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Introduction

Our last global marketing technology landscape 
graphic was produced two years ago in April. It 
was early into the COVID-19 pandemic, and the 
marketing industry faced tremendous uncertainty.

Would this crisis be the catalyst for consolidating —
if not out right collapsing — the vast and vibrant 
martech vendor universe? We had mapped 8,000 
solutions, but was that the peak before the fall?

In short, no. Instead, the pandemic catalyzed an 
acceleration of digital transformation. This was 
clear in 2021 when Frans mapped the European 
landscape and saw huge year-over-year growth.

Scott Brinker
Editor, chiefmartec.com

Frans Riemersma
Founder, MartechTribe

After taking a hiatus from mapping a global one in 
2021, we — Scott and Frans — teamed up to build 
a new engine for tracking and visualizing the space.

The result is the 2022 Martech Map, categorizing a 
whopping 9,932 martech solutions. It’s included as 
a static image in this report. But it’s also available 
as an interactive martech search engine, enabling 
you to slice and analyze the landscape in a variety 
of dimensions.

Yes, there’s been a ton consolidation over the past 
two years. Many martech vendors were acquired, 
disbanded, or pivoted to something different.

But the number of new entrants, from startups and 
more mature companies offering a martech service, 
still outpaces the forces of consolidation. Software 
is eating the world in millions of small bites.

It’s mind-boggling to see the grand scale of it all. 
Yet we are steadily adapting to an abundance of 
apps in our environment. Connected ecosystems 
are growing around the major martech platforms, 
and a new generation of “aggregation” systems are 
bringing greater cohesion to internal tech stacks.

The art on the cover of this report is Launchpad by 
AI artist Nick Saraev. Although it’s really “by” the AI 
that Nick wrote, which can generate original works 
of art in under a second.

It’s representative of the next-gen wave of martech 
innovation underway. Imagine describing to your 
computer any picture or painting you want — and it 
instantly appears. This is just one example.

Arthur C. Clarke famously said: any sufficiently 
advanced technology is indistinguishable from 
magic. This new wave of martech is magical.

In the pages that follow, we’ll walk you through the 
2022 Martech Map, the patterns we see emerging 
in the industry, and ways in which marketing ops 
and technology teams are adapting to them. That 
will be the perfect segue into sharing the entries to 
The 2022 Stackies: Marketing Tech Stack Awards.

Thank you to the six sponsors who helped fund 
this research and report: Learning Experience 
Alliance, OfferFit, Workato, SAS, Amplitude, and 
Goldcast. Each has included a page at the end of 
this report, which we encourage you to check out.

https://chiefmartec.com/2020/04/marketing-technology-landscape-2020-martech-5000/
https://chiefmartec.com/2021/03/many-european-based-martech-products-today-3647-globally-2016/
https://martechmap.com/
https://martechmap.com/
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The Marketing 
Technology 
Landscape

Launchpad by Nick Saraev (generated by AI)
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A Decade-Long Global Explosion of Martech

~150

expanded exponentially — from 150 in 2011 to 
8,000 in 2020. This was a growth rate of 5,233% 
within a 10-year period.

The growth rate eventually slowed, given the large 
absolute numbers. But each year, hundreds of new 
solutions kept being added. By 2020, it still had not 
peaked…

Since publishing the first marketing technology 
landscape over a decade ago, the number of 
commercial martech solutions mapped on it has

5,233% growth
2011                                                 2020
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The 2022 Martech Map — A Living Landscape
This is a snapshot of the new marketing technology 
landscape as of May 3, 2022. It has 9,932 martech 
solutions mapped into 49 categories.

We call it a snapshot, because this graphic is now 
dynamically produced from a live data set that you 
can explore at martechmap.com.

The look-and-feel of the landscape is quite different 
as a result. Instead of packing full logos in by hand 
— an insanely laborious effort in previous years —
we are now using the favicon from each vendor’s 
website and fitting them in an evenly-spaced grid.

This has several advantages over previous layouts. 
Because it’s now algorithmically generated, we can 
publish a new version any time with refreshed data. 
Given that the martech industry is likely to continue 
to evolve rapidly, we will update it regularly. In fact, 
we encourage you to contribute by reporting new, 
changed, or exited vendors on martechmap.com.

The advantage of using favicons for the logos is 
that we can scrape them directly from vendors’ 
websites — to be sure we always have the latest 
version — and easily fit them into a grid.

https://martechmap.com/
https://martechmap.com/
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Visit martechmap.com to Search, Sort, and Filter 
Martech is a vibrant, rapidly changing industry. 
So, a once-a-year, static image and dataset is 
fated to quickly be out of date. Our solution? 
Give you a dynamic visualization online that is 
continually updated with fresh data.

By signing up for free on martechmap.com, 
you can now explore the latest version of the 
landscape at any time.

Hovering over a logo will reveal the name of 
the company and a brief description from their 
website or Twitter profile. Clicking on a logo 
will take you to their website.

You can also search and filter the landscape, 
looking for specific terms that appear in their 
description, or narrowing the result by the HQ 
country.

You can help us improve this landscape by 
sending in additions or updates to vendors via 
a submission form on the site.

At launch time, martechmap.com is in a beta 
stage. We appreciate any feedback you want 
to share with team@martechmap.com.

https://martechmap.com/
https://martechmap.com/
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The Martech Landscape Grew 24% Since 2020
Based on the current data as of this publish 
date, we can report that the landscape grew 
24% over the past two years.

When the pandemic first hit in early 2020, 
there was speculation that it might be the 
catalyst to (finally) shrink the martech vendor 
landscape.

In fact, the opposite happened. The drive to 
deliver better digital customer experiences 
and streamline digital business operations 
accelerated the demand for martech and 
inspired a new wave of startups in the space.

For instance, the Y Combinator cohort for the 
summer 2021 had 47 new martech ventures.

While there were plenty of exits (972) during 
the past two years too, from acquisitions and 
pivots to unsuccessful products shutting 
down, the number of new — or at least newly 
discovered — martech solutions (2,904) grew 
faster.

The inflows are still greater than the outflows.
since 2011, the martech landscape has grown 6,521%

https://chiefmartec.com/2021/09/47-new-martech-companies-just-two-days-y-combinator/
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Every Martech Category Grew, But Some Grew Faster
While every category on the martech landscape 
experienced growth over the past two years, some 
grew faster than others:

• Advertising & Promotion: 16%

• Content & Experience: 34%

• Social & Relationships: 17%

• Commerce & Sales: 24%

• Data: 7%

• Management: 67%

The largest growth happened in the categories of 
Content & Experience, Commerce & Sales, and 
Management. The first two make sense as these 
are the categories where there is the greatest 
potential for differentiation in customer experience.

The growth in management tools is likely a result of 
marketing teams operating their day-to-day work in 
an ever more digital fashion — including greater 
support for remote work.

growth in martech categories from 2020 (light) to 2022 (dark)
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Martech Is Local and Global
Global martech companies, selling internationally, 
arise from countries around the world. At the same 
time, many smaller martech products specialize in 
serving their own local region.

US        | Europe

comparing the 
number of 
martech 
vendors 

headquartered 
in Europe and 

the US

379 martech vendors headquartered in
The Netherlands, filtered on martechmap.com

There are some interesting clusters within different 
regions. For instance, Europe developed 50% more 
DAM & MRM products than the US, while the US 
developed 61% more ABM products than Europe.

https://martechmap.com/
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Thank you to the many contributors to the 2022 marketing technology landscape data set, as well as to
Anand Thaker and Jeff Eckman and the Blue Green team for tremendous contributions in previous years.
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Martech 
Expansion & 
Consolidation

Launchpad by Nick Saraev (generated by AI)
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Martech Consolidates, Yet New Apps Keep Emerging
“It seems like every other week, I read about a major martech 
acquisition. Yet the number of solutions on the martech map 
continues to grow. How can this be?”

Indeed, the martech industry sees a tremendous amount of 
M&A activity. LUMA Partners, one of the leading investment 
banks in martech publishes quarterly reports of known deals. 
There were 157 in 2019, 85 in 2020, and 166 in 2021.

About one out of every five of those was a deal valued at $100 
million or more. Such large acquisitions almost always make the 
news. Last year, there were 37. On average, that’s 3 per month 
that likely garnered headlines in industry publications.

It’s a testament to just how large the martech industry is that so 
many significant acquisitions are constantly occurring. All those 
headlines naturally give the impression of massive consolidation.

Yet while that consolidation is real, as a percentage of the total 
number of martech solutions, these known acquisitions are 2% 
or so of the total landscape.

Meanwhile, new martech startups and other more established 
companies continue to enter the space. Ironically, consolidation 
is often a catalyst for new software to be created.
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2019 2020 2021

157

85

166

Source: LUMA Partners Market Reports, Q1 2020 and Q1 2022
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commercial products

Custom Apps

Specialist Apps

App Platforms

API Platforms

Cloud Platforms

The Spectrum of Platforms and Apps in the Cloud
Cloud software falls along a spectrum from general-
purpose infrastructure — cloud platforms such as 
AWS, Azure, and Google Cloud — business-specific 
logic and digital experiences that are built as custom 
apps for individual firms.

There is tremendous consolidation at the bottom of 
this spectrum with those cloud platforms, where four 
companies hold the majority of the market share. At 
the top of the spectrum, however, there are millions 
of custom-built apps and websites.

As we go up this spectrum, diversity increases, with 
each layer building on the ones below. Cloud, API, 
and app platforms all enable developers to build on, 
extend, or integrate with their services. This makes it 
easier for more apps to be created, “standing on the 
shoulders of giants” below.

Successful apps that start at the top of the spectrum 
may migrate down as they grow. A popular specialist 
app may open APIs and become an app platform for 
others to extend. Competition increases with scale 
though, which leads to consolidation. At the same 
time, those new platforms enable new custom and 
specialist apps to be built on their foundation.
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Cloud 
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App
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facilitating 
discovery and 
integration of 
specialist apps

App 
Platforms

facilitating 
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specialist apps 
& custom apps

How Platform Consolidation Drives App Expansion
The irony of platform consolidation in martech — and 
cloud software more generally — is that it drives the 
development of more specialist and custom apps.

Consolidated platforms reduce the choices of which 
ones developers should build on to reach the largest 
possible audience. This is the dynamic with Apple 
and Android that has resulted in millions of mobile 
apps. It’s a virtuous cycle, as the more apps built on 
a platform further increase that platform’s strength —
attracting even more developers to build on it.

Consolidated platforms also tend to be quite stable, 
both technically and as businesses that are likely to 
be around for years to come. They often win on cost 
economies of scale and breadth of functionality. This 
further drives that virtuous cycle of attracting more 
apps to be built on their foundation.

App platforms also play a special role in facilitating 
the success of specialist apps by making them more 
discoverable for customers in their domain through 
app marketplaces. The more plug-and-play an app 
can be on their platform, the easier it is to adopt —
which further enables more specialist apps to be 
successful within their ecosystem.
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Apps, Apps Everywhere — The Great App Explosion
“Software is eating the world,” Marc Andreessen famously 
declared in 2011. It’s true, and it turns out that the world is 
quite large. The variety of apps and digital experiences that 
are possible seems nearly unlimited, with new innovations 
and iterations continually emerging.

The research firm IDC has estimated that there will be over 
500 million digital apps and services deployed in the cloud 
by 2023.

The majority of these will be custom-built apps, websites, 
and digital experiences unique to an individual business. 
However, commercially packaged apps and platforms —
such as the ones on the marketing technology landscape 
— will also multiply. One Forrester analyst estimated that 
there are over 100,000 SaaS apps today and that there 
could be 1 million by 2027.

We call this The Great App Explosion.

If that seems impossible, it’s important to remember that 
this is in the context of an incredibly long tail of specialist 
apps, many of which will plug into larger app platforms as 
extensions rather than stand-alone applications. The more 
seamless that integration process becomes, the more a 
multitude of “apps” will seem completely natural.

Commercially 
Packaged 

Apps & 
Platforms

Custom 
Apps, 

Websites & 
Digital 

Experiences

more than 500 million apps will be deployed in the cloud by 2023, but the 
vast majority of them will be custom software below the waterline

https://chiefmartec.com/2020/05/martech-5000-martech-500-million/
https://chiefmartec.com/2017/11/1-million-software-companies-2027-gonna-need-bigger-chart/
https://chiefmartec.com/2020/12/martech-2030-trend-3-great-app-explosion/
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Martech
Integration & 
Aggregation

Launchpad by Nick Saraev (generated by AI)
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Four Layers of Stack Integration and Aggregation
Integration between apps is crucial in this environment. 
Although the martech industry still has much room for 
improvement on this dimension, we’ve been happy to 
see more and more apps focus on integration as a first-
class feature in their products and go-to-market.

Not all integrations are equal, however. Some are deep, 
some are shallow. It’s important to evaluate integrations 
by the use cases they address for your own needs.

We believe there are four layers in which integrations 
exist: data, workflow, UI, and governance. Data is the 
most common, either one-way or bi-directional syncs of 
records across systems. Workflow integrations enable 
triggers in one app to execute actions in another. A UI 
integration embeds elements of one app into the UI of 
another — reducing the need for users to constantly 
switch among different browser tabs and different app 
interfaces. The governance layer of integrations assures 
that SLAs and compliance standards are consistent 
across all apps within an app platform’s ecosystem.

Another way of looking at these integrations layers is 
that they are dimensions by which you can aggregate
data, process, experience — customer and employee 
experiences — and control.

Governance

Data

UI (Presentation)

Workflow (Logic)
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aggregating data

aggregating control

aggregating experience

aggregating process

four layers of integration and the value that they help aggregate

https://chiefmartec.com/2019/04/4-layers-of-app-integrations-with-saas-platforms/
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Aggregation > Consolidation in Expanding Tech Stacks
Aggregation is becoming a better way to think about 
managing tech stacks in The Great App Explosion than 
mere consolidation.

Consolidation works to reduce the number of things in 
a set, such as the number of apps in your environment. 
But that’s increasingly hard to do as more and more 
specialist apps proliferate — delivering value that you 
want to harness.

Aggregation, instead, is about making a large number 
of things easier, safer, and more effective to work with, 
by integrating them through a common platform.

This is a riff on Ben Thompson’s Aggregation Theory. 
We see this pattern with social media sites, aggregating 
millions of social media creators and with Apple and 
Android, aggregating millions of mobile apps.

But we also see this pattern in company tech stacks, 
such as with data warehouses, aggregating dozens or 
hundreds of data sources, and with CRMs, aggregating 
dozens or hundreds of customer touchpoints.

Aggregation is powerful because the more things you’re 
aggregating, the greater value you unlock from it.

CONSOLIDATION
Reducing a large set of things into a 

fewer number of things — or just one.

AGGREGATION
Making a large set of things easier to 

consume or access through a single source.

Social Media 
Creators

Mobile Apps

Data 
Sources

Customer 
Touchpoints

Examples of Aggregation

http://joana_tene@whirlpool.com
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Examples of Aggregation on Four Horizontal Layers

Governance
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UI (Presentation)

Workflow (Logic)
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• SaaS Management (SMP)
• Privacy & Data Governance
• Identity Access Management

• Shared Collaboration Tools
• Shared Analytics Tools
• Domain Platforms (e.g., CRM)

• iPaaS, Workflow Automation & BPM
• Robotic Process Automation (RPA)
• Data Pipelining & ETL Automation

• Data Warehouses/Data Lakes
• Specialized Data: MDM, CDP, DAM
• Shared Spreadsheets

In recent years, we’ve seen the rise of many solutions 
that focus on aggregation within a particular horizontal 
layer across a company’s tech stack (not just martech).

Data warehouses are the quintessential example at the 
data layer. But DAM, MDM, and some CDPs also serve 
to aggregate specialized kinds of data.

Processes are aggregated across teams and tools using 
iPaaS and workflow automation products. ETL/ELT and 
reverse ETL products are aggregating the workflow of 
data pipelines.

Shared collaboration tools, such as Slack and Microsoft 
Teams, aggregate UI to many other services, workflows, 
and data. Within the domain of marketing, sales, and 
customer service, CRMs provide an aggregated UI for 
all kinds of customer touchpoints.

SaaS management platforms, data compliance and 
privacy tools, and identity access management services 
are aggregating digital governance capabilities.

All these examples increase in value as you increase the 
number of inputs and/or outputs to them, often at near 
zero marginal cost. examples of app platforms delivering aggregation benefits
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Martech Data Aggregation in the Data Ops Ecosystem
For many years, most martech products — and the 
data they collected and managed — were siloed in 
the marketing stack. (And martech wasn’t the only 
siloed technology within most firms.)

But horizontal aggregation platforms are connecting 
data and services across the organization to break 
down these silos. The martech stack is increasingly 
blending with the broader business tech stack.

The best example is the integration of martech with 
a firm’s cross-departmental “data ops” ecosystem.

Data ops has risen as a discipline specializing in the 
management of data across a business. Within this 
ecosystem, data is flowed from front-line apps and 
business operations — as well as from external data 
partners — into a data warehouse, to be managed, 
manipulated, and orchestrated. It then flows out to 
machine learning and business intelligence apps, as 
well as being fed back into front-line apps and ops.

This connected data ops ecosystem is a boon for 
marketers, as it gives them access to a much richer 
set of data for drawing customer insights as well as 
activating targeted campaigns. flow of data across an organization’s data ops ecosystem
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Big Ops: The Rise of Digital Ops Functions Everywhere

Marketing
Ops

Sales
Ops

Customer 
Success 

Ops

Web
Ops Content 

Ops

Partner 
Ops

People
Ops

Finance
Ops

Dev
Ops

IT Ops
Business Ops

Data
OpsML

Ops

Security 
Ops

Legal 
Ops

Product 
Ops

Design 
Ops

Ad
Ops

Localization Ops

Revenue
Ops

Big Ops Environment

Martech and marketing operations (marketing ops) 
have grown together over the past decade. A great 
marketing ops function has become a competitive 
advantage for its ability to orchestrate technology, 
processes, and data underpinning effectively all 
marketing activities today.

This same pattern of digital orchestration has taken 
off with other teams across the organization, which 
has resulted in the proliferation of domain-specific 
ops functions: data ops, partner ops, product ops, 
machine learning (ML) ops, and so on.

Collectively, this is the blossoming of Big Ops. It is 
the natural successor to Big Data. Beyond volume, 
variety, and velocity of data, we’re now wrangling 
the scale and complexity of all the apps, analyses, 
agents, algorithms, and automations running in 
parallel on top of that data.

Now, by leveraging aggregation technologies in the 
broader business tech stack, these different ops 
functions are increasing interconnected. The rise of 
revenue operations (rev ops) is one example of an 
organizational structure to better align marketing, 
sales, and customer service in this environment. growth of digital “ops” functions across the organization

https://chiefmartec.com/2018/10/new-rules-marketing-technology-operations/
https://chiefmartec.com/2020/12/martech-2030-trend-4-big-data-big-ops/
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Launchpad by Nick Saraev (generated by AI)
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Source: Zylo 2022 SaaS Management Index Report

Fact: We’re Using More SaaS Apps Than Ever
When people are asked how many SaaS apps they have in their 
tech stack, they almost always undercount them — in some cases 
by an order of magnitude. Because SaaS can be relatively easy to 
adopt, especially for specialist apps with freemium and free trial 
motions, businesses add many tools in an almost ambient fashion.

SaaS management platforms, such as BetterCloud, Torii, Zluri, and 
Zylo, which report on the actual number of SaaS subscriptions in 
use across an organization, tell a more complete story. The latest 
data from Zylo revealed that the average organization as 323 SaaS 
apps in its stack. Even companies with fewer than 500 employees 
are onboarding an average of 4 new apps every 30 days.

This is backed up by latest estimates from Gartner that worldwide 
spend on SaaS will grow 18% this year, from $145 billion in 2021 to 
$172 billion in 2022.

Martech is simply one category of SaaS in which this phenomenon 
is happening — albeit a relatively large one. The same pattern holds 
across salestech, fintech, devops stacks, and so on.

Although larger martech stacks have been correlated with greater 
marketing performance, more recent data from Bain suggests that 
it’s really a larger set of adopted use cases powered by martech that 
achieves greater competitive advantage.

https://chiefmartec.com/2022/01/saas-stacks-keep-growing-is-there-also-a-relationship-between-choice-and-utilization/
https://chiefmartec.com/2021/11/half-1-trillion-software-in-the-cloud-feeding-the-great-app-explosion-and-big-ops/
https://chiefmartec.com/2020/08/larger-martech-stack-better-marketing-performance-maybe/
https://chiefmartec.com/2022/02/its-not-the-size-of-your-martech-stack-its-your-range-of-use-cases/
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Martech Stacks Often Evolve in a “Hype Cycle” Pattern
As with the martech landscape overall, the adoption of 
martech tools within a firm’s stack includes patterns of 
both expansion and consolidation over time.

When firms first realize they need martech capabilities 
— a trigger — they tend to overinvest in more tools 
than they have the skills and processes to effectively 
apply. This leads to inflated expectations of what the 
tools alone can achieve. A backlash of disinvestment 
often occurs into a trough of disillusionment.

As they develop the organizational capital to better use 
martech, they reinvest up a slope of enlightenment, 
eventually achieving a plateau of productivity. While 
tools are still added and removed in this stage, the 
process is more deliberate and better matched with 
appropriate investments in skills and enablement.

This, of course, is Gartner’s famous Hype Cycle.

Perhaps not coincidentally, it resembles the cognitive 
bias of the Dunning-Kruger effect. People overestimate 
their ability before they invest the effort to develop that 
ability, which takes time and experience. Investing in a 
good marketing operations function can mitigate this.

O
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Martech 
Trigger

Plateau of 
Productivity

Slope of 
Enlightenment

Trough of 
Disillusionment

Peak of 
Inflated Expectations

investing in a marketing 
operations function smooths 
this curve, minimizing thrash 
from one extreme to another 
and accelerating the path to 

martech productivity 
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Stack Size Tends to Grow with Martech Maturity
We collected 198 stacks where we asked 
the owners to rate their “martech maturity.” 
We defined maturity similar to the five levels 
of the Capability Maturity Model Integration
(CMMI). While correlation is not causation, 
larger stacks were associated with higher 
maturity.
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Source: Submissions to MartechTribe’s Stack Comparison Tool & The Stackies 2022, n=198

# of Apps in Stack Martech MaturityMartech Maturity Score Reported by Owner

Level Description

5
Optimized
On Demand
Anticipatory

4
Adjustable
Flexible
Adaptive

3
Defined
Known
Planned

2
Described
Traceable
Guided

1
Undocumented
Unknown
Ad hoc

the size of martech stacks tend to grow with reported maturity levels; stacks with 
low maturity average ~18 apps, while stacks with high maturity average ~40

https://en.wikipedia.org/wiki/Capability_Maturity_Model_Integration
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Martech Stacks Exhibit “Long Tail” Patterns Too
The martech landscape is a long tail, with a small 
set of large vendors in the head and thousands of 
smaller ones stretching into the tail. Unsurprisingly, 
this same patterns appears in the apps that firms 
report having in their martech stacks.

Many stacks contain instances of the most popular 
martech tools. But then the distribution of specialist 
apps quickly thins out, as firms adopt different tools 
for their particular needs and preferences.

Using stack data that was self-reported by firms in 
The Stackies and services offered by MartechTribe, 
CabinetM, and Marketing Tech Lab, the frequency 
in which a tool appears is shown in the histogram 
below.

Source: Self-reported data to The Stackies, MartechTribe, CabinetM, and Marketing Tech Lab, n = 659
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Relative Supply & Demand in Martech Categories
By comparing the number of vendors in 
a particular martech category with the 
frequency by which products from that 
category appear in martech stacks (in 
the data set from the previous page), 
we can get a sense of relative supply 
and demand in that category.

The light shading in the chart to the 
right represents the “demand” — the 
frequency by which apps appears in 
stack. The dark shading represents the 
“supply” of vendors in the category.

Categories with long light bars and 
short dark bars indicate that a relatively 
small number of vendors appear in a 
large number of stacks. This suggests a 
somewhat consolidated category. Social 
and search advertising epitomizes this.

Categories with short light bars and 
long dark bars indicate that many 
vendors are competing over relatively 
low penetration in tech stacks, such as 
with influencer management.
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Relative Age and Adoption of Martech Categories
The age of different martech categories and the number of 
vendors in each have a fair amount of variance.

By looking at the average founded date of vendors in a 
particular martech category (shown on the x-axis in the 
graph on the left) and the frequency by which products in 
those categories appear in martech stacks that have been 
submitted to us over the years (the y-axis), gives a sense of 
the relative “maturity” of a martech category:

Established & Niche (lower right) — Call Analytics, 
Budgeting, Affiliate & Channel Partner, PR, etc.

Established & Growing (upper right) — Web Analytics, 
Email, Marketing Automation, CRM, Display Ads, DAM, etc.

New & Growing (upper left) — Mobile Marketing, Content 
Marketing, Social Media, BI, Interactive Content, etc.

New & Upcoming (lower left) — Influencers, CDP, Chat, 
IOT, Governance, Video, ABM, Agile Management, etc.

Of course, these are averages. Even the oldest categories 
in the martech landscape have new challenger vendors 
who enter the market each year.

Average Age (in Years) of Products in a Martech Category
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Martech Stacks Are Bought and Built
While the martech landscape covers commercially 
packaged apps, martech stacks often include 
custom-developed software too.

A study by MarTech Alliance (now rebranded as the 
Learning Experience Alliance) reported last year 
that 54.5% of customer/marketing data platforms 
— a foundational layer of martech stacks — were 
either custom-developed or incorporated custom 
development with a commercially packaged app.

The classic build vs. buy question is increasingly 
answered as “both.”

This aligns with the growth in cloud platforms, API 
platforms, and app platforms that we discussed 
earlier in this report — the raw materials for firms to 
custom develop martech solutions are richer than 
ever. At the same time, the demand from marketers 
to tailor martech capabilities and digital customer 
experiences uniquely to their business

The growth of low-code/no-code products is also 
accelerating the development of both commercial 
specialist apps and custom apps.

Source: https://www.martechalliance.com/cx-research-report

2.4%
Unsure

32.5%
Best-of-Breed

multiple vendor point 
platform solutions

10.5%
Single Vendor
vendor integrated 
marketing suite

38.5%
Hybrid

in-house/custom 
developed and

vendor solutions

16%
Self-Built

in-house/custom
developed

54.5%

Which of the following best 
describes your organization’s 

customer/marketing data 
platform?
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The Stackies 
2022

Marketing Tech
Stack Awards

Pillars of Love by Nick Saraev (generated by AI)
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32 Examples of Illustrated Martech Stacks
Every year since 2015, we’ve run The Stackies, an 
awards program that invites marketers to send in a 
slide that illustrates their marketing tech stack.

These visualizations often identify the specific tools 
that marketers use. This is helpful for us to identify 
trends of popular products, but also to discover 
new specialist apps that are being adopted.

But the best part of these illustrations is they give 
us a window into how marketers think about their 
martech stacks conceptually. They might align 
them to stages of the customer journey or the flow 
of work within their department.

Each year, we pick five entries as the “winners” that 
we thought were particularly creative, interesting, or 
useful to the community. This year, we selected 
Autodesk, Rabobank, REA Group, Sargento, and 
Verizon. However, ultimately your martech stack is 
a winner if it is effective for your organization.

As in previous years, we’re donating $100 to a 
non-profit for each qualified stack entered. This 
year, we’re donating $3,200 to the International 
Rescue Committee. A collage of the over 300 martech stacks that were contributed

in 2015, 2016, 2017, 2018, 2019, 2020, and 2021.

https://www.rescue.org/
https://chiefmartec.com/2015/06/21-marketing-technology-stacks-shared-stackies-awards/
https://chiefmartec.com/2016/03/41-marketing-technology-stacks-2016-stackies-awards/
https://chiefmartec.com/2017/05/57-marketing-stacks-21-essays-shared-2017-stackies-hackies/
https://chiefmartec.com/2018/04/54-marketing-stacks-stackies-2018-marketing-tech-stack-awards/
https://chiefmartec.com/2019/04/2019-martech-stackies-marketing-stack-awards/
https://chiefmartec.com/2020/10/51-martech-stacks-shared-2020-stackie-awards/
https://chiefmartec.com/2021/09/29-martech-stack-illustrations-2021-stackie-awards/
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Sponsors
Six Martech Companies
That Helped Fund Our

Research & Report

The Silver Sea by Nick Saraev (generated by AI)
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Company Confidential  – For Internal  Use Only
Copyright © SAS Inst itute Inc. Al l  rights reserved.

• Join offline and online data in real time with a hybrid marketing architecture.
• Detect digital events across channels and in real time.
• Orchestrate AI-powered customer journeys.
• Extend customer insights beyond the marketing department.

Go beyond what you think is possible with SAS®
Surpass traditional CDP capabilities and take your marketing to the next level

sas.com/ci
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Thank You
Authors

Scott Brinker, sbrinker@chiefmartec.com
Frans Riemersma, fransriemersma@martechtribe.com

Launchpad by Nick Saraev (generated by AI)

Visit martechmap.com to explore!

https://martechmap.com/

