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The world has changed. Customers have access to information like never before. Customers 
are also more empowered than ever, thanks to their use of mobile and social media tools.

In short, customers are now controlling the conversation, not marketing. 

As a result, marketers are being forced into a new domain where they need to adapt to 
changing customer behaviors and preferences and meet customers on their terms. To do 
this, marketers need to recognize how advanced marketing technologies such as cross-
device identification, advanced analytics, and machine learning can help them better 
understand what customers want and enable them to deliver tailored experiences that can 
differentiate the brand. 

In order to exploit new technologies that can deliver more engaging customer experiences, 
marketers need new skills and new resources to understand cutting-edge developments 
such as  addressable TV, integrated sales and marketing platforms, and real-time email 
personalization.

Executive Overview

Gartner projects 
that CMOs will 

spend more than 
CIOs on information 
technology by 2017
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These new opportunities to drive deeper engagement with customers also allow marketers 
to achieve higher levels of business performance. This is made possible by delivering 
highly targeted and customized messaging based on data-driven insights obtained about 
customers’ needs, behaviors, and preferences. Meanwhile, marketing technologies that act 
on real-time customer data, such as machine learning and advanced analytics tools, enable 
marketers to deliver the most relevant and contextual offer at a particular moment.

Technological innovation also allows marketers to address customer needs and preferences 
in new and exciting ways. “Marketers are often trapped by their worldview of how they 
define their audiences,” says Martin Longo, CTO at Revana, a TTEC Company. “Marketers 
need to allow the data to tell them what’s happening versus their preconceived notions 
of what they want to discover or what they think should be happening” with customer 
behaviors, says Longo.

Advances in marketing technology create incredible opportunities for marketers to forge 
tighter relationships with customers. But marketing leaders must be open-minded to 
new ways to connect with customers that will distinguish the customer experience and 
differentiate the brand.

Companies that deploy 
advanced marketing 

and sales capabilities are 
growing their revenues at a 
30 percent higher rate than 

other industry rivals.

2015 McKinsey & Company

30% higher
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Seventy-five percent of 
CMOs and senior marketing 
executives expect to own 
the end-to-end customer 
relationship in three-to-five years, 
prompting marketing leaders 
to restructure the marketing 
function around customers 
instead of channels.  
Marketo

In 2016, the average firm 
will allocate 30 percent of 
its marketing budget to digital 
marketing, growing to 35 percent 
by 2019.  
Forrester Research

Marketing technology 
generated more than $3.5 
billion in new funding across  
96 new investments by nearly 
250 venture capitalists in 2Q 
2015 alone.  
VentureBeat

The first Bachelor of Science 
program in Digital Marketing 
Technology was approved by the 
University of Wisconsin Board of 
Regents in June 2015.

Despite the boom in 
marketing technologies,  
61.5 percent of marketers 
continue to struggle to integrate 
new technologies with  
existing tools.  
Direct Marketing Association/
Winterberry Group

Demographics in marketing 
are also changing, as nearly 
half of all B2B researchers are 
Millenials (18-to-34 year olds),  
an increase of 70 percent  
since 2012.  
Google/Millward Brown Digital

U.S. mobile ad spending on 
location-based marketing  
is expected to rise 56 percent in 
2015 to $6.7 billion, representing 
37 percent of all mobile ad 
spending. 
BIA/Kelsey

Fifty-three percent of 
business executives surveyed 
by Korn Ferry said that their CMO 
could someday become the CEO.  
Korn Ferry

The Convergence of Marketing and Technology
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Just as programmatic advertising automates the 
decision-making behind digital advertising by 
targeting specific audiences and demographics, 
addressable TV enables marketers to deliver 
specific commercials to particular viewers. 

With addressable TV, marketers can pinpoint 
target audiences based on income, household size, 
mobile contracts, and other household information. 
Industry experts expect this to become a huge 
opportunity for marketers to deliver tailored 
messaging to target audiences based on their 
interests and preferences. Today, addressable TV 
can be delivered to 42 million households, with 
more on the way. 

Early returns reveal that addressable TV is 
extremely effective: Households receiving 
addressable TV advertising tuned out 38 percent 
less often than those receiving non-addressable 
advertising, according to research conducted 
by Comcast Spotlight, SMG, and Kantar Media. 
This provides marketers with the opportunity to 
segment their TV audiences on a granular level and 
drive greater return on investment.

1. ADDRESSABLE TV

Addressable TV ads 
are available in 42 
million households 

via live TV and 
video-on-demand.

Advertising Age

Six Technology-led Marketing Disciplines 
Making the Biggest Impact
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Machine learning is a method of data analysis that 
finds patterns in data which people typically can’t 
spot on their own. One of the biggest strengths 
of machine learning for marketers is that it is 
able to learn from previous computations and 
determine the best possible messaging or offer for 
a consumer. One of the best-known applications 
for machine learning is when Amazon provides 
customers with recommendations based on 
products they’ve purchased and information 
they’ve searched against.

Machine learning can also help marketers respond 
immediately to customers when they share 
sentiment or enter keywords for certain types of 
products. Let’s say a customer uses his smartphone 
to search for information about golf equipment 
with a sporting goods retailer. Mobile analytics 

tools used by the retailer can be used to identify 
that he is a high-value customer while machine 
learning can be used to generate an offer that the 
customer is most likely to respond to, based on the 
customer’s previous purchases, the conversion 
rates of customers with similar characteristics, and 
other criteria.

Early adopters of machine learning have achieved 
impressive results. For instance, one global tire 
manufacturer was able to achieve an average click-
through-rate of .32 percent (versus a benchmark 
of .07 percent) on display ads that were optimized 
using machine learning.

2. MACHINE LEARNING

Business leaders 
believe they’re only 
making use of 12% 

of the data that’s 
available to them 

to make better 
marketing decisions.

Source: Forrester Research 

Six Technology-led Marketing Disciplines Making the Biggest Impact

12%
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Batch and blast email marketing is over. Marketers 
can now achieve higher levels of engagement 
(and higher click-through rates) with personalized, 
real-time email content that’s crafted based on 
in-the-moment customer behavior, geo-location 
data, as well as contextual information regarding a 
customer’s lifecycle status and transaction history 
with a company. The content in these messages 
can even be updated between the time they’re 
delivered and when a customer clicks to open.

Let’s say a long-time customer walks into a 
women’s fashion store. Based on her recent 
browsing history and social sentiment, it’s evident 
that she is interested in cashmere sweaters.

Using these insights, along with information about 
the customer’s transaction history and lifetime 
value, the retailer can send her a personalized email 
offer for cashmere sweaters just as she’s entering 
that section of the store. 

These capabilities enable brands to have one-to-
one communications with customers that are 
personalized, relevant, and generate impressive 
returns. An April 2015 study of 200 global 
marketers conducted by Evergage found that 37 
percent of companies using personalized real-
time marketing saw a one to ten percent lift in 
conversion rates while 39 percent of marketers 
saw a lift between 11 and 30 percent.

3. REAL-TIME EMAIL PERSONALIZATION

37% of companies  
using personalized  

real-time marketing saw 
a one to ten percent lift 

in conversion rates while 
39% of marketers saw a lift 
between 11 and 30 percent.

Source: April 2015 survey of 200  
global marketers, Evergage.

Six Technology-led Marketing Disciplines Making the Biggest Impact
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Innovative developments in marketing analytics, 
including the use of machine learning, enable 
marketers to engage with the right customers at 
the right time through the right touchpoint with 
the right messaging. Promising technologies in 
this space include analytics that can predict which 
B2B prospects are most likely to be interested in 
a company’s services, as well as analytics that can 
predict what a customer will want even before a 
customer is aware of it. 

“The use of marketing analytics can enhance 
business performance, from gaining a deeper 
understanding of a customer’s intent to the ability 
to immediately determine the right action to take 
with a customer at a particular moment,” says 
Jonathan Gray, vice president of marketing at 
Revana, a TTEC Company. 

For instance, a long-time retail banking customer 
calls the bank’s contact center to inquire about 

a charge she doesn’t recognize on her checking 
account. While the contact center associate is on 
the phone, the use of real-time customer analytics 
enables him to see that this customer could be 
a good candidate to offer a meeting to discuss 
the bank’s 529 College Savings Plans. Machine 
learning provides the associate with a predictive 
score that calculates the customer’s likelihood to 
purchase these products and the revenue impact 
she’s expected to generate. Such capabilities 
have enabled 59 percent of leading marketers 
to improve their digital marketing and online 
engagement capabilities year over year, according 
to a study conducted by the CMO Council.

Meanwhile, as analytics tools continue to improve 
with data visualization and data discovery 
capabilities, they enable marketers to discover 
insights about customers that hadn’t been 
apparent to them before. 

4. ADVANCED MARKETING ANALYTICS

74% of companies  
that over-perform  

on revenue growth  
create customer 

experiences based on  
data-driven insights.

Source: Insights2020, Millward Brown Vermeer

Six Technology-led Marketing Disciplines Making the Biggest Impact

74%
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Customers move frequently between a variety of 
touchpoints, a pattern which has historically made 
it difficult for marketers to match customers and 
prospects across the various devices they use. 
However, advances in cross-device identification 
technologies now enable marketers to accurately 
link customers to any device they might be using, 
thus providing marketers with a more unified 
view of a customer during their journey. One U.S. 
retailer was able to use cross-device identification 
to achieve a 19 percent improvement in post-click 
conversion rates.

These capabilities will grow in importance as 
consumers increase their adoption of wearables 
and other connected devices. According to 
Forrester, U.S. consumers used 3.3 million 
connected devices in 2014. Moreover, cross-device 
identification also provides marketers with greater 
retargeting opportunities. 

5. CROSS-DEVICE IDENTIFICATION

67% of consumers 
start their journeys 
on one device and 
finish on another.

Source: “The Multi-Screen Path to  
Purchasing,” comScore

Six Technology-led Marketing Disciplines Making the Biggest Impact
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For years, industry pundits and practitioners have 
stressed the need for sales and marketing to 
work more closely together in order to meet the 
company’s growth objectives. Yet operational silos 
have made it difficult to achieve alignment and 
meet enterprise objectives.

Now, integrated sales and marketing platforms are 
available that can extract contextual data from a 
customer’s search, display, and mobile interactions, 
and sales associates can then use these insights to 

connect with the right customer at the right time 
with the right messaging through her preferred 
channel. Meanwhile, sales data can be sent back 
to marketing to optimize advertising opportunities 
with customers under a system that continually 
refines itself.

6. INTEGRATED SALES AND MARKETING PLATFORMS

Six Technology-led Marketing Disciplines Making the Biggest Impact

70% of the buying  
process is now 

complete by the time  
a prospect is ready  

to engage with sales.
Source: Sirius Decisions
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In order to move the organization forward with the right combination of 
marketing technologies, marketers need to have clearly defined strategies 
and goals as well as an in-depth understanding of customers and customer 
behaviors.

“We too often see companies buy marketing technologies without devoting 
enough thought to how they fit together and whether they can maximize 
performance,” says Gray. 

Marketers should also recognize that there’s no single technology solution or 
technology stack that’s going to address all of their needs. “Don’t tie yourself 
into a single solution,” says Longo. “Experiment to see what works best for 
your organization’s needs and use a loosely-coupled environment that allows 
you to add promising new technologies as they emerge.”

There’s never been a more exciting time to be a marketer. Continuing 
advances in technological innovation enable marketers to attain their long-
sought vision of achieving relevant and real-time one-to-one engagement 
with customers. 

Next Steps

“We too often see 

companies buy marketing 

technologies without 

devoting enough thought to 

how they fit together and 

whether they can maximize 

performance,” says Gray. 
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About TTEC

TTEC (NASDAQ: TTEC) is a leading global provider of customer experience, engagement, growth 
and trust and safety solutions delivered through its proprietary end-to-end Humanify™ Customer 
Engagement as a Service offering. Founded in 1982, the Company helps its clients acquire, retain, 
and grow profitable customer relationships. Using customer-centric strategy, technology, processes 
and operations, TTEC partners with business leadership across marketing, sales and customer care 
to design and deliver a simple, more human customer experience across every interaction channel. 
TTEC’s 49,500 employees live by a set of customer-focused values that guide relationships with 
clients, their customers, and each other. To learn more about how TTEC is bringing humanity to the 
customer experience, visit ttec.com.
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