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Nothing says “I don’t care 
about you” more than 

forgetting a customer from one 
moment to the next. But that’s 
exactly what companies do 
when they fail to share 

customer information across 
organizational or channel silos. 

Personalized Marketing Comes Of Age 

Personalization technology has gone well beyond greeting people by their first 

names; it’s grown to include complex, real-time decision engines that make 

personalized offers. But marketers still rely on stated demographic attributes to 

execute personalization because of the easy availability of this data in a 

customer profile. One retail bank executive told us that the customer’s post-

login experience on the bank’s website consists of addressing the customer by 

name and including a message or offer based on the customer’s account profile 

— a fairly basic execution of post-login personalization.1 

In July 2013, SAP commissioned Forrester Consulting to evaluate demand among senior marketing leaders at large 

enterprises to understand the current state of personalization, expand its use in consumer interactions, and identify 

barriers to achieving their aspirations. Forrester developed a quantitative survey to test the assertion that marketing 

leaders need to engage with a variety of partners, including interactive agencies and enterprise application vendors, to 

overcome perceived limitations in real-time analysis and contextually sensitive personalization and achieve their 

aspirations. Results from 101 in-depth surveys with senior marketing leaders show that marketers have a strong 

appetite to expand personalization capabilities. They claim that current technologies frustrate their personalization 

plans, and they expect enterprise software vendors, big data analytics firms, and consumer app developers to help them 

reach their personalization goals over the next two to three years. 

Personalization Will Enable Firms To Achieve Their Future Strategic Marketing Goals 
Our study of current personalization activities, plans, and challenges among marketing executives in enterprises yielded 

the following key findings: 

• Marketing execs trust personalization’s potential to increase traffic, conversion, and average order value. 

More than 70% of respondents stated that personalization can have a significant or very significant impact on 

customer retention rates, customer lifetime value, customer advocacy rates, and promotion conversion rates. 

• Only 14% of marketing leaders deliver personalization across channels. Personalization efforts today are often 

limited and fail to fully capitalize on — or even ignore — proximity and current customer sentiment. Most 

current personalization capabilities are driven by explicit consumer preferences and transaction history. Survey 

results show that 80% of marketers currently use only customer-specified preference data to personalize a 

customer’s experience on some or all channels. In comparison, 78% of marketing executives struggle to deliver 

consistent personalization across channels. It is often technology constraints that inhibit interactions based on 

what is hot or trending or on the consumer’s current location. 

• Marketers face challenges in delivering real-time, contextually aware, personalized experiences. Consumers 

browse merchandise online and on mobile devices and click through email offers at home, in the office, and on 

the move, yet only 13% of surveyed marketers can currently use consumers’ real-time locations to drive 

interactions. Personalization issues include a lack of real-time data analysis and an inability to deliver content to 

preferred channels. Creating a comprehensive, contextually sensitive consumer profile requires being able to 

analyze all of the available data in real time, but 86% of firms do so rarely or cannot do it at all. In addition, 78% 
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of respondents identified challenges related to delivering content or offers to the consumer’s chosen channel in 

real time. 

• Marketers look beyond ad agencies for help. Our results show that 43% of marketing executives seek assistance 

from BI providers to help create real-time consumer profiles. Just over 35% of marketers look for help from large 

enterprise software vendors to help create a single repository of structured and unstructured customer data. This 

reflects recognition by senior marketing execs that personalization requires the orchestration of enterprise-grade 

solutions and enterprise-level science. It takes the skill of consumer-grade app developers in addition to the 

content expertise of agencies. 
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Marketers Must Overcome Personalization Challenges To Drive Results 

Marketers consistently agree that increased personalization has the potential to drive revenue, conversion rates, and 

other key business metrics. However, they are not consistently able to personalize experiences across all channels. 

Furthermore, they are currently less capable of bringing personalization to newer channels such as mobile and social 

media. More specifically, they told us that: 

• Personalization has the potential to increase traffic, conversions, and average order value. Surveyed marketers 

currently believe that personalization capabilities can improve a variety of business metrics. More specifically, 

75% of respondents stated that personalization could have a significant or very significant impact on their 

customer retention rate, 75% said the same about lifetime customer value, and 71% gave the same rating to 

conversion rates (see Figure 1). 

• Technology constraints frustrate today’s personalization. Survey respondents bemoaned the fact that 

customer-specified preferences and past interaction history alone drive current personalization capabilities. 

Specifically, 80% of marketers stated that they currently use only customer-specified preference data to 

personalize customer experience on some or all channels. 

Figure 1 

Personalization Drives Key Business Results, Including Customer Retention, Lifetime Value, And Advocacy 

  

Base: 101 senior marketing decision-makers  

(percentages do not total 100 because of rounding) 

Source: A commissioned study conducted by Forrester Consulting on behalf of SAP, September 2013 
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• Email, call centers, and websites are the key customer interaction channels today. It may not be a surprise that 

61% of surveyed marketers identify email as an important or extremely important customer interaction channel 

today (see Figure 2). Other important or very important channels of interaction identified by respondents include 

call centers (55%), corporate websites (48%), mobile websites (46%), and physical locations like stores, stadiums, 

and sporting venues (45%). 

• Future marketing efforts focus on mobile websites, applications, and social media channels. In the next two to 

three years, marketers expect to shift their focus to new types of marketing channels. Specifically, 83% to 84% of 

marketers identify mobile-optimized websites or mobile apps as important or extremely important future 

customer interaction channels, which is an 80% to 105% increase over the current importance ratings for these 

channels. In addition, 76% of marketing executives identify social media sites as important or very important 

customer interaction channels in for future, which a 162% increase in importance ratings for social media 

channels compared to current importance ratings. In contrast, importance ratings for email dip slightly, by 2%. 

Figure 2 

Mobile And Social Media Emerge As Key Channels In The Future 

 

Base: 101 senior marketing decision-makers 

Source: A commissioned study conducted by Forrester Consulting on behalf of SAP, September 2013 

• Marketing executives struggle with personalization, particularly in mobile and social media channels. Only 

41% of survey respondents consider their current email communications to be somewhat or extremely 
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personalized (see Figure 3). Similarly, 35% of respondents assigned these same importance ratings to current call 

center interactions. When it comes to the newer interaction channels such as mobile apps and social media, 

however, these personalization capability ratings drop significantly, to 25% and 20%, respectively. Marketing 

executives are planning to respond to the need to personalize interactions in new channels in the future. In the 

next two to three years, they expect their ability to personalize interactions through social media, discussion 

forums, and mobile application channels to increase by 200%, 214%, and 176% respectively compared with 

today. 

Figure 3 

Marketing Leaders Aspire To Personalize Interactions Across All Channels 

 

Base: 101 senior marketing decision-makers 

Source: A commissioned study conducted by Forrester Consulting on behalf of SAP, September 2013 
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Marketing Leaders Long For Contextually Sensitive Personalization 

Our respondents described their aspirations to offer more contextually sensitive real-time personal experiences in the 

next few years. We heard that senior marketing executives: 

• Focus current personalization initiatives on customer-specified preferences and past interaction history. 

Customer-specified preferences are the leading method of personalization; 80% of marketing executives currently 

use them in some or all interaction channels (see Figure 4). In addition, 68% of marketers personalize current 

customer interactions based on past customer interaction history. Other commonly used personalization 

methods used by nearly 60% of firms in some or all of their interaction channels are based on the time of day or 

day of the week of customer interactions. 

• Expect a huge rise in personalization using consumer’s emotional state, social media sentiment, and context. 

Only 29% of respondents claim today to use inferences about the consumer’s emotional state in some or all 

channels. But 53% expect to do this in two to three years’ time. Only 52% of marketers currently use sentiments 

that consumers express in social media to personalize interactions today, but fully 79% expect to do this in two to 

three years. In addition, only 54% capitalize on the consumer’s current contextual behavior, but 77% expect to do 

so in two to three years’ time. 

Figure 4 

Marketing Leaders Long For Much More Contextually Sensitive Personalization 

 

Base: 101 senior marketing decision-makers 

Source: A commissioned study conducted by Forrester Consulting on behalf of SAP, September 2013 
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Marketing Needs Real-Time Consumer Profiling And Content Delivery 

Our survey respondents identified a variety of frustrations related to their current ability to deliver more contextually 

sensitive personalization. We heard that senior marketing executives: 

• Struggle to deliver interactions based on customer interactions and contextual awareness. 76% of our 

respondents struggle to optimize campaigns based on customer interactions, 76% struggle to select content that is 

sensitive to the consumer’s current context, and 79% struggle to create a single view of the customer (see Figure 

5). 

• Cannot deliver content to the consumer’s chosen device in real time. 78% of our respondents confess that they 

struggle to deliver relevant content to the consumer’s preferred device in time to improve conversion 

opportunities (see Figure 6). 

• Face significant challenges with real-time analysis. Real-time analysis seems very or somewhat challenging to 

86% of our respondents; 88% rated the creation a single repository of structured and unstructured data about 

individual consumers as either difficult or extremely difficult. 

Figure 5 

Marketing Leaders Lack Real-Time Analysis And Channel-Aware Content Delivery 

 

Base: 101 senior marketing decision-makers  

(percentages do not total 100 because of rounding) 

Source: A commissioned study conducted by Forrester Consulting on behalf of SAP, September 2013 
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Figure 6 

Marketing Leaders Face Challenges In All Personalization Competencies 

 

Base: 101 senior marketing decision-makers 

(percentages do not total 100 because of rounding) 

Source: A commissioned study conducted by Forrester Consulting on behalf of SAP, September 2013 

Marketers Seek Help From BI Firms, Software Vendors, And App Developers 

Our respondents believe that adding partners other than traditional ad agencies — that is, software and services 

vendors — to their arsenal will help them achieve their personalization aspirations. Many senior marketing executives 

are seeking, or plan to seek, help from third-party vendors to assist them in overcoming the following challenges: 

• Creating a single repository of customer data. Survey results indicate that 45% of marketing executives seek 

assistance from business intelligence or big data technology vendors to help create a single repository of data 

about each consumer that includes both structured and unstructured data. In addition, 36% of our respondents 

look to large enterprise software vendors and 33% to application developers for assistance in this area (see Figure 

7). 

• Profiling consumers in real time. 43% of our respondents are looking to business intelligence or big data 

technology vendors for assistance with real-time consumer profiling. Other vendors that marketing decision-

makers look to for assistance in this area include large enterprise software vendors (31%) and advertising or 

interactive agencies (25%). 
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• Selecting content that takes the consumer’s context into account. Nearly 40% of our respondents expect 

advertising agencies or interactive marketing firms to help them determine the ideal content for each individual 

consumer based on matching their products and promotions. A further 32% look to local or regional consultants 

or systems integrators and 27% to business intelligence or big data specialists for assistance with this 

personalization capability. 

• Delivering offers to their customer’s chosen channel in real time. Our survey results show that 30% of 

marketing executives seek assistance from advertising firms or interactive agencies to help them drive conversion 

rates by delivering offers to customer’s chosen channel in real time. A further 30% of respondents expect 

application developers to help them, and 25% look to large enterprise software vendors to assist with improving 

their conversion rates in this manner. 

Figure 7 

Firms Seek Personalization Help From Enterprise Software Vendors, App Developers, And BI Specialists 

 

Base: 101 senior marketing decision-makers 

Source: A commissioned study conducted by Forrester Consulting on behalf of SAP, September 2013 
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GET STARTED NOW ON REAL-TIME, CONTEXT-AWARE PERSONALIZATION IN ALL CHANNELS 

Forrester’s survey of marketing executives at enterprises showed that marketing leaders are acutely aware of the need to 

radically upgrade their personalization capabilities to meet the expectations of consumers who expect brands to 

personalize their experience based on their profile, preferences, and context. In order to avoid losing to competitors or 

being disrupted by nimble startups, marketing executives must: 

• Step up to meet consumers’ personalization expectations. Consumers expect the brands they do business with 

not just to be aware of their transaction history and expressed preferences, but to proactively provide contextually 

relevant content, based on their location, most recent interactions, and sentiments. Marketing leaders need to 

capitalize on opportunities to engage in context-aware interactions in real time before their audiences lose interest 

and tune them out. 

• Adapt marketing channels to align with consumer behavior. In the future, marketing leaders expect mobile 

(websites and applications) to become the most important interaction channels. They also expect mobile to be one 

of the top channels for a personalized experience, which will ultimately drive revenue and margin. 

• Partner with BI firms, software vendors, and app developers for assistance. Marketers are reaching out beyond 

their advertising agencies for assistance from different types of third-party vendors to help them consolidate, draw 

insight from, and act upon the tremendous amount of consumer data. Marketing leaders should seek assistance 

from vendors with skills across a broad range of expertise to help design and execute personalization initiatives. 

Enterprises should create a cross-functional, cross-channel marketing program office, including appropriate 

governance and resources, to coordinate and align these external partner activities and internal marketing 

initiatives. 

• Check your road map. Make sure your future capabilities include a single repository for consumer data, real-time 

profiling, and the capability to select and target consumers with the right content and deliver it to their choice of 

device. 

• Build support for personalization initiatives throughout the wider enterprise. The business case for 

personalization investment rests on increasing revenues and margins. Recruit enthusiastic sponsors, including 

brand managers and account directors, who have revenue and margin targets and are responsible for achieving the 

business case. With newer channels such as mobile, and greater importance on big data and analytics, the 

recruitment of senior IT leadership is also essential. 
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Appendix A: Methodology 

In this study, Forrester surveyed 101 senior marketing decision-makers at large firms in the US. Our survey 

respondents were drawn from consumer-facing industries. Survey participants included decision-makers in 

eCommerce, channel management, customer relationship management, analytics, retail, and customer experience. Of 

our interviewees, 51% were responsible for making technology decisions or directly influencing technology decisions to 

improve cross-channel experiences. Respondents were offered a gift certificate as a thank-you for time spent on the 

survey. The study began in August 2013 and was completed in September 2013. 

Appendix B: Demographics/Data 

Figure 8 

Forrester Surveyed Senior Marketing Executives 

  

Base: 101 senior marketing decision-makers 

Source: A commissioned study conducted by Forrester Consulting on behalf of SAP, September 2013 
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Figure 9 

Survey Respondents Mostly Work At Large Corporations 

  

Base: 101 senior marketing decision-makers  

(percentages may not total 100 because of rounding) 

Source: A commissioned study conducted by Forrester Consulting on behalf of SAP, September 2013 
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Figure 10 

Survey Respondents Mostly Work In Consumer-Facing Industries 

 

Base: 101 senior marketing decision-makers  

(percentages do not total 100 because of rounding) 

Source: A commissioned study conducted by Forrester Consulting on behalf of SAP, September 2013 
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“Which of the following most closely describes the business to consumer 
industry in which your firm operates?”
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Figure 11 

Survey Respondents Are Responsible For Technology Decisions About Customer Experience 

  

Base: 101 senior marketing decision-makers 

Source: A commissioned study conducted by Forrester Consulting on behalf of SAP, September 2013 

Appendix C: Endnotes 

                                                                 

1 Personalization technology has grown well beyond greeting people by first names into complex, real-time decision 

engines that make offers. But marketers still rely on stated demographic attributes to execute personalization because of 

the easy availability of this data in a customer profile. One retail bank executive told us that the customer’s post-login 

experience on the bank website consists of addressing the customer by name and including a message or offer based on 

the customer’s account profile — a fairly basic execution of post-login personalization. Source: “Use Customer 

Analytics To Get Personal,” Forrester Research, Inc., February 17, 2012. 


