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The Marketing Technology 
whitepaper is part of the 
2018 State of Marketing reporting.

On behalf of the San Diego Chapter of the American Marketing 
Association, Q2 Insights and FreshForm teamed up produce 
a multi-year Qualitative Research study on the state of 
marketing in the U.S. from the San Diego perspective. In 2018 
a total of 40 high-profile corporate marketing and non-profit 
executives from a broad spectrum of 35 small, medium, and 
large Business to Consumer (B2C) and Business to Business 
(B2B) organizations participated in the State of Marketing 
Study. A total of 38 interviews were conducted in 2017. 
In 2018 a small number of the interviews were conducted 
with agencies. The study is designed to describe inspiring 
marketing practices, trends in marketing and the state of 
marketing today.

The full version of the report can be downloaded at 
www.sdama.org/report



Marketing Technology
Marketing technology, or “martech,” refers to the 
combination of marketing and technology. Martech 
figured heavily in this year’s State of Marketing 
interviews with marketing leaders. This whitepaper 
focuses outlines some of the more important elements 
of martech in play in marketing today including, artificial 
intelligence, big data, chatbots, marketing automation, 
and virtual reality. Other whitepapers (e.g. Creepy 
Marketing) also address aspects of marketing technology. 
The marketing technology landscape is complex and 
continually changing. This whitepaper outlines some 
of the more important elements of martech in play in 
marketing today.
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Marketing Automation
In 2018, some organizations are 
leaning on various technologies and 
software platforms to automate 
repetitive tasks, and to ensure 
timeliness and thoroughness. 

Marketing automation has proved to be  
an effective tool for: 

• Customer Relationship Management 
(CRM) 

• Segmentation and Engagement

• Event Marketing

• Sales

Customer Relationship Management 
(CRM)

Personalization is a driving factor for CRM. 
Most organizations are leveraging personalized 
content to make their customers feel better 
understood. Personalization and delivery of 
personalized content is achieved through 
marketing automation. 

An educational institution is using the CRM 
tool Pardot for email messaging and contact 
engagement. Efficiency and risk management 
are the key reasons for automating messaging.

Another educational institution is using 
Adobe’s CRM tool Eloqua for email 
automation. However, they are also using it 
to implement text messaging and live chat.

Analytics, Segmentation, and 
Engagement

Marketing automation is an effective tool for 
segmentation and engagement. 

• A financial organization reviewed three 
marketing automation tools, HubSpot, 

Marketo, and Pardot, before selecting 
Pardot primarily because integration 
with Salesforce was easier. The company 
has realized incredible efficiencies, 
particularly in the areas of analytics, 
segmentation, and engagement. The 
tool also allows for multiple campaigns. 
Despite the efficiencies, the marketing 
executive cautioned that marketing 
automation is only good if the CRM  
data is up to date. 

• A P2P member organization uses 
understanding of their customer journey 
and customer engagement on their 
website to identify the type of content 
with which users engage. Based on the 
content engagement, the organization 
segments customers and redirects them 
to products of potential interest.

• A research-based institute partnered 
with a company that uses a tool known 
as Razor’s Edge to perform electronic 
marketing activities for the philanthropy 
side of their business.

• A consumer goods company is 
using Sprout Social to manage their 
communication on various social 
media platforms such as Facebook and 
Instagram. The tool helps them listen 
to their social community and schedule 
relevant social media posts. 

Sales

One high tech organization uses automation 
for sales rather than marketing. For example, 
when a customer exceeds their data 
allowance for the month, an automated 
message is sent to invite the customer to 
step-up to the next plan.
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Artificial Intelligence
Artificial intelligence (AI), is a term 
used to describe technologies that 
simulate human intelligence. AI 
is based on a three-factor cycle: 
perception, reasoning, and action. 
Marketers leverage AI to obtain 
insights about customers, automate 
tasks, and improve workflows. 
Specific ways in which marketers  
use AI include:

• AI-enhanced pay per click (PPC) 
advertising 

• AI-powered chatbots

• AI-powered virtual assistants

• AI-powered content creation

• AI-powered customer insights

• Data management

• Automated image recognition

• Churn prediction

• Email content curation

• Highly personalized website experience, 
messaging, and subject lines

• Highly personalized purchase reminders 
based on past shopping behaviors

While AI is on the radar of many senior 
marketers in San Diego, few are adopting 
AI. Many see value in AI and many intend to 
implement some form of AI technology in  
the future to streamline marketing efforts.

“ It doesn’t play right now in the  
stuff that I am doing; however, I  
know there is a role. I know it is 
coming, but I’m not focused on  
it at this point.”

RYAN BERMAN
COURAGEOUS, I.D.E.A., SOCK PROBLEMS

Some heavily regulated industries believe it 
will be hard to integrate AI into their business 
model. Some marketers in other industries do 
not see a need for AI. 

AI and Personalization

A brand in the insurance industry uses AI to 
recommend products to customers based on 
their profile and also provides personalized 
suggestions for other products that 
complement their purchases.

An e-commerce brand is using AI to  
develop relevant subject lines and messages 
for potential customers. The brand uses  
Persado, which leverages Machine Learning 
and AI to generate subject lines. This 
application is based on research on how  
e mind works, how technology works, and 
how the technology influences the minds 
of consumers. AI uses this information to 
provide more impactful subject lines  
and messaging. 

AI as a Virtual Assistant

A business advisory & executive coaching 
brand uses AI to help their sales team. 
Contact with customers is AI-powered. The 
AI virtual assistant sends emails, determines 
what information has already been shared, 
determines what information should be sent, 
and schedule customer calls with sales team 
members. The brand has experienced a lot 
more engagement by using this technology. 

Customer Data Management 

Data Management Platforms use AI 
technology to create unique customer IDs 
that allow marketers to aggregate all online 
and offline first party, second party, and 
third party data to target people based on a 
holistic picture. 
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A life sciences brand will be using AI to 
understand analytics and build predictive 
models. AI algorithms will eventually be built 
to cover the full data cycle. 

AI Not Living Up to Its Promise

In some cases, AI thus far has failed to live  
up to its promise. 

An e-commerce brand did some preliminary 
AI work on a small scale and had strong 
results. However, when implemented on a 
broader scale, the success was not replicated, 
suggesting AI is still in its infancy in terms of 
truly leveraging the technology for marketing. 

For one academic institution AI could have 
both website live chat and text messaging 
applications. The institution has tested AI 
solutions, and at this point, is not confident 
in the technology’s ability to handle nuances 
in consumer questions and inquiries. Further, 
this marketer acknowledges that from a 
consumer perspective, it can be frustrating 
to work with an AI solution (e.g., automated 
telephone systems). 

“ For me, AI is only going to work if 
people know it’s AI and trust it, or 
don’t know it’s AI at all.”

SETH ODELL
NATIONAL UNIVERSITY

Future Use of AI

For some, before AI can be implemented, 
strategies and core competencies must be 
perfected without the technology. 

“ Internally our thought is we need to 
make the model work from a manual 
perspective and then make it scale 
with AI.”

SETH ODELL
NATIONAL UNIVERSITY 

An academic institution admits their 
marketing department should be using more 
AI technology, because the university is 
developing it, in-house. 

A brand in the financial industry and an 
advertising agency acknowledge the 
emerging popularity of AI, but due to the 
time and resources required to adopt, they 
believe this technology will have a much 
larger impact on larger brands rather than 
smaller brands. Due to the conservative 
nature of the financial industry and 
regulations, AI is very much still exploratory. 
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Big Data
Big data is a popular term used in marketing and 
business circles that refers to any data set with at  
least one of the following characteristics: 

• Volume: large amounts of data

• Velocity: fast data processing speed 

• Variety: numerous types of data 

Big data describes data sets that are so large new forms of 
processing are required to reveal patterns and trends that 
enable enhanced decision making, insight discovery and process 
optimization. 

Big data is used among San Diego marketers; however, the 
conversation is now much less focused on big data in isolation  
and much more about how big data is used in martech and is being 
applied to marketing strategies.
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Chatbots
A chatbot is computer technology 
used to carry out online conversations 
with consumers. Broadly, there are 
two types of chatbots. 

1. Sequential Chatbots follow scripts or 
conversation flows defined by the creator. 
With sequential chatbots, no artificial 
intelligence is used, so the chatbot cannot 
go out of scope. In this instance the 
chatbot asks questions to guide users 
down different paths.

2. Intelligent Chatbots allow users to ask 
questions, any questions. Intelligent 
chatbots use artificial technology and 
natural language processing algorithms 
to understand and interpret text. From 
a technology standpoint, the machine 
learning component of AI helps the 
chatbot understand and process the 
customer behavioral patterns and the 
decision tree component provides an 
online interface for the user to make a 
decision.

Chatbots encourage online customer 
engagement and significantly reduce customer 
wait times. From a marketing perspective, 
most applications are geared towards online 
purchases on the organization’s website or 
a third-party vendor’s website. Chatbots or 
automated live chat features are increasingly 
on the minds of marketers to provide 
personalized customer service at scale. 
However, actual implementation has only  
been accomplished by a few.

• A direct marketing brand has 
implemented a chatbot-like system using 
a technology created by Drift. With this 
sequential chatbot platform the brand 
created scripts to direct website visitors 
down different paths by asking questions 
to understand customer needs. The 
chatbot can qualify leads and schedule 
meetings for the sales team.

• An e-commerce company uses a 
combination of both sequential and 
intelligent chatbot technology to create 
a unique customer buying experience. 
A visitor can go through the whole 
purchase process within the chat feature 
from requesting to see product options 
available, to obtaining answers to 
questions, to making a purchase. The 
brand developed “decision trees” to guide 
visitors through the purchase process, but 
the platform also uses natural language 
processing to understand and answer 
questions. It was noted that the purchase 
process using the chatbot is easier, with 
fewer steps, than the traditional purchase 
process on their website. However, the 
brand understands that currently, most 
consumers use the customer service 
aspect of the chatbot rather than to make 
an actual purchase.

Some are struggling with the success of their 
chatbots.

• An insurance company has a chatbot 
system that is unable to answer questions 
being asked by consumers such as help 
contacting their representative or details 
about their coverage.
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“ We have employees at companies who buy their 
benefits from us, they then ask questions about their 
benefits and they come in through the website. It 
is impossible to have bots that distinguish all these 
different people and point them in the right direction.” 

TANYA GONZALEZ
HUB INTERNATIONAL

Several have chatbots on their radar but have not yet implemented 
an AI solution.

• A news and media organization is considering the 
implementation of a chatbot; however, their primary customer 
base is not engaged online. There is a balancing act to ensure 
digital marketing programs work to increase awareness and 
reach for their primary offline product while also ensuring 
marketing dollars are used to engage their core audience. 

• A brand in the healthcare industry struggles with “legacy” 
systems which are not as advanced as other industries. This 
coupled with online security and privacy issues means use of  
a chatbot is not applicable until these issues are addressed.

An advertising agency cautions that chatbots should be created 
with purpose and utility.
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Virtual Reality
Use of virtual reality in marketing is 
a fun and creative way for brands 
to engage existing and potential 
customers. In 2018 implementation 
and use of virtual reality is more 
common in the academic sector 
where internal resources and 
technologies are utilized.

• One academic institution has an event 
each year designed to appeal to students 
who have been accepted into their 
programs and increase the likelihood 
of their attending the university. The 
university developed “shake boarding” 
or skateboarding and surfing combined 
with earthquake preparedness research 
in a virtual reality video, designed to 
promote tools students would have the 
opportunity to use, if they attend. The 
program earned attention from media 
and students.

“ You are on the coast/ocean, an 
earthquake comes, you are on this 
board that’s shaking, it’s this different 
sport you’ve never done – we 
invented it, so it was fun, educational, 
and innovative all at the same time.”

SUZI STERNER
UC SAN DIEGO

• Another academic institution shared details 
about a unique virtual tour of the campus 
that will soon be available online. To share 
their recent accomplishment of being 
identified as the most beautiful campus in 
the nation by the Princeton Review, the 
team developed a virtual tour of the campus 
both with impeccable spin and clean 
imagery. Icons can be embedded that 
serve as a means to build a digital story. 

“ We leveraged the latest drone and 
360-image technologies to visually 
document our major facilities 
inside and out and combined it 
with interesting facts and figures 
from the students’ perspectives to 
complement the virtual tour.”

PETER MARLOW
UNIVERSITY OF SAN DIEGO

For many, virtual reality is on their radar, 
but is a long-term goal in terms of 
implementation. A few are looking into  
ways to use virtual reality. 

• Another academic institution is looking 
into how virtual reality can be used 
throughout the university for training.

• A biotech company anticipates using 3D 
modeled virtual reality software to allow 
surgeons to touch, play, and feel the 
product offering. The brand will be able 
to provide a more simulated experience.



Conclusion
AI is rapidly revolutionizing the way in which marketing 
is conceived of, and executed. It continues to change 
the martech landscape. There are early adopters of AI 
amongst marketers in San Diego as well as those who 
are taking a more cautious approach to adoption. AI is 
being used to fully exploit big data, automate marketing 
activities, and provide consumers with vastly more 
personalized digital and real world experiences by 
applying the knowhow to power intelligent chatbots 
and personalization at scale. Virtual reality is also being 
deployed to engage audiences in a fun and creative 
manner. Just as in the past, the internet and social 
media changed the way in which business is conducted, 
there is no doubt that martech generally, and AI 
specifically, is not only here to stay but here to change 
our world as well.

A comprehensive version of the 2018 State of Marketing Report 
from the San Diego Chapter of the American Marketing Association 
(AMA) can be downloaded at www.sdama.org/report



The San Diego Chapter of the American Marketing Association 
(AMA) is the organization for high-performing marketers who are 
serious about furthering their careers. AMA San Diego is the only 
education- and networking-focused organization that provides 
information, resources, international presence and valuable 
connections in a fun, approachable environment where its  
members can achieve their personal development goals.
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