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AI in Customer Experience: How AI Is Improving the Ways Companies 
Reach Consumers 

Best practices in customer experience (CX) are rapidly changing as promising applications of AI make their way into a 
company’s commonly used technology.

3 KEY QUESTIONS THIS REPORT WILL ANSWER

1	 How will AI change how businesses reach potential 
customers and CX strategy in general?

2	 What are innovative ways companies are using  
AI-enhanced CX technology?

3	 How can strategists and marketers leverage this to 
develop better CX with AI and build new products 
based on best practices?

WHAT’S IN THIS REPORT? Insights into how AI can 
improve CX and what companies are—and should be—
doing to stay ahead. 

% of respondents

Areas of Increased Investment in the Past Year for
Their Customer Experience Strategy According to
US Marketers, July 2021

Data quality 63%

AI 49%

Personalization 44%

Real time engagement 42%

Omnichannel presence 41%

Marketing technology 40%

Source: RedPoint, "Revisiting the Gaps in Customer Experience" conducted by The Harris
Poll, Sep 22, 2021

270129 eMarketer  |  InsiderIntelligence.com

KEY STAT: Nearly half of US marketers polled in September 
2021 have increased CX-related AI investments in the 
preceding year.
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Key Points

	■ AI will play an increasingly important role in CX. 
Investment in AI for CX purposes is increasing, and AI 
will be used in a growing number of ways. Companies 
that want to stay ahead of the curve will need to adopt 
the technology for CX purposes over the next five years.

	■ Firms should experiment with different applications 
of AI to find what is most valuable for them. 
Companies like Spotify and Tripadvisor are trying 
out different AI applications for CX, like predictive 
recommendations, and intend to scale these uses right 
from the start. 

	■ Companies deploying AI should be transparent 
about its use with their customers. Consumers are 
more likely to share data for a better experience if they 
know how their data is being handled. Businesses that 
prioritize data privacy and responsible AI practices will 
have a competitive edge.

AI Spending in CX 

Nearly half of marketers have increased their AI-related 
CX spending. That’s according to a survey from the 
Harris Poll performed for RedPoint, which surveyed 
US marketers in July 2021 about their outlays over the 
preceding year. 

% of respondents

Areas of Increased Investment in the Past Year for
Their Customer Experience Strategy According to
US Marketers, July 2021

Data quality 63%

AI 49%

Personalization 44%

Real time engagement 42%

Omnichannel presence 41%

Marketing technology 40%

Source: RedPoint, "Revisiting the Gaps in Customer Experience" conducted by The Harris
Poll, Sep 22, 2021

270129 eMarketer  |  InsiderIntelligence.com

CX technology spending is set to balloon. Increases in 
AI-related CX spending will mirror an overall increase in CX 
technology spending, which is set to reach $641 billion in 
2022, according to International Data Corporation (IDC) data.

IDC also reported that two customer service applications—
augmented customer service agents and sales process 
recommendation and augmentation—are expected to 
account for more than 20% of all US AI spending in 2025.

What Is CX?

Customer Experience (CX): the perception that customers 
have of an organization that is formed based on interactions 
across all touchpoints, people, and technology over time.

Source: Customer Experience Professionals Association (CXPA)

What Is AI?

The term AI can mean many different things, but there are a few 
sub-sections relevant to this report:

Machine learning (ML): A branch of AI and method by which 
computer systems learn, analyze, and interpret data to take 
actions on their own without programming.

Natural language processing (NLP): A branch of AI that 
enables computers to understand, interpret, and respond to 
human language. It includes subsets like natural language 
generation and natural language understanding and has 
applications in both text-based and voice-based interpretation. 

Predictive Analytics: Use of ML techniques and statistical 
modeling to identify the likelihood of future outcomes based 
on historical data. Advanced analytics uses ML in combination 
with other sophisticated techniques and tools (like visualization 
techniques) to identify deep insights.

https://www.acxiom.com/
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Why CX Matters
CX is important to consumers and can drive revenue and loyalty. A July 2021 survey of US internet users conducted by Alida 
in select countries found the following:

	■ Consumers prioritize companies who care about the CX: 92% of US respondents said that CX was an important factor in 
their purchasing decisions.

	■ The survey also found 87% of US respondents were loyal to brands focused on CX, while 85% agreed positive CX is more 
important than convenience.

https://www.acxiom.com/
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% of respondents

Impact of Customer Experience on Purchasing
Behaviors of Internet Users in Select Countries,
July 2021

Strong company position on equality
and accessibility is important when it
comes to my purchasing decisions

A single bad experience can cause me
to never do business with a brand again

Hearing of, seeing, or experiencing bias
or discrimination can cause me to never
do business with a brand again

I am willing to spend more for better
overall experience

More likely to spend with a brand whose
values align with mine

A positive customer experience is more
important to me than convenience

I am loyal to brands who focus on my
customer experience

Customer experience is an important
factor when it comes to my purchasing
decisions

Australia

80%

84%

86%

83%

88%

88%

89%

93%

Canada

76%

79%

82%

78%

85%

87%

88%

91%

India

92%

77%

85%

92%

94%

93%

94%

94%

UK

76%

82%

79%

79%

84%

84%

88%

90%

US

75%

79%

77%

82%

82%

85%

87%

92%

Total

80%

80%

82%

83%

86%

87%

89%

92%

Note: n=5,300 ages 18+
Source: Alida, "2021 Global Trends Report: Customer Experience," Oct 18, 2021

270598 eMarketer  |  InsiderIntelligence.com

Good CX adds value in the eyes of the market. The 20 
companies with the highest customer satisfaction scores 
generated double the shareholder value than the companies 
in the S&P 500 did during the period lasting from 2009 to 
2019, according to Boston Consulting Group (BCG). The 
American Customer Satisfaction Index (ACSI) similarly 
reported that companies with higher ASCI scores—a 
measure of customer satisfaction with a firm—typically 
offered better returns than the S&P 500.

Why AI Matters
AI drives innovation, which is important for CX success. 
Nearly 90% of decision-makers in North America strongly 
agree or agree that continuous innovation in CX is needed 
to prevent losing customers to competitors, according to Q2 
2021 research from Zendesk and Enterprise Strategy Group. 

% of respondents

Decision-Makers in North America Who Agree that
Continuous Customer Experience Innovation Is 
Needed to Prevent Losing Customers to
Competitors, Q2 2021

Strongly agree
48%

Agree
41%

Neither agree
nor disagree
8% Disagree

3%

Source: Zendesk, "The 2021 State of CX Maturity Report" in partnership with Enterprise
Strategy Group (ESG), Oct 7, 2021

270334 eMarketer  |  InsiderIntelligence.com

CX applications are one of the most promising uses 
for AI tech. AI—and especially machine learning (ML)—
is changing how CX is built and delivered to customers. 
According to [24]7.ai, 72% of CX professionals globally said 
their companies used software-based phone assistance like 
a voicebot in 2021, up from 69% in 2020.

% of respondents

Customer Support Solutions Their Company Uses
According to Customer Experience Professionals
Worldwide, 2020 & 2021

All of the above

Messaging agent (text)

Software-based messaging (Apple Business Chat, Google Business
Messaging, Facebook Messenger, etc.)

Chat agent (chat)

Software-based web-based chat (chatbot)

Voice agent (phone)

Software-based phone assistance (e.g., interactive voice response, 
voicebot)

Software-based web-based support (email, forms, FAQs, etc.)

2020

23%

47%

56%

54%

56%

62%

69%

76%

2021

29%

53%

62%

66%

68%

71%

72%

82%

Source: [24]7.ai, “The CX Reality Check: Momentum Interrupted," Nov 10, 2021

271369 eMarketer  |  InsiderIntelligence.com

There is a general consensus among CX professionals that 
the role of AI in CX will only become more prominent over 
the coming years. A March 2021 survey by Talkdesk, a CX 
services company, found 64% of CX professionals expected 
their companies’ contact centers to prioritize deeper 
investments in AI tech.

https://www.acxiom.com/
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What Types of AI Can Help CX?
ML, natural language understanding (NLU), and natural 
language processing (NLP) are all types of AI that can 
help analyze customer sentiment and customer feedback 
on a large scale. Analytics tools used with ML can provide 
powerful insights about customers.

Organizations now use different types of AI to solve for 
different CX problems. According to Coresight Research, 
44.2% of US executives are experimenting with facial 
and voice recognition, 43% with personalized channel 
experience, and 41.2% with NLP for content generation. 

% of respondents

Leading Ways that Companies Are Experimenting
with AI in Digital Marketing According to US
Executives, Nov 2021

Facial and voice recognition
44.2%

Personalized channel experience
43.0%

Natural language processing to generate content
41.2%

Improved customer segmentation
35.2%

Real-time o�er generations for e�ective product promotions
27.9%

Note: n=165; top three responses
Source: Coresight Research, "AI-Powered Language: A New Era of Enhanced Customer
Engagement," Jan 31, 2022

273057 eMarketer  |  InsiderIntelligence.com

Key Uses of AI in CX 

Businesses are already well versed in the use of certain 
AI tools to improve CX, like voicebots and chatbots. But 
adoption of newer applications of the technology, like 
content generation, remains low. Here are the main uses 
of AI that companies will use to enhance their CX.

Customer Service
AI can improve customer service and support through 
contactless, personalized customer care.

AI-enabled support. More than half of CX professionals 
worldwide planned to implement software-based phone and 
digital support channels delivered from the same AI-enabled 
software solution platform, according to July 2021 data 

from [24]7.ai. A majority also planned to implement voice 
agents and software-based phone assistance using digital 
capabilities like visual information shared with customers, 
the research revealed.

% of respondents

Support Capabilities Their Company Is Planning to
Implement According to Customer Experience
Professionals Worldwide, July 2021

Agent having a consolidated view of customer activity across voice and
digital channels including software-based interaction

54%

Software-based phone and digital support channels delivered from the same
AI-enabled software solution platform

53%

Voice agents and software-based phone assistance can utilize digital
capabilities (e.g., visual information shared with customers)

53%

Agents can be flexibly assigned to voice or digital support
47%

Voice and digital agents use the same desktop application (with separate
features for each channel)

44%

None of the above
2%

Note: in the next two years
Source: [24]7.ai, “The CX Reality Check: Momentum Interrupted," Nov 10, 2021

271371 eMarketer  |  InsiderIntelligence.com

AI is changing customer service in three 
significant ways:

1	 Automated response: Conversational AI technology, 
including NLU and processing in virtual customer 
assistants, can reduce response times. This can 
eliminate the hassle of returns or provide immediate 
answers to customer questions. 

2	 Customer service training: AI that analyzes qualitative 
feedback from customers can help companies create 
customized staff training programs that better meet 
customers’ needs and desires.

3	 Identifying pain points: Businesses can use AI to 
unearth the causes of CX problems, allowing them to 
prioritize improvements. 

Chatbots are popular NLP tools to address all of those 
issues. Chatbots have been one of the earliest types of AI 
adopted by companies: Coresight’s November 2021 survey 
of US executives found 64% use the technology to improve 
customer satisfaction. 

https://www.acxiom.com/
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% of respondents

Ways that US Executives Are Currently Using AI to
Improve Customer Satisfaction, Nov 2021

Email personalization
77.5%

AI chatbots
64.0%

Product recommendations
60.7%

Personalized ad targeting
46.1%

Dynamic pricing
43.8%

Better identification of customer segment analysis
37.1%

Note: n=89; who currently use AI to o�er a personalized customer experience
Source: Coresight Research, "AI-Powered Language: A New Era of Enhanced Customer
Engagement," Jan 31, 2022

273059 eMarketer  |  InsiderIntelligence.com

Consumers have an overall positive view of AI and 
automated chat technology with about 60% having a 
positive perception, according to November 2021 data from 
Botco.ai. 

Botco.ai also found chatbot uses vary widely among 
consumers: 18% rely on them to find out business hours, 
17% for product information, and 16% to find nearby 
locations. Companies will need to experiment to figure out 
which uses offer them the best return on investment. 

% of respondents
Reasons US Consumers Use Chatbots, Nov 2021

Business hours 18%

Product information 17%

Customer service request 16%

Nearby locations 16%

Requesting technical support 12%

Requesting a quote 11%

Personalized recommendations 9%

Note: ages 18+; numbers may not add up to 100% due to rounding
Source: Botco.ai, "The State of Chatbots in Marketing 2022," Feb 24, 2022

273669 eMarketer  |  InsiderIntelligence.com

Consumer Insights
AI-enabled analytics like predictive analytics and deep 
analytics can help companies understand customer behavior 
better, leading to improved CX. 

There are some shortcomings in two measures widely used 
to understand what customers think and feel, according 
to research from University of Cambridge reported by the 
Harvard Business Review: customer satisfaction and Net 
Promoter Score pertaining to the efficiency and accuracy of 
those metrics.

Adoption of AI models and tools is still low today and often 
limited to indicating positive or negative sentiment. But this 
is changing.

	■ Predictive analytics can anticipate customer 
purchasing preferences and remove roadblocks ahead 
of time. It can also be used for customer segmentation, 
allowing companies to make CX enhancements in 
real time. 

	■ NLP can extract insights and analyze sentiment from 
a wide range of customer feedback touchpoints like 
reviews, complaint emails, and chatbots. NLP can 
determine user satisfaction levels and identify important 
customer supports and critics. 

	■ Touchpoint analysis can determine which media or 
interactions—like mobile app usage or social media—
improve CX and drive repurchases. The touchpoints 
that customers actually care about may not be the ones 
companies expect. This helps businesses learn about 
their customers and anticipate valuable touchpoints.

	■ Enhanced facial recognition, sometimes referred 
to as emotional AI, can improve CX measurement 
by capturing emotional and cognitive responses in 
real time. It can also contextualize responses through 
customer evaluations, like complaints or suggestions. 
This captures real-time feedback that can be lost in 
post-purchase surveys.  

Customized Content 
According to the November 2021 Coresight Research 
survey, 72.2% of US executives were either currently using 
or planned to use AI for content generation and customizing 
what content customers see. 

	■ Content personalization: AI can help marketers create 
bespoke content for each consumer across marketing 
channels. These tools can help target consumers by 
selecting the best words and phrases or identifying 
consumers’ individual interests. This is also sometimes 
called dynamic content.

https://www.acxiom.com/
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	■ Content generation: Digital marketers are already 
using AI to distribute, manage, and analyze content. Its 
use in creative content generation—identifying topic 
ideas or creating written or visual content—is next. The 
Coresight Research survey found more than 4 in 10 
respondents used NLP to generate content.

Personalized Experiences
Understanding the consumer through real-time contextual 
data—like location, browsing data and purchase history—
and then delivering a personalized experience is another key 
area where AI can help.

More personalized and flexible CX is a priority for 
companies. RedPoint found 41% of US marketers named 
personalized experiences and deep relevance as leading 
drivers in CX strategy innovation. More than a third said 
creating flexible delivery systems for services was also a 
key driver.

% of respondents

Leading Drivers of Advancement/Innovation in
Their Customer Experience Strategy According to
US Marketers, July 2021

Personalizing experiences to provide deep relevance and context that is
meaningful and valued by the individual customer

41%

Creating flexible delivery systems for services (e.g., curbside delivery,
telehealth, digital banking, SMS campaigns) that help meet the customer
where and when they want services

36%

Always on, omnipresent, omnichannel experiences, support, and service
33%

Moving beyond a basic understanding of customer preference and
anticipating customer needs

32%

Source: RedPoint, "Revisiting the Gaps in Customer Experience" conducted by The Harris
Poll, Sep 22, 2021

270130 eMarketer  |  InsiderIntelligence.com

	■ Retailers can combine personalization, AI-based pattern 
matching, and product-based recommendation engines 
to enable features like virtual fitting rooms.

	■ AI can help companies target customers with 
personalized offers, which are, as BCG notes, at least 
twice as effective as standard promotions.

	■ According to Coresight Research, 53.9% of 
respondents were currently using AI or ML to offer a 
personalized experience to customers. More than three-
quarters agreed or strongly agreed AI helps companies 
manage challenges related to personalized CX.

	■ AI can also help with the personalization of loyalty 
programs to improve efficiency. AI is being used to 
design and tailor loyalty programs with the goal of 
deepening the personalization. 

% of respondents

Current Use of AI/Machine Learning to Provide
Personalized Customer Experiences According to
US Executives, Nov 2021

Currently uses AI/machine learning
53.9%

Plans to use AI/machine learning
38.8%

Does not use AI/machine learning and does not plan to do so
6.7%

Doesn't know/not sure
0.6%

Note: n=165
Source: Coresight Research, "AI-Powered Language: A New Era of Enhanced Customer
Engagement," Jan 31, 2022

273058 eMarketer  |  InsiderIntelligence.com

For example, in 2021 American Express released a 
“contextual and predictive search capability” in its app 
designed to predict what customers want before they 
even begin typing. If the person, say, opens the app at the 
airport, it will assume they are trying to find the lounge. The 
tool is trained on an NLP model initially designed for their 
customer service chatbots. 

Levi Strauss & Co. uses AI to help set pricing, as well 
as to personalize marketing, predict demand, and optimize 
fulfillment. It credits a 20% to 21% year-over-year increase 
in revenue seen in Q3 2021 at least partially to the use of AI.

Identifying Challenges
IT decision makers worldwide found lack of data quality 
and lack of expertise within the organization were the 
primary factors that led to AI and ML research and 
development failures, according to Rackspace Technology.

https://www.acxiom.com/
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% of respondents

Reasons for AI/Machine Learning Research and
Development Failures According to IT
Decision-Makers Worldwide, Jan 2021

Lack of data quality 34%

Lack of expertise within the organization 34%

Lack of production ready data 31%

Poorly conceived strategy 31%

Lack of integrated development environment 29%

Lack of investment in the right people 28%

Bias in the algorithm 27%

Source: Rackspace Technology, "Are Organizations Succeeding at AI and Machine
Learning?", conducted by Coleman Parkes Research, Jan 28, 2021

263768 eMarketer  |  InsiderIntelligence.com

The future opportunity lies in getting more—and the right 
types of—data. While the infrastructure needed to support 
AI initiatives may be in place, companies are limited by the 
types of data they’re gathering. Often, the necessary context 
is lacking—such as when someone places an item in in a cart 
but doesn’t take another step.

Companies should strive to augment simplistic data with 
more context and emotional intelligence.

AI Technology in Use: Case Studies on 
AI Implementation in CX 

Tripadvisor 
Tripadvisor used conversational AI technology for a 
campaign executed on voice assistants like Alexa and 
Google Assistant with the goal of maintaining engagement 
during the pandemic, according to Adam Ochman, global 
head of marketing at Tripadvisor. 

The issue: The company saw engagement levels drop as 
the pandemic stifled travel plans. As a result, it wanted to 
improve the ease of CX and increase touchpoints in a time of 
low engagement. 

What Tripadvisor did: Tripadvisor launched two voice 
assistant campaigns where users could interact with 
itineraries on Alexa or Google Assistant, one for Abu Dhabi 
and the other for Visit Orlando. The campaigns attempted 
to fit into the audience’s daily life and met consumers where 
they spent the most time—in their homes. 

The user was able to have a conversation with a voice 
assistant and engage with the itineraries, eventually 
heading to Tripadvisor’s website if they decided to continue 
planning their trip. The experience weaved in content from 
the website like reviews, which allowed users to access this 
information in a new way. Tripadvisor also tested, learned, 
and amended its plans during the campaigns. 

The result: Tripadvisor considered the campaigns 
successful. Users spent more than 4 minutes on average 
engaging with the campaigns, answering approximately 
seven prompts. In all, users engaged with the Visit Orlando 
campaign for a combined 450 hours and spent more than 
1,300 hours with the Abu Dhabi campaign. Both campaigns 
increased performance. Tripadvisor also won a Drum Award 
for “Most Effective Use of AI/Machine Learning” as a result 
of this campaign.

Where else is it considering AI: Tripadvisor is considering 
the use of dynamic content tailored to their individual users 
as well as predictive analytics for better creative output 
and delivery.

It is also contemplating the metaverse—with ideas like 
itineraries accessed in virtual reality before buying—and 
travel retail applications.

Spotify 
Spotify uses AI for many purposes, including its pioneering 
personal recommendation model, which relies on semantic 
analysis. Magnus Friberg, data scientist at Spotify, said 
customer support is another area where the company is 
experimenting with AI.

The issue: Spotify wanted to make the customer support 
journey as autonomous and efficient as possible. 

What they did: Spotify implemented a customer support 
chatbot around two years ago, before which all interactions 
went through a customer service representative. The 
chatbot offers several basic support functions and is 
connected to Spotify’s API. The company has focused the 
chatbot’s functions on instances where it can solve tasks 
based on automation provided by the bot-API connection. 
For instance, it can sense when users are repeating certain 
behaviors, like changing account settings, and provide 
automated help with those tasks.

https://www.acxiom.com/
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Bots may handle most support tasks within the next five 
years due to the expected increase in size of AI language 
models, which help predict the occurrence of a word or 
phrase. But customer service representatives will still be 
necessary for more complex issues and to interact with 
users who prefer talking to people. Spotify also directs users 
to informational articles. 

In addition to the bot, Spotify also built an AI model to help 
classify issues, a task once considered infeasible due to the 
sheer quantity of them. The model classifies interactions 
from all sources—including the website, app, Twitter, Reddit, 
Facebook, direct emails, and the bot—to identify larger 
trends and determine whether an issue is actionable. Spotify 
also uses various models for outlier detection, which can 
help them determine the behaviors of customer segments 
using forecasting models.

Spotify is also using AI to try and predict a user’s next steps 
and if the user will contact them. The eventual goal is to 
nudge them in the right direction—for example, by alerting 
them about an expiring credit card.  

AI is also used to support customer service representatives. 
Models are used to predict issues and present employees 
with relevant information cards ahead of time to 
improve experience.

Most of the AI models used by Spotify are open source but a 
lot of internal algorithms are built internally. Spotify relies on 
the open-source software catalog and developer platform 
Backstage, which uses templates. If someone wants to start a 
new AI workflow, they can use these templates as a first step. 

The result: Spotify’s AI-driven efforts have improved 
customer perception and removed friction. The efforts 
decreased the number of responses and handle time. 
Spotify uses a few key performance indicators for its bots, 
including resolution score, closed cases per online hour, and 
deflection rates. 

Where else is it considering AI: Language models are 
rapidly increasing in size and capability and will enable 
dramatic improvements in all areas Spotify is investing in. 
They’ll also open entirely new applications. 

In March, Spotify filed a patent for an AI-based system that 
can predict breaking artists. The new system can predict 
which artists are likely to become popular based on the 
listening patterns of early adopters. If all goes as planned, 
this could be a game changer for how artists get discovered 
and recognized by both Spotify and its users.

Best Practices
	■ Understand CX’s role across the company before 

considering an AI strategy. This means mapping 
and analyzing the customer journey to understand 
touchpoints and experiences. The organization’s 
governance model should allow accountability to be 
assigned throughout this process.

	■ Focus on capturing the right high-quality data. AI 
is only useful if companies first understand what their 
customers’ pain points are. Capturing good quality data 
is at the center of this. Adding context to data wherever 
possible is also incredibly important. 

	■ Strive for digital intimacy through “good” friction. 
AI is currently very good at removing friction points. 
But those thinking ahead of the curve will use AI to 
introduce good friction—like amplifying nostalgia or 
gamification through technology such as prediction 
engines and emotional AI, according to Jennifer Dalipi, 
global consulting partner at Ogilvy. The ultimate goal 
is for companies to anticipate customers’ needs and 
understand their values using an empathetic set of data. 

	■ Ensure the responsible use of AI. Consumer 
concerns about the ethical and responsible use of 
AI by organizations—and wariness of bias in the 
technology—will only grow. These worries now 
also apply to companies using third-party AI tools. 
Businesses need to have responsible AI policies and 
assess their risk regularly. Companies should consider 
using third-party evaluations or certifications to detect 
and correct bias in their AI. 

	■ Focus on transparency around privacy issues. 
Companies need to be proactive about transparency 
with customers by educating them, building 
relationships, and making a distinction between data 
used for CX and data sold to advertisers or used for 
other purposes. Consumer trust around these issues 
will lead to less friction and more innovation.

	■ Make sure CX initiatives are aligned across the 
business. According to BCG, a retail bank had 220 
different uncoordinated initiatives across 30 functions 
to improve CX that failed to come to fruition due to lack 
of collaboration and planning. While this may be an 
extreme example, the failure to ensure alignment across 
functions will lead to an unsuccessful AI rollout.

	■ Test first, scale second. Experiment with different 
applications but have systems in place that determine 
which are succeeding. A plan to scale each option is 
also critical.

https://www.acxiom.com/


Let’s get human: Leveraging AI to deliver a relevant customer experience 

This sponsored article was contributed by Acxiom.

During the past two years, behaviors and 
expectations have changed significantly, and 
the buyer journey and path to purchase have 
become more complex and connected. We’re 
increasingly seeing more digital, mobile, and real-
time experiences. While brands have been talking 
about CX for quite a while, consumer expectations 
have accelerated in favor of a digitally powered, 
connected CX that meets their specific needs.

Today, people simply expect more from the brands 
they engage with. They expect to be recognized as 
individuals. In some cases, they are even willing to 
provide data about themselves to get what they want 
or need from a brand. In fact, it’s estimated that by 
2025, people will generate more than 460 exabytes of 
data globally every day. This includes data about where 
people go and how they choose to get there, where 
and how they shop, the products and services they 
buy, and the kinds of experiences that matter most in 
influencing their purchase decisions. Still, among all 
this data, it’s getting harder for brands to have a clear 
view of current and potential customers. 

The pace of technological advancement and digital 
connectivity has driven consumers’ concerns around 
their ability to maintain privacy, both in terms of the 
amount of data organizations collect and brands’ 
perceived ability to reach into people’s lives through 
their smart devices. Between the changing privacy 
landscape and the final steps in the deprecation 
of third-party cookies, marketers are heading into 
uncharted territory. Brands need to lead the charge in 
ensuring they do what is right for people and what is 
right in terms of the regulations.  

In 2014, Gartner predicted we would all have more 
than 500 smart devices in our homes by 2022. 

In 2021, Deloitte reported that the average US 
household contained 25 connected devices—more 
than double the 11 found in the average household 
in 2019. Whether each household contains 500 or 
25 connected devices, imagine all the data those 
devices will generate. Keeping track of all this data 
and ensuring brands are doing everything they can to 
protect consumer privacy is a daunting task. For this 
reason, data and data privacy must go hand in hand 
as brands leverage AI and machine learning (ML) to 
deliver a relevant CX. 

While it’s important to protect against the propagation 
of unethically sourced and bad quality data, it is even 
more important to understand the value of quality data 
in shaping a truly great CX. Acxiom is helping brands 
get it right and is closing the gap between the data 
a brand is collecting versus what is needed to deliver 
a seamless, data-driven, and contextually relevant 
experience that people crave.  

Most would agree that data is a critical piece of 
infrastructure in today’s digital economy, an essential 
component for powering AI and ML, and the kind of CX 
people value that recognizes them as individuals. It’s 
time to transition from trying to understand the buyer 
journey to enabling a human experience that builds 
brand loyalty and future-proofs customer relationships.

Gather and connect the data insights that propel 
you toward an improved CX with Acxiom’s newest 
AI and ML solution, Acxiom Merchandising and 
Marketing Optimization. 

It’s time to transition from trying 
to understand the buyer journey 
to enabling a human experience 
that builds brand loyalty.
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