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Every year, IT inherits marketing's technical debt. The
spreadsheet chaos. The integration nightmares. The
security gaps discovered during audit season. The CFO's
pointed questions about why marketing's simple tool now
requires a dedicated support team.

Sound familiar?

Here's the hard truth: marketing is the only enterprise
function still running mission-critical operations without a
proper system of record. Finance has ERP. Sales has CRM.
HR has HRM. But marketing? Marketing has 91 disconnected
point tools held together with duct tape and prayer.

This creates a predictable crisis: Marketing launches what
they believe is a quick campaign management tool, but six
months later, IT discovers that an insane number of
disconnected spreadsheets have evolved into the
department's de facto budget system. This "system"
eventually touches general ledger data despite having
zero formal governance or security oversight.

You didn't choose this fight, but you own the aftermath.
This guide is your way out. It's the technical architecture
blueprint for implementing a proper Marketing System of
Record, one that meets enterprise IT standards from day
one. You'll learn how to evaluate platforms on the criteria
that actually matter: integration architecture, security
posture, data governance, and total cost of ownership.

By the end, you'll have the evaluation framework to
pressure-test vendor claims, the technical requirements
to include in your RFP, and the implementation roadmap to
deploy without disrupting existing operations.

Most importantly, you'll know how to prevent marketing's
next platform from becoming IT's next crisis.
Let's get started.
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CHAPTER 1:

x> \WHY THE AVERAGE
ENTERPRISE MARKETING
STACKFAILS IT STANDARDS



The Hidden Crisis in Marketing
Technology

The average enterprise marketing organization operates
91 tools. That number comes from Gartner's 2024 CMO
Spend Survey, and it's not slowing down. Each tool was
procured to solve a specific problem: email automation,
social media management, content calendaring,
performance analytics, budget tracking.

The problem? None of these tools were architected to
serve as the authoritative source for marketing's financial
data, campaign taxonomy, or cross-channel performance.
They're feature-rich applications built for execution, not
governance.

This creates “silent data conflicts™: situations where
different systems claim to hold the truth about the same
marketing investment, but their numbers don't reconcile.
Consider this scenario, documented in a 2025 enterprise
audit:

« CRM spend fields: The CRM system reports a Campaign
A cost of $125,000, pulling directly from Salesforce
campaign spend fields which often rely on manual
entry or basic lead-to-revenue mapping.

- Direct API pulls from ad platforms: Ad platforms
(LinkedIn, Google Ads, Meta) report $118,000 in direct
spend via APl integrations into a marketing dashboard-
a figure that captures real-time media cost but
excludes production and agency fees.

- ERP General Ledger data: Finance’s ERP system shows
$132,000 tied to the same GL code, representing the
only legally binding record of paid invoices, including
agency fees that Marketing operations may not have
tracked at the campaign level.

- Manual spreadsheet tracking: The Marketing
Operations spreadsheet tracking actuals lists $121,500,
a figure manually reconciled two weeks ago that has
already been rendered obsolete by mid-month budget
adjustments.
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Which number is correct?

All of them. And none of them. Because there is no system
of record. There's no authoritative ledger that every other

tool defers to. Instead, you have four semi-authoritative
sources creating four versions of the truth.

When the CFO asks for a reconciliation, Marketing
Operations spends 40+ hours per month manually
comparing exports, flagging discrepancies, and building

pivot tables to reverse-engineer what actually happened.

According to Gartner's 2024 Marketing Data Management

study, 58% of enterprises report they lack a unified view of
marketing spend across channels. The technical term for

this is 'architectural failure.’

The Five Failure Modes of Marketing
Stack Architecture

From an IT architecture perspective, marketing stacks fail

in predictable patterns:
1. Point-to-Point Integration Chaos

Marketing procures tools independently, then requests

'quick integrations' after the fact. You end up with n(n-1)/2

potential integration points for n tools. At 91 tools, that's
4,095 possible connections. Even with only 15 ‘core' tools,
you're managing 105 integrations, each with its own API
versioning, rate limits, and failure modes.

When one tool changes its APl schema, the entire mesh
destabilizes. IT becomes the integration help desk,
troubleshooting data sync failures that Marketing
considers 'production down'incidents.
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2. Circular Dependencies with No Master Record

Tool A pulls budget data from Tool B. Tool B pulls actuals
from Tool C. Tool C pulls forecasts from Tool A. No single
system is designated as the authoritative source, so
conflicts propagate indefinitely.

Example: A campaign's planned budget gets updated in the
planning tool. That change doesn't sync to the finance
tool for 48 hours due to batch processing. Meanwhile, the
CRM auto-imports the old budget, which then overwrites
the corrected value when the next sync runs. Result:
three days of reconciliation to fix a single field update.

3. Data Duplication Across Incompatible Schemas

Every tool stores its own copy of marketing's core entities:
campaigns, initiatives, budgets, line items. But each tool
defines these entities differently. What the CRM calls a
'‘Campaign’ might map to what the ad platform calls a
'‘Campaign Group,' which differs from what Finance calls a
'‘Cost Center.'

Without a normalized taxonomy, every integration requires
custom field mapping logic. Change one field name
upstream, and five downstream integrations break. IT
spends cycles maintaining brittle transformation layers
instead of building strategic capabilities.

4. Security and Governance Gaps

Marketing tools rarely meet enterprise security standards
out of the box. Many lack:
« SAML 2.0 single sign-on with your identity provider
+ Role-based access control (RBAC) granular enough for
enterprise org structures
« Audit trails that meet SOC 2 or ISO 27001 requirements
- Dataresidency controls for GDPR compliance

Marketing procures these tools before IT reviews them. By
the time InfoSec discovers the gap, the tool is embedded
in critical workflows. Remediation becomes a political
negotiation, not a technical decision.
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5. The Reconciliation Tax: 40+ Hours Per Month of
Manual Effort

Because no single system holds the truth, Marketing
Operations becomes a human ETL pipeline. Analysts
export data from 5-10 tools, normalize schemas in Excel,
identify discrepancies, investigate root causes, and
manually correct values.

According to Forrester's 2025 State of Marketing
Operations report, the average enterprise Marketing
Ops team spends 42 hours per month on budget
reconciliation alone. That's 504 hours annually per team,
or roughly one full-time employee dedicated entirely to
reconciling what should be a single source of truth.

This isn't a people problem. It's an architecture problem.
Why IT Gets Pulled Into Marketing's Mess After the Fact
Here's the pattern you've probably seen:

« Quarter 1: Marketing procures a 'simple' campaign
planning tool. IT isn't consulted because it's
marketed as a no-code SaasS solution.

- Quarter 2: Marketing realizes the tool needs to pull
budget data from the ERP and push actuals back for
GL posting. Now it's an integration project. IT gets a
ticket.

« Quarter 3: Finance runs an audit and discovers
marketing spend data in a tool that was never part of
the approved financial systems architecture. IT gets
blamed for the control gap.

« Quarter 4: The tool vendor announces an API
deprecation. The integration IT built breaks.
Marketing escalates because 'the system is down.'IT
scrambles to rebuild the connector.

This cycle repeats because marketing lacks the
technical architecture discipline that IT enforces for

every other enterprise function.

The solution? A Marketing System of Record architected
to IT standards from day one.
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CHAPTER 2

THE PROPER
ARCHITECTURE FOR A
MARKETING SYSTEM OF
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A Marketing System of Record is not just another tool in
the stack. It's the authoritative ledger for three critical
data domains:

- Financial data: budgets, actuals, forecasts, and
commitments tied to the general ledger

- Campaign taxonomy: the hierarchical structure that
organizes marketing activities (Initiative > Campaign
- Tactic - Line ltem)

« Performance data: the outcomes tied to each
investment, enabling ROI calculation at every level of
the hierarchy

Every other marketing tool, from the CRM to ad platforms
to analytics dashboards, integrates with the System of
Record. They consume its data, contribute performance
metrics, but they defer to it as the source of truth.

Core Architectural Principles

Principle 1: Single Source of Truth for Financial Data

The System of Record must be the only place where
marketing's financial data is created and modified. All
downstream tools read from it; none write to it without
explicit approval workflows.

This eliminates the four-source reconciliation problem
described in Chapter 1. When the CFO asks, 'What did
Campaign A cost?, there's one answer, pulled from one
system, with full audit trail provenance.

Technical implication: The platform must support
bidirectional integration with Finance's ERP system.
Budgets and forecasts flow from FP&A into the Marketing
System of Record. Actuals flow back for GL posting. This
is not optional; it's the foundational integration that
establishes financial governance.
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Principle 2: Structured Taxonomy as the Organizing
Framework

Marketing activities must be organized in a consistent
hierarchy, typically four levels:

- Initiative: Strategic business objective (e.g., 'Q12026
Product Launch’)

. Campaign: Coordinated set of tactics targeting a
specific audience (e.g., Enterprise Demand Gen
Campaign’)

- Tactic: Execution channel (e.g., 'LinkedIn Sponsored
Content)

« Line Item: Individual transaction (e.g., 'LinkedIn Invoice
#12345 - $15,000')

This taxonomy must be enforced at the data model level,
not just in the Ul. Every budget allocation, every line item,
every performance metric must map to a specific node in
this hierarchy.

Why this matters: It enables rollup reporting. The CMO
can ask, 'What's the ROl of our Product Launch initiative?'
and get an answer that aggregates all campaigns, tactics,
and line items under that initiative. Finance can audit at
the line-item level. Marketing Ops can optimize at the
tactic level. Same data, different views.

Principle 3: Normalized Performance Data from
Disparate Sources

The System of Record must ingest performance data from
every execution channel (LinkedIn Ads, Google Ads, email
platforms, webinar tools, CRM) and normalize it into a
unified schema.

This means converting platform-specific metrics
(LinkedIn's 'Reactions' vs. Google's 'Engagements' vs.
email's 'Opens') into standardized KPIs (Impressions, Clicks,
Conversions, Cost Per Lead) that can be compared across
channels.
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Technical implication: The platform must support pre-
built connectors to major ad platforms and CRMs, with ETL
logic that handles schema transformation automatically.
You should not be maintaining custom Python scripts to
normalize LinkedIn's APl response into your data
warehouse.

Principle 4: Hub-and-Spoke Integration Model, Not Mesh

The Marketing System of Record sits at the center of the
architecture. Every other tool integrates with it, not with
each other. This reduces the number of integrations from
0(n2) to O(n).

For example:

- ERP = Marketing System of Record: Budget and
forecast sync

- CRM » Marketing System of Record: Opportunity and
attribution data

- Ad Platforms » Marketing System of Record: Spend
and performance metrics

- Analytics Tools « Marketing System of Record: Read-
only access to unified data

The CRM never talks directly to the ad platforms. The ERP

never talks directly to the CRM. All data flows through the
hub. This is how you maintain architectural control.
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What This Looks Like in Practice

A properly architected Marketing System of Record
enables workflows like this:

« FP&A approves the 2026 marketing budget in the ERP.
The budget is automatically synced to the Marketing
System of Record, where it's allocated across
Initiatives.

- Marketing Operations breaks down each Initiative into
Campaigns and Tactics, assigning budget targets to
each.

« Demand Gen launches a LinkedIn campaign. The ad
spend is automatically pulled from LinkedIn Ads APl and
recorded as aLine Item under the correct Tactic.

« Performance data (impressions, clicks, leads) is
ingested daily. The System calculates Cost Per Lead
and flags when a Tactic exceeds its efficiency
threshold.

« The CRM marks leads as opportunities. Attribution data
flows back to the Marketing System of Record,
enabling ROI calculation at the Campaign level.

- Finance runs a month-end close. Actuals are
automatically posted back to the ERP's general ledger,
with full traceability to the original campaign
structure.

Zero spreadsheets. Zero manual reconciliation. One
source of truth.

This isn't theoretical. This is how enterprises like Cisco,
IKEA, and Juniper Networks operate today with platforms
like Uptempo serving as their Marketing System of Record.
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CHAPTER 3:

&> SECURITY, GOVERNANCE,
AND COMPLIANCE
REQUIREIVENTS
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A Marketing System of Record handles sensitive financial

data, personal information from leads and customers,
and strategic business plans. It must meet the same
security standards as your ERP and CRM. This is non-
negotiable.

Enterprise Security Checklist

1. Identity and Access Management

SAML 2.0 Single Sign-0On (SSO)

The platform must integrate with your enterprise identity
provider (Okta, Azure AD, Ping Identity) via SAML 2.0. Users

should never maintain a separate username and
password for the Marketing System of Record.
Authentication is federated; access is controlled
centrally.

Role-Based Access Control (RBAC) and Attribute-Based
Access Control (ABAC)

Not every marketer should see every budget. Not every
agency partner should access strategic plans. The
platform must support:

« Role-based permissions (e.g., 'Budget Approver,
'‘Campaign Manager, 'Read-Only Viewer')

« Attribute-based controls (e.g., 'Users in Region =
EMEA can only see EMEA budgets)

. Hierarchical access (e.g., 'VP of Marketing sees all
campaigns; Director of Demand Gen sees only
Demand Gen campaigns')

Granularity matters. You should be able to configure
access at the Initiative, Campaign, Tactic, and Line Item
levels, with inheritance rules to reduce administrative
overhead.
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2. Data Encryption
Encryption at Rest

All data stored in the platform's databases must be
encrypted using AES-256 or equivalent. This includes
backups and snapshots. You should verify that the
vendor manages encryption keys securely, ideally using a
hardware security module (HSM) or key management
service like AWS KMS.

Encryption in Transit

All API calls, both inbound and outbound, must use TLS 1.3.
Older protocols (TLS 1.2, TLS 1.1, SSL) should be
deprecated. This applies to integrations with the ERP,
CRM, and ad platforms.

3. Compliance Certifications
SOC 2 Typel ll

The vendor should complete annual SOC 2 Type Il audits,
covering Security, Availability, and Confidentiality trust
service criteria. Request a copy of the most recent
report and verify that it covers the specific services
you'll be using (SaaS platform, APl integrations, data
storage).

ISO 27001

For global deployments, ISO 27001 certification
demonstrates that the vendor follows international best
practices for information security management. Verify
the scope of the certificate.

GDPR Data Residency

If you operate in the EU, the platform must support data
residency controls. Personal data from EU leads and
customers should be stored in EU-based data centers
and should not be transferred to non-EU regions without
explicit data processing agreements.
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Ask the vendor: Where are your data centers located?
Can you enforce data residency at the tenant level?
What are your data transfer mechanisms for cross-
border processing?

4. Audit Trails and Data Lineage

Every change to financial data must be logged with full
context:
« Who made the change (user ID, email)
- What was changed (field name, old value, new value)
« When it was changed (timestamp with timezone)
« Why it was changed (if approval workflows are
involved, include approval chain)

Audit logs must be immutable and retained for at least 7
years to meet financial compliance standards. They
should be exportable for forensic analysis.

Data lineage is equally critical. If a performance metric
appears in a dashboard, you should be able to trace it
back to the source: Which API call pulled the data?
When? Was it transformed? By which ETL job?

B. Vendor Risk Assessment

Beyond the platform itself, evaluate the vendor's
organizational security posture:

- Security Incident Response Plan: Does the vendor
have a documented process for detecting,
responding to, and notifying customers about
security breaches?

- Business Continuity and Disaster Recovery: What
are the vendor's RTO (Recovery Time Objective) and
RPO (Recovery Point Objective) commitments? Are
they contractually enforceable?
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« Third-Party Subprocessors: Does the vendor use
subprocessors (cloud hosting providers, support
tools) that introduce additional risk? Are these
disclosed?

+ Penetration Testing: Does the vendor conduct regular
penetration tests and vulnerability assessments? Will
they share redacted summaries with customers?

Include these questions in your RFP. Vendors who meet

enterprise security standards will have documented
answers ready. Vendors who don't will stall.
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CHAPTER 4:

@El» IMPLEMENTATION
ROADMAP AND
RESOURCE PLANNING

A Technical Architecture Guide for an Enterprise Marketing System of Record 18



Deploying a Marketing System of Record is not a one-
quarter project. It requires coordination between IT,
Finance, Marketing Operations, and executive
leadership. The good news: it follows a predictable
sequence.

This chapter provides a realistic timeline, resource
allocation estimates, and handoff points between
teams.

Phase 1: Discovery and Requirements Definition
(Weeks 1-6)

Objective: Document current state, define integration
requirements, and establish success criteria.

Key Activities:

- Map the Current Marketing Stack: Inventory all tools
currently in use. Identify which ones will integrate
with the System of Record and which will be retired.
Create a data flow diagram showing how budget,
campaign, and performance data move today.

« Define Integration Scope: Work with Finance to
define the bidirectional ERP integration
requirements. Work with Sales to define CRM
attribution data flows. Work with Marketing to define
ad platform and MAP integrations.

- Establish Taxonomy Structure: Marketing
Operations must define the hierarchy (Initiative »
Campaign - Tactic -~ Line Item) and field mappings.
This becomes the schema that governs the entire
system.

- Security and Compliance Review: InfoSec conducts
a vendor security assessment. Legal reviews the
Data Processing Agreement. Procurement negotiates
SLA terms.
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Deliverables:
- Integration requirements document
- Data migration plan
+ Approved security and compliance checklist
- Signed statement of work

IT Resource Estimate: 20-30 hours (Solutions Architect:
15 hours, InfoSec: 10 hours, Identity Management: 5
hours)

Phase 2: Platform Setup and Configuration (Weeks 7-9)

Objective: Provision the platform, configure SSO, and set
up user roles.

Key Activities:

- Tenant Provisioning: The vendor provisions your
dedicated tenant. This includes setting up regional
dataresidency if required.

« SSO Integration: IT configures SAML 2.0 SSO with your
identity provider. Test authentication flows for all
user roles.

+ Role and Permission Configuration: Marketing
Operations defines user roles (e.g., Budget Approver,
Campaign Manager, Read-Only Analyst). IT maps
these roles to Active Directory groups.

« Taxonomy Setup: Marketing Operations builds the
taxonomy structure (Initiatives, Campaigns, Tactics)
in the platform. This is mostly a Marketing-led task,
but IT should review for schema consistency.

Deliverables:
« Fully configured tenant with SSO enabled
+ Role-based access controls tested and documented
« Taxonomy structure validated by Finance and

Marketing

IT Resource Estimate: 15-20 hours (Identity Management:
8 hours, Solutions Architect: 7 hours)
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Phase 3: Integration Development (Weeks 10-17)

Objective: Build and test integrations with ERP, CRM, and
ad platforms.

Key Activities:

- ERP Integration (Highest Priority): Configure
bidirectional sync between Finance's ERP and the
Marketing System of Record. Budgets and forecasts
flow from ERP to Marketing. Actuals flow from
Marketing to ERP for GL posting. This requires close
collaboration between IT's Data Engineering team
and Finance's FP&A team.

- CRM Integration: Configure the connector to
Salesforce or Microsoft Dynamics. Lead, opportunity,
and attribution data flow from CRM to the System of
Record for ROI calculation.

+ Ad Platform Integrations: Connect to Linkedin Ads,
Google Ads, Meta Ads. Performance data (spend,
impressions, clicks, conversions) is ingested daily.

- Testing and Validation: Run test data through each
integration. Validate that field mappings are correct,
error handling works, and logs are generated for
audit purposes.

Deliverables:

« Working integrations with ERP, CRM, and ad platforms

+ Integration test report with pass/fail results

« Data validation summary (e.g., '5600 test transactions
synced successfully’)

IT Resource Estimate: 35-50 hours (Data Engineering: 30

hours, Solutions Architect: 15 hours, Platform vendor's
integration team: 20 hours)
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Phase 4: Pilot Deployment (Weeks 18-21)

Objective: Run a limited pilot with one Marketing team or
region to validate workflows before full rollout.

Key Activities:

- Select Pilot Group: Choose a low-risk, high-
engagement team. Typically, this is the Demand
Generation team or a single geographic region.

- Migrate Historical Data: Load the past 12-24 months
of budget and campaign data for the pilot group. This
validates your data migration scripts.

+ Training and Onboarding: Marketing Operations trains
the pilot users on workflows: how to create campaigns,
allocate budgets, track performance, and run reports.

« Monitor and Iterate: Track usage metrics. Collect
feedback. Fix bugs. Adjust configurations based on
real-world usage.

Deliverables:

- Pilot group successfully using the platform for 4 weeks
. Pilot retrospective report with lessons learned
« Go/No-Go decision for full rollout

IT Resource Estimate: 10-15 hours (Solutions Architect: 5
hours, Marketing Operations: 30 hours, Support: ongoing)

Phase 5: Full Rollout and Steady State (Week 22 onward)

Objective: Expand to all Marketing teams globally and
transition to steady-state operations.

Key Activities:

- Phased Rollout by Region or Team: Don't onboard
everyone at once. Roll out in waves: North America
Week 22, EMEA Week 24, APAC Week 26.

- Decommission Legacy Tools: Once a team is fully
onboarded, retire the old spreadsheets and point
tools. Transfer remaining data if needed.
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« Ongoing Training and Enablement: New hires need
training. Quarterly refreshers for existing users.
Marketing Operations owns this.

- Monitor Integration Health: IT sets up monitoring for
the ERP, CRM, and ad platform integrations. Alert if
sync jobs fail.

Deliverables:

« 100% of Marketing teams onboarded
- Legacy systems decommissioned
. Steady-state support model defined

IT Resource Estimate: 10-15 hours for initial rollout, then
2-5 hours/month for ongoing support and integration
monitoring.

Total Timeline and Resource Summary

- Total Implementation Timeline: 16-21 weeks from
kickoff to full rollout

+ Total IT Hours: 80-120 hours across all phases

- Total Marketing Operations Hours: 100-150 hours
(mostly in Phases 2, 4, and 5)

- Finance Involvement: 20-30 hours (mostly in Phase 1
and 3 for ERP integration)

This is a realistic estimate for an enterprise with 500-
1,000 marketing users, 3-5 major integrations, and
standard change management protocols. Your timeline
may vary based on organizational complexity and
stakeholder availability.
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CHAPTER 5:

TECHNICAL FAQ AND
OBJECTION HANDLING
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This chapter addresses the most common technical
questions and concerns IT leaders raise when evaluating
a Marketing System of Record.

1. Is this a SaaS-only solution, or can we deploy it on-
premises?

Most modern Marketing Systems of Record, including
Uptempo, are SaaS-only. There is no on-premises
deployment option.

Why SaaS-only makes sense:

« The platform must integrate with external SaaS
systems (LinkedIn Ads, Google Ads, Salesforce).
Hosting it on-prem creates firewall and latency
challenges.

« Marketing's usage patterns are bursty. End-of-
quarter budget planning creates 10x traffic spikes.
Cloud infrastructure auto-scales; on-prem does not.

« Compliance certifications (SOC 2, ISO 27001) are
maintained by the vendor. You inherit those
protections without managing infrastructure.

For regulated industries that require private
connectivity, vendors like Uptempo support AWS
PrivatelLink or Azure Private Link. This creates a private
network path from your VPC to the vendor's
infrastructure, eliminating public internet exposure.

Configuration is typically handled during Phase 2
(Platform Setup). The vendor provides a metadata URL
and certificate. You configure the SAML app in your IdP,
map user attributes, and test authentication.

Important: Verify that the platform supports Just-In-
Time (JIT) provisioning or SCIM-based user provisioning.
This automates user onboarding and deprovisioning
when employees join or leave the company.
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3. What happens if an APl integration breaks? Do we
have to rebuild it?

APl integrations fail for two main reasons: (1)
upstream APl changes (e.g., LinkedIn deprecates a
field), or (2) rate limiting.

For upstream API changes: The vendor should monitor
APl deprecation notices from Linkedln, Google, Meta,
etc., and release connector updates before breaking
changes go live. This is their responsibility, not yours.

For rate limiting: The platform should implement
exponential backoff and retry logic automatically. If a
sync job hits a rate limit, it should pause, wait, and retry
without manual intervention.

Ask vendors: What is your SLA for fixing broken
integrations? How do you notify customers about
integration issues? Do you provide integration health
dashboards?

4. What happens if Marketing changes a budget value
in the System of Record, but Finance already closed
the books in the ERP?

This is a governance question, not a technical one. The
platform should enforce rules that prevent conflicts:

+ Lock Down Closed Periods: Once Finance closes a
fiscal period in the ERP, the System of Record should
prevent Marketing from editing budget or actuals
data for that period.

- Approval Workflows: Any budget changes above a
threshold (e.g., $50,000) require approval from
Finance before syncing to the ERP.

« Conflict Resolution: If a sync detects a mismatch
(Marketing says $100K, ERP says $95K), the platform
should flag it for manual reconciliation rather than
auto-overwriting.
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The technical implementation: The ERP integration
should respect the 'fiscal period status' field. If status =
'Closed, write operations are blocked.

5. Can we build custom integrations using an API?

Yes. Enterprise platforms provide REST APIs that allow
you to:

« Pull data for custom reporting dashboards (e.g.,
Tableau, Power BI)

« Push data from internal tools (e.g., a custom
procurement system)

« Trigger workflows programmatically (e.g., auto-
create a campaign when an opportunity reaches a
certain stage in the CRM)

APl documentation should include rate limits,
authentication methods (typically OAuth 2.0), and
example payloads. Verify that the APl is versioned, so
your custom integrations don't break when the vendor
updates the platform.

6. How do you handle multi-region deployments for
GDPR compliance?

For enterprises operating in the EU, data residency is
critical. The platform should allow you to specify where
data is stored on a per-tenant or per-region basis.

Example: Your EU marketing team's data is stored in
AWS EU-West-1 (Ireland). Your US marketing team's data
is stored in AWS US-East-1 (Virginia). No cross-region
data transfer occurs without explicit configuration.

Ask vendors: Can you enforce data residency at the
tenant level? What are your Standard Contractual
Clauses (SCCs) for cross-border data processing? Do
you support Data Processing Agreements (DPAs) that
comply with GDPR Article 28?
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7. What database technology powers the platform?
Can we query it directly?

Most SaaS platforms use PostgreSQL or MySQL as the
transactional database, with a data warehouse layer
(Redshift, BigQuery, Snowflake) for analytics.

Can you query the database directly? No. SaaS vendors
do not provide direct database access for security and
stability reasons. Instead, use the platform's APl or
reporting interface.

If you need raw data for custom analytics, ask if the
platform supports scheduled data exports to your own
data warehouse. Some vendors provide S3 or SFTP
export capabilities.

8. How customizable is the taxonomy structure?

The platform should support fully customizable
taxonomy hierarchies. You define:

« Level names (e.g., 'Initiative,' 'Campaign, 'Tactic' or
'Program,' 'Sub-Program,’ 'Activity’)

- Required vs. optional fields at each level

« Custom attributes (e.g., 'Region, 'Product Line,’
‘Target Audience’)

Avoid platforms with rigid, pre-defined structures.
Marketing teams have diverse organizational models,
and forcing them into a one-size-fits-all taxonomy
creates adoption resistance.
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If you need raw data for custom analytics, ask if the
platform supports scheduled data exports to your own
data warehouse. Some vendors provide S3 or SFTP export
capabilities.

8. How customizable is the taxonomy structure?

The platform should support fully customizable taxonomy
hierarchies. You define:

- Level names (e.g., 'Initiative, 'Campaign, 'Tactic' or
'Program,’ 'Sub-Program, 'Activity’)

- Required vs. optional fields at each level

« Custom attributes (e.g., 'Region, 'Product Line, Target
Audience’)

Avoid platforms with rigid, pre-defined structures.
Marketing teams have diverse organizational models, and
forcing them into a one-size-fits-all taxonomy creates
adoption resistance.

9. What's your disaster recovery strategy? What are the
RTO and RPO guarantees?

Enterprise SLAs should specify:

« RPO (Recovery Point Objective): Maximum acceptable
dataloss. For financial data, this should be = 1 hour. The
platform should use continuous replication to a
secondary region.
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- RTO (Recovery Time Objective): Maximum acceptable
downtime. For a mission-critical system, this should
be = 4 hours. The platform should support automated
failover to a standby environment.

Ask vendors: Have you ever had to execute your DR
plan?

How often do you test it? What percentage of
customers were affected by your most recent outage?

10. Can we run a sandbox environment for testing
changes before production?

Yes. Enterprise platforms should provide at least two
environments:

« Production: Where real data lives and real users
operate.

- Sandbox/Staging: A replica of production where you
can test configuration changes, new integrations, or
major upgrades without risk.

Sandbox environments should support data masking (so
you can test with realistic data without exposing PIl) and
should be refreshable (you can periodically sync it from

production to keep it current).

Confirm that sandbox access is included in your
contract and not an upsell.
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CHAPTER 6:

EVALUATION CHECKLIST
FOR IT LEADERS
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Use this checklist when evaluating Marketing System of
Record platforms. Each section includes the criteria to
assess and the questions to ask vendors during demos
and RFP responses.

Use this checklist to evaluate Uptempo (or any
marketing system of record):

Integration Requirements

- Supports bidirectional integration with our ERP
(Oracle, SAP, NetSuite)

« Supports Salesforce API (if CRM is Salesforce)

+ Supports Marketo/Eloqua/HubSpot API (if MAP is
used)

« Provides pre-built connectors for ad platforms
(Google, LinkedIn, Meta)

« Offers REST API for custom integrations

« Supports webhook callbacks for real-time data
updates

- Handles APl rate limits gracefully (exponential
backoff, throttling)

Security & Compliance

« Supports SSO (SAML 2.0) with our IDP (Okta, Azure AD,
etc.)

- Enforces MFA via IDP

« Provides role-based access control (RBAC)

- Supports attribute-based access control (ABAC) for
data segmentation

- Encrypts data at rest (AES-256)

« Encrypts data in transit (TLS 1.3)

« SOC 2 Type Il certified

« GDPR-compliant (data residency options)

- IS0 27001 certified

+ Provides immutable audit logs
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Data Architecture

Supports hierarchical campaign taxonomy (Initiative
- Campaign - Tactic - Line Item)

Allows flexible mapping of GL accounts to campaigns
Normalizes performance data from multiple sources
Provides API for exporting data to our data
warehouse

Supports "as of" reporting (historical snapshots)
Handles multi-currency budgets

Supports custom fields and metadata

Implementation & Support

Provides sandbox environment for testing

Offers phased implementation (pilot - rollout)
Includes integration support from vendor's solutions
architects

Documents all APIs and integration patterns
Provides SLA for data sync latency

Offers 24/7 technical support for production issues
Conducts quarterly architecture reviews

Vendor Risk Assessment

Vendor has SOC 2 Type ll report (reviewed annually)
Vendor maintains uptime SLA (99.9%+)

Vendor has disaster recovery plan (tested quarterly)
Vendor provides data portability (can export all data
if we leave)

Vendor has acceptable contract terms (termination,
data retention, indemnification)
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Conclusion: Shape Marketing's Next
Platform, Don't Inherit It

Marketing is going to buy a system. The questionis
whether IT shapes that decision or inherits the
consequences.

This guide has equipped you with the technical
architecture blueprint, security checklist, and evaluation
framework to ensure Marketing's next platform meets
enterprise IT standards from day one.

You now know:

- Why the average marketing stack fails IT standards
and creates technical debt

« The four architectural principles for a proper
Marketing System of Record

- The security, governance, and compliance
requirements that are non-negotiable

- The realistic timeline and resource requirements for
implementation

« The technical questions to ask vendors during
evaluation

The next step? Use the evaluation checklist in Chapter 6
to pressure-test your vendor shortlist. Schedule
technical architecture reviews with finalists. Involve
Finance early to define the ERP integration requirements.
And most importantly, position IT as a strategic partner
in this decision, not a compliance checkpoint.

Because when IT leads, marketing gets a platform that
scales. When IT is excluded, marketing gets a mess that
IT inherits.

Ready to start the conversation?

Schedule a demo with Uptempo. We'll walk through your
current marketing stack, map integration requirements,
and provide a detailed implementation roadmap tailored
to your environment.

A Technical Architecture Guide for an Enterprise Marketing System of Record

34


https://www.uptempo.io/demo/

