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AS THE CHIEF INFORMATION OFFICER (CIO) of a growing business, you 

have a huge amount on your plate. Cyber security threats are getting more sophisticated 

by the day. Cloud migrations are in progress. SaaS, PaaS, IaaS, and every other type of 

-aaS offering are making your system, network, processes, and procedures more and 

more complicated. And you are facing all these challenges with a constrained budget 

and overworked resources. Welcome to business in the 21st century.

For instance, take your Chief Marketing Officer (CMO). She has submitted a request to bring on 
Marketo, a marketing automation platform. She has explained that Marketo will help Marketing 
generate leads, improve retention, and increase revenue. With marketing automation, setting up 
robust and measurable demand generation capabilities becomes possible, so this is a key solution for 
her department.  

But it’s not just implementing Marketo that she needs help with from IT. She also needs you to 
integrate Marketo with the company’s telemarketing vendor and lead enrichment vendor. Both these 
vendors need access to Marketo data, and then their information needs to flow back into Marketo. 
Likewise, Marketo has to be integrated with the company’s Web site traffic reporting system for closed 

How To Enrage 
Your CMO: 

Tell Her The Marketo 
Integration Won’t Be Ready  

For Another Year!
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loop reporting, but there is no convenient application program interface (API) set up to enable such an 
integration. And then there’s the integration with your Customer Relationship Management system, so 
they can improve overall reporting capabilities. 

You take the CMO’s menu of integration requests, review your current list of priorities, analyze your 
resources, compute how long it will take to build and test the necessary custom codes, and come back 
with your answer: the earliest the Marketo integrations can be completed is next year. 

Then, you duck … ready for the predictable explosion. 

Yesterday’s Best Is No Longer 
Good Enough
You know that the estimated timeline you presented 
to the CMO is good, reasonable, and accurate. It 
reflects years of experience and will ensure a complete 
and secure integration solution – one that serves 
Marketing’s needs and protects the company’s data 
and system integrity. She will just have to deal with 
the fact that the integration will take longer than she 
wants, right?

Wrong. 

As CIO, it’s important that you understand what is 
at stake for the CMO. Understanding will go far to 
explaining her wrath. 

The fact is, just as you in IT are under tremendous pressure these days to do more, faster, with less 
resources, so is the CMO. She has a certain number of marketing campaigns and promotions to launch, 
each with a specific timeline. In many cases, marketing efforts build on each other, so throwing off the 
timing of one has a domino effect. As a CMO, her success is measured in terms of what she contributes to 
the pipeline. She can’t afford to wait a year to have access to a fully-integrated Marketo solution. “Gee, sorry, 
Mr. CEO. Marketing couldn’t do much this year because we didn’t have the right systems in place. Better 
luck next year.” 

What does a year’s delay really mean — not just to the CMO, but to the business? Well, you could revise 
an old proverb to fit the problem: 

For want of an integration, Marketo was lost; 
For want of Marketo, a customer was lost; 
For want of a customer, revenue was lost; 

For want of revenue, the business was lost – 
All for the want of a Marketo integration. 

As CIO, it’s 

important that  

you understand 

what is at stake  

for the CMO. 
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Worst-case scenario thinking? No. In today’s fast-paced, unbelievably competitive business environment, 
this updated proverb could prove true. The CEO knows it. The CMO knows it. And you, the CIO, know it, too. 

Three Negative Responses to Delayed Integrations
So what can you expect from your CMO when you deliver the “bad news”? Well, she might wait. It 
is just possible that she’ll throw up her hands, say “Whatever!” and hang on grimly until next year. 
But before you breathe a sigh of relief, you should count the cost: the CMO will begin to look at IT as a 
liability, not as a strategic partner. Your reputation and your relationship across the company (because, 
remember, people talk!) will be damaged — possibly irreparably. 

IT will come to be viewed as the stumbling block to the company becoming agile and flexible. “It’s 
all IT’s fault that we can’t seize opportunities to be disruptive in the market and responsive to market 
conditions. They’re holding us back.” 

There’s a second response you might get 
when you present your timeline to the CMO. 
She might say, “Forget it!” Sometimes, 
a delay is deadly. Your CMO knows that, 
and may choose to nix Marketo and the 
necessary integrations entirely, because a 
delay of a year makes the solution worthless 
to her. 

As a CIO, you know that this is anything 
but a positive response. Yes, it removes 
something from your plate, but it also 
removes opportunity from the business. Can 
you even begin to estimate the opportunity 
costs if Marketing does not have the tools 
in place that could generate more leads, 
improve response rates, support Sales more 
effectively, increase market penetration, 
etc.? What important projects will never see 
the light of day? What innovative ideas will 
never have fertile ground in which to grow? 

But of all responses, the third is the most common and the most deadly: she might decide to do it 
herself. That’s right … this is the grim specter of shadow IT. Remember, the CMO isn’t a data expert. 
She’s not a security professional. She isn’t intimately involved in the company’s network and systems.  
She has no idea of the risks she may run if she decides to bring on Marketo herself and jury-rig the 
necessary integrations.  

IT will come to  

be viewed as a 

stumbling block 

to the company 

becoming agile  

and flexible.

http://www.adeptia.com
http://www.adeptia.com


p. 4 | adeptia.com

E X E C U T I V E  B R I E F  |  Marketo Integration 

As far as she is concerned as a CMO, she is just taking appropriate action to get her job done since IT isn’t 
on the ball. What’s the big deal? Marketo is relatively simple to implement. And her staff can figure out 
workarounds for the data integrations. For instance, they can export the necessary data from Marketo, 
save it as a file, and upload it into Salesforce or email it to the lead generation vendor. The workarounds 
are not perfect either, but at least she can get 
her campaigns off the ground. 

She might even just authorize giving Marketo 
login credentials to external vendors — a 
“no no” in today’s age of heightened hack 
awareness. Backups and system restores 
are never going to enter into her thoughts. 
She doesn’t know enough to be concerned 
about data becoming duplicated or corrupted 
in process. She probably has heard the 
abbreviations HIPAA, PCI-DSS, SOX, COBIT, and 
ISO, but has no idea if any apply to her work or 
how to implement any requirements that may 
be relevant. All she wants is Marketo – up,  
and integrated. 

Implementing a Better Integration 
The bottom line is simple: IT has to be able to deliver the Marketo integration on Marketing’s timeline 
(and any other integrations you are tasked with). If the old way of doing things isn’t sufficient to make 
that happen, a new way must be devised. 

Let’s be clear. A new way does not mean “We’ll put it at the top of our priority list and get right on it.”  
The fact is 1) you may not be able to shift other priorities, and 2) systems are too complex, security 
concerns are too intricate, and custom coding takes too long even if you were able to shift the priorities 
around. The weeks or months that a custom coding integration requires is still too long for today’s 
business needs. 

Instead, you as a CIO need to shift your mindset. Don’t enrage your CMO: empower your CMO. Bring her 
into the IT fold by enabling her and her team to do their own integration work. 

No, this is not an endorsement of shadow IT…far from it! In the new, agile business world, you need to 
provide other lines of business with automated integration tools that can be operated by business users. 
These tools must have intuitive interfaces: they must be so straightforward that a business user with 
basically no IT experience can accomplish a stated task. 

But — and here is the all-important caveat — these same tools must have the necessary data security 
and governance built into them so that IT retains control over the company’s data and system integrity. 

If the old way of 
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About Adeptia Inc.

Adeptia Inc. is a software company that enables 
business users to create connections with 
customers and partners in minutes. Adeptia is a 
revolutionary social cloud application for digital 
business connectivity that enables business users 
to respond quickly to business opportunities and 
get to revenue faster. Adeptia helps Corporate IT 
manage this capability while retaining control  
and security.

Adeptia’s unified hybrid offering — with  
simple data connectivity in the cloud, and  
optional on-premises enterprise process-based in-
tegration — provides a competitive advantage to 
450+ users, ranging from Fortune 500 companies 
to small businesses. Headquartered in Chicago, 
Illinois, USA and with an office in New Delhi, India, 
Adeptia provides world-class support to its users 
around-the-clock.
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This is unquestionably a new paradigm. Instead of custom coding, there is automation. Instead of IT 
being an “integration factory,” the lines of business become empowered users. Instead of a short-term 
patch on a problem, there is a long-term solution that supports the growth of the business. 

Your Next Conversation  
With Your CMO
The next time your CMO comes to you with her 
boxing gloves on and says, “We need to sync up 
Marketo with our XYZ system — and a delivery 
date of next year isn’t going to cut it,” get ready to 
drop the bombshell on her: 

“Absolutely. It should take just a few minutes.  
In fact, let me show you how your people can do it 
themselves.”

Just be sure to catch her when  
she faints.

Instead of  

custom coding, 

there is 

automation.

If you’d like to take your integration project from 18 weeks to  
an hour, call Adeptia at 1-312-229-1727 or visit adeptia.com.
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