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MARTECH STACK VENDOR MAP

Real Story Group’s vendor evaluations and advisory services have helped
thousands of organizations find their way. We can help you too.

Take a test ride—download a sample today: Www.realstorygroup.com/iry
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Evolution Part 1: Reference Model for the 2000s - Multichannel

Content in / Content out
Source Content End-user Content
Relational
Databases
CMS
I Editorial Workflow
ﬁ Web Pages
Structured
Documents
Btﬁsi?ess
ules
<7
"\
Unstructured
Wireless Devices
<XML>
Syndication
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Model for the 2010s: Horizontal Integration and the Rise of DXPs

MAJOR CHANNELS
S' ~N@7| Emai Websi Mobil Pri Vid
alom @ Imal @ ee sit D eo i I rint lj °| e

A

CONTENT & ENGAGEMENT MANAGEMENT

Social Marketing WCM DAM / MAM
Engagement Automation Manage web content Manage images

Connect and engage Manage email and and customer and video
in social media social campaigns experience
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First Mentions of DXP — Mid 2010s

Figure 2: Forrester Wave™: Digital Experience Platforms, Q3 "17

Strong
Challengers Contenders Performers Leaders
Strong
A
Current
offering
BIoomRoach‘l EM"@ @:Siom
OpenText () + SDL Acquia
Magento (- ) Sprinkir
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Market presence
- >
R
weak |-©OO()
Weak Strategy » Strong
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ABILITY TO EXECUTE

GhALLENGERS
Microsoft
Oracle
°® . L
Salesforce @ sz"
OpenText : @ Adobe
SAP @ Acquia .
@ % @ Liferay
Comiiad P
@
e e @ BloomReach
@ Kentico Software
&
@ GX Software
NICHE PLAYERS VISIONARIES
COMPLETENESS OF VISION —_— As of December 2017 © Gartner, Inc
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Was "Headless” a Game-Changer?

Frontend
templates

your code

Backend Ul

HYBRID MODEL...

Webserver Database

Infrastructure

Traditional CMS Cloud-first Headless CMS
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Market is highly
fragmented but
squeezing towards the
middle
Sitebuilders like Wix,

WCM Marketplace: Traditional View
e | (magnolia” [Z] storyblok
*Amplience ° uniform
Squarespace, et. al.
pushing hard from lower
end

oo
@CLOUDCMS
Very top of the market

Al
Adobe
consigned to last
remaining toolkit vendor

nnnnnnnnnnnnnnnnnnnnnnnnnn

éJ Optimizely
jahia
Q sitecore’
BRIGHTSPOT 12 builderio
ACQUIO Lifergy 3 Progress Sitefinity” {D@XQ
K < contentful /
@WORDPRESS %::‘COhSCiG
OPEN TEXT S=. CONTENTSTACK" leoomreach
@ umbray
| Adobe
Upper Range also
crowded with “3.0”

—__
SDL" Tridion DX
—-— AT Qrupol“‘
Native Richness
More Customizability & Extensibility Less
-_—>
Complexity

Developer-Intensivity vendors

Long-term Total Cost
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MarTech & Digital Reference Architecture for the 2020s

Ads Call Email
Customer Care Loyalty
Manage customer Improve customer

inquiries stickiness

CONTENT & INFO
I Generative Al

Omnichannel Content Services
Manage components fueled with data

Digital Asset Management
Manage rich media & brand assets

Product Information Management
Syndicate essential product information

Copyright © 2025 RSG - May not be redistributed

Social Media Mgmt
Engage in Social Media
& Communities messaging

ENGAGEMENT CHANNELS

Social Print Voice

ENGAGEMENT SERVICES

“legless”

CUSTOMER FOUNDATION SERVICES

DATA

I Insights Al

Customer Data Activation
Manage actionable data & segments

Customer Data Operations
Ingest, process, and unify customer data

Enterprise Data Intelligence
Analytics, Modeling, Reporting

Outbound Marketing
Campaigns and

Web F2F In-Product
“headless”
WCM Ecommerce
Manage web content Manage commercial
& inbound experiences activity
DECISIONING

I Decisioning Al

Experience Optimization
Omnichannel test & improve

Omnichannel Personalization
Customize individual experiences

Journey Orchestration
Set decisions for omnichannel engagement

M



Opportunity: Get simpler at the engagement tier....

'\‘@  optimizely () sitecore’

Adobe ACQUIO < contentful

e. friendly content.

magnolia’ , builder.io 3 Progress Sifefinity

Play well with others...

\ creative freedom™ '

- . B .
, MODX -‘:(- Kentico &) WorpPress @ umbraco

...but... do you even need this?
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Phases of WCXM

WSS PAGE
PUBLISHER

Emphasis on mostly static page
publishing with logical tree
navigation

Content managers can
customize some page elements
within established templates

Emphasis on responsive mobile
web design

Basic A/B testing
Many media companies

successfully subsist under this
model

Copyright © 2025 RSG - May not be redistributed

UWIE\ CONTENT
PO CATALOG

Established taxonomy allows for
"placeless” content that's
assembled and delivered
dynamically based on metadata

Hybrid-headless architecture
allows for selective separation of
content and design

Some component content
distributed to web and mobile

apps

Opportunity for adaptive mobile
design

Ongoing test-and-optimize

Established governance to solidify
approvals and compliance

65 0] APPLICATION

WCM integrates with selected
other MarTech platforms

Access to customer data enables
customized content and
experiences

Access to 3"-party DAM allows for
image/media content to be
interwoven dynamically into page
experiences

Content creation and workflows
accelerated with controlled
application of GenAl

Advanced analytics to measure,
test, and improve dynamic logic

Sophisticated page components
require formal SDLC process for
updates and enhancements

WIS/ CUSTOMIZABLE

INBOUND
4 O EXPERIENCE
. MANAGER

WCM

WCXM becomes experience
aggregator for inbound traffic,
leveraging components from
multiple different systems

Lighter, legless WCXM platform
technology emphasizes
“order-taking” over
“decision-making”

Key content, data, personalization
logic resides in lower-level,
channel-neutral platforms

Core, component marketing
content sourced from DAM/OCP.

May continue to manage
channel-specific, long-form
content

Al agents automate and improve
dynamic screen assembly
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Rethinking Your Web CMS Requirements

CUSTOMIZABLE
APPLICATION

CONTENT CATALOG

INBOUND
EXPERIENCE
DIRECTOR

LEVEL OF EFFORT

PAGE PUBLISHER

ezl Stog;y

MAKE BETTER ROU
TECHNOLOGY DECISIONS ( 5
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M a rket Tod ay (:JOptimizer thiq

Q sitecore’ B Liferay
ACQUIO M}be leoomreach
CrownPeak.
Ampli
¥ Amplience CUSTOMIZABLE
CONTENT CATALOG APPLICATION
S contenth Drupal’ INBOUND
@® vmorace | EXPERIENCE
(> cLouo cms DIRECTOR

CONTENTSTACK™

LEVEL OF EFFORT

Progress’ Sitefinity”

PAGE PUBLISHER Real Stogy

MAKE BETTER ROU
TECHNOLOGY DECISIONS (a

@WORDPRESS
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Tectonic Forces in an Omnichannel World

3\\’3‘/,,@?

=

=)=

=

&1\

New and evolving Rampant distribution

; Agent profileration
channels requirements

CX Cohesion across In-product experience Growing scams and
Paid / Social / Owned / elevation Humans in multiple eras enshittfication
Al Channels at same time

M 4

Efficiency Precision  Effectiveness Compliance

Scalability Speed




Post-Channel Architecture: Loosely Coupled; Strongly Backed

Customer Care CRM & SFA
Manage customer

inquiries

COMPLEXITY

I Generative Al

Omnichannel Content Services
Manage components fueled with data

Digital Asset Management
Manage rich media & brand assets

Product Information Management
Manage catalog structure, info, pricing
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Automate sales &
manage relationships

\
x

PLUGGABLE ENGAGEMENT SERVICES

CPQ Marketing Automation
Configure, Price, Quote

Campaigns, outbound
messages, social, ABM

PEOPLE

'

ENTERPRISE FOUNDATION SERVICES

I Insights Al

Customer Data Activation
Manage and activate data & segments

Customer Data Management
Ingest, process, and unify customer data

Enterprise Data Intelligence
Analytics, Modeling, Reporting

Only way to speed & scale

Only way to omnichannel

Only way to effective Al

WCXM Future Channel “X"
Manage web content Some alternate
& inbound experiences engagement space TBD

BUDGET
'

I Decisioning Al

Experience Optimization
Omnichannel test & improve

Omnichannel Personalization
Customize individual experiences

Journey Orchestration
Set decisions for omnichannel engagement
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The Rise of Omnichannel Content Platforms

Cracking the code on component re-use

Once too complex to

* Increasingly a pre-condition to customer-centered, omnichannel experiences . .
consider, now more viable

« Ciritical to support all content types with arbitrary relationships and measurability for advanced enterprises. ..

» Higher need in journey-oriented, multi-touch B2C

Kimpton Syl... The Betty - ...

Product cha... s
Descripcion...

Downloads
from

Channel
contents

Main

Kimpton Syl CRd:

|

Similar to

Main picture

Outdoor pool . .
Duplicates kimpton-atl...

Kimpton Syl...
ot
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*Spinoffs from DAM

* Assets, text, data as
first-class objects

*Tracking and
measurement

*Graph models

*Reduce / eliminate
scope for WCM

Critical for GenAl

Editor: Content Editor: Online Editor: Print Overview
Segments

4 ¥ \* \}  INSERT HIGHEST MATCH &'

Smashbox
, Origins and DKNY Be Desired - to champion inclusive beauty.

Origins tells us, "We are dedicated to bringing wonder, wisdom
and wellbeing to the way beauty is experienced.

We take inspiration from cultures around the world that for
centuries have relied on medical plants for inner and outer
wellness.

Origins' cutomised skincare is powered by nature and proven by
science to help everyone achieve the best skin they can."

Our heritage plays a big part in our relationship with our skin and
our beauty dreams - so we want you to show us what makes you
unique, to help us redfine today's ideas of beauty.

Our aim is to build a Beauty Portrait - an image that accurately

Statistics Memory

Original
Confirmed: 30 of 32 segments 94% 5
Pretranslated: 1 of 32 segments 3%

Translation Analysis Details Communication History

Terminolog:
Original

Smashbox Cosmopolit...

, Origins y DKNY Be Desired: para defender la belleza inclusiva. Smashbox

Origenes nos dice: i a brindar X champion

sabiduria y bienestar a la forma en que se experimenta la belleza.

T, i Smashbox
Nos inspiramos en culturas de todo el mundo que durante siglos

han i en las plantas i para el bi interno y
externo.

"El cuidado de la piel de Origins esta impulsado por la naturaleza
y probado por la ciencia para ayudar a todos a lograr la mejor piel
que puedan".

Nuestra herencia juega un papel importante en nuestra relacion
con nuestra piel y nuestros suefios de belleza, por lo que
queremos que nos muestre lo que lo hace Unico para ayudarnos a
redefinir las ideas de belleza de hoy.

Nuestro objetivo es construir un retrato de belleza, una imagen

Translation

Origins' cutomised skincare is powered by nature and proven by "El cuidado de la piel de Origins esta impulsadg

To translate: 1 of 32 segments 3%

science to help everyone achieve the best skin they can."

y probado por la ciencia para ayudar a todos a |
que puedan".




Enterprise Digital Content Management: Future Vision

INTERACTION ENVIRONMENTS

Advertising Contact Center Applications/Portal Distributors Websites Online Storefronts
Generate demand Answer questions Deliver services Offline Engagement Deliver information Sell things

\ A f =
* Page curation

* Dynamic experience assembly
* Long form?

~N 1

Customer Loyalty Sales & Support Social Media Mgmt || Outbound Marketing WCM Ecommerce
Manage rewards logic Automate sales Engage in social Manage campaigns Manage web content Manage commercial
and redemptionvs\ Manage reIa;\ionships media §¢ communities DeIivgr messages & inboyvnd experiences activity

N\ /

Re-usable and trackable content / asset / product components

Omnichannel Content Services

.................. SRR . : Translation
Ger;erat_lve Al . _ Omnichannel < »  Management
____________ ervice Enterprise Context Content Platform Unified translation process § Service

Manage rich media & brand assets

Product Information
Copyright © 2025 RSG - May not be redistributed Manage unified, core product information




MarTech Al Reference Model Overview

DIVERSE ENGAGEMENT SERVICE EXAMPLES RESPONSIBLE
Paid Media Customer Care Loyalty Social Media Mgmt Outbound WCM / Inbound Ecommerce Al
Purchase additional Manage customer Improve customer Engage in Social Campaigns and Manage web content Manage commercial
engagement inquiries stickiness Media messaging & experiences activity

Foundations

@ Gov:?:lance

AGENT Al INSIGHTS Al DECISIONING Al GENERATIVE Al
Transparency
Workflow Audience & Marketing . . Writing & Research &
Automation Customer Insights Intelligence Conversational Al Ad Targeting Editing Analysis
. - . . . DEY
Stack Creative Predictive & Behavioral Dynamic Creative . . . .
Protect
Orchestration Analytics CLv Recommendations Optimization Graphics Audio Video rotection
Core Services Attribution Next Best Customer Journey Content Supply Chain Productivity

Action Optimization Security

FOUNDATIONAL PLATFORMS

ustomer Data Stores Personalization / Orchestration Engi Omnichannel Content Platform ) R'Sk_
Manage and activate unified data and segments Set decisions for omnichannel eng Manage content components fueled with data Mitigation

FOUNDATIONAL CAPABILITI Human-Al
Collaboration

and
istainability

Customer Data Ops Al / ML Ops Enterprise Content Ops Data & LLM Tuning Prompt Engineering
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Mid-Market?

Other bundled inbound* services

CMS+ Vendors + SEO / AEO + A/B Testing
+ Forums + Site Search

ProgreSS®SITefIﬂ|Ty + COmmentS +GenA| ....................................... EDU

+ Polls + Forms %

®

®WORDPRESS + Commerce Lite  + Newsletter at

| 2

i + Chatbot ~ + Registration 2

Drupal T e =
+ Custom Apps + Still more...

Copyright © 2025 RSG - May not be redistributed * MOStIy
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Summary Points

1. Scope of WCM has dramatically narrowed at enterprise tier § DXP IS
. (EVEN MORE OF)
* Reducing its relative and absolute importance in your overall stack ~ : ~ ADEAD END

2. Longterm future is around inbound page / experience assembly

* Along with potentially supporting one-off, long-form content

L , . HEADLESS IS NOT A
 Advanced features (e.g., personalization) get externalized ; PANACEA :

* WCM has to play more nicely in stack than ever — or simply go away....

3. Opportunity for enterprises to simplify or kill WCM investments

* RSG seeing evidence of this among forward-looking enterprises . ESPECIALLY GOOD TIME :
. TO RECONSIDER YOUR
 Long descent of Sitecore XP is a canary in a coalmine . DEV-HEAVY CMS

4. SMB and Mid-market story will see more continuity

* Site-in-a-Box CMS will persist, albeit with some stack overlaps
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Stay in Touch...

explore@realstorygroup.com
linkedin.com/company/realstorygroup/
www.realstorygroup.com/Membership
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