


About the research

Mailjet is the email solution for teams to create, send, and monitor marketing
emails, transactional emails, and SMS.

In September 2019, Mailjet commissioned a research study to identify the barriers
businesses face when implementing homemade versus procured marketing
technologies.

The research was carried out by Market Research Company, Savanta, who surveyed
600 marketing decision makers and 300 IT decision makers across the UK, France
and US in September 2019.



Research Summary

New research into the use of ‘homemade’ marketing technology — that is, marketing tools built in-house
— finds that 77% of decision-maker level marketers in the UK, and 75% in the US, have developed or are
currently developing homemade technology in their current role.

However, the study has also identified concerns with the cost, time spent, and expertise required to
build and maintain these tools.

This study from email solution Mailjet, spoke to 600 marketing decision-makers across the UK, US and
France, unveiling the key deciding factors that marketing and IT professionals consider when choosing
to build in-house or procure a third-party solution.

Among the most commonly used homebuilt technologies in the UK are advertising tools (77%), team
and project management tools (76%) and email marketing solutions (73%). While similar in the US,
notably CRM software is the most homebuilt tool (69%), and email marketing solutions ranks lower than
the UK at 5th (65%). -



Q1: Internally, who does the decision over ‘homemade’ or an
external marketing technology solution ultimately rest with?

UK Results

I Marketing Director / CMO
B CEO

B IT/ CTO

B Other (please state)

I Not sure
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I Marketing Director / CMO
B CEO

B IT / CTO

B Other (please state)

I Not sure



Q2: Have you developed your own marketing technology

in-house?

UK Results

[ Yes, we have

I Yes, we are currently developing it

I No, we use third-party marketing technology
[ Not sure
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Q2: Have you developed your own marketing technology

in-house?

US Results

I Yes, we have

I Yes, we are currently developing it

I No, we use third-party marketing technology
I Not sure



Q2: Have you developed your own marketing technology
in-house?

I Yes,we have [ Yes, we are currently developing it [l No, we use third-party marketing technology B Not sure

™ ™~ ) ™ ° = ° = = o T
(= [=] o @K o o e~ o O N 1
P P g i3 i 2 i E & &
N St ~ SN R St +
< < <+ <+ n
= ) o 2 @ o o0 = w =) O
o oo o = = | [ - D v
[ o— Q0 w0 D w w
o £ = £ = o fto) - I
oz A =
8 : &
<
=
L Segment—— L— Gender—— ' Age '

Profile - US Results >



Q3: Which types of technology have you built in-house?

P Yes, we have [ Yes, we are currently developing it [l No, we use third-party marketing technology B Not sure

Advertising & Promortion —
Team & Project Management - G S

Marketing Email (bulk email: e.g. newsletters, promotional emails, customer com... _
User Data & Analytics - X

Transactional Email (1 to 1 triggered emails: e.g. account creation, password reset,... _
Customer Relationship Management (CRM) _

Performance Marketing Management —

Content Management System (CMS) _

Marketing Automation - I NGER G

UK Results >
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Q3: Which types of technology have you built in-house?

P Yes, we have [ Yes, we are currently developing it [l No, we use third-party marketing technology B Not sure

Customer Relationship Management (CRM) —

Team & Project Management - NGS5

Advertising & Promotion — G S

User Data & Analyties - ENGC KM G
Marketing Email (bulk email: e.g. newsletters, promotional emails, customer com... —
Performance Marketing Management _

Content Management System (CMS) —

Transactional Email (1 to 1 triggered emails: e.g. account creation, password reset,... — I GoR =
Marketing Automation - I NGS AR 6%

US Results



Q3: Which types of technology have you built in-house?
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Q3: Which types of technology have you built in-house?

P Yes,we have [ Yes, we are currently developing it [l No, we use third-party marketing technology B Not sure
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Q3: Which types of technology have you built in-house?

P Yes,we have [ Yes, we are currently developing it [l No, we use third-party marketing technology 8 Not sure
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Q4: Have you switched from an external provider to an internal
tool?

B Yes
Il No
I Not sure

UK Results



Have you switched from an external provider to an internal
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Q4: Have you switched from an external provider to an internal
tool?

B Yes
Il No
I Not sure

US Results



Q4: Have you switched from an external provider to an internal
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Q5: Why did you switch to an internal solution?

st v

Other (please state) —
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Q5: Why did you switch to an internal solution?

Better functionality 51%

Better internal support 49%

Better analytics 47%

Increase efficiency with delivery

43%

Reduce cost for an external solution 38%

w‘

7%

Closer to the whole process

Other (please state) —
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Q5: Why did you switch to an internal solution?
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Q6: What are the main barriers to procuring external marketing
technology?

| I

Cost of switching 54%

Lack of data security

45%

Efficiency 44%

Lack of technical support 42%

Lack of functionality

40%

Time commitment to switching 40%

Lack of analytics

31%

Other (please state) —.3%

UK Results >
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Q6: What are the main barriers to procuring external marketing
technology?

Cost of switching 50%

Time commitment to switching 39%

Efficiency 34%

Lack of data security 33%

Lack of technical support

30%

Lack of analytics 26%

Lack of functionality 22%

Other (please state) —- 3%

US Results



Q6: What are the main barriers to procuring external marketing
technology?
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Q6: What are the main barriers to procuring external marketing
technology?
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Q6: What are the main barriers to procuring external marketing
technology?

40% ¢
34% 36% % =
> 33% 33 33% 32%
30% 30% 3
S S g » a 8 £ & 3 B v
= = s = = i I - Al i z
Z Z Z, 12 7z & & z & & :’
= - w0 2 2 3 = T 3 3 g
= £ C = N o 48 i 2
g It = 5 - ol g: - "
C = =
<
=
Segment— L— Gender——! ' Age '

Profile: Efficiency - US Results



Q7: Do you find working with homemade marketing technology
more time consuming than any other third-party technology
you've used before?

B Yes
Il No
B Not sure
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Q7: Do you find working with homemade marketing technology
more time consuming than any other third-party technology
you've used before?

B Yes
Il No
B Not sure
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Q7: Do you find working with homemade marketing technology
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How many hours would you say you lose per week based on
homemade tech
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Q8: How many hours would you say you lose per week based on

using homemade tech?
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Q9: What are the biggest risks you see when using homemade
tech?

Bl BiggestRisk I HE B B B B = . Lowest risk

Incompatibility with current technology stack — 2 ioiasREE e 6%
Compliance with regulations —[0% " NSRRI HO%INO%NHoRIISHIHo%IHo%N 10%
T
Inadequate product features and functionality — oSG RSN NGENEE e o%
Support (for outages, issues with product features / functionality) — IR EEcE o saeEn 2%
Lack of continuous product enhancement —g560 SIS o s oEn 10%
Reduced team productivity —49% {787 {991 2% 0% 112291 8% 5% T a% I 8%

UK Results >



t risks you see when using homemade

igges

What are the bi

tech?
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t risks you see when using homemade

igges

What are the bi

tech?
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t risks you see when using homemade

igges

What are the bi

tech?

Q9

Lowest risk
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Q9: What are the biggest risks you see when using homemade

tech?
Bl BiggestRisk HE BE B B B B =B - Lowest risk

Datasecurity a7%  [18% 7% 9% 9% | 10% | 9% 9% (8% 8%
Incompatibility with current technology stack — eSS oEy 10%
Compliance with regulations — 14%
Cost  10% ~m% 9% 9% (9% 7% 7% 9%  14% 13%
Reliability — 10% 10%  13%  n% 7% 10% 12%  u% 9% 7%
Support (for outages, issues with product features / functionality) —[ OSSN GENINEEE RN e s e 8%

Inadequate product features and functionality —[i SN ENIEE ISR ENeE o%

Performance — 8% [10% | 14% 9% 0% | aa%  u% 9% 9% 7%

Lack of continuous product enhancement —[iSSIEIENNGEEEENEN e 0%
Reduced team productivity — (6% IS5 71 SR NSEN 2% Irel INGE NN 4%
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Q9: What are the biggest risks you see when using homemade
tech?
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Q9: What are the biggest risks you see when using homemade
tech?

Bl BiggestRisk T HE B B B = = - Lowest risk
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Q9: What are the biggest risks you see when using homemade
tech?

Bl BiggestRisk Il HE HE BN B B B Lowest risk
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Q10: What are the biggest risks you see when using external
providers?

Ml BiggestRisk Il HE EE BN BN B = = Lowest risk

Cost  24% | 4% u% 9% 9% 8% 4% 9% 5% 8%
Datasecurity  22% A% 2% (7% 8% 5% 7% | u% 8% 8%
Relabile 0% A2 oK % o
Performance — 8% [ 12% | 14% 9% 9% | 12% 9% u% 8% 8%
Compliance with regulations —[8% IZAIIE0%NITO%N No% N NS Ia% I s mae%n 0%
Support (for outages, issues with product features / functionality) —[7S6 JHORINFEN NGNS SN eeeEn 1%
Incompatibility with current technology stack —[6 NSNS R EEc e 9%
Lack of continuous product enhancement — SISO EE S EE 3%
Inadequate product features and functionality —[§S6I2aERIoRN RN NcEcE s 1%
Reduced team productivity — 5% [79%116% 9% T10% T 11% 2% 0% TIs% T 15%
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t risks you see when using external
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What are the bi
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t risks you see when using external

igges

What are the bi
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t risks you see when using external

igges

What are the bi
ders
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Q10: What are the biggest risks you see when using external
providers?

Ml BiggestRisk Il HE EE BN BN B = = Lowest risk

Cost  27%  m%  12% 1% 4% 8% 6% 6% 7% 6%
Datasccurity  20% [ 13% 9% 8% (9% 8% 0% 7% 9% 7%
T
Performance — 8% [m%  10% [ 1% | 9% | 8% 9% | 13% | 9% 1%
Incompatibility with current technology stack —ZR A SRz Essss 8%
Inadequate product features and functionality —[ 060 RSSO N o e ey 8%
Lack of continuous product enhancement —i7eiolERoZa iSRS u%
Support (for outages, issues with product features / functionality) —GiiNom NGNS ceEy 1%
Reduced team productivity —5% (8917979 10% 109 [41% 1 [10% A% 16%
Compliance with regulations — §%ISHNISENISH I BE oS o aE T Eey 16%
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Q10: What are the biggest risks you see when using external
providers?

MlBiggestRisk T HE EHE BN B = = Lowest risk
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Q10: What are the biggest risks you see when using external
providers?

Ml BiggestRisk Tl HE HE BN B = = Lowest risk
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Q10: What are the biggest risks you see when using external
providers?

Bl BiggestRisk T BN B B B B BB = Lowest risk
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Q11: Does your team have the right skills to effectively build and

use in-house technology solutions?

UK Results

I Yes, we have a full team of skills in place
B Yes, but we are looking to extend our team
B No, we are struggling to find the right skills

I No, the company is not investing enough in develo...

B Not sure



Q11: Does your team have the right skills to effectively build and
use in-house technology solutions?

[ Yes, we have a full team of skills in place B No, we are struggling to find the right skills [ Not sure
I Yes, but we are looking to extend our team  © " No, the company is not investing enough in developing the skills we need
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Q11: Does your team have the right skills to effectively build and

use in-house technology solutions?

US Results

I Yes, we have a full team of skills in place
B Yes, but we are looking to extend our team
B No, we are struggling to find the right skills

I No, the company is not investing enough in develo...

B Not sure



Q11: Does your team have the right skills to effectively build and
use in-house technology solutions?

[ Yes, we have a full team of skills in place B No, we are struggling to find the right skills [ Not sure
I Yes, but we are looking to extend our team  © " No, the company is not investing enough in developing the skills we need
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solution to manage your marketing capabilities, or
procure a third-party provider to reduce the workload
on the team, are key considerations. Finding the right
technology partner can reduce the financial and
resource cost of an already stretched team.

Judy Boniface-Chang, CMO at Mailjet




Mailjet: The email solution for fast-moving teams

Accelerate Your Business With Marketing And Transactional Email

Mailjet is an all-in-one solution to send, track and deliver both marketing and transactional emails.
Its cloud-based infrastructure is unique and highly scalable with a proprietary technology that
optimizes email deliverability. Mailjet can be accessed either via an easy-to-use online
drag-and-drop interface or via APIs that allow developers to integrate its features within their
online app or service, or its sophisticated SMTP relay.

Brands like Disney, Microsoft, the AA, AVIS, and more trust Mailjet to send over two billion emails
every month. With over 150K clients and offices worldwide (including London, New York, Paris,
and Diisseldorf), Mailjet is proud to be both ISO 27001 certified and GDPR-compliant, offering its
clients the highest levels of data security and privacy.



Mailjet: The email solution for fast-moving teams

Transactional email & SMS
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https://www.mailjet.com/blog/guide/in-housing/
https://www.mailjet.com/blog/guide/state-collaboration-workplace/

