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CUSTOMER EXPERIENCE 2017: THE JOURNEY TOWARD 
CUSTOMER-CENTRICITY CONTINUES 

Every interaction with a consumer is a chance for a brand to surprise and delight—or a missed opportunity to do so. 

The promise of data-driven marketing is that brands will be able to ensure each touchpoint is part of a cohesive and 

customized omnichannel experience. But marketers still have work to do to enshrine a customer-centered approach 

to the brand experience. 

 ■ Marketers are making improvements to the customer
experience a priority, on traditional as well as digital
channels. And they expect better business outcomes
from their efforts.

 ■ The store experience is a significant focus for
retailers, which are looking to leverage digital tools
and technologies to make in-store shopping more
personalized and relevant.

 ■ Digital experiences, meanwhile, are also becoming
more store-focused, as brands recognize the realities of
a nonlinear, omnichannel customer journey.

 ■ Consumers are not necessarily thinking about the
customer experience as such—but they do expect
to be able to get what they want quickly and easily
regardless of channel, and they don’t want brands to
disappoint them.

 ■ Better understanding of customer journeys—as well as
the ability to record all interactions and touchpoints with
a given customer in one location—can help marketers
deliver real-time, customized brand experiences. But
marketers have a long way to go to wrangle the data
and make it happen.

WHAT’S IN THIS REPORT? This report examines marketer 
priorities around the customer experience, as well 
as what consumers are looking for from brands. It 
also covers the progress marketers are making in 
understanding their customers’ journeys. 

Begin in-store

% of respondents

Locations/Channels Where US Internet Users Begin 
and Complete Purchases, Dec 2016

Note: most recent purchase only; read as 19% of respondents who begin 
their customer journey in-store complete their purchase via desktop/
laptop; numbers may not add up to 100% due to rounding
Source: ForeSee, "Experience Index: US Retail," Dec 14, 2016
221846 www.eMarketer.com

Complete 
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laptop
19%

Complete
on mobile

6%

Complete in-store
74%

Begin on mobile

Complete
on mobile

33%

Complete
in-store
25%

Complete 
on desktop/

laptop
40%

Begin on desktop/laptop

Complete 
in-store
  26%

Complete on mobile
13%

Complete
on desktop/
laptop
60%

KEY STAT: For many of internet users, the customer 
journey is no longer a linear one: It often extends across 
channels, according to research from ForeSee. 
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THE DATA-DRIVEN CUSTOMER 
EXPERIENCE ELUDES MARKETERS 

From both digital and offline channels, marketers 

have access—at least theoretically—to a wealth of 

data that could make customer experiences better. 

According to research from Forbes Insights and SAS 
conducted in February 2016, about three in 10 executives 
worldwide said they could already see “significant” 
improvements in their ability to deliver a good customer 
experience thanks to their use of data analytics. Most 
of the rest said they were seeing at least moderate 
improvements. And even more expected major shifts 
within the next two years. 

% of respondents

Executives Worldwide Whose Use of Data Analytics
Has Noticeably Shifted Their Ability to Deliver a
Superior Customer Experience, Currently vs. in 
2 Years, Feb 2016

Significant shift across the board
Shifts seen in many areas
Moderate shifts seen
No changes at all to customer experience
Don't know

Note: numbers may not add up to 100% due to rounding
Source: Forbes Insights, "Data Elevates the Customer Experience: New
Ways of Discovering and Applying Customer Insights" in association with
SAS, May 2, 2016
210441 www.eMarketer.com

Currently
29% 35% 27% 9%

1%

In 2 years
42% 30% 17% 9%

1%

But for now, using customer data to drive experiences 
across channels, in real time, is not a reality for many 
marketers. Just 7% of worldwide respondents to a Q1 
2017 CMO Council and RedPoint Global survey said they 
could “always” do this. While a quarter said they could 
deliver “some” such experiences, most were just starting 
down the path, or struggling to extend data-driven 
offerings beyond a handful of experiences. 

% of respondents

Current Ability of Their Company to Deliver Real-Time
Experiences to Their Customers According to
Marketers Worldwide, Q1 2017

We are always able to deliver real-time, data-driven experiences
across all customer touchpoints and across both digital and
physical engagements

We are able to deliver some experiences, primarily through
digital channels, that are in real time and based on individual
customer data

We are only able to deliver a handful of data-driven, real-time
experiences through marketing-owned platforms and touchpoints

We are struggling to deliver real-time, data-driven engagements, 
but achieving this level of customer experience is a top priority for 
the entire business

We are just starting on this journey and have not yet mapped
where and how these real-time experiences must be delivered

7%

24%

28%

20%

21%

Source: CMO Council, "Empowering the Data-Driven Customer Strategy:
Addressing Customer Engagement From the Foundation Up" in partnership
with RedPoint Global, March 21, 2017
224949 www.eMarketer.com

Many respondents pointed to problems with customer 
data, including continued use of basic spreadsheets to 
manage data and a lack of data-sharing across functional 
teams. Relatively few indicated their organization’s use of 
data was advanced enough to support a single customer 
view—just 6% said they had one that extended across 
all touchpoints, including those with third-party partners 
or vendors. 
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% of respondents

Current State/Capabilities of Their Company's
Customer Data Strategy/Accessibility According to
Marketers Worldwide, Q1 2017

Customer data means lots of spreadsheets being sent around
40%

Data is collected easily but is much harder to access without
specialized skills or without using IT resources for lengthy
projects

36%

Functional teams are not required to share customer data, and
we have not been able to develop an organization-wide data
strategy

35%

Marketing teams can access customer data in a timely fashion,
but other stakeholders must make requests for specific points of
data

27%

We are able to connect customer identities across multiple
engagement and transactional systems

26%

Data is the cornerstone of our customer engagement strategy
and critical to operations

21%

Data enables the organization to deliver highly personalized
experiences, including real-time, "next best offer" experiences

15%

Data is accessible in real time and in a way that enables us to
execute on our campaigns

14%

There is a data strategy in place that the entire organization
understands and works toward

13%

We have a complete view of our customer across every
touchpoint, including those owned by third-party partners or
vendors

6%

Source: CMO Council, "Empowering the Data-Driven Customer Strategy:
Addressing Customer Engagement From the Foundation Up" in partnership
with RedPoint Global, March 21, 2017
224951 www.eMarketer.com

Meanwhile, the path to purchase has become a winding 
road for the typical shopper. Cross-channel journeys in 
particular are common, according to December 2016 
research by ForeSee. 

The survey found that more than a quarter of respondents 
who began purchases on a desktop or laptop eventually 
purchased in-store, as did 25% of those who began on a 
mobile device. Purchases that began in stores were the 
most likely to remain in a single channel. 

Begin in-store

% of respondents

Locations/Channels Where US Internet Users Begin 
and Complete Purchases, Dec 2016

Note: most recent purchase only; read as 19% of respondents who begin 
their customer journey in-store complete their purchase via desktop/
laptop; numbers may not add up to 100% due to rounding
Source: ForeSee, "Experience Index: US Retail," Dec 14, 2016
221846 www.eMarketer.com
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laptop
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Complete
on mobile
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Complete in-store
74%

Begin on mobile

Complete
on mobile

33%

Complete
in-store
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Complete 
on desktop/

laptop
40%

Begin on desktop/laptop

Complete 
in-store
  26%

Complete on mobile
13%

Complete
on desktop/
laptop
60%

Even so, this is just a snapshot of the overall customer 
journey. A purchase that was begun and completed  
in-store might have been sparked by an email, by online 
research from months earlier, or by a mobile display ad 
served when the shopper was near a local store. And the 
customer journey also continues post-purchase. 

“A lot of clients come to us with a very traditional 
customer journey map that usually begins with online 
research and ends with a trip to the store,” said Rachel 
Bogan, product management partner at agency Work & 
Co. “We talk about how that journey is actually cyclical: 
You might buy something in-store but then come back to 
the website either for reviews or for returns. We’re also 
working with [clients] to show how users are bouncing 
between platforms or between touchpoints.” 

But the vast majority of marketers have, at best, a 
selective ability to “connect the dots” and associate 
customer analytics to better anticipate needs, according 
to data from the CMO Council and RedPoint Global 
survey. Just 7% of respondents said they were currently 
leveraging real-time customer analytics to deliver more 
positive experiences, while nearly a third admitted it was 
a struggle to do so. 



CUSTOMER EXPERIENCE 2017: THE JOURNEY TOWARD CUSTOMER-CENTRICITY CONTINUES ©2017 EMARKETER INC.   ALL RIGHTS RESERVED 5

% of respondents

Ability of Their Company to Associate Their
Customers' In-Line* Analytics According to Marketers
Worldwide, Q1 2017

Yes, we currently leverage in-line* analytics to deliver better
experiences

7%

Yes, but not 100% of the time
14%

Our ability to connect the dots is selective, at best, and not in
real time

49%

No, we struggle to connect points of engagement and analytics
31%

Note: to better understand and anticipate a customer's needs; numbers
may not add up to 100% due to rounding; *real-time customer data
analytics delivered within the engagement platform
Source: CMO Council, "Empowering the Data-Driven Customer Strategy:
Addressing Customer Engagement From the Foundation Up" in partnership
with RedPoint Global, March 21, 2017
224952 www.eMarketer.com

“There’s still a ways to go to integrate those data sets 
and connect that raw material of information, to have 
a much more compelling story about the consumer,” 
said Richard Dunmall, president of analytics technology 
company Media iQ Digital. 

While majorities of both “leading”—defined as those who 
leveraged big data across channels more effectively—and 
“mainstream” marketers in North America surveyed in 
October 2016 by Econsultancy and Google said they were 
conducting customer journey analysis, most mainstream 
marketers were not doing cross-device analysis. 
And minority shares of both groups reported using 
omnichannel analysis. 

% of respondents

Types of Analysis/Modeling Used by Marketing
Executives in North America for Their Customer
Experience Analytical Model, by Company
Performance, Oct 2016

Customer journey analysis
57%

57%

Cross-device analysis
52%

27%

Omnichannel analysis
41%

43%

Geolocation analysis
40%

27%

Attribution modeling
34%

37%

Marketing mix modeling
30%

43%

Offline behavior analysis**
27%

12%

Leaders* Mainstream

Note: *25% of respondents identified as those who leverage big data
across channels more effectively; **includes companies with a catalog,
retail or another offline sales channel
Source: Econsultancy, "Driving Growth With Measurement in a Mobile
World" in association with Google, Jan 19, 2017
222724 www.eMarketer.com

The pain points are familiar ones: budgets, tech and 
organizational silos. Fragmented engagement systems 
were the No. 1 barrier to implementing a data-driven 
customer experience among marketers worldwide 
surveyed by the CMO Council and RedPoint Global. 
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% of respondents

Primary Challenge of Executing Their Data-Driven
Customer Experience Strategy According to
Marketers Worldwide, Q1 2017

Fragmented engagement systems that fail to connect or deliver
a unified view of the customer experience across touchpoints

38%

Silos of customer data that remain inaccessible across the entire
organization

30%

Marketing is the only team fully invested in a data-driven
customer strategy, and it has been frustrating to get other teams
and stakeholders involved

16%

Data is centralized, but it is not universally available across the
organization or is hard to access without specialized skills or
training

13%

Customer intelligence is available but is not relevant to the
business or fails to inform the strategy to move forward

3%

Note: across all customer interaction channels
Source: CMO Council, "Empowering the Data-Driven Customer Strategy:
Addressing Customer Engagement From the Foundation Up" in partnership
with RedPoint Global, March 21, 2017
224950 www.eMarketer.com

The lack of customer analytics across channels was  
the biggest challenge to offering an omnichannel 
customer experience, according to retail executives 
worldwide surveyed in April 2016 by Periscope. US digital 
decision-makers surveyed in March 2016 by Loudhouse 
Research on behalf of Progress were most likely to point 
to a lack of collaboration between departments as one 
of the biggest barriers to delivering compelling customer 
experiences. And when asked what was standing in 
the way of building a single customer view, the largest 
proportion of marketing professionals worldwide 
surveyed last November by the Customer Data Platform 
(CDP) Institute cited budgets. 

Overall, this may add up to a lackluster picture for many 
marketers looking to deliver a successful, positive digital 
experience for their customers. 

For more on marketers’ struggle with tech and the single 
customer view, see eMarketer’s February 2017 report, 
“Marketing Technology 2017: Putting Customer Data at 
the Center.” 

MARKETERS MAKE PROGRESS 

The ultimate single customer view may still be far 

away for many marketers, but there’s still a lot they 

can do to ensure customer experiences are good—

and improving. 

USER RESEARCH 
To help them create better experiences, marketers are 
talking with their customers. In December 2016, user 
experience research and testing platform UserTesting 
found that 36% of customer experience professionals 
worldwide said their monthly user research budgets were 
on the upswing vs. 2015. Just 4% said their research 
budgets were decreasing. 

Respondents were most likely to focus their user 
reseach efforts on the website, with mobile and in-store 
experiences lagging behind. 

% of respondents

Areas in Which Their Company Currently Conducts
User Research According to Customer Experience
Professionals* Worldwide, Dec 2016

Websites 70%

Prototypes 54%

Competitors 50%

Mobile apps 41%

Software 38%

Mobile sites 37%

Marketing campaigns 30%

Email 27%

In-the-wild experiences (in-stores, etc.) 20%

Social media marketing 18%

Tablet apps 17%

Tablet sites 17%

Omnichannel 15%

Mobile games 5%

Tablet games 3%

Other 9%

Note: *primarily includes research and design/UX professionals
Source: UserTesting, "2017 UX and User Research Industry Survey Report,"
Jan 25, 2017
222773 www.eMarketer.com

http://totalaccess.emarketer.com/Reports/Viewer.aspx?R=2001978
http://totalaccess.emarketer.com/Reports/Viewer.aspx?R=2001978
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“We have users in [the Drizly office] every week,” said 
Joe Ayotte, head of UX at alcohol delivery service Drizly. 
“We talk about their experiences with Drizly. … We’re 
doing marketing surveys as well as specific usability 
sessions where folks are clicking through the site and 
talking about their thoughts and friction points.” Drizly also 
zeros in on the specific reasons for users’ offline alcohol 
purchases to understand buyer personas, he added. 

Citi Global Cards has also focused on customer research 
to improve the experience, according to Alice Milligan, the 
company’s chief customer and digital experience officer. 
“Three years ago, we began by working to identify and 
understand the holistic customer journey, identifying 
key moments of truth as well as understanding needs, 
desires and pain points at each step,” she said. “To do 
it, we undertook significant research with thousands 
of customers across the world. Through this mapping 
exercise, my team was able to take a comprehensive 
approach to simplifying and improving the customer 
experience across digital and mobile channels.” 

Milligan explained that Citi was able to boil down its 
extensive research into a general understanding of 
what its customers expect from the brand. It makes 
for a “core set of customer experience principles that 
we consistently apply at every step of our design and 
development process,” she said. 

User research can also provide a key check on whether 
marketers’ ideas fulfill their needs. Shoe retailer The 
Aldo Group recently undertook a significant ecommerce 
experience redesign in conjunction with Work & Co. 
Grégoire Baret, Aldo’s general manager of omnichannel 
experience, explained that the original design they came 
up with was not the one they ultimately used—thanks 
to user testing, which suggested the design was too 
complex. “Research has to be part of the development 
process,” he said. “The consumer has to be part of the 
development process.” 

CHANNEL-SPECIFIC OPTIMIZATION  
More common than complete and perfect omnichannel 
integration is channel optimization. Most client-side 
marketers worldwide surveyed in November 2016 by 
Econsultancy and IBM Watson Marketing said they 
had optimized their desktop and mobile websites, 
as well as their email programs, to enhance the 
customer experience. 

% of respondents

Digital Channels that Client-Side Marketers
Worldwide* Have Optimized to Enhance the
Customer Experience, Nov 2016

Desktop website 79%

Mobile website 61%

Email 53%

Social 37%

Search 31%

Offline channels (e.g., direct mail)17%

Mobile app 16%

Other4%

Note: n=650; *78% of respondents were from Europe
Source: Econsultancy and IBM Watson Marketing, "The New Marketing
Reality," Dec 8, 2016
221166 www.eMarketer.com

A good experience in one channel often translates 
into more exeriences with the brand, so making sure 
websites and email programs run well is a step in the 
right direction. 

According to ForeSee’s research, a great customer 
experience has the biggest effect on purchase conversion 
on mobile, with a smaller effect on the web and the 
smallest in stores. 

% of respondents

Behaviors of US Internet Users Who Have a Great
Customer Experience, by Channel, Dec 2016

In-store Online Mobile

More likely to buy via another channel 75% 58% 42%

More likely to recommend the retailer 74% 64% 54%

More likely to buy via the same channel 50% 60% 64%

Note: read as 75% of respondents who have a great customer experience
in-store say they are more likely to buy from another channel
Source: ForeSee, "Experience Index: US Retail," Dec 14, 2016
225401 www.eMarketer.com

But a great in-store experience made the biggest 
difference when it came to shoppers’ likelihood to buy 
from other channels or to recommend the retailer. 

IMPROVING THE IN-STORE EXPERIENCE 
In December 2016, Digimarc and Planet Retail found 
that 44.0% of retail executives in Germany, Japan, the 
UK and the US said improving in-store experiences was 
a strategic priority for the next year, making it the most 
common such priority. 
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When asked by iVend Retail in November 2016 what 
would improve the in-store shopping experience, internet 
users in North America pointed to free Wi-Fi and in-store 
kiosks—tools that would help them gain more information 
about products—over things like personalized promotions. 

But customer-facing technologies aren’t the only way for 
retailers to work on the in-store experience. Retailers 
worldwide surveyed in June 2016 by Retail Systems 
Research (RSR) were looking to educate and empower 
employees by using technology—as well as finding ways 
to make them more productive in general. 

% of respondents

Tactics to Improve the In-Store Experience According
to Retailers Worldwide, June 2016

Educate and empower our in-store employees using technology
53%

Focus on a more convenient customer experience
51%

Find ways to make our employees more productive
47%

Provide ability to locate and sell merchandise from anywhere in
the company

41%

More personalized attention from our employees
36%

It's all about our product mix; if we built it, they will come
33%

Add self-service customer-facing technologies
33%

Note: top 3 box
Source: Retail Systems Research (RSR), "The Retail Store In 2016: Poised
For Transformation" sponsored by Manhattan Associates, Sep 23, 2016
217526 www.eMarketer.com

The in-store experience, and how it connected with 
digital, was a major focus of Work & Co.’s work with 
Aldo. “Our consumers go online to prep their shopping 
before coming into our stores,” Baret said. “So we have 
an obligation to consider the website and ecommerce as 
informing and inspiring potential store shopping.” At Aldo, 
online shopping carts aren’t just connected to mobile, but 
also to in-store tech at the fingertips of employees who 
are able to assist with a final try-on, he explained. 

Traditional Gets a Digital Makeover—and 
Vice Versa 

One theme that emerged across the research conducted 
for this report was that brands are working to make 
in-store experiences more like the personalized and 
convenient ones shoppers have come to expect online. 
Another was that, on the digital side, brands are realizing 
some benefits of traditional ways of doing things. 

Amazon’s brick-and-mortar bookstores represent a 
confluence of both trends. The newest one opened in 
Chicago in March 2017, and features thousands of print 
titles in a mostly traditional bookstore setup; the most 
obvious difference is that all the books face outward. 

A closer look reveals a host of data-driven merchandising 
and display decisions. Each book has a customer review 
from Amazon.com displayed below it, along with its 
average star rating. Displays are based on what Goodreads 
users are reading, and the shopping habits of Amazon 
customers who live in the neighborhood. There’s an “if you 
like X, you’ll love Y” display that is sure to be based on the 
retailer’s “customers also bought” algorithm. 

But what that adds up to seems an awful lot like a 
traditional neighborhood bookstore. There may be a 
difference in quality when it comes to algorithmically 
driven recommendations vs. a “you may also like” based 
on a buyer’s in-depth knowledge of the publishing world, 
but there’s not a difference in kind. And local booksellers 
have also long promoted titles based on knowledge of 
local tastes as well as what’s hot right now among those in 
the know. 

All that seems intentional: Amazon is trying to recreate 
the traditional book shopping experience, with all its 
serendipity (which has been hard to replicate online). But 
it’s not trying to recreate Amazon.com in-person—the 
highly curated selection (and extremely small stock) means 
you can’t count on finding any particular title. If you know 
what you want, you could have bought it with one click or 
tap anyway; the store is for discovery. 

OMNICHANNEL ADVANCEMENTS 
Many of marketers’ goals for the customer experience 
include deeper connections between channels. For 
example, the No. 1 digital experience goal among senior 
marketers worldwide surveyed by the CMO Council 
and IBM in H2 2016 was better connecting campaigns 
into a comprehensive experience, followed by tying the 
customer journey together across digital and traditional 
media. Those kinds of experiences must be powered 
by data, of course, and 29% of respondents noted they 
planned to bring on more resources and tech to manage it 
better and help automate experiences. 
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% of respondents

Digital Experience Goals According to Senior
Marketers Worldwide, H2 2016

Better connect our campaigns into a comprehensive, connected
experience that drives engagement throughout the engagement
lifecycle

42%

Tie the entire customer experience journey together across both
physical and digital engagements

37%

Bring on additional resources and technologies to better manage
data, initiatives and experience automation

29%

Establish a companywide initiative around optimizing customer
experience across all touchpoints and channels

28%

Refocus attention on digital experience as a loyalty and advocacy 
driver, not just an acquisition engine

26%

Engage in more 2-way experiences with customers, engaging in real
time in a highly personalized manner

25%

Rethinking channels that are failing to engage customers in ways that 
are meaningful for the customer and the business

23%

Advance the organization's capabilities in advanced analytics,
including predictive analytics and real-time learning

23%

Ensure that data, analytics and customer intelligence programs are 
not limited to marketing, but embraced across the organization to 
influence everything from product to pricing

22%

Develop a comprehensive digital experience map that reaches
outside of marketing to catalog all customer touchpoints, including 
those owned by channels, resellers and partners

17%

Note: in the next 12 months
Source: CMO Council and IBM, "Connected Interaction to Power Brand
Attraction," Dec 13, 2016
221096 www.eMarketer.com

On the flip side of the channel divide, omnichannel 
integration was also the No. 1 priority for retailers 
in North America at the point of sale, according to a 
January 2017 report from Boston Retail Partners and 
Manhattan Associates. 

% of respondents

Leading Point-of-Sale (POS) Priorities for 2017 Among
Retailers in North America

Omnichannel integration
52%

Add capabilities to current POS
48%

Payment security/PCI compliance
46%

System upgrade/replacement
46%

Mobile POS
44%

Hardware upgrade
37%

Unified or single commerce platform
22%

Source: Boston Retail Partners,"2017 POS/Customer Engagement Survey:
18th Annual Survey" sponsored by Manhattan Associates, Jan 12, 2017
222298 www.eMarketer.com

The emphasis on omnichannel isn’t surprising: Marketers 
are people too, and many of them are digital natives who 
are used to having omnichannel experiences themselves, 
Work and Co.’s Bogan pointed out. “I think they 
understand and value that as consumers, so they want 
to bring aspects of those experiences into their customer 
journey,” she said. 

One example is Work & Co.’s recent omnichannel 
experience project for Aldo. Baret emphasized that a large 
share of shopping at Aldo is cross-channel, especially 
involving online or mobile research followed by trips to 
the store. “We’re here to connect people with the right 
product and inspiration either to buy [online] or to go 
shop later in the store,” he said, pointing to persistent 
shopping carts and other tools that can help to make the 
experience seamless. 

The Personalized Brand Experience 
The ultimate goal of having a single customer view is 
personalization—or at least advanced, real-time customer 
segmentation—to serve customized experiences across 
channels. Seven in 10 respondents to the CDP Institute 
survey said they were using a single customer view for 
personalization, ahead of any other use case. 

More recent research from Boston Retail Partners and 
Manhattan Associates found that 70% of retailers in 
North America considered customer identification and 
the personalization of the customer experience a leading 
engagement priority for 2017. 

% of respondents

Leading Customer Engagement Priorities for 2017
Among Retailers in North America

Customer identification/personalization of customer experience
70%

Customer mobile experience alignment (mobile
app/website/responsive design)

57%

Empowering associates with mobile tools
46%

Real-time retail (disseminating data across all channels in
real-time)

33%

Customer-facing technology in the store (digital signage, smart
fitting rooms, etc.)

26%

Source: Boston Retail Partners,"2017 POS/Customer Engagement Survey:
18th Annual Survey" sponsored by Manhattan Associates, Jan 12, 2017
222302 www.eMarketer.com
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“What more can we know about you, the user, or what 
more can we know about what’s driving you into the 
store or driving you to this website that can make the 
experience you’re having much more personalized?” 
Bogan asked. “It’s not just about saying, ‘Hi, Rachel.’ 
It’s more about trying to study your patterns and the 
patterns of users like you to make the experience that we 
have with you feel much more personalized—feel much 
more delightful.” 

For many consumers, however, the execution still leaves 
something to be desired. About three in 10 US internet 
users under 50 in the Adobe Digital Insights “ADI Summit 
Survey 2017” said they liked personalization when it 
came to ads, but that it’s “not good enough.” 

% of respondents in each group

US Internet Users' Primary Attitude Toward
Personalized Ads, by Age, Feb 2017

18-34
31%

17%

35-49
30%

22%

50-64
16%

39%

65+
13%

50%

Like but not
good enough

Against all
personalization

Source: ADI Summit Survey 2017 as cited in Adobe Digital Insights,
"Advertising Report," March 21, 2017
225328 www.eMarketer.com

For more information on how personalization trends 
play out in retail specifically, see eMarketer’s April 2017 
report, “Personalization in Retail: The Latest Trends 
and Challenges.” 

Ads Are Part of the Experience 
When brands say they’re looking to present customers 
with a cohesive experience across all touchpoints, that 
means all touchpoints—and that includes ads, which 
aren’t typically considered a consumer favorite. But there 
are ways to make ads better (or worse). 

MarketingSherpa found in October 2016, for example, 
that US internet users’ most common reasons for 
blocking digital ads included dissatisfaction with intrusive 
formats that cover up content or impede page load times. 
eMarketer estimates 27.5% of US internet users will use 
an ad blocker in 2017, up from 24.2% last year. 

% of respondents

Reasons that US Internet Users Block Digital Ads, 
Oct 2016

I dislike large ads that pop up over entire webpage
30%

Ads make the webpages load too slow
26%

Rollover ads are intrusive
23%

I don't like remarketing (trying to sell me a product I've viewed
elsewhere or already bought)

19%

Audio autoplay of digital ads is intrusive
19%

Showing personalized ads based on data about me is invasive
16%

I know the value of advertising but I don't care
11%

I don't see the value in advertising (e.g., getting free content,
finding products)

10%

Other
2%

Note: n=2,400 ages 18+
Source: MarketingSherpa, "Customer Satisfaction Research Study," Dec 12,
2016
221233 www.eMarketer.com

Jeff Smith, CMO at identity resolution and data 
onboarding firm LiveRamp, called out retargeting as 
an example of customer experience suffering due to 
cost- and ROI-driven metrics. “Everyone has invested 
in retargeting,” he said. “But what kind of customer 
experience does it provide to be followed around 
the internet?” 

Customers have been fairly vocal about not loving that 
experience, and often cite it as an example of ad targeting 
“creepiness.” So, Smith said, some brands have backed 
off retargeting—not because it gets poor results, but 
because it creates a poor customer experience. “At least 
some brands are cognizant of the fact that you shouldn’t 
put customer experience at risk in the name of marketing 
metrics,” he said. 

http://totalaccess.emarketer.com/Reports/Viewer.aspx?R=2002008
http://totalaccess.emarketer.com/Reports/Viewer.aspx?R=2002008
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At the same time, however, personalized ads are 
appealing. Majorities of US internet users under 50 
polled for the Adobe Digital Insights survey preferred 
personalized ads; substantial shares of older respondents 
said the same. 

% of respondents in each group

US Internet Users Who Prefer vs. Don't Prefer to See
Personalized Ads, by Age, Feb 2017

18-34
57%

19%

35-49
54%

23%

50-64
41%

34%

65+
34%

33%

Prefer Don't prefer

Source: ADI Summit Survey 2017 as cited in Adobe Digital Insights,
"Advertising Report," March 21, 2017
225327 www.eMarketer.com

CUSTOMER SERVICE 
Customers expect to be able to resolve a problem quickly 
and easily if they have one. And that almost certainly 
means offering a variety of ways for them to get in touch. 

According to August 2016 polling by cloud contact center 
Aspect, 73% of US internet users agreed that it was 
very important for companies to offer a wide variety of 
customer service channels, up from 68% who agreed 
with the statement almost a year earlier. 

AYTM Market Research found that, despite the general 
shift toward digital media consumption and away from 
traditional channels, many internet users still pick up the 
phone if they need to contact a company. More than 
three in 10 of those surveyed in November 2016 said they 
had done so “many times,” slightly ahead of the share 
who said the same of email contact. 

Shoppers who need help with a digital purchase, whether 
they have an issue during the purchase or afterward, also 
prefer to use the phone, according to September 2016 
polling from customer experience-based company [24]7. 
Four in 10 respondents preferred voice calls to get in 
touch after a purchase, while just 18% cited online chat 
as their top channel for assistance. If they had a question 
while shopping, 29% preferred to get help via voice 
call, followed by 27% who chose email and 26% who 
preferred online chat. 

Marketers have typically responded with a range of 
customer service channels for their audiences to use. 
Most of the retailers in North America surveyed by 
Boston Retail Partners and Radial in April 2016 offered 
the full gamut of options included in the survey, with one 
exception: video calls. Still, many thought their offerings 
could use some improvement. 

% of respondents

Customer Service Options Used by Retail Executives
in North America, April 2016

Call center
47% 27% 9% 17%

Customer product reviews
27% 22% 27% 24%

Online chat
22% 18% 31% 29%

Social media
14% 61% 14% 11%

Associate mobile/tablet app
14% 25% 36% 25%

Personal email
11% 46% 21% 22%

Mobile app
11% 13% 53% 23%

Online community/forum
9% 16% 30% 45%

SMS/text
5% 14% 41% 40%

Video call (FaceTime, Skype)
2% 19% 79%

Use and works well

Use and needs improvement

Will use within 3 years

No plans to use

Note: for interacting with their brand
Source: Boston Retail Partners, "2016 Customer Experience/Unified
Commerce Benchmark Survey" sponsored by Radial; eMarketer
calculations, Oct 28, 2016
220041 www.eMarketer.com
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WHO OWNS THE EXPERIENCE? 

At Safelite AutoGlass, Bruce Millard may have 

“customer innovation” in his title, but he doesn’t 

believe he truly owns the experience. “I think 

collectively we, the organization, own the customer 

experience,” he said. “Ultimately I’m responsible for 

it, but it’s everyone from the CSR [customer service 

rep] who is the voice of Safelite to the technician who 

is the face of Safelite, and all the rest of us trying to 

string all the pieces together to make their jobs as 

easy as possible.” 

A common theme that emerged from those who  
spoke with eMarketer for this report was that  
customer-centricity is either fundamental to an 
organization or it isn’t. Buy-in at the highest levels—and 
across all key stakeholders—is a must. 

“It’s all the way up to the top,” said Mike Russell, CEO 
and co-founder of Paintzen, a service that connects 
people who need a house or office painted with local 
contractors, about concern over the customer experience. 
“If there’s even a slightly negative review [of Paintzen] 
that comes in, it’s complete chaos in here, and the whole 
company agrees that nothing under a 10 is acceptable. 
I think every single person in the organization has some 
kind of ownership over the customer experience, but 
it’s really hammered down from the top.” He said this 
has been a cornerstone of Paintzen’s culture from the 
first hire. 

“Everyone is on the usability team,” said Drizly’s Ayotte. 
“So technologists, customer service teams, product 
marketing, everyone needs to make sure that the 
solution is efficient, effective, satisfying—that every brand 
touchpoint is meaningful for our customers. That’s what 
real brand equity means.” 

“CMOs absolutely think like that, but are sometimes 
challenged to drive that culture all the way down, so 
that the first thing their teams think about is customer 
experience, [as opposed to] thinking about metrics first,” 
Smith noted. He pointed to issues like competition 
between teams due to internal silos. For example, the 
marketing team could have an overall mandate not to 
touch a given customer more than twice per month. 

“Then the display team says, ‘Wait a second, why does 
the search channel get one of those two hits instead of 
my channel?’” Smith said. “It goes back to the challenge 
that people aren’t even organized the way they need to be 
to do omnichannel marketing.” 

Challenges like that point to a need for organizational 
overhaul at some brands, with a customer-centric focus. 

Media iQ Digital’s Dunmall pointed to recent changes at 
The Coca-Cola Company, where global CMO Marcos de 
Quinto’s departure is coinciding with a structural change 
to the organization, which will no longer have a CMO 
position. Instead, Advertising Age reported in March 
2017, the new role of “chief growth officer” will combine 
responsibilities for marketing, customer and commercial 
leadership strategy and report to the CEO. 

“Across a lot of our clients’ organizations, the job of 
maintaining the best possible customer experience 
and creating that consistent experience regardless of 
channel does not really exist,” Bogan said. “There are 
usually task forces that are made up of representatives 
from different teams. But I think that the digital channels 
are usually the folks who are kind of the cheerleader for 
those initiatives. And I am seeing a lot more participation 
from what I would think of as more those traditional 
figureheads, like a CMO or a [chief information offier] CIO. 
Everyone understands that it’s about working together 
and combining their resources to create something 
really amazing.” 

In Bogan’s experience, the organizational issues relate 
less to the size of the brand and more to how long it has 
been around. “We work with companies of varying sizes 
and varying locations in the world,” she said. “And I really 
think that the structure is very similar. I think the biggest 
difference is more around company age. Companies that 
are born from digital, and startups born from a leaner 
model, tend to be more integrated.” 

At many brands, customer-centric reorganizations are an 
opportunity for marketing to take a stronger role in the 
customer experience. At 45% of US business-to-business 
(B2B) firms surveyed by content marketing solutions  
firm Kapost in March 2016, a department other than 
marketing was responsible for managing the customer 
experience. Similarly, 58% of US advertising and 
marketing decision-makers surveyed by Cint for visual 
marketing firm Autopilot in August 2016 said the 
marketing department was the “leader” in customer 
journey initiatives at their company—leaving initiatives at 
42% of organizations to be led by other departments. 
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There are other roles that could be missing from the 
equation. “There are still areas of expertise around 
digital design, around content strategy, user experience, 
research and design, that some organizations I’ve  
been at have been like, ‘Oh yes, we are dedicated to 
customer-centricity,’ but without the expertise to fulfill on 
what good design and what a good product actually looks 
like and feels like,” Ayotte said. 

CONCLUSION 

The lure of data analytics may sometimes seem to 
obscure the point of it all with the promise of automation 
and algorithms. But fundamentally, the reason to 
undertake customer research and analyze customer data 
is to understand what those customers need and want, 
so marketers can provide it to them. 

And what customers need and want depends largely on 
the business marketers are in. 

For example, Paintzen customers had a fairly unusual 
need that the company wasn’t meeting when Russell 
was interviewed for the 2016 edition of this report: help 
choosing colors. At the time, Russell noted it was a focus 
for the company. This year, he explained how they 
addressed it—and why doing so was worthwhile. 

“We invested pretty heavily in providing all kinds of 
digital color tools, providing color consultations with color 
specialists, and now in sampling programs to really earn 
the customer’s trust before they book,” he said. 
“Because if we’re the source of a case where they’re 
going to get the inspiration and ultimately help guide their 
color decision, then we’ll earn their trust and they’ll 
ultimately trust us to sell them paint and the painter 
services as well.” 

“I think we’ve reached a point now where most major 

advertisers have the ambition, the desire [to improve 

the customer experience]. It’s just the execution that 

is quite painful,” Dunmall said. 

The truth is that consumers regularly have mediocre, if 
not poor, customer experiences—even with digital-first 
brands. In the normal course of life while researching 
and writing this report, for example, I received duplicate 
emails from Netflix suggesting a new show I might like, 
as well as “last chance” reminders for a local event I’d 
already purchased tickets for. I tried to buy some music 
on iTunes, but the user interface on mobile devices 
combined with Apple’s standard data entry method for 
operas mean only the title of the whole work, not the 
individual track, is visible. And I browsed Amazon’s iPhone 
app, but had to switch to a different channel to purchase 
a Kindle title because if Amazon sold ebooks through the 
app, it would have to give Apple a cut. 

When it comes to providing exceptional customer 
service, “there’s a pretty low bar,” Smith said. “If 
marketers can start to provide a more natural experience, 
that will stand out.”  

Safelite’s Millard confirmed that his company sees 
customer experience as a differentiator for just that 
reason. “If you’ve never used Safelite before, the 
expectation is low, and we strive to exceed that 
expectation tremendously,” he said. “It’s really a strategic 
differentiator for us. That experience drives so much  
word-of-mouth.” 



What if you could talk to 
Sarah instead of [female] 
[millennial] [northeast]?
Say goodbye to generic marketing messages. 
IBM Watson Real-Time Personalization learns 
from every customer interaction and helps 
you deliver the right content, at the right time, 
in the right channel. You can speak to every 
customer as an individual, and do it at scale.

IBM is a leader in real-time interaction 
management. Get the Forrester Wave
to learn why.

Visit: ibm.com/watson/marketing

IBM and its logo, ibm.com and Watson are trademarks of International Business Machines Corp., registered in many jurisdictions worldwide. See current list 
at ibm.com/trademark. Other product and service names might be trademarks of IBM or other companies. ©International Business Machines Corp. 2017.

https://www-01.ibm.com/marketing/iwm/dre/signup?source=urx-16805&S_PKG=ov59039&cm_mmc=Display_Emarketer-_-Marketing_Watson+Marketing+-+Personalized+Marketing-_-WW_WW-_-22289009_Clicktracker&cm_mmca1=000023UQ&cm_mmca2=10005777&cm_mmca4=[22289009]&cm_mmca5=[0]&cm_mmca6=[0]&cvosrc=display.[emarketer].Customer%20Experience%202017:%20The%20Journey%20Towards%20Customer%20Centricity%20Continues%20Report%201_SD%20Context_DesktopMobileTablet_1x1&cvo_campaign=000023UQ&cvo_pid=[22289009]
https://www.ibm.com/watson/marketing/?cm_mmc=Display_Emarketer-_-Marketing_Watson+Marketing+-+Personalized+Marketing-_-WW_WW-_-22289008_Clicktracker&cm_mmca1=000023UQ&cm_mmca2=10005777&cm_mmca4=[22289008]&cm_mmca5=[0]&cm_mmca6=[0]&cvosrc=display.[0].Customer%20Experience%202017:%20The%20Journey%20Towards%20Customer%20Centricity%20Continues%20Report%202_SD%20Context_DesktopMobileTablet_1x1&cvo_campaign=000023UQ&cvo_pid=[22289008]
http://ibm.com/trademark


Coverage of a Digital World
eMarketer data and insights address how consumers spend 
time and money, and what marketers are doing to reach 
them in today’s digital world. Get a deeper look at eMarketer 
coverage, including our reports, benchmarks and forecasts, 
and charts. 

eMarketer PRO Subscriptions:  
The Fastest Path to Insight
All eMarketer research is available to our clients via an 
eMarketer PRO subscription. The subscription provides clients 
with access to all eMarketer analyst reports, signature charts, 
interviews, case studies, webinars and more. See for yourself 
how easy it is to find the intelligence you need. Learn more 
about subscription options. 

Confidence in the Numbers
Our unique approach of analyzing data from multiple research 
sources provides our customers with the most definitive 
answers available about the marketplace. Learn why.

Schedule a personalized demonstration or request a quote today. 
Go to eMarketer.com, call 212-763-6010, or email sales@emarketer.com.

The leading research firm for marketing in a digital world.

http://www.emarketer.com/Corporate/Coverage
http://www.emarketer.com/Corporate/Coverage
http://www.emarketer.com/Corporate/Products
http://www.emarketer.com/Corporate/Products
http://www.emarketer.com/Corporate/Why-emarketer
http://emarketer.com
mailto:sales@emarketer.com



