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It’s not unusual for your customer to move fluidly from offline to online, 
alternate between digital channels, and switch device types as they 
interact with your brand. For marketers, this reality makes it almost 
impossible to track these customers across a linear buying journey and 
creates an increasingly daunting task to predict consumers’ motives in 
a way in which marketers can strategically respond to their needs. To 
compound this, there is growing pressure on marketing departments 
to take greater ownership of budget decisions and ROI on investments, 
especially in terms of marketing technology. 

The role of technology now sits more often within marketing rather 
than IT because of its capability to manage multi-channel customer 
engagement— from content to personalization, audience profiles to 
unified analytics. Forward-thinking companies must adapt an integrated 

Executive Summary

The digital behavior of consumers can be as 

unpredictable as it is complex. 
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approach between these two departments in order to select 
the best marketing platforms that can manage everything from 
behavioral data to customer experience. 

According to Gartner research, the marketing cloud (or “digital 
marketing hub”) can be summarized as an integrated set of 
platforms that “provides marketers with access to audience data, 
content, workflow triggers and operational analytics to execute 
multichannel campaigns, conversations, experiences and data 
collection across online and offline channels.”

In the end, marketing will only go as far as its technology allows. 
By empowering your brand with an integrated cloud solution, 
marketers can provide themselves with the technology foundation 
to exceed their customer expectations and lead them down the 
path to digital maturity.

· Unify disparate data points into a single view of the customer 

· Deliver seamless, personalized and targeted customer  
   experiences based on digital touch points 

· Manage content across a full range of marketing and 
   engagement channels 

· Utilize data and customer behavior insights to optimize 
   marketing strategies

· Accelerate sale cycles and influence purchasing behaviors 

By understanding the value of an integrated 
marketing cloud solution, marketers can: 



5

It takes a village

As enterprise businesses place a greater focus on using 

technology to drive customer engagement and manage 

their experiences, the CMO’s role has been changing in 

some very specific ways. These include:

Heightened expectations among C-level executives also requires CMOs to have 
a fluent understanding of data, CRM, and technology. Of course, this is more 
than a one-person job. 

CMOs must create a team that is capable of developing data-driven, customer-
focused digital engagement campaigns. As the industry continues to shift from 
the proliferation of big data, social, and mobile devices, some of these team 
members will range from Chief Customer Officer to VP of Marketing Technology 
to VP of Content.

Regardless of their title and specific role, today’s marketing departments must 
be comprised of a hybrid team of individuals who each possess innate digital 
savviness, an aptitude for data and measurement, a passion for storytelling, and 
a connection to the human elements of marketing.

Managing an internal team 
that includes members with 
diverse technical, and digital 

skill sets

Collaborating with the 
CIO on the selection and 

implementation of marketing 
technologies

Focusing on marketing 
attribution and ROI of 

technology and multi-channel 
campaigns

Delivering their organization 
with a focused viewpoint of 
its customers and providing 

guidance on how to best 
address their expectations

Situational Analysis
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Changing tides

Perhaps one of the most frequently changing elements of the CMO’s new role is 
their budget. Marketers continue to shift advertising dollars away from traditional 
media into digital advertising, with top marketing expenses dedicated to analytics, 
web, and digital ads. Mobile has also demanded more marketing dollars as 68% of 
digital advertising investment went to mobile devices in 2017.

PERSONALIZATION MOBILE ANALYTICS DATA INTEGRATION

plan to increase digital advertising 
spending over the next year1

Top 3 priorities for enhancing mobile capabilities:2

32% 27% 25%

Outside of the shift in ad budget allocation, the marketing department is taking 
on increased investment responsibility from what were historically IT costs and 
decisions. These blurring lines can often cause confusion and inefficiencies, 
making communication between marketing, operations, and sales departments 
more important than ever. 

67%67% of CMOs
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CMO-CIO relationships are 

challenged—even during the 

best of times. While the value of 

the partnership is straightforward, 

getting the collaboration right 

isn’t easy.”
   — Chris Wright, Strategist, IBM Enterprise Marketing

“ 
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With more marketing executives investing in digital at the core of 
marketing, it is essential that they have the teams and disciplines to 
integrate and manage both the data and customer experiences that this 
technology enables. 

While marketing departments are certainly still responsible for branding, 
messaging, creative campaigns, and big ideas, they are also expected 
to deliver this story in an integrated way that is focused on an optimal 
customer experience, while also driving profitable revenue for the company. 
Marketing technologies help make this possible. As it relates to the CMO, 
Forrester’s VP, Principal Analyst, Sheryl Pattek provides some context:

The CMO serves as a conductor for a new type of orchestra: one that is 
made up of best-in-breed marketing technologies to ensure that integrated, 
analytics-driven customer experiences are tied to ROI. This new integration 
of technology and customer engagement means that marketers have access 
to information about their customers across channels, across devices, and it 
can all be scaled in a way that allows marketers to deliver personalized digital 
experiences that provide substance and value.

Regardless if the customer is an anonymous or a known profile to the 
marketer, the wealth of available data and ability to manage profile 
segmentation provides an opportunity for the right kind of “moment 
marketing” that can move the needle. 

Marketers are expected to be able to deliver the right content at the right 
time, but it has to be more than that. It has to be connected to the customer 
journey, anticipating their need before they ask for it to exceed expectations.

“It’s no longer a question of whether 
technology plays a role inmarketing; it’s 
about what role the CMO needs to play 
in selecting the best solution to drive 
marketing and overall business success.”

“ 

Where most companies 
are increasing budget 
in the next 12 months:3

50%50% Analytics

50%50% Automation

48%48% Mobile

51%51% Personalization

51%51% Optimization
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CIOs and CTOs are familiar with the term reference architecture—its various 
components, points of intersection, and the importance of mapping it out early on 
in a project or organization’s lifecycle.  

Translated for the CMO, this same concept is the integrated marketing cloud and it 
requires upfront planning, evaluation of integration points across the organization, 
and a clear understanding of business goals in order to align technology solutions 
with actual business and customer needs. The marketing cloud is comprised 
of layers, platforms, and solutions that give an organization its infrastructure, 
backbone, data middleware, and capability to manage and deliver marketing 
operations and marketing experiences. 

Developing Digital 
Maturity with Cloud 
Solutions

The marketing cloud is comprised of layers, 

platforms, and solutions that give an organization 

its infrastructure, backbone, data middleware, 

and capability to manage and deliver marketing 

operations and marketing experiences. 

Organizations may define their marketing cloud as a result of best-in-breed platforms 
or a combination of technologies, but its core functionality should include:

AUDIENCE TARGETING

WEB CONTENT 
MANAGEMENT SYSTEM

MEDIA MANAGEMENT

UNIFIED ANALYTICS & 
REPORTING

CONTENT 
PERSONALIZATION

MARKETING 
AUTOMATION
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The connective tissue between these functions is 

an opportunity to create moments for customer 

engagement by leveraging the layers of data within 

the customer profile. When content and data live at 

the core of the marketing platform, marketers have 

a powerful tool to deliver relevant experiences at 

strategic moments of the customer journey.

Content management systems often serve as the foundation of 
marketing technology, particularly when the brand website is the main 
digital asset. With that said, marketers needs to look well beyond the 
website as the main customer experience touch point. The integration 
of cloud technologies is what allows marketers to have an end-to-end 
ability to deliver and control their customer’s experience the level to 
which they are integrated, optimized, and leveraged is what will drive 
an organization’s digital maturity level.

A Forrester study  suggests that 56% of companies underuse their 
marketing technology stack.4 These organizations are at a foundational 
layer in their digital maturity; they have the capability, resources, team, 
and knowledge to “batch and blast” content to a broad audience. The 
more integrated the systems and marketing strategy become, the 
stronger the level of maturity.
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Marketing Maturity is reached when these initiatives become 

progressively aligned. As this happens, brands will experience 

different levels of maturity and the initiatives will play different 

roles at each level.

It is important to note that integration does not just mean a literal API sync between 
platforms. True integration means that the marketing cloud technologies are aligned 
with the content strategy, the touch points and content types relevant to each phase 
of the customer lifecycle, the digital profile of individual customers, and the key 
performance indicators (KPIs) that will indicate whether a given marketing campaign 
has been successful. 

More sophisticated uses of the marketing cloud will take an organization beyond 
foundational through a tactical maturity phase, into a one-to-one strategic phase 
and to the top tier of digital maturity which rests on real-time, multi-channel, and 
last millisecond customer engagement.

IN
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LEVEL 1 

Foundational
LEVEL 2 

Silo’d
LEVEL 3 

Alignment

PROGRESSION

LEVEL 4 

Data-Driven
LEVEL 5 

Integrated

TECHNOLOGY CUSTOMER EXPERIENCE MULTI-CHANNEL MARKETING ANALYTICS INNOVATION

The Levels of Marketing Maturity
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The decision to deploy an industry-leading marketing cloud solution is an important first step in 
maturing an organization’s digital marketing capabilities; however, decision-makers need to set the 
expectation that buying the software is simply buying the tool(s), not the solution. 

These tools, while powerful, cannot generate results on their own. They require human insight, 
integration, and continual optimization to justify and pay dividends on the investment. The new 
wave of CMOs will understand the capabilities of marketing cloud technologies, but in a data-
driven, always-on world, a strategic partner can help outline and execute an implementation 
strategy with the right technology in a way that will drive results. 

 
 
In their most recent publication, Adobe, Oracle, Salesforce, and Marketo each fall within Gartner’s 
Leader category for digital marketing hubs, with these platforms also being noted as Leaders and 
Strong Performers in the latest Forrester Wave report. An integrated marketing cloud will provide 
a full end-to-end customer experience management solution and will empower the creation, 
distribution, testing, and optimization of digital assets.

Just as there are core functional requirements of a marketing cloud, there are key components and 
key resources required to evaluate, implement, and optimize the right cloud solutions.

A Stretegic Approach 
to Get Started

The two main approaches to implementing a marketing cloud 

solution are to use an all-inclusive solution or to use a best-in-

breed approach. Both the Forrester Wave and Gartner Magic 

Quadrant reports provide a foundation for understanding the 

competition in this space. 

5 6
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Strategic Phase

Technology is a tool that works in conjunction with a well-developed 
marketing and web strategy. A strategic phase conducted prior to 
the cloud implementation should outline goals and create a strategic 
roadmap to not only execute on those goals but also align them within 
the marketing cloud. A thorough strategic discovery will uncover insights 
regarding an organization’s competitive landscape, industry standards, and 
digital tactics needed to raise the bar. Key performance indicators will be 
outlined along with a strategic plan to ensure ROI can be proven against 
those KPIs. Identifying the KPIs for ROI in the initial phase is pivotal to 
measuring the success of the investment and will also provide key insights 
needed to continually evolve marketing tactics.

Customer Experience

Customer experience, whether it is on the front-end of a website or 
the internal analytics dashboard, is an essential component to driving 
engagement. CX is best developed by a team of digital strategists, 
technologists, and designers who can conceptualize and deliver on 
a design that aligns with the pre-defined roadmap and technology 
capabilities. The creative process involves a proven methodology to 
deliver meaningful information architecture, wireframes, and interactive 
design concepts. This process also involves a parallel focus with 
establishing the metrics and KPIs that will be important to the long-term 
success of the implementation and that can be managed and optimized 
through an integrated analytics solution.

Analytics and Insights

An integrated marketing cloud is intended to serve multi-channel 
customer engagement while providing the marketer with insights on 
performance and ROI. The analytics solution is an important thread 
among all the technologies and the campaigns activated through them 
as it provides valuable data around a customer’s digital profile, an 
organization’s digital footprint, and where the intersection of buying 
decisions is being made. Following activation, the data garnered via 
analytics should have business intelligence applied to it so that it can 
inform how to change and evolve the marketing plan. Analytics will 
inform the success of KPIs and ROI and reveal areas for optimization, 
A/B, and multivariate testing.
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DATA 
ENGINEER

CONTENT 
MANAGER

INTEGRATED 
EXPERIENCE 
STRATEGIST

DATA 
ANALYST

SOCIAL 
ANALYST

MARKETING 
AUTOMATION 

SPECIALIST

The value of a strategic partnership is having access to a turn-key team inclusive of 
strategists, engineers, and developers, each of whom are trained on the capabilities and 
intricacies of the selected marketing technology. Unlike an ad hoc shop of engineers, an 
integrated team is able to coordinate from the strategic phase through the creative phase 
and into the architecture that will power the solution(s). Engineers will also work in parallel 
with an analytics team who bring early insights into the build process, again, aligning 
the KPIs not only with the digital marketing strategy but with the marketing technology 
strategy as well.

The opportunities that the marketing cloud offers organizations are endless. By harnessing 
the power of these integrated technologies, companies take the first step on their journey 
toward digital maturity. And while this road may have its twists and turns, marketers can 
rest assured that they have tools in place to pave the way.

An Integrated Team

The ideal team for a proper marketing cloud evaluation and implementation includes 
stakeholders from each discipline of the organization. Each discipline will rely on the cloud 
for everything from content to customer management, analytics and reporting, plus a 
dedicated cloud service team comprised of, at a minimum, a data engineer, data analyst, 
social analyst, marketing automation solution specialist, content manager and integrated 
experience strategist. Service teams are focused on delivering a strategic and integrated 
approach to each pillar of the marketing cloud and ensuring it remains aligned with 
business objectives. While these teams can be staffed internally, that can often detract 
from their ability to maintain daily operations while building the cloud solution.
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About R2i

R2i’s unique alignment between marketing technology, 
brand expression,and demand generation results in 
compelling creative campaigns,better user experiences, and 
deeper customer connections. Through focused areas of 
purpose such as web development and technology,multi-
channel campaigns, media, loyalty and retention, sales 
enablement,brand strategy,and content marketing,R2i has 
consistently delivered on the new promise of marketing 
integration today for its clients. R2i clients include 
Microsoft,Hershey,Chevron, American Cancer Society,Atlantic 
Health, Aramark, and MasterCard.

R2i is a national full-service agency with 

offices in Silicon Valley,Seattle,New York, and 

Baltimore. With diverse expertise and a hands-

on approach,R2i guides companies through 

a complex marketing landscape and builds 

integrated solutions that accelerate success. 
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