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MARTECH STACK

MarTech Stack is a set of MarTech tools or products to optimize your business growth by optimising your 
customers’ experience.
In the MarTech stack, the tools should be in line with the overall plan and should complement one 
another in terms of harmonizing the various departments like Marketing, Operations, Sales, Digital, 
Finance, IT and Analytics.
We can categorize MarTech tools into 6 groups, including Advertising & Promotion, Content & 
Experience, Social & Relationships, Commerce & Sales, Data and Management.
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ADVERTISING & PROMOTION

SOCIAL & RELATIONSHIPS

DATA

CONTENT & EXPERIENCE

COMMERCE & SALES

MANAGEMENT

MarTech advertising and promotion technologies 
enable us to use platforms for paid digital 
advertising such as programmatic, social, and 
search advertising. These solutions assist us in 
theoptimization, audience targeting, dynamic 
creative optimisation and automation, campaign 
administration, and reporting.

For example, The Trade Desk, Criteo and Adform.

There are many Marketing tools available for 
Social & Relationship management, including 
Social media management, Social listening, Online 
conversations with the help of chat box, Influencer 
marketing tools, Live events, Email marketing, 
and Call management.

For example, Buzzmetrics, MailChimp, Fanpage 
Karma and Social Baker.

MarTech technologies help marketers to collect 
audience information and provide quick access to 
obtain insights and visualize data so that decisions 
can be effectively made. We can refer to tools such 
as Customer Data Platforms (CDPs) and Data 
Management Platforms (DMPs), as well as online 
analytics software and predictive analytics.

For example, Adzymic, BlueKai, Lotame and 
Tealium.

Discovering the suitable topics to create content, 
doing SEO for content landing pages, personalizing 
creatives and content, amplifying, etc., are some 
of the applications of MarTech tools in the group 
Content & Experience.

For example, IMmediate, Outbrain, Taboola and 
Adzymic.

Commerce & Sales MarTech technologies allow 
marketers to manage and automate procedures 
for executing sales and customer management. 
Marketing  teams, for example, send promotional 
content to the customer database, then responses 
can be tracked and classified depending on 
customer interest. Then, Sales team can follow-up 
with the potential customers or re-target the current 
customers. 

For example, Collabspot, Pipedrive, Salesforce, 
HubSpot, YellowMessenger and Cognigy.

Management MarTech technologies improve 
collaboration, communication, and project 
completion within your business. Project 
management, time tracking, recruiting, 
communication, andfinancial management are 
examples of MarTech management systems.

For example, Asana and Slack.
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HOW TO APPLY MARTECH 
IN DIGITAL MARKETING?04

The role of MarTech in business, especially digital marketing, today is inevitable. Good application of the 
technologies is the key for organisation growth in this new and complex digitalised world.
In order to make the most of MarTech, there are key planning principles and a measurement of media 
effectiveness that have to be followed.

KEY PLANNING PRINCIPLES
Major factors of planning in a digital-first world.

ROLE OF CREATIVE AND MEDIA

ROLE OF DIGITAL VS TV

1

2

From the Global CrossMedia Database of Kantar, CREATIVE QUALITY stands out as the single 
largest driver explaining growth in Brand Exposure, posing the question if we are really investing 
enough time and budgets to ensure an incredible quality of creativity.

Still, it only accounts 50% of campaign effectiveness, the other half relies on media play with 
REACH is the most important driver followed by FREQUENCY and MEDIA SYNERGY.
It is safe to say the role of creativity and media have the same importance in the digital-first 
world. If strong creativity is built consistently across touchpoints, approaching the right target with 
applicable repetition, the campaign’s success is guaranteed.

With the media consumption habits shifting dramatically and media budgets shrinking, ad 
placement and investment to maximise effectiveness is crucial, making a significant rise of digital 
advertising, which is generally more cost effective than TV according to Kantar’s database.

Source: Analysis of Kantar global CrossMedia database (151 campaigns)

IN DIGITAL, CREATIVE AND 
MEDIA PLAY HAVE THE 
SAME IMPORTANCE

a
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TV Any digital
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GUIDELINE AND IMPACT OF DIGITAL3

Transference from TV is like flipping a coin; you only have a 50% chance of getting the same 
performance when putting a TV ad on digital.

Customizing content for digital platforms will increase campaign impact by 67%, and using the 
same TVC on digital platforms should be avoided at all times.

Facebook and YouTube complement each other. Facebook can be good for increasing awareness, 
while bumpers will play a good role in increasing purchase intent and favorability. YouTube bumper 
has an advantage in impact beyond awareness, with sufficient time to communicate messaging 
by forced view with sound on.

B

c

FACEBOOK YOUTUBE

Consumer centric content generate more 
engagement.

Don’t just rely on the logo,
brand at the center of the action.

Customization to platform is key.

Use “Visualporn”,
hook viewers in visually.

Static content must be
simple and clean.

No subtitles,
action should speak muted.

Consumer centric content have higher 
completion rates.

Engage in 5 secs or less,
not with a logo, but with a story.

Bumper Ads focus on the product to boost 
Purchase Intent.

Long videos focus on storytelling and 
brand to boost TOM.

Optimise phasing:
start with long, follow with short.

Music and audio multiply impact.

Enjoyment Brand Impact

Same performance Lower performance

52% 54%

100

167

Campaign contribution to brand exposure growth (100 is indexed)

Not well integrated or adapted to
media context

Integrated and media customised
well
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Average Uplifts %

Total Unaided Awareness
(Unaided Awareness and 
TOM)

TOM

Association

Purchase Intent

Brand Favorability

Moving 
Billboard*

+17%

+20%

+2%

+2%

+2%

+11%

+8%

+5%

+6%

+8%

+9%

+14%

+3%

+5%

+4%

+12%

+22%

+4%

+3%

+3%

YOUTUBE
Youtube
Bumper

Youtube
10-30s

Youtube
More than 30s

All Youtube lengths have their own role. Bumpers are very good in awareness (with high reach and frequency), 
creating impact on Purchase Intent. Long forms are more memorable, having a high impact on TOM.

ROLE OF CONTEXT
Consumers have very clear opinions about the personalities of media brands, the strength of which impacts 
“medium as message”.

There are some hard and fast rules we know are key to each platform, each with their individual strengths and 
unique contexts:
​​	 Facebook - You need to grab attention by having a clear focal point and going beyond the ordinary.  
	 For example, it is hard to slide through unexpected situations, like a packet of crisps on fire.
	 Instagram - Image quality is king. The platform is built on visual appeal, so composition and aesthetics 
	 become even more important to capture audience attention. Even simple products such as food and  
	 drink need to be creatively appealing whilst still communicating the brand. Starbucks has done this well  
	 with a clear visual and the brand present; no text required!
	 Twitter - It is more about telling a story, using not just the visuals but also your words to create a clear  
	 narrative. Videos and gifs can help to grab attention. The Converse Twitter feed is a best-in-class 
	 example worth checking out. The “find your lane” idea is quite powerful. And then it’s brought to life with  
	 a striking visual.
	 Snapchat - It is all about entertainment, where you have 100% visual attention on screen. The Deadpool 
	 example is a great example of the advertiser designing ads specifically for the platform, even having  
	 Deadpool with the flower garland filter. This resulted in a 10 point lift in brand awareness on top of a  
	 78% baseline and a 44% lift in movie views.
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MAXIMISE SYNERGY
Synergy is key to overall campaign performance, defined as campaign effects attributable to people being 
exposed to ads in more than one channel.
Synergy will become more important than any single channel or the collective weight of all channels put together. 
To achieve “best-in-class” marketing, the industry agrees that the focus needs to be on cross-channel and 
cross-device, rather than any individual channel.
To maximise synergy in marketing campaign, there are check-points to follow:

There are touchpoints that are better at giving impact to other touchpoints and there are also those 
with low synergy impact.

All brand cues contribute positively to campaign effectiveness, and the more cues the better. Consistent 
characters or personalities are cues that most help brand impact, differentiating the best campaigns 
from the rest.

This doesn’t mean replicating the same material across channels, but rather ensuring that key brand 
elements such as call-to-action phrases, logos, brand colours, etc. are similar across the touchpoints 
utilized for the campaign.

ROLE OF CREATIVE AND MEDIA

ASSURE CONTENT SYNERGY

1

2
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UNDERSTAND ROLE OF CHANNELS3
To make the most of each channel, an ecosystem where each digital touchpoint plays a clear role 
should be created, classifying your content and channels by Hero, Hub and Helpful, and making sure 
you have pulled and pushed content into the right channels.

An overview assessment of Media Effectiveness requires an integrated approach to measurement, which has 
now been streamlined by Kantar into solutions of CrossMedia and Consumer Media Measure (CMM).

MEDIA EFFECTIVENESS MEASUREMENT
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CrossMedia and CMM can help ac-
curately and holistically answer these 
critical questions:

Both will start by estimating your 
campaign exposure across channels:

Both compare contributions with spending to establish efficiency. While CMM is based 
on sales contributions, CrossMedia is based on brand contributions.

 CrossMedia then models channel contributions to each brand metric, while CMM mod-
els channel contributions to sales (for advertising and other influences).

Martech Vietnam Report 25

75
62

30 26 31

13.9 4.8 3.6 4.7 3.2

43% 45% 41% 42%

11% 10%
8%

21%

11%
11%

16%

21%

12%

19%

10%

22%

13%

11%
13%

23%

43% 33%
5.7%

47.9%

28.5%

17.9%

11%
14%

15%

13%

25%

11%

13%

23%



26 Martech Vietnam Report

CMM+ explains the relationship between brand equity and sales. It helps identify the 
brand metrics with the highest sensitivity to sales.

CrossMedia+ provides an overall ROI summary to add to the brand learning,

While CMM+ provides overall ROI which can also be split into short and long-term ROI.
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In summary, there are ground rules for marketers to follow in order to apply MarTech 
in Digital Marketing:

Be digital first: Do not adapt but create an ecosystem that brings a consumer a seamless 
never end experience.

Context is key: Content will be different and work in different context, we also need select 
the right platform to reach.

Synergy maximizes your ROI: The right combination of media, with the right role will 
multiply the effectiveness.

Test to maximize your media investment, even if production costs are low, consumers’ 
attention is not cheap.

CrossMedia and CMM provide an integrated view of media effectiveness and enable both 
brand and sales impact to be assessed.

1

2

3

4

5

WHAT FUTURE HOLDS

The MarTech landscape is growing at an exponential rate, and there’s no sign of it slowing down any time soon. 
Whether you’re looking to automate processes, optimize and convert leads, analyze and measure campaigns, 
or enhance customer experiences through personalization, building an integrated marketing technology stack 
is critical. As businesses shift more of their marketing to digital rather than traditional means, the emphasis on 
implementing technologies that aid these means will—and already has—become more pronounced.

With these implementations becoming a more and more important aspect of marketing initiatives, businesses 
are frequently asking themselves what MarTech equipment they need and why MarTech will benefit their specific 
objectives.

This is even more the case when the importance of data is considered in informing campaigns and 
strategies—the ability of MarTech tools to aggregate and analyze information is key.

After learning about MarTech, each business should identify where they are in the MarTech stage, then make 
appropriate internal changes to bring MarTech into the daily marketing operation. Furthermore, to operate and 
monitor MarTech, one business should consider clear and proper professional human resources plan, including 
talent recruitment and development with most updated attributes: open-minded thinking, growth mindset and 
digital savvy.

Last but not least, it is necessary to observe the changes of martech to have suitable adaptive solutions, bringing 
business more relevant to newer stages of internet: collaborative experiences (AR, Metaverse) & Internet of 
Everything.

It’s also not difficult to envision a future in which MarTech takes a true multi-dimensional approach not only 
to its users but also to its audience. Even the most comprehensive solutions currently hit their limits when it 
comes to managing all of digital marketing efforts.

We are looking at a future in which our Martech becomes a platform of choice for us to direct and adjust every 
aspect of our strategy, ultimately leading to a system that enables to provide outstanding brand’s communication 
and deployment. Moving forward, it is expected that more businesses to bolster their MarTech stacks as 
investment in digital marketing, serving for the growth of purpose-led and future fit brands and products.
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THANK YOU


