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The rise of digital media has led to massive shifts in consumption habits 
across the population, first with consumers spending more time glued to 
computer screens, and now with the always-on power of smartphones. 
To help marketers looking to address their audiences across channels, 
eMarketer has curated a roundup of some of our latest coverage on the 
subject, including key trends, statistics and interviews.
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EMARKETER ROUNDUP: PROVIDING A SEAMLESS  
CONSUMER EXPERIENCE

Overview

The rise of digital media has led to massive shifts 
in consumption habits across the population, 
first with consumers spending more time glued 
to computer screens, and now with the always-
on power of smartphones. eMarketer estimates 
that among US adults, nearly half of all media 
time in 2014 was spent with digital, up from 
29.6% in 2010. Over the same time period, mobile 
specifically has grown from 3.7% of the total  
to 22.9%.

These shifts have meant that not only do brands need 
to be ready to address their audience on nontraditional 
channels, but they also have to be ready to address it on 
many channels, whenever and wherever consumers want 
it. Having a website is not enough; a mobile-optimized site 
is critical. Responsive design has become the watchword. 
Fast, convenient delivery of information and brand 
experiences on any platform, and any screen, is a priority.

And a challenge. According to US marketing executives 
surveyed in October 2014 by The Relevancy Group and 
Yes Lifecycle Marketing, multichannel campaigns were 
just as hard to run for companies with 1,000 or more 
employees as they were for smaller businesses, and 
presented problems across a range of issues that focused 
around integration and coordination. In September, when 
LinkedIn and Salesforce Marketing Cloud asked senior-level 
marketers in the US about their biggest challenges, 42% 
cited creating a personalized cross-channel experience to 
meet their customers’ needs.

Still, 59% of senior execs in North America told Forbes 
Insights and Sitecore in July 2014 that it was a priority for 
them to implement a single system for delivering customer 
experiences across all potential digital channels.

Progress may be slow on this front. Longitudinal research 
from SPS Commerce and Retail Systems Research (RSR) 
found that 31% of US companies believed they were either 
“moderate” or “advanced” in their implementations of 

omnichannel strategies in 2014--hardly a difference from 
2013, when the percentage was actually 1 point higher.

Respondents were 6 points more likely to say they had 
changes in process, but they also became more likely to 
say they were lagging behind, perhaps as they learn more 
about the panoply of challenges associated with delivering 
meaningful omnichannel experiences.

% of total

Share of Average Time Spent per Day with Major
Media by US Adults, 2010-2014

2010 2011 2012 2013 2014

Digital 29.6% 33.8% 38.5% 43.2% 46.3%

—Mobile (nonvoice) 3.7% 7.1% 13.4% 19.1% 22.9%

——Social networks 0.2% 0.7% 2.3% 4.1% 4.9%

——Video 0.0% 0.4% 1.1% 3.0% 4.4%

——Radio 0.9% 2.0% 3.0% 3.6% 4.3%

——Other 2.7% 3.9% 7.1% 8.4% 9.2%

—Desktop/laptop 22.0% 22.6% 20.7% 19.1% 17.7%

——Social networks 3.5% 4.7% 4.7% 3.8% 3.4%

——Video 0.9% 1.8% 3.0% 3.0% 2.9%

——Radio 2.2% 1.5% 1.1% 0.9% 0.9%

——Other 15.4% 14.5% 12.0% 11.4% 10.5%

—Other 3.9% 4.1% 4.3% 5.0% 5.8%

TV 40.9% 40.4% 39.2% 37.3% 36.6%

Radio 14.9% 13.9% 13.0% 12.4% 11.8%

Print* 7.7% 6.5% 5.4% 4.4% 3.5%

—Newspapers 4.6% 3.8% 3.1% 2.5% 1.9%

—Magazines 3.1% 2.7% 2.3% 1.9% 1.6%

Other 7.0% 5.5% 4.0% 2.8% 1.9%

Note: ages 18+; time spent with each medium includes all time spent with
that medium, regardless of multitasking; for example, 1 hour of
multitasking on desktop/laptop while watching TV is counted as 1 hour for
TV and 1 hour for desktop/laptop; numbers may not add up to 100% due to
rounding; *offline reading only
Source: eMarketer, Sep 2014
179593 www.eMarketer.com
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Why Marketers Still Haven’t Mastered Personalization

Lack of data integration means a lack of a single customer view

Marketers have heard it loud and clear: 
Personalization is important. But they’re still 
struggling to execute it. A critical issue? They 
haven’t mastered the development of a single 
customer viewpoint, and according to a July 
2014 survey by Forbes Insights in association in 
Sitecore, fragmented and siloed data systems 
were a key factor preventing this.

Senior executives polled in North America said their 
companies were using an average of 36 different data-
gathering systems and vendors—and some used more 
than 100. It comes as no surprise, then, that just 24% of 
respondents said the various customer communications 
and data-gathering systems they used were integrated or 
connected across their organization. On a more positive 
note, 56% said such systems were partially integrated, 
indicating they were taking steps toward a more 
streamlined future.

Senior execs’ priorities highlighted just how critical 
integration efforts were. Fully 62% said that creating a 
single, central customer marketing database that housed 
customer experience information was a priority, and 59% 
said the same about having a single system to deliver 
customer experiences across all potential digital channels.

A May 2014 study by Forrester Consulting commissioned 
by Conversant echoed these feelings. Fully 35% of US 
business-to-consumer marketing professionals said 
building a comprehensive single view of each customer 
across all sales and marketing channels was an extreme 
challenge to broader implementation of personalization, 
and 30% said it was a major challenge.

Meanwhile, 61% of respondents cited identifying, vetting 
and integrating technology, platforms and vendors to 
deliver personalized communications as a major or 
extreme challenge. Forrester noted that adopting up-to-
date personalization technologies could integrate separate 
data sources and types, and as a result, help firms create 
that single customer view they’ve been longing for.

% of respondents

Level of Integration of Customer Communications and
Data-Gathering Systems According to Senior
Executives in North America, July 2014

Fully integrated
24%

Partially integrated
56%

Not integrated
13%

Don't
know

8%

Note: numbers may not add up to 100% due to rounding
Source: Forbes Insights, "Customers for Life: Technology Strategies for
Attracting and Keeping Customers" in association with Sitecore, Sep 10,
2014
179713 www.eMarketer.com

% of respondents

Barriers to Implementing Personalization According
to US B2C Marketing Professionals, May 2014

Concerns about data privacy
37% 26% 14% 15% 9%

Building a comprehensive single view of each customer across 
all sales and marketing channels

35% 30% 22% 10%4%

Securing internal resources to execute a personalized
marketing program

32% 34% 18% 10% 7%

Gaining management buy-in and enterprise adoption
for personalization

31% 29% 22% 11% 8%

Conducting the analytics necessary to create
personalized communications

26% 34% 19% 18%4%

Sourcing talent skilled in planning and delivering
personalized programs

26% 32% 24% 15%4%

Extreme challenge
Major challenge

Challenge
Slight challenge

Not a challenge

Note: n=101; numbers may not add up to 100% due to rounding
Source: Forrester Consulting, "The Personalization Incentive: Advance to
True Real-Time Personalization to Meet Modern Customer Expectations"
commissioned by Conversant, Sep 2, 2014
179699 www.eMarketer.com

Identifying, vetting and integrating technology, platforms or 
vendors to deliver personalized communications

29% 32% 31% 6%
2%

Ability to dynamically create personalized content
23% 35% 27% 14% 2%
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Got a Seamless Customer Experience Yet?

Positive customer experience integral to sale

A survey from customer experience 
management firm SDL of more than 3,000 
global shoppers found that they want a positive 
customer experience from their retailers more 
than anything else. For most, that means 
consistency across channels—that is, retailers 
must meet expectations that the quality and 
quantity of information and service online and 
offline will match. What the study also announced 
is that 66% of consumers said they are willing to 
pay a premium to get that positive experience.

Willingness to take on these higher costs vary by 
generation and gender. Generations X and Y both agree 
that they are willing to pay more for a product if the brand 
is willing to deliver a positive customer experience during 
the purchasing process. For millennials ages 18 to 29, 17% 
strongly agree that they are willing to pay; those ages 30 to 
39 feel even more strongly, with 19% agreeing that paying 
extra for a higher-quality customer experience would be 
worth their while. Older generations care slightly less—only 
8% of 40- to 54-year-olds and an even lower 6% of those 
ages 55 and up strongly agreed.

Males are more willing to pay for better customer 
experience compared to females. While 9% of females said 
they could, that number jumped to 12% among males.

What exactly might that experience look like? For one, 
the study showed that 90% of people expected customer 
experiences to be seamless when passing between 
interacting with the brand online and offline. The SDL 
survey confirmed that shoppers are interacting with 
retail brands at multiple touchpoints, showrooming and 
webrooming along the way.

Respondents were ticked off when they received an item of 
poor quality for the price they paid. Second-most-irritating 
was that there was no one available to help—or not 
enough information provided—when they needed it most. 
No matter the price, no matter the quality of the discount, 
customer experience was important. In an age where the 

internet has made everything infinitely more convenient 
and accessible, those factors are frequently considered 
lowest common denominators.

Yet marketers are struggling to meet these demands. 
Q2 2014 research from the CMO Council found that not 
many North American marketing executives have formal 
customer experience management strategies. According to 
the study, which surveyed over 300 high-level marketers, 
34% said they do not have any formal strategy in place. 
One-third do have a strategy in development and a quarter 
report that formal strategies are already in place.

The study suggested that a lack of alignment within their 
organizations derails projects to enhance the customer 
experience—an objective that requires finance, marketing, 
sales and customer service teams to be on the same page.

% of respondents

Marketing Executives in North America Whose
Company Has a Formal Customer Experience
Management Strategy, Q2 2014

Yes
25%

No
34%

Strategy in
development
35%

Strategy in place, deploying 
technology soon
3%

Not sure
3%

Note: n=319
Source: CMO Council, "Mastering Adaptive Customer Engagements: A Look
Into How Today's Marketing Leaders Are Driving Business Performance
Across the Customer-Centric Landscape" sponsored by SAP, Sep 15, 2014
180720 www.eMarketer.com
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Want to Improve the Customer Experience? Get Aligned

Over one-third of marketers say senior management isn’t aligned on 
customer experience

Today’s consumers expect better customer 
service and more personalized experiences than 
ever before, but marketers have some way to 
go before perfecting such efforts. While many 
have pointed to technology and data integration 
problems as barriers, Q2 2014 research from 
CMO Council identified another issue: Alignment 
throughout the company.

When marketing executives in North America were 
asked to rank the most important attributes of customer 
centricity, having a senior management team committed 
to understanding the needs and behaviors of the customer 
market landed in the No. 1 spot. Functional alignment 
and support of a holistic customer experience strategy 
came next.

However, 35% of marketing execs called out a lack of 
alignment, saying that their heads of operations and line-
of-business leaders as well as their finance, marketing, 
sales, point-of-sales and customer service teams were not 
focused around a customer experience strategy. Just 12% 
said their core teams were strongly aligned.

Just coming up with a strategy is something that 
companies must improve on. More than one-third of 
respondents said their organization didn’t have a formal 
customer experience management strategy. Somewhat 
promising is the fact that around the same percentage 
were making steps toward developing one, and one-
quarter actually did have a strategy.

CMOs—one group usually expected to spearhead 
alignment—noted in June 2014 polling by Korn Ferry some 
of the challenges they were facing when trying to get 
everyone to work toward the same customer experience. 
Nearly 43% of US CMOs said aligning department strategies 
and priorities was the primary challenge of working across 
departments to develop a single customer experience. 
More than one-quarter said the same about integrating the 
customer experience across various sales channels.

% of respondents

Primary Challenge of Working Across Departments to
Develop an Integrated Customer Experience
According to US CMOs, June 2014

Aligning department strategies and priorities
42.8%

Integrating the customer experience across the various sales
channels

26.0%

Developing seamless messaging across different communication
channels

13.9%

Leveraging big data
8.7%

Creating customer engagement
8.7%

Note: numbers may not add up to 100% due to rounding
Source: Korn Ferry, "2014 CMO Pulse Survey," Aug 12, 2014
178666 www.eMarketer.com
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Smartphone-Toting Millennials Fuel Demand for Mobile-Optimized Sites

Nearly 90% of US millennial smartphone users admit to having their 
phones by their side 24/7

Put simply, millennials who own smartphones 
use them a lot, according to a June 2014 study by 
Mitek and Zogby Analytics. Among US millennial 
smartphone users polled, nearly 90% said their 
phones never left their side—both night and 
day—and 80% admitted they instantly reached 
for them right when they woke up.

With their phones in reach pretty much 24/7, it makes 
sense that millennial smartphone users would turn to their 
devices to surf the web and launch apps—but the survey 
results suggest they’re not always thrilled with what they 
find when they get to a company’s site or the app store. For 
example, 71% of respondents said that many companies 
didn’t even have a mobile app yet. Even worse, 86% of 
those polled commented that a lot of websites didn’t offer 
good mobile functionality. Considering that nearly half of 
respondents said they attempted to access the mobile site 
of a business via smartphone or tablet at least once daily, 
this is more than just a problem—it’s something marketers 
looking to reach millennials must take into account.

Based on June 2014 research by Burst Media, when trying 
to please millennials, smartphone-optimized sites and apps 
are more important than those designed for tablets. The 
study found that smartphones were millennials’ device of 
choice for internet and app access, with nearly two-thirds 
(64%) of US mobile device users ages 18 to 34 citing these 
as their primary mobile device for logging on to the web 
or checking out an app. Meanwhile, 22% said the same 
for tablets.

Growth in the millennial smartphone audience is slowing 
as penetration among mobile phone users in the 
demographic hits impressive highs. eMarketer estimates 
that there will be 66.4 million US millennial smartphone 
users this year, representing 81.2% of mobile phone users 
in this age group. This total will hit 86.2 million by 2018, 
when 99.7% of millennials who use mobile phones will 
have a smartphone.

% of respondents

Attitudes Toward Mobile Devices According to US
Millennial Smartphone Users, June 2014

A lot of companies don't have a mobile app
71% 24% 5%

In the next 5 years I believe everything will be done on
mobile devices

60% 35% 5%

Feel a native app is safer for transactions like banking
or purchasing than mobile apps

52% 29% 19%

Feel that my mobile device is safer than using my PC to
make purchases

38% 51% 11%

For personal use, I no longer use a PC and only use my
mobile device

34% 61% 5%

Agree Disagree Don't know

Note: ages 18-34; numbers may not add up to 100% due to rounding
Source: Mitek and Zogby Analytics, Sep 24, 2014
180419 www.eMarketer.com

My smartphone never leaves my side, night or day
87% 12%

2%

There are still a lot of websites that don't offer good
mobile functionality

86% 11%

2%

When I wake up, the first thing I do is reach for my
smartphone

80% 18%

2%

Spend more than 2 hours every day using my smartphone
78% 20%

2%

The tiny keyboard on a mobile device is hard to use
69% 29%

2%

For personal use, I prefer to use my mobile device over
a laptop/desktop computer

68% 29%

3%
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The Wearables Marketing Mistake to Avoid

Engagement trumps interaction when it comes to marketing via wearables

Wearable devices trumped smartphones and 
tablets at electronics shows in 2014, signaling 
another advance in consumer electronics 
is under way: The technology around us is 
becoming part of who we are physically. And 
so, too, are the brands that make use of these 
devices, according to a new eMarketer report, 
“Wearables: 10 Insights on Device Adoption and 
Business Opportunities.”

Wearable device shipments are expected to grow by triple-
digit percentages this year; International Data Corporation 
projected the number of wearable device units shipped 
worldwide in 2014 would total 19.2 billion units—a more 
than 200% increase. Yet enthusiasm is tempered by two 
factors. First, significant growth is not surprising in a new 
tech category, especially one that encompasses a large 
swath of device types. Essentially, there is a wearable for 
every major body part. Second, the “magic” product—
one that attracts a majority of consumers—has yet to 
come to market. Many suspect that Apple Watch will be 
that product when it launches in early 2015. But at this 
point, penetration among US consumers is low across all 
subcategories of wearables.

Ignoring wearables is a mistake, however. The early-adopter 
set is gravitating toward these devices, signaling the US 
market is ripe for the next tech innovation. And forward-
looking businesses are already active in the space.

Screens are appearing on more wearable devices, and 
the display technology is improving. However, the more 
passive use cases for the devices—wearing, tracking 
and notifying—have marketers focused on engaging 
consumers via wearables rather than expecting them to 
interact physically with the device.

“Interaction on these devices will not be through two-
thumb typing,” said Atul Satija, vice president of global 
revenue and operations at mobile advertising network 
InMobi. At most, he added, “interaction has to be a single-
finger touch that is more of a ‘yes/no’ command.”

In turn, many marketers believe messages sent to a smart 
watch, for instance, should drive interaction elsewhere. And 
with limited opportunities around touch-based interaction, 
Satija and others contend voice will also be a more user-
friendly and efficient means of interacting with wearables.

Ultimately, the goal of the message sent to the wearable 
should “give just enough information for the user to make 
a decision whether or not they want to take that next 
action—getting out their phone,” said Kira Wampler, CMO 
of real estate search site Trulia. Aiming for any complex 
interaction on the device itself is not likely to succeed.

millions
Wearable Device Shipments Worldwide, 2014 & 2018

2014

19.2

2018

111.9

Note: includes complex accessories (Fitbit, Jawbone, Nike+ FuelBand, etc.),
which require a tethered connection for their full range of capabilities;
smart accessories (Pebble, Samsung Galaxy Gear, Sony SmartWatch, etc.),
which are also tethered but can be augmented with apps; and smart
wearable devices such as Google Glass
Source: International Data Corporation (IDC), "Worldwide Wearable
Computing Device 2014-2018 Forecast and Analysis" as cited in press
release, April 10, 2014
172060 www.eMarketer.com
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EngageSimply Envisions Omnichannel as a Way of Targeting  
Small Subcultures

Judy Shapiro

Founder and CEO

engageSimply

As an engagement marketing company, 
engageSimply uses data analytics to serve ads 
and cultivate customer interests. Judy Shapiro, 
engageSimply’s founder and CEO, spoke 
with eMarketer’s Yory Wurmser about how 
omnichannel marketing is moving toward quality 
interactions based on context. 

eMarketer: How do you see engageSimply’s role within an 
omnichannel ecosystem?

Judy Shapiro: I started this company because my friends 
with the big agencies were getting these big data reports 
from the tech guys. And they were saying, “Judy, what does 
this mean?”

So there was a collision of tech meets marketing. And 
in the collision, what got lost was what I call the human 
element. How do we recreate a situation in the digital 
landscape where we can truly make advertising welcome 
and not just tolerated?

Our products are all around context. Our definition of 
context is around subcultures. So we talk to people who 
love women’s football—not people who love football. We 
talk to people who love unexplained archeology—not 
archeology. And so we scale subcultures, which is how 
we get to contextual relevance. We then create shops on 
these properties, on these communities around the topic. 
And that’s where the ecommerce engagement hub kicks 
into gear.

eMarketer: You have an unusual perspective in that you 
serve both brands and retailers. Are you seeing competition 
in the way that they are going about their advertising, or 
are they still working cooperatively?

Shapiro: I am finding not only more cooperation, I am 
finding an acceleration of channel strategies. So packaged 
goods are looking for channel partners.

“You know what the problem with 
mobile is? They are pushing rich media 
through a smartphone, and the user 
experience sucks.”

The biggest mistake, I humbly believe, is that digital became 
a TV alternative. That was a mistake made eight years ago. 
Digital is intimate. I focus on the intimate web—not the 
macrobillion impression web. Because the internet is the 
best communication- and content-serving engine.

Conversations are shifting in digital from billions of 
impressions to thousands of quality impressions. That is 
probably the most challenging part of what agencies are 
dealing with now: How do they balance digital scale with 
quality digital scale?

eMarketer: Does the shift to mobile affect how hard it is 
to deliver quality display ads?

Shapiro: So the big answer is yes. You know what the 
problem with mobile is? They are pushing rich media 
through a smartphone, and the user experience sucks. 
Mobile is critical real-time information, connectivity and 
help. Use it for that. Don’t try and shove a rich media ad 
through it, which is unpleasant. I don’t care how good the 
little viewer is—it’s just unpleasant. Will people watch it? 
Of course. There’s stuff on the train, there’s stuff at the 
airport, whatever. But this doesn’t make it a welcome 
user experience.

The point is these impressions are out of context. So even 
if that person was interested in those pair of shoes or the 
software or whatever you’re pitching, you are showing 
that ad in a way that is completely disruptive of what they 
intended to do. And so again, it’s a wasted impression.
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EngageSimply Envisions Omnichannel as a Way of Targeting Small Subcultures 
(continued)

Julie Fleischer, one of the top media people at Kraft, said 
at an Ad Age conference that she now rejects 75% to 80% 
of digital impressions delivered. Rejects. The house is on 
fire and everybody is sitting there talking about even more 
impressions. I mean truly, the house is on fire!

“What I really believe is going to happen in 
the next two to three years—omnichannel 
is going to be managed by the consumer.”

And the reason the house is on fire is because the 
agencies have no business model. How are they supposed 
to make a living today? They tried to merge their way into 
it. We know how that worked out. So they are playing the 
arbitrage game. The agencies have their hands dirty in this 
whole mess.

eMarketer: Do you see stores using your subcultures in 
the store?

Shapiro: Yes. I see an enormous amount of what I call 
proximity marketing that’s now gone to the next level. So 
if you say OK, Foursquare was version 1.0 of proximity 
marketing, we are now in version 3.0. So for instance, 

based on preferences, if you go into a Gap, you can scan 
the tag and it will give you a very rich experience.

What I really believe is going to happen in the next two 
to three years—omnichannel is going to be managed by 
the consumer. So the consumer is going to take a much 
more active role in telling retailers and brands what they’re 
interested in and when.

eMarketer: How do agencies fit into this?

Shapiro: The biggest opportunity for agencies is to get into 
the omnichannel game. Because the tech guys can’t do 
it because they don’t understand the marketing process, 
and they all tend to be one-trick ponies. So even an 
omnichannel tech platform is still taking the same ad and 
expressing it across channels. That’s not what marketing is 
about. I believe omnichannel is the agency’s biggest hope 
and it’s their biggest vulnerability.
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