYS TO 
INTENTIONAL SUCCESS

👥👥



📊📊
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Corporate Alignment

It is likely that the strategic goals for your team are set outside of your immediate organization.  
You answer to your boss and your boss answers to someone else.  The goals of your 
marketing organization and your higher corporate goals must all be considered when 
developing the marketing technology strategy.  Furthermore, given the considerable 
investment in marketing technology execution, a strong marketing technology strategy will 
likely stand, with periodic updates, for at least three years.  As a result, the corporation’s 
three to five year plan must be part of the consideration set when researching the approach 
for the strategy.

Accountability

The pressure for accountability comes from multiple directions.  Your management is 
demanding to know how your spending benefits the organization.  Additionally, no matter 
your industry, your competitors are actively measuring and analyzing what is and isn’t 
working – and making decisions that lead to optimizing what works and ditching what 
doesn’t.  It is critical that the marketing technology strategy bolster your ability to measure 
your performance and tie those results into metrics your management uses to assess your 
organization’s performance.

Customer Goals + Corporate Alignment + Accountability = Intentional Success

Developing a marketing technology strategy is a serious undertaking and requires significant time and resources.  
The Keys to Intentional Success is the foundation of that effort.  It provides the guiding principles for the marketing 
technology strategy framework and helps ensure that the final deliverable – the strategy itself – meets the needs of 
the multiple constituencies your organization serves.

It is critical that 
the marketing 
technology 

strategy bolster 
your ability to 
measure your 
performance 
and tie those 
results into 

metrics your 
management 

uses to 
assess your 

organization’s 
performance.
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THE MARKETNOLOGYTM ASSESSMENT PLAN (MAP)

As is the case with any strategy, the concepts that inform the marketing technology strategy are the result of a 
tremendous amount of preparative research.  Tough, incisive questions must be asked of your customers, your 
team, your management, partner organizations and others before you can formulate a strategic vision.  In this 
section, we outline the Marketnology Assessment Plan (MAP) and suggest some of the questions you should 
consider in preparation for creating the ultimate marketing technology strategy.

The questions in the MAP are not to be answered by a single individual.  They represent a deep dive 
into how your organization works and, as such, require a team effort and will likely necessitate even 
engaging people who are not a part of your immediate team.

  Of Note...

http://www.actuanglobal.com
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The Current Situation

When using the GPS to guide your driving route, the navigation system always needs to know your starting 
point.  After all, just knowing your desired ending point makes for a map rather than a dynamic, turn-by-turn plan 
for reaching the destination.  The same is true for the marketing technology strategy.  A close assessment of 
your current situation is vital to understanding the path necessary to achieve your marketing technology goals.  
Additionally, the Current Situation is an ideal time to contrast the future state you would like to see.

One of the most tried and true methods for determining where an organization stands currently is the Strength 
Weakness Opportunity Threat (SWOT) analysis.  The questions below are the marketing technology strategy version 
of that technique.

 ^ What does your current system do 
well and are these areas in which 
you wish to continue doing well?

 ^ How is your current infrastructure 
deficient as compared to what you 
see elsewhere in your organization 
or in the competitive environment?

 ^ Where do you think your 
organization (i.e. company, division, 
department, etc.) has the ability 
to use technology to strengthen 
the execution of marketing 
campaigns?

 ^ Where do you see your 
organization falling behind in terms 
of competitors?  Can you list and 
prioritize the threats in decreasing 
order (most important threat at the 
top of the list)?

 ^ What competitors of yours 
represent the biggest threats 
and, specifically, what are the top 
two or three threats represented 
presented by each of those 
competitors?

 ^ How would you describe your 
organization’s general familiarity 
with marketing technology overall?

 ^ What is your nirvana vision?  

 ^ What would be in place for you to 
feel like you could stop worrying 
about marketing technologies and 
focus on marketing?

 ^ Do you think there’s a low hanging 
fruit challenge that marketing 
technologies could help you solve 
in the near-term future?

http://www.actuanglobal.com
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Customers

In response to the rapid pace of technology change, there can be a tendency to reflexively want to utilize a technology 
because others are using it successfully.  That one’s peers are finding success with a technology certainly might be a 
strong endorsement.  It is important, however, to consider your own customers’ behaviors.  This is especially critical 
when creating the marketing technology strategy.

As a business your company’s ultimate goal is to have its customers to buy things.  Marketers achieve that by 
thoroughly understanding customers’ behaviors and developing campaigns to influence them.  Your customers have 
their own goals as well as well-exercised habits.  It is understanding the intersection of these goals and behaviors that 
enable you to best identify the technologies that will optimally serve your customers.  

Remember, your peers and competitors may serve similar audiences but they’re not your customers.  As such, 
to create a useful marketing technology strategy you must ask questions that elucidate the preferences of those 
consumers who are interested in purchasing your products.

 ^ Who are your customers (describe 
them precisely)?

 ^ What are your customers’ contact 
channel preferences?

 ^ What channels do secondary 
research indicate are of the most 
popular to your customers?  How 
well do you use those channels?

 ^ Do you have VoC (customer 
service, call center, EFM, web site 
comments, etc.) data that indicates 

what your customers think of your 
engagement efforts?

 ^ What do you your customers’ 
journeys look like and where during 
those journeys can you provide 
interaction points?

 ^ How well do yours and your 
customers’ expectations align with 
each other? 
 

 ^ How has technology enabled you 
to deliver against both yours and 
your customers’ expectations?

 ^ What are your organization’s 
expectations about how you 
engage customers in terms of the 
most useful channels, the types of 
messages your customers want, 
the frequency at which they want 
to be engaged, the type of content 
they want, and the length of the 
content?
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Business Goals

Your company has goals.  Maybe you’re part of a mid-sized business with a single marketing department. Or, maybe 
you’re a member of one of many marketing teams in a hulking enterprise corporation.  Every company has strategic 
objectives they want to achieve and your team plays an important part in achieving those goals.  A comprehensive 
approach to creating the marketing technology strategy necessitates being mindful of your company’s goals for both 
tomorrow and the long term.  

 ^ Has your management expressed a set of strategic goals for the next fiscal year?  If so, what are they?

 ^ What is the role of your team in successfully achieving the goal?

 ^ Has your management created a three to five year plan?  If so, what are the goals in that plan?

 ^ Who are your top three competitors?

 ^ Describe the best campaigns you’ve seen from these competitors in the past year and what made them great.

 ^ In terms of your business goals, what could your team do that would make you a hero to your management?

http://www.actuanglobal.com
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Marketing Goals

This is your section.  Most of the other sections of the MAP are informative for the marketer.  This section, on the 
other hand, is meant for you to expound on what happens in your marketing organization and/or on your specific 
team.  Here, you should outline your goals, how you measure them and how your team works.

 ^ Describe how you’ve used the 
following touch points in the past 
year and rate your effectiveness 
with each touchpoint on a scale 
of one to ten with ten being 
outstanding.

 •  Social
 •  Web
 •  Mobile
    o  Apps
    o  Sites
    o  Messaging
 •  Call Center
 •  E-Commerce
 •  Retail

 ^ What type of advertising have you 
done in the past year and what 
types do you want to do in the next 
year?

 ^ How frequently do you execute 
new campaigns and how many 
campaigns do you run a year?

 ^ What do your superiors think of the 
performance of your organization?

 ^ What do your sales partners 
think of the performance of your 
organization?  What do you do 
well?  What do they say could be 
done better?

 ^ Have you established performance 
benchmarks and/or standards that 
allow you to gauge current vs past 
performance?

 ^ On average, how well would you 
say your team achieves their 
quantifiable goals?

 ^ What is your best performing 
program from the past year and 
what factors led to its success?

 ^ What is your technology budget 
and over what timeframe do you 
want to spend it?
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Measurement & Performance

There is ever increasing pressure on marketers to prove your value and deliver results.  Technology can play a 
pivotal role in helping you capture and analyze the information you need to demonstrate your team’s successes.  
Assembling a technology infrastructure to support what you do begins with first knowing precisely what metrics 
matter both on your team and external to your team.

Marketing Metrics

 ^ Are you currently able to attribute sales to the efforts of 
your marketing programs?  If so, how?

 ^ What are the core metrics of your industry - the ones 
used by other companies like yours and external 
analysts who assess performance?

 ^ What metrics are the most important when measuring 
the success of your programs? Describe the metrics, 
how they’re used and who the target of those metrics 
are.

 ^ How are metrics tracked currently and who is 
responsible for capturing them? (e.g. spreadsheet, 
paper, etc.)

Financial Metrics

 ^ What technique(s) do you use to assess ROI?

 ^ What financial metrics are used to determine whether 
new initiatives should be undertaken?  How do you 
assess return on marketing investment (ROMI)?

 ^ Does your organization use NPV/IRR calculations 
to assess potential investments?  If so, what does 
success look like 

 ^ What metrics do you use to measure your team’s 
contribution to revenue

http://www.actuanglobal.com
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Data Management

So much is measurable in modern marketing and, yet, so few understand how to harness that data.  Marketers 
with a well-defined, well-executed data apparatus wear the crown.  Achieving the role of data royalty means proper 
planning and relying on data technologies, analytical processes and knowledgeable people.  It also requires knowing 
what data you have, the data you need to achieve your goals and how to organize that data.

These questions will help ensure your marketing technology strategy includes your data management needs.

 ^ What data do you collect on your 
customers / prospects?

 •  Where is that data stored?
 •  How often is that data 
 cleansed?

 ^ What databases / data stores are 
used to house the customer data 
collected by your company?

 ^ Who manages those databases

 ^ For each database, what  is the 
process for retrieving necessary 
information from the database?

 ^ Do you use any “big data” data 
analytics tools or techniques?

 ^ Is there a unified view (centralized 
database) of the customer?  If so, 
what is it called and who owns it?

 ^ Are there systems / policies 
in place to secure data and to 
prevent the theft of your data?

 •  If so, what data is covered   
 under these systems /    
 policies?

•  If so, what steps are required 
to use that data in a way that will 
pass IT compliance?

 ^ What information would you like 
to know about your customers to 
help you make better decisions 
about how to market to them?

 ^ Do you use third-party data to 
cross-reference or augment your 
customer data?
•  If so, what third-party data 
providers do you use and what 
data elements do you capture from 
them?

 ^ Do you have people on your 
team who are well versed in data 
management or data science?
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Workflow

While technology is a tool for success, arguably more important than the technologies themselves are the processes 
that enable organizations to work effectively.  Workflows define the processes that all manner of marketing resources 
wind through as they travel from conception to creation to actually being used in a campaign.  

Well-defined workflows are the trusses that support any organization and, even if modified to accommodate 
the implementation of technology, the end result of the workflow remains valuable to the organization.  As such, 
understanding those workflows is critical to successfully creating a marketing technology strategy that meets the 
needs of your organization.

The following questions can help you delve deeper into understanding your processes.

 ^ Do you rely on project 
management software to support 
collaboration?

 ^ How do employees engage with 
each other? (e.g. In-Person, email, 
Sharepoint, Yammer, Jive, etc.)

 ^ Where are project assets stored?

 ^ In thinking about the way your 
organization works, which 
workflows are executed most 
frequently?

 ^ Which workflows tend to be the 
most challenging (i.e. extended 
duration due to access to limited 
executives, difficulty with execution 
due to lack of resources, etc.)?

 ^ What workflows do you think could 
be made immediately more efficient 
through the use of technology?

 ^ How do you track campaigns from 
conception to execution?

 ^ What’s the process for executing a 
new campaign?

 •  Who initiates it? 
 •  Who approves it?

 •  How are team members   
     assigned to the project?

 ^ How are resources requested from 
other teams?

 ^ How are agencies engaged?

 ^ What roles do your top 3-5 non 
agency vendors play and how are 
they engaged?

http://www.actuanglobal.com
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Technologies

One of the biggest technology missteps marketers make is using a technology simply because everyone else 
uses it.  As pointed out earlier, your customers are different from your competitors’ customers.  Your organization is 
different from a similar team within another company.  For you, mobile may be a wiser investment than social media 
management systems given your customer base, as an example.  Simply investing in technology for the sake of 
using a technology you heard was effective leads to ROI-less technology spending.

Delivering ROI requires assessing your needs based on your customers, your team and your organization’s goals.  
This section is designed to help you understand the technologies you currently have and their benefits to your 
organization.  Additionally, it will identify risks and opportunities for integrating technologies that align well with the 
needs of your team.

 ^ What marketing technologies have 
you implemented already and 
why?  Include as many as you can 
think of.  
(It’s better to add too much than to 
not not add enough.)

 ^ What technologies have your 
external partners (e.g. ad agencies, 
other vendors, etc.) implemented 
on your behalf?

 ^ For each of the technologies you 
currently have, rate them on a 
scale of 1 (ineffective for us) to 5 

(can’t live without it).  Explain the 
rating.

 ^ How are the technologies in 
place managed?  Who manages 
them?  What hosting resources are 
necessary to manage them?

 ^ What continued support costs 
are associated with each of the 
technologies - including costs 
paid to ad agencies and other 
companies for support?

 ^ How well has your current 
technology infrastructure delivered 

measurable ROI?

 ^ Do you have research data 
indicating customer satisfaction 
with your marketing touchpoints 
(i.e. user experience research, web 
site user interface research, mobile 
app/site research, etc.)

 ^ What are your company’s policies 
on hosting customer data on cloud 
based systems?

 ^ Are cloud platforms in use 
elsewhere in your company?  If so, 
for what purposes?
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Resources

One of the keys to implementing any strategy is having a team of people who can realize your vision.  A strategy, 
after all, is just codified thoughts.  It’s the execution that really tests your mettle.  Effectively executing against your 
strategy requires having the right staff in the right role at the right time.  It also necessitates setting reasonable goals 
and ensuring the people responsible for leading the marketing technology implementation effort are able to work 
effectively as a team.

In this section, we pose thoughts that should help you assess the resources you have and what you need to 
successfully build out the marketing technology platform recommended by your strategy.

 ^ What roles do you currently have 
on your team?  What are their 
responsibilities? What are the 
people in those roles especially 
good at?

 •  Have any of your team members 
demonstrated an ability to 
successfully select and implement 
new technologies?

 •  Has anyone on your team 
demonstrated an ability to 
successfully manage large, 
complex projects with interactions 
with other teams within your 
organization? 

 ^ Has your team developed a 
relationship/partnership with the 
CIO/CTO responsible for your 
organization?

 ^ How is your team assigned 
currently?  Functionally?  Project-
based?

 ^ What tools does your team use 
currently to support collaboration - 
including project management and 
intra-team communications?

 ^ How do you establish unified 
purpose for your team so that 
everyone is working towards a 
primary common goal?

 ^ How are goals articulated and are 
they SMART (specific, measurable, 
attainable, relevant, time-bound)?

 ^ What type of support do you 
provide to your team to provide 
them with the reassurance they 
need to press on?

 ^ What type of incentives are 
offered to support achieving goals 
and being a part of the team’s 
success?

 ^ What resources are in place to 
support your team members as 
they learn how to use the new 
systems and processes?

http://www.actuanglobal.com
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Training / Change Management

Successfully implementing your marketing technology strategy requires a solid understanding of your corporate 
culture.  You should have a firm grasp on what’s possible in what timeframe in your organization.  The technologies 
you implement will require your team to change their existing processes.  It may require inter-functional support and 
changes in the way other teams work with your team.  

The leaders in your organization will need to manage this change with a deft hand.  Doing so requires preparation 
and risk mitigation.  These questions will help your team understand the work before them and how to increase the 
likelihood of achieving success.

 ^ What are the top 3-5 complaints 
your staff have about the 
implementation of new 
technologies and changes in 
process?  What can you do to 
mitigate?

 ^ What marketing technologies do 
you currently have that you intend 
to eliminate or replace?

 ^ What new systems do you intend 
to implement?

 ^ What systems will people need 
to be trained on (either as a result 
of system replacement or new 
installation)?

 ^ What is your budget for training to 
prepare for the implementation of 
the marketing technology strategy?

 ^ How will training occur?  
Classroom training?  Super-user 
led?  Vendor led?  Online training?

 ^ Will people in other organizations 
(i.e. teams, departments, divisions, 
vendors, etc.) need to be trained 
on the new systems?  If so, who?

 ^ For each new marketing 
technology being implemented, do 
you have a super-user - a person 
who will lead the effort to learn the 
software and evangelize its use?  

One person can be the super-user 
for more than one component.

 ^ Who will manage the rate at which 
training occurs and the rollout 
schedule associated with the 
software?

 ^ How will this person manage the 
spectrum of learning styles given 
that some people may be gung-ho 
and others more resistant?

 ^ How will best practices be 
conveyed so that your team is 
aware of some processes even 
after training?
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What’s Next

So, you’ve gone through the effort of collecting all of the 
information specified in the MAP.  Now what?

What you’ve done thus far is a comprehensive deep-
dive into what you would like to achieve with your 
marketing technology strategy.  It is not the strategy 
itself.  The strategy is crafted using what you now know 
about your organization so that it is uniquely applicable 
to the challenges your team, your organization and your 
company face.

http://www.actuanglobal.com
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CRAFTING THE STRATEGY
Developing an effective strategy for your organization requires a skilled craftsperson – preferably someone like a 
marketing technologist who is well versed in the capabilities of the technologies available to you.  

Your strategy will serve multiple audiences.  For your superiors, it will demonstrate the need for your organization to 
make a significant investment in technology in order to remain competitive.  For your team, it will mark the beginning 
of significant change to come that will require their help and, in a few cases, their dismissal.  For other teams within 
your company, it may signify shifting ground that will force them to reluctantly adapt to new systems and processes.  
Change is not easy.  A finely crafted strategy is pivotal to achieving meaningful and effective change.

Selling in change of any kind requires telling a compelling story.  For the marketing technology strategy, the story – like 
all great stories - is one of a challenge faced, the options for overcoming the challenge and the steps you will take to 
conquer the challenge.  They are:

  We’re at This Place
  We Believe We Can Do Better
  Why It Matters That We Improve
  Here’s What’s Possible – Our Vision of the Future
  How Do We Achieve the Future State
  What Is Success and How Do We Measure It
  What’s Necessary to Move Forward

Clearly, these story components are not business ready and must be aligned 
with the elements that comprise the marketing technology strategy itself.  

Each element explanation 
includes icons representing the 

MarketnologyTM Assessment 
Plan (MAP) sections that should 

be used to fill in the requisite 
details.

http://www.actuanglobal.com
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MARKETNOLOGYTM STRATEGY FRAMEWORK

Background

Every organization faces challenges.  That you are 
considering developing a marketing technology strategy 
is an acknowledgement that you have identified marketing 
technology to be a challenge that needs to be addressed.  
This is where you identify your current state of marketing 
technology and the specific challenges you’ve identified.

Purpose

Your audience will need a reason to buy into what you are 
proposing.  In this section, you should focus on what can 
be accomplished by going down this path.  You should 
continue the story you began telling in Background.  Where 
that element detailed on where you are, Purpose should 
be focused on where you would like to go – what can be 
achieved.  

You can demonstrate evidence of greater efficiency, increased ROI, reduced costs, more valuable data insights, 
etc.  It is a great opportunity to show how competitors may have improved their position after implementing a range 
of technologies.  This element of the strategy, essentially, serves as your rationale for pursuing a refined marketing 
technology strategy.

01
02

03

0405

06

07

PURPOSE

OBJECTIVES

STRATEGY

THE PLAN

MEASURING 
SUCCESS

MOVING FORWARD

BACKGROUND

We can do 
better than the 
current state.

Why it matters 
that we do better.

Here’s what 
possible in the 
future.

This is our current 
state.

Here’s our 
approach for 
achieving the 
improved state.

What is success 
and how is it 
measured?

What is necessary 
to begin moving 
forward? MARKETNOLOGYTM

STRATEGY

TELLING A 
COMPELLING 

STORY
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Objectives

Your marketing technology strategy will ultimately be judged by how well it meets the goals you establish.  In 
Objectives, you should seek to describe what you would like to achieve with the implementation of your strategy.  
You should describe in clear and concise terms what benefits you expect your organization to accrue as a result 
of the strategy you develop.  Moreover, because your strategy will be reviewed and judged by superiors, peers, 
subordinates and others, your achievements should SMART – specific, measurable, attainable, relevant and time-
bound.  Precise metrics, however, should be left for the Measuring Success element of the strategy.

Strategy

This is where the rubber meets the road.  All of the components of the MAP are integrated here in your description 
of your vision.  This element should offer well-defined image of what you would like to achieve.  Moreover, it should 
convey that your vision is based on the significant amount of amount of research you and your team embarked upon 
to come up with a roadmap for making your organization more successful.

Specifically, the Strategy section should highlight customer experience and marketing use cases that offer a clear 
differentiation from the way your organization works currently.  Those use cases should be demonstrated with 
examples of what’s possible from both a technical and operational perspective.

It is imperative to always be mindful that technology is a tool for enablement and, as such, your strategy must address 
how the technology will benefit your customers, your organization and your staff.  Certainly, you want to specify the 
types of marketing technologies that are relevant to your vision.  You also want, however, to have a customer and/
or organization based rationale for implementing those technologies.  Implementing a digital asset management, for 
example, without clear benefit to the customer or the organization is an assured way not to achieve the results you 
seek from the marketing technology strategy.
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Strategy (cont’d)

One way to approach this element is to consider leaving references to specific technologies for the The Plan.  By 
doing so, you allow the Strategy to reflect your ideas about what your organization can be without making your 
vision bear the burden of the technologies that will ultimately support it.   This is important because with the growing 
prevalence of technology in marketing, many of your peers will have an opinion on which technology is best to achieve 
your vision – likely one they’ve used previously or have heard “good things” about.  These conversations will derail your 
vision prior to any discussion about your ultimate end state.  It is better to paint your blue-sky view of what you would 
like to achieve and save how you’ll actually paint the sky for The Plan.

The Plan

The Plan is where you describe how your team will achieve the goals set out in Strategy.  Where the Strategy 
element was used to describe what you think is possible, The Plan is where you explain how you will achieve those 
possibilities.

When you move forward with your strategy, change will be the only certainty.  One way to think of The Plan is, it’s the 
element in which to explain to your peers, superiors and subordinates the changes your organization will experience 
as you implement your strategy.  The sections in the MAP should serve as a guide for what you need to consider.

Key to successfully managing change is ensuring that the people who experience the flux are aware of and committed 
to the change to come.  That means, you will have to detail how and when your interactions with customers will 
change, how and when internal and external processes will change, how human resources will change, how and 
when workflows will be altered and new ones implemented, how and when new data influences will impact the way 
you operate and, of course, which technologies you will use to underpin the vision you’ve laid out.
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The Plan (Cont’d)

All of this should be conveyed using multiple forms of storytelling.  Naturally, a schedule is a critical component of 
your plan.  It is the single piece of your strategy that all your constituents will understand.  It should be specify phases 
of execution as well as identify major implementation and, perhaps, performance milestones.  Also important in your 
story are diagrams representing workflow/process changes, inter-team interactions, data exchanges, and, of course, 
technology architecture and integrations.  All of these – combined with a meticulous narrative about their purpose in 
the execution of your strategy – will serve both as your blueprint for your future state and as the manifestation of an 
almost real, tangible, achievable idea for your co-workers.

At the end of the day, you will be detailing how you plan to use disparate pieces of technology to create an integrated 
marketing automation platform that improves the way your organization communicates with customers and makes 
you more efficient.  You will need to specify what will live in the cloud and what will live on-site at your location.  Also, 
do not overlook the importance of accessing and securing data.  Data is king and unknown entities may want to 
surreptitiously access your data. Your strategy should outline how you will address protecting that data – and hence 
your organization and its customers - from unscrupulous actors.

Keep in mind that more than just explaining change you are selling your approach to organizational growth.  
Consensus building is a key goal of this element and it falls on you and your team to convince the stakeholders that 
this approach will result in success for the organization.
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Measuring Success

The ability of you and your constituents to gauge the success of your strategy is dependent on the details you specify 
in this element.  In Measuring Success the goal is to define what marketing technology success looks like for your 
organization and explain the analyses and metrics you will use to measure how well you achieved your objectives.  
This is the moment of truth.

It is important to keep in mind – again – that the marketing technologies you implement as a result of this strategy are 
simply tools for marketing enablement.  The metrics you use to assess your performance should be ones that matter 
both to marketers and business people.  For while there is undoubtedly value in measuring metrics such as click thru 
rates and mobile visitors, those performance indicators do not reflect what matters to your organization – sales and 
revenue.

Marketing specific metrics are important for assessing the execution of individual campaigns.  Marketing technologies 
simplify the effort of gauging performance because the measurement data is accessible and, more often than 
not, quite accurate.  Caution is required, however, because you must be able to correlate individual campaign 
performance to your organization’s contribution to sales/revenue.  In the absence of that, the metrics and performance 
data you specify in Measuring Success will only serve to support your team’s efforts but not validate the value of your 
marketing technology strategy.  It will not convey value to your superiors who will approve your expenditures.

The key question, ultimately, becomes, what are the metrics that allow my organization to demonstrate positive ROI 
on the investment in this marketing technology strategy?  Accountability is what’s at stake.  Invariably, the metrics that 
matter will revolve around increased customer numbers, reduced time to purchase, improved customer engagement 
and loyalty and higher revenue per customer.  Additionally, reductions in operational costs as well as decreases in 
managing customers are an important part of the story you must tell.
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Moving Forward

The easy stuff is behind you.  You’ve fully described your marketing technology strategy and identified what you’d like 
to achieve.  You are preparing to begin the process of selling in your vision to your superiors, your peers and your 
subordinates.  Once that’s done and you’re approved, what comes next?  Moving Forward is where you describe the 
first steps you will take to hit the ground running on the mission to realize your future state.  This is where it gets hard.

There are rate-limiting factors that affect your ability to implement your strategy.  Among them are, identifying who on 
your team will assist you, managing RFPs, selecting software, choosing implementation vendors, partnering with IT, 
making hosting decisions, dealing with security concerns, addressing process and workflow changes, etc.  It’s a 
never-ending list.  So, where to begin?

The following checklist offers tasks you should consider doing at the very beginning of your marketing technology 
strategy implementation:

✔ Create a project mission statement that helps your team understand why what they’re doing is 
important.
✔ Assign team to manage facets of execution – including an overall project manager
✔ Begin engaging other organizations that will be impacted by your changes
✔ Identify and hire consultants or staff with marketing technology expertise
✔ Begin assembling a small steering committee of people from your team, IT, sales and, perhaps, finance 
and human resources, to whom you report and get feedback on progress
✔ Identify low-hanging fruit -- short-term, high impact projects your team can work on to build momentum 
and experience early success
✔ Dangle carrots.  Share with your team incentives you will use over the course of the implementation to 
keep them engaged
✔ Identify what concerns you the most about implementing your strategy and identify tactics you can take 

http://www.actuanglobal.com


29Creating a Customer Focused Marketing Technology Strategy

to mitigate the risk(s)
✔ Begin creating your full schedule with business and performance centered milestones
✔ Develop a plan for absolutely hitting your first performance milestone
✔ Build your schedule to ensure important performance milestones are hit before year-end reviews
✔ Establish what you’d like to achieve in 90 days, 180 days, 1 year and 3 years.  That way you’re always 
have a goal in front of you

Before you actually do any of that, however, step back.  Take a break to relish in your accomplishment.  You and your 
team created a dazzling marketing technology strategy that you were able to sell to your co-workers at various levels 
of your company.  You created a vision that other people want to see come to fruition.  The work ahead of you is 
challenging but so was what is behind you.  Celebrate your achievement!
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CONCLUSION
Someone long ago pointed out that anything worth doing is 
worth doing well.  We set out to give you insights on creating a 
marketing technology strategy that serves your organization well.  
As you can see, this is not a simple endeavor.  Though people 
frequently think of the marketing technology strategy as a technical 
undertaking, the truth is, marketing technologies ultimately impact 
almost every facet of the company.  You, marketer, will need 
to manage how much and how well that impact affects your 
constituents.  We hope this document serves as a lighthouse in 
the fog that exists around optimizing the value your organization 
extracts from the marketing technologies you choose to support 
your customer focused ambitions.
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ABOUT ACTUAN GLOBAL
Actuan Global is a marketing technology strategy consultancy.  We 
provide enterprise marketers and technologists with strategic insights 
that help them use marketing technologies to create outstanding 
customer experiences.

We believe finding marketing technology success is predicated on 
MarketnologyTM – technology solutions that power effective omni-
channel experiences for marketers and their customers.  

We put this into action with what we call the 3Ms:

 Motivate – Create omni-channel experiences that drive 
 customers to action
 Measure – Gather insights and analysis from data to improve performance
 Maintain – Provide exceptional support for the systems our clients use

If you’d like to learn more about Actuan Global and MarketnologyTM, visit www.actuanglobal.com, email our President, 
Talib Morgan, at talib.morgan@actuanglobal.com or call us at (908) 443-1180.
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drive people to 
action

Provide exceptional 
support for the 
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Gather insights and analysis from 
data to improve performance
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