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Al Won't Replace SaaS. “Saa$S Using Al" Will.

Did Satya Nadellareally say SaaS is
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led by founders who won't il their own products. ..more bunder and not thinking about this, : ke i X 5 S causalens + Follow 15522 (oftvare s  Snvie) ealy deac? Nt o all The "R Sas
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n Connell

ollow - P . >
| g, Ry DEAD?

ManoRanjan Musuvadi. - + Follow
i A . a

homepage with no video.

RIP SaaS. Saa$ is dying and Al agents are digging the grave.

bst SaaS homepages don't actually show what they do ..more Let's be honest: most enterprise software was never designed to deliver .more
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MODEI- IS ; { SRR  SaaS is Dead, Says Microsoft]
- ; v ‘ Susant Mallick [
A ezonlo
L] #" RIP SaaS: Welcome to the Era of Al Agentic Applications !

ﬂrck why.

And Al agents are digging the grave.
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| We|come Al treating the biggest enterprise SaaS name
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In a recent episode of the BG Squared podcast, Satya Nadella, CEQ

Christoph PELLKOFER[) - 2
+ Follow
SaaS as we know it is dead—Al-native ecosystems and auto
rewriting the rules. This white paper challenges legacy think

recent BG Squared podcast.

According to Satya:

eplace a traditional SaaS CRM application with Al Agentic
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onses and analysis of responses. My goal with these ..more — The business logic s a1l going to Al agents
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Are Al Agents Replacing or Augmenting Martech SaaS Apps?

Things Al can do better or

Smality [ se cases 7 cheaper than existing tools
functionality / use cases 30.1% p g

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Are Al Agents Replacing or Augmenting Martech SaaS Apps?

Enhancing existing
functionality / use cases

Implementing entirely new
functionality / use cases

42.7%

85.4%

Replacing existing
functionality / use cases

30.1%

Things we could not do before:
net-new Al capabilities

Things Al can do better or
cheaper than existing tools

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Enterprises Enhance Existing + Replace. SMBs Implement New.

Enhancing existing 83.9%
functionality / use cases 88%

Implementing entirely new 48.2%
functionality / use cases 24%

Replacing existing 19.6%
functionality / use cases 36%

5.4% SMB
Other '

0% Enterprise

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Managing Your Hype Cycle
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: Binary Choices Managing Trade-Offs :
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I |
I I
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I I
I Al eats SaaS This is how we combine/ |
I leverage SaaS & Al I
I I
I |
e e e e e R T R . =3 -

Tech maturity

Source: MartechTribe
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Managing Your (earning Curve -

Binary Choices Managing Trade-Offs

SaaS = Deterministic
Al = Probabilistic

Less: Yes-No More: When Then

Tech maturity

Source: MartechTribe
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Al Agents Augment Martech

Welcome to the Agentic Era of Marketing!

1. Embrace Three Agent Domains
2. Compose Hybrid Stacks
3. Be the Change Agent!
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Embrace Three Agent Domai

Welcome Three Emerging Al Agents!
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3 Domains of Al Agents in Marketing

Agents for Marketers

Al agents that
marketers control and
use behind-the-scenes;
they do not interact
directly with customers

Agents for Customers

Al agents that
marketers control that
interact with customers
— but the customer
chooses if and how to
engage with them

Martech for 2026

Agents of Customers

Al agents that
customers use to
intermediate or remix
their buyer’s journey
outside the control of
marketers

marketer has high control / visibility

Source: chiefmartec, October 2025

|
|
I
I
|
I
|

inside outside

marketer has low control / visibility
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3 Domains of Al Agents in Marketing — Martech Deployments

Agents for Marketers Agents for Customers Agents of Customers
|
l
|
I
|
|
|
[
3.50 '
do7 1.46
|
marketer has high control / visibility inside | outside marketer has low control / visibility

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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3 Domains of Al Agents in Marketing

Agents for Marketers Agents for Customers Agents of Customers
I
Al Creative & Production Al Decisioning Shopper Concierges askrufus Al Assistants
X ) "
Adobe (Canva GAMMA (@ grammarly /L Frontify Alepeca M hightouch 9sas B bloomreach @stder manifest 8 ANTHROP\C Ceniini 0OMeta @) OpenAl (Zf Grok (1) perplexity
jasper (Brunway csynthesia gradial == descript VEED 2 brage saby B REP [B; gorgias
FFigma  "@y [l Typeface  @Cloudinary e smarTLY Agentic CMS | Agentic Browsers Content Remix
) Al Adaptive Websites 5 % o= "
Al Data Analytics Vibe Coding KONTENTAI ¢ Optimizely 2 @comet () opaecn +; Maxal ©Dia Elumactsnks  |ooria
Progress ¥ Framer PathFactory Ccu’nEmEDm nosto @ chrome @ Suawberry  B® Microsoft A NotebookLM [R] Readwise
Guontum iy +obleau HER ~ HockeyStack & Lovable I. replit #Flint () siTEcore EVOLV S Contentstack O sigma Nfellou (& ChatGPT Atlas
£ factors.ai {5 Looker fullstory ¥ Triple Whale bolt N@ = Baseas B builderio & uniform 'PE“”""E 2 Webflow & Constructor
' Agentic Email

Agentic CDP

© GrowthLoop @hunipHORE @ SimonAl *3 blueconic

™ iCustomer Amperity & M hightouch e TREASURE DATA

Al Agents & Automation

00{2 n8n _zapier m make 2 bardeen
workato g Relevance Al agent.ai relay.app
Gumloop WRITER e § empler.i

Qunify ©lLindy Owotnot 4 beam By

Synthetic Customers

© delveai brox.ai opinioAl /\ Artificial Societies

IGLEITY| @ semilattice ReEGlY Syntheticzesers

Al Marketing Platforms
Adobe klaviyo™ b/zage ZInflection < ZETA

@hclay Hubsppt mMoengage Gsas g
= A wrurr [ol
zoominfo  (\]Netcore @ mailchimp  f attio  F

Al Sales Agents
ARTISAN 2 topo §¢11x o~ PersanaAl
i regie.ai AISDR @MIND ‘s QUALIFIED
/]
Customer Service Agents

&3sIERRA Maven™” 3¢Fin <
-y kore.at Ao ®sendbird
Ada
zendesk &) replicant ) pecacoN
N ada fverloop.lo call € AGENCY

Procurement Agents
) arkestro = ZYCUS

Keelvar > K @
Fairmarkit

V vertice cloudeagle

Consumer Agents

SUPERHUMAN M Gmail

DoNotPar
Y yahoo/mail .‘ & canary Mail

proma PRV
@ caredge 8Ty Kiama. A SaneBox o shortwave

Custom Agents

same tools as
seller-side custom
agents (mostly in B2B)

marketer has high control / visibility

|
inside | outside

marketer has low control / visibility

Source: chiefmartec, October 2025 | Products shown are only a representative sample, not a comprehensive market map
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Most Popular Agents

Agents for Marketers

Content production agent

Publishing Al-optimized content (e.g., structured Q&A/FAQs, schema markup)
Customer service chatbot agent, on website or in mobile app

Audience discovery/segmentation agent

Competitive analysis agent

Prospect researching agent

Social media agent

Data hygiene/enrichment agent

Sales assistant agent (live guidance for reps)

Customer journey builder agent

Ad optimization agent

Outbound email outreach agent (i.e., Al BDRs/SDRs)
Offer/next-best-action decision agent

Publishing machine-readable feeds (JSON/CSV) for product and pricing data
Customer service messaging agent, on social media, SMS, or WhatsApp
Providing an MCP (model context protocol) server

Inbound email response agent

In-product agent/co-pilot for tours/tutorials/assistance

Publishing an lims.txt or agents.json file

Shopping/product selection assistants

Exposing deep links/APIs for Al agents to take actions

Measuring Al inclusion rate and agent-referred conversions

Customer service voice agent, in phone system or contact center

In-ad conversational agent (i.e., conversational ads)

Martech for 2026

Agents for Customers

68.9%
631%
54.4%
40.8%
35.9%
35%
291%
26.2%
25.2%
23.3%
23.3%
21.4%
20.4%
18.4%
18.4%

17.5%

17.5%

17.5%

16.5%
14.6% Agents of Customers

13.6%
13.6% Agents for Marketers
13.6%

4.9% Agents for Customers

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe

Agents of Customers

| Respondents could select multiple options
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What Internal-Facing Al Agents Have You

Agents for Marketers

Content production agent

Audience discovery / segmentation agent
Competitive analysis agent

Prospect researching agent

Social media agent

Data hygiene / enrichment agent

Sales assistant agent (live guidance for reps)
Customer journey builder agent

Ad optimization agent

Offer / next-best-action decision agent
Other

None

6.8%

40.8%
35.9%
35%
291%
26.2%
25.2%
23.3%
23.3%
20.4%
22.3%

Martech for 2026

Used?

68.9%

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Martech for 2026

Internal Al Agents Deployed: B2B vs. B2C / B2B & B2C

Agents for Marketers

Content production agent

Audience discovery / segmentation agent
Competitive analysis agent

Prospect researching agent

Social media agent

Data hygiene / enrichment agent

Sales assistant agent (live guidance for reps)
Customer journey builder agent

Ad optimization agent

Offer / next-best-action decision agent
Other

None

65.7%
75% +— top use case by

38.8% 22.4% in B2B

44.4% 30.6% in B2C
38.8%
30.6%
43.3%
19.4%
32.8%
22.2%
28.4%
22.2%
259% ® - - - - - - - S ! contextually
equivalent
16.4% 19.7% qga '
361% -/7 gap I
22.4% '
25% |
17.9% :
5% @ - - - - - — - - — - - — — -~ -

6%
8.3%

23.9%
19.4%

B2B

B2C /
B2B & B2C

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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What Customer-Facing Al Agents Have You Used?

Agents for Customers
Customer service chatbot agent, on website or in mobile app 54.4%
Outbound email outreach agent (i.e., Al BDRs / SDRs) 21.4%
Customer service messaging agent, on social media, SMS, or WhatsApp 18.4%
Inbound email response agent 17.5%
In-product agent / co-pilot for tours / tutorials / assistance 17.5%
Shopping / product selection assistants 14.6%
Customer service voice agent, in phone system or contact center 13.6%
In-ad conversational agent (i.e., conversational ads) 4.9%
Other 8.7%
None 24.3%

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Customer-Facing Al Agents Deployed: B2B vs. B2C / B2B & B2C

Agents for Customers

Customer service chatbot agent, on website or in mobile app 46.3% 69.4% F 23.1% gap
Outbound email outreach agent (i.e., Al BDRs / SDRs) 13.9%25'4%
Customer service messaging agent, on social media, SMS, or WhatsApp Tna 33.3% F 22.9% gap
Inbound email response agent 16{32{‘%
In-product agent / co-pilot for tours / tutorials / assistance 16,&%%
Shopping / product selection assistants 6% 30.6% H 24.6% gap
Customer service voice agent, in phone system or contact center % 22.2% 13.2% gap
In-ad conversational agent (i.e., conversational ads) %%Z}o
Other mo4g B28B
Hoie 6% H n.7% gap gggé B2C

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Agents: Efficient for the Company or for the Customer?

Agents for Customers

>  Shopper Concierges

T L L ——— Ask Rufus
| | o bloomreach (Insider manifest’ o
® | vaby R REP [B) gorgias
| I
2 annoyingly | delightfully Al Adaptive Websites
® FIy el
g‘ efficient | efficient PathFactory Cmnzmsnm nosto
o | EVOLV Contentstack
g | 'PEQSONVZE WWebeow G)Constructof
L _ _ _ e - - '
§ : Al Sales Agents
5 sucks for | 9o the extra ARTISAN 2topo §¢ 11x o PersanaAl
S everyone | Mile for @ regiei AISDR €MIND ‘' QUALIFIED
b=
© loyalty & love !
| Customer Service Agents
l @3sierra $Fin O
l 4 kore!ar S Toio  Wsendbird
zendesk & replicant @3 pecacon
efficient for the customer Aada @ veroopio call * AGENCY
|
| .
marketer has high control / visibility inside 1 outside marketer has low control / visibility

Source: chiefmartec, October 2025 | Products shown are only a

representative sample, not a comprehensive market map
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Agents of Customers: The Real Al Disruption

50%
of consumers

already use Al-powered
search today

Source: McKinsey Al Discovery
Survey, n=1,927

0?0.::0 MartechTribe

20-50%
of traffic at risk

from traditional search as it
captures decisions earlier in
the journey

Source: McKinsey projection

Martech for 2026

$750B
of consumer spend

will flow through
Al-powered search by 2028

Source: McKinsey projection
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From Marketing Technology to Marketing TO Technology

Agents for Marketers

AEO Products é

& scrunch  @Chosenly
() SURFER % Brandlight
” Profound Bluefish
= PeecAl Ecomtent

aydeam T AthenaHQ

y? promptwatch Everfure

Agents of Customers

askrufus | Al Assistants
[ 4 . ;
Bl ANTHROP\C Gemiini 0OMeta @) OpenAl (2 Grok (f) perplexity
Agentic Browsers Content Remix
@comet () operaeon 4% Maxal ©Dia S JgmsoiSevice  1ooria
@ chrome 4 Strawberry  §% Microsoft A NotebookLM [R]|Readwise

O sigma DFellou ChatGPTAtlas

Agentic Email
Consumer Agents
) SUPERHUMAN [Mj Gmai
OneMain 2
TRIM ﬁm' 2 DohotPay yahoo/mail " @& Canary Mail
Povpat SR
@ caredge hm”«f ) & SaneBox o shortwave

Procurement Agents Custom Agents
“BZYCUS
arkestro %5 same tools as
Keelvars Y @ seller-side custom
Fairmarkit

V vertice cloudeagle agents (mostly in B2B)

marketer has high control / visibility

outside marketer has low control / visibility

Source: chiefmartec, October 2025 | Products shown are only a representative sample, not a comprehensive market map
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Supporting External Al Agents that Operate on

Publishing Al-optimized content (e.g.,
structured Q&A / FAQs, schema markup)

Publishing machine-readable feeds (JSON /
CSV) for product and pricing data

Providing an MCP (model context protocol)
server

Publishing an lims.txt or agents.json file

Exposing deep links / APIs for Al agents to
take actions

Measuring Al inclusion rate and
agent-referred conversions

Other

None

2.9%

18.4%

17.5%

16.5%

13.6%

13.6%

25.2%

Martech for 2026

Behalf of Buyers?

Agents of Customers

63.1%

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Supporting External Al Agents that Operate on Behalf of Buyers?

Agents of Customers

take actions

Publishing Al-optimized content (e.g. 631% -
structured Q&A / FAQs, schema markup at¥S |
|
Publishing machine-readable feeds (JSON / 18.4% |
CSV) for product and pricing data e |
|
Providing an MCP (model context protocol o
. ( P server) 17.5% : 49.5%
| difference
Publishing an lims.txt or agents.json file 16.5% :
Exposing deep links / APIs for Al agents to 13.6% :
|
|

Measuring Al inclusion rate and 5 i
. 13.6% - —
agent-referred conversiong

Other 2.9%

None 25.2%

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Martech for 2026

Supporting External Al Agents that Operate on Behalf of Buyers?

Publishing Al-optimized content (e.g.,
structured Q&A / FAQs, schema markup)

Publishing machine-readable feeds (JSON /
CSV) for product and pricing data

Providing an MCP (model context protocol)
server

Publishing an lims.txt or agents.json file

Exposing deep links / APIs for Al agents to
take actions

Measuring Al inclusion rate and
agent-referred conversions

Other

None

Agents of Customers

68.7% ¢ 15.9% gap

52.8%

16.4%
22.2%

17.9%
16.7%

13.4%
22.2%

11.9%
16.7%

10.4%
19.4%
3%
2.8%

20.9%

33.3%

»—— 12.4% gap

B2B

B2C /
B2B & B2C

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Compose Hybrid Stacks

Go Beyond Prompt Engineering - Master Context Engineering.
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Old Meets New: Martech Stack Integration

Systems of Context
o b | Al Agents (Buyer-Side) |
E
2
%v | Al Agents (Customer-Facing) | | Al Agents (Employee-Facing) I
5 U Al Agent
5 0 Orchestration
= & Governance
, Al Process Automation
1
0 platforms enabling context-specific agents & automations (may also host them)
P e i
0 |
| ! £ (%} £
£ 2 s@
o 0 1 MAP CEP DSP S DXP SFA S csp BI 2a
5 | ! o > o <
1
5 |
© |
[ | | Al Decisioning (RL)
! I
! I
0 LLMs / ML Models
1
1
1 - - -
I 1 i
E 0 1 I
x 1 DCR | |
E
o i CDP CMs ! | KB PRM &
5, 1 | | 2
E o N -1 i - - - £
v CRM ERP S
R — S — — a
>
[ 1 [ | | 1 | 1 o
| | MDM 1 1 DAM | | | |
1 | PIM 1 | 1 | 1 l

Cloud Data Warehouse / Lakehouse

Systems of Knowledge

Source: chiefmartec, State of Martech 2025

Services

Data

deliver
interact

automate

decide

l |
l '
l '
l '
l '
®- process !
l '
l 1
l |
create

| |

l '

answer

®— contextualize

®— arbitrate

o— distribute

®— store

Acronym Decoder Ring:

Al-Artificial Intelligence; Bl-Business Intelligence; CDP-Customer Data Platform;
CEP-Customer Engagement Platform; CMS-Content Management System; CRM-Customer
Relationship Management; CSP-Customer Success Platform; DAM-Digital Asset
Management; DB-Database; DCR-Data Clean Room; ERP-Enterprise Resource Planning;
KB-Knowledge Base; LLM-Large Language Model (e.g. GPT-4); MAP-Marketing
Automation Platform; ML-Machine Learning; MDM-Master Data Management; PIM-Product
Information Management; PRM-Partner Relationship Management; RL-Reinforcement
Learning; SFA-Sales Force Automation; DSP-Demand-Side Platform (advertising);
UCaaS-Unified Communications as a Service; DXP-Digital Experience Platform; XTC-New
Wave Band
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Companies Use All Possible Ways to Integrate Al

How are Al agents, tools, or agentic workflows integrated with your tech stack today?

Custom-built integrations — built internally or 56.3%
with a systems integrator e

Pre-built, out-of-the-box integrations — 47.6%
provided by the app / Al vendors e

iPaaS integrations — e.g., Gumloop, Make, 40.8%
n8n, Workato, Zapier ik

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options



O
Qe chiefmartec s&*MartechTribe Martech for 2026

Enterprises Prefer Custom-Built. SMBs Prefer iPaaS.

Al Agent Integration Method by Company Size

0,
Custom-built integrations — built internally or 280
with a systems integrator 729,
o

Pre-built, out-of-the-box integrations — gl
provided by the app / Al vendors 44%

iPaas integrations — e.g., Gumloop, Make, 53.6%

n8n, Workato, Zapier 20%

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options

SMB

Enterprise
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Almost 40% Integrate Al Agents Directly into Data Clouds

Are you integrating data directly from a cloud data warehouse / lakehouse to Al agents?

Q Yes

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe



@
Qe chiefmartec s&*MartechTribe Martech for 2026

Al Agents Integrate with Internal Data & Content First

What internal data sources are you integrating into Al agents or agentic workflows?

CRM / CDP profiles 61.2%
Brand / marketing assets 61.2%
Emails 48.5%
Brand voice / style guide 48.5%
Knowledge base 47.6%

Internal docs / wiki 37.9%
Call transcripts 35.9%
Product catalog / content 34%
Campaign performance data 33%
Support tickets 22.3%
Transactions / order histories 20.4%
Product analytics / user behaviors / clickstream data 19.4%
Policies and legal guidelines 19.4%

Community forums 7.8%
Other 5.8%
None 5.8%

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options




@
Qe chiefmartec s&*MartechTribe Martech for 2026

Al Agents Integrate with a Wide Variety of External Sources

Which external data sources are you integrating into Al agents or agentic workflows?

Customer /prospect profile enrichment data 50.5%
Public web — customer/prospect websites 49.5%
Social media (e.g., LinkedIn, YouTube, Instagram, X) 43.7%
Public web — competitors’ websites 40.8%
Public web — other 3rd-party websites 37.9%
Customer / prospect intent data 35.9%
Partner / distribution channel data 14.6%
Marketplace / review sites (e.g., Amazon, G2, Trustpilot) 13.6%
Weather data 6.8%
Stock markets / financial data 6.8%
Other 5.8%
None 14.6%

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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MCP is Popular in Combination with Al Assistants.

Are you using any MCP (Model Context Protocol) connectors?

Yes, in Al assistants, e.g., ChatGPT, Claude, 48.5%
Gemini, Microsoft Copilot e

Yes, in iPaaS and Al agent / automation 2799
platforms, e.g., n8n, Workato, Zapier e

Yes, in core marketing / sales platforms, e.g., 23.3Y%
Salesforce, HubSpot e

No 23.3%

| don't know 12.6%

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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SMBs Prefer iPaaS. Enterprises Prefer Al Assistants & Embedded

MCP (Model Context Protocol) Connector Adoption by Company Size

Yes, in Al assistants, e.g., ChatGPT, Claude, 46.4%
Gemini, Microsoft Copilot 52%
Yes, in iPaaS and Al agent / automation 32.1%
platforms, e.g., n8n, Workato, Zapier 8%

Yes, in core marketing / sales platforms, e.qg., 17.9%

Salesforce, HubSpot 24%

N 25%

° 24% SMB
, 10.7% Enterprise

| don’t know 20%

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Degrees of Al Autonomy in Workflow Automation

degree of Al agentic-ness in automation

rules-based agent-driven
No Agent Task Agent Decision Agent Adaptive Agent Orchestrator Agent
determine Al agent
right offer/channel, creates a full
research a auto-learning from campaign —
prospect across feedback content, lists, and
summarize multiple sources and logic — given a
unstructured data assign to a segment high-level goal
(e.g., email, chat
thread)
generate
personalized content outcome outcome

a structured workflow that
strictly executes pre-defined
if-this-then-that logic

control static
repeatability fragility
predictability  explainability

a structured workflow that
calls an Al agent to perform a
limited task that may have a
non-deterministic result

a structured workflow that
calls an Al agent to make a
probabilistic decision about
the next step to take

trade-offs

a workflow where an Al agent
uses reinforcement learning
for a probabilistic decision of
the next step/action/offer

an Al agent probabilistically
reasons a plan to achieve a
goal and coordinates other Al
agents to execute it

autonomy variance
intelligence  adaptability
dynamic resilience

deterministic
step

non-deterministic
Al step

Source: chiefmartec
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Main Challenges: Data + Organization + Integration

What Challenges or Difficulties Are You Having with These Integrated Al Systems?

Poor data quality (missing / stale / inconsistent) 56.3%

Org. / process readiness (skills gap, unclear ownership, change management) 52.4%

Integration friction (legacy systems, limited APIs, schema mismatches) 50.5%

Unreliable LLM output; inconsistent brand / regulatory guardrails 39.8%
Governance constraints (privacy / consent, data residency, content rights / licensing) 33%
Lack of a unified customer ID / identity resolution 28.2%
Cost observability & budget control 26.2%
Security vulnerabilities (prompt injection, data leakage) 15.5%
Latency / SLA limits for real-time experiences 10.7%

Other 10.7%

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Enterprise Struggle with a Wider Variety of Challenges than SMB

Al Implementation Challenges by Company Size

Poor data quality (missing / stale / inconsistent)

Org. / process readiness (skills gap, unclear ownership, change management)
Integration friction (legacy systems, limited APIs, schema mismatches)

Unreliable LLM output; inconsistent brand / regulatory guardrails

Governance constraints (privacy / consent, data residency, content rights / licensing)
Lack of a unified customer ID / identity resolution

Cost observability & budget control

Security vulnerabilities (prompt injection, data leakage)

Latency / SLA limits for real-time experiences

Other

58.9%

52%

44.6%

64% ¢ 19.4% gap

411%

¢ 26.9% gap

68%

44.6%
40%

26.8%

48%

———————— 21.2% gap

23.

2%

36%

17.9%

44%

10.7%

28%

e 26.1%gap

17.3% gap

71%

10.7%
8%

20%

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options

SMB Enterprise
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B2C Struggle with a Wider Variety of Challenges than B2B

Al Implementation Challenges: B2B vs. B2C / B2B & B2C

Poor data quality (missing / stale / inconsistent) e
Org. / process readiness (skills gap, unclear ownership, change management) 50.7;/%.6%
Integration friction (legacy systems, limited APIs, schema mismatches) s o1 $—— 16.3% gap
Unreliable LLM output; inconsistent brand / regulatory guardrails o o—— 14.2% gap
Governance constraints (privacy / consent, data residency, content rights / licensing) Al 38.9%
Lack of a unified customer ID / identity resolution R —— 12.2% gap
Cost observability & budget control S
Security vulnerabilities (prompt injection, data leakage) L= e
Latency / SLA limits for real-time experiences - 167% B2B
Other son 28 & B2C

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Most Companies Using Agents Embedded in Existing Martech

How are you acquiring or developing Al agents for marketing use cases?

Embedded agents in software we already

use (e.g., MAP / CRM / CDP) 62.1%

Configured with no-/low-code tools (e.qg.,

iPaaS / automation / agent studios) 49.5%

Built with pro-developer frameworks / SDKs

(APIs, orchestration libraries) 291%

Purchased a standalone commercial agent

platform / product 29:1%

Not using / building agents yet 9.7%

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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The Martech Long Tail and Hypertail

commercial martech custom martech

Head ' Torso ' Tail ' Hypertail '
| I I I
major ! ! | !
platformsi  |eading 1 ] 1
B 1 horizontal | challenger |
= , software | horizontal ] |
3 software !
> L ! l
= ! 0 vertical . |
© : : software I !
8 I 1 regional g !
1< | software ! |
=]
s ! 0 ecosystem ! |
o) [ 1 software ! |
& ! L service ! !
« ! ! software ! !
! I late-stage startups 1 IT-built !
| i software . ) |
. y-st tart citizen-developed agent-built .
CEIRFSERD SEIEE software software
1 I} | I
. . | —
10's 100's 1000's ' 1,000,000's 1,000,000,000's
|
I
I

e hyperscaler infrastructure - - - - - - - - - - - - - - a

Source: chiefmartec
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A Lovable Example

& Lovable a Scott's Lovable

Build something English

Build me a web app that s a customer support Al chatbot calculator. Inputs should be number of
monthly support tickets, cost per ticket, average time to close a ticket, and chatbot resolution rate.
Output should be monthly cost saving and improved support response time.

[ Attach (@ Private °

£} Alimage generator © Task manager ET! Personal website.

Martech for 2026

. Al Support Calculator

Calculate the cost savings and efficiency improvements of implementing Al
chatbots in your customer support

B Support Metrics $ Monthly Cost Savings
Enter your current support team matr

$15,000

Monthly Support Tickets 1000
600 tickets automated
—)
Cost per Ticket ($) $25
e—) © Improved Response Time
Average Time to Close (hours) 4h
e 1.6h
~ Average response time
Expected Chatbot Resolution Rate (%) 60%
—)
Impact Summary
Calculate Savings
Annual Savings $180,000
Human Tickets Remaining 400
Automation Rate: 60%

Source: https://lovable.dev/
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Vibe Coding — Classic Disruptive Innovation

- - - = = T Apps still best developed by
High-end use cases — e professional engineers,

== - although now augmented

I with pro-level Al coding tools

Mid-range use cases_

| “Citizen"” needs mostly
unserved by expert solutions
= = that vibe coding can easily
. and safely address

Performance and complexity

Low-end use Cases.

Time

Source: chiefmartec
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non-engineers

can vibe here

green light

Basic info web apps (no
customer data) — like
Squarespace on steroids

Prototypes for validation
(demos, concept proofs)

Internal apps (properly
secured): dashboards,
tracking tools, workflow
automation, etc.

H$0 MartechTribe

Lemkin Scale of Vibe Coding

yellow light

Landing pages — great
for marketing agility, but
most collect PII. Vibe
coding apps often store
this data even if you
don't realize it.
Manageable risk with
proper review.

Source: chiefmartec, based on a LinkedIn post by Jason Lemkin

Martech for 2026

orange light

Complex apps: possible
but time consuming.
Each feature creates
exponential complexity in
testing / maintenance.

Apps with confidential
data / PIl. Need expert
security review.

non-engineers

should not vibe here

red light

Rolling your own
Salesforce.

Yes, you can build a
basic CRM.

No, you cannot build
enterprise software.
Don't even try.

10
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Productizing Customer Experiences

Factory

Packaging

Laboratory

o MartechTribe

One-Off

Repeated

Optimized

non-engineers

can vibe here

@ Hack

Problem-Market Fit
Find traction
Experimentation
Prototype

Stand alone version
Non-engineers
Days / weeks

Ad hoc debugging

Martech for 2026

non-engineers

should not vibe here

@ Pack @ Stack

Product-Market Fit Platform-Market Fit
Proven traction Scale traction

Cleaning up Exploitation

MVP Production

Refactored version Zero-maintenance version
Technical operators / ops Architects / Engineers
Months Years

Functional tests Automated tests

Source: MartechTribe
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The Laboratory vs. The Factory

| C_
o ° o/%o S ¢ : i
o o | -
JIl |
i | 9E | | &5
= 2 | 000000000
laboratory factory

Source: MartechTribe
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Two Martech Stack Roles

Martech for 2026

Stop forcing both roles into one, or lose revenue, now and later.

Purpose

Competence
Customer journeys
Market-fit

Good for revenue type
Financial focus

Balance sheet

Laboratory

Experimentation

Agility, Flexibility, & Serendipity
New (unproven) journeys
Problem-market fit

Future revenue
Revenue-driven

No line item for "Missed opportunity”

Factory

Exploitation

Scalability, Predictability, and High-Performance
Existing (proven) journeys

Product-market fit

Current revenue

Cost-driven

A line item as License fee, TCO, etc.

Source: MartechTribe
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Be the Change Agent!

Become a Value Engineer

sponsored by

» TREASURE

© GrowthLoop & hightouch @ mmidwime W metarouter  3)Progress  §Sas DATA
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Agent Autonomy? Humans Are Always in the Al Loop!

What is the level of autonomy your Al agents currently operate at?
Assist only (Al suggests, human decides) 80.6%

Execute with approval (Al proposes action,

0,
human approves before execution) 37.9%

Execute with rollback (Al executes, humans

can reverse if needed) 9.7%

Post-hoc review (Al executes, human
reviews afterward, but cannot prevent 14.6%
execution in real-time)

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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The Efficiency-Effectiveness Spectrum

revenue

+200%
profit

+50%
baseline profit

profit costs

|
|
do same withless |  do more with less
|
|

do more with same do more with more
efficiency effectiveness
scarcity mindset abundance mindset

Source: chiefmartec & MartechTribe
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The Future Impact of Al in Business?

Disruption?

3.50 1.71 1.45
Today Tomorrow?
Agents for Marketers Agents for Customers Agents of Customers

Source: Al & Data in Marketing Survey 2025, chiefmartec & MartechTribe | Respondents could select multiple options
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Dear Marketing Ops: The Future Is Value Engineering

Strategy

The customer story well told at the boardroom table

MarketingOps 3.0

“Business Value Engineers”

Business Cases
Sprint backlog, campaign & production calendar

Process
People, use cases, workflows

MarketingOps 2.0

“"Use Case Onboarders”

People

Training, onboarding, enablement, skills

Data /
. Audiences, reports & insights
MarketingOps 1.0

“Tool admins & data heros”
Technology ___//
Admin & Config.

Source: MartechTribe
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The Future Is Not: More System Engineering

| Strategy .

MarketingOps 3.0
“Business Value Engineers” Data !
Workload Today? :

MarketingOps 2.0 |
“Use Case Onboarders” : i
Technology ! |

Workload Today? i !

MarketingOps 1.0 !
“Tool admins & data heros" ) i

Source: MartechTribe
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Value Engineering = Managing your Pareto Balance

~20% of technology, content, data, and use cases serve 80% revenue.

Company Revenue

Exceptions.
One-off revenue.

The 80%
repeatable
revenue.

Source: MartechTribe
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Value Engineering = Managing your Pareto Balance
~20% of technology, content, data, and use cases serve 80% revenue.

Company Revenue Company Technology, Data, Content

II
/
\ /
\\ II .
\ /. _~_ Exceptions.

Exceptions. \ ,
One-off revenue. 1 80% 4 Not worth
\ automating.

The 80%

repeatable The 20%

revenue. technology you
actually need.

Source: MartechTribe




O
Qe chiefmartec s&*MartechTribe Martech for 2026

Managing Your Pareto Balance Feels Counterintuitive

~20% of technology, content, data, and use cases serve 80% revenue.

80% Company Revenue Productize 3-5 Customer Business Cases

Philips Stack - Razors for Men.

Source: Chiefmartec

43% 27% 21% 9% Source: MartechTribe
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Managing Your (earning Curve -

Binary Choices Managing Trade-Offs

Less: Yes-No / More: When Then

Tech maturity

Source: MartechTribe
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/ Perspectives
on Martech 2026

GrowthLoop, Hightouch, Intuit Mailchimp, MetaRouter, Progress, SAS & Treasure Data
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Mind the Gap: Why Al
Success Starts with Data

b
P\
\

@ GrowthLoop

A Conversation with Rebecca Corliss,
VP Marketing, GrowthLoop
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Al Agents and the Future
of Marketing Workflows

= hightouch 4

A Conversation with Tejas Manohar,
Co-CEQ, Hightouch
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Al and the Mid-Market
Marketing Revolution

=X |INTUIT
o/é mailchimp

A Conversation with Alexis Karsant,
Director, Product Marketing, Intuit Mailchimp
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Al and the First-Mile In
Digital Experiences

¥ metarouter

A Conversation with Patrick Harrington,
Head of Al/ML, MetaRouter
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The Human Dimensions
of Al in Martech

3) Progress’ /\

A Conversation with Sara Faatz,
Senior Director, Progress
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With Al, More Is Not Better
— Better Is Better

Gsas A

A Conversation with Jonathan Moran,
Head of Martech Solutions, SAS
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The Future of Al N
and CDPs in Marketing 7

WA
"' TREASURE //‘
DATA \

A Conversation with Rafa Flores,
Chief Product Officer, Treasure Data
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