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Technology Driven Marketing
Introduction
Nowadays technology drive marketing right often explains the adaptable continual advancement in the skills required to excel at the profession. For marketers, this defines adaptability of processes that are flexible and still transformative. As marketing technology improves, the marketing leaders should ensure that they own the correct people and processes in order to obtain the most from their technology investment. Here is the profound dive into how technology drives people and internal workings of various modern and evolving organizations.
People and technology
Currently, market technology needs marketers to be data driven and tech savoir-faire as well as content inventors. The condition the business is right now, people are looking for professionals whole are at creative circle. So when we are attempting to put a marketing role, people dive in and get out more analyzes, more content invention, and more strategies that a marketer seeks for the next opportunity. Perhaps a marketer who is looking forward to advance within his organization requires having an industry grasp on technology in order to be considered. Overall, whatever customers are looking for is a candidate who portrays strong opinion skills around inventive uses of technology. The technology requires someone who can talk expressively about digital technology to customers and stakeholders, and who can direct the marketing strategy in the advanced direction. This is the overarching observation of how technology is driving hiring, employing, educating, and skill formations today (Sheth, Sisodia, & Sharma, 2000).  Technology is prompting organizations to obtain more stringent and granular with their requirements. Where we observe the greatest change is technology skills in social media. This is ever products that were are operating with and every agency that were are operating with that obviously has a social media occurrence, and they are looking to expand. This means they are looking for their markets to comprehend that space, not only from content outlook, but also from analytics outlook and strategic outlook. So, as far as everything from the technology that has transformed marketing game mainly is social media. Technology has been a double frame weapon for markets. This is because it provides marketers with larger access to data, more methods to reach their clients whether technology is social media, mobile gadgets, and even the tools of the web 10 years ago. As a result, marketers have a bigger set of materials at their disposal. However, it shows that to be a marketer you have to understand a little bit of many technologies. Knowing marketing technology is only area of the equation for salesperson. That technology gives reams of record and untimely impact of the bottom line. This data is large because organizations are able to digitally connect since data is traceable especially in social media. Data is also extracted from functions such as how many people are connected, clicking, and reacting to the organization messages. It requires marketers to utilize the correct tech apparatus to make meaningful transforms to internal workings and strategy. Technology needs marketers to not just pull data, but also be able to obtain data and pull meaningful approach from it and know what it means. People should obtain that and be able to transform the strategy or alter how a brand is conversing to a consumer. This is because of marketing technology.
Technology and processes
The transformations formed by marketing technology are in many conditions pushing marketers a head of their comfort areas when it comes to expertise. But this is not where the alterations end. The ongoing digital change is leading the drive to reinvent marketing performances and processes as well. Many marketing companies however, remain deliberate to catch on. In fact, the current study provided by the Economist Intelligence Unit supported by Pega systems exposes approximately 10% of surveyed administrative say that companies are fully digitally. There is a silver coating because majority of around 450 executives assessment have yet to apply digital transformation strategies, they say that they anticipate their work to be 80% digital within the next 5 years. Technology can change the inner operations such as processes of a marketing company. In this case marketers can set targets, work toward those targets, and obtain their desired results more effectively and competently than ever before. Many people do not like the word processes because various people will think it differently. I like people to think about the work and results because most of the time people are concerned on process, they are thinking on job that requires to get done and that is going to provide various meaningful business result to the organization or to the client (Chen & Xie, 2008).  Process is just one of the methods in which that work gets done. When it gets to inner operations, marketing tech has one major role: Technology should be assisting organization to make their processes easier, both for the workers and customers. But when we look inside these companies specifically large companies, processes become difficult. Some professionals say that there is one main caution when it comes to advertising technology. The tools are not sufficient to make a marketing process valuable, head of comfortable e-commerce, a digital advertising operation and process organization. So you have to bring in client data, and it should be smart record, It has to reply marketers’ questions, and should be organized correctly up to date. The correct use of technology tools is what endorses the most successful processes inside a company specifically among the marketing group. To successful change processes and supervision, it needs appropriate governance of the compilation and hygiene of the data. Technology can assist document that transform, figure out where there are incompetence, and meet company goals. As technology goes on to fuel inside workings of all marketing operation, marketers are needed to develop into master technologists. Those beneath the curve will use more time and resources attempting to catch up with competitors. Those above the curve will become market disruptors and leaders. Marketing technology has made this a very different globe because marketers discover technology more effective, it has created jobs, and knowledge set you require is significant for good marketer. We basically to moved to an expectation in which you need to be a business person who knows technology which is only today’s device to get things done.
Strategies
People have understood the reason for the great strategic perspectives driven by advanced thinking and extremely focused mindset. They aren’t unavoidably technical people, but are instead renaissance males who had natural sense of their audience and goods they are selling. However, there are perceptible indicators that make greatest marketing leaders not only to have high experienced polymaths with a capacity to translate difficulty ideas into easier sellable aspects; they are also more regularly than not technological development setters that have a thought for invention. In other words, in current market, we’re observing true marketing in leaders who have an inborn knowledge of the people who are selling to buyers and have the ability to create technology to reach the addressees in increasingly intimate processes. Chief Marketing Technologist have authority to utilize new technology and records analysis to study about their consumers prospectively, while inventing  background of strategies to address buyers requirements. Of course, a lot of people have pioneered their method to top in big organizations tied to software and other friendly technology companies, but even smaller organizations, the alternative of engaging digitally savvy marketing idea where leaders have become serious to success. Data targeted marketing and growth hacking advertising is also a strategy. All of these increasing strategies rely on marketing technologists like brainpower in your company, so take an observation on what previous effectual CMTs are doing (Lovelock, 2007). We have set together insights from several of these pioneers to assist you study from their achievement and lead your company into the new period of marketing. After some years as a strategist in marketing and brand experience formation people such as Gupta was given the work as Kimberly- Clark’s world chief of marketing technology. He now watches over all of Kimberly-Clark’s brands for example B2B and B2C advertising technology department. It is significant to form depth in marketing policies, but now major strategies require a tech support to come to fruition. Technology Driven Marketing Intelligence is an industrialized partnership expansion service that gives a methodical and complete approach to technology targeted in market intelligence. Particularly it shows the advantages and the market impacts connected to your organization’s technology based on skills such as product, idea, ability and process that give customized actionable intelligence you require. Unlike traditional market study, TDMI directly deems the technical and market practicability of your asset and characterizes the related opportunities and difficulties. Through a systematic process of desk study and professional interviews, TDMI can supply intelligence such as the following:
· Showing the trends, markets, competition, value sequence, and organizations of most interest and significance to your organization.
· Providing details prevailing technical practice and user necessities, and evaluating how proper your asset achieves or could obtain those requirements.
· Explaining your best choices for moving forward with improvement, partnering and market access.
· Filling in other important skill gaps your organization may have surrounding authoritarian, intellectual property and competitive matters.
This joins technology and market opportunity evaluation that provides intelligence you require to make correct and private market entry ideas for new technology driven goods and markets. The results of marketing technology include:
· Indicated technologies that are appropriate for the inspire panels.
· Proof possibilities to expand their company by getting the solar air taming markets.
· Studies about solar air taming company standards, examining, and certification.
· Start working with a improved partner.
· Create and tests a prototype unit.
Analysis
Analytics are important to driving audience and income growth. The imminent marketers derived from analytics can assist them to make the correct messages and comfortable communications that will be more expected to drive actions that lead to the commercial results in their organizations they want. This means marketers require understanding how to gather, organize, and interpret the record that technology offers. But there is a scarcity of those people who do. In reality, two studies indentify the gap between the demand for analytic knowledge and number of people who have the knowledge needed (Cravens & Piercy, 2006).  A research from online Marketing Institute state that 37 percent of surveyed organization requires a data savvy employee. But just 26 percent of the organizations, according to American Management Association, it recorded that they feel their analytic required are met.
Content creation
Content is a device that helps marketers to increase above the competition by connecting and educating customers’ prospective. Through content, organization can advance a loyal following and placing themselves as thought leaders. With a steady demand for content from customer, marketers currently require a command of distributing tools, capacity to use technology that assess the success of published content, and the approach to determine the main effective content for particular audiences (Lambin, Chumpitaz, & Schuiling,2007). However, automation tools are significant in the content management, assisting create a cadence, and letting marketers to be often on. Marketers must have the savvy to connect buyers to co-produce content.

Marketing technology transforms everything
Marketing technology has made change from a less seethe to full boil. Instead of exclusively broadcasting, its messages pass through channels such as TV, radio, and direct mail as in the ancient times, Cuisinart uses marketing technology to get near to buyers and derive imminent quickly. The disparities with people who are operating marketing now are people who have to be not only a conservative, but a technologist too. Marketing technology can be both advantage and disadvantages. Marketers can be accountable of chasing the gleaming new object and allowing technology to order their strategies instead of providing for them. People should set their problem solving aims first and then search solutions to help them obtain their goals.

CRM Technology
Customer Relationship Management is an information business term used for systematic software and is generally internet capabilities that assist business to manage buyer relationship in an organized method. This consists of indentifying objective markets, following them, and making quality follow up. It develops telesales, sales organization, and optimization of information of the real marketing processes (Armstrong, Kotler, Harker, & Brennan, 2011).  It is also providing buyers delight by the creation of individualized consumer relationship. Giving clients’ information to workers assists them to create effective relationship between the organization, its client’s base, and its dispensing partners.
Digital Marketing
Digital marketing is the process of endorsing products and services by use of digital application channels to reach customers in a timely manner, relevant, and individual cost effective manner. Internet marketing is the method of expanding and promoting business using online media. Internet advertising does not only mean creating a website or endorsing a website somewhere after that website is an actual business with real goals. It involves advertising products, public relationships, services, direct sales, market research, and email marketing. The benefit of internet marketing technology includes:
· Studying more about the product as well as obtaining them any time.
· Availability of information.
· Deduction in cost on the area of marketer as well as buyer.
· Enlargement of local markets to international markets.
Some of these business models of marketing technology include B2B model, B2C model, and B2B model. The effects of internet on business are based in agricultural sector, health industry, music industry, designing industry, automobile company and banking industry. Intranet is also requiring in marketing technology. A network that joins people within an organization to each other has company’s network (Cravens & Piercy, 2006).  Extranet will join an organization with its distributors and suppliers. Internet is a huge public web of computer which distributes network that joins users of all types within the globe to another which is remarkably large information repository. With quick improvements in internet and joining technology, organization have developed skills in collecting information on individual client and organization partners. In turn they have become more implement at individualizing their goods and services, messages and media. Customizations diverge from customerization leaving it to personal clients to design the marketing offerings given to buyers. All these are helping organizations to carry on their work faster, more correct, and over a large range of space and time. Buying and selling promoted by electronic shows primarily the internet. It is more particular than e- business which involves all electronic based information substitutes within the organization. E- Market includes the markets spaces rather than the substantial market places. The marketing area of E- commerce organization makes efforts to communication about endorsing and selling goods and services through the internet such as Amazon.com and Dell.com. Using B2B technology means is Business to Business. Using B2B technology trading network indicates spot exchange, barter sites, online goods catalog, auction sites and other online resources to get to mew clients, serve recent customers more efficient, and attain buying competences and better prices.B2C indicates that marketing is from Business to Consumers. This is online selling of products and services to absolute consumers.C2C this is marketing carried out by consumer to consumer. It is the online exchange of products and information among final consumer. They learn about their offers and commence buying and sometimes they even drive transactions turn.
Mobile
Mobile is another technology driven marketing. This is because it is capable of reaching a particular target audience. It gives the information on how the consumer responded to marketing messages. It also verifies the message obtained by the user’s handset. There are several types of mobile marketing;
· Mobile Marketing by MMS.
· Mobile Marketing through Web.
· Mobile Marketing through Bluetooth.
· Mobile Marketing by Infrared.
· Mobile Marketing by SMS.
According to research conducted by mobile advertising provider, around 89% of main brand are arranging to market their goods by text and multimedia mobile messaging by 2010. This outcome demonstrates the important role of information technology in current business world and in marketing supervision in advanced productivity and main cost saving. It creates better consumer relationship management. It assisted to solve main problems connected to consumer services like consumer loyalty and consumer satisfaction. Mobile marketing technology for beginners is also another factor. Jump into the global mobile marketing and reach consumers on the go. Comprehend basic mobile marketing aspects and trends, improve strategies that work for your organization, and then apply and optimize the plan following company’s best practices. This book indentifies how to organize your website and emails for mobile guests launch SMS campaigns, find improvement partners, promote on mobile, and measure the outcome. In this book we are going to discover the global mobile marketing, and the unbelievable impact it can give on your capacity to communicate, connect and interact with your consumers all through their journey with you, your organization, and the market area in general. In this manuscript I will describe mobile marketing plans, carry out mobile marketing campaigns, and obtain strategic partners that can adjoin mobile heart of your marketing endeavors. These mobile marketing topics include:
·  Forming strategy.
· Inspecting your mobile readiness.
· Knowing the mobile marketing purchase funnel.
· Assessing your email and web performances.
For instance, customers of medical information technology such as laboratory information structures need to understand that vendors of such structures can pursue business strategies emphasizing expenses on marketing and customer services, expenses on technology, study and advancement, or a more reasonable approach. The strategic targets and objectives of a seller of an information method should align strongly with those of prospective hospital client. An irresponsible hospital client requesting cutting edge technology will possibly be dissatisfied with a method of vendor who highlights slow continual incremental structure development. Objective measures for differentiating between a marketing driven technology and technology driven vendor of medical information methods, and their modification are presented based on the proportion of marketing expenses to sales revenue compared with the proportion of research and advanced expenses to sales revenue of the organization. Many subjective description criteria are also contributed in making such differences. A marketing driven vendor that encounters challenges from original competitors probably starts to lose market share, may then try to reinvent it (Ryals & Knox, 2001). However, several people have pioneered their method to top in big organizations tied to software and other welcoming technology companies, but even smaller organizations, the alternative of engaging digitally savvy marketing design where leaders have become serious to success. Data targeted marketing and growth hacking advertising is also a strategy. Of course, there are observable indicators that make greatest marketing leaders not only to have high qualified polymaths with an aptitude to translate intricacy ideas into easier sellable aspects; they are also more regularly than not technological enlargement setters that have a thought for invention. In other words, in modern market, we’re observing true marketing in leaders who have an instinctive knowledge of the people who are selling to buyers and have the ability to create technology to reach the listeners in increasingly intimate methods. Frequently, a vendor can obtain technology redeployment by purchasing smaller technology driven organizations, by authorizing technology from one company, university, or by employing individual who know the original technology. Several marketing driven organizations may also try to organize technologies that may expand internally so as to become more technology driven.
Conclusion
Success needs a commitment to progress as marketers and as businesses. Customers increasingly tune out conventional, interruption based marketing. Marketer should make characterized and compelling practices to motivate, convert, and delight clients. Campaigns must be based on the standards of inbound marketing, which adapts activities to individual required goals, and preferences at particular steps of the customer journey. Strategies should be highly assessable and dynamic, continually adapting to changes in customer behavior, marketing technology abilities, and data. Companies are tasked with supervision more than marketing alternatives before, customers are more incorporated with marketing information than they have been in past. From the business perspective, technology has applied the capacity to collect and arrange marketing data, the chain the company use to reach clients, and process of increasing different types of adverting assets.
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