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Ascend2 benchmarks the
performance of marketing
technology, strategies and tactics
using a standardized online
questionnaire and a proprietary
3-Minute Survey format.

This survey was fielded to a panel
of marketing influencers and
research subscribers during the
week of October 1, 2017.




MARKETING TECHNOLOGY ROI

Marketing has become a technology-driven world.

But what marketing technology strategies and tactics are
producing the most significant return-on-investment?

To find out, Ascend2 and our Research Partners fielded the
Marketing Technology ROI Survey. We thank the marketing
influencers responding to this survey for sharing their
valuable insights with us, and you.

This Survey Summary Report, titled Marketing Technology
ROI, represents the average of all the market segments
responding to the survey. Specific market segments from

the survey are reported on separately and exclusively by L7 Vey,f:;’_’a.‘z’,"de"ts
our participating Research Partners.
_ _ Number of Employees

This research has been produced for your use. Put it to More than 500 41%
work in your own marketing strategy. Clip the charts and >0to 5‘;70 i
write about them in your blog or post them on social (HERIaRSE =
media. Please share this research credited as published. Role in the Company

Owner / Partner / C-Level 44%

Enjoy! VP / Director / Manager ~ 43%
Non-Mgmt Professional ~ 13%

Primary Marketing Channel

B2B Business-to-Business 52%
B2C Business-to-Consumer 27%
B2B and B2C Equally 21%

Ascend2




MOST IMPORTANT OBJECTIVES

An important objective for a marketing technology strategy to achieve for
more than two-thirds (69%) of marketing influencers is to increase
marketing ROI. Marketing technology drives improvements in the next two
objectives as well — marketing efficiency and decision-making.

What are the most important OBJECTIVES for a marketing technology
strategy to achieve?

Increase marketing ROl BE:HA

Improve marketing efficiency REVA
Improve decision-making LA

Gain competitive advantage BEFA
Quantify marketing contribution BEGEA

Improve security [FLA

Integrate disparate systems ik

Marketing Technology ROI Survey
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ACHIEVING IMPORTANT OBJECTIVES

A marketing technology strategy is successful at achieving important
objectives for a total of 92% of marketing influencers, with a 52% majority
describing their strategic success as best-in-class.

How SUCCESSFUL is a marketing technology strategy at achieving
important objectives?

52% 40% :5 0%
Very successful Somewhat successful Somewhat unsuccessful Very unsuccessful
(best-in-class) (above average) (below average) (worst-in-class)

Marketing Technology ROI Survey
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TECHNOLOGY-DRIVEN FUNCTIONS

Analytics or predictive modeling, and data management are the
technology-driven functions most likely to increase the return-on-
investment from marketing technology according to 50% and 45% of
marketing influencers respectively.

What technology-driven marketing FUNCTIONS are most likely to
increase ROI?

Analytics or predictive modeling BFA3
Data management L3

Marketing management Reid/
Content or user experience BeyF
Social or relationships  BEiT/
Advertising or promotion BEEA

Ecommerce or direct sales XA
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IMPACT ON ROI

Marketing technology is having a noteworthy impact on ROI. A total of 97%
of marketing influencers say return-on-investment is increasing, with a 52%
majority describing the increase as significant.

To what extent is marketing technology having an impact on ROI?

3%

o2% 45% E— 0%
ROl is increasing ROl is increasing ROl is decreasing ROl is decreasing
significantly marginally marginally significantly

Marketing Technology ROI Survey
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CHALLENGES TO ACQUIRING TECHNOLOGY

With the positive impact on ROl comes challenges. The first and foremost
challenge is budget availability. The people, processes and technology
required of a marketing technology implementation all come with a cost,
which is a challenge for 59% of marketing influencers to overcome.

What are the biggest CHALLENGES to acquiring new marketing
technology?

Budget availability B4
Forecasting ROl BEEA
Integration requirements RE}A
Prioritizing needs BElFA

Lack of all-in-one solution  BPLPA

Vendor selection process i34

Lack of executive support ¥4
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BUDGET TREND

While budget availability is a top challenge to overcome, the good news is
that 94% of marketing influencers plan to increase the budget for marketing
technology in the year ahead, with 43% describing the increase as
significant.

To what extent will the marketing technology BUDGET change in the
year ahead?

43% 51% 5% 1%
Budget will increase Budget will increase Budget will decrease Budget will decrease
significantly marginally marginally significantly

Marketing Technology ROI Survey
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TIME TO ROI

Nearly four-out-of-ten (39%) of marketing influencers believe a reasonable
time-frame from the implementation of a marketing technology system to
achieving ROl should be 4 to 6 months. A total of 93% believe ROI should

be achieved in less than a year.

What is a reasonable TIME-FRAME from implementation to return-
on-investment for marketing technology?

3 months or less 4 to 6 months 6 months to 1 year More than 1 year

Marketing Technology ROI Survey
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IMPLEMENTATION RESOURCES

A total of 91% of marketing influencers say marketing technology
implementation should be outsourced to some extent. Outsourcing
provides technical capabilities not always available internally, while in-house
resources provide subjective knowledge — a valuable collaboration.

Which best describes the RESOURCES used to implement marketing
technology?

In-house
resources
only

9% Outsourced to
a specialist
31%

Combination of
outsourced and
in-house
resources
60%

Marketing Technology ROI Survey
Ascend2 11
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Ascend2

Research-Based Marketing
for Marketing Solution Providers

Marketing technology and data companies, and digital
marketing agencies, partner with Ascend?2 to reliably
generate demand and supplement marketing content
for their firms. Our Research Partner Programs are
transparent — focusing on your brand and the interests
of your target audience.

Learn more about us at Ascend2.com

Below are just a few of the leading marketing solution

providers that Partner with us on research-based

marketing programs As a marketing technology or
] data company, or digital

marketing agency, your
e prospective customers are
8 adestra MQ(? campaign Monitor @salesfusion marketing influencers with an
interest in the facts about
improving marketing
performance.
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Research-Based Demand

ot Generation is a process we
informatica orenerise  Marketo o’I/I;- EVERSTRING  [R] Return Path developed to generate leads
using factual content of interest
WIDER to your target customers, and

/ - [ -

| SharpSorng i . nurtur.e‘those leac{s to marketing
k apspring  TERADATA. ViU Qrd FSNNEL += zoominfo. qualified status in the name of

your brand.
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Research Partner Programs

Research Partner Programs rapidly deliver factual content of
interest to marketers and a guaranteed number of leads to
marketing solution providers, in two simple steps:

1. Choose marketing topics of interest to your audience.
= A new marketing topic is surveyed every month
2. Choose an exclusive data segment for each topic.
= Successful Strategy Benchmarks

= Leadership Benchmarks

= B2B Benchmarks

=  B2C Benchmarks

= Enterprise Benchmarks

= SMB Benchmarks

= Agency Benchmarks

= Complex Sale Benchmarks

= And more!

Learn more about Ascend? Research-Based Marketing by
calling 800-762-1595 extension 703 or visit Ascend2.com.

This Survey Summary Report is
part of a monthly research series
conducted in partnership with
marketing solution providers.

You may adapt, copy, distribute
and transmit this work. However,
you must attribute the work as
produced by Ascend? and its
Research Partners but not in any
way that suggests that they
endorse you or your use of the
work.

When you share this content,
please provide a link back to
http.//ascend2.com
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