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How marketers are
adapting to changing
digital trends
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A report on global marketing leaders’ strategies to
transform digital engagement and drive revenue
through website innovation in an Al-enabled world.
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What you'll find
In this report

Sitecore surveyed hundreds of global marketing leaders
across the US, Canada, UK, and Australia in December
2024. Representing industries including financial
services, manufacturing, technology, and retail, these
CMQOs, VPs, and directors shared insights into:

« The strategic importance of websites and their
direct impact on organizational revenue goals.

- Current website technology struggles to support
revenue-driving initiatives, especially with scalability,
integrations, and future-proof capabilities like
personalization and Al.

« Emerging technology trends that optimize tech spending,
boost agility, reduce costs, and drive innovation.

The Websites 2025 report highlights the path forward
to optimize CMS investments and embrace future-
ready solutions.
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1.0

Executive
summary

The Websites 2025 report explores the current
state and outlook for digital marketing, with a
specific focus on the role of personalization, Al, and
advanced analytics in website optimization. Key
findings highlight the challenges and opportunities
marketers face as they aim to enhance their digital
strategies and drive business growth.

Overall, the report underscores the critical

role of personalization and Al in driving future
business success, while highlighting the challenges
organizations must overcome to close the gap
between ambition and execution.

Personalization as a top priority

Personalization is identified as the
leading priority for marketers, with 92%
emphasizing its importance in driving
impactful business outcomes. However, a
significant gap exists, as only 32% believe
their CMS platforms currently support
effective personalization.

Al and automation

Al is increasingly seen as a key driver for
delivering personalized experiences, with 97%
of executives prioritizing Al and automation
for future website success. Despite this,

only 18% of CMS platforms are equipped to
leverage Al effectively, exposing a significant
misalignment between leadership vision and
operational readiness.

Barriers to progress

Marketers are facing several obstacles in
their efforts to optimize websites, including
budget constraints, ROl challenges, and
technical limitations. These barriers are
particularly prominent in organizations with
lower digital maturity, which struggle more
than advanced organizations to overcome
these challenges.

Digital maturity gap

The report finds a stark contrast in the digital
maturity of organizations. Only 10% consider
themselves experts, while nearly half are
categorized as developing or novice. The less
mature organizations are 196% more likely

to face challenges with budget and RO, and
203% more likely to encounter difficulties
with implementation and technical expertise.

Investment priorities

Looking ahead, marketing executives are
prioritizing investments in personalization,
Al and generative Al optimization, and
advanced analytics over the next three
years. These investments are expected

to drive business growth by improving
customer engagement, conversions,

and satisfaction. Notably, there is a gap

in enthusiasm between executives and
practitioners, with the latter being less likely
to plan for Al investments.

Shift to integrated experiences

The report concludes that the next evolution
of CMS platforms will involve greater
integration of personalization, Al, and
advanced analytics. Marketing executives are
focused on leveraging these technologies

to create tailored experiences that will
generate increased revenue and competitive
differentiation. As organizations continue

to mature digitally, the ability to address
blockers and embrace these technologies will
be crucial for sustained success.
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Introduction

Welcome to WebSiteS 2025

Priorities and challenges for a new era of websites

Marketers are increasingly asked to do more with less—fewer resources
and smaller budgets—while customers expect more, particularly in the
form of personalized experiences across various channels.

As digital channels become the primary way customers interact with
brands and online transactions continue to grow year on year, a company’s
website has become its top revenue driver, placing even more pressure on
marketers to deliver results.

However, marketers face significant challenges with current CMS
technology, including issues with scalability, integration with broader tech
stacks, and the ability to adopt new capabilities like personalization and Al.

These tech blockers are further complicated by budget constraints and
the limited availability of technical expertise, making the situation even
more challenging.

To succeed, marketers must rethink how they leverage their most valuable
digital asset—their website. By addressing these obstacles directly, they
can position themselves and their organizations for growth, even amid
resource constraints and rising customer expectations.

- 81%

2 54%

2 76%

81% of marketers said their website's primary goal is to drive
revenue through lead generation, ecommerce sales, and brand
awareness campaigns.

54% of marketers rate personalization extremely important to
their website's success, but only 5% rate their current CMS as
supporting it extremely well.

76% of marketers cite budget constraints as the biggest barrier
to advancing website capabilities, with 31% investing less than
5% of their marketing budget in web experience.
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websites today
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The primary
objective of a
website today Is
to drive organic
revenue to the
business
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Primary objectives

Lead generation
for websites today

44% of marketing practitioners and
47% of marketing executives said
that the primary objective of their
website is to drive lead generation.

Websites have transformed into powerful
tools for driving core business objectives,
from generating leads to increasing brand
awareness and supporting ecommerce
sales. Serving as central hubs for
omnichannel engagement, they integrate
digital and physical touchpoints to deliver
seamless user experiences. With evolving
digital priorities, websites are now desighed
to scale, incorporating Al-driven capabilities,
personalization, and advanced integration to
meet diverse marketing goals.

Brand awareness

Brand awareness was identified as the
second-highest priority for websites

by 19% of marketing practitioners, while
14% of marketing executives ranked it as
the third-most important objective.

Ecommerce sales

Ecommerce sales were ranked as the
primary objective by 18% of marketing
practitioners, placing it third overall, while
20% of marketing executives ranked it as
the second-most important objective.
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Traditional website

management technology

doesn’t cut it today

Websites are critical to business success, yet they remain underfunded
and constrained by outdated technology. Despite their strategic
importance, 58% of executives admit their websites only somewhat
align with their primary objectives.

A majority—56% of marketing practitioners—said they rely on traditional

platform CMS technology to manage their sites, limiting their ability to
meet evolving customer expectations.

This misalignment is further compounded by underinvestment: 33%
of marketing executives allocate less than 5% of their budget to their
website, while 71% spend less than 10% on website technology and
innovation. In contrast, marketing budgets often heavily favor digital
advertising to drive demand, with an average of 40% allocated to paid
media efforts.

As a result, only 16% of marketing executives feel their websites
effectively support their primary revenue-driving objectives, leaving a
significant gap in their ability to capitalize on personalized, omnichannel
experiences that drive organic business growth.

A key challenge in using our current CMS is its
limited flexibility to integrate with newer tools
and technologies, which makes it difficult to

adapt quickly to evolving customer needs and
deliver personalized experiences at scale. ® ®

CMO INSIGHT, WEBSITES 2025 INTERVIEW
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Q: What are the top metrics

3 . 3 Des p|te Top website sUCCess Measures quoted by marketing executives L
challenges with 78% 70% 56% 42% 20%
CUI’T ent Si t e S, Conversionrates  Traffic volume Revenue generated  Time on site Bounce rate
businesses still
demand results

Even with minimal investment in web technologies and
the limitations of traditional CMS platforms that fail

to meet evolving customer experience expectations,
businesses continue to demand results from their
primary digital channel.
56% of marketing executives identified revenue
generation as a key metric for evaluating website
effectiveness. Additionally, 70% emphasized traffic
volume, while 78% highlighted the importance of
converting that traffic into tangible results as critical
measures of success.

Our website is clunky and lacks personalization,

directly impacting conversions.

CMO INSIGHT, WEBSITES 2025 INTERVIEW
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1

Revenue
generation is

key, but current
websites fall short

As highlighted in the previous chapter, over half of
marketing executives surveyed cited revenue generation
as a primary metric for assessing website effectiveness.
Additionally, nearly three-quarters pointed to upstream
metrics, such as traffic volume and conversion rates, that
directly contribute to revenue outcomes.

When defining their website’s success in achieving this
core objective, 80% emphasized increasing lead flow
and customer inquiries, while 55% pointed to enhancing
customer engagement and retention. This underscores
the dual role of websites in driving new revenue and
securing existing revenue by delivering seamless,
engaging user experiences.

However, despite this focus on revenue generation,
only 58% of marketing executives believe their current
websites effectively support their primary revenue-
driving goals, exposing a significant gap between
expectations and reality due to major limitations with
their current CMS.

Impactful use cases for Al in digital experience cited by marketers

customer inquiries

Enhance customer
engagement and retention

Achieve higher ROl on
marketing investments

48%

Expand market reach and
attract new customers

44%

Increase online
sales conversions

44%

Support data-driven
decision making

41%

Reduce operational
costs with automation

33%

Ensure seamless integrations
to streamline workflows

27%

Improve site performance and 19%
uptime to avoid lost revenue

It's old school because we manually post content and update sections. There is
no integration or personalization and it's frustrating that we are technologically

disadvantaged. It's hurting our conversion rates.

CMO INSIGHT, WEBSITES 2025 INTERVIEW

Q: How do you define
success when it comes to
your website's impact on
revenue generation and
operational efficiency?
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93% of marketing practitioners identified a seamless user

S ea m I eSS u S e r experience as crucial for staying competitive in today’s digital The biggest challenge

is our internal leadership
understanding the need

° landscape. Mobile responsiveness followed with 77%, while page

expe ri e n Ce iS load speeds and personalization tied for third at 66%. Interestingly, to keep pace in the

20% more respondents ranked personalization as the most competitive landscape.
o : : .
a ra m 0 u nt fO r Sta I n important feature for website competitiveness compared to CMO INSIGHT. WEBSITES
mobile responsiveness. These top three priorities underscore 2025 INTERVIEW
the importance marketers place on delivering superior customer

[ o ([ ’
C O m p et I t |Ve I n tO d ay S experiences to drive revenue, highlighting the need for a CMS that

supports fast, seamless, and personalized omnichannel experiences

d igita I ﬁ rSt WO rI d to succeed in the digital age.

Top catalysts for digital experience programs cited by marketers

9 3 % 7 % 6 6 A

following website
functionalities in the order
you believe are most
important for staying

itive i ' Page load speeds 0 . . . . .
Zi"gri';gle;:;;z;zdays ; ¥ Seamless user experience Mobile responsiveness Page load and personalization
Personalization capabilities 93% of marketing practitioners 77% of marketing practitioners 66% of marketing practitioners

Mobile responsiveness

identified a seamless user identified page load speeds as viewed both page load speeds
Robust security 529% experience as an important website an important functionality for and personalization as important

functionality for maintaining maintaining competitiveness in for maintaining competitiveness,
Publishing speed 48% competitiveness in today’s digital today's digital landscape, with 10% with 10% ranking page load

landscape, with 59% ranking ranking it as the most important. speed as the most important
Advanced analytics tools 47% it as the most important. functionality and 9% selecting

personalization as their top priority.

Ecommerce functionality 40%
(]

Al / GenAl 33%

No-code visual editing 9%

12
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Q: How important is it that your CMS Q: How confident are your in your current
e a I I I e S S u S e r seamlessly integrates with the rest of your CMS’s ability to scale and integrate with
o tech stack and scales with audience demand? new technologies?
( o
I . t t .
S€amiess INtegrations :

(N 70

; and scalabillit
@ 60

Average confidence gap for CMS integration and scalability

® O 50
0o To deliver seamless, personalized omnichannel experiences 20
i quickly, website technologies must integrate effectively with %
: : : : other tools in the martech stack, such as customer data "

latforms (CDPs), customer relationship management (CRM)

e o P P & 0 13%

systems, account-based marketing (ABM) tools, and more. °
‘YXXKX 4 &

© Very important Very confident

0000 These technologies also need to scale on demand, ensuring
@000 high performance, fast page load speeds, and optimal uptime
: : : : to avoid losing revenue to competitors due to a subpar

digital experience.

8 P L T e
® 0 o A key challenge in using our current CMS is its limited flexibility
0o While 65% of marketers recognize the importance of strong to integrate with newer LCllEl t?ChnOIOg'eS’ PG
® 0 . . - . it difficult to adapt quickly to evolving customer needs and
° integrations and scalability, only 13% are very confident deliver personalized experiences at scale.

d

that their current CMS can scale and integrate with new
€ , , o , CMO INSIGHT, WEBSITES 2025 INTERVIEW
technologies. This reveals a significant gap between marketers

expectations and the capabilities of their current tools.

13
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Key CMS limitations
hindering marketing
from driving seamless
experiences

The limitations of marketers' current CMS capabilities go beyond
the lack of seamless integrations and scalability to meet
audience demand.

According to 22% of respondents, insufficient support for
multichannel content delivery is the biggest limitation. Additionally,
20% cited the high cost of maintenance and 17/% pointed to

poor user experiences for administrators as significant barriers
preventing marketers from reaching their goals with their current
CMS. These challenges highlight the struggle marketers face in
delivering the seamless, personalized user experiences necessary
for driving engagement and conversions.

As marketers look to overcome these barriers, the growing
importance of Al and personalization emerges as crucial factors
iIn meeting evolving customer expectations and enhancing
digital strategies.

Q: What is the biggest limitation
of your current CMS?

Biggest limitations with current CMS cited by marketers

0% 50%

Poor multichannel delivery

High cost of maintenance

Poor UX for admins 7%

Lack of integrations 15%

Limited scalability 13%

Lack of Al and automation 9%

*4% of respondents noted poor global implementation, lack of capabilities, and resource constraints

We've outgrown our home-grown CMS's ability to efficiently scale globally to meet the
demands of site content localization and ability to update and publish quickly. It is also

not built to integrate seamlessly with the rest of our CRM and other tech stacks.

CMO INSIGHT, WEBSITES 2025 INTERVIEW
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Marketers are focusing on enhancing website personalization and

M a rkete rS S ee content quality to drive better business outcomes. By prioritizing | would like to have a platform

o that offers a seamless
experience from content

these improvements, they aim to deliver more targeted and engaging

u n t a p p e d p Ote n t i a I experiences that resonate with customers. Additionally, marketers curation to execution.

are refining SEO strategies to further boost visibility and traffic.
CMO INSIGHT,

t °
I n e n h a n C ed We bS I te Together, these efforts are seen as crucial for increasing customer WEBSITES 2025 INTERVIEW

engagement, improving conversion rates, and ultimately achieving

o °
I t d stronger business performance. These enhancements offer
p e rS O n a Iza I O n a n marketers the opportunity to unlock greater potential and create
[
content quality

more impactful results.

Key areas for website improvement cited by marketers

o o o
Q: Which of the following Personalization O o o
areas do you believe

your website could most Content quality
improve to generate better
business outcomes?

°FO S1% Personalization Content quality Search engine optimization
Visual design 459% Personalization stands out as Improving content quality At 51%, enhancing SEO emerges
the top-priority enhancement ranks as the second-highest as the third-highest priority for
Integration and scalability 44% for marketing teams aiming priority for marketing teams, marketing teams striving to achieve
to drive impactful business with 59% emphasizing its impactful business results.
Omnichannel management 34% outcomes, with 69% of marketers importance in driving meaningful
emphasizing its importance. business outcomes.

Speed and performance o

Accessibility 1%

16
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H 9 Nearly all marketers
acknowledge the
Importance of
personalization, but We msinyfce personaiztonchalengesa s resly s

to our customers and this challenge easily puts them off and

Yy f h I k d ° abandons their engagement.

: : eW ave u n OC e It CMO INSIGHT, WEBSITES 2025 INTERVIEW

® e

o000 Personalized experiences are essential for meeting customer needs and driving

o0 business impact because they enable brands to deliver relevant, tailored

o0 interactions that resonate with individual preferences and behaviors.

oo By leveraging data and advanced personalization technologies, businesses can

: : : anticipate customer expectations, foster deeper engagement, and enhance

0o customer satisfaction. According to McKinsey? companies that excel at

o0 personalization generate 40% more revenue from those activities than average of marketers said their current CMS
® players. This not only builds loyalty but also boosts conversion rates, increases supports personalization well, while
® customer lifetime value, and drives competitive differentiation, contributing to 92% said personalization is important

measurable business growth.

to the future success of their website

While 92% of marketers surveyed recognize personalized experiences as vital
to their websites' success and driving impact through primary digital channels,
only 32% believe their current CMS supports personalization effectively.

This gap widens further when considering the role of Al as a personalization
accelerator. Marketers increasingly view Al as critical to website success, yet
many find their CMS lacks the capabilities needed to fully leverage its potential.

17 2Nidhi Arora, Daniel Ensslen, Lars Fiedler, Wei Wei Liu, Kelsey Robinson, Eli Stein, and Gustavo Schuler, "The value of getting personalization right—or wrong—is multiplying,” McKinsey & Company, 2021.


https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying
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5 . 3 Al Is the future for driving s — it
p e rS O n a I i Z e d eX p e ri e n C e S’ Average confidence gap for CMS Al and automation
but most aren’t ready

90

80

Al capabilities, including generative Al, are revolutionizing website functionality

70

by enabling real-time personalization, predictive analytics, and automated

60
content creation. These advancements streamline user journeys, boost

engagement, and foster customer loyalty. Al-powered tools such as chatbots %

40

and virtual assistants further enhance user experiences by reducing friction

and offering predictive assistance. However, ethical considerations—centered 30

on privacy, consent, and trust—are critical for sustainable adoption. 20

10 I 18% -

A striking 97% of marketing executives surveyed identified Al and automation

o)

as critical to the future success of their websites. Yet only 18% of marketing % of marketing % of marketing practitioners
. . . executives that consider that say their CMS currently
practitioners reported that their platforms are currently equipped to support Al very important supports Al

Al capabilities. Additionally, marketing executives were 28% more likely than
practitioners to view Al as very or extremely important to their website's future.

This disparity reveals a significant misalignment: while executives prioritize Al's Tre mremie ssranes anel epalsiiies o Al uil o cssamisl

transformative potential, practitioners remain constrained by the limitations of to a website e.g., chatbots/virtual assistants, delivery of highly

personalized content, etc.

current systems. Bridging this gap requires organizations to align their strategic
priorities with operational capabilities, ensuring that both leadership vision and CMO INSIGHT, WEBSITES 2025 INTERVIEW
technical readiness converge to achieve shared goals in website effectiveness.

18
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86% of marketers
want to leverage Al to
hyper-personalize their
brand’s experiences

Creating hyper-personalized experiences that captivate your audience
and drive conversions starts with content—delivering the right content,
to the right audience, on the right channel, at the right time. Achieving
this requires extensive planning, resources, scalability, and, crucially,

a significant volume of content. Yet even with these in place, success
hinges on having a robust mechanism to deliver that content in the most
personalized and effective ways.

It's no surprise, then, that marketers identify personalization and
content creation as the top priorities for integrating Al into their website
strategies. Together, Al and personalization are critical to meeting
customer expectations and driving business results, but barriers to
advancing web capabilities often stand in the way.

Hyper-personalization remains the biggest challenge, especially
with a focus on promoting the right content to target potential

customers and convert to leads.

CMO INSIGHT, WEBSITES 2025 INTERVIEW

Key areas for Al integration cited by marketers

Personalization of

user experience

Content creation and curation

Predictive analytics

58%

Chatbots and virtual assistants

55%

Automated testing
and optimization

55%

Voice search capabilities
12%

Q: In which areas would
you most like to see

Al integrated into your
website strategy over
the next three years?
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° °
Q: What prevents your organization from investing
e n I y I n g C a n ge S in more advanced website capabilities?
[

° °

tO l I I a ke I S S I l I I p I e Main blockers preventing website improvement cited by marketers
°

overcoming hurdles

[ ) t h I h I I Complexity of implementation 49%
S e e a C a e ge Lack of technical expertise 38%
| &
Despite recognizing the importance of enhancing their Unelear RO 5% ®
websites to deliver personalized, Al-driven, omnichannel : :
. . . . . Lack of alignment with 31% RN )
experiences that drive conversions, businesses are struggling business priorities
to close the gap between ambition and reality. Resistance to change 31% ¢ o
0 e
While 76% of marketers surveyed cite budget constraints o0 0
as the primary barrier to improving website capabilities, e o060
an additional 32% also point to challenges proving ROl in
these investments. ©0e0
o e
Additionally, nearly half of marketers highlight the complexity PP
of implementation, while 38% identify a lack of technical o0 o
expertise as other key obstacles hindering progress.
R BN
AN
0 @
Budget constraints and unclear ROl have made it difficult ®
to justify investment in new tools.
s

CMO INSIGHT, WEBSITES 2025 INTERVIEW

21
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Digital maturity
levels significantly
Impact the hurdles
organizations face

Not all organizations are equipped to fully embrace digital innovations,
and as a result, they must address various blockers in different ways.
The ability to move forward with digital transformation initiatives largely
depends on an organization'’s digital maturity.

When we surveyed respondents about their organization's level of
digital maturity, we found that only 16% considered their organizations
to be experts or advanced, while 49% ranked themselves as developing
or novice, indicating lower digital maturity.

The data shows that no digital maturity group is free from blockers,
though the expert group was the only cohort that did not cite
organizational resistance to change as a barrier to investing in digital
innovation. However, significant differences emerged between the less
digitally mature group (novice and developing) and the more mature
group (advanced and experts). The less mature group was 196% more
likely to face challenges with budget and ROl compared to the more
mature group. They were also 203% more likely to cite complexity of
implementation and lack of technical expertise as blockers.

The gaps between novice and expert organizations are even more
striking, with novices reporting 212% more budget or ROl challenges
and 269% more difficulties with implementation complexity and
technical expertise gaps than experts.

Self-identified organizational digital maturity cited by marketers

3% 18% 35% 42% 7%

Expert Advanced Competent Developing Novice

Q: How would you assess
your organization’s current
digital maturity?
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We would like to see

T h t I t * Despite challenges and gaps in digital maturity, marketing f:;i':gse‘isaer:‘sl:g:I;E?r'zl‘f';arty
e n eX eVO u I O n executives remain optimistic about the next three years, integrati'ons, and advanced

prioritizing investments in website innovation. Personalization, analytics capabilities

. . .
fO r C M S I n C I u d e S Al/GenAl optimization, and advanced analytics tools are at the to track and optimize
customer engagement

top of their lists to drive business results. and ROI effectively.

o o
p e rS O n a I I Z a t I O n, While marketing practitioners align with these priorities, CMO INSIGHT,

they show less enthusiasm for Al, being 19% less likely than UHESSIIES) 220729 (NSRS

AI d d d executives to plan investments in Al and GenAl optimization
d a n a Va n C e over the next three years.

®
analytics

Key areas for website investments in the next three years cited by marketing executives

78% 75% 4%

technologies are you

planning to incorporate Al/GenAl and optimization so,
into your website strategy J
in the next 3 years?
Ad d lytics tool > . . o« e . .
e Personalization Al/GenAl and optimization Advanced analytics tools

Al powered chatbots or 56% 78% of marketing executives plan While 75% of marketing executives Advanced analytics tools rank

virtual assistants to invest in website personalization plan to invest in Al for their websites as the third highest investment

Site search or product 45% over the next three years to in the next three years, only 61% priority for marketing executives

discovery solutions improve business performance, of practitioners do, signaling in the next three years, signaling

Headless CMS —_ signaling the growing importance a gap between leadership’s a growing emphasis on leveraging
of tailored user experiences to focus on Al's growth potential data to drive decisions and
boost engagement, conversions, and operational challenges in enhance website performance.
and customer satisfaction. adoption and integration.

24



Websites 2025 Report

25

Marketing executives
plan to drive more
awareness and revenue
with their websites In

the next three years

Lead generation continues to be a top priority for marketers heading into the
next half of the decade, with an increased focus on driving converted revenue
through personalized experiences.

These efforts will be further supported by enhanced brand awareness and
seamless integrations between marketing and sales tools, which enable the
creation of tailored portals that not only enhance self-service customer
experiences but also reduce support inquiries and overall demand.

As a result, businesses can expect heightened competitiveness, with an
emphasis on delivering superior user experiences that directly contribute

to increased revenue through online transactions. These investments in
personalization, integration, and self-service capabilities will drive significant
ROI by boosting customer engagement, improving conversion rates and
enhancing the bottom line.

These shifts underscore the broader movement toward websites that deliver
more integrated experiences, supporting key priorities in the coming years while
enabling iterative progress. This approach allows businesses to address existing
constraints and consistently introduce incremental improvements for ongoing
success, with a strong, adaptable CMS at its core.

Role of the website in three years as cited by marketing executives

Seamless user experience

Primary channel for customer

acquisition and lead generation

Providing a hub for
personalized experiences

Integrating seamlessly with other
sales and marketing tools

Q: What role do you
see your website
playing in your overall

77%

digital strategy for the
next three years?

59%

50%

50%

Supporting customer

self-service

42%

Staying competitive with

improved user experiences

Acting as a central source of

actionable data and insights

Driving revenue through

online transactions

Delivering tailored portals

for different

25%
audiences

Integration across the
martech stack is another
need - as marketing
continues to rely on
technology and data,
the need to integrate

multiple software to
increase engagement
and lead gen will be a
top priority.

CMO INSIGHT,
WEBSITES 2025 INTERVIEW

We would like to see
more self-service
capabilities to make

our platforms more

agile and to see
integration of multi
channels, personalization,
the use of Al and
frictionless ecommerce
and CRM solutions.

CMO INSIGHT,
WEBSITES 2025 INTERVIEW

| would like to

see enhanced
personalization
features, seamless
third-party integrations,
and advanced analytics
capabilities to track
and optimize customer
engagement and

ROI effectively.

CMO INSIGHT,
WEBSITES 2025 INTERVIEW
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Final thoughts

This report highlights the growing importance of personalization, Al, and advanced
analytics as pivotal components for future-proofing digital marketing strategies. Marketers
increasingly recognize these technologies’ potential to drive customer engagement,
improve conversions, and foster loyalty, but significant barriers remain in their path.
The key challenges—budget constraints, ROl measurement, and technical limitations—are
particularly pronounced in organizations with lower digital maturity, highlighting the need
for stronger alignment between strategic vision and operational readiness.

As businesses move toward more personalized and Al-driven experiences, the

gap between executive priorities and practitioner capabilities becomes evident.
While executives are focused on leveraging Al to enhance digital experiences, many
practitioners struggle with the implementation complexities and lack of technical
expertise to make this vision a reality.

For organizations aiming to stay competitive, investments in personalization and Al are
no longer optional but essential. Companies must prioritize bridging the gap between
their digital ambitions and current capabilities, focusing on the integration of advanced
technologies into their CMS platforms. The path forward requires a commitment to digital
transformation, with a focus on scalability, robust content management systems, and the
adoption of Al-powered solutions to deliver hyper-personalized experiences that meet
evolving customer expectations.

The success of digital marketing strategies will depend on organizations’ ability to

address these barriers, advance their digital maturity, and continuously adapt to emerging
technologies. By doing so, businesses will be poised to not only meet but exceed customer
expectations, driving sustained growth and differentiation in an increasingly competitive
digital landscape.
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INto action

We finish with 10 essential questions for your
organization to reflect on as you shape and execute
your unique vision for the future of your websites,
driving your business success.

How can you measure e What are the potential G
and track ROl on ethical considerations

investments in digital of leveraging Al for
transformation? personalization in your
organization?

What metrics or KPIs can you put in
place to ensure that your website's
enhancements drive tangible
business outcomes?

How will you address concerns around
data privacy, consent, and trust to
ensure sustainable and responsible use
of Al in your digital experiences?

27

Turning insight

How mature is your
organization's digital
infrastructure?

Are you equipped with the necessary
systems, processes, and expertise to
support advanced personalization and
Al-driven experiences? If not, what
steps can you take to close the gap?

How can you align your e
digital maturity with your

organizational goals?

What actions can you take to gradually
advance your digital maturity and
create a roadmap for continuous
improvement in Al, personalization,
and content strategies?

What are the biggest
barriers to implementing
Al and personalization in
your digital strategy?

Is it a matter of budget, lack of technical
expertise, or challenges proving ROI?
How can you address these challenges
to move forward with your plans?

How are you planning to e
integrate marketing and

sales tools for a more
seamless customer journey?

What steps can you take to ensure
your website supports self-service,
personalized interactions, and aligns with
sales efforts to drive higher conversions?

How aligned are your
marketing and IT teams in
terms of digital strategy
and capabilities?

Are there communication or resource
gaps between leadership and operational
teams that may hinder the adoption of Al
and personalization technologies?

What is your strategy 9
for scaling personalized,

Al-driven experiences
across all customer
touchpoints?

How can you ensure consistency and

relevance in personalized experiences
across different channels, particularly
as your website and CMS evolve?

What investments in
advanced analytics, Al,
and personalization will
yield the most value for
your business?

How can you prioritize these investments
to create the most impact in terms of
customer engagement, conversions, and
long-term growth?

Do you have a trusted @
technology partner you

can rely on to support your
digital success now and

into the future?

Are you partnered with the right vendors,
consultants, and systems integrators that have
the right technology and experience to see
you succeed in the next wave of innovation?
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8.1 We spoke to 200 global
marketing leaders

Through a blend of quantitative and qualitative
analysis, we surveyed 200 marketing leaders across
the US, Canada, UK, and Australia.

Our cohort included CMOs, VPs, and marketing directors from diverse
industries such as financial services, manufacturing, technology, retail,
and travel and hospitality.

All participants currently work in-house for organizations with 1,000+
employees. The research was conducted by Sitecore in December 2024.
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About Sitecore

Sitecore is a global leader in digital experience software, trusted by visionary brands
like L'Oréal, Microsoft, and United Airlines to power their content lifecycle from content
strategy to digital experience delivery. Our composable platform gives marketers and
technologists the power to build together at global scale — harnessing content, data,
personalization, and Al — to manage digital assets, create engaging content, understand
customer intent, and deliver standout experiences across all touchpoints.

Discover more at sitecore.com.
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