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EMERGING
TECHNOLOGIES
FIND THEIR PLACE
IN MARKETING
How marketers can survive in a sea of technology

Y

ou’re only as good as your technology in the
digital age. The brands that are winning deliver
the right content to the right audience at the
right time — and they determine all of that using
data, analytics and emerging tech.

matters is how fast technology is evolving and
how quickly consumer tastes shift. As Wipro
Digital’s Rohit Gupta put it in MarTech Today,
“Today’s marketing and technology trends will
become the customers’ preferences of tomorrow.”

This reality is prompting a spending spree.
Eighty percent of marketers invested in at
least one new marketing technology last year,
and 68% plan to increase their investments this
year, according to Conductor. Some companies
have even created the role of a chief marketing
technology officer, tasked with modernizing brands.

This report will explore today’s trends that
CMOs should watch closely, and how marketers
can build agile teams that embrace new
technologies judiciously.

VOICE SEARCH
There were no Amazon Echo or Google Home
devices just a few years ago. Today, more than
20 million of Americans have a smart speaker,
according to a study from Walker Sands.
And adoption rates for shopping via voice
technology are particularly high among millennials.

But how do you know what technologies are
worth investing in and which ones are a poor
fit? The martech space is crowded. With so many
solutions available, it can be difficult to know how
to formulate a strategy. Further complicating
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Smart speaker adoption is growing, and the devices
present evolving opportunities for marketers.
Both Amazon and Google encourage companies
to build tools for their devices, so, for instance,
a taxi company can set up a way for a consumer
to hail a cab, or a radio station can make it easy to
stream the latest news. The hospitality sector is also
experimenting with smart devices in hotel rooms.

One challenge to consider is that marketers need
to stop thinking in terms of screens when it comes
to digital marketing because brand interactions
are no longer based just on what consumers see
or read. They are also speaking to devices, and they
expect intelligent responses in return.
“The goal for marketers is to recognize that
storytelling in voice will be held to a higher standard,”
Publicis Media’s Vanessa Evans told GeoMarketing.

The surge in smart speakers has improved voice
search dramatically, and it is also becoming a key
way that smartphone users look up information
on their devices. But it’s not just speakers that are
transforming voice search.

BLOCKCHAIN
Blockchain, a secure technology that uses
cryptography-based digital signatures and private
keys to store data, is moving beyond bitcoin and
other cryptocurrencies to redefine how information
is traded online, and its effects are still playing out.
But blockchain is poised to disrupt many industries,
including finance, cybersecurity, health care,
real estate, shipping, technology and food.

Voice search is also becoming more common
on mobile devices, where users can complete
tasks hands-free. Overall, more than 1 billion voice
searches are conducted each month, according
to Alpine.AI. In the future, voice search is expected
to be a more standard way for users to search
across devices, including desktop.

“For CMOs, this technology, and the transparent
platform it offers, is fueling innovation,”
marketer Freya Smale of The Millennium Alliance
wrote in Forbes.

For marketers, voice search offers an opportunity
to forge a closer connection with customers.
“Voice search is about convenience,” Dara Treseder,
CMO of GE Business Innovations, wrote in Adweek.
She advised that marketers prioritize social
listening so that they can better understand their
audience’s needs and how voice search can
address those needs.

“

Blockchain has big implications for increasing
transparency, improving trust in ad buying
and reducing ad fraud, which have become
major industry concerns. It can also make
many automated processes more efficient.

Marketers need to stop

thinking in terms of screens
when it comes to digital

marketing because brand
interactions are no longer
based just on what

consumers see or read.

”
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Blockchain-based startup Bottos allows marketers
to more easily train artificial intelligence-based
predictive analytics and voice-recognition models.
Marketers can request data from the platform’s
community to help with specific AI models and pay
using Bottos tokens. Meanwhile, Grabbr allows
marketers to track sharing campaigns via blockchain
technology, such as information on which social
platform was used to share content with time
stamps, and it offers marketers instant metrics.
Blockchain technology is still nascent, so many of
its use cases remain to be seen. In fact, most senior
marketers are in the discovery or consideration
phases when it comes to emerging technologies
such as blockchain, according to a PointSource
survey. It is vital that marketers study up on this
highly anticipated technology and consider how
some of the emerging applications could improve
their business as a first step.

McKinsey estimates that AI
has the power to generate

BETWEEN

$1.4 & $2.6

ARTIFICIAL INTELLIGENCE
AND MACHINE LEARNING
Data has become currency in the digital age.
The more information you have about your
audience, the better you can meet their needs
at the opportune moment. But marketers are now
drowning in data, with many organizations lacking
the tools and structure to effectively analyze it.

TRILLION

in additional value
in sales and marketing

Enter AI and machine learning. These technologies
offer the potential to process and act on customer
data dynamically and in real time, with little human
input. It’s no small achievement: McKinsey estimates
that AI has the power to generate between $1.4
trillion and $2.6 trillion in additional value in sales
and marketing. By turning customer data into
personalized offers on a daily basis, AI is expected
to increase incremental sales for traditional retail
by 1% to 2% alone.

30%

Machine learning and AI are also improving
search and recommendation engines by
offering marketers improved insights to guide
programmatic advertising and making forecasts
about marketing campaigns more accurate,
according to TechEmergence.

COMPARED TO

And marketers are showing a growing interest in AI.
Last June, a NewBase study asked marketers what
tech they are prioritizing over the next year and
30% said AI. The year before, only 13% had picked it.

OF MARKETERS ARE
MAKING AI TECH
A PRIORITY OVER
THE NEXT YEAR

13%
OF MARKETERS
MAKING IT A PRIOTITY
THE YEAR BEFORE
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Interest, however, doesn’t mean they are necessarily
equipped to take advantage of the technology.
In a recent Conductor study, 34% of marketers
said they feel most unprepared to deal with
AI over other technologies.

in conventional experiences,” Gavin Finn,
CEO of Kaon Interactive, wrote in VentureBeat,
noting that AR and VR have the potential to engage
users on intellectual, sensory and emotional levels.
As with many emerging technologies, the challenge
with AR/VR is that they are quickly evolving and
that can make it difficult for marketers to keep
up. They also require investment in technology
equipment, such as cameras and head-mounted
displays that may be quickly rendered obsolete.

AUGMENTED AND VIRTUAL REALITY
AR and VR technologies are making marketing
campaigns and product demos more immersive
than ever. The market for AR/VR content hit
$3 billion last year, according to IHS Markit,
and use cases abound: Viewers can use AR and
VR to experience what it’s like to sit inside a new
car, sit in the front row of Spring Fashion Week
or watch the distribution of aid in a refugee camp.

“[T]he actual technology to make VR and AR is still
developing, so it’s difficult for companies to use
it to its full potential until it’s fully ready and available,”
Carolanne Mangles wrote for Smart Insights.

In the B2B space, Accenture Interactive uses
VR simulations to give marketers a more
in-depth understanding of the customer journey.
The technology can also be used in training,
modeling and onboarding.

BEST PRACTICES FOR MANAGING
YOUR TECH STRATEGY
The challenges for marketers with these and other
emerging technologies are to keep up with the
latest trends and be open to adapting new methods,
all while having a healthy dose of skepticism about
whether each new thing is a good fit for a particular
brand. Here’s how to address those challenges:

So who is best suited to take advantage?
“Immersive applications are useful when complex
products and solutions are difficult to understand

“

Viewers can use AR
and VR to experience
what it’s like to sit inside
a new car, sit in the
front row of Spring
Fashion Week or watch
the distribution of aid
in a refugee camp.

”
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BE AGILE. To succeed, today’s marketing
executives must not only be tech savvy but
able to manage a workforce of digital natives.
Stay up-to-date and be willing to adapt to new
developments. Learn from others, invite input
and be open to new ideas.

was a lack of skills or people to use the tech
properly. “Appoint a marketing analytics leader
within your team with the seniority and
experience to maximize your analytics investment,
and empower your analytics leader to think beyond
the analytics marketing technology roadmap,”
Gartner advised on the analytics front, which can

FIND TOOLS THAT INTEGRATE WELL.
Large companies should invest in cloud-based
technology to achieve integration, and marketers
should look for tools that have standardized APIs
so that apps are easy to integrate. Don’t be afraid
of an outside solution: Econsultancy and IBM found
that businesses with a single solution from one
vendor are five times more likely than those who
have adopted fragmented in-house tools to report
that their ability to extract full value from tech
is “excellent.”

be applied to all technologies.
COORDINATE INTERNALLY. Work with other
departments to integrate technologies and find
common solutions. “[L]ook for martech solutions
that are built natively on the platform used by many
companies as their sales management and revenue
tracking tool: the CRM platform,” Sudipto Ghosh,
a tech research specialist, wrote for MarTech Series.
With these best practices in mind, marketing leaders
will be well-positioned to weigh the latest batch

HIRE THE RIGHT PEOPLE. Be sure you have
the skillsets on your team to make good use of any
new technology. The Econsultancy and IBM study
also found that the No. 1 reason marketers cited
as holding them back from investing in martech

“

of emerging technologies reshaping the industry
and consider which ones will help them achieve
the ultimate goal: delivering an exceptional
customer experience.

To succeed, today’s marketing executives

must not only be tech savvy but able to manage
a workforce of digital natives.

”
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