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Personalization remains a priority for marketers. Relevant and
timely messaging is key to educating customers, building
consideration and boosting conversions. Use this research to
evaluate vendors’ anonymous-personalization capabilities, new Al
features and support across the customer life cycle.

This Magic Quadrant is related to other research:
Critical Capabilities for Personalization Engines

View All Magic Quadrants and Critical Capabilities

Market Definition/Description

This document was revised on 7 September 2023. The document you are viewing is the
corrected version. For more information, see the Corrections page on gartner.com.

Gartner defines personalization engines as technology that enables marketing
professionals to identify, set up, conduct and measure the optimum experience for an
individual based on knowledge about them, their intent and context.

Personalization engines apply context about individual users and their circumstances to
select, tailor and deliver messaging such as content, offers and other interactions through
various digital channels in support of three use cases:

Marketing: Delivering the right message to the right audience and in the right context
(i.e., tone, timing and channel) to maximize marketing and advertising performance.
It involves behavioral inference, segmentation, testing, targeting and optimization of
marketing campaign content, messaging and engagements across marketing and
communication channels.
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Digital commerce: Tailoring content, offers, recommendations and experiences
across digital sales channels. It includes personalized site search and navigation
and customized content across homepages, category landing pages and product
detail pages, with the goal of increasing conversion and delivering online revenue
growth.

Service and support: Using customer insight, journey context and user feedback (i.e.,
surveys and stated intent) to customize online and offline experiences across
business functions to reduce customer effort or increase customer satisfaction and
advocacy.

Standard Capabilities
The standard capabilities of personalization engines include:
In-session behavior tracking, data collection and ingestion

Triggering interactions in real time based on individuals’ actions, context, data or a
combination of the three

Flexible user segmentation across known and inferred values to support
personalization rules, including responding to contextual data and user feedback

Extensive testing capabilities, including the ability to test a wide variety of
personalization elements and tactics

Predictive analytic capabilities that minimally support content and product
recommendations; these include predicted affinities or other values that can be used
in audience targeting and triggering

Personalization performance tracking, measurement and reporting

Optional Capabilities
Optional capabilities of personalization engines include:

Support for account-based data structures to support more complex B2B
relationships and account-based marketing (ABM) strategies

Automated machine learning capabilities that improve personalization outcomes,
such as identifying underperforming audiences and recommending specific actions
to improve outcomes
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Customer feedback survey design and execution

Customer and prospect data unification and profile management from marketing
and other data sources

Gartner, Inc. | G00776378 Page 3 of 39

This research note is restricted to the personal use of yaniv@dynamicyield.com.



Gartner

Magic Quadrant

Figure 1: Magic Quadrant for Personalization Engines
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Vendor Strengths and Cautions

Adobe

Adobe is a Leader in this Magic Quadrant. Its operations are geographically diversified,
with clients from midsize to large organizations across industries, including retail,
telecommunications and financial services. Adobe Target focuses on real-time
personalization and is part of the broader Adobe Experience Cloud, supporting customers
via multiple software categories for marketing planning, data insights and activation,
customer journeys, content, and commerce. It has developed real-time customer profiling
with 1:1 targeting, blending personalization with privacy and consent safeguards. It's
improving machine learning (ML) model management via APl and creating a centralized
hub for experimentation to manage and prioritize personalization.

Strengths
Multichannel reach: Adobe Target real-time personalization capabilities enable
consistent experiences across a diverse set of channels, including websites, mobile
apps, screens in vehicles and offline touchpoints like digital kiosks and call centers.
These can be applied to various use cases, including personalized marketing,
commerce and customer support.

Testing: Target blends an easy-to-use interface and overall user experience with
comprehensive testing approaches, including advanced A/B testing, full factorial
multivariate testing (MVT), autoallocation and autotargeting to best experiences.

Scale: Its presence in Adobe Experience Cloud allows Target to deploy
personalization in a broader, integrated software solution. Boosted by its global
operations base (offices, data centers and public clouds), a large partner ecosystem
and flat-fee pricing, it can support larger enterprises with additional capabilities.

Cautions
Cross-product considerations: The Target out-of-the-box (O0TB) customer profile
captures contextual and session data for personalization. But access to Adobe Real-
Time CDP is needed to enhance personalization activities with a unified customer
profile. Buyers should assess whether a Real-Time CDP purchase is required for their
planned real-time experiences.

Gartner, Inc. | G00776378 Page 5 of 39

This research note is restricted to the personal use of yaniv@dynamicyield.com.



Gartner

Customer support feedback: Despite Adobe’s global reach, the product’s long history
and the company’s broad partner ecosystem, Target customer service remains an
issue. Gartner Peer Insights users cite support challenges, including slow
responsiveness to help requests and support that is too general to be directly helpful.
Buyers must consider the complexities of required use cases to avoid support
bottlenecks. Adobe's future planning does not reference support changes.

Customer maturity growth: A low proportion of Target customers have evolved their
personalization maturity over the last calendar year. This is despite a comprehensive
rollout of customer enablement content, including digital foundation starter packs,
basic consulting packages and basic training provisions. Prospects should consider
the speed desired to mature their personalization capabilities.

Algonomy

Algonomy is a Visionary in this Magic Quadrant. Its personalization platform focuses on
algorithmic decisioning to improve marketing and e-commerce performance. Its
operations are geographically diversified, with the majority of its clients in retail, B2B
(especially wholesale) and hospitality. Recent enhancements include a CDP that
facilitates additional audience definitions and message coordination across channels.
Replenishment and affinity model series are planned for the CDP in 2023. Other notable
roadmap items include enhancements to its visual Al to strengthen catalog enrichment
and improvements for journey optimization, including A/B journey testing and “best”
campaign selection at the individual-user level.

Strengths
Touchpoint coordination: Algonomy’s algorithmic decisions are available across
multiple channels through its journey canvas, which supports customer-level
frequency capping both across and within channels. Algonomy presented one of the
most coordinated multichannel demos in this evaluation.

Advances in algorithmic decisioning: Algonomy maintains its track record of
developing novel algorithms to address specific use cases with the addition of
composite recommendations. These consider a user characteristic or segment —
such as beginner, intermediate or expert — to better coordinate a set of
complementary items based on a narrow group of consumers.
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No-code builders: Algonomy has a growing set of experience “builders” to simplify
brands customizing their guided selling experiences, audience creation and
recommendation strategies. These features combine to allow organizations to
increase the amount of personalization applied in product discovery and
recommendation experiences.

Cautions
Complexity: The focus on individual-level decisioning combined with the diversity of
included algorithms makes Algonomy a tenuous fit for those beginning their
personalization journey. Gartner Peer Insights reviews note the general complexity of
the platform. Buyers should plan to fully leverage the included training to increase
the likelihood of sufficient platform adoption to meet business goals.

Awareness: Algonomy is in the bottom quartile for vendors in this research regarding
customer interest indicators, such as client inquiries, social followers and Google
Search trends. Prospects should ensure that colleagues have sufficient familiarity
with Algonomy when comparing solutions.

Price: Algonomy has among the highest annual contract values, including the
highest proportion of deals over $500,000 per year, in this evaluation. Prospects
should have a clear roadmap of use case adoption to ensure that sufficient value is
delivered, especially if marketing or service and support use cases are the focus of
the planned deployment.

Crownpeak (Attraqt)

Crownpeak (formerly Attraqt), a Niche Player in this Magic Quadrant, is incorporating its
Product Discovery personalization capabilities into its broader composable digital
experience platform after acquisition. Its operations are focused in Europe, with B2B client
growth planned in North America and elsewhere. It focuses on product discovery to
support customer exploration and commerce through search, merchandising and
recommendation features. Its integrations with digital commerce platforms like Shopify
and BigCommerce support its push into the midmarket segment. Crownpeak also plans to
leverage Al to improve product discovery, and to implement Al semantic tagging to
strengthen support search functionalities.

Strengths
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Product discovery: Crownpeak offers robust product discovery capabilities across
websites, mobile apps and email. Supported by third-party and OOTB algorithms, it
leverages Al to support product search. It provides personalized discovery through a
native guided-selling feature that delivers product recommendations based on
visitor-selected attributes.

Personalized recommendations: Crownpeak offers predictive personalized
recommendations supporting one-off, recurring and subscription-based purchase
cycles. Marketer-controlled slots blend with Al-driven recommendations, a helpful
algorithm library and a simple interface to support configuration and setup.

Retail expertise: Crownpeak has focused on the B2C space and serves a large client
base spanning multiple retail sectors. It has been successful in designing product
discovery and e-commerce solutions, thanks to a strong understanding of customer
journeys and how to support customer progression.

Cautions
Adapting to B2B: Although Crownpeak has plans to expand into the B2B space, its
core capabilities around product discovery and personalized recommendations are
currently geared to supporting shorter, less complex buying journeys that mirror
those more typically seen in B2C areas. Prospective buyers operating in more
traditional B2B industries with longer sales cycles and multiple stakeholders should
assess whether its personalization capabilities can meet their needs.

Triggering: Crownpeak’s Product Discovery triggering capabilities are limited to email
and website channels. There are limited prebuilt templates that can be stored in the
user library. Potential customers should verify whether the template library is
sufficient for their personalization needs.

Customer support resources: Crownpeak’s share of employees dedicated to support
and service management is among the lowest of vendors in this evaluation.
Prospective buyers should investigate the availability of local, in-market professional
services and support, and assess whether these can meet their needs.
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Dynamic Yield

Dynamic Yield is a Leader in this Magic Quadrant. Its personalization engine enables
marketers to execute personalization across the full customer life cycle with an emphasis
on digital commerce. It supports clients across a variety of industry verticals in the
Americas and Europe, but excels in retail. It focuses on personalization using AdaptML, its
Al/ML system designed to drive automated next best actions across segmentation,
testing and triggering. Its roadmap focuses on the development of neural network
algorithms for affinity predictions, recommendations and generative Al offerings such as
CopywriteML. It also continues to invest in zero- and first-party customer data capture
templates.

Strengths
Strategic vision and innovation: Dynamic Yield's market-leading vision embraces
the composability of personalization through its Experience OS capability. Brought
to market in Experience 0S, the platform has evolved to become an operating
system. It enables marketers to compose the optimal suite of modules and
integrations required within the platform, using an intuitive dashboard to set up and
execute a scalable personalization strategy.

Testing: The platform has extensive testing capabilities set up through a
sophisticated visual editor that leverages prebuilt templates to create tests. The
editor also includes a live preview feature that enables the emulation of multiple
devices/screens. Al/ML features enable content generation and customer affinity
matching to customers’ profiles to test variations.

Product and content promotion: Dynamic Yield’s platform has multiple options to
configure and execute product and content promotion through an intuitive drag-and-
drop UL. It has a collection of OOTB algorithms that can be deployed, but also can
customize rules using multiple attribute sets to blend personalized product and
content recommendations together.

Cautions
Suitability for nonenterprise clients: Dynamic Yield's strategic focus is enterprise
clients. Nonenterprise customers and those with low personalization maturity should
consider whether they have the interaction volumes and comfort with machine
learning to maximize value from a platform of this scale.
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Commercial model: The pivot to a composable personalization platform through
Experience OS will impact the commercial model through the bundling of
composable applications and extensions. Customers should explore this shifting
commercial model to understand the applications and extensions needed to support
current use cases and the potential cost impact.

B2B focus: Although Dynamic Yield has extensive industry coverage, the majority of
its clients are B2C-focused, with some smaller B2B clients in financial services. B2B
customers should explore the platform’s capabilities to support complex B2B use
cases, such as multilevel account personalization.

Insider

Insider is a Leader in this Magic Quadrant. Its growth management platform uses highly
configurable templates to simplify building personalized customer experiences across the
customer life cycle. Its operations are geographically diversified, and its customers tend to
be B2C marketers in the retail, banking and travel industries. Recent additions include
expanded capabilities to better utilize session data and first-party data collection
techniques to enhance within-session personalization where data would otherwise be
sparse. Its planned additions include deeper incorporation of large language models to
support image generation, identify brand elements and simplify onboarding of data.

Strengths
Product discovery: Insider offers broad features to enhance browsing experiences
for shoppers who aren't looking to buy a specific product. Beyond personalized
search results and site navigation, it includes multiple configurable experiences,
such as swipeable templates, an editor for immersive experiences similar to
Instagram Stories and a quiz commerce engine.

Within-touchpoint experiences: Insider supports personalized shopping experiences
that can be completed within another channel. Guided selling and interactive product
recommendations are supported within WhatsApp and email. WhatsApp support
allows for completion of the entire purchase, reducing the need for users to click to
an external website.

Comprehensive roadmap: Insider's roadmap strategy covers multiple areas,
demonstrates the influence of customer requests and offers a good record of
delivery. The current roadmap is Al-heavy to support marketing operations, indicating
multiple features to accelerate onboarding and planned enhancements for multiple
new channel-specific personalization tactics.
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Cautions
Reporting enhancements: Some Gartner Peer Insights reviewers note that Insider’s
reporting and measurement capabilities are in need of improvement. Prospects
should evaluate if in-platform reporting is sufficient, especially around ROI
measurement, ease of customization and insights regarding growth opportunities.

B2B templates: The richness of OOTB B2B marketing templates trails what is
available for B2C, potentially weakening Insider's ease of use. It plans additional B2B
templates in the coming year, but potential B2B buyers should verify that existing
templates meet near-term needs and that long-term needs align with Insider’s
roadmap.

Year-over-year (YoY) scaling costs: Insider’s net revenue retention exceeds the
industry average and other vendors in this research (well over 100%), meaning the
average retained customer spends more each year as they increase platform usage.
While this is a sign of platform adoption, prospects should anticipate a scenario with
rapid annual platform fee increases (between 30% to 50%), and ensure that
measurement of platform impact is sufficient to justify.

Monetate

Monetate is a Visionary in this Magic Quadrant. Its personalization platform concentrates
on optimizing digital interactions across channels and journey touchpoints. Its client base
is global, with the vast majority of clients located in North America or Europe from retail,
travel and financial services. Recent enhancements include multiple improvements to
recommendations, such as incorporation of offline transaction data, integration with
social proofing, multinational customer views and deduplication based on product
attributes. Monetate’'s roadmap includes customer journey analytics and further
recommendation enhancements, such as inventory-sensitive “complete the look” and Al-
powered recommendation slotting.

Strengths
Action builders: Monetate's action builders enable customized personalization with
no code, facilitating a broad range of digital experiences through inserting, editing or
hiding them based on visitor profiles or actions. Once built, actions can be used
repeatedly or copied and edited to accelerate new personalized elements.
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Tailored recommendations: The platform provides marketers and merchandisers
granular control of recommendations through an interface that facilitates audience
filtering, burying/boosting of products, algorithm testing and algorithm selection. A
new feature broadens the potential appeal of recommendations by allowing flexible
deduplication based on product attributes.

Customized services: Monetate tailors its professional services model based on
client goals and maturity. It promotes client self-sufficiency with the platform, but
recognizes the need for professional services and supports clients with a dedicated
success manager. The portion of Monetate's team supporting professional services
is among the highest of vendors reviewed.

Cautions
Another transition: Three years after Kibo's acquisition of Monetate and Certona,
Centre Lane Partners bought Monetate in October 2022. This change may free
Monetate to think more broadly about personalization over time, but has consumed
technical and account resources. It also may have slowed growth, with Monetate's
2022 revenue growth rate among the slowest in this research.

Customer experience: Monetate uses APIs and secure FTPs (SFTPs) to integrate
with survey and customer support applications. It lacks OOTB connectors to these
application types that simplify integration and support the platform'’s vision of
optimizing every interaction. Prospective buyers seeking to tie purchases to
onboarding, repairs and other service touchpoints should contact customer
references to confirm sufficient capabilities.

Product experience: Monetate's look and feel trails Leaders in this research, reflected
in below-average Gartner Peer Insights evaluations for product experience. General
evaluations of Monetate included top marks, but varied more than other vendors’,
reinforcing that prospects should seek a customized demo to assess the platform’s
capabilities.
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Salesforce

Salesforce is a Leader in this Magic Quadrant. Its Salesforce Marketing Cloud
Personalization product is focused on delivering personalized experiences through real-
time contextual data and machine learning algorithms. Its operations are geographically
diversified and its clients tend to be large B2C and B2B enterprises across industries,
including financial services, retail and media. It plans to continue investment in improving
its ability to embed personalization capabilities and broaden integrations across its
ecosystem of products, including Salesforce CRM and Data Cloud. It also plans to invest
in platform-consumption reporting features that allow users to monitor contracted
volumes.

Strengths
Support across the customer life cycle: Marketing Cloud Personalization, often in
combination with other Salesforce products, delivers personalized experiences
across the customer life cycle, from awareness to loyalty. This use case breadth is
above-average compared to other vendors in this evaluation. For example, a client
can use its recipes to tailor recommendations in the Service Cloud or drive
personalized emails with Journey Builder.

B2B personalization: Salesforce stands out in B2B efficacy, with investment and
focus on its B2B buyer persona and capabilities evidenced by continued product
innovation in its Sales and Service Cloud integrations. For example, leads or
contacts can be enriched with affinity data, or next best promotions and actions
from personalization.

Ecosystem interoperability: Salesforce continues to invest in the cohesiveness of its
overall enterprise products ecosystem, resulting in extended personalization
capabilities across tools. Its roadmap continues this focus, with investments in
Salesforce CRM and Salesforce Data Cloud integrations.

Cautions
Less flexible customization: The platform’s controlled way of inserting content,
compared to other Leaders in this research, is due to personalized content and
recommendations having to work within predefined developer-created “zones.” While
templates are provided, prospects seeking a business-user approach to configuring
personalization should review their ability to use development resources to create
“zones” or amend configuration provided to business users.
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Salesforce-focused roadmap: As Salesforce continues to grow its ecosystem'’s
native integrations and features for personalization, its roadmap focuses less on
non-Salesforce integration. This may offer value for existing clients, but prospects
should explore the available integrations and associated features.

Support often required: Platform users cite setup and configuration as taking more
time, effort and training than expected. While “Salesforce Premier” offers expert
coaching, success paths and self-serve learning through its Trailhead learning
platform and Trailblazers community, it recommends that potential clients invest in
support from its professional services or an accredited implementation partner.

SAP

SAP is a Leader in this Magic Quadrant. Its Emarsys customer engagement platform
enables marketers to execute omnichannel personalization. Its operations are global, with
an emphasis on the retail, consumer products and travel industries, and expanding into
utilities and automotive. Its three-pillar vision focuses on Al-powered industry templates
and tactics, hybrid composability to blend SAP products and connectors with third-party
technologies, and enterprise privacy at its core. Its roadmap focuses on enabling
profitable growth through templated industry-specific Al-driven tactics across retail, B2B
and utilities. It is also improving data integrations for more flexible and rapid onboarding
to increase customer time to value.

Strengths
Measurement and reporting: The Emarsys platform has market-leading
measurement and reporting capabilities with a rich reporting dashboard that can be
contextualized using OOTB reporting personas. Performance reports can be shared
by email with stakeholders. Users can create custom dashboards and alert
thresholds based on specific performance KPlIs.

Targeting: Al-driven targeting is a core platform strength enabled by prebuilt tactics
to identify audiences and segments based on multiple data attributes and sources.
Its intuitive Ul gives users tactics to drive optimal outcomes, based on predictive
scenarios such as reengaging a customer likely to churn.

Journey orchestration and triggering: Its intuitive drag-and-drop Ul uses prebuilt
templates and tactics to configure personalized journeys across web, email and
mobile channels. Templates and tactics can drive activation, such as data capture,
loyalty and push messages. It also can share audience data with other platforms
such as CRM and social media for targeting.
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Cautions
Incremental cost model: Emarsys'’ tiered commercial model allows customers to
scale capabilities in-line with maturity. Incremental capability modules designed to
enable advanced integrations, omnichannel marketing, industry accelerators or
loyalty come at an additional cost. Prospects must understand that modules are
required to deliver the organization’s personalization strategy.

Content promotion: Although the platform can configure and execute content
promotion rules across multiple channels, it is limited to serving
merchandising/campaign content, not webpages or blogs. Clients seeking to
promote a range of content types should develop desired content promotion use
cases to test platform capabilities.

SAP product dependencies: Elements of the platform require other SAP products to
enable specific features. For example, collaboration and workflows between
marketing and sales for personalization execution require SAP Sales Cloud. Buyers
without a heavy SAP technology footprint should determine where these
dependencies lie because they may struggle to drive value from core capabilities.

Sitecore

Sitecore is a Leader in this Magic Quadrant. Its Sitecore Personalize product focuses on
marketing and customer experience personalization across four core modules:
personalization and testing, customer data management, Al product discovery, and Al
content discovery. Its operations are geographically diversified and its clients tend to be
midsize to large enterprises across the travel, financial services and retail sectors. Sitecore
is evolving its roadmap, focusing on Experience Analytics for insights and decisioning,
Journey Builder for end-to-end orchestration, and further connectivity between other
Sitecore modules. These modules include its Sitecore components content management
system and Content Hub digital asset management.

Strengths
Client success commitment: Recognizing the complexities and challenges of
creating value through personalization, Sitecore invested in Sitecore360 to
safeguard success outcomes for clients. This option is based on a fixed scope to
reach predefined outcomes.
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Industry breadth: Through continued expansion of capabilities like content search,
audience sharing and unified tracking across channels, Sitecore has expanded its
ability to fit a broader set of industry needs and requirements. This has improved its
relevance and coverage to an extended set of prospective clients, which over time
will increase its depth of client and industry expertise.

Advanced decisioning: Sitecore supports diverse and complex client use cases for
decisioning through its differentiated decision canvas. This approach, unique in this
analysis, provides a strong foundation for its evolving user experience, which
includes plans to introduce a Journey Builder.

Cautions
Reporting fragmentation: Despite a broad set of dashboards to simplify workflow,
Sitecore needs to consolidate and enhance its reporting capabilities, which offer
basic sharing capabilities and span different fixed dashboards and interfaces.
Prospects should review their dashboard and insights needs, and explore Sitecore's
planned improvements, including the Experience Analytics feature.

Shifting decisioning paradigms: Its decision canvas has a steeper learning curve to
value realization than other parts of the platform. It plans to introduce a new
Journey Builder that adds a different paradigm to decisioning workflows. Buyers
should verify their personalization decisioning needs against Sitecore's current and
planned methods.

Advanced technical skills needed: Sitecore can still require a comprehensive level of
technical skills for certain use cases, as mentioned in several Gartner Peer Insights
reviews. Organizations seeking to develop more advanced or custom personalization
use cases should detail them in advance and work to assess feasibility and skills
impact.

SiteSpect

SiteSpect, a Niche Player in this Magic Quadrant, focuses on customer experience testing
and personalization using a proxy-based technology to run experiments, deliver
recommendations and personalize across web, app, mobile and over-the-top (OTT)
addressable TV. Its operations are focused in the Americas and EMEA, and its clients tend
to be midsize organizations across retail, CPG, financial services, healthcare and media.
Its roadmap includes an ongoing overhaul of user experience to improve product
workflows and feature usability. It also plans enhancements to the technology platform
foundation, including improved recommendations capacity, better mobile device detection
and multimodel recommendations support.
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Strengths
Experimentation: SiteSpect users applaud its dedicated optimization experts to
support the development and delivery of their testing strategy. This feature provides
a solid platform for clients that are evolving their testing when combined with
SiteSpect’s visual editor workflow and ability to deliver low-latency A/B, MVT and
multiarm bandit experiments via its proxy-based architecture.

Client success investment: SiteSpect offers a proof of concept to show value and
partnership. Depending on the scope, this may be a paid, discounted or
complementary engagement. SiteSpect also features 24/7 in-house customer
support, training and a dedicated optimization team to facilitate strategy.

Remote-app personalization: SiteSpect can personalize and experiment with apps
remotely across any internet-connected device, including app and OTT, with
advantages like not having to manage multiple software development kits (SDKSs)
for different devices and operating systems. Changes can be made to apps without
requiring app store resubmissions, which can present great value and efficiency for
prospects with a large app, OTT presence and roadmap.

Cautions
Roadmap breadth and velocity: SiteSpect’s roadmap stretches resources across
many areas, with improvements spanning both the technology foundation and
client-facing features. Several roadmap items were deprioritized in 2022, especially
those related to data and advanced analytics. Prospects should scrutinize their near-
and long-term goals against SiteSpect's current features and roadmap to ensure a
good fit.

Technical learning curve: SiteSpect users cite the need for technical skills to set up
and use all of its capabilities. It presumes that users possess or have access to
comprehensive technical skills for operation. Its roadmap includes improvements to
UX and its WYSIWYG visual editor for experiment creation, ongoing campaign metric
management and analytics investments.

Orchestration capabilities: SiteSpect lacks the ability to orchestrate triggers using a
journey canvas to support conditional logic for multistep personalized campaigns. It
is best-suited for experimentation and next best offers, but must be supplemented by
and integrated with tech from other providers to support journey orchestration.
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Vendors Added and Dropped

We review and adjust our inclusion criteria for Magic Quadrants as markets change. As a
result of these adjustments, the mix of vendors in any Magic Quadrant may change over
time. A vendor's appearance in a Magic Quadrant one year and not the next does not
necessarily indicate that we have changed our opinion of that vendor. It may be a
reflection of a change in the market and, therefore, changed evaluation criteria, or of a
change of focus by that vendor.

Added

No vendors were added to this Magic Quadrant.

Dropped
Coveo: Does not currently demonstrate the industry breadth required for inclusion,

with over 85% of revenue coming from retail.

Optimizely: With a new product strategy, no longer has a single product that meets
all of the required product capabilities necessary for inclusion.

Oracle: Sunsetting testing capabilities associated with its Maxymiser product.
Testing capabilities are required for inclusion in this research.

Inclusion and Exclusion Criteria

The inclusion criteria represent the specific attributes that Gartner analysts believe are
necessary for inclusion in the 2023 Magic Quadrant for Personalization Engines.

Gartner focused on vendors that offer personalization software, as described in the
Market Definition/Description section, available and sold as stand-alone solutions.
Vendors needed to affirm that their personalization product capabilities were generally

available in the market as of 31 January 2023.

To qualify for inclusion, vendors must support all of the following:
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Stand-alone personalization engine product:

Marketers can and do purchase and use the personalization engine product
offered by the vendor without the requirement to purchase or implement
additional products sold by the vendor (e.g., content management system,
multichannel marketing hub, digital commerce platform, analytics solution).

A marketer can integrate and use the personalization engine product offered by
the vendor with other products sold by other vendors (e.g., content
management system, multichannel marketing hub, digital commerce platform,
analytics solution).

The stand-alone personalization engine must meet the remaining eight criteria
below without requiring the purchase or implementation of additional products
sold by the vendor.

Proven engagements across industries:

At least 20% of personalization engine revenue must be generated from
nonretail industries such as travel and hospitality, financial services, healthcare,
media and publishing, or telecommunications. Retail includes all single and
multichannel retail such as general retail, specialty retail, direct-to-consumer
(D2C) and grocery.

Testing — Through an interface targeted at and used by marketers, a personalization
engine platform must offer the following native capabilities:

Testing: The native ability to set up and conduct a variety of tests (A/B/n test,
multivariate, bandit algorithms) and interpret results for a given audience,
channel or touchpoint.

Visual editor: A native visual editor with the ability to create different versions
of content or experiences for test purposes and preview testing for a given
audience, channel or touchpoint.

Discovery:

The native ability to improve content and product discovery through
personalized site search, personalized navigation and/or personalized
experiences based on interactive engagement.
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Product and content promotion:

The native ability to improve digital commerce outcomes through personalized
product and content recommendations. Both rule-based and algorithmic
recommendations must be supported.

Targeting:

A native decision engine capable of combining profile data, real-time
behavioral data and contextual data to perform rule-based and algorithm-
based segmentation and targeting. This supports personalized messaging and

interactions, such as retargeting and product life cycle campaigns to improve
conversion rates.

Triggering:

The native ability to set up, trigger and measure personalized experiences —
such as location-triggered or event-triggered messaging. Personalization
engines must support real-time triggering across channels for a given
individual, through an interface targeted at and used by marketers.

Customer experience:

The native ability to set up, test, target, trigger, tailor and measure personalized
customer experiences beyond marketing and digital commerce use cases to
support personalized service and support interactions, such as customer
experience surveys or customer support technologies.

Native, bidirectional integrations with one or more customer service and
support applications.

Measurement and reporting:

The native ability to track, measure and report performance and performance

improvements through standard and custom reporting, dashboards, and data
visualizations.

Market Presence and Momentum
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For inclusion in the 2023 Magic Quadrant for Personalization Engines, vendors must have
achieved annual software revenue from the sale or license of the personalization engine
product of $20 million or greater based on fiscal year 2022 or the most recent fiscal year-
end, not including services, and either of the following:

A minimum of 25 net new customer deployments of the personalization engine
product in 2022, not including pilots.

A minimum of 20% YoY growth in 2022 from the sale or license of the
personalization engine product when compared to 2021.

Evaluation Criteria

The evaluation criteria and weights describe the specific characteristics and their relative
importance that support Gartner’s view of the market. These criteria are used to
comparatively evaluate personalization engine providers in this research.

Ability to Execute
Product or Service

The vendor’s core goods and services that compete in and/or serve the defined market.
They include current product and service capabilities, quality, feature sets, skills,
etc. These should be offered natively, except where detailed in the subcriteria below.

We look for native capabilities with interfaces geared toward marketers (i.e., leveraging
template libraries and requiring minimal coding for most use cases) in the following
areas:

Testing:

Includes the native ability to use profile data, real-time behavioral data and
contextual data to set up and conduct basic testing (e.g., A/B/n testing),
advanced testing (e.g., multiarmed or contextual bandit algorithms, MVT) and
comparative algorithmic testing. We also look at how well the personalization
engine can interpret test results and create, test and preview different versions
of content or experiences for a given audience, channel or touchpoint through a
native visual editor.
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Discovery:

The ability to improve content and product discovery through personalized site
search and personalized navigation. This can include Al-driven personalized
searches and templates that encourage product exploration.

Product promotion:

The ability to improve digital commerce through personalized product
recommendations, including rule-based and algorithmic recommendations
along with an interface that simplifies boosting or burying of certain products.
This can be extended through templates to support carousels, shelving and
slotting.

Content promotion:

The ability to improve marketing and service communications through
personalized content recommendations. Focused on algorithmic content
recommendations. Can be extended through templates and insights based on
unstructured data analysis.

Targeting:

Includes a native decision engine capable of using profile data, real-time
behavioral data and contextual data to perform rule-based and algorithm-
based segmentation and targeting to support personalized messaging and
interactions, such as retargeting, product life cycle campaigns and targeted
content.

Triggering:

Includes the native ability to set up, trigger and measure personalized
experiences, such as location-triggered or event-triggered messaging, across
channels for a given individual, through an interface targeting and used by
marketers.
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Customer experience support:

Includes the native ability to set up, test, target, trigger, tailor and measure
personalized customer experiences beyond marketing and digital commerce
use cases, such as customer onboarding or service requests.

Measurement and reporting:

Includes the native ability to track, measure and report performance and
performance improvements through standard and custom reporting,
dashboards and data visualizations.

Overall Viability

An assessment of the vendor’s overall financial health, as well as the financial and
practical success of its business unit. This criterion examines the likelihood of the vendor
to continue to offer and invest in its personalization engine, as well as its position in the
vendor’s current product portfolio.

Sales Execution/Pricing

The vendor’s capabilities in all presales activities and the structure that supports them.
These capabilities include deal management, pricing and negotiation, presales support,
and the overall effectiveness of the vendor’s sales channels.

Market Responsiveness/Record

The vendor’s ability to respond, change direction, be flexible and achieve competitive
success as opportunities develop, competitors act, customer needs evolve and market
dynamics change. This criterion also considers the vendor's history of responsiveness to
changing market demands.

Marketing Execution

The clarity, quality, creativity and efficacy of programs designed to deliver the vendor's
message in order to influence the market, promote the vendor’s brand, increase awareness
of products and establish a positive identification in the minds of customers. This
awareness and positioning can be driven by a combination of publicity, promotional
activity, thought leadership, social media, referrals and sales activities.

Customer Experience
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Products, services and/or programs that enable the vendor’s customers to achieve
anticipated results with the personalization engine evaluated. Specifically, this includes
quality supplier/buyer interactions, technical support or account support. This may also
include ancillary tools, customer support programs, availability of user groups, service-
level agreements, etc.

Operations

The vendor’s ability to meet its stated goals and commitments. Factors include quality of
the vendor’s organizational structure, skills, experiences, programs, systems and other
vehicles that enable the organization to operate effectively and efficiently.

Table 1: Ability to Execute Evaluation Criteria

Evaluation Criteria ., Weighting .,
Product or Service High

Overall Viability Medium

Sales Execution/Pricing Medium
Market Responsiveness/Record Low
Marketing Execution Low
Customer Experience Medium
Operations Low

Source: Gartner (September 2023)
Completeness of Vision
Market Understanding

The vendor’s ability to demonstrate a clear vision of its market and understand customer
needs and translate them into products and services. We look at the vendor’s ability to
listen, understand customer demands and shape or enhance market changes with its
added vision.
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Marketing Strategy

The vendor’s ability to provide clear, differentiated messaging consistently communicated
internally, and externalized through social media, advertising, customer programs and
positioning statements.

Sales Strategy

The vendor’s strategy for using appropriate networks includes direct and indirect sales,
marketing, service and communication to sell its personalization engine. We also look at a
vendor’s ability to partner with customers to extend the scope and depth of their market
reach, expertise, technologies, services and their customer base.

Offering (Product) Strategy

The vendor’s approach to product development and delivery. We look at how well vendors
are able to emphasize market differentiation, functionality, methodology and features as
they map to current and future requirements.

Business Model

The design, logic and execution of the vendor's business proposition to achieve continued
success.

Vertical/Industry Strategy

The vendor's strategy to direct resources (sales, product, development), skills and products
to meet the specific needs of individual market segments, including verticals. We look for
a strategy that extends:

Beyond the retail vertical

Across client revenue models (i.e., B2B, B2C, both, B2B2C)

Innovation

The direct, related, complementary and synergistic layouts of the vendor’s resources,
expertise or capital for investment, consolidation, defensive or preemptive purposes.

Geographic Strategy

The vendor’s strategy is to direct resources, skills and offerings to meet the specific needs
of geographies outside a vendor's “home” or native geography, either directly or through
partners, channels and subsidiaries, as appropriate for that geography and market.
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Table 2: Completeness of Vision Evaluation Criteria

Evaluation Criteria ., Weighting .,
Market Understanding High
Marketing Strategy Medium

Sales Strategy Low

Offering (Product) Strategy High

Business Model Low
Vertical/Industry Strategy Medium
Innovation Medium
Geographic Strategy Low

Source: Gartner (September 2023)
Quadrant Descriptions
Leaders

Leaders demonstrate a solid understanding of the product capabilities and commitment
to customer success that buyers demand in the current market. Leaders deliver easy-to-
use and easy-to-buy personalization engines at enterprise scale. They deliver clear
business value and require minimal technical expertise or upfront involvement from IT. In
a rapidly evolving market with constant innovation, a Leader must also demonstrate that
it is not focused only on current execution. It must have a robust roadmap for solidifying
its position as a future market leader, thus protecting the investment of today’s buyers.
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Challengers

Challengers are well-positioned to succeed in the market. However, they may focus their
personalization engine on a narrower set of use cases. Their vision may be hampered by
the lack of a coordinated strategy across the various products in their portfolios.
Alternatively, they may lack the marketing efforts, sales channel, geographic presence,
industry-specific content or awareness of the vendors in the Leaders quadrant.

Visionaries

Visionaries have a strong and unique vision for delivering marketing personalization
capabilities. They offer depth of functionality in the areas they address. However, they
may have gaps relating to broader functionality requirements, or lower evaluations on
customer experiences, operations and sales execution. Visionaries are thought leaders
and innovators, but they may be lacking in scale, or there may be concerns about their
ability to grow while still providing consistent execution.

Niche Players

Niche Players do well in a specific segment of the personalization engine market — such
as recommendations, measurement and reporting, or delivering consistent personalization
across channels. They may focus on a specific domain or aspect of personalization but
are likely to lack depth of functionality elsewhere. They may also have gaps relating to
broader platform functionality or have less-than-stellar customer feedback. Alternatively,
Niche Players may have a reasonably broad personalization engine offering, but limited
implementation and support capabilities or relatively limited customer bases (such asin a
specific geography or industry). In addition, Niche Players may not yet have achieved the
necessary scale to solidify their market positions.

Context

This research highlights marketing teams’ increasing reliance on personalization
technology for business advantage. It is an assessment of vendor capabilities based on
past execution in 2022 and future development plans. However, it may only be valid at a
point in time, as vendors and the market continue to evolve.
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To that end, readers should not use this Magic Quadrant in isolation as a tool for vendor
selection. When making specific tool selection decisions, use it with our companion
Critical Capabilities for Personalization Engines research, analysis publications related to
personalization best practices and our analyst inquiry service. Readers should be careful
not to ascribe their own definitions of Ability to Execute or Completeness of Vision to this
Magic Quadrant. The Magic Quadrant methodology factors in a range of criteria in
determining position, as shown by the extensive Evaluation Criteria section.

Market Overview

Personalization continues to be an important objective for marketing leaders. In the 2023
Gartner CMO Spend and Strategy Survey, 48% of respondents said they plan to create an
enhanced digital commerce experience through digital shelf content and personalization
over the next 18 months. ' In another Gartner survey, two-thirds (67%) of brand leaders
said their return-on-investment expectations were exceeded when delivering personalized,
contextualized brand messages. ? These findings illustrate the importance of
personalization engines and the interest in these investments by organizations.

Despite the importance of personalization engines, the 2022 Gartner Marketing and
Communications Technology Survey found that less than one-third (28%) of marketing
technology leaders have what they need to successfully orchestrate new personalized
journeys across multiple channels and touchpoints. In addition, 26% identified critical
gaps in technology. 2 Marketing technology leaders also reported that their
personalization platforms have one of the lowest utilization rates of all technology
solutions. These findings suggest that marketers, while committed to personalization,
face two potential challenges:

A lack of organizational commitment to building the capabilities needed to use
personalization tools to their full effect

Being burdened by personalization tools that are a mismatch to their strategic
ambitions.
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Consumers present an additional challenge as they are less open to sharing information
with organizations and receiving personalized communications. More than one-third
(34%) said they'd rather give up more relevant and personalized experiences than have
their digital behaviors tracked, an uptick from 25% in 2021 and 26% in 2020. ¢ This
result suggests that what marketers need from personalization is changing. CMOs must
provide mutual value on digital channels throughout the cross-channel journey.
Orchestration is a key driver, and GenAl promises to radically change personalization.
Marketers must adapt because they are starting without a strong base in traditional
personalization, just as the provider landscape and capabilities are shifting.

In response, personalization engine vendors are focusing on helping their clients achieve
greater success. These efforts include:

New advancements to personalize anonymous visitors
Continued development of verticalized templates to simplify utilization

Emphasis on client services to encourage use case adoption and increasing
maturity.

As the market for personalization engines continues to evolve, so, too, do our evaluation
and inclusion criteria. This year, we've made notable changes to this Magic Quadrant’s
evaluation criteria to better align with the personalization needs of marketing users as
they continue to adapt to their own customers’ needs and changing behaviors. Due to
these changes, as well as a number of product consolidations, the number of vendors
qualifying for this year's Magic Quadrant fell from 13 to 10.

Four Trends Influence the Personalization Engines Market

The market for stand-alone personalization engines as well as vendors’ current and
planned capabilities are being influenced by four key trends.

Trend No. 1: Generative Al Has Entered the Chat
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GenAl is on the minds of marketers, with one-third (33%) identifying “creation of
personalized content and offers” as an area where they will gain the most benefit from
generative Al. 7 With the growing integration of foundational models such as ChatGPT
from OpenAl and Amazon Bedrock into personalization engines, we are adding generative
Al as a key trend for 2023. Generative Al features demoed this year include the creation of
short sections of alternative text to test in email and web copy from Dynamic Yield, and a
new iteration of chatbots from Insider.

Unfortunately, it’s still early for case studies with measured improvements. We expect this
generative text to become more common in the next 12 months, as it is on SAP’s roadmap
and will be available through an associated product from Sitecore. As this space evolves,
Gartner will monitor the extent that generative Al capabilities are available natively and
sold as part of the personalization engine, versus requiring the purchase and integration
of additional modules.

Beyond generative text, we expect in next year's evaluation to see the first demonstrations
of generative Al being used to generate:

Audiences: The personalization platform will generate audience selection criteria
(and select the audience) based on a user-provided description.

Insights: These will likely surface as recommendations to improve personalization
outcomes based on customer interaction data collected by personalization engines.

Journeys: Beyond audience selection, the platform will also generate multistep

journeys based on described goals.

Whether text, audiences, insights or journeys, we expect these early generated outcomes
to be “drafts” for the marketer to select, validate and edit.

Trend No. 2: Anonymous Personalization Warms Up Cold Starts

This year's Magic Quadrant vendors are addressing anonymous personalization
capabilities to mitigate challenges with profile data availability, third-party cookie
deprecation, a lack of user authentication and “cold start” machine learning.
Anonymous personalization occurs when a new user arrives at the experience without a

historical profile or behavioral signals. This is deemed a “cold start” because the machine
learning models and rules have little data by which to make recommendations.
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Vendors' “anonymous personalization” capabilities address this problem by using
preference elicitation, in-session context, proprietary data partnerships and Al techniques.
As first-party data becomes more challenging to capture and leverage, this ability to
personalize experiences to anonymous visitors in a privacy-compliant way becomes more
critical.

Example techniques can be summed up in three categories:

Category 1: Preference elicitation through zero-party data capture — Vendors
include zero-party data capture templates that unlock in-session personalization for
first-time visitors through surveys and interactions that reveal buying journey stage
or interests and intent, allowing user segment self-selection.

Category 2: Data partnerships and proprietary models — Vendors include
personalization driven by partnerships with data providers, allowing anonymous
visitor personalization that uses contextual information, such as geography, to
recommend products and offers based on proprietary data and predictive models.
Dynamic Yield partnered with Mastercard to leverage proprietary predictive models
that can use contextual signals to generate recommendations.

Category 3: Al-driven preference and intent inference — Vendors use machine
learning to infer intent and preference by using progressive profiling of anonymous
behavioral and contextual signals to drive targeting, triggering and
recommendations.

Marketers miss opportunities without having anonymous visitor personalization in place.
Vendors and clients must focus on anonymous visitor personalization to drive conversion,
increase retention and improve experiences.

Trend No. 3: Vendors Shift to Composable Personalization

The well-established concept of composability in martech and digital commerce
technologies is exemplified by the MACH framework: Microservices, APIs, Cloud and
Headless (such as decoupling a website front-end from underlying technologies).
Composability enables the use of modular components to reduce costs and time to
market, while increasing architectural flexibility and capabilities. Vendors are focusing on
personalization composability, but they are defining it and positioning it in varied ways.
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Dynamic Yield evolved its platform into a personalization operating system, fully
composable and aligned to the MACH framework. It allows an incremental approach to
personalization by scaling native modules and third-party services as needed. SAP
Emarsys offers hybrid composability, allowing clients to scale vertically with advanced
personalization modules. Customers can horizontally scale by integrating with other third-
party services and adjacent SAP products. But some native capabilities depend on
adjacent SAP products (marketing and sales enablement workflows depend on SAP Sales
Cloud). Adobe takes a platform-centric approach, leveraging native integration capabilities
to compose various applications under the Adobe Experience Platform (AEP) with Adobe
Target as the decision engine module.

The shift to composable personalization offers a potential solution to the long-standing
challenge of rightsizing personalization platform capabilities with an organization’s
technology stack and maturity. Composability can be the key to unlocking maturity by
offering greater flexibility to scale platform capabilities as required. Vendors can leverage
composability to provide a lower barrier to clients at the start of their personalization
journey by deploying only the native modules required. Personalization capabilities can
scale over time through additional native modules or leveraging other platforms such as
multichannel marketing hubs or customer data platforms for more cross-platform
workflows and use cases.

Clients interested in composability should explore the vision and approach of vendors to
composability. Analyze and determine how the vision and approach align with the
organization’s personalization maturity, critical use cases and martech architecture
strategy, including platform-centric versus best-of-breed point solutions, for the best
strategic fit.

Trend No. 4: Support Expands Across the Customer Life Cycle

Personalization is evolving, with more vendors in this Magic Quadrant expanding the
scope of personalization support. Historically, the focus of personalization has been
heavily connected to a conversion funnel, with the philosophy of “the better we can
personalize, the more we can sell.” However, over time this underlying philosophy has
expanded for providers in two ways.

The first fuels growth. Companies use personalization to help customers in the early
stages of exploration of their needs and desires (early-funnel awareness and
consideration). The second supports loyalty and retention through postpurchase
customer support for improved customer experience and retention. This effort to improve
personalization across the customer life cycle can be seen in:
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Improved customer exploration through personalized features that help customers
explore their personal needs without a specific product in mind. For example, Insider
provides highly configurable templates and a variety of tools for designing quizzes
and other immersive experiences.

Integrated in-house customer service tools to support the postsale/postpurchase
experience. For example, Salesforce Marketing Cloud Personalization can tailor
recommendations through its Service Cloud. Integrated multichannel marketing
tools can also be used to personalize emails at different customer life cycle stages.

Channel innovation addressing customers across a wider array of touchpoints
between brands and their customers. For example, SAP Emarsys uses its mobile
wallet to launch campaigns with wallet passes such as vouchers, coupons, loyalty
cards and tickets.

Evidence

12023 Gartner CMO Spend and Strategy Survey: The purpose of this survey was to look
at top-line marketing budgets and identify how evolving customer journeys, C-suite
pressures and cost challenges impact marketing's strategies and spending priorities. The
research was conducted online from March through April 2023 among 410 respondents in
North America (n = 205) and Western/Northern Europe (n = 205). Respondents were
required to be involved in decisions pertaining to setting or influencing marketing strategy
and planning, as well as have involvement in aligning marketing budget/resources and/or
lead cross-functional programs and strategies with marketing. Eighty percent of the
respondents came from organizations with $1 billion or more in annual revenue. The
respondents came from a variety of industries: financial services (n = 44), tech products (n
= 39), manufacturing (n = 55), consumer products (n = 43), media (n = 41), retail (n = 45),
healthcare (n = 34), pharma (n = 38), IT and business services (n = 34), and travel and
hospitality (n = 37).
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22023 Gartner Brand Leaders Survey: This survey was conducted to explore brand
leaders’ and teams’ strategies, abilities and performance outcomes. The research was
conducted online from October through November 2022 among 411 respondents from
North America (n = 228), Western Europe (n = 153) and the Nordics (n = 30). Respondents
were required to have responsibility for setting brand strategy and orchestrating its
activation. Forty-six percent of the respondents came from organizations with at least $2
billion or the equivalent in annual revenue. Respondents came from a wide variety of
industries, including financial services (n = 53), healthcare (n = 48), consumer products (n
= 49), retail (n = 55), manufacturing and natural resources (n = 45), IT and business
services (n = 32), media (n = 45), technology products (n = 51), and travel and hospitality
(n=27).

32022 Gartner Marketing and Communications Technology Survey: The purpose of this
survey was to investigate the state of technology acquisition, adoption and use, including
best practices for managing the technology stack, specific technologies in use and the
degree of their adoption. The research was conducted online from May through early June
2022 among 422 respondents, with 228 in North America (the U.S. and Canada), 159 in
Western Europe (the U.K., Germany and France), and 35 in the Nordic region (Denmark,
Norway and Sweden). Respondents were required to be senior decision makers, where the
majority of their daily responsibilities are mostly aligned with either business- or IT-
focused marketing (n = 324) or business- or IT-focused communications (n = 98). Seventy-
eight percent of the respondents came from organizations with $1 billion or more in
annual revenue. The respondents came from a variety of industries: financial services (n =
57), tech products (n = 37), manufacturing (n = 49), consumer products (n = 50), media (n
= 40), retail (n = 56), healthcare (n = 52), IT and business services (n = 32), and travel and
hospitality (n = 49). This research focuses on the 324 respondents aligned with
marketing. Fifty-six percent of marketing respondents reported directly in the marketing
function, and the remainder reported in the marketing and communications; marketing
communications; brand management; customer experience; or product marketing and
management function. Sixty-five percent of these respondents were solely responsible for
making decisions related to marketing technology, while the rest were either a leader of or
an advisor to the group responsible for making decisions on marketing technology.
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42022 Gartner Consumer Values and Lifestyle Survey: The purpose of this survey was to
understand consumer lifestyles and motivations. The research was conducted online in
two parts from 25 July to 18 August 2022 among 10,078 respondents in the U.S. (4,019),
Canada (1,007), China (1,011), India (1,029), France (1,003), the U.K. (1,008) and Germany
(1,001). The first part of the survey included screening, demographic, sentiment, values
and lifestyle questions. The second part included category-specific (e.g., money and
spending, health and beauty) questions. Respondents were required to be at least 15
years old.

> 2021 Gartner Consumer Values and Lifestyle Survey: The purpose of this survey was
to explore consumer values and sentiment regarding a broad range of lifestyle topics. The
research was conducted online in two parts from August through September of 2021
among 10,120 respondents from the U.S. (3,014), Canada (1,007), Mexico (1,012), China
(1,009), India (1,059), France (1,007), the U.K. (1,005) and Germany (1,007). The first
survey included screening, demographic, values and sentiment questions, and the second
survey included category-specific questions (e.g., money and spending, health and
beauty).

© 2020 Gartner Consumer Values and Lifestyle Survey: This survey was fielded in 2020.
This research was conducted via an online survey of 18,867 consumers, aged 15 years
and older, in the U.S., Argentina, Brazil, Mexico, Canada, China, Japan, South Korea,
Australia, India, France, Russia, Spain, the U.K., Turkey, Italy and Germany. The survey
asked a broad range of questions about consumers’ values and behaviors. Respondents
for this survey were selected from among those who volunteered or registered to
participate in online surveys.
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72023 Gartner Marketing Technology Survey: This survey aimed to investigate the state
of technology acquisition, adoption and use, including best practices for managing the
technology stack, specific technologies in use and the degree of their adoption. It was
conducted online from the end of May through June 2023. In total, 405 respondents were
surveyed in their native languages across North America (n = 200), Western Europe (n =
173) and the Nordics (n = 32). Qualifying organizations reported enterprisewide annual
revenue for fiscal year 2022 of at least $100 million, with 80% of the respondents coming
from organizations with $1 billion or more in annual revenue. The respondents came from
a variety of industries: financial services (n = 39), insurance (n = 39), manufacturing (n =
41), consumer products (n = 38), retail (n = 39), travel and hospitality (n = 34), healthcare
(n = 38), pharmaceuticals (n = 31), media (n = 34), tech products (n = 34),and IT &
business services (n = 38). All of the respondents were required to be senior decision
makers, where the majority of their daily responsibilities mostly aligned with either
business- or ITfocused marketing. Sixty-two percent of respondents were aligned to the
marketing function, 18% to brand management, 11% to product marketing and
management, 9% to customer services, and 2% to IT or other business units.

Disclaimer: Results of these surveys do not represent global findings or the market as a
whole, but reflect sentiment of the respondents and companies surveyed.

Gartner Peer Insights reviews for “Personalization Engines.” We considered reviews posted
from February 2022 through May 2023.

Gartner inquiry data was collected from April 2022 through March 2023.
Google Search data was collected from April 2022 through March 2023.

Gartner site search data was collected from April 2022 through March 2023.

Evaluation Criteria Definitions
Ability to Execute

Product/Service: Core goods and services offered by the vendor for the defined market.
This includes current product/service capabilities, quality, feature sets, skills and so on,
whether offered natively or through OEM agreements/partnerships as defined in the
market definition and detailed in the subcriteria.
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Overall Viability: Viability includes an assessment of the overall organization's financial
health, the financial and practical success of the business unit, and the likelihood that the
individual business unit will continue investing in the product, will continue offering the
product and will advance the state of the art within the organization's portfolio of
products.

Sales Execution/Pricing: The vendor's capabilities in all presales activities and the
structure that supports them. This includes deal management, pricing and negotiation,
presales support, and the overall effectiveness of the sales channel.

Market Responsiveness/Record: Ability to respond, change direction, be flexible and
achieve competitive success as opportunities develop, competitors act, customer needs
evolve and market dynamics change. This criterion also considers the vendor's history of
responsiveness.

Marketing Execution: The clarity, quality, creativity and efficacy of programs designed to
deliver the organization's message to influence the market, promote the brand and
business, increase awareness of the products, and establish a positive identification with
the product/brand and organization in the minds of buyers. This "mind share" can be
driven by a combination of publicity, promotional initiatives, thought leadership, word of
mouth and sales activities.

Customer Experience: Relationships, products and services/programs that enable clients
to be successful with the products evaluated. Specifically, this includes the ways
customers receive technical support or account support. This can also include ancillary
tools, customer support programs (and the quality thereof), availability of user groups,
service-level agreements and so on.

Operations: The ability of the organization to meet its goals and commitments. Factors
include the quality of the organizational structure, including skills, experiences, programs,
systems and other vehicles that enable the organization to operate effectively and
efficiently on an ongoing basis.

Completeness of Vision

Market Understanding: Ability of the vendor to understand buyers' wants and needs and
to translate those into products and services. Vendors that show the highest degree of
vision listen to and understand buyers' wants and needs, and can shape or enhance those
with their added vision.

Gartner, Inc. | G00776378 Page 37 of 39

This research note is restricted to the personal use of yaniv@dynamicyield.com.



Gartner

Marketing Strategy: A clear, differentiated set of messages consistently communicated
throughout the organization and externalized through the website, advertising, customer
programs and positioning statements.

Sales Strategy: The strategy for selling products that uses the appropriate network of
direct and indirect sales, marketing, service, and communication affiliates that extend the
scope and depth of market reach, skills, expertise, technologies, services and the customer
base.

Offering (Product) Strategy: The vendor's approach to product development and delivery
that emphasizes differentiation, functionality, methodology and feature sets as they map
to current and future requirements.

Business Model: The soundness and logic of the vendor's underlying business
proposition.

Vertical/Industry Strategy: The vendor's strategy to direct resources, skills and offerings
to meet the specific needs of individual market segments, including vertical markets.

Innovation: Direct, related, complementary and synergistic layouts of resources, expertise
or capital for investment, consolidation, defensive or pre-emptive purposes.

Geographic Strategy: The vendor's strategy to direct resources, skills and offerings to
meet the specific needs of geographies outside the "home" or native geography, either
directly or through partners, channels and subsidiaries as appropriate for that geography
and market.
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Table 1: Ability to Execute Evaluation Criteria

Evaluation Criteria .|, Weighting .,
Product or Service High

Overall Viability Medium
Sales Execution/Pricing Medium
Market Responsiveness/Record Low
Marketing Execution Low
Customer Experience Medium
Operations Low

Source: Gartner (September 2023)
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Table 2: Completeness of Vision Evaluation Criteria

Evaluation Criteria .|, Weighting .,
Market Understanding High
Marketing Strategy Medium

Sales Strategy Low

Offering (Product) Strategy High

Business Model Low
Vertical/Industry Strategy Medium
Innovation Medium
Geographic Strategy Low

Source: Gartner (September 2023)
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