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For the first time in years, executives say Market factors - shifting 
market and customer dynamics - will impact businesses the most

Most important external forces that will impact my enterprise in 2–3 years

External forces

2013

2

Market factors

2015 2017

Technological factors

People skills

Regulatory concerns

Macro-economic factors

Socio-economic factors

Environmental issues

20122010200820062004

Globalization

Geopolitical factors

69% 

63% 

61% 
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A great many organizations 
believe they’re effective at 
creating personalized 
customer experiences

Are they overestimating 
their abilities?

Perception vs reality



Perception vs reality

Executives 
may be 
disconnected 
from their 
customers’ 
desired 
digital 
experiences

Factors driving customer willingness to 

try a company’s digital initiative

Executive ranking Consumer ranking

Improved sense of control  | 1

7 |  Improved sense of control

Digital savviness  | 2

5 |  Digital savviness

Improved convenience  | 2

2 |  Improved convenience

Ability to self-service  | 3

6 |  Ability to self-service

Easier processes  | 4

3 |  Easier processes

Takes less time  | 5

1 |  Takes less time

Curiosity  | 6

8 |  Curiosity

Faster results  | 7

3 |  Faster results

Less expensive  | 7

4 |  Less expensive
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Reinventors (27%)

- Tightly-aligned business 

and IT strategy

- Able to continuously 

adapt and manage 

disruption

- Culture of 

experimentation, 

co-creation and design 

thinking

- Close collaboration with 

customers and partners

- Leverage data to create 

compelling customer 

experiences

Aspirationals (36%)

- Challenged to get the 

right vision, strategy and 

execution capabilities in 

place

- Focused more on 

defensive strategies

- At a relatively early stage 

of the digital journey

- Digital skills gaps are a 

major concern

Cluster 
analysis 
identified 
three distinct 
segments of 
organizations 
among the 
study 
participants

3 archetypes

5

Practitioners (37%)

- Highly ambitious, but 

capabilities don’t yet 

match their ambitions

- Looking to disrupt 

through innovation

- Exploring new business 

models, especially 

platforms

- Inclined to take on more 

risk 

- Plan to execute with 

agility



Personalization through data Effectiveness at using data to identify 
undefined and unmet customer needs

39% 

13% 

Reinventors are more effective 
at using data to discover new 
customer opportunities

43% 

49% 

25% 10% 

Highly effectiveEffective

Reinventors

Practitioners

Aspirationals
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Personalization through data 

“We orchestrate 

customer journeys 

that embrace the 

shift to digital, 

but recognize the 

importance of 

interaction with 

humans in critical 

moments of truth.”

Chief Marketing Officer 

Banking and financial markets

New Zealand

Ingersoll Rand -
Providing 
valuable, 
personalized 
guidance when 
customers really 
need it 

Challenge: Help customers keep their 
heating, ventilation and air conditioning 
(HVAC) solutions running smoothly, especially 
in bad weather. Customers ignored generic 
emails that didn’t provide the specific 
information they needed. 

Solution: A digital marketing platform that 
uses behavioral, weather and location data to 
launch automated, personalized campaigns. 

Results: A scalable solution that speaks 
directly to individual customer requirements 
with valuable, relevant guidance. 
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72%  

56%

35%

Reinventors leverage 
partnerships to serve their 
customers better

Very effective at collaborating with partners to 
enhance customer experiences

Personalization through external insights 

Reinventors

Practitioners

Aspirationals
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74%  

55%

35%

Reinventors closely watch 
their competitors to get a 
better understanding of their 
own customers

Very effective at analyzing competitor 
responses to customer demands

Personalization through external insights 

Reinventors

Practitioners

Aspirationals



10

Personalization through external insights 

“We orchestrate 

customer journeys 

that embrace the 

shift to digital, 

but recognize the 

importance of 

interaction with 

humans in critical 

moments of truth.”

Chief Marketing Officer 

Banking and financial markets

New Zealand

Latin American 
bank -
Customer-centricity 
and personalization 
can be a 
differentiator

Challenge: Differentiate the brand from 
the LA competition by becoming more 
socially conscious and customer centric. 

Solution: Clarify a vision, purpose and 
new operating model to enable 
personalized, real-time marketing. 
Enable the transformation via digital 
technologies, which also includes the  
realignment of employees, structures 
and processes.  

Results: Improvements in customer 
satisfaction and engagement, and 
operational efficiencies.
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67%  

47%

30%

Reinventors are more likely 
to collaborate with their 
customers on new products

We collaborate with our customers on new 
product or service design and development

Personalization through customer insights 

Reinventors

Practitioners

Aspirationals
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68%  

49%

32%

Reinventors are more 
effective at integrating 
customer feedback into 
their planning and design 
processes

We integrate customer feedback into all of our 
planning and design processes

Personalization through customer insights 

Reinventors

Practitioners

Aspirationals
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Personalization through customer insights 

MUJI -
Customer 
collaboration 
means everyone 
wins

Challenge: Tap customer-wisdom to 
ensure you sell what customers want

Solution: Project teams regularly solicit 
and develop ideas for new products with 
the retailer’s vast online community of 
customers. 

Results: In a study of its furniture sales, 
user-generated products enjoyed first-
year sales revenues 3x higher, on 
average, than its designer-generated 
products. Their close relationship with 
customers is one reason MUJI has 
become an iconic, global brand.
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65%  

45%

26%

Personalization through customer insights 

Reinventors

Practitioners

Aspirationals

“We orchestrate 

customer journeys 

that embrace the 

shift to digital, 

but recognize the 

importance of 

interaction with 

humans in critical 

moments of truth.”

Chief Marketing Officer 

Banking and financial markets

New Zealand

Reinventors rely 
on detailed 
journey mapping 
to help create 
compelling 
customer 
experiences

Very effective at creating thorough, detailed 

customer experience journey maps



Achieving effective personalization Effectiveness at creating personalized 
customer experiences

30% 

15% 

Reinventors are becoming 
masters of true customer 
personalization

44% 

42% 

28% 7% 

Highly effectiveEffective

Reinventors

Practitioners

Aspirationals
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Achieving effective personalization

Recommendations

Imagine having a 
trusted butler who 
knows precisely 
what you want, 
when you want it, 
and doesn’t 
intrude unless you 
need him.

1. Become a data hound
Effective, scalable personalization is only 
possible if you can access multiple, reliable 
data sources.

2. Gain insights from partners and 
competitors
Don’t just rely on internal analysis. Leverage 
partners’ insights and competitors’ 
behaviors to see how you can differentiate 
your brand.  

3. Make customers full collaborators
Invest the time and resources to engage 
customers to capture their ideas and act on 
them.




