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A LOOK 
AHEAD 2018:
CUSTOMER DATA AND 
ENGAGEMENT TRENDS
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OVERVIEW

Customer data and engagement strategies have evolved dramatically in the last few years and will continue to 
accelerate in 2018. According to Martech Advisor, the customer data platform industry is expected to grow at 
least 50% per year in the near future, reaching over $1 billion total revenue by 2019. Before your 2018 budget is 
allocated, check out our predictions for the biggest difference makers in customer data and engagement. Read 
on to learn more about these top five trends for 2018:

1. SINGLE VIEW TECHNOLOGY

2. AI & MACHINE LEARNING

3. SECURITY

5. OMNICHANNEL EXPERIENCES

4. LOYALTY AS A BEHAVIOR, NOT A TACTIC

https://www.martechadvisor.com/news/dmp-cdp/cdp-institute-customer-data-platform-industry-to-reach-1-billion-by-2019/
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SINGLE 
VIEW 
TECHNOLOGY

Many brands are struggling to meet customer expectations for brands to know who they are and anticipate their 
needs. The challenge for brands is that technology is evolving so quickly and changing how consumers are 
capable of engaging with a brand as well as their perception of a brand’s ability to engage with them. With far 
more channels to service than ever before, brands have to manage a complex environment with high potential 
for error. This is where the type of technology brands deploy and how they leverage it become critical. 

The customer engagement ecosystem encompasses marketing campaigns, customer experiences across 
different channels like web, apps, in-store, commerce experiences, online, mobile, service, or clienteling. Many 
of the issues that prevent brands from meeting customer expectations start with data silos and bottlenecks 
across the different systems that brands use to engage with customers. Most brands have a solid repository of 
data about customers they engage with, but there’s still a massive gap between insight and action. 

Many brands are dealing with slow and static environments and historical, static views of the customer, slow data 
moving in batch between systems, manual list-based segmentation, and scheduled campaigns. With the right 
technology, brands can move to an environment where their view of who the customer is and what that customer 
is doing across different channels is updated in milliseconds by streaming data from all source systems into one 
operational profile in real time, so that when customers act you can react not only with marketing campaigns, 
but also with opportunities to drive the customers towards particular goals you might have around customer 
experience, as well as triggering off of behaviors. 
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ARTIFICIAL 
INTELLIGENCE & 
MACHINE LEARNING 

Generic outreach to customers is outdated. “Hello [FIRST NAME]” doesn’t qualify as personalization anymore. 
Alternatively, consumers want relevant recommendations, offers, and rewards. 

As we’ve mentioned, most companies are collecting a wealth of customer data at every touchpoint, but struggle 
to unlock that data in real time, unify it, and gain insight about what will drive customers to purchase more 
frequently and put more in their baskets. 

Artificial intelligence gives marketers the ability to turn an abundance of customer data into valuable insights on 
behavior to drive effective loyalty and engagement programs that are personalized to each customer.

Leveraging a customer data and engagement platform with AI capabilities enables marketers to tap into 
key customer metrics such as customer lifetime value, propensity to churn, RFM metrics (recency, frequency, and 
spend), along with propensity scoring to segment audiences. Is a customer likely to churn within the next 
fourteen days? Automatically send her a special discount on her favorite product as an incentive to get her back 
in the door. Is another customer coming in only once a week and buying one product? Entice him to come in 
more often with a point challenge that will result in a free item after multiple visits within a two week timeframe. 
With AI, you can start to determine and predict customer behavior and send offers that motivate and impact their 
future behavior.

Artificial intelligence also enables marketers to calculate affinity scores, probability to purchase and offer 
redemption from historical purchase data as well as confidence estimates for every customer/product and 
customer/offer combination for campaigns that are highly personalized to each customer.

Customer purchases can occur at any time, making it difficult to understand which customers will return 
and how often they will purchase. Machine learning models can predict an individual customer’s number of 
expected future transactions, likely spend per transaction, and the probability the customer returns. From these 
predictions, you can estimate customer CLV, or the future value expected for the customer’s relationship with the 
brand.
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SECURITY 

It’s a nightmare for both brands and consumers to think a hack or breach could put your data at risk. Data 
security concerns aren’t new, but in the wake of September’s Equifax breach, the protection of customer data is 
of paramount importance to brands.  

Data security was likely already a major consideration for most brands when selecting third-party vendors; 
however, now more than ever the protection of customer data is of paramount importance to brands. According 
to The Forrester Wave™: Customer Identity and Access Management, Q2 2017, 71% of global enterprise security 
technology decision makers rate improving the security of customer-facing apps and services as a high or critical 
priority.

How does the vendor obtain customer data? How do they use your customer data? How do they safeguard your 
customer data? And how do they enable compliance with data protection laws? These are all crucial questions 
to answer when evaluating customer data and engagement technology.

It’s also critical that brands take the proper measures to ensure that customers trust your brand and feel 
comfortable sharing personal information with your company. Customers will stop engaging with your brand if 
they don’t feel confident that you are protecting their data. The obvious ramifications of this potential chain of 
events highlight how customer loyalty and retention is inextricably tied to data security. The Forrester Wave™ 
also points out, “Multiple logins cause a fractured value delivery mechanism across channels and devices, which 
can cause customers to seek competitors’ service. . .As organizations build in capabilities that remove friction, 
customers buy more, have more trust, and stay engaged longer.”
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LOYALTY AS 
A BEHAVIOR, 
NOT A TACTIC 

Mutual understanding and reciprocal value exchange are the foundation for successful loyalty programs. 
Customers agree to grant brands access to information about their habits, preferences and behaviors, with the 
unspoken agreement that brands will use that data to deliver them personalized offers, recommendations and 
experiences. 

In the past, programs were centered on customers demonstrating loyalty to businesses; however, customer 
expectations are forcing marketers to rethink the value exchange to be more about a business demonstrating 
loyalty to its customers. How do brands do this? They serve up unique experiences, offers and content based on 
declared, observed and statistical data about each individual customer. In exchange for this devotion, customers 
reciprocate with greater frequency, bigger baskets and referrals. 

Part of what makes this new paradigm work is that it transforms loyalty programs from purely transactional to 
emotional. Brands can drive much deeper, stickier customer relationships by rewarding people not only for 
spending money, but also for engaging with content, taking surveys or referring a friend. Acknowledging and 
celebrating these non-transactional behaviors enables brands to engage with customers between transactions 
and increase the likelihood a customer will make a purchase from them (instead of a competitor) in the near future. 

The new loyalty paradigm has also retired spray and pray, generic discounts in favor of customized offers based 
on an individual customer’s past purchase history. Leveraging historical data to determine which products a 
particular customer is most likely to purchase and then incentivizing a customer to buy those products increases 
reward redemption, generates incremental activity and decreases margin erosion. 

For example, if you have a customer who comes to your coffee shop every morning for coffee, you could give 
that customer a free coffee as a thank you for his or her patronage. This might seem like a nice thank you and 
while customers might appreciate it, you are likely discounting to customers who are willing to pay full price. 
Rather, leverage that offer to increase recency, frequency, or spend (or why not all three!). Instead of the free 
coffee, try an offer for a free bagel tomorrow morning or an iced coffee in the afternoon. Think about the financial 
benefit you stand to gain by increasing customers spending $2 a day to $3 or $4, even just a couple days a week. 

The best loyalty programs do more than just reward transactions; they have the power to influence crucial 
business metrics like retention, acquisition, spend and more. 
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OMNICHANNEL 
EXPERIENCES 

According to Marketing Week, “15 years ago the average consumer typically used two touch-points when buying 
an item and only 7% regularly used more than four. Today consumers use an average of almost six touch-points 
with nearly 50% regularly using more than four.” 

Customers expect to be treated as individuals and have a consistent brand experience regardless of which 
channel they are interacting with. Every channel needs to be seamlessly integrated to deliver consistent 
customer experiences and lead each customer through his or her own engaging customer journey. Brands know 
that customer expectations have changed, but haven’t quite caught up--87% of customers think brands need to 
put more effort into providing a seamless experience (ZenDesk). 

By creating a single view of the customer, brands can ensure that they are not only following the journey across 
all platforms and channels, but also reacting to it at the points of highest value. Cross-channel and cross-device 
marketing can be automated and triggered based on customer behaviors, interactions and more. 

For example, a customer abandons a cart on her web experience, leaving a roll of paper towels and garbage 
bags. Instead of sending an email two days later about her abandoned cart, the brand is able to send her a push 
notification as she enters the brick-and-mortar location later that day to remind her about the necessities she left 
behind, saving her an emergency trip out to a competitor’s store. 

It’s white-glove, omnichannel treatment.

https://www.marketingweek.com/2016/03/04/why-marketers-are-failing-to-target-consumers-at-key-life-events/
http://d16cvnquvjw7pr.cloudfront.net/resources/whitepapers/Omnichannel-Customer-Service-Gap.pdf



