
It’s hard to reach your destination if you don’t 
know where you are.  An honest assessment of 
your current marketing technology tactics is a 
smart way to begin the process.

BUSINESS GOALS (B)

CURRENT SITUATION (CS)

Marketing is only as successful as its contribution 
to the strategic goals of the business.  Being aware 
of both short-term and long-term business goals 
positions you to win over decision makers.

MEASURMENT & PERFORMANCE 
(M&P)
Accountability is an imperative.  Achieving it 
requires both having a strong handle on the met-
rics of your company and telling a performance 
story that stands up to scrutiny.

CUSTOMERS (C)

Customer behaviors are rapidly evolving.  
Understanding customer experience 

expectations and customers’ behavioral 
proclivities will allow you to develop a strategy 

that delivers positive results..

MARKETING GOALS (M)

What is your marketing organization’s approach? 
Expound on the approach of your marketing 

organization and what you would like to achieve 
with the new technologies.

DATA MANAGEMENT (D)

Becoming marketing royalty means knowing what 
customer related data you have, the data you 

need to achieve your goals and how glean mean-
ingful insights from the data available to you.

The MarketnologyTM Assessment Plan (MAP) is designed to guide marketers and their technology partners in 
the creation of an organization specific approach to marketing technologies. As a holistic system for 

requirements gathering, The MAP is a tool for determining what's necessary to adapt to your customers' 
rapidly changing behaviors while exceeding the expectations of corporate leaders and other stakeholders.

MarketnologyTM Assessment Plan (MAP)
Creating a Customer Focused Marketing Technology Strategy

WORKFLOW (W)

Processes and workflows are the lynchpin of 
every organization.  Understanding them is key to 
successfully creating a marketing technology 
strategy that serves the needs of your 
organization.

RESOURCES (R)

Effectively executing against your strategy requires 
having the right staff in the right role at the right 
time.  You must assess the resources you have and 
what you will need to achieve success.

TECHNOLOGIES (T)

Selecting technologies that optimally suit the 
needs of your organization while delivering 

positive ROI necessitates asking questions that 
touch on every facet of your organization.

TRAINING (TR)

The technologies you implement will require your 
team and others around you to change existing 

processes.  Evolution doesn’t come without grow-
ing pains.  Change must be managed adeptly.
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