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INTRODUCTION

. Martech's Explosion
& the Trust Deficit

The marketing technology ecosystem has reached an
unprecedented scale, with over 15,000 tools available
and more emerging every week. This growth is driven by
the rapid rise of Al-native platforms: 77% of 2024’s new

martech solutions were built with Al at the core according 7 70/
to CMS Wire. o

However, as the number of tools increases, so does the

complexity—and so do the consequences of misalignment. of new martech solutions were
Marketing leaders today face a critical dilemma: they have built with Al at the core in 2024
the systems, but they do not have the trust in the data

those systems rely on. Fragmentation, poor governance,

and unreliable integrations have made it nearly impossible

to drive consistent results, particularly as Al tools magnify

both the opportunity and the risk.
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THE SHIFT

From Fragmented
Marketing Stacks

to Unified, Al-Ready
Data Foundations

For years, B2B marketing organisations have relied on a patchwork of systems — CRMs, MAPs, ABM platforms, and

specialised analytics tools — to manage customer data and orchestrate campaigns. While these tools remain essential,

the challenge has been the same: data is scattered, slow to unify, and difficult to govern at scale.

Today, three forces are accelerating a re-architecture of the B2B marketing stack:

Al Demands Complete, Governed Data

Generative Al, predictive scoring, and intelligent
routing require enterprise-wide datasets that are
accurate, privacy-compliant, and accessible in real
time. In B2B, that means unifying not just lead-level
details, but entire account and buying-group

views — across marketing, sales, and customer
success — so Al models can make accurate,
high-impact decisions.

Privacy, Security, and Trust Are Baseline

B2B buyers expect the same level of personalisation
as B2C consumers, but in a sales cycle where
relationships may span months or years, credibility
and compliance are non-negotiable. That means
governing data quality and permissions before

it enters operational systems, ensuring every
outreach, personalisation, and report is both
accurate and compliant.

Data Gravity Is Pulling Applications to the Source

Instead of copying partial datasets into each tool,
applications are increasingly running where the
data already lives — within secure enterprise data
environments. This “connected app” model reduces
latency, increases accuracy, and ensures every team
works from the same governed source of truth,
whether that's a CRM, MAP, or cloud data platform.

The near-term reality for most B2B organisations
is that CRMs and MAPs will remain the operational
hub. But the long-term trajectory is clear: these
systems will sit on top of governed, scalable data
foundations that power analytics, personalisation,
and Al across the entire revenue lifecycle.
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Al's
Biggest
Problem
Is Not Al

Despite widespread enthusiasm for Al’s potential, adoption is
stalling at many organisations due to one recurring challenge:
data quality. According to Survey Monkey, 41% of enterprise
marketing teams cited “bad or inaccessible data” as their pri-
mary barrier to realising Al-driven efficiency gains.

Al agents and decision engines, such as Salesforce’s Agent-
force or OfferFit, cannot deliver reliable outputs without trusted
inputs. Marketing automation, personalisation, and predictive
analytics all require accurate and complete data records to
perform as expected.

As Al capabilities increase, the cost of bad data also rises—
sometimes exponentially. Automation built on flawed data
does not scale performance; it scales inefficiency.
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CONVERTR’S ROLE

Ingests data from forms, publishers, partners, and APIs

TI 1. Al-Ready Data Infrastructure

Integrity

Validates, enriches, and standardises lead records and
customer data

Integrates directly into cloud data platforms like Snowflake
and Redshift

Automates complex routing and transformation workflows

I aye r fo r 2. Governed Automation with Rules Engine + Copilot

Al-Driven

Enforces compliance policies (e.g., SOC2, GDPR, CCPA)
Auditable and transparent—built for scale and oversight

3. Al-Ready Infrastructure for Emerging Tools

Marketing

Convertr acts as the pre-ingestion layer for

marketing data infrastructure, enabling clean,

compliant, and orchestrated data flows across :
any stack. We ensure that data entering MAPs,

CRMs, CDWs, and Al agents is properly validated,

enriched, and formatted—ready for activation and

Convertr delivers structured, enriched, and validated data

that can be used by downstream tools—whether in MAPs,
CRMs, or CDWs

While we don't directly integrate today with Al decision en-
gines like OfferFit, Aampe, or Hightouch, we play a critical

upstream role in preparing the data they rely on

Our open API, schema flexibility, and routing precision en-
sure that experimentation platforms receive cleaner, more
reliable data if integrated by the customer or partner

decision-making. L
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WHY NOW

Market Trends
Converging on
Clean Data

Several forces are aligning to elevate the importance of data integrity

across the marketing stack:

CDP consolidation

As CDPs are absorbed
or retired, companies
need lightweight,
composable
solutions for ingestion
and orchestration.

§&

Al adoption pressure

Boards are asking where
Al can cut costs or drive
revenue, but most Al
rollouts fail without solid
data foundations.

<

Xz
Stack complexity

According to Zylo, the
average enterprise
now manages 275
SaasS applications;

manual workflows no

longer scale.

[ 4
Compliance risks

Regulations are
tightening, and customer
trust is eroding—making

traceability and control
more than a nice-to-have.

Convertr addresses all four challenges by becoming the infrastructure
layer that ensures data can flow confidently across systems.
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How Convertr
Fits the Future of -

Martech M&A

Companies like Salesforce are actively seeking
infrastructure players that can extend their platforms’

reach into Al and CDW-first environments.

Marc Benioff has emphasised that Salesforce’s next

chapter is about enabling Al agents—and those agents

need trusted, high-quality data to function.

STRATEGIC PLAYERS WILL LOOK FOR:

& /"

Al-native capabilities Composable, scalable
architecture

Convertr is built to align with these priorities. We are
not just a tool—we are infrastructure. As budgets
shift from tool acquisition to data quality assurance,
Convertr becomes a foundational component in the
next generation of martech stacks.

ol a
ol
Deep integrations into Compliance, trust, and
GTM systems lineage at scale
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Publishers could be at risk! @
Check publisher fulfilment requirements,
campaign end dates, processr jobs and
failing leads.
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CONCLUSION

Al Won't Replace

Marketers,
But It Will
Punish Bad Data .

Marketers are not being replaced by Al—they are being empowered by it. But Al
is only as good as the data it receives. In a world of automation and real-time
orchestration, there is no room for corrupted records, untraceable flows, or
compliance gaps.

Convertr's mission is to ensure that every action, insight, and decision made by
your stack is built on a foundation of trust.

We don't just make Al possible—
we make it perform.
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About
Convertr

Convertr is the enterprise data integrity layer that
ensures clean, compliant, and complete data
flows across systems and teams. Global leaders
like Microsoft, Oracle, Amazon, Stripe, and HP
use Convertr to improve data quality, accelerate
operations, and gain full transparency across
their lead and data supply chains. By automating
complex workflows and standardizing data at
scale, Convertr helps organisations drive better
decisions, reduce risk, and unlock the full value of
their data. The best convert with Convertr.

Ready to see it in action?
Get a custom 1:1 demo.
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