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HOW CONFIDENT ARE YOU IN YOUR ORGANIZATION'S CX 

STRATEGY FOR WINNING AND RETAINING CUSTOMERS GIVEN 

TODAY’S DIGITALIZED CUSTOMER JOURNEY AND HEIGHTENED 

CONSUMER EXPECTATIONS?

Q1

HOW MUCH HAS THE DIGITALIZED CUSTOMER JOURNEY 

CHANGED YOUR CX STRATEGY?

Q2

Moderately Very

Extremely Not at all

Very

Not at all Slightly

Slightly

45% 42%

9% 4%

26%

4% 9%

16%
Extremely

21%

Moderately

25%

DETAILED FINDINGS
MARKETER SURVEY
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CUSTOMER LOYALTY PROVED TO BE FLEETING DURING THE PANDEMIC, PARTICULARLY WITH DIGITAL ENGAGEMENTS. 

WHAT DO YOU BELIEVE ARE THE MOST IMPORTANT DRIVERS OF LOYALTY TODAY? (SELECT TOP FIVE)

Q3

High quality customer service e.g., one call/visit problem resolution

High quality products

Consistency of response across channels – online, offline and social

Personalized product offers and communications

Consistent brand image

A live person on the phone to answer questions or provide support

Immediate availability/delivery of products

Loyalty programs and incentives

Automated self-service options, e.g., chatbots, mobile apps…

Social Responsibility / Supporting Worthy Causes / Emphasis on Diversity and Inclusion

Low cost
 
Ability to interact with company/purchase via social media channels
 
Privacy practices

Support for the metaverse

70%

63%

50%

45%

34%

34%

33%

24%

23%

23%

21%

17%

9%

2%
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OUT OF THE BELOW CX OUTCOMES, HOW WOULD YOU RANK YOUR MATURITY WITHIN YOUR ORGANIZATION?

Q4

MATURE WORKING ON IT OUT OF REACH

Reacting in real-time with personalized interactions 26% 62% 12%

Turning customer insights into actionable outcomes 28% 66% 6%

Coordinating messages and interactions across all 
channels 28% 64% 8%

Managing frequency/volume of customer interactions 25% 66% 8%

Balancing personalization and privacy 25% 64% 11%

Attributing marketing actions to conversions 27% 60% 13%

Reacting to changes in consumer/competitive demands 24% 68% 9%

Coordinating CX across all departments 12% 65% 22%

Adjusting to supply chain issues 19% 64% 18%

Executing against a completely transformed digital 
infrastructure 13% 64% 23%

Accommodating current digital/physical engagement 
models 19% 69% 12%

Hiring and retaining digital/analytical skills 20% 66% 15%

Leveraging augmented, virtual, extended, or mixed reality 7% 40% 53%
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IN A COOKIE-LESS FUTURE, HOW DO YOU PLAN TO TRACK AND 

TARGET CUSTOMERS WITH PROGRAMMATIC ADVERTISING? 

(SELECT TOP THREE)

Q5

DO YOU AGREE OR DISAGREE WITH THE FOLLOWING 

STATEMENTS ABOUT WHAT INFLUENCES CONSUMER FEELINGS 

ABOUT PRIVACY, INFORMATION SHARING AND TRUST?

Q6

Contextual targeting

Ad experimentation and testing

Geotargeting 

Advertising creative

In-house programmatic

Private marketplaces or shared data services

Intent data providers 

Data co-ops

Over-the-top advertising (e.g., streaming)

Out-of-home advertising (e.g., billboards)

63%

39%

34%

30%

29%

28%

20%

14%

8%

6%

AGREE DISAGREE

Most people are willing to share their 
personal information if we give them 

something of value
87% 13%

Generational differences (Millennials, 
Gen Z, Gen X, Boomers) influence 
how consumers feel about privacy

88% 12%

Demographics other than age 
(education, employment, income, zip 
code) influence how consumers feel 

about privacy
88% 12%
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WHAT TYPE OF CHANGES IN STRATEGY HAVE YOU MADE OR PLAN TO MAKE DUE TO PRIVACY? (SELECT ALL THAT 

APPLY)

Q7

Changes in customer data collection policies

Implementing a first-party data strategy

More focus on personalizing product offers and communications

Exploring new technology to aid in compliance, offset restrictions

Implementing a data ethics plan

Changes in how we measure marketing ROI

Offering incentives in exchange for personal information and or opt-in from customers

Changes in programmatic ad spending

Less focus on personalization

69%

50%

47%

42%

38%

33%

31%

22%

10%
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WHICH TECHNOLOGIES ARE YOU INVESTING IN TO ADDRESS THE DIGITAL CUSTOMER JOURNEY? (SELECT ALL THAT 

APPLY)

Q8

Marketing analytics, AI and ML

Marketing attribution and measurement technology

Digital data collection and personalization technology

Customer data platform technology

Consent management technology

Real-time personalization technology

Programmatic, display advertising technology

Identity management technology

Automated decisioning technology

65%

52%

47%

47%

34%

31%

26%

24%

20%
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WHAT ARE YOUR TOP CX TECHNOLOGY CHALLENGES? (SELECT TOP FIVE)

Q9

Too many disintegrated CX/marketing technologies 

Inability to integrate customer data sources

Inability to link online and offline customer identities into a single customer profile

Poor data quality

Lack of technical agility — too many older legacy applications 

Inability to track online behavior at the customer level

Multiple independent departmental decisioning systems

Real-time data access

Too much time between analytical model development and deployment/activation

Ability of decisioning and personalization technologies to scale to meet volume of  
decisions and amount of data 

Need to move all data into a marketing cloud or CDP for use in personalization, analytics

Metaverse impact on MarTech stack

45%

44%

44%

44%

38%

37%

33%

32%

26%

22%

19%

8%
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HOW ARE YOU USING OR PLAN TO USE AI TO IMPROVE CX? (SELECT ALL THAT APPLY)

Q10

Predict customer behavior and needs

Uncover frequent customer journeys

Improve omnichannel messaging

Personalization, even hyper-personalization

Customize content

Seamless CX through customer journey stages

Dynamic customer segmentation and targeting

Recommend products and services

Identify root cause of CX problems

Enabling self-service 

Identity and head off churn

Create content

Real-time decisioning

Improve MQLs (e.g., chatbots)

60%

47%

45%

40%

37%

37%

36%

32%

31%

29%

28%

26%

26%

23%
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HOW IMPORTANT IS DELIVERING HYBRID CX — AN INTEGRATION 

OF PHYSICAL AND DIGITAL — DURING THE NEXT 12 MONTHS 

TO INCREASE PERSONALIZATION, INNOVATION, CUSTOMER 

ENGAGEMENT?

Q11

IN 2022, WHAT DO YOU ESTIMATE THE ANNUAL USD REVENUE OF 

YOUR FIRM WILL BE?

Q12

Very

Not at all

Extremely

Slightly

Moderately

35%

3%

32%

7%

23%

$500 to $750 

million

Greater than $5 

billion

$1.1 billion to 

$5 billion

11%

13%

10%

$751 million to 

$1 billion

6%

$500 million

60%
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WHICH OF THE FOLLOWING STATEMENTS BEST DESCRIBES YOUR 

COMPANY’S PRIMARY BUSINESS MODEL IN 2022?

Q13

WHAT IS YOUR TITLE?

Q14

Business to 

Consumer

Hybrid

Business to 

Business

23%

25%

52%

Chief Marketing Officer

SVP/EVP of Marketing

Director of Marketing

VP of Marketing and/or Sales

VP of Customer Experience

Chief Experience Officer

Other 

VP of Marketing Operations

Director of Marketing Analytics

Director of Marketing Operations

26%

15%

14%

14%

7%

7%

7% 

4%

3% 

2%
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WHAT BEST DESCRIBES YOUR COMPANY’S INDUSTRY SECTOR?

Q15

IN WHICH REGION ARE YOU BASED?

Q16

U.S.

Europe

Asia Pacific

Canada

Latin America

Professional Services

High Tech

Other 

Financial Services

Consumer Products

Health / Pharmaceuticals

Manufacturing

Media / Entertainment

Retail

Hospitality

Telecom

Non-Profit / Government

Construction

Environmental, Utilities, Oil/Gas 

Shipping

39%

26%

22% 

7%

6%

20%

15%

12%

10%

7%

5%

5%

5%

5%

4%

4% 

3%

1%

1%

1%
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GIVEN THE EMPHASIS OF ONLINE INTERACTION AND HEIGHTENED 

CONSUMER EXPECTATIONS, HOW STRONGLY DO YOU FEEL 

BRANDS ARE DELIVERING THE RIGHT CUSTOMER EXPERIENCE TO 

WIN AND RETAIN YOUR BUSINESS?

Q1

DO YOU FEEL THAT BRANDS IMPROVED THEIR DIGITAL 

OFFERINGS DURING THE PANDEMIC (E.G., ONLINE SHOPPING, 

TELEHEALTH, CUSTOMER SERVICE, ONLINE BANKING)?

Q2

Very Very

Not at all Not at all

Extremely Extremely

Slightly Slightly

Moderately Moderately

36% 44%

1% 2%

16% 24%

5% 7%

42% 23%

DETAILED FINDINGS
CONSUMER SURVEY
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SAS is a leading provider of marketing and customer data 
platform (CDP) solutions. With SAS, marketing organizations 
can extend customer data activation, accelerate marketing 
planning, create meaningful, profitable customer journeys and 
measure the impact of marketing activity across channels, 
devices, and points in time. To learn more, visit sas.com/ci.

The Chief Marketing Officer (CMO) Council is the only global 
network of executives specifically dedicated to high-level knowledge 
exchange, thought leadership and personal relationship building 
among senior corporate marketing leaders and brand decision-makers 
across a wide range of global industries. The CMO Council's 16,000-
plus members control approximately $1 trillion in aggregated annual 
marketing expenditures and run complex, distributed marketing and 
sales operations worldwide. In total, the CMO Council and its strategic 
interest communities include more than 65,000 global executives in 
more than 110 countries covering multiple industries, segments and 
markets. For more information, visit www.cmocouncil.org.

SPONSORS & PARTNERS
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