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WHAT’S INSIDE
This eBook contains real-life advice from leading 
marketing operations innovators, as well as 
perspectives on the current- and future states of the 
ops discipline. Its purpose is to share what’s working 
for successful marketing ops organizations in order 
to help you advance your business and drive the 
industry forward.

It’s a hefty piece of content. To expect you to read 
all 87 pages of it would be to far underestimate the 
amount of work you have on your plate. But we don’t 
want you to miss areas that may be highly relevant to 
your needs. We’ve aimed to organize the book in key 
sections to help you find the tips that will most benefit 
your ops team.

•• If you want to familiarize yourself with the Marketing 
Ops Game Changers program and the pros 
highlighted in these pages, you may want to check 
out Sections 1 & 2.

•• Sections 3-8 contain tips from the Game Changers 
on how to overcome major ops challenges and be 
prepared for marketing’s evolving needs.

•• Sections 9 & 10 take an aggregate look at the 
challenges ops teams are facing and the skills they 
need to hone to rise to the occasion.

•• And last but not least, Sections 11 & 12 share 
some approaches the Game Changers are using to 
build tech stacks that will drive innovation and stand 
the test of time.

Triniti Burton
As Marketing & Communications Director at Integrate, Triniti Burton 
focuses on helping demand marketers cut to the chase by articulating 
complex marketing concepts in clear language. She’s a big believer in 
integrated marketing strategies that deliver seamless experiences for 

customers and prospects. Follow Triniti on Twitter @Triniti_Int for tips on 
being a better demand marketer.

Matt Heinz
Prolific author and nationally recognized, award-

winning blogger, Matt Heinz is President and Founder 
of Heinz Marketing with 15 years of marketing, business 

development and sales experience from a variety of 
organizations and industries. You can read more from Matt 

on his blog, Matt on Marketing, or follow him on Twitter.

THE AUTHORS

https://twitter.com/Triniti_Int
http://www.heinzmarketing.com/blog/
https://twitter.com/HeinzMarketing
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Marketing Ops Game 
Changers Program

SECTION 1
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Marketing Ops Takes the Front Seat (and it’s time to recognize the drivers)

Marketing operations is arguably the most challenging discipline within B2B marketing today. It’s a constant 
back and forth between big picture strategy and in-the-weeds execution. Ops leaders are tasked with:

•• Managing more data than we 
can really conceive – hundreds of 
thousands of contact records in some 
cases, not to mention marketing 
performance data, customer 
engagement data, sales data, 
predictive data and more

•• Identifying and implementing the 
technology that will manage, analyze 
and utilize that data – plus ensuring 
that those systems are all connected so 
that the data flows seamlessly from one 
to the next

•• Developing new processes in order 
to constantly increase efficiency 
and facilitating the adoption of 
those processes

•• Building the infrastructure to 
execute increasingly sophisticated 
marketing programs

•• Growing teams and building alliances across the organization to ensure that the impact of their efforts in 
other areas isn’t mitigated due to lack of inter-organizational support

Their list of responsibilities grows quarterly.

Over the last few years, we’ve seen the ops role begin to emerge from a backseat enabler to a front seat driver. 
CMOs and marketing executives are bringing ops leaders closer to the table – looking to them to align people, 
processes and technology in ways that create maximum business value. These leaders wear many hats, move 
at the speed of light, and constantly strive for both macro- and micro- improvements that will impact the 
organization.

And there are some leaders emerging who are worth emulating.

Integrate and Heinz Marketing recently set out to uncover the marketing ops professionals who aren’t only 
taking the wheel, but are driving their organizations, and the industry at large, forward.
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We Asked the Industry

We opened a three-month nomination period and sent out a call to tens of thousands of B2B marketers to 
share the successes of their ops teammates. The goals were to:

1. Identify as many ops leaders as possible who were doing 
exceptional work

2. Understand the skills these pros possessed

3. Capture stories about how they were innovating and the results 
they were driving

The quality of nominations that poured in was impressive from our 
view, some sharing pages of data behind the challenges nominees 
faced along with the solutions implemented and results received.

Nearly three hundred nominations were submitted. Some folks 
were nominated more than once. Not everyone made it through to 
the judging round. It was required that the nominees were active 
ops practitioners as illustrated by their title or their day-to-day 
responsibilities. 166 unique nominees went onto the judging round.

Marketing Ops Game Changers 
is the second program of 
its kind. Heinz Marketing 
and Integrate previously 

highlighted 40 Demand 
Marketing Game Changers. That 

program unearthed many 
tactics and strategies that are 
setting the pace for demand 
marketing pros. We believe 

the best way to advance any 
marketing practice is to learn 
from the innovators who are 

leading the curve.

http://blog.integrate.com/call-for-nominations-marketing-ops-game-changers
https://discover.integrate.com/2016-top-40-demand-marketing-game-changer-winners
https://discover.integrate.com/2016-top-40-demand-marketing-game-changer-winners


7 © 2017 Integrate, Inc. | www.integrate.com

We Turned to the Experts

To stay objective, we assembled a panel of judges who are well versed in the nuances of the marketing ops role. 
These experts were instrumental in evaluating the nominations and determining the final honorees.

The judges each scored the nominees on a scale of 1-5 using a combination of information provided in the 
nominations, as well as publicly available data such as LinkedIn profiles, certifications, awards, etc. The scores 
were then totaled and averaged. The 33 nominees with the highest scores were recognized. And while there 
are certainly many worthy ops folks who were not part of this program, through this process we identified 33 
marketing operations leaders who are changing the game.

Editor, ChiefMartech.com Principal Executive Advisor, CEB

Scott Brinker Brent Adamson

Research Director, SiriusDecisions President, Heinz Marketing

John Donlon Matt Heinz

Thank you to everyone who submitted a 
nomination and a special thanks to the 
judges for lending their expertise.

https://twitter.com/chiefmartec
https://www.linkedin.com/in/sjbrinker/
https://twitter.com/siriusjd
https://www.linkedin.com/in/donlonjohn/
https://twitter.com/HeinzMarketing
https://www.linkedin.com/in/mattheinz/
https://twitter.com/brentadamson
https://www.linkedin.com/in/brentadamson/
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Top 33 Game Changers
SECTION 2



9 © 2017 Integrate, Inc. | www.integrate.com

We’re excited to share with you the 2017 Top 33 Marketing Ops Game Changers

This eBook is a collection of insights and learnings from these pros. It’s our hope that you find actionable 
advice that can be applied to elevate your own marketing ops organization. 

(You can click on any Game Changer’s picture to be taken directly to their profile.)

Adam Polaszewski* 
Marketing Director, 

Optymyze

Colin Day 
Vice President - Global Demand 

Centre & Marketing CTO, FIS

Allison Smith Terrey 
VP of Marketing Operations & 

Analytics, Pitney Bowes

Courtney McAra 
Sr. Marketing Operations 
Manager, SurveyMonkey

Alyssa E. Weber 
Sr. Director, Marketing 

Operations, Juniper Networks

Frances McCutchon 
Director of Marketing 

Operations, PFL

Amar Chahal 
Head of Growth & BI, 

Vidyard

Jeffrey Siegel 
Sr. Manager Marketing Strategy, 

Box

Chris Rodriguez 
Head of Marketing Operations, 

Gliffy

Jim D’Arcangelo 
VP of Marketing, 

When I Work

The caliber of marketing 
operations professionals 

on this list is exceptional. 
As a category, marketing 

operations has leapt 
forward exponentially in 
the past 12 months and 

this list is a great example 
– and recognition – of the 
amazing work being done 

in the field today.

Scott Brinker 
Editor, Chiefmartec.com

Game Changers continued on following page...

Josh Hill 
Sr. Manager, Lead Lifecycle 
Management, RingCentral

Ken Evans 
Sr. Director Marketing 

Operations, Fuze

*Not featured.
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Mike McMahan 
Digital Marketing Manager, 

Pluralsight

Patrick Slavin 
Manager, Marketing Technology 

Operations, PTC

Swen Kolterman 
Director, B2B Marketing Ops & 

Automation, Glassdoor

Mike Braund 
Senior Manager, Marketing 

Operations, Tableau

Pete Johnson 
Sr. Director of Marketing 
Operations, ServiceNow

Mitch Diamond 
Director of Marketing & Sales 

Ops, McKesson

Rob Meo 
Global Manager of Marketing 

Operations, Splunk

Nick Spano 
Marketing Systems Architect, 

Accolade

Ryan Schwartz 
Sr. Director, Marketing Systems, 

Ops & Strategy, MongoDB

Nima Asrar Haghighi 
Director of Digital Marketing & 

Operations, MuleSoft

Sameer Khan 
Director of Marketing Operations 

& Analytics, Alertlogic

Laura Wang* 
VP, Marketing Operations, 

Informatica

Leah Allen 
Sr. Director, Marketing 

Operations & Technology, Radius

Kerry Christensen 
Director, Marketing Operations, 

Zuora

Leslie Alore 
Director, Global Marketing 
Operations, Iron Mountain

Krista Calvo 
Director, Marketing Operations, 

Adobe

Linda Fitzek 
Director of Business Operations, 

EverString

Kyle Johnson 
Marketing Automation Director, 

Thomson Reuters

Meg Goetsch 
Director of Sales, Marketing & 
Service Operations, JW Player

Congratulations to all who were recognized for their game-changing work! 
Feel free to share the list of winners among your networks and don’t forget 

to congratulate an #OpsGameChanger.

Tim West 
Manager of Marketing 

Operations, Box

Yuko Takagi 
Sr. Manager Marketing Ops & 

Automation, Elastic 

*Not featured.

https://twitter.com/login?redirect_after_login=%2Fhome%3Fstatus%3DHave%2520you%2520seen%2520who%2520made%2520the%2520%2523OpsGameChanger%2520list%3F%2520Congrats%2520to%2520these%2520outstanding%2520%2523MarketingOps%2520pros%253A%2520http%253A%2F%2Fhubs.ly%2FH06jvDs0%2520via%2520%2540integrate
https://www.linkedin.com/shareArticle?mini=true&url=https%3A//discover.integrate.com/2017-top-33-marketing-ops-game-changer-winners&title=Announcing%20the%20Top%2033%20Marketing%20Ops%20Game%20Changers&summary=Leading%20marketing%20operations%20pros%20are%20being%20distinguished%20as%20the%20Top%2033%20Marketing%20Ops%20Game%20Changers.%20Integrate,%20Heinz%20Marketing%20and%20panel%20of%20notable%20judges%20teamed%20up%20to%20select%20thirty-three%20top%20marketing%20ops%20leaders%20in%20the%20second%20Game%20Changers%20recognition%20program.&source=
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An #OpsGameChanger makes 
marketers more productive and 

effective every day. These pros are 
obsessed with process. Not just 
defining it, but refining it again 

and again to continually improve 
efficiency, accountability and 

performance. And they have the 
fortitude to ensure processes are 
adopted across the organization. 

SECTION 3
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Challenges aren’t the hard part 
of the job - it is the job. Different 

problems to solve every day - love it.

Making marketing’s ideas happen, one process and tool at a time.

Sr. Manager of Marketing Operations & Automation, Elastic

Yuko Takagi

https://www.linkedin.com/in/salesforcemaster/
https://twitter.com/yukotakagi415
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What does it mean to be a Marketing 
Ops Game Changer?

Embrace change - this isn’t optional - change 
is necessary to survive.

Challenges aren’t the hard part of the job - it 
is the job. Different problems to solve every 
day - love it.

Constantly adjust the changes you 
implement. The job isn’t complete when 
you launch something new, that is just the 
beginning. You need to implement, monitor, 
adjust, and relaunch. Then start again. 

Continual improvements will get you there. 
You can’t start with perfection so don’t aim for 
that. Start small, start fast, then scale once you 
are comfortable (even if it’s not perfect).

Play well with others. Your success is 
dependent upon others so communicate 
frequently and get to know the rest of the 
marketing team, sales teams, and SDR team.

What’s the biggest challenge you’ve 
tackled in your ops role in the last 12 
months and how did you overcome it?

Scaling. What was a record month a year ago, 
now is way below targets so systems need 

to scale to accommodate 100% growth YoY. 
If you have something that works but it is 
very manual, then the Marketing Operations 
machine will break. Before new processes 
are launched you have to ask yourself - will 
this work when we have to do double/triple 
the amount?

How do you see the marketing ops role 
changing over the next 2 years and/or 
what skills will ops pros need to hone 
to meet marketing’s evolving goals?

•• Better data and much more of it. Don’t 
get overwhelmed - dive in and plan ahead. 

•• Better questions lead to better data 
analysis. Prepare for questions you think 
you/another team may ask in 6 months 
and make sure the master data is stored 
where it should be and accessible to easily 
query it.

What are the 3 most essential tools in 
your marketing tech stack?

I’ve recently learned to use Alteryx and it 
is helping scale my job day-to-day. I can now 
more efficiently pull data from different places 
and combine it together in meaningful ways! 
Without Alteryx, I had to know exactly what I 
wanted before filtering the data. With Alteryx, 

I can quickly adjust queries for sub sets of 
questions and answer what if scenarios.  

Zapier is another tool I’ve picked up recently 
that basically lets me scale by auto triggering 
different things in multiple applications. 
Something in Slack can automatically trigger 
something in Salesforce - all without coding. 

Our Marketing Stack includes: Salesforce, 
Marketo, LeanData, Fullcircle, Infer, 
Demandtools, Alteryx, Google Tag Manager, 
Clearbit, Zapier. There are so many tools to 
work with and the number is growing.

What advice would you give ops 
practitioners looking to expand the 
capabilities/impact of their tech stack 
(i.e., beyond, marketing automation, 
CRM, website)?

Gain the trust of the CRM team. The fact 
that I’m a salesforce admin and that our 
CRM team feels comfortable for me to make 
changes directly to our SFDC makes everything 
move faster. No need to wait for things to 
be implemented by a different team which 
has different priorities if they trust you to 
do it yourself.
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Game Changers are the ones that sniff 
out actionable correlations amongst the 
endless sea of marketing data and use 

them to drive the marketing org forward.

Always measuring. Always optimizing.

Director of Marketing Operations, Box

Tim West

https://www.linkedin.com/in/thetimwest/
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Director of Marketing Operations, Box

What does it mean to be a Marketing Ops 
Game Changer?

There are such high demands on today’s marketing ops 
professionals that to be considered a game changer is truly 
inspiring. Game Changers are the ones that sniff out actionable 
correlations amongst the endless sea of marketing data and 
use them to drive the marketing org forward. The words “Fully 
Optimized” do not exist in our vocabulary. As new data comes 
into our systems, it is our job to leverage it and find ways to turn 
it into pipeline.

What’s the biggest challenge you’ve tackled in your ops 
role in the last 12 months and how did you overcome it?
Lead routing and lead management have been incredibly 
challenging to continuously optimize alongside our rapid growth 
at Box. In an effort to get more bang for our buck, we made the 
strategic decision to allocate resources to enhancing the existing 
funnel rather than continuously trying to fill the top. Building an 
agile lead routing system proved difficult but is now a critical 
factor in achieving our monthly and quarterly pipeline goals. The 
ability to see data in real time and to be relentlessly agile has enabled 
marketing to generate more opportunities than ever before.

How do you see the marketing ops role changing over the next 
2 years and/or what skills will ops pros need to hone to meet 
marketing’s evolving goals?

Marketing technologies will continue to proliferate before a mass 
consolidation in the not-too-distant future. Now is the time for Marketing 
Ops pros to build a tech stack that will stand the test of time and aligns 
with long-term company objectives. The ability to pick a winning tech stack 
that integrates seamlessly and provides a measurable ROI is a major 
challenge, especially as marketing ops is expected to do more with less.

You’ll begin to see more and more Marketing Ops professionals 
in leadership roles very soon. As Marketing Automation becomes 
commoditized, it will be those of us who can drive cross-functional 
efficiencies that will rise to the top.

What are the 3 most essential tools in your marketing 
tech stack?

•• Tableau – Nothing drives business intelligence like Tableau. Tableau 
allows us to spot trends quickly and adds a layer of data to every 
aspect of our operations. We’ve also built out a self-serve reporting 
dashboard which enables Marketing Ops to focus on moving the 
business forward.

•• Allocadia – As marketing budgets are stretched, Marketing Ops 
needs to know which dollars are performing and which need to be 
re-allocated to more efficient tactics. Allocadia plays a vital role in our 
planning and in our marketing performance analysis. 

•• Conversica – Our data shows that MQLs decay at an alarming rate, 
and we’re talking hours and minutes. We needed a way to ensure 
prospects that showed interest in Box were followed-up with almost 
immediately, and AI is the answer. Conversica is new to our tech stack, 
but the results are promising.
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Well run Marketing Ops drives more 
effective Marketing, driving more 

efficient Sales and Customer teams, and 
more effective Product pushes.

Lifelong tech marketer scaling growth and driving big results.

VP of Marketing, When I Work

Jim D’Arcangelo

https://www.linkedin.com/in/jim-d-arcangelo-528649/
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VP of Marketing, When I Work

What does it mean to be a Marketing 
Ops Game Changer?

Being a game changer speaks to the 
organization, CEO and Board being 
enlightened enough to invest in Marketing 
Ops as a means to positively impact KPIs 
across the whole organization. Well run 
Marketing Ops drives more effective 
Marketing, driving more efficient Sales 
and Customer teams, and more effective 
Product pushes. It shapes Branding as well, 
in so many ways. I am delighted to be at 
the front of the Marketing Ops field as it 
enables me as a Marketing organization 
leader, to play a critical central role in 
driving the company. And it has allowed me 
the spotlight to mentor other organizations 
in all things Marketing Ops, which is 
tremendously rewarding.

What’s the biggest challenge you’ve 
tackled in your ops role in the 
last 12 months and how did you 
overcome it?

When I first started rolling out marketing 
automation efforts through Marketo and 
basic Marketing Ops in 2008, it was really 
very simple and straight forward. As the 

years have passed, the complexity of tech 
systems and integrations, as well as 
related internal expectations have grown. 
In 2017, coming into a new role, a Marketing 
Ops leader needs to be an expert in not only 
building out people, processes and systems, 
but ready and able to tear down, integrate 
and build multiple systems; transition and 
build out teams and related processes; and 
drive quality lead and lifecycle output fast. For 
Marketing and Marketing Ops leaders, 2017 
is a world of high volume X high veracity 
(context, targeting, community) X velocity 
- driving big results that are increasingly 
cost-effective as a means to ever-rising 
expectations that accompany the promise 
that is Marketing Ops today.

How do you see the marketing ops 
role changing over the next 2 years 
and/or what skills will ops pros 
need to hone to meet marketing’s 
evolving goals?

Every day, Marketing and Marketing Ops 
leaders need to dig in and deepen their 
skills in multiple systems, developing, design, 
finance and modeling, forecasting, demand 
gen and content, video, digital ads, ABM and 
sales enablement, market research, analytics 

and behavioral and qualitative research 
and product marketing. While it is about 
primarily driving lead gen and customer 
lifecycle, I see Marketing Ops owning part 
or full accountability for more and more key 
org-wide metrics. The power of Marketing 
Ops will be turned to more frequently as it 
becomes more understood. 

What are the 3 most essential tools 
in your marketing tech stack?
I always start with Salesforce and Marketo 
as they are the backbone for all customer 
and prospect marketing effectiveness 
understanding. To get off the ground, I add 
Radius for intelligent lead sourcing as that 
is the lifeblood of lead gen and Uberflip 
as a central, trackable source for all content 
to prospects and customers. Integrate is 
another early “must have” technology. I add 
several tech stack pieces from there to link 
and drive optimization across the end-to-
end unengaged prospect to raving customer 
advocate spectrum. The key is to add each 
tool as their unique value proposition is 
needed, and as your whole organization can 
integrate their utility.



PROCE SS

IN

N OVAT ION

18 © 2017 Integrate, Inc. | www.integrate.com

Marketing Ops Game 
Changers look beyond 

the stack to tell the 
firm’s story at scale, 

automatically.

Working at the intersection of Sales, Revenue 
and Technology to drive scalable results.

Sr. Manager, Lead Lifecycle Management, 
Ring Central

Josh Hill

What does it mean to be a 
Marketing Ops Game Changer?

Marketing Ops Game Changers look 
beyond the stack to tell the firm’s story 
at scale, automatically. If you come 
to the table ready to do more than 
manage data and attribution reporting 
that can be a big win. Less technical 
marketers want to create customer 
experiences and look to us to build the 
underlying infrastructure to support 
the experience, make it wonderful, and 
help us understand if this experience 
influenced a decision to buy.

What’s the biggest challenge 
you’ve tackled in your ops role in 
the last 12 months and how did 
you overcome it?

Keeping the project and production 
processes moving at a high, sustainable 
rate. And the challenge is people and 
process, not tools. This meant growing 
the team in-house so I could invest in 
skilled, dedicated staff. Solving this 
also meant redesigning our processes 
periodically, including adopting “agile” 
tools like scrum meetings, backlog, and 
transparency across teams.

How do you see the marketing 
ops role changing over the next 
2 years and/or what skills will 
ops pros need to hone to meet 
marketing’s evolving goals?

I recently spoke with a front-end 
developer who clearly had evolved his 

toolkit from 1998 to 2017, seemingly 
always at the forefront of every 3-5 
year cycle of tools. He described this 
as “riding the wave.” A marketing ops 
professional who cannot ride the wave 
of evolving technologies, processes, and 
concepts will fall behind.

I always tell people to work at the 
intersection of skills or functional 
areas to help land interesting roles or 
advance their careers. That intersection 
can and should change. There’s 
increasing talk of microservices and 
artificial intelligence in marketing ops, 
although that may be in the next big 
wave in a few years from now.

What can you do to be in the early 
stage of that wave? I see martech 
devolving away from the twin planet 
model (MAP+CRM) to more of a web or 
constellation as Scott Brinker suggested 
once. The skill is in organizing the 
right stack of smaller point solutions 
to deliver the backend need as well as 
the front-end customer experience.

What advice would you give ops 
practitioners looking to expand 
the capabilities/impact of their 
tech stack?

If you’re looking to expand your stack, 
ask if you need a point solution or a 
platform. Ask if you can remove another 
tool if you add one. Adding tools should 
scale the organization, not increase 
the things you need to watch.

https://twitter.com/jdavidhill
https://www.linkedin.com/in/jhill2/
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What does it mean to be a Marketing Ops Game Changer?

It’s all about making ongoing strategic shifts that increase revenue and energize your team. Ask the question - What’s 
our end goal and how can we get there faster? Then it’s about crisp execution. Remember that you are nothing without your team – 
celebrate often, and be real about it.

What’s the biggest challenge you’ve tackled in your ops role in the last 12 months and how did you overcome it?

It’s a great challenge to have – rapid growth. You have to stay positive and nimble, and keep your team focused on the big picture.

How do you see the marketing ops role changing over the next 2 years and/or what skills will ops pros need to 
hone to meet marketing’s evolving goals?
Marketing Ops and Sales Ops will work more collaboratively – if not, becoming a merged role. Ops pros will need to rapidly assess and 
adapt new technologies in both marketing and sales.

What are the 3 most essential tools in your marketing tech stack?
•• Marketo

•• Seismic

•• Trello Project Management

This may be counter intuitive when you are talking about a tech stack – but don’t just go for the latest shiny tool. Can you find a way to get 
multiple uses from one tool? And don’t be shy about changing tools – if you don’t have good adoption or if it’s not easy to use, move on.

Creating data driven marketing strategies that deliver outstanding customer experience.

Director of Marketing Operations, PFL

Frances McCutchon

https://www.linkedin.com/in/francesmccutchon/
https://twitter.com/QOTFU
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What does it mean to be a Marketing Ops Game Changer?

A Marketing Ops Game Changer is someone who understands all the 
nuts and bolts that go into producing excellent campaigns; setting 
up automated lead delivery and engagement tracking through to 
measuring success and securing additional budget. The goal of 
Marketing Ops is to make the Marketer look good!

What’s the biggest challenge you’ve tackled in your ops 
role in the last 12 months and how did you overcome it?
My team was tasked with orchestrating a large scale in-person and 
virtual event, building the segmentation plan, identifying the target 
audience and designing an optimized messaging strategy across 
multiple channels. The challenging part was working together internally 
as a cohesive team, as the areas of responsibility (and budgets) 
were owned by people across the globe. In order to ensure effective 
collaboration, we built out an operations playbook and socialized it 
across the rest of the business. This allowed us to reduce the number 
of meetings needed and focus on the details, while keeping the 
stakeholders well informed. Weekly updates were more succinct and 
precise as a result and helped to reduce friction in the execution phase.

How do you see the marketing ops role changing over the 
next 2 years and/or what skills will ops pros need to hone 
to meet marketing’s evolving goals?

Without a doubt, it boils down to two things: a specific marketing ops 
budget for optimizing the tech stack and maintaining the marketing 
data warehouse.

I’m seeing the tech stack increasing rapidly and 
marketers owning more tools than ever. How do 
they begin to pull a cohesive plan together across 
all these tools, not to mention measure success 
metrics across the lifecycle of the customer? I would recommend taking 
the time to sit down with your marketing team and discuss the KPIs 
that are most critical to each of them, decide where these metrics are 
collected from and document it! The ops pro can then allow autonomy 
within the team, while maintaining an element of control, critical to the 
budget and planning process.

What are the 3 most essential tools in your marketing 
tech stack?
My top three are EverString (obviously biased!), Engagio and 
BrightFunnel. because knowing the exact companies in your target 
market is the most important piece of building a successful go-to-
market campaign. 

In our industry, there is a large focus on making digital content more 
relevant by leveraging scoring and behavioral signals, but wouldn’t 
it make more sense to look at your best customers and identify similar 
companies before deploying your message using Engagio plays?  Think 
of the cost savings in display, ppc and all your ABM activities, not to 
mention the downstream efficiencies in the Sales Development team. 

Once your message is in market, there’s no better tool for Marketers to 
measure success than BrightFunnel. It completely takes the guesswork 
out of attribution, allowing you to spend more time delivering 
business insights.

Results-driven, dynamic business analyst and marketing automation pro.

Director of Business Operations, Everstring

Linda Fitzek

https://www.linkedin.com/in/lindafitzek/
https://twitter.com/lindafitzek
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An #OpsGameChanger applies 
marketing technology to create 

business value. Game-changing ops 
leaders know that MarTech decisions 
must be purposeful. They’re building 
tech stacks that enable demand- and 

marketing- orchestration to drive more 
marketing-attributed revenue.

SECTION 4
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We are – of course – marketers, and we need to 
market ourselves and the great work we do in order to 
build credibility with stakeholders in the marketing 

organization and beyond. Recognitions like this help to 
shed light on a function which is so often plugging away 
behind the scenes – unknown to many despite the great 

and powerful work we do.

B2B marketing strategist focused on creating the modern performance 
marketing machine through system innovation and technology adoption.

Director of Global Marketing Operations, Iron Mountain

Leslie Alore

https://www.linkedin.com/in/lesliecocco/
https://twitter.com/lescocco
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What does it mean to be a Marketing 
Ops Game Changer?

Being a Game Changer means driving and 
elevating our profession by bringing value to 
the organizations we serve and highlighting 
accomplishments internally and externally. 
The marketing ops profession requires:

•• an intimate understanding of marketing

•• business acumen

•• superb analytical and problem solving 
capabilities

•• and the ability to implement and 
evolve operational processes and 
systems which enable the marketing 
organization to be successful.

For us to be successful in our role, we need 
to be accepted, empowered, an enabled by 
marketing leadership and our stakeholders. 
We are – of course – marketers, and we 
need to market ourselves and the great 
work we do in order to build credibility with 
stakeholders in the marketing organization 
and beyond. Recognitions like this help to 
shed light on a function which is so often 
plugging away behind the scenes – unknown 
to many despite the great and powerful work 
we do.

What’s the biggest challenge you’ve 
tackled in your ops role in the last 12 
months and how did you overcome it?

The most challenging thing I’ve been working 
on over the last year is helping to shape the 
marketing team culture to be more data-
driven. My team has always been down and dirty 
in numbers and analytics; but over the last year 
we’ve been tasked to do more than just deliver 
the numbers when it comes to data. Leadership 
has asked us to help enable the marketing team 
to develop into more data-driven marketers 
within their respective functions. We have a 
large marketing organization with a diverse 
background and tenure. Making a shift like this 
calls for strong leadership and change-management 
skills; the ability to simplify and communicate 
complex concepts; and a clear, consistent, and 
well documented reporting methodology. My role 
has been to recommend what our reporting 
methodology looks like; gain agreement from 
leadership and my peers; ensure the systems are 
set up to enable this methodology; document 
everything; and communicate it across all levels 
so it’s understood from the top down. This 
change from a culture perspective is probably 
going to be a never-ending effort, but I have to 
credit my boss, my co-workers and my team 
for embracing and driving this shift as partners 
and champions of the data-driven culture our 
marketing team is jointly striving for.

How do you see the marketing ops role 
changing over the next 2 years and/or 
what skills will ops pros need to hone 
to meet marketing’s evolving goals?
I think the marketing ops role will continue 
to evolve as a more critical function within 
organizations. The marketing discipline is 
changing and evolving to become more data-
driven, more technology-enabled, more precise, 
and more accountable to business objectives. 
The marketing operations team is in the best 
position to centrally manage and enable this 
evolution to support marketing organizations 
for the new definition of success. Over the next 
2 years I think we will see more companies with 
dedicated marketing operations functions and 
larger teams. We may even start to see a shift in 
the organizational placement of the marketing 
ops department. Regardless of where they 
are positioned in the organization, to enable 
success marketing ops teams need to be deeply 
embedded in the business and marketing strategy 
and empowered to drive change. Marketing Ops 
professionals will need to continue to keep 
up with trends in marketing, technology and 
analytics in order to proactively bring value to 
their marketing department. Being a strong 
mathlete, a highly competent technologist, or a 
process-slinging guru will not be enough if these 
things cannot be mastered in the context of 
marketing. We must be well-rounded marketers 
to truly deliver what our businesses needs of us.
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What are the 3 most essential tools in your marketing tech stack? 

We have a large tech stack, but if I had to boil it down to the big essentials I have to give you 4: 

•• Our CMS is Sitecore – our website is the public-facing hub that represents Iron Mountain. This is also 
where our most sales-ready (upper/mid-funnel) qualified leads come from.

•• Our TOFU platform (non-organic) is Integrate. Most top of funnel (“TOFU”) leads come through third 
party programs, which are captured and processed via Integrate before going into our MAP.

•• Our MAP is Eloqua – this is the heart of our martech stack. It’s our core marketing database, our 
outbound marketing platform, and the back-end hub which manages and automates our lead funnel 
across all integrated systems.

•• Our CRM is Salesorce.com – this is the source of truth for marketing and sales. It works in conjunction 
with Eloqua to power our back-end marketing process and workflows as well as our reporting engine.

What advice would you give ops practitioners looking to expand the capabilities/impact of 
their tech stack (i.e., beyond, marketing automation, CRM, website)?

Since you asked… I’ll also give some advice about building and managing a martech stack:

1. Integrate it or reject it. Accept nothing that doesn’t connect to the rest of your stack. If you have to 
manually move data across systems, you’re doing it wrong (or your vendors are).

2. Beware of shiny new object syndrome. Don’t bring tech in just because it’s cool, your boss wants 
it, or the sales rep wore you down. Technology is an enabler to a defined strategy. If the tech doesn’t 
specifically enable your strategy and solve for a need…you don’t need it.

3. Tech stacks don’t manage themselves. Make sure you’re resourced to use, maintain, and optimize 
the tech you bring onboard.
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Being a Marketing Ops Game Changer means you have the 
capacity to build technical foundations and the foresight to 

help shape infrastructure that will support future demand. It 
requires that you are optimizing the day-to-day marketing 

processes and flows, but also staying ahead of change. A Game 
Changer is an individual that embraces technical challenges 

and works to find the best solutions.

Choosing the right tech to serve the needs of the buying committee, 
the individual and the company.

Digital Marketing Manager, Pluralsight

Mike McMahan

https://www.linkedin.com/in/michael-mcmahan-45652866/
https://twitter.com/mcmahanmi
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What’s the biggest challenge you’ve tackled in your ops 
role in the last 12 months and how did you overcome it?

Our biggest challenge has been supporting the continued growth 
from our lead generation programs. Scaling the volume of 
business leads, but continuing to treat each lead as an individual 
with unique interests and needs is a tall task. It can be difficult to 
give all potential customers the custom experience they deserve 
from the very top of the funnel. 

To do this, we had to build a process that would vet out and 
route our top-of-funnel programs into our CRM and the correct 
nurture paths. The Integrate platform has played a huge roll 
in automating these experiences for scale. It is a key piece of 
our tech stack that enables us to generate a high volume of leads 
and trust that they are being vetted for quality and routed into the 
correct programs from the moment the end-user first interacts with 
a marketing campaign. This top-of-funnel solution complements our 
CRM and MAP, giving our customers a seamless experience from 
top to bottom.

How do you see the marketing ops role changing over 
the next 2 years and/or what skills will ops pros need to 
hone to meet marketing’s evolving goals?

Marketing Ops professionals will have to adapt to two solve for 
two key issues:

1. More and more individuals expect a taylor-made, custom-to-
their-needs experience, and 

2. Buying committees within businesses are becoming more 
complex and the buying committee’s journey is anything 
but linear.

A successful Marketing Ops pro will need to ensure that their 
tech stack allows for customization and clear attribution. To 
move an individual towards a purchase, each experience has to be 
relevant and compelling. To move multiple buyers in a committee 
down funnel, we must not only provide for their individual needs, 
but analyze their intent to buy as a cohort. These challenges are 
difficult to build, and empowering even the most brilliant marketers 
with the right tech stack is paramount.

What are the 3 most essential tools in your marketing 
tech stack?
For B2B lead generation our 3 most essential tools are the following:

•• Integrate - Top of Funnel solution for building campaigns, 
vetting out leads, establishing lead flow cadences and routing 
into CRM and MAP.

•• SFDC - Housing our Sales and Marketing records from 
Campaigns to Accounts to Contacts. Also lead flow logic, lead 
scoring and so much more.

•• Marketo - Housing all nurture programs, email database 
metrics, routing and scoring logic.
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Changing the game requires taking a step back, 
objectively looking at all components at both a 

macro and micro level, and piecing together a mix of 
solutions in an elegant manner that will effectively 

provide value back to the business at scale.

Entrepreneurial spirit with a fierce technical aptitude.

Marketing Systems Architect, Accolade

Nick Spano

https://www.linkedin.com/in/nick-spano-36310999/
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What does it mean to be a Marketing Ops Game Changer?

To be a Marketing Ops Game Changer means consistently being on the leading edge of innovation. It means to not get stuck in current/old ways 
and to not conform to convention when it doesn’t propel you forward. Changing the game requires taking a step back, objectively looking at all 
components at both a macro and micro level, and piecing together a mix of solutions in an elegant manner that will effectively provide value back 
to the business at scale. 

A game changer needs to be relentlessly focused on driving the business through:

•• Elegant solutions - there is always an elegant solution to a problem (or opportunity), it simply needs to be uncovered.

•• Smart architectures - applications should be lean, clean, and clearly meet the business need - or better yet, exceed the need and 
accommodate for future needs.

•• Extensive scalability - everything within the stack must have the capacity and must be configured to scale extensively.

•• Integrated/accessible applications - whether bought or built in house, applications should be accessible and add value across the ecosystem.

What’s the biggest challenge you’ve tackled in your ops role in the last 12 months and how did you overcome it?

Data centralization or system/process inheritance. Regardless of the challenge at hand, the approach is similar:

1. Identify partners/stakeholders/product owners that can be valuable from both an expertise and deployment standpoint.

2. Get to the root (both technically and theoretically) – lots of footwork and investigation.

3. Based on findings determine possible solution(s) that elegantly address the business need (current and future) at scale - these can be 
quick wins or full-blown projects.

4. Socialize, iterate (if need be), and agree on solution design.

5. Develop, test, and deploy leveraging an Agile methodology.

6. Re-evaluate as needed.
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How do you see the marketing ops role changing over the 
next 2 years and/or what skills will ops pros need to hone 
to meet marketing’s evolving goals?

Over the next 2 years, those in marketing ops roles will need to keep 
working smarter - it’s even more about automation which will allow 
flawless execution and most notably free up time allowing professionals 
to strategize and lead innovation. To be clear, this automation is 
NOT simply Marketing Automation it is automation of everything from 
transactional tasks to flow and aggregation of data.

To effectively excel here, certain skills will be required at either or both 
an individual and/or team level, specifically;

1. Foundational Computer Science understanding

2. Working understanding of at least one programming language

3. Practical knowledge of IAAS (ex: AWS, Google Cloud, Microsoft 
Cloud, etc...)

4. Strong business acumen specifically in operations including the 
economics of it all

5. The ability to effortlessly as well as effectively transition between 
the hard and soft skills.

The above will allow for smarter orchestration (both building of the 
stack as well as executing across the stack), another item that will be in 
focus over the next 2 years.

In light of this, we will see an increase in pure technical talent coming 
into the space effectively rounding out Marketing Ops Teams. With that, 
the above skills will be necessary for Marketing Ops pros to effectively 

manage this talent to drive innovation within the organization – 
identifying what is possible and seeing it through.

What are the 3 most essential tools in your marketing 
tech stack?
First and foremost, having AWS (or any IAAS) is an incredible tool 
for any Marketing Operations organization. Having this, and the 
technical talent to leverage it, basically opens the door to accomplish 
anything the marketing org may want to do from enhancing application 
integrations to building custom solutions. As an added bonus, it 
provides a significant amount of insight that will aid in the evaluation 
process of any tool your organization might want to bring in as most of 
them are built on these.

Secondly, having centralized data is incredibly valuable not only from 
the reporting insights it will help provide but from a program activation 
standpoint as well. This can be achieved in a variety of ways and 
varying levels of involvement most notably through EDW (Electronic 
Data Warehouse), CDP (Customer Data Platform), DMP (Data 
Management Platform), and the likes. 

Thirdly, tools/apps with accessible API’s - not all solutions work out 
of the box and in those instances (when the value of the tool outweighs 
the cost of customization), API’s allow MarOps to close the gap. 
That said, having the technical skills and infrastructure to capitalize on 
this is key.

In closing, a lot depends on the needs of the given business when it 
comes to building/packaging the MarTech stack, there is no one size 
fits all but having the proper building blocks and infrastructure is 
pivotal to success.
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SECTION 5

An #OpsGameChanger delivers and 
applies actionable insights to drive 

performance. The drivers inside 
marketing ops are doing much more 

with data than just managing it. 
They’re defining the key metrics that 
make their organizations successful 

and constantly measuring performance 
against those definitions.
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The marketing operations function is 
an emerging role and utilizing it as a 

strategic asset has been one of the best 
kept secrets in marketing.

Taking a holistic inbound-outbound approach to 
triple marketing-sourced revenue.

Director, Marketing & Sales Ops, McKesson

Mitch Diamond

https://www.linkedin.com/in/mitchellbdiamond/
https://twitter.com/DiamondMitch
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Marketing increased 
the percentage of 

closed-won revenue 
sourced from 12% to 

37% of revenue.

Key Results
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What does it mean to be a Marketing 
Ops Game Changer?

The marketing operations function is an 
emerging role and utilizing it as a strategic 
asset has been one of the best kept secrets 
in marketing. The exposure provided by the 
creation of the Marketing Ops Game Changer 
list and eBook can help to educate marketers 
as to the importance of this role in a metrics- 
and demand generation-driven marketing 
department. Personally, I hope to be able 
to help guide marketers on how to be both 
efficient and effective through the utilization 
of marketing operations.

What’s the biggest challenge you’ve 
tackled in your ops role in the 
last 12 months and how did you 
overcome it?

Our marketing team had reached a plateau 
in the revenue we were sourcing. At the 
same time, we faced increasing pressure 
to meet higher revenue goals with a flat 
budget and lean team. We overcame it by 
leveraging marketing technology, revising 
our processes and utilizing analytics to 
create an “inbound digital machine” and an 
“intelligent outbound strategy.”

The inbound digital machine was an 
approach where we created content to 
attract buyers at the right stage of their 
buyer journey and to drive engagement.

•• Nurture programs were created to 
further the engagement of those who 
were not initially ready to purchase. 

•• Lead scoring was revised to be content-
driven instead of activity-based. 

•• All content and associated campaigns 
were tagged to identify the intended 
buyer stage, and this enabled us to 
track how many leads were associated 
with each buying stage as well as 
progression. 

•• “UTM” tagging was also deployed 
to measure the effectiveness of our 
inbound demand generation tactics.

Through our standard continuous 
improvement review process, we found 
that inbound-driven opportunities were 
much more likely to progress further 
and faster through the funnel than 
outbound opportunities.

We then sought a way to improve our 
outbound process to help identify potential 
prospects with purchase intent through the 
use of marketing technology. We provided 

our inside sales team with daily Marketo 
reports to show anonymous and known web 
visitors. They also received alerts for any 
prospects passing the scoring threshold, 
and the new content-based scoring 
increased the likelihood of finding a 
prospect with purchase intent by 400% 
over the prior scoring model. In addition, 
we utilize Marketo Sales Insight to give 
our inside sales team further prospect 
engagement intelligence.

As a result of these improvements, inbound 
lead quantity improved by 91% and 
inbound lead won revenue increased by 
116%. Overall, marketing increased the 
percentage of closed-won revenue sourced 
from 12% to 37% of revenue.
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How do you see the marketing ops role changing over 
the next 2 years and/or what skills will ops pros need to 
hone to meet marketing’s evolving goals?

Today marketing operations is a relatively new and evolving 
function and does not even formally exist within many marketing 
departments. I see marketing operations becoming both table stakes 
and a much more strategic function as CMOs leverage analytics, 
technology and standardized processes to improve efficiency and 
effectiveness. Furthermore, the role of marketing operations will 
be escalated as more marketing departments become accountable 
for revenue. Finally, with the continuous advent of marketing 
technology being used to drive competitive advantage, marketing 
operations will play a more critical role.

Key marketing operations skills include analytics and a deep 
understanding of systems/technology such as marketing 
automation. In addition, process improvement skills such as 
Six-Sigma will play a key role.

What are the 3 most essential tools in your marketing 
tech stack?

•• Marketing Automation (Marketo): Marketo is the core 
infrastructure to power all our operations: lead management, 
lead scoring, lead capture, tracking and analytics. We use 
Marketo to empower our “intelligent outbound” strategy by 
providing high score alerts, web site visitor reporting and 
prospect engagement information (Marketo Sales Insight) to our 
inside sales team.

•• Salesforce.com (SFDC): We have a relatively unique 
organization structure with a combined marketing and sales 
operations function. As a result, my department owns/manages 
SFDC in addition to marketing automation. This gives us the 
luxury of being very agile when we need to update either 
of these systems to roll out a new process. We also utilize 
SFDC campaign and opportunity reporting very heavily to 
monitor effectiveness.

•• Google Analytics: We track all our inbound campaigns by 
tagging them with UTM parameters and use Google Analytics to 
assess their effectiveness. We also use Google Analytics for all 
of our online analytics.
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Marketing operations is solution building with 
technology and data. Technology usually has 

limitations and data always has requirements. 
That combination helps to highlight the creative 
solution building characteristics needed to be a 

game changer in this space.

Creative solution builder pushing the limitations of 
technology and the requirements of data.

Senior Manager, Marketing Operations, Tableau

Mike Braund

https://www.linkedin.com/in/mikebraund/
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What does it mean to be a Marketing Ops Game Changer?

I’d have to say that to be a game changer means to have the ability to be a creative solution builder. 
Marketing operations is solution building with technology and data. Technology usually has limitations 
and data always has requirements. That combination helps to highlight the creative solution building 
characteristics needed to be a game changer in this space. Marketing operations covers a large breadth of 
responsibilities here so we’re able to put that characteristic on display often. At Tableau Software, we truly 
have a game changing marketing operations team that partners amazingly well together to consistently 
deliver for our marketing department.

What’s the biggest challenge you’ve tackled in your ops role in the last 12 months and 
how did you overcome it?
Last year I helped lead a team to transform our existing campaign data model to something more modern. 
The goal was to offer more clear insights into the results of our promotion channels and our marketing 
offers. That meant taking something that’s existed for over nine years and modifying it to meet the data 
requirements we defined using our core tech stack (Drupal, Eloqua, SFDC).

Like most large-scale changes, solving this problem involved serval ‘meetings of the minds’ with the key 
stakeholders to come to an agreement on our data requirements. It took a solid team who could execute and 
process relying on a creative use of our existing technology.

•• Part of the requirements involved an attribution window that would allow an identified channel to 
maintain credit for page visits and conversions in our database and CRM over a period of time.

•• Our marketing engineering team lead by Eric Peterson built a process to capture and pass the new 
values on conversion to Eloqua so we could ultimately create the campaign data in our CRM.

•• We had to abandon Eloqua’s native campaign association process to be able to get these new values 
to make it over to SFDC accurately in the high-volume ecosystem we have.

•• The last part involved training, resources, and tools for our marketers to adopt the new model into 
their everyday workflow.
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How do you see the marketing ops role changing over the next 2 years and/or what skills 
will ops pros need to hone to meet marketing’s evolving goals?

Marketing Ops professionals will need to continue to grow their understanding of how to use and move 
their data across systems. Whether that means understanding ETL processes, API use, or using third 
party tools, the ability to use all of this data we’re creating and storing within our core systems is key. With 
all of the marketing technology out there creating new segmentation data, capturing behavioral data, or 
even making your own analysis/models actionable by your marketing systems will be invaluable. You can 
see this as a trend where more and more people are talking about full life cycle programs involving signals 
from multiple systems along the buying journey.

What are the 3 most essential tools in your marketing tech stack?

The three most essential Marketing tools for us at Tableau are:

Drupal – Our CMS which is what tableau.com is built on. Our web developers use Drupal not only to make a 
beautiful website but to create and capture meaningful marketing data, and make a user-friendly UI for our 
campaign managers to interact with. 

Eloqua – Our marketing automation platform which we push to the limits. Eloqua is still the most scalable 
MAP tool out there. It captures and processes all of our lead and campaign data with dynamic configurations 
to cut down on unneeded overhead on admin tasks. 

Tableau Software – A huge part of what we do as a marketing ops group and marketing department relies on 
being able to access, use, and take action on the data we have. I can’t imagine our marketing team operating 
the way we do without it. It’s an everyday tool. 

Bonus: One that I’m excited about getting my hands on is Usermind. They’re a local company that we’re 
beginning to adopt to support our use cases where we need to make data from different systems or 
databases actionable in Eloqua. 
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What does it mean to be a 
Marketing Ops Game Changer?

In a rapidly changing environment, it’s a not 
just a matter of getting to a better place: it’s 
a matter of evolving at a faster pace. The 
Marketing Ops landscape has drastically 
changed over the past 3, 5, and 10 years. 
Bringing an organization in-line with today’s 
best-practices, is to bring an organization 
to a place that will most likely be obsolete 5 
years from now. As we think about ideas 
like predictive analytics and account-based 
marketing, we also need to think of how 
we can be more agile and responsive 
to changes in our company and in the 
greater Marketing Ops and Marketing Tech 
ecosystems to continuously improve and 
bring our organizations to the next level.

What’s the biggest challenge 
you’ve tackled in your ops role in 
the last 12 months and how did 
you overcome it?

Improving lead quality and marketing’s 
impact on pipeline were huge initiatives 
in PTC the past year. There were a number 
of major projects that helped us make 
improvements, including:

•• re-structuring how we tie leads to 
campaigns for increased accuracy in 
ROI reporting, 

•• implementing lead scoring for 6 
business units in 6 weeks, 

•• implementing Full Circle Insights for 
improved demand waterfall reporting 

•• and improving data quality processes 
to reduce the number of junk leads 
that get to sales.

How do you see the marketing 
ops role changing over the next 
2 years and/or what skills will 
ops pros need to hone to meet 
marketing’s evolving goals?

Marketing Ops is going to increasingly 
converge with Sales Ops and will 
evolve to play a larger strategic 
role within Marketing, including 
planning, training and best-practice 
definition responsibilities.

What are the 3 most essential 
tools in your marketing 
tech stack?

The ”big 3” for us are the CRM (SFDC), MA 
(Eloqua) and CMS (Sitecore) platforms. 
With that said, it takes a village to raise a 
lead, and there is a time and a place for 
every tool in our tech stack.

In a rapidly changing 
environment, it’s a not 
just a matter of getting 
to a better place: it’s a 
matter of evolving at a 

faster pace.

Tackling lead quality and improving marketing’s 
impact on pipeline.

Manager, Marketing Technology Operations, PTC

Patrick Slavin

https://www.linkedin.com/in/patrick-slavin-61377831/
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What does it mean to be a 
Marketing Ops Game Changer?

Looking at the list, I see a lot of people 
who I admire and look up to. For me 
to be named amongst them is a great 
honour despite not coming from a pure 
ops background.

How do you see the marketing 
ops role changing over the next 
2 years and/or what skills will 
ops pros need to hone to meet 
marketing’s evolving goals?

•• Marketing ops is getting 
increasingly complicated, there are 
always going to be new, shiny tools. 
Becoming technically proficient is 
important - it gives you the ability 
to start to think about the build vs 
buy argument which is especially 
important when you’re a smaller 
company with limited resources.

•• Marketing ops isn’t about the tools 
or how big your ops budget is. It’s 
about solving problems while 
being relentlessly resourceful. 
Give me a small team of people who 
can hustle and a limited budget over 
a big slow org with a massive budget 
any day.

•• As marketing and sales teams 
become more aligned, you need 
to start thinking about the impact 
of your work beyond marketing. 
If you can start to operate at the 
sales/marketing interface, not 
only are you more valuable to your 
organization, you gain a better 
understanding of your business.

What’s the biggest challenge 
you’ve tackled in your ops role in 
the last 12 months and how did 
you overcome it?
Supporting and enabling a rapidly 
expanding team has been particularly 
challenging over the last year. In 
general, the best thing we’ve done is 
focus on educating the broader team 
and arming them with the data they 
need to make decisions. Knowledge 
is power.

What are the 3 most essential 
tools in your marketing 
tech stack?
Overall, whatever your tech stack is, 
you need to own it and understand 
it. Too many people aren’t willing to 
get their hands dirty and understand 
the foundational issues behind why 
something might not work as intended. 
Understanding both the features and 
shortcomings of your tech will get 
you further than just buying shiny 
new things to fill the gaps. Proactively 
leveraging your stack to help the 
marketing team hit their goals is 
something you should always lean 
towards. Knowing it like the back of your 
hand is key.

Marketing ops isn’t about 
the tools or how big 

your ops budget is. It’s 
about solving problems 
while being relentlessly 

resourceful.

Powering the organization with outside-the-box 
thinking that impacts the bottom line.

Head of Growth and BI, Vidyard

Amar Chahal

https://twitter.com/amarchahal
https://www.linkedin.com/in/amarbirchahal/
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An #OpsGameChanger builds trust 
across the entire organization. 

Ops innovators are investing 
energy into building alliances 
across teams and expanding 

their impact to every corner of 
the organization. Initiatives are 

spreading from sales to customer 
success, product development, 

accounting and beyond. 

SECTION 6
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A Game Changer is someone who 
delivers results by seeing the whole 
picture and works from a strategic 

lens before applying tactics.

Marketing pro building and leading demand generation and 
marketing ops teams.

Senior Director, Marketing Operations, Fuze

Ken Evans

https://www.linkedin.com/in/kenevans2/
https://twitter.com/DGMatters
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What does it mean to be a Marketing Ops Game Changer?

I like to think that being a Game Changer is about making a significant, positive impact on the business that 
you’re currently in. In the world of Marketing Operations, it’s making sure marketing runs efficiently and 
effectively in order to help grow the business at scale. And before you jump into modern frameworks and 
martech tools, a game changing ops person must align and or lead alignment with the other marketing and 
product disciplines, with the sales organization, with the IT team, and with the finance organization. And this 
alignment and growth is relative too. Meaning, sometimes an organization just needs the fundamentals and 
sometimes an organization is larger and more mature and requires more process, frameworks, and tools. 
I think a Game Changer is someone who delivers results by seeing the whole picture and works from a 
strategic lens before applying tactics.

What’s the biggest challenge you’ve tackled in your ops role in the last 12 months and 
how did you overcome it?
Our biggest challenge was to build a new marketing organization with the formal functions of Demand Gen 
(where Marketing Ops lives), Corporate Marketing, and Product Marketing. Field Marketing was already well 
established, especially in Europe. I joined Fuze when our CMO, Brian Kardon, rebooted the team at the end 
of 2015. This included creating alignment and shared goals with the existing sales organization, building the 
marketing tech stack from the ground up, and creating and managing a new (and larger) marketing budget.

We achieved alignment with the sales leadership pretty quickly as the business was growing fast and 
embraced the organized plan from the Demand Gen team. Within 30 days we brought in a new MAP 
[Eloqua] and attribution tool [Full Circle Insights] and started to execute, measure and report. And 
for the budget management piece, we established a strong relationship with Finance and added a budget, 
planning, and performance management tool [Allocadia] to our tech stack in order to bring order, efficiency 
and visibility into the financial health and productivity of our budget.
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How do you see the marketing ops role changing over the next 2 years and/or what skills 
will ops pros need to hone to meet marketing’s evolving goals?

I see the role taking on a larger set of responsibilities in addition to the traditional tech stack, data hygiene, 
and reporting functions. I see Marketing Ops playing a leadership role in annual/quarterly planning, and 
deeper financial forecasting and performance management and analysis directly for the CMO and c-suite. I also 
see the ops team taking more of role in what SirusDecisions refers to as ‘readiness’ of the marketing team. 
This includes things like refining the cadence of communication and team building activities, skill gap training, 
onboarding of new or transitioning team members, and the general, continuous education of the team that 
should ultimately create a stronger more agile team as well as delivering more bang for the marketing buck.

What are the 3 most essential tools in your marketing tech stack?

As I mentioned, this first year was about getting our fundamentals correct and getting really proficient with 
marketing automation, attribution, budget management and analysis, and project management. With 
Salesforce.com as our shared sales and marketing CRM, I would consider Eloqua, Full Circle, and Allocadia 
my foundation.

We are currently rolling out an account-centric marketing strategy and we are investigating technologies 
to help us measure our engagement at accounts, measure external buying signals (intent) at accounts, and 
looking at some tech and service providers to drive targeted, offer-based messages to our target accounts. 
And with the overwhelming number of tools and services now out there, we plan on taking our time to find 
one at a time that fits into our strategy of strong fundamentals for long term growth and scale. It’s going to 
be a fun year.
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Being identified as a Marketing Operations 
Game Changer is recognition and validation that 

we are on the forefront of operationalizing & 
enabling change and leading the way in best in 
class marketing. It is an external and unbiased 

endorsement that we are innovators and 
visionaries in our space.

Marketing orchestrator valuing people above tools.

Sr. Director, Marketing Operations, Juniper Networks

Alyssa E. Weber

https://www.linkedin.com/in/alyssaweber/
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What does it mean to be a Marketing Ops Game Changer?

Over the past several years, we have heard so much about the significant changes in the buyers’ journey. The ramification of this shift has 
caused a lot of discussion about how sales processes and sales methodologies need to change and there is a lot of thought leadership 
content on how marketing should change its strategies and tactics to adapt to this new landscape.

What I have recognized is that Marketing Operations have had to pivot with the business and, in many cases, ahead of the business, to 
embrace, enable, apply new technologies, processes, and skills in order to help lift the business. Being identified as a Marketing Operations 
Game Changer is recognition and validation that we are on the forefront of operationalizing and enabling this change and leading the way 
in best in class marketing. It is an external and unbiased endorsement that we are innovators and visionaries in our space.

What’s the biggest challenge you’ve tackled in your ops role in the last 12 months and how did you overcome it?

Agility. Given these sweeping changes in Marketing, I have seen plenty of organizations become less agile as they get bogged down by 
evaluating and implementing all the new technologies coming to market, over architecting process and policies, and failing to address the 
skills gap all these changes introduce. 

At Juniper, we are very fortunate to have a CMO, Mike Marcellin, who understands the value of Marketing Technology, Data, and 
Marketing Operations as critical enablers to great marketing. Since Mike took over the role, we have made significant investments in 
our Marketing Cloud tool stack, our data analytics and insight function (an amazing journey in its own right) and, importantly, we have paid 
attention to streamlining and scaling processes and addressing the skills gap. 

We shifted the conversation from tools to capabilities and business outcomes. We have realized that a singular standard “training” 
approach would not work since most of our marketers would not be technology practitioners. We have taken a multi-pronged approach to 
this change management. This change included regular topic based ‘brunch’ and learns, a comprehensive training curriculum, structural 
realignment changes - specifically the creation of a Marketing Cloud Technology Operations team (my team) and a Marketing Analytics 
and Decision Science team. In addition, we launched a new dynamic Marketing Operations Portal to simplify the access to our robust 
technologies, policies, and procedures for all marketers. We are not done, but the results that we have been able to drive are a good 
indication that we are making great strides.

Alyssa E. Weber
Sr. Director, Marketing Operations, Juniper Networks
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Alyssa E. Weber
Sr. Director, Marketing Operations, Juniper Networks

How do you see the marketing ops role changing over the next 
2 years and/or what skills will ops pros need to hone to meet 
marketing’s evolving goals?

When I look at the industry, I see that data, digital content, and technology will 
only continue to grow in importance for Marketing organizations. This means 
that the Marketing Operations role will evolve around those areas. However, I do 
think the core operations skillset requirements will remain consistent regardless 
of the evolution within the industry. Key skills and traits that make the most 
successful operations professionals will continue to be technologically savvy, 
detail oriented, super inquisitive, process minded, and unflappable. If you have 
a team like this, then you can groom subject-matter expertise in the areas of 
most importance to your business and be able to shift gears more seamlessly as 
your business changes and evolves. There will be an increased value on people 
who can translate the needs of the business into the integrated solutions that 
an operations team delivers. The true stars in Marketing Operations will be 
orchestrators and architects.

What are the 3 most essential tools in your marketing tech stack?

Hands down the single most essential tool in our marketing stack is our 
people! As the saying goes, it is the wizard not the wand. We utilize some 
fantastic tools, but without the right people and skills to help architect and 
utilize the technology, those investments won’t fully pay off. People aside, the 
technologies that we are heavily reliant on and seeing the biggest value from are 
our Marketing Automation platform, our Financial & Budget Management 
system, and our Data Lake.
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Marketing Operations is changing the 
game for Marketing every day by driving 

improvements in people, process, technology 
and data so it’s an honor to be considered a 

Game Changer among game changers.

Krista Calvo

Pragmatic change agent, bridging the gap between left- and 
right-brained marketing disciplines.

Director, Marketing Operations, Adobe

https://www.linkedin.com/in/kristacalvo/
https://twitter.com/kristacalvo
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What’s the biggest challenge you’ve tackled in your ops role in the last 12 months and 
how did you overcome it?

One of my biggest and most exciting challenges over the past year has been the rebranding and relaunch 
of the Marketing Operations Cross-Company Alliance (MOCCA). I have many years of experience in the 
left-brain side of Marketing and wanted a chance to do more traditional Marketing and continue growing as 
a Marketer. As a result, I accepted a volunteer role as Head of Marketing at MOCCA. In the past year, we’ve 
launched a new look and feel, logo, hero image, website, newsletter and started Twitter. It’s taken me outside 
of my comfort zone but it’s been a great experience and has allowed me to increase my understanding and 
appreciation for what the Adobe Marketing team does every day.

How do you see the marketing ops role changing over the next 2 years and/or what skills 
will ops pros need to hone to meet marketing’s evolving goals?
I see Marketing Operations as moving in two directions at once. On one hand, the core data and technology 
aspects are being centralized as more companies are striving for a single view of the customer. On the other 
hand, a lot of larger companies are choosing to decentralize Marketing Operations functions such as data, 
reporting, planning and process management to create deeper integration and make a broader impact in 
the Marketing organization. This expansion, or “operationalization of Marketing”, illustrates how critical this 
type of work is to the success of the marketing. For Marketing Operations professionals, this means that they 
must increase their expertise in functional marketing, expand and build new relationships, and drive cross-
functional leadership projects.

What are the most essential tools in your marketing tech stack?

I work at Adobe and we definitely drink our own champagne. Our most essential tools are our own products, 
such as Adobe Experience Manager, Adobe Analytics and Adobe Campaign.

http://www.joinmocca.com/
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What’s the biggest challenge you’ve tackled in your ops 
role in the last 12 months and how did you overcome it?

My biggest ops challenge recently has been getting alignment 
between marketing and sales on how to measure pipeline 
attribution. Sales wanted to use lead source; marketing wanted 
to use primary campaigns. Neither of those measures provides a 
very clear picture about what is impacting revenue in the complex 
B2B deals we are doing, especially as we target larger companies. 
Fortuitously, we had already implemented Bizible, which offers 
various models for multi-touch attribution. The model we are 
using gives pipeline attribution to lead creation, opportunity 
creation, and other touchpoints throughout the sales cycle. 
By including the touchpoints that are important to both marketing 
and sales, we were able to find a compromise we could agree upon. 
We are in the process of migrating to the new model and will use it 
exclusively next quarter. 

How do you see the marketing ops role changing over 
the next 2 years and/or what skills will ops pros need 
to hone to meet marketing’s evolving goals?

I see marketing ops continuing to play a strategic role. As B2B 
marketing becomes more analytical and technical, the ops role 
will be increasingly important in marketing departments. As ever, 
ops pros will need to be detail-oriented, analytical, and technical. In 
addition, they will need to develop their leadership and business-
minded skills, being able to connect the data and the technology 
to business goals, and provide leadership for the organization and 
company on how to do this.

What are the 3 most essential tools in your marketing 
tech stack?
The three most important tools in our tech stack are Marketo, 
Salesforce and WordPress.

I am honored to be included 
with the other Marketing Ops 
Game Changers. To me, this 

means taking a leadership role 
in ensuring our B2B marketing 
organization is run efficiently 

and effectively in a data-driven 
and strategic way to drive 
revenue for the company. 

Master of all things digital, martech and 
marketing operations.

Sr. Director, Marketing Operations & 
Technology, Radius

Leah Allen

https://twitter.com/leahfriendallen
https://www.linkedin.com/in/leahfergenson/
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What’s the biggest challenge you’ve tackled in your ops 
role in the last 12 months and how did you overcome it?

The biggest challenge for me was coming into a fast-paced 
organization and needing to coordinate the various operations 
efforts across all the departments, given how interwoven the 
data is. With great collaboration from my peers, we developed a 
pan-Zuora team dedicated to our data health and now meet 
weekly to share efforts, progress against current projects and 
discuss prioritization on future projects. Sharing our business 
requirements, key performance indicators and metrics, we are 
able to drive deep efficiencies. By clearly identifying the overlap 
in our data collection, utilization and reporting, we are reducing 
redundant efforts and providing “single version of the truth” 
reporting with less effort and resources.

How do you see the marketing ops role changing over 
the next 2 years and/or what skills will ops pros need 
to hone to meet marketing’s evolving goals?

Data science and data analytics will be critical skills for the 
marketing ops role. Business Intelligence tools, such as Domo, 
make the task of bringing disparate data sources together easier 
but the ability to make business sense out of them is key. The 
marketing ops skill set will also need to include technical insight to 
how the marketing automation platform is working, with a constant 
eye on how to improve it, given the fast pace of innovation from 
vendors in this space.

What are the 3 most essential tools in your marketing 
tech stack?
Domo, Full Circle, WordPress, Marketo and Salesforce are 
essential tools in our marketing tech stack.

To be a marketing operations game 
changer, you need to listen. Listen 
to your stakeholders, listen to your 
peers and listen to your network. 
You have to listen and you have to 

collaborate.  There are so many great 
ideas and it is my job to leverage the 
best ideas and put them into action. I 
am lucky as Zuora is full of dedicated 

team players that allow me to be a 
Marketing Ops Game Changer.

Data-obsessed ops leader consistently recognized for 
managing change and improving business processes.

Director of Marketing Operations, Zuora

Kerry Christensen

https://twitter.com/Kkchristensen
https://www.linkedin.com/in/kerrychristensen/
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MarTech leader with expertise in marketing automation systems, advanced web development 
methodologies, and cross-platform system integrations.

Sr. Director, Marketing Technology & Strategy, MongoDB

Ryan Schwartz

What does it mean to be a Marketing 
Ops Game Changer?

A Marketing Ops Game Changer is someone 
who can apply and embed marketing 
automation into the core go-to-market 
strategy. A leader who understands 
marketing and sales, someone who is 
analytically-minded and goal-focused. 
It’s one thing to execute, it’s another to 
innovate. An Ops Game Changer is someone 
who can push technology, identify and 
develop new use cases, and standardize on 
an analytical framework and approach.

What’s the biggest challenge you’ve 
tackled in your ops role in the 
last 12 months and how did you 
overcome it?

Collaborating with members across 
Sales, Finance, Product, and Marketing to 
develop funnel management solutions for 
our complete range of products and services. 
With the use of technologies like Full Circle 
Insights, Bizible, Eloqua, Salesforce, and our 
own internal data warehouse we enabled 
deeper funnel performance management 
across our offerings.

How do you see the marketing ops role 
changing over the next 2 years and/or 
what skills will ops pros need to hone to 
meet marketing’s evolving goals?
Marketing Ops is continually becoming a strategic 
nerve center of Marketing. It’s in a constant state 
of transition from a pure services organization, 
to one that is seen as an essential component 
of innovation and campaign enablement, 
measurement, and funnel acceleration. Over the 
next two years, companies will be investing in 
leaders to drive marketing technology adoption 
and operational excellence, understanding the 
tremendous value in data and its criticality for the 
effectiveness of Marketing. These Ops Leaders 
will require deeper technical skills and system 
understanding, as well as excellent project 
management expertise to effectively grow and 
expand technology adoption.

What are the most essential tools in 
your marketing tech stack?

•• Eloqua

•• Salesforce

•• Full Circle Insights

•• Bizible

•• Lattice Engines

•• Influitive

What advice 
would you give 
ops practitioners 
looking to expand 
the capabilities/impact of their 
tech stack (i.e., beyond, marketing 
automation, CRM, website)?

My advice would be to have an adoption 
plan of any technologies being considered. 
The easy part is implementation, the 
much more difficult part is adoption and 
education. Broadening campaign planning, 
execution, and overall go-to-market strategy 
to effectively utilize the new technological 
functionality available.

Additionally, as more technologies are 
implemented, more resources are needed 
to manage them. Companies have a tendency 
to purchase technologies faster than they can 
really scale to use and manage them. 

https://www.linkedin.com/in/ryanschwartz/
https://twitter.com/schwartzrw
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Strategic ops exec implementing best-in-class systems and processes.

Director of Sales, Marketing & Service Operations, JW Player

Meg Goetsch

What does it mean to be a Marketing Ops Game Changer?

I am honored to have been selected as a Marketing Ops Game Changer. Marketing Ops is an essential function within 
the modern marketing team. This list of game changers proves the value of the function and speaks to the transformational work these 
teams facilitate.

What’s the biggest challenge you’ve tackled in your ops role in the last 12 months and how did you overcome it?

The biggest challenge for Marketing Ops is not the technology stack the team is optimizing, but gathering the project requirements and 
goals from the stakeholders they support. Marketing Ops is most successful when the team translates these needs into a project plan 
with clear metrics for success and builds consensus across stakeholders. For example, if you are designing an email nurture program there 
needs to be an understanding of the buying personas and customer lifecycle. Without that framework, it does not matter how well the 
emails are written or the nurture flow designed it will never be impactful. I have overcome this hurdle by starting the conversation early 
on with stakeholders about what the program is trying to accomplish and how success will be measured.

How do you see the marketing ops role changing over the next 2 years and/or what skills will ops pros need to 
hone to meet marketing’s evolving goals?
Marketing is becoming a data processing and technology center of excellence. I see this trend transforming the function into a data 
analytics group that is essential to sales, finance and product on providing insights into customer acquisition and retention. The skills of the 
ops pros of the future will be data processing skills.

What are the most essential tools in your marketing tech stack?

Your marketing tech stack does not need to be complex or a laundry list of tools. You can build a strong automation program with a lean 
set of technologies. I recommended having a channel attribution tracking tool, data completion tool and data visualization tool in 
addition to your MAP, CRM and website.

https://www.linkedin.com/in/meg-goetsch/
https://twitter.com/meggoetsch
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MacGyver of marketing ops, bringing more revenue to the business.

Sr. Marketing Operations Manager, SurveyMonkey

Courtney McAra

What does it mean to be a Marketing Ops 
Game Changer?

Game Changers challenge the definition of what it means to be a 
Marketing Ops person. We’re not just data-dorks who sit in the 
basement with our staplers, taking orders and building webinar 
programs. We like using technology to do cool and innovative 
things. Maybe to do things that they weren’t intended to do.  We’re 
MacGyvering the shit out of it to make it work to bring more 
revenue to the business.

What’s the biggest challenge you’ve tackled in your ops 
role in the last 12 months and how did you overcome it?
Hard to pick one as they overlap so much. In 2016 our entire 
business model changed – we added new solutions, merged sales 
teams, made one solution available via self-checkout (eliminating 
the need for a Lead Lifecycle), acquired a company who was using a 
different marketing automation platform, and completely changed 
our website. But looking back I think the biggest challenge actually 
has very little to do with the technical side. We are lucky enough to 
live in an age where if you can think of it, it can probably be built. 
The biggest challenges have everything to do with herding cats!

How do you see the marketing ops role 
changing over the next 2 years and/or 
what skills will ops pros need to hone 
to meet marketing’s evolving goals?
I think working with people is still key, especially with your sales 
counterparts. I probably sound like I’m stuck in the 2000’s saying 
“Sales and Marketing Alignment” again, but I truly believe it. Just 
because I have the word “Operations” in my title, doesn’t mean that I 
can be a robot and focus solely on technology. You can build the most 
beautiful, clean and efficient Demand Generation Machine, but if your 
stakeholders don’t trust you, it’s all for naught.

What advice would you give ops practitioners looking to 
expand the capabilities/impact of their tech stack (i.e., 
beyond, marketing automation, CRM, website)?

We have a variety of tools, but I prefer to keep things simple and 
affordable. My advice would be – find out what the sales team 
needs to close deals. Because without them closing deals, there is 
no budget for a tech stack.

https://www.linkedin.com/in/courtneymcara/
https://twitter.com/Courtneyfiona
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An #OpsGameChanger shapes 
and executes strategy to deliver 

on the company vision. CMOs 
are looking to ops leaders to not 
only help develop the company’s 
marketing strategy, but identify 
and execute the people, tools, 
tactics and processes that will 

bring that vision to life.

SECTION 7
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It’s about having a clear vision, a vision built upon 
a bedrock of data, understanding the path you 

wish to travel and plotting a route to get you there.  
Once the vision is defined, it’s about inspiring the 
team, sharing the strategy and most importantly, 

explaining what it means to them and the company.

Experienced pro tackling it all – product strategy, marketing operations, sales 
enablement, demand generation.

Vice President - Global Demand Centre & Marketing CTO, FIS Global

Colin Day

https://www.linkedin.com/in/daycolin/
https://twitter.com/cday_uk
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What does it mean to be a Marketing 
Ops Game Changer?

It’s far easier to implement change when 
you control the budget and resources, as 
a Game Changer these aren’t luxuries that 
you’re always afforded. You don’t always 
own all the pieces that ultimately allow you 
to solve the puzzle and you certainly won’t 
have all the answers. Often you have to lead 
by influence and that is never easy. In my 
experience, the key to any transformation 
project is the early formation of a leadership 
team, ensuring you have strong associates 
in key positions and empowering them to be 
change agents.

It’s about having a clear vision, a 
vision built upon a bedrock of data, 
understanding the path you wish to travel 
and plotting a route to get you there. Once 
the vision is defined, it’s about inspiring 
the team, sharing the strategy and most 
importantly, explaining what it means 
to them and the company. The biggest 
challenges will always be; transparency, 
knowledge and culture. The biggest 
questions to answer being; do we have the 
right; skillset; mindset; toolset?

What’s the biggest challenge you’ve 
tackled in your ops role in the 
last 12 months and how did you 
overcome it?
Defining and implementing a campaign 
framework to support the diverse needs 
of the organization is certainly the biggest 
challenge that was tackled across the year. 
As we worked to educate ourselves on the 
ideal framework we needed to support our 
campaigning needs, we talked about three 
specific clusters that we were going to need 
to focus on.

1. The Mindset of our associates, we were 
moving people from being marketing 
generalists and asking them to specialize 
in a marketing discipline. Did we have 
the right people for the role? Were their 
remuneration and compensation packages 
structured correctly? Did we know what we 
expected from them and more importantly 
did they know what we expected from 
them? The team defined a set of job 
descriptions covering all of our marketing 
operations activities; marketing 
technology, data and campaign 
operations, analytics and reporting, 
lead qualification.

2. As we looked across the marketing 
function we realized there wasn’t 
a common understanding of what 

a marketing campaign was and the 
interlock with sales on what constituted 
a lead just didn’t exist. We needed to 
focus on the skillsets of our associates. 
We needed a common vocabulary. 
The vocabulary was going to be key in 
helping establish a new culture. With 
that in mind, we developed a training 
program of which the bedrock became 
the SiriusDecisions BtoB marketing 
foundations pathway. It allowed us to 
level set all our associates and ensure 
we were all speaking the same language. 
That training program has since evolved 
and whilst new associates to the team 
pass though that pathway, all other 
associates are engaged in role-based 
development paths.

3. On the Toolset front, we had been like 
so many organizations. We had a history 
of under investment in the technology 
used to empower our marketing 
associates to perform their duties. If 
we were to operationalize a campaign 
framework that would ultimately end 
up supporting a $9.8 billion company, 
we certainly needed the assistance of 
some tools and technology. Technology 
isn’t the magic wand, it isn’t the be all to 
end all but it is an enabler. At various 
stages of our transformation, we have 
reviewed our technology and with each 
review adopted a number of leading 
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off-the-shelf solutions. One of our 
key decisions was the acquisition of a 
marketing automation platform, Marketo 
in 2015. Over the last 12 months we have 
consolidated our marketing automation 
footprint onto Marketo, providing a 
standard approach to managing our 
campaign activities; from lead nurturing 
programs to client engagement; from 
lead scoring to lead qualification.

How do you see the marketing ops 
role changing over the next 2 years 
and/or what skills will ops pros 
need to hone to meet marketing’s 
evolving goals?

I don’t see the strategic influence that 
Marketing Operations has within the general 
marketing function waning any time soon. 
Marketing Operations, combined with 
a well-defined campaign framework 
becomes the glue for the marketing 
function, a glue that binds marketing with 
product and sales. After all, all marketing 
functions feed into the campaign strategy 
and the campaign framework.

Given their integral role at the heart of 
client and prospect interactions coupled 
with changes in data privacy regulation 
that are starting to appear, CASL and the 

GDPR but to mention two, I envisage data 
stewardship, data science and compliance 
skill sets being honed within the Marketing 
Operations function.

What are the 3 most essential tools 
in your marketing tech stack?
Marketo – The most essential tool within 
our Marketing Technology stack is of 
course our marketing automation platform, 
Marketo, as this is the basis for building, 
deploying and managing all of our marketing 
campaigns and tactics. In addition, the other 
areas I would highlight are data and content 
as the marketing engine needs both if it is to 
motor forward.

Synthio – Data is key to any organization 
and it isn’t the one with the most data that 
will win the day; it’s the one that is able to 
read it, understand it and make informed 
business decisions off of it that will.  This is 
one reason why we have invested in people, 
tools and processes to help us define, 
build and maintain the universe of contacts 
from which we run sales and marketing 
programs. 4% of our target contacts change 
job every month or 48% per year. Without 
a sound contact database to market into, 
our campaign activities are dead in the 
water. To help combat, our data strategy 
encompasses data collection through a set 

of data stewards and data augmentation and 
cleansing using a third-party tool – Synthio.

Kapost – Content is the fuel of any modern 
marketing engine, and you shouldn’t under 
estimate the quantity and quality required 
in order to sustain a suite of nurture and 
engagement streams over the course of a 
12-month cycle. At FIS, we have a cadence 
that sees one piece of content deployed 
every 2 – 3 weeks per stream, on average 15 
– 24 pieces of content per year per stream.  
With 11 streams that’s a lot of content to 
align, execute, distribute and analyze. To 
help us with the task we have deployed 
Kapost. Kapost supports our planning cycles; 
allowing us to eliminate internal silos with 
a set of dynamic tools for collaboration 
and visibility. Our staff is able to create, 
review, and approve content all in one 
place, without using email. When it comes 
to content distribution, the tool integrates 
with our marketing automation platform so 
we can publish across digital channels with 
ease. Once content is in the field we are able 
to measure the external reach of individual 
assets, and let the data inform our strategy 
according to what content is most valuable 
our clients and prospects.

https://www.marketo.com/
http://synthio.com/
https://kapost.com/
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The industry is trusting a few individuals to carry the 
torch and spread the knowledge. It means that we now have 

a higher degree of responsibility to educate the MarOps, 
MarTech and other related communities on the best 

practices to reduce cost, improve performance, build a better 
marketing stack, increase efficiency and drive revenue.

Marketing ops ninja carrying the torch to inspire future Game Changers.

Director of Marketing Operations & Analytics, Alertlogic

Sameer Khan

https://www.linkedin.com/in/ninjamarketing/
https://twitter.com/SameerKhan
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What’s the biggest challenge you’ve tackled in your ops 
role in the last 12 months and how did you overcome it?

The biggest challenge I faced was twofold:

•• Customer journey: For a B2B Tech company like ours, sales 
cycles are longer and buyers connect with us across various 
online and offline platforms. Connecting the dots between 
digital platforms, tradeshows, webinars and other types of 
programs was a major challenge.

•• Companywide attribution: Another major challenge for us 
was to figure out how to correctly attribute the deal or the 
opportunity to the right business unit. This challenge is even 
bigger compared to the standard attribution models which 
primarily focus on solving Marketing Attribution.

We were able to overcome these challenges by combining our 
single source of truth data (i.e. SalesForce CRM) and a touchpoint 
attribution solution like Bizible. Using the combined force of CRM 
and touchpoint solution we were able to capture touchpoints across 
various leads and opportunity stages and build reports to show 
marketing vs non-marketing touchpoints.

The technology driven solution helped us address some of the 
bigger attribution challenges and define logics for companywide 
attributions. We certainly have not solved all our customer journey 
and attribution problems but we are well ahead on our journey 
compared to where we were in 2015.

How do you see the marketing ops role changing over 
the next 2 years and/or what skills will ops pros need to 
hone to meet marketing’s evolving goals?

One of the key changes we always discuss on my analytics and 
data podcast and blog is that the role is expanding beyond the 
traditional systems provider to a marketing leader. Marketing 
ops has evolved from being a siloed reporting organization to a 
marketing intelligence revenue driver. We no longer only rely on 
database coders or business analysts. The role requires experienced 
marketers with strong technical skills, business acumen and data/
analytics leadership. In near future, marketing ops teams will be 
one of the biggest teams in the marketing organization with data 
scientists, analyst, data managers, program managers, automation 
engineers and marketing intelligence individuals.

What are the 3 most essential tools in your marketing 
tech stack?
I am a tool agnostic person so instead of recommending a tool I 
would suggest 3 stack categories i.e. 

•• CRM intelligence and management stack

•• Digital performance measurement stack

•• Campaign and content management and measurement stack

http://www.keywebmetrics.com/
http://www.keywebmetrics.com/
http://www.keywebmetrics.com/
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The best Marketing Operations people 
understand marketing and sales and are not 

just system or process people. Working in a lead 
automation system is part of MOPs but the real 
key is to provide guidance and support to all of 

the internal stakeholders.

Authentic, hard-working, fun-loving funnel ninja.

Senior Director, Marketing Operations, ServiceNow

Pete Johnson

https://www.linkedin.com/in/pete-johnson-169b68/
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What’s the biggest challenge you’ve tackled in your ops role in the last 12 months and how did you 
overcome it?

Last 12 months? I’m still thinking about this morning. As I am sure most Marketing Operations people would concur, we are 
faced with challenges every day. From a project standpoint, it is likely building a comprehensive predictive model for our 
lead funnel. ServiceNow is growing so fast, we have multiple products and business units all with different conversions, 
price points and audiences. Add that we are growing and that many of our product offerings are emerging, it makes for a 
real difficult but fun project. I’m proud of the work we have done in this area. Not everything is perfect, we are constantly 
tweaking and evaluating but we are moving in the right direction.

How do you see the marketing ops role changing over the next 2 years and/or what skills will ops pros 
need to hone to meet marketing’s evolving goals?
It’s getting bigger and broader for sure.

1. Know Marketing: I think the best Marketing Operations people understand marketing and sales and are not just system 
or process people. Working in a lead automation system is part of MOPs but the real key is to provide guidance and 
support to all of the internal stakeholders. The only way to be strategic is to understand all of the mediums leveraged in 
B2B marketing. I have an extremely strong team and encourage them to advise and work closely with marketing. If you 
are young and starting in Marketing Operations, learn how they do things in Demand Gen and field marketing…it will 
provide you with insight to be more strategic and supportive to the overall organization.

2. Consistent behavior: Start your day with data. I try to look at the dashboard every day with my coffee. You want to be 
ahead of your customers and have answers for them before they come to you. It’s never completely possible but it is a 
good practice.

3. Think simple: We MOPs people have a tendency to over architect (at least I used to) and it is usually a best practice 
to simplify especially as it relates to process. Many years ago, I used to think anything was possible so I would build 
and build inside of our lead automation tool until it took 48 hours for a lead to integrate from one tool to the other. 
Obviously, I am exaggerating but it’s best to make systems and processes as simple as possible; you’ll just have to 
trust me.
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simple. 

Audit your 
tech stack.

Keep it simple!
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What are the 3 most essential tools in your marketing tech stack?

1. Eloqua: Whatever the MAS you use, it is always the number one system since 
I’ve been doing this. Curious to see if any of the other MOPs game changers 
would not start with that.

2. Our CRM: We have an amazingly powerful homegrown CRM as it was built on 
our software. I support the process for our Global Demand Center and having 
the flexibility to build a system that behaves the way in which we want it to 
is awesome. Takes longer than an out-of-the-box solution but the payoff is 
gratifying.

3. Demandbase: I don’t think we leverage it as well as we could be, but we are 
moving in the right direction. Our company knows who our target accounts 
are and Demandbase is a great ABM partner to us.

What advice would you give ops practitioners looking to expand 
the capabilities/impact of their tech stack (i.e., beyond, marketing 
automation, CRM, website)?

My advice is simple. Audit your tech stack. There are so many products available 
now and there is so much overlap of services. One company provides something 
that you want but 9 things you don’t need because you already have those 
other things covered. Don’t fall into the trap of purchasing a ton of overlapping 
products. Keep it simple!
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When practitioners strive to build on the 
advancements of one another and share 
their new ideas for the rest to build off 
of is when the game really does change 

- ultimately creating a virtuous cycle of 
innovation for all of B2B marketing.

B2B marketing strategist focused on creating the modern performance 
marketing machine through system innovation and technology adoption.

Sr. Manager of Marketing Strategy, Box

Jeffrey Siegel

https://www.linkedin.com/in/jssiegel/
https://twitter.com/The_JSiegel
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What does it mean to be a Marketing Ops 
Game Changer?

A marketing game changer is someone who is really challenging 
the norms across our industry and within their company. Marketing 
is such a dynamic field, a real game changer is not just someone 
who is bringing their org to today’s best practice level, no small 
feat in itself, but is someone looking beyond today and building 
for tomorrow. The game changers are the practitioners driving 
our industry’s innovation cycles, taking new ideas, technology 
and practices and making it all work together in our complex 
organizations, and then finding new ways to push the rest of the 
industry to change again. When practitioners strive to build on the 
advancements of one another and share their new ideas for the 
rest to build off of is when the game really does change - ultimately 
creating a virtuous cycle of innovation for all of B2B marketing.

What’s the biggest challenge you’ve tackled in your ops 
role in the last 12 months and how did you overcome it?
I’ve led a number of challenging projects as a marketing strategist 
the past year, ranging from integrating predictive analytics to 
re-imagining our approach to campaign execution. What I’ve 
found is it’s one thing to figure out how to build the best system, 
integrate the newest tech, or develop the coolest new idea, but the 
real challenge always comes with implementation - how do you 
make the people of an organization adopt innovation and integrate 
it across the entire system? Solving this is crucial not just for a single 
project, but for all marketing ops projects. I’ve hardly solved this, but 
I’ve started by working with our leadership to develop a culture that 
is willing to consistently accept the change that innovation brings 
and inspire people to want to help own and drive innovation across 
the org.

The only way to truly overcome this challenge is perseverance, 
but I’ve found that instituting a culture receptive to consistent 
change starts with a marketing organization that has a vision 
of being a data-driven practice leader, and is really bought in 
to the concept of modern performance marketing. At Box, we’ve 
developed an organizational charter that reflects these values, 
communicated a vision of success and aligned organizational goals 
around it, and instituted processes and functional-relationships 
that are receptive to rapid prototyping, fast failing and constant 
iteration. As a strategist who is leading change initiatives, I then 
work to reinforce this culture with a system for project development 
and implementation that embodies this approach, starting with a 
big-picture vision of success and driving towards it with a planned 
process of rapid piloting, refinement and expansion.

How do you see the marketing ops role changing over 
the next 2 years and/or what skills will ops pros need to 
hone to meet marketing’s evolving goals?

I think marketing ops is becoming increasingly critical to marketing 
organizations, these days we can provide a real competitive edge 
by driving efficiency and effectiveness within the business. I also 
think we’ll see a continued convergence of marketing ops and 
sales ops, as our customer systems and objectives become more 
intertwined to improve management of the full customer lifecycle.

To support these changes, the role of a marketing ops professional 
will evolve to become more and more specialized around data, 
process and technology. The marketing technology landscape is 
evolving at a torrid pace; our marketing data systems are growing 
into behemoths, and the processes to implement, maintain, and 
change it all are becoming incredibly complex - there’s simply too 
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much now for generalists to really manage the hands-on day-to-day 
responsibilities. Much like IT separates into functional specialties, 
I really expect we’ll see marketing ops delineate roles along the lines 
of data, process management and systems/technology development, 
with each function working together to build and support the 
infrastructure to make marketing an efficient and intelligent 
machine. Marketing ops professionals will have to find their niche 
and develop skillsets that bring them closer to DevOps/IT, data-
science and analysis, or marketing system design and support. 
This also creates a distinct need for dedicated strategists and 
leaders who sit outside the complexities of day-to-day operations 
and really focus on the entire system and its evolution.

At the same time, marketing ops roles will also need to broaden 
their functional literacy within marketing, looking beyond ABM or 
lead management to understand things like the creative process 
or event management, to be able to support all of marketing with 
technology and data.

What are the 3 most essential tools in your marketing 
tech stack?
First off - simply having CRM, automation and a website is a VERY 
different thing from having good CRM, automation and website 
systems. The first step is making sure you have those critical 
systems operating well, otherwise your whole stack will be built on 
unstable foundations. I also recommend that each organization 
take a no-BS assessment of their organization’s capabilities, 
appetite for change and resources to support change and 
execution in parallel before looking to add new tech...every 
MarTech vendor will tell you implementation is easy and you can 
get it integrated into your system no matter what shape it’s in. 
Remember they’re trying to hit quota, same as your reps; it’s up to 

the practitioner to determine what will work for their org and ensure 
it can be successfully implemented.

That said, I think the modern marketing ops practitioner should 
really look to add the following to their tech stack:

•• Predictive Analytics - This can be a real game changer for how 
your organization targets and orchestrates your vehicles and 
investments. We’re currently integrating 6sense’s intent-based 
indicators into our central scoring & targeting engines to enable 
a wide range of new process innovation across marketing.

•• “AI” Engagement Vehicles - This is an area that is really 
exciting, and I think we’re just seeing the start of this space’s 
capabilities. NLP and machine-learning driven ‘chatbot-like’ 
vehicles really have the potential to make our engagements 
far more efficient and dynamic for our customers. Right now, 
we’re piloting with Conversica to test new automated first-touch 
vectors that leave canned e-mail templates in the dust.

•• Touch Measurement - This is a tricky area, there are so many 
ways to slice this, and currently it seems like you really need a 
collection of tools to get good visibility - there’s no silver bullet. 
Today we’re really looking hard at improved progressive pre-
MQL scoring, content-level analytics and multi-touch attribution 
- and we’re using a mix of systems like Full Circle, Omniture, 
agency trackers, etc. to gather this data and push it into a 
master database for our data scientists to work from.
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What’s the biggest challenge you’ve tackled in your 
ops role in the last 12 months and how did you 
overcome it?

Implementing the Salesforce Marketing Cloud. We overcame 
it with a strong team, deep understanding of marketing 
automation and our requirements, discipline around the project 
plan, daily meetings and assistance from a third party to 
supplement resources.

How do you see the marketing ops role changing 
over the next 2 years and/or what skills will ops pros 
need to hone to meet marketing’s evolving goals?

•• Greater emphasis on collaborating with Sales to 
progress pipeline.

•• Understanding of the sales process and how technology can 
support the progression.

What are the most essential tools in your marketing 
tech stack?

•• Salesforce.com Marketing Cloud

•• Adobe AEM/DAM/Analytics

•• Allocadia

•• ConfirmIt

Helping my Marketing 
peers execute with 
forward-thinking 

technology, process 
and insight.

Hands-on leader combining technical and 
business acumen with strong collaboration skills 

to drive change within the organization.

VP of Marketing Operations & 
Analytics, Pitney Bowes

Allison Smith Terrey

https://www.linkedin.com/in/allison-smith-terrey-b4b62813/
https://twitter.com/asmithterrey
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What does it mean to be a Marketing Ops Game Changer?

To be a Game Changer is to be an agent for change by clearly understanding the business objectives and 
finding the right technologies, processes and people to creatively solve business problems and give the 
organization a competitive edge.

What’s the biggest challenge you’ve tackled in your ops role in the last 12 months and 
how did you overcome it?
To create an alignment between Sales, Marketing and Customer Success teams to ensure we align the 
resources and maximize efficiency.

How do you see the marketing ops role changing over the next 2 years and/or what skills 
will ops pros need to hone to meet marketing’s evolving goals?
For the Marketing Ops people to be more successful they need to better understand the business needs and 
rather than just focusing on building processes and infrastructure, they should become the thought partner 
for the business units. By being business enlightened, data driven and technology savvy, Marketing Ops can 
be the next generation of Marketing leaders.

What are the 3 most essential tools in your marketing tech stack?

Combining Marketing Automation, AdTech and Predictive Analytics to build an infrastructure that matches 
our business needs.

Seasoned growth marketing expert and ops change agent.

Director of Digital & Marketing Operations, Mulesoft

Nima Asrar Haghighi

https://twitter.com/SEMSEOExpert
https://www.linkedin.com/in/semseoexpert/
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An #OpsGameChanger develops 
a culture of external and 

internal customer focus. The 
game changers in marketing 

ops are vigilantly aware of the 
balancing act between revenue 

and customer satisfaction, 
but they know the end game is 

about the customer.

SECTION 8
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Push the boundaries, challenge the 
status quo - always put the customer 

first by leveraging your company’s 
technology to its fullest extent.

Balancing the art and science of marketing to delight customers in 
extraordinary ways.

Marketing Automation Director, Thomson Reuters

Kyle Johnson

https://www.linkedin.com/in/kylewaynejohnson/
https://twitter.com/kylewaynejohnso
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What does it mean to be a Marketing 
Ops Game Changer?

Marketing ops is a relatively new function in 
marketing and one that is growing in importance 
as technology continues to play a larger role 
in the way we approach marketing. Given 
its importance and relative infancy, to be a 
marketing ops game changer in your organization 
means to push the boundaries, challenge the 
status quo - always put the customer first 
by leveraging your company’s technology to 
its fullest extent. Define how each of your 
technologies should work with one another, 
streamline processes to maximize efficiencies 
and drive measurable business results.

What’s the biggest challenge you’ve 
tackled in your ops role in the last 12 
months and how did you overcome it?

Thomson Reuters has been going through a lot 
of transformation over the course of the last 12 
months. Of everything we’ve accomplished over 
the last year, the ongoing system consolidations 
are probably the biggest project my team and I 
have taken on. When consolidating marketing 
automation systems, there are so many 
considerations that need to be taken into account 
- especially given that our marketing automation 
platform is one of the two cornerstones to our 
martech stack (CRM being the other).

As we move from a fragmented state of 13 
systems to three regional Eloqua instances 
globally, we needed to account for things 
like system integrations, master record sources, 
data hierarchies, preference centers, touch point 
governance, operating models and so on. After 
going through a few of these consolidations, we 
developed a migration roadmap and now know 
what pitfalls to watch out for.

To me, this work is a great example of marketing 
operations - where you need to have an eye 
for the creative elements of campaigns (the 
more artistic parts of marketing), but focus 
on data and systems (the more scientific 
aspects of marketing).

How do you see the marketing ops role 
changing over the next 2 years and/or 
what skills will ops pros need to hone to 
meet marketing’s evolving goals?

I see marketing ops becoming even more 
important to and sought after by companies. As 
customer and prospect expectations continue 
to evolve and mature - marketers need to keep 
up and meet those expectations. The days 
where fragmented experiences are tolerated 
are numbered and marketing ops will play a key 
role in delivering the experience that is quickly 
becoming table stakes. I think the marketing 
ops leaders in two years will look similar to, 

but further refined from today’s marketing 
operations innovators. I think we’ll need to 
become even more tech savvy, more adept at 
synthesizing lots of data and even more customer 
centric than we are today.

What are the 3 most essential tools in 
your marketing tech stack?
Our martech stack stands on two legs - the 
first being our CRM (SFDC) and the second 
is our marketing automation platform 
(Eloqua). Everything else in our stack - ranging 
from webinar platforms to data cleansing and 
validation tools either directly or indirectly 
integrate with SFDC, Eloqua or both.

What advice would you give ops 
practitioners looking to expand the 
capabilities/impact of their tech stack?

The customer experience needs to be at 
the center of every decision you make - so 
always ensure that when you are rolling out new 
technology or functionality, that it meets your 
customer and prospect’s lofty expectations. 
Always integrate your systems to offer as 
seamless of an experience from one system to 
the next as possible.

Marketing Automation Director, Thomson Reuters
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What does it mean to be a 
Marketing Ops Game Changer?

To me, it means being a representative 
of marketing maturity. It means going 
beyond the “how” of marketing technology 
and processes and understanding the 
“why.” A marketing ops game changer is 
not satisfied with simply making things 
faster or more streamlined for the sake 
of doing so. He or she is looking to unlock 
potential value from the entire marketing 
team and in turn, drive more business 
through the pipeline.

What’s the biggest challenge 
you’ve tackled in your ops role in 
the last 12 months and how did 
you overcome it?

Lack of executive sponsorship. Splunk is 
growing at an extremely fast rate, at scale, 
just having broken a $1B run rate. On the 
way here, marketing ops has not been 
a key focus of our leadership because it 
wasn’t perceived as a dire need. As we 
are now growing to $2B and beyond, this 
sentiment has changed and marketing 
ops has become a key strategic focus. I 
was somewhat limited in what I could do 
to overcome this challenge. A change in 
perception was needed at a scale that one 
person simply can’t drive. In the interim, 
however, my focus remained on preparing 
myself for this inevitable shift. If I had an 
idea for a new process that we didn’t have 
sponsorship for, I wrote it down. I demoed 
countless martech tools just to get a sense 
for what was out there. I spoke to other 
Marketing Ops leaders to understand 
where their focus and challenges were. I 
acted as if I had already been tasked with 

building out the marketing ops function 
at Splunk so that I would be ready if 
called upon. It has proved to be a huge 
advantage for me in that I can now focus 
on execution more than planning. “When 
opportunity comes, it’s too late to prepare” 
by John Wooden comes to mind.

How do you see the marketing ops 
role changing over the next 2 years 
and/or what skills will ops pros 
need to hone to meet marketing’s 
evolving goals?

We all work for sales. Marketing 
ops leaders and practitioners need to 
focus on how they can help increase 
transaction velocity and enhance the 
customer experience. At the end of the 
day, the most beautiful process, stack, 
nurture, etc. is useless if it doesn’t help 
drive real revenue.

What are the 3 most essential 
tools in your marketing tech stack?
Look at customer experience. Prospects 
and customers want to find relevant 
information WHEN they need it. That is 
typically not just once a week through 
your emails. Make sure your website and 
your content allow for easy consumption. 
We are not a customer of theirs, but 
tools like LookbookHQ comes to mind. 
Do everything in your power to make it a 
great experience. Also, demo everything 
and don’t get tied into long cycles. Stay 
nimble with technology.

A marketing ops game changer 
is not satisfied with simply 

making things faster or more 
streamlined for the sake of 

doing so. He or she is looking 
to unlock potential value from 
the entire marketing team and 

in turn, drive more business 
through the pipeline.

MarTech and scale specialist laying the 
foundation for the future of marketing ops.

Global Manager, Marketing Operations, Splunk

Rob Meo

https://www.linkedin.com/in/robmeo/
https://twitter.com/RobCMeo
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What’s the biggest challenge you’ve tackled in your 
ops role in the last 12 months and how did you 
overcome it?

The biggest challenge has always been about engagement and 
value. How do I use the best pieces of technology at the right times 
so that my target market or ideal customer profile (ICP) internalize 
the value proposition of the brand and come to the conclusion that 
it is right for them? The sales and marketing world is definitely 
one of the hardest markets, when it comes to mindshare, so it’s 
extremely important to make the most out of any engagement, 
any impression.

Segment.io , Zapier , IFTTT , and Trey.io have given me greater 
flexibility (outside of my main marketing automation and CRM 
platform) when it comes to different types of engagement 
at better times. Thus, further extending the integrative 
property of the marketing department on its influence on all 
business processes.

How do you see the marketing ops role changing 
over the next 2 years and/or what skills will ops pros 
need to hone to meet marketing’s evolving goals?

Marketing Operations will gravitate closer to an engineering 
role due to the opportunities available with strong data 
management skills and machine learning technology. Making 
use of better and better engineering will require marketing 
ops people to be that much more sophisticated with the 
management of their tech stack. Companies like Segment.io are 
set to disrupt the long-held market of Marketing Automation, 
and marketing ops is a key stakeholder in how the new 
paradigm develops.

Being a Game Changers means 
using the latest in technology to 

increase the reach, efficiency, 
and ease in which business 
generate interest and close 

deals. It means making smart 
and sound analysis and action 

an ever-improving phenomenon 
in marketing.

Fundamental change maker, analytical thinker 
and strategic Innovator.

Head of Marketing Operations, Gliffy

Chris Rodriguez

https://www.linkedin.com/in/chrisrmarkops/
https://twitter.com/ChrisR_io
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What does it mean to be a Marketing Ops Game Changer?

It’s an honor to be recognized and confirms I’m not crazy for pursuing a better customer experience and marketing 
and sales alignment.

What’s the biggest challenge you’ve tackled in your ops role in the last 12 months and how did you overcome it?

We recently experienced some challenges with our email delivery. The stakes were pretty high and this situation put all of our pipeline 
objectives at risk. I am fortunate to have a motivated and confident team who could recommend and implement changes quickly.

How do you see the marketing ops role changing over the next 2 years and/or what skills will ops pros need to 
hone to meet marketing’s evolving goals?
I see the ops role becoming both more technical and requiring more senior level business acumen. One skill requires the ability to 
understand what is happening deep in the infrastructure across all systems and to collaborate with IT and engineering professionals. 
The other skill requires business acumen to align sales and marketing, and bring visibility into how customers are interacting, where 
our greatest opportunities exist, and to spark and manage organizational change that involve multiple stakeholders and ingrained 
processes and procedures.

What are the 3 most essential tools in your marketing tech stack?

1. FullCircle Insights – A must for anybody using salesforce campaigns who desires more visibility into lead progression and influence in 
the funnel. Addresses all the gaps that salesforce never built. They thought of everything. It will blow your mind. 

2. Siftrock – Great little tool for mining reply emails and for directing reply email inquiries to the right person in our organization who and 
answer the customer’s questions. 

3. Distribution Engine – Awesome app from the UK that I use for inbound lead (Contact) routing to various Sales Reps or SDRs. 

Swen Kolternam
Director, B2B Marketing Operations & Automation, Glassdoor

Creative and analytical ops leader with a maniacal focus on customer experience.

https://www.linkedin.com/in/swen-kolterman-332875/
https://twitter.com/swenkolterman
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Ops Challenges You’ll 
Need to Tackle

SECTION 9
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Challenges & Priorities Ops Leaders Are Facing

There’s a natural maturity curve that marketing organizations experience as 
they transition to become revenue-driving centers within the business. And the 
challenges that they face are typically different at each stage.

The maturity stages look a little something like this:

Responsible (along 
with sales) for revenue 
creation.

•• Customer lifecycle 
marketing

•• Dynamic & predictive 
marketing models

•• Multi-touch attribution

•• ROI measurement & 
optimization

Responsible for loading 
the top of the funnel with 
contact data.

•• Limited, manual data 
quality checks

•• Manual lead routing 

•• Top-funnel lead 
volume reporting

Responsible for generating 
qualified leads.

•• Lead scoring & routing 

•• Campaign framework 

•• Top-to-mid-funnel lead 
disposition reporting

Responsible for generating 
sales pipeline.

•• Full-funnel management

•• Fully integrated tech, data 
& processes

•• Global data standardization 
& compliance

•• Campaign/program 
optimization
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I talk to a wide range of 
marketing operations 

practitioners. Some are 
struggling with the basics 

while others are light years 
ahead, and it’s incredibly 

satisfying to be able to help 
all our clients, no matter 

where they are in the 
maturity spectrum.

John Donlon 
SiriusDecisions

This list is far from exhaustive. And don’t let the neatly organized graphic mislead 
you; this isn’t necessarily a linear path. But we have found this framework to be 
helpful in understanding the goals, needs and challenges of individual companies.

A couple factors worth noting:

1. Needs that aren’t tackled in earlier stages will carry through as the organization 
matures, with consequences typically compounding. For instance, a marketing 
team could be focused on revenue generation, but not ever have perfected 
its data quality control processes. If this important foundational element 
is neglected, their ability to extract maximum value from their database is 
drastically hampered.

2. Many of these needs evolve in sophistication right alongside the organization. 
The lead scoring model that’s introduced at the demand generation stage will 
likely not stand the test of time when that team begins focusing on opportunity- 
or revenue-generation. So just because lead scoring is implemented early on, 
doesn’t mean it doesn’t take center stage again. Lead scoring rules are often ever-
evolving based on key learnings gained over time. Sometimes the entire model 
can be stripped out and rebuilt from scratch.

> GRAB YOUR COPY HERE

The Demand Marketing Assessment and 
Orchestration Guide is an effective tool to help ops 
leaders assess their current demand orchestration 

efforts and identify necessary areas of improvement.

You can access the guide directly here.

https://discover.integrate.com/demand-marketing-assessment-guide-thank-you?utm_campaign=Marketing%20Ops%20Game%20Changers&utm_source=eBook%20to%20DO%20Assessment%20Guide&utm_medium=eBook
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Outside of these challenges, many Game Changers called out a set of broader initiatives that require them to think beyond data, tech and 
processes. These objectives fall very much in line with the qualifications we were seeking when we set out to recognize top marketing ops 
leaders. It was confirming to hear these words come back from so many of the honorees.

Driving change across the organization

This was the most consistent theme across responses to all of the questions we posed to the group – from what 
it takes to be a game changer, to how they overcame their biggest obstacles, to what skills ops leaders need to 
hone in the future, and even tips on building a tech stack. 

Cultural change cannot be affected through micro- or top-down-management. For change to be lasting, it must 
come from within. The most effective ops pros work to understand needs across teams and identify how those 
needs are interconnected so that they can drive change that provides inherent value to all business units. And 
they take the time to build alliances with those teams to ensure the changes they champion are well received. 
Perhaps Colin Day put it best in his response when he said… “Often you have to lead by influence and that is 
never easy. In my experience, the key to any transformation…is ensuring you have strong associates in key position 
and empowering them to be change agents.”

Keeping the customer at the center

Whether it’s about aligning sales, marketing and customer success to create a symbiotic relationship; 
building the processes that enable marketing to deliver the right experience through the right channel; being 
data stewards to ensure that those experiences are timely and relevant; or using data to understand their 
prospective buyers – game changers are hyper-focused on the customer.

Chris Rodriguez asks himself “How do I use the best pieces of technology at the right times so that my ideal 
customer internalizes the value proposition of the brand and comes to the conclusion that is right for them?”

Staying agile in a rapidly evolving world

Business needs are ever-changing. According to Alyssa E. Weber, marketing operations has to “pivot with the 
business and, in many cases, ahead of the business to embrace, enable, apply new technologies, processes and skills 
in order to help lift the business.” The game changers are poised to adjust course as required. 

The goals driving these pros to the finish line are resoundingly similar. The single most common objective 
they’re striving to reach is scale. Choosing the right tools; implementing the right processes; extracting the 
right data; working with the right people – it’s all about scaling opportunities, pipeline and revenue to meet 
business goals.
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Game-Changing Skills 
You Need to Hone

SECTION 10
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Part of the objective of this program was to understand the skills that all marketing ops practitioners need to develop in order impact their 
organizations as deeply as these 33 leaders. When we asked the Game Changers to identify these skills, their aggregate responses closely 
matched the characteristics we thought we expected to find, though there were certainly some nuances that surfaced.

The true stars in Marketing Operations will be orchestrators and architects.
Alyssa E. Weber, Juniper Networks

Technical Acumen

MarTech Mastery is not 
optional. Technology is 
an essential enabler to 
execute the company 

vision. To still be a game 
changer a few years from 
now will require deeper 

technical expertise. Some 
even went so far as to 
say in order to excel, 

marketing ops pros will 
need to understand cloud 

computing and various 
programming languages.

Communication Skills

In order to meet change 
management and 

organizational alignment 
objectives, ops leaders 

will need to become 
expert communicators: 

translating between 
multiple groups and 

personality types; 
simplifying complex 

concepts; and 
inspiring leadership.

Strategic Vision

Jeff Siegel at Box talks 
about “a distinct need for 
dedicated strategists and 

leaders who sit outside 
the complexities of day-to-
day operations and really 
focus on the entire system 
and its evolution.” The ops 

pros who will be known 
as the Game Changers of 
tomorrow will approach 

the business from a 
macro-view to always 

keep the big picture front 
and center.

Data Science

Ops leaders must process, 
manage, preserve, 

extract, analyze and 
utilize data. They lead and 

end with the data in all 
they do. When dissected, 
data can tell stories and 
not only influence, but 

guide marketing strategy. 
An Ops Game Changer 

never stops asking what 
the data is telling them 
and they’re constantly 

learning to leverage it in 
more impactful ways.

Marketing 
Orchestration

Game changers must 
focus on coordinating 

data, connecting 
technologies, automating 
processes and executing 
experiences to positively 

impact the entire 
customer lifecycle. 

That’s a tall order and 
as Alyssa E. Weber at 
Juniper Networks puts 

it, “The true stars in 
Marketing Operations will 
[need to] be orchestrators 

and architects.”
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Building a Game-
Changing Tech Stack

SECTION 11
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Tools Worth Considering

Previously when interviewing a group of game-changing demand marketers, we asked them to share their 3 
most essential marketing tools were. The responses that came back varied greatly. As a result, we compiled 
a list of nearly 50 MarTech tools that the group felt 
were important enough to tout about.

Interestingly, when sending the same question out 
to this group of marketing ops folks, the consistent 
themes of their responses was surprising. 

•• Choosing the right tech is only part of the 
process; make certain you have the people to 
operate those tools. And have an adoption plan 
to ensure success beyond implementation.

•• Avoid “shiny object syndrome.” Technology is an 
enabler to execute a clearly defined strategy. Audit your stack often. Keep it simple. Consolidate where you 
can and always besure you’re leveraging current tools to their maximum potential.

Integrate it or reject it. Accept nothing that 
doesn’t connect to the rest of your stack. If you 
have to manually move data across systems, 
you’re doing it wrong (or your vendors are).

Companies have a tendency to purchase technologies faster 
than they can really scale to use and manage them.

Leslie Alore, Iron Mountain

Ryan Schwartz, MongoDB

> GRAB YOUR COPY HERE

Here is direct access to a Marketing Tech Blueprint 
Workbook that will guide you through an audit of your 

current marketing technology stack and help ensure you’re 
keeping the big picture in mind when choosing new tools.

•• Integration, integration, integration. Always evaluate how 
new tools fit into your current marketing stack.

It’s apparent that ops leaders overwhelmingly view the trifecta of 
marketing automation, CRM and the company website as the heart 
of all marketing technology. A few Game Changers who are rapidly 
moving toward revenue generation mode highlighted the need to 
automate the top of the funnel in addition to this three-pronged 
approach. It’s this holistic approach that enables marketing 
orchestration by giving more complete control of the entire marketing 
funnel and the data moving through it.

https://discover.integrate.com/martech-blueprint-workbook-thank-you?utm_campaign=Marketing%20Ops%20Game%20Changers&utm_source=eBook%20to%20MarTech%20Blueprint&utm_medium=eBook
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There were a few other types of technology called out and some specific tools mentioned. Here’s an aggregate of 
tools that the Game Changers feel are worth considering as you seek to drive scale within your organization.

MARKETING AUTOMATION & CRM ENGAGEMENT

PREDICTIVE ANALYTICS

DATA INTEGRITY

BUSINESS INTELLIGENCE

CONTENT EXPERIENCE

EFFICIENCY

WEB ANALYTICS

WEBSITE/CMS

DEMAND ORCHESTRATION/TOP-FUNNEL 
AUTOMATION BUDGET & PERFORMANCE MANAGEMENT 

ACCOUNT-BASED MARKETING

TOUCH MEASUREMENT & ATTRIBUTION

https://www.marketo.com/
https://www.salesforce.com/
http://www.adobe.com/marketing-cloud/enterprise-content-management.html?s_cid=70114000002CaIgAAK&s_iid=70130000000kYe0AAE&sdid=X6FJHWGW&mv=search&gclid=Cj0KEQiA3Y7GBRD29f-7kYuO1-ABEiQAodAvwOqlQ9Bae1095bQDiO0GnWrqEjwwR1pnKfJK3NaN60IaAj5n8P8HAQ
https://www.confirmit.com/
https://www.conversica.com/
http://influitive.com/
https://usermind.com/
https://www.oracle.com/marketingcloud/products/marketing-automation/index.html
https://wordpress.com/
https://6sense.com/
https://www.demandbase.com/
https://www.lattice-engines.com/
http://www.lookbookhq.com/
https://radius.com/
http://synthio.com/
http://www.bizible.com/
http://fullcircleinsights.com/
http://www.adobe.com/marketing-cloud/overview.html?s_tnt=88075:0:0
http://www.adobe.com/marketing-cloud/web-analytics/marketing-analytics-capabilities.html
https://www.google.com/analytics/#?modal_active=none
http://www.alteryx.com/
https://www.tableau.com/
https://www.allocadia.com/
https://www.integrate.com/
https://www.drupal.org/
http://www.sitecore.net/en
https://kapost.com/
https://www.uberflip.com/
https://trello.com/
https://zapier.com/
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Winning Marketing 
Tech Blueprints

SECTION 12

There are undoubtedly a limitless number of ways to go about organizing your 
MarTech tools, as is evident by the increasingly-original graphics marketers are 
developing to visualize their tech stacks.

It’s not really just about developing creative imagery. The intention is to illustrate 
the way you think about your technology – what its intended purpose is; how it 
supports a customer-centric focus and aligns to business goals; and to provide a 
visual anchor that will help you always keep the big picture in mind.

http://chiefmartec.com/2016/03/41-marketing-technology-stacks-2016-stackies-awards/
http://chiefmartec.com/2016/03/41-marketing-technology-stacks-2016-stackies-awards/
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REVENUE OPERATIONS VENDOR LANDSCAPE
A number of the Game Changers spoke about the convergence of Sales Ops & Marketing Ops. At the end of the day, there’s really only one focus: 
Revenue. Radius recently released the Revenue Operations Vendor Landscape. While this isn’t a blueprint, it falls so closely in line with the path 
the Game Changers seem to be on that it would be remiss not to include it here.

https://radius.com/2017/03/07/introducing-revenue-ops-vendor-landscape/
https://radius.com/2017/03/07/introducing-revenue-ops-vendor-landscape/
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A FULL FUNNEL APPROACH
Game Changers know that in order to truly focus on revenue generation and reap the full value of mid- and lower-funnel marketing systems, they 
must start at the top of the funnel. Building a holistic demand marketing engine enables organizations to scale pipeline, create more customers 
and increase marketing-attributed revenue.

*Inspired by Iron Mountain and Pluralsight

WEBSITE/CMS

MARKETING 
AUTOMATION

CRM

TOFU PLATFORM
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TECHNOLOGIES TO GUIDE THE CUSTOMER JOURNEY
Several ops pros recommend building your tech stack based on the needs of your prospects and customers. Marketing tools are often easily 
aligned to the various stages of the buyer’s journey.

Technologies Across the Buyer’s Journey

AWARENESS ENGAGEMENT & 
CONVERSION MEASUREMENT PRODUCTIVITY
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AN INTELLIGENCE & PERFORMANCE APPROACH
Sameer Khan at Alertlogic recommends a three-pronged approach to building a marketing tech stack that includes: 

•• CRM intelligence & management

•• digital performance measurement

•• plus campaign & content measurement & management.

CRM & DATA WAREHOUSE

CAMPAIGN & 
SOCIAL MEDIA 
MANAGEMENT

ATTRIBUTION/FORECASTING MODEL

DIGITAL ANALYTICS & PERSONALIZATION

PREDICTIVE ANALYTICS

MARKETING 
AUTOMATION

MEDIA 
MANAGMENT/

ANALYTICS

DATA 
MANAGMENT
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A LEAN APPROACH TO AUTOMATION
It’s not about the number of tools in your stack. By selecting the right tools with a broad set of capabilities, even the leanest of marketing 
organizations can create a smart marketing foundation rich with actionable insights.

*From Meg Goetsch’s playbook

Website

MAP CRM

Channel 
Attribution

Data 
Completion 

Tool

Data 
Visualization 

Tool
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CONCLUSION
The Marketing Ops Game Changers are paving the way for the future of marketing operations. Hopefully this collection of insights and 
advice will help to shape your ops strategy and prepare your organization for the road ahead.

RELATED RESOURCES

Webinar
Winning Marketing Ops Strategies 

for Your Playbook

Video Interview
3 Questions with Marketing Ops 

Leader Leslie Alore

Interview
Marketing Operations Pros Are 
Putting on Their Big Kids Pants

Workbook
Demand Marketing Assessment 

Guide & Orchestration Workbook

Workbook
Marketing Tech Blueprint 

Workbook

Software Guide
Guide to Demand 

Orchestration Software

https://discover.integrate.com/guide-demand-orchestration-thank-you
http://blog.integrate.com/marketing-operations-pros-growing-up
https://discover.integrate.com/martech-blueprint-workbook-thank-you
https://discover.integrate.com/thank-you-winning-marketing-ops-strategies-webinar
https://discover.integrate.com/demand-marketing-assessment-guide-thank-you
https://discover.integrate.com/thank-you-winning-marketing-ops-strategies-webinar
http://blog.integrate.com/video-demand-orchestration-insights-leslie-alore
http://blog.integrate.com/marketing-operations-pros-growing-up
https://discover.integrate.com/demand-marketing-assessment-guide-thank-you
https://discover.integrate.com/martech-blueprint-workbook-thank-you
https://discover.integrate.com/guide-demand-orchestration-thank-you


Master demand marketing.

Integrate is a marketing technology provider of Demand Orchestration Software, enabling marketers to 
automate top-of-funnel demand marketing efforts. The software works with marketing automation and 
CRM systems, as well as ABM and predictive software, to build holistic, predictable demand marketing 
engines. The end results are more efficient marketing organizations; cleaner, faster prospect data; and 
scalable contributions to pipeline and revenue. Visit www.integrate.com or follow @integrate to learn 
why innovative companies like Dell, Rackspace, Salesforce and Intacct choose Integrate.

For more information, contact us at: 866-478-0326 | requests@integrate.com

Established in 2008, Heinz Marketing, Inc., is a B2B sales and marketing firm located in Redmond, WA. With 
8 employees, the firm serves businesses throughout North America and overseas. Heinz Marketing focuses 
on driving results through strategic demand generation, disciplined sales funnel strategies, fully-integrated 
campaigns and collaboration between marketing and sales organizations.

For more information, contact us at: 877-291-0006 | acceleration@heinzmarketing.com


