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2014 was another year marked by huge acquisitions of marketing 
technologies. As 2015 approaches, many marketers are wondering what’s 
next for the industry. Most important, they need to know how those coming 
changes will impact their ability to engage with their customers. 

The concern makes sense. On one hand, you have the marketing cloud, a 
newly coined term without much definition around what it means and how it 
really works. On the other hand, you have many new players in the market 
and you need to determine which next-generation technologies will continue 
growing strongly. 

Our team of technologists, marketers and strategists banded together with 
clients and analysts to look into what is to come in the next 12 months for 
the mar-tech industry. The 10 predictions in this ebook cover everything from 
consumer demands for equal exchange of data to marketers and analysts 
alike calling for consolidated solutions rather than marketing clouds.

Have a prediction of your own to share? Tweet your forecasts to @sailthru.

Cheers,

Neil Capel 
CEO and Founder of Sailthru
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GET A DEMO

Mass 
Customization 
Will Come 
to Marketing 
Tech

In manufacturing, the past few years have 
seen mass customization become not only 
a huge hit, but something expected by 
consumers. Nike’s iD site lets customers 
design the look and fit of their shoe to make 
a fashion statement that’s uniquely theirs. 
Motorola’s Project Ara goes beyond simply 
customizing the look of a phone to allow 
customers to swap out displays, keyboards 
and extra batteries. Across industries, mass 
customization has allowed producers to 
meet each individual customer’s varied 
needs with the efficiency bestowed by mass 
production techniques. 

In 2015, this same philosophy, and its 
execution, will come to marketing. 
Marketers will finally achieve the holy 
grail of creating customized marketing 
messaging for every individual, at scale, 
without breaking the bank. 

There are two things that will allow 
advanced, personalized marketing to finally 
take center stage in 2015. First, customers 
will demand it. Second, the technology is 
ready for prime time.

It may sound strange to say that customers 
are demanding a particular type of 
marketing. But think about it: There’s been 
a lot of conversation over the past five to 10 
years not just about banner blindness, but 
about customers’ ability to tune out just about 
any marketing message. Frankly, the reason 
customers tune out so many messages 
is that they know that we, as marketers, 
can do a lot better. Customers are fully 
aware that certain aspects of their personal 

information are well known to marketers, 
and can be discovered by anyone with a 
working knowledge of Google. So a 30-year-
old married woman without children is right 
to stop responding when presented with 
pitches for toddler clothes. She assumes, 
and has every right to assume, that we will 
treat her like the person she is. It shouldn’t 
matter if she’s interacting with a brand from 
her phone, her tablet, or a laptop, or even 
browsing in a physical store.

The most savvy marketers have been 
collecting the data needed to personalize 
offers and have put it to use at scale. 
Unfortunately, most have been saddled with 
processes that are often time-consuming and 
expensive, thanks to legacy technologies 
making promises upon which they cannot 
fully deliver. To boot, these marketers have 
also long been trusting third-party data 
sources that don’t deliver the quality of 
information needed to truly automate and 
execute a personalization strategy.

Mass customization saves marketers from 
having to keep investing in novel ways to 
break their total audience into smaller and 
smaller segments, each of which remains 
unwieldy. Now marketers can look at the 
individuals who make up their audience, 
and use technology to design experiences 
specifically for each person. This kind of 
“mass personalization” is now within reach 
of mere mortals whose marketing budgets 
have not yet reached the stratosphere. Its 
time has come.
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GET A DEMO

Remember those loyalty cards that used 
to clutter up your wallet? If you bought 10 
coffees – and collected 10 punches on a 
card to prove it – you’d get one free. There 
was little exchange of data, outside of when 
you redeemed your coffee card, but you 
thought that it was a fair exchange (if you 
thought of it at all). 

Today’s version of loyalty cards are found 
on smartphones and tablets and are saved 
into every consumer’s browser. What’s also 
different is that today’s consumers know that 
when they interact with a brand there’s a 
whole lot more information being transferred 
to various databases – much more than just 
how many drinks they’ve purchased. Data 
is known about everything, including what 
coffee they like to drink, what time of day 
they prefer to drink it, average order value, 
and more.

The “exchange rate” on that digital currency 
is about to change. 2015 is the year that 
consumers will expect to reap the benefits 
of allowing brands to collect and use their 
personal information and click-stream 
data. What brands can bet on is that the 
particulars of what each person wants will 
vary, but in the grand scheme of things, all 
consumers are really looking for the same 
thing: a better experience. 

Until recently, most brands have not had 
the technological infrastructure to offer 
experiences  much more sophisticated than 
a free coffee (not that there’s anything wrong 
with free coffee). The relational databases 
used by many brands to collect and store 

customer information often can’t handle 
more than three months’ worth of structured 
data, making it difficult (to put it nicely) to 
engage with a customer across every device 
and store location. So when it comes to 
gauging the long-term impact of marketing 
actions on customers, most brands have 
been handicapped in their ability to offer a 
better experience in exchange for data. 

Another way to think about this is to 
consider the beans that go into those 
coffees that you’re now paying for with 
your iPhone. Since 1988, some coffee 
beans have been certified as Fair Trade. 
Customers know that when they buy Fair 
Trade coffee, there’s something that goes 
on in the background. Most don’t know, 
and don’t want to know, every facet of what 
Fair Trade means. But they understand that 
whatever the details, Fair Trade is thoughtful 
and respectful of producers. Customers 
appreciate thoughtfulness and respect. 
Marketers should be able to treat them that 
way, too, and have their brand enjoy that 
preferential place in consumers’ hearts as a 
result – aka loyalty.

Right now, the relationship between brands 
and consumers is one-sided. That is 
destined to change in the coming year as 
the conversation shifts from just a concern 
over privacy to a question of what value your 
brand delivers to consumers in return for the 
data that you gather over time.

PREDICTION 2

Consumers Will 
Expect a Better 
Experience the 
Longer They 
Interact With 
Your Brand
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GET A DEMO

In the last 24 months, enterprise software 
providers have raced to buy up newer 
marketing competitors – ExactTarget, Buddy 
Media, Eloqua, Responsys, Silverpop, and 
countless others have all been acquired. To 
some extent, this makes sense. None of the 
big players had an end-to-end, homegrown 
solution to offer to their marketing customers, 
and in some cases their database technology 
didn’t allow for scaling to actually provide 
solutions needed by modern marketing 
organizations. So they bought up a slew of 
other players and boldly announced the birth 
of the marketing cloud. 

In 2015, all these acquisitions are going to 
be expected to come to market as unified 
products, fully integrated with not just the 
assets of the legacy players that bought 
them, but also those of the other companies 
their new parents have purchased along 
the way. It is going to be time to put up 
or shut up. We are predicting a bounty of 
Frankenstack nightmares, none of which will 
be able to deliver on the promise of a flexible 
and customer-centric solution.

The rhetoric around the marketing cloud 
will go from being a joke to an impediment 
to growth that drives high costs in both time 
and money for marketers. The reason it’s 
called the cloud is because it’s completely 
nebulous. If you’re using a marketing cloud, 
you’re using one company for email and 
three other platforms for three other things. 
That’s what’s in your cloud. You’ve signed on 
with one company, but there could be eight 
or nine technologies back there chugging 

along, none of which are fully integrated 
themselves. In order for your data to be 
useful as you automate response to real-time 
consumer engagements, there is a ton that 
has to happen in an instant – and in most 
cases, the so-called marketing cloud you’re 
paying through the nose for just isn’t going to 
be up to it.

Lest you think we’re being unduly pessimistic, 
consider the almost comically simple (by 
comparison) example of merging Excel 
spreadsheets. If you have one spreadsheet 
that has columns labeled “lastname, 
firstname, email, telephone,” and another that 
reads, “fullname, email, telephone,” well, I’m 
sure many of you have googled how to put 
those together and wasted valuable time on 
the mundane. 

The big acquirers are dealing with this same 
problem, but on a massive scale. They 
have to deal with issues as big as high-level 
integration and as granular as data quality. 
Even with two years to do it, they’re going 
to come up short, pushing out time frames, 
reining in capabilities, and leaving a whole lot 
of customers holding the bag. 

2015 is the year customers will realize that 
these integrations won’t bear fruit and will 
begin seeking natively built solutions that 
give them the scale, speed, and flexibility 
they need.

The Promise 
Versus the Reality 
of Legacy Vendor 
Integrations Will 
Be Exposed
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GET A DEMO

Today’s leading marketers want 
their technology in one place. Right 
now we’ve got a variety of stacks, 
but very few consolidated solutions. 
2015 is the year when marketers will 
realize greater lift and revenue from 
end-to-end providers than stand-
alone solutions.

The big legacy software providers 
haven’t actually had a consolidated 
solution to offer – but they’ve had 
the financial might to buy lots of 
specialized companies and attempt 
to stitch them together. Since 
different groups within the same 
company often use different stacks, 
this can misalign KPIs for the 
business as a whole.

It has never made a ton of sense 
for different teams within the same 
organizations to be using disparate 
tools to collect and analyze data that 
is closely related, when the end goal 
is a seamless customer experience. 
These hodgepodges of tools arose 
by accident, simply because in 
many companies, data has only 
recently become an organization-
wide priority. When these “solutions 
stacks” were purchased and 
implemented, individual managers 
weren’t thinking about how they might 
have to collaborate and share data 
with colleagues in marketing, sales, 
information technology and even 
finance five years down the road.  

The idea that a marketer could 
generate a single customer view, 
enabling true omnichannel marketing, 
still seemed a bit hazy.

Now this fragmentation is impeding 
business objectives. It increasingly 
makes less and less sense for each 
team to use their own specialized 
stack with a few bells and whistles 
bolted on to it. And as marketers align 
around creating a single customer 
view and following a continuous 
customer experience, their technology 
needs to change. To meet these 
new needs, marketers and CIOs 
will seek out flexible, natively built 
solutions that will bring together 
customer relationship management, 
personalization, and big data 
seamlessly under one roof. Value to 

Marketers 
Will Come Via 
Consolidated 
Solutions
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GET A DEMO

Instead of being inspired by the 
novelty of dashboards, marketers 
are now exhausted by their ubiquity. 
There’s good reason they’re boring 
marketers to tears: Essentially, 
most dashboards are bottom-
feeder visualizations that don’t give 
marketers the insight they need. 
For a while, though, when no one 
was asking the tough questions, 
it was great to be able to throw a 
slew of those visualizations into a 
PowerPoint presentation and impress 
teams across an organization with 
graphically-represented “progress.”

Now everyone is asking the tough 
questions. And no one needs or wants 
to wade through 8,000 dashboards 
to find the data that’s truly relevant. 
Dashboards date from the age when 
marketers had little information, so 
any scrap was welcome. Now they 
have, quite literally, more data than 
they know what to do with. The truth 
of 2015 is that marketers don’t need 
more data, they need to derive better 
information from all that data. Ideally, 
they’d just like to see the metrics that 
are proven to matter to their business. 

As more organizations become 
data-centric, the idea of sharing all 
these dashboards throughout the 
organization, and relying upon each 
individual user to sort through the 
information to achieve an actual 
insight, makes less and less sense. 

You want to share the information 
that is related to business needs, 
and not waste anyone’s time with 
the rest. You need to be done with 
chasing shiny data.

The dashboards that will prove 
their worth in the next year will give 
marketers insight into the future of 
their brands using multidimensional 
data cubes that are more malleable, 
flexible, and better able to serve the 
needs of individual brands. There 
will be fewer dashboards, and they 
will not show you data. They will 
give you insight.

More Dashboards 
Will Cease to 
Be the Answer 
to Marketers’ 
Challenges
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GET A DEMO

A funny thing happened in 2014: 
Marketing Technology vendors all of a 
sudden became severely vocabulary-
challenged. As a result, they started selling 
recommendations as predictions.

Recommendations and predictions are both 
important. But they’re not the same thing.

In our industry, a recommendation is what 
one person might like to buy (or read) based 
on what other similar people bought or 
read after having taken the same series of 
actions as the current visitor. A personalized 
recommendation is one based on that 
specific individual’s prior clickstream data 
and interests. Technology allows marketers 
to know certain things about a customer’s 
recent engagement with a brand, and 
therefore, to recommend another product 
or page for that customer. Amazon was one 
of the first big merchants to do this widely; 
now the phrases, “You might also like…” and 
“Recommended for you…” are commonplace 
across the web.

Predictions are completely different. 

Predictive technology uses a single customer 
view to predict the action that an individual 
customer is most likely to  take next – at 
scale. Predictions use algorithms to answer 
questions such as: Will you buy? How much 
will you spend? Will you opt out? Will you 
click? Will you read?

An ecommerce marketer, for example, could 
use predictive technology to learn that a 
particular customer has only a 1% chance 
of making a purchase during the next seven 

days, while another customer might have a 
10% chance of making a purchase during 
that same time frame. Those two customers 
might also have radically different predicted 
average order values for those purchases. 
A predictive technology, working on a 
true omnichannel platform, would show 
the two customers completely different 
options tailored to the actions each one 
is most likely to take. The net effect is to 
dramatically increase the likelihood that 
each will make a purchase.

A media company might use this same 
technology to better understand which 
readers are most likely to open an email, and 
how many page views each of those readers 
is likely to generate.  For media companies 
looking to increase page views – in other 
words, just about every media company – 
this is crucial information.

In 2015, marketers will come to fully 
understand the differences between 
recommendations and predictions, and 
the opportunities offered by each tactic. By 
combining predictions with recommendations, 
marketers will be an important step closer 
to understanding, and capitalizing on, the 
unique capabilities of omnichannel marketing 
and to being able to change how they 
engage with their customers every day to 
optimize lifetime value. 

Recommendations 
and Predictions 
Will be Seen 
As Different 
Opportunities

PREDICTION 6

6

http://www.sailthru.com
http://www.sailthru.com/contact/


GET A DEMO

During the next six to 12 months, 
the path to omnichannel will become 
surprisingly clear. Becoming an 
omnichannel marketer won’t mean 
taking a leap into the abyss. It’ll mean 
putting one foot in front of the other. 
Once you start, you won’t have to 
worry that three new social networks 
will turn your plans upside down. 
You’ll be ready, because the basis 
of your marketing will be customer-
centric, not technology-centric or 
channel-centric.

For many brands, creating a 
connected, contiguous experience 
for consumers starts with better 
email. That email is personalized 
with dynamic content based on data 
coming in across all channels and 
touch points. Storing and housing 
that data as a single customer view 
opens up endless opportunities, not 
only to engage and retain customers, 
but also to create experiences that 
will resonate with customers as they 
interact with your brand.

A single customer view also makes 
it easier for marketers to think 
strategically, rather than focusing their 
efforts on managing hundreds or even 
thousands of lists. It allows marketers 
to get a much better sense of which 
of their actions are creating long-term 
customer value, and to design tests 
that will help refine those ideas. What 
marketer doesn’t want to know which 

of their actions are creating long-term 
value, and to be able to replicate 
them?

Another place to start may be simply 
by assessing your current state of 
technological readiness, compared 
to where you’d like to be. Even if 
you’re collecting data  only across a 
few channels right now, start thinking 
about what has to happen when those 
channels evolve, as they inevitably 
will. How will your data need to be 
organized? Who will need to access 
it? Does your team have the skills to 
successfully analyze it? 

Then find a purpose-built partner 
who has the capabilities to grow, as 
you’re ready. That way, when new 
networks and channels become 
available for customer engagement, 
you’ll be prepared. Your customer 
data will be high-quality, well-
organized, easily  accessible and 
able to support your growth. 

The output of this journey will be 
unique for every company, but the 
road map is clear: asses your data 
needs and know how to build a data 
asset, start with email or another 
turnkey channel, expand to include 
onsite, then mobile , social and in-
store, moving channel-by-channel to 
test, learn and grow. 

The Path to 
Omnichannel  
Will Become Clear
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GET A DEMO

We know that the idea of so-called 
journey building is relatively new. That 
being said, we’re over it. In 2015, 
more and more savvy marketers are 
going to realize that journey building 
is just a gussied-up way to sell 
segmentation, all over again.

Segmentation is not the worst thing 
in the world. It’s been successfully 
used by marketers since the days 
of Mad Men. And if you’re treating 
your entire customer base as one 
undifferentiated herd, then you could 
argue that segmenting them would be 
a sign of progress. 

If you work for Apple, congratulations. 
You market to a herd. When Apple 
launches a new phone, everyone 
lines up to buy it, and everyone 
pre-orders at the same time. At that 
moment, the customer information 
that is so important to almost all 
marketers is nowhere near as 
important to the folks at Apple. 
(Though we imagine they have a 
system in place for it anyway). 

But for the rest of us, that approach is 
folly. Our customers are individuals, 
and crucially, they need to be treated 
as such. They are, as we’ve often 
said, segments of one. They cannot 
be plugged into ideal customer 
journeys, no matter how frequently 
that journey is “evolved” or how many 
journeys a brand tries to define. 

Using the “journey” approach, if a 
customer is female and under 30, 
and comes to a brand via a social 
media site, then the ideal journey 
may require that she be nudged over 
to the brand’s website, encouraged 
to sign up for email promotions, 
prodded through several more 
engagements, and eventually, 
directed into a purchase. 

The essential problem with this 
approach is that customers are not 
marbles; the path to purchase isn’t a 
Rube Goldberg machine. They cannot 
be made to roll through a system of 
chutes and spinners, their progress 
guided by levers and the inexorable 
force of gravity. It is not for us to come 
up with the ideal customer journey. 
That’s for the customer to decide. 

As marketers, it should not be our 
goal to push a particular journey on 
a particular set of customers. This 
is a particularly disrespectful and 
manipulative form of segmentation, 
whitewashed for the digital age. Our 
goal, as marketers, should be to move 
alongside the customer, at every 
stage. So that when that 30-year-
old woman chooses to engage with 
us, we are able to give her the best 
possible experience, so that she will 
choose to engage again. That is the 
path to increasing the long-term value 
of our customers, and of our brands.

Marketers Will 
Realize “Journey 
Building” is 
Just Rebranded 
Segmentation
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GET A DEMO

As a marketing technology company, 
we spend quite a lot of time talking 
to industry analysts about customer 
relationship management, marketing 
automation and big data. What’s 
interesting is that increasingly, we 
found ourselves talking not about 
developments in each individual 
category, but about the fact that all the 
categories are inevitably converging. 

As these categories merge, they 
create an opportunity of enormous 
size. Eventually, this fusion will also 
create a big problem for legacy 
vendors who insist on a point of view 
that regards these opportunities and 
lines of business as separate, based 
on their own database limitations. 
That’s not where the demand is, and 
it’s not how analysts are going to be 
assessing the industry.

Historically, analysts have been able 
to look at functions such as CRM, 
analytics and mobile and drop them 
into their own very separate, very 
clean buckets. But at this point, fewer 
marketers are sending out RFPs for 
email marketing functionality and 
nothing else. To be truly useful, and 
to enable the marketer to implement 
a strategy that will help him or her to 
be effective in an omnichannel future, 
that email marketing functionality has 
to be accompanied by all sorts of 
data, analytics and CRM. And it has 
to work no matter which channel a 

customer chooses to use to engage 
with a brand.

For analysts, it will no longer make 
sense to write about and advise on all 
of these tactics separately. They will 
instead favor a framework that helps 
modern marketers understand what’s 
going on, and that helps them figure 
out what to buy. If analysts can’t talk 
usefully about email management 
without also talking about CRM and 
big data, they’re going to consider all 
of these tools as parts of a whole, not 
as ends in and of themselves. 2015 
is the year we will see this shift come 
to pass. 

Industry Analysts 
Will Continue 
to Converge the 
Categorizations 
of CRM, Marketing 
Automation and Big 
Data Technologies
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GET A DEMO

Marketers who consolidate the 
number of tools they use will 
undoubtedly see cost savings. Those 
savings are more dramatic when the 
new solutions are holistic and natively 
built. But what will really make a 
difference to marketers are not the 
savings they realize right away, when 
they ditch their old, cumbersome, 
inflexible software. It’s the cost 
savings they will reap into the future 
(not to mention the revenue those 
new solutions will generate). 

Forrester recently published a 
total economic impact report that 
showed what happened when 
one midsize ecommerce company 
replaced a leading email service 
provider and an internally developed 
recommendation engine with 
a single, holistic, natively built 
solution. Over three years, Forrester 
predicted that the email service 
provider would cost the company 
$3.2 million; the recommendation 
engine, $590,000. The single 
solution cost $2.1 million over three 
years. That’s nearly 50% less. 

Obviously, the organization saw 
significant and immediate savings 
by dumping their legacy systems. 
Forrester estimated that the payback 
period was less than a month. Over 
three years, Forrester also expects 
to see a 7.5% jump in incremental 
revenue as a result of the switch.

But the real cost savings go beyond 
those figures, which are impressive 
enough. This particular ecommerce 
company is now, basically, ready for 
anything. We talk to marketers who 
have nightmares that they will wake 
up one day to a new social network 
or device, and their boss will want 
them to have a strategy and best-
of-breed partner from day one. This 
ecommerce company no longer has 
to worry about that. If two new social 
networks and three new browsers 
come out next year, they’ll be ready. 

Sure, there will be point solutions 
for emerging channels, and the big 
legacy players will buy them up 
and attempt to integrate them. As 
far as this ecommerce company is 
concerned, all that will be irrelevant. 
Their solution is based on the user, 
not the channel. A new channel will 
represent just one new stream of 
data, and their systems will be ready. 

Cost savings today is one thing. 
Future cost savings, with a platform 
that can adapt to any new channel or 
device – without having to integrate 
acquisitions – is marketing nirvana. 

Marketers  
Will Realize  
Cost Savings 
Through Holistic,  
Natively-Built 
Platforms
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