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When was the last time you evaluated your
Marketing Technology (MarTech) stack?

Marketing today is very different than it
was a decade ago — or even five years ago.

As technology has evolved, marketing has evolved with it. Today's technology
allows marketers to personalize content, retarget contacts, and gather more
information than ever before about their buyers. To take advantage of these new
and emerging capabilities, marketing departments must invest in the latest and
greatest technology to build their Marketing Technology (MarTech) stack.
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A MarTech stack refers to the software and
tools that are used to execute marketing
activities. For most marketing departments,

Customer

the MarTech stack must support:

Relationship
Management
These tools help
manage client
relationships and
interactions and move
customers through

Data Management
Data management
tools are used
to clean, store,
standardize, and
audit data.

the buyer's journey.

Reporting and Analytics
These tools help assess and report
on marketing impact and offer
actionable insights into marketing
performance, tying performance to
key business priorities.

Ad Management
These tools can be
used to optimize
and manage online
advertising.

Marketing
Automation
These tools automate
internal processes and
external marketing
activities and
communications to
drive revenue and
improve the customer
experience.

and interests.
Lead Management
These tools help capture,
route, and nurture leads

and buyers.
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Content Creation
and Management
This includes
tools not only for
creating and posting
content, but also for
cataloging content to
be repurposed
and refreshed.

Intent Data Analytics
These tools analyze
buyer activities to
provide insight into buyer
behaviors, intentions,

Building the right suite of tools to maximize these
capabilities requires a significant investment. They carry
an upfront cost, as well as additional costs associated
with maintenance and upgrades that require a long-
term investment strategy. Organizations that make
these long-term investments can see benefits like higher
revenue growth and better customer retention. To make
sure your investment is on track to yield benefits like
these, you need to regularly evaluate your MarTech stack.
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Benefits of Evaluating Your MarTech Stack

There are several key financial and operational benefits to evaluating your MarTech stack, including:

Eliminating Redundant Tools
If you pay for two tools that do the
same thing, you are doubling your
costs. Retiring redundant tools also
helps simplify your MarTech stack,
standardize processes, and ensure
everyone is using the right tools for
the right purposes.
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Realizing Your Full Revenue Potential
An optimized MarTech stack aligns
tools with organizational objectives and
goals, creating an agile and efficient
environment. Regular evaluation of your
tools allows your company to stay ahead
of the competition, foster innovation,
and grow revenue more quickly.
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Increasing Efficiencies
Using the right tools, integrating
them correctly, and unlocking their
full value can make your marketing
activities more efficient and reduce
costs and errors. Optimized tools
can also bolster employee efficiency,
allowing them to focus on higher-value
activities and collaborate more easily. As
an added benefit, employees can spend
more time on the things that interest
them, supporting employee retention
and engagement.
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Signs it's Time to Evaluate Your MarTech Stack

You should evaluate your
MarTech stack at least
once every six months. In
addition to these regular
evaluations, you should
ask yourself the following
questions to determine
whether it's time for
another evaluation:
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Is your data updated?

If your data is outdated, you could
be overpaying for your tools.
Licenses are generally dependent
upon the number of records you
possess. For example, if 50% of your
records are outdated or irrelevant,
you're paying for a significant
amount of unusable data. Keep
a close eye on your company's
data management processes to
determine whether you're paying
for more data than you use. Any
business activity that generates
a large influx of data — such as a
merger or acquisition — should
trigger a MarTech stack evaluation.
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Is your company growing quickly?
Often, as companies scale, their
technology fails to scale with them.
If your company has gone through
a high-growth period, it's worth
assessing your current tools and
what changes or improvements
should be made.

Does your organization have
significant technical debt?
Technical debt is the cost that results
when businesses fail to fix technical
problems as they occur. Over
time, technical debt can become
significant, especially as people
implement makeshift solutions that
could create further problems in the
future. If you notice your tools are
not working correctly or employees
are frequently complaining about
technological bugs, it's time to
assess whether you've accrued too

much technical debt.

Is your MarTech stack integrated
with your Sales Tech stack?

If your MarTech stack isn't
communicating with your Sales
Tech stack, it can lead to missed
sales opportunities. If you notice
your marketing and sales teams
are frequently disconnected and
that your revenue capture is low

compared to your pipeline, it could
be a sign that you need to assess
how well your Sales Tech and
MarTech stacks are integrated.
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How much manual work is
your marketing team doing?
Your MarTech stack should include
automation tools, freeing up
your employees to tackle higher-
value activities. If you notice that
your marketing team is spending
significant time on manual processes
that should be automated, it could
be a sign that your employees aren't
using the tools available to them. In
these cases, an evaluation can help
you determine if your staff needs
more training or if new technology
is needed.
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How are you measuring marketing
contributions to revenue growth?
Your MarTech stack should have
tools to quantify marketing
attribution so you can adjust your
marketing strategy and tactics to
meet key business priorities. If you
are having trouble quantifying your
marketing impact, it may be time
to evaluate whether you have the
correct tools in place.
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How BDO Can Help

From deployment and adoption through continuous improvement and
maintenance, BDO helps CFOs optimize their MarTech investments. We offer
a MarTech Stack Assessment that can help you determine whether you're
making the most of your stack and, if not, what steps you can take to address
gaps and take advantage of new opportunities.

ASSESS MY MARTECH STACK

At BDO, our purpose is helping people thrive, every day. Together, we are focused on delivering exceptional and sustainable
outcomes — for our people, our clients and our communities. Across the U.S., and in over 160 countries through our global
organization, BDO professionals provide assurance, tax and advisory services for a diverse range of clients.

BDO is the brand name for the BDO network and for each of the BDO Member Firms. BDO USA, P.C, a Virginia professional
corporation, is the U.S. member of BDO International Limited, a UK company limited by guarantee, and forms part of the

international BDO network of independent member firms: www.bdo.com

Material discussed in this publication is meant to provide general information and should not be acted on without professional
advice tailored to your needs.

© 2023 BDO USA, P.C. All rights reserved.
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