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TWO BIG THEMES

€© We are headed to a post-channel world
Channels remain, but they stop organizing the enterprise.

© Your MarTech ops and stack need to evolve
Most of you will need to migrate from MarTech 2.0 to MarTech 4.0.
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Where we’ve been / Where we’re going

Website o Kl) MarTech 1.0
1994 - 2009 One-way publishing
" . Multichannel i o5

o (= MarTech2.0
(=) Multichannel interaction

JLL“ E 2009 - 2025

Post-Channel MarTech 3.0

2026 - 2029 Omnichannel coherence
Post-Channel o % MarTech 4.0

2030 - 2035 3 Post-channel engagement
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INTERNAL BUSINESS FORCES

New and evolving
channels

Rampant distribution
requirements

CX Cohesion across
Paid / Social / Owned /
Al Channels
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In-product experience
elevation

Scalability

Tectonic Forces in the World of Marketing
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EXTERNAL BUSINESS FORCES
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Agent. profileration
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Humans in multiple eras
at same time

ETERNAL BUSINESS FORCES
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Growing scams and
enshittfication




ENTERPRISE
BRAND AGENT

Represents the brand,
products, and policies

L0)

Brand Knowledge & Intent
Understands brand purpose,
offerings and customer intent

Offers, Content & Recommendations
Delivers relevant offers, content
and product recommendations

Policies, Guardrails & Compliance
Ensures brand safety, compliance
and policy adherence

Rise of Customer Agents

VALUE

High-quality, helpful,
relevant brand signals

e a——
NOISE
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Irrelevant, repetitive
or low-quality signals

CONSUMER’S
Al AGENT

Evaluates options and
advocates for the consumer

1

VALUE

Provides choice, advocacy
and personalized value
aligned to preferences
and needs

NOISE

Filters out irrelevant,
low-quality or misaligned
signals and offers

CONSUMER

Receives the most relevant
options and experiences

RELEVANT EXPERIENCE
& OUTCOMES

Aligned to preferences
and needs, delivering
maximum value and
satisfaction

THE OUTCOME: The consumer's Al agent maximizes value and minimizes noise, More Relevant Better Experiences Trust & / Stronger Brand
delivering the most relevant experiences and outcomes. Choices and Outcomes Confidence all l Value

® 0006
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Getting to 4.0

MARTECH MARTECH MARTECH

MARTECH

ONE-WAY MULTICHANNEL OMNICHANNEL POST-CHANNEL

WO PuBLISHING
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¢ Website as core customer digital
engagement environment, primarily
for informational purposes, measured
by traffic paths and volumes

e Custom web applications offer
nascent transactional services,
largely separate from marketing team

¢ Digital paid media spend managed
separately and more focused on
brand awareness

— ®—— o —

WEBSITE ERA
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e Enterprises build interaction silos

with channel-specific platforms and
ops across web, outbound, social,
mobile, and paid media

¢ Customer data largely fragmented

horizontally across channels and
vertically within the enterprise

e Early experimentation with in-channel

personalization meets with mixed
results

e Channel-specific campaigns evolve

and become optimized separately
with more sophisticated test cycles

* Analytics improve but remain mostly

fragmented, with some effectiveness
resolution via Bl team

MULTICHANNEL ERA

M08 COHERENCE

Unified Customer 360 data layer
feeds analytics and activation hubs

Core media, narrative, and data
assets all managed as a graph
within content warehouse

Marketers create richer and finer
segments and tests that span
engagement environments

Various flavors of Al and Agents
speed up internal processes and
selectively enable more effective
customer experiences

Marketers transition from campaign
orientation to optimizing journey
outcomes

Marketing analytics evolves from
channel based to journey based

A0 ENGAGEMENT

Data about customer and
environment drives decisioning
about best experience

Insights adjust customer
experiences in real-time

Focus on “demand chain” content
enablement, responding to human
and agent customers in context

Al enables answers complex
questions with structured and
unstructured information

Continuous, real-time and long-
running learning loops, with Agents
constantly monitoring compliance

Marketing org fully transitions from
channel to journey responsibilities

S

POST-CHANNEL ERA



The MarTech 4.0 Stack

INTERACTION MODES

Real Live Customers
O Human—directed $

2 g
ENGAGEMENT ENVIRONMENTS

Coherent Interaction Design System

Externally
Intermediated

Customer
Agent-intermediated

r
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Contact In-Store / Channels & Mésaaiin Sites & Ecofireits Paid Walled
Centers In-Product Influencers aing Apps Media Gardens

(
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CUSTOMER FOUNDATION SERVICES

Decisions

Content
% System of direction

System of meaning

Data
System of truth

Journey Patterns
Apply personalization, next
best experience, campaigns
and loyalty

@ Decisioning Al

Customer Data Ecosystem Content Warehouse

Structured, contextualized
and channel-free components

Analyze and activate
prospect and customer data

+

Insights Al * s Generative Al

a0l
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Agentic Al
Real Live Marketers

Governance / Ops / Reporting / Compliance



Al Is a Loop, Not a Feature

—
\\\
\\\ / .]\
Insights Al Decisioning Al Generative Al \
Data & Directive for f BERTED) S
Analysis Engagement i .
Uncovers Directs how to engage \\ Creates the relevant |
opportunities with the customer \ experiences y
\\‘\‘l
S~—— Customer’s
Experience

sessssscsss PR

.
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Continuously learns from outcomes
to improve the entire system
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The 2030 Labor Evolution

MARTECH 2.0 MODEL MARTECH 4.0 MODEL

(MORE MANUAL) 5, (MORE AGENTIC)

@ Strategy 10% @ Policy Design 30%
D
f Experience Design 15% A ( = ) Constraints+Input Testing+Simulation 25%
< T
% Production 20% } AIA Algorithmic Auditing 20%
D . : o e ) . =
all Reporting & Insights 25% ~_  Learning Loop Review 15%
. (s) %+ . )
q:}’ In-channel Execution 30% ﬂ Production Tweaks 10%
HUMANS: FROM PRODUCERS TO MANAGERS (//} Focus on judgment /a . Oversee systems /’@\‘ Drive strategy
SHIFT TO HIGHER ORDER TASKS \ :' /) and creativity @// and outcomes k\// and impact
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Lesson 4: New Roles Emerge

Start treating these as roles your current people can begin playing.

4 B & B
Marketing Data Ops Graph Managers O Journey Overseers
‘ 5@ activation-ready data, % ontologies connecting ( o‘ lifecycle intent, friction,
consent, and definitions products, content, and customer health
needs, and decisions
S Py 2 y -
~\
Experience Orchestrators . Agent Controllers Algorithm Audit Leads
O . .
()~ Pprioritization across " how machines @ bias, compliance,
objectives and channels represent the brand brand safety, and
traceability
- ¥ € J

Career resilience comes from systems judgment, data fluency, governance instincts, and customer empathy.
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From Tool Owner to Enterprise Translator

Your value rises when you bridge domains that still speak different languages.

Q FROM PLATFORM STEWARD
-

Marketing
Strategy

Align on goals, segments,
offers and value.

=/

Customer
Experience

Deliver seamless, relevant
experiences across every
interaction.

-)

Q
&

MarTech
Leader

translator « integrator « operator

J
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Legal +
Compliance

Protect the enterprise,
manage risk, ensure
trust and compliance.

000 TOENTERPRISE
CCDD CUSTOMER-ENGAGEMENT LEADER

/

\
Technology

Platforms

Build scalable, composable
foundations and capabilities.

y

Data + Al

Services

Turn data into intelligence

and automation into
advantage. /

Your next role is not owning the stack — it is translating across the enterprise.



The Cost of Doing Nothing...

LEGACY BRAND 2.0
(INTERRUPTION MARKETING)

Buy 20% —>

/ Now!  Off!
' -
=
N Flash Today ..
Sale! only!
Brand 2.0

Consumer Proxy Agent (Moni)

Blocked

®

Market
Invisibility

One-way messaging
Disrupts and interrupts
No visibility, no trust

N

Copyright © 2026 RSG

AGENTIC BRAND 4.0
(VALUE SIGNALING)
b 4 A Delighted
Verified Real-time
Provenance Inventory 4
Data Status
7 \& 4 :
W
Perso.nalized Ethical —) Direct
Brand 4.0 1 S = Relationship
\ V&

Consumer Proxy Agent (Moni)

Value signaling
Provides verified value
Visibility, trust, and preference

&




Getting There: RSG Is a Different Kind of Firm...

THE MYSTICAL QUADRANT S, B
e < INDEPENDENCE FACTORS GROUR =
* Q G  CONSULT
22 10 VENDORS? NO YES
GEEKS MYSTICS
" SPEAK AT
[@ @ VENDOR EVENTS? NO YES
Qo ACCEPT EXPENSES
LOSERS POSERS = & HOSPITALITY NO YES
FROM VENDORS?
\ .
Warning: Avoid oversimplified frameworks. 3 WRITE PAPERS N 0 YE S
A Vendors don't fit in boxes. These stereotypes FOR VENDORS?

create bias, limit thinking, and lead to bad decisions.
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MarTech 3.0: Build the Core

Data, content, and decisioning are no longer campaign inputs — they are enterprise infrastructure.

i N
Interaction / = .
Channel Edge © Q Q} 5o @ %:]? 8
Light, composable Website App Email Social Commerce Service Paid Media Agent
experiences at speed.

‘\

CONTENT DECISIONING

System of meaning System of direction

Shared e BDATAh
Foundation el

Services

e Profiles Assets éb Rules
Stronger together.
Built once, used 0 Consent *- Components PC  Models
everywhere.

@ Events 0 Metadata @ Offers

m Metrics @ Rights O Guardrails

N g

Enterprise

Operations @ 6%15 u[ﬂ[] O E:}
Run, measure, and
improve the engine.

Governance Workflow Analytics Al Learning Loop Integrations

&8 right © 2026 RSG If the pillars live inside channel tools, Al learns in silos and the enterprise loses leverage.



MarTech 3.0: Lighten the Edge

Use foundation services so interaction tools can become more adaptive.

"
@> HEAVY EDGE ] @> STRONG CORE
p

% & ke o e B
Light interaction tier

=

CMS ESP/MAP Social
e TN . J/

- 5 N N ’ Al + agentic orchestration
il s ;

Ads Loyalty Analytics @ E::‘ g I__bi S‘:t'::i?t [ﬁ% E‘::::":f"'"g
\ = \ N / szt truth @ myeaning diyrection
<
o Problem: integration happens at the edge, Bavoitaohsthnte sDeeintalontarH
where every tool repeats the same 2
foundational work. ° learning loops.

&8 right © 2026 RSG Move resources south: less channel replication, more foundational leverage.



Copyright © 2026 RSG

- ?‘ll:g:: for I I
arketing . . ;
— Real Story Group’s vendor evaluations and advisory services have helped
Marketing thousands of organizations find their way. We can help you too.
= Gustomer Data Check out Corporate Memberships today: Www.realstorygroup.com/Memberships
atiorms
= Digital Asset = =
Management GENESYS TYPEFACE AUTOMATION ANYWHERE
- égg[rnggraﬁon EUENE  Lonice L MESSAGEPOINT KORE Al CELEBRUS  NGDATA  UNIPHORE MASTERCARD ZETAGLOBAL  LEMNISK
ngines
= BLUESHIFT )
_ : UIPATH
k"ﬁ;}‘ﬁ}g = QUALTRICS = ANTHROPIC OB CREATIO
& Attribution = REDPOINT — SAP r L TEALIUM
— Omnichannel GLOBAL = RELAY42 = JASPER LANGCHAIN NeN CREWAI  RELEVANCEAI PEGA
Content Platforms OPENAI 1 [ 1
T T T T
— Outbound Marketing = MPARTICLE/ L. mEpALLIA POSTELLO DUST  LANGCHAIN  LYZER  MINDSTUDIO = ALKV
Platforms ROKT \_ i
= Personalization PERSIADO COPIY Al AMPERITY
e = CSG g =
P ua AMAZON RUNWAY SYNTHESIA
= MWeb Content & | 1 ; | ; I
Mnecamei (S ¥ J B STABILITY Al MIDJOURNEY e ASLENT 300,
L LYTICS
ACQUIA  OPTIMIZELY TWILIO-SEGMENT J
T T T T
RUDDERSTACK LEXER  OPTIMOVE _ DUN &
“ MICROSOFT BRADSTREET
JAHIA 1 ALGONOMY
ZINEONE
1 | 1 1
BLOOMREACH SALESFORCE STORYBLOK BUILDER.I0 WEBFLOW  UNIFORM
COREMEDIA
AMPLIENCE = APRIMO
SITECORE
ra-En [~ MERLINONE HUBSPOT = NETX k KIBO  DYNAMIC YIELD MONETATE  ALGOLIA
CONTENTFUL = IPSOS = DIGIZUITE
= BYNDER CANTO
= MAGNOLIA — MESSAGEGEARS = PHOTOSHELTER
CLOUD CMS =] NEUSTAR=| BRANDWORKZ BRANDFOLDER
[ prticence MARIGOLD = STORYTEQ ASSET BANK . FOTOWARE EXTENSIS EVOLPHIN
foz LI | L} LI |}
VORDPRESS MERKLE= FRONTIFY CLOUDINARY MEDIAVALET ~ RESOURCESPACE  WOODWING
LIFERAY [~ TERENTIA S \_
= HYLAND NUXEO . . . . . . .
— CONTENTSTACK BRAZE= €3 METRICS NIELSEN MASS SAS MEASURED ANALYTIC  MARKETING
ANALYTICS PARTNERS  EVOLUTION AMPLITUDE
DRUPAL = = PICTUREPARK
KLAVIYO =
[FIRROLIESS ORANGELOGIC
CROWNPEAK =] TENOVOS MOENGAGE ow
~ UMBRACO

L MAKE BETTER
CENSHARE ACT-ON TECHNOLOGY DECISIONS GROUP

SHAREDIEN realstorygroup.com/vendormap/
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The Future Stack With Division Of Labor

The future stack needs to separate local execution, treatment coordination, Al services, shared context, and

enterprise foundations.

Web / app ® Email ® Service ® Commerce ® Ads/ mobile

LOCAL EXECUTION Mostly
Channels render experiences and execute approved actions locally. Buy
(" )
ORCHESTRATION LAYER Coordinates treatment: planning & arbitration, policy & eligibility, identity & permissions, context
packet, audit & observability Mostly
\_ Build
[
Al SERVICES Insights Al Decisioning Al GenAl
Sense behavior Choose treatment Generate or assemble
score signals prioritize tradeoffs content/responses
_
/. Mtl """ \
. Mostl ostly q c
SHARED CONTEXT Bu"dv Context layer Buy Foundation services
----------------- Semantic ® State Identity ® CustomerDdata
Policy ® Governance Core Content e Insights e Core Logic
\_ J

J

Keep treatment logic above channels; let channels render and execute against shared context and foundation

services.
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Some Buy
Some Build
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Get the Book j

Coming in August MarTech 2030

A North Star for
Success in the Al era

https://bit.ly/4aChs7Z

Tony Byrn_e

Foreword by Scott Brinker



https://bit.ly/4aChs7Z

Thank you

The Right Way
To Select

Stay in touch! Technology

__/
_‘

explore@realstorygroup.com

linkedin.com/company/realstorygroup/

Get RSG on your side...

www.realstorygroup.com/Membership

= STACK LEADERSHIP
COUNCIL

Questions?
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