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T H E  G A P

The GTM Technology Stack vs. Operational Reality
Great technology does not automatically create great GTM execution.

T H E  S T A C K  O N  P A P E R

Best-in-class platforms

Automation capability

Rich customer data

Advanced analytics & reporting

Connected tooling

T H E  O P E R A T I O N A L  R E A L I T Y

Fragmented systems Poor data quality

Broken handoffs Manual operations

Inefficient workflows Limited visibility

Marketing–Sales misalignment Underutilized platforms
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R O O T  C A U S E

It Looks Like a Technology Problem. It Usually Isn't.
In most GTM environments, the platform is not the constraint — the operating model is.

WH A T  G E T S  D I A G N O S E D

“We need a better
platform.”

New tools are purchased. Migrations are 
completed. Yet the same operational symptoms 
often return.

WH A T ' S  R E A L L Y  C A U S I N G  T H E  P R O B L E M

Process gaps Unclear ownership

Poor data Weak governance

Broken workflows Cross-functional 
misalignment
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T H E  M O D E L

The Connected GTM Operating System
High-performing GTM teams connect seven components into one operating system.

People Process Technology Data Governance Automation Measurement

I N T E G R A T E D  G T M  O P E R A T I N G  S Y S T E M

Consistent, Scalable GTM Execution Better Revenue Outcomes
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C A P A B I L I T I E S

How Marketec Builds Better GTM Systems
Six connected capabilities designed to strengthen the entire GTM operating system.

01

Marketing Operations

Operating model, process design, campaign 
operations and workflow discipline.

02

Marketing Automation

Platform architecture, lifecycle programs, lead 
management and nurture automation.

03

MarTech Strategy

Stack rationalization, roadmap definition, 
platform selection and adoption.

04

GTM & Revenue Ops

Funnel architecture, lead routing, SLAs and 
marketing-to-sales alignment.

05

Data & Integrations

Data architecture, hygiene, synchronization and 
system integrations.

06

Analytics & Optimization

Measurement frameworks, reporting, 
performance insights and continuous 
optimization.
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E C O S Y S T E M

The MarTech Ecosystem, Connected End-to-End
Platform expertise is only valuable when the systems, data and workflows work together.

Marketo Account Engagement Marketing Cloud HubSpot Salesforce CRM Eloqua

I N T E G R A T I O N  &  D A T A  F L O W  L A Y E R

Integrations

Connected systems and reliable 
sync between platforms

Data Flows

Governed models, clean records 
and shared definitions

Automation

Lifecycle, routing and campaign 
execution at scale

Analytics

Funnel visibility and performance 
measurement
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E X P E R I E N C E

Experience That Shapes How We Work
Built through hands-on experience solving complex marketing, MarTech and GTM operating challenges.

20+ Years
MarTech and enterprise technology experience across complex, 
regulated and global environments.

12+ Years
Marketing operations and automation, from platform build to day-
to-day execution.

Enterprise platform 
experience

Hands-on across leading 
automation and CRM platforms.

Complex GTM 
environments

Multi-region, multi-product and 
multi-team structures.

Strategy plus execution

The roadmap and the build — not 
one without the other.

Cross-functional 
perspective

Marketing, sales, revenue 
operations and IT.
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A P P R O A C H

A Five-Stage Delivery Journey
A structured path from understanding the environment to sustained optimisation.

1

Discover

Understand goals, teams, 
systems and how work 
actually gets done.

2

Assess

Evaluate platforms, data, 
process and governance 
maturity.

3

Design

Define the target 
operating model, 
architecture and roadmap.

4

Build & Enable

Implement, integrate, 
document and enable the 
teams.

5

Optimize

Measure, refine and scale 
performance over time.

Continuous feedback loop
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T R A N S F O R M A T I O N

Challenge → Intervention → Outcome
Illustrative examples of how operational problems are resolved.

C H A L L E N G E I N T E R V E N T I O N O U T C O M E

Underutilized automation Platform audit and program redesign Capability actually used at scale

Inconsistent lead processes Standardised lifecycle and routing rules Predictable, repeatable lead flow

Manual campaign execution Templated, automated build process Faster launches, fewer errors

Fragmented data Unified data model and integrations One trusted view across systems

Poor funnel visibility Measurement framework and reporting Decisions based on real performance
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D I F F E R E N T I A T I O N

Why Marketec
What makes working with Marketec different in practice.

1

Practitioner experience

Built and run these systems, not just advised on 
them.

2

Strategy plus execution

From operating model design through to hands-
on delivery.

3

Platform plus process expertise

Technology depth paired with operational 
design.

4

Enterprise mindset

Governance, scale and complexity handled as 
standard.

5

Flexible engagement

Scoped to the need — advisory through to 
embedded delivery.

6

Outcome-focused approach

Measured on GTM execution, not activity 
volume.
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E N G A G E M E N T

A Flexible Engagement Model
Four ways to work together — often sequenced as the need evolves.

01

Strategic Advisory

Roadmap, architecture and 
operating model guidance for 
leadership.

02

Project-Based 
Engagement

Defined scope: implementation, 
migration, integration or redesign.

03

Managed Marketing 
Operations

Ongoing execution and platform 
ownership as an extension of the 
team.

04

Fractional Leadership

Senior operations leadership 
without a full-time hire.

Scoped to the outcome required — engagements can start narrow and expand as the operating system matures.
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F I T

Ideal Client Profile
Marketec is the right fit for organisations facing these conditions.

Scaling marketing and 
GTM operations

Implementing or 
optimising automation

Running complex MarTech 
ecosystems

Facing process and 
ownership gaps

Undertaking GTM 
transformation

Needing senior operations 
expertise

Needing fractional 
leadership capacity

If more than two apply, there is 
an operating system worth 
building.
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T H E  O P E R A T I N G  P R I N C I P L E

Better technology does not
automatically create better
GTM execution.

People + Process + Technology + Data + Governance + Automation + Measurement

A high-performing GTM engine
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N E X T  S T E P

Let's Build a GTM System
That Can Scale
A short conversation is usually enough to identify where the operating system is breaking down.

WEB S I T E

https://marketec.io

EMA I L

info@marketec.io

L I N K E D I N

https://linkedin.com/company/market
ecio
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