


The rapidly changing and digitally-connected world which Marketo has come to call the “Engagement 
Economy,” demands marketers to live and breath their customer experience. The only way for marketers to 
survive in this new era is by engaging their customers on a more personalized, authentic, and seamless level.
 
With plenty of digital channels available for marketers to engage customers, the findings in The State of 
Engagement report demonstrates how social media remains at the forefront of the Engagement Economy. In 
essence, it is the combination of transparency and sense of community on social media that makes it such an 
ideal place for companies to successfully establish trust through authentic engagement. Social media is, in other 
words, where marketers can make consumers feel wanted, understood, and connected to their brand.
 
As a channel where the majority of customers go to seek information, social media is undeniably a rich source 
of data for unlocking customer behavior, interests, and expectations. The future of marketing, therefore, lies in the 
ability for marketers to not only embrace social media as a key engagement channel but to also integrate its data 
with the rest of their customer touchpoints, including web and email.

Daniel Kushner
Cheif Executive Officier



EXECUTIVE SUMMARY

As the Engagement Economy—a new era where everyone 
and everything is connected—continues to mature, how 
are marketers faring in making consumers feel wanted, 
understood, and connected to their brand? This report, 
The State of Engagement, seeks to answer this question. In 
it, we compare and contrast data and insights based on a 
global survey of over 2,000 consumers and senior marketers 
conducted by third-party resarch firm Illuminas in partnership 
with Marketo.

This executive summary examines the key findings from 
both a marketing and consumer perspective, looking 
across channels, expectations, and tools. The marketers 
are manager-level and above decision-makers involved in 
and responsible for customer, employee, and/or partner 
experience at enterprise and mid-market companies, while 
the consumers represent a mix of business buyers (B2B) and 
consumer buyers (B2C). Both the marketers and consumers 
are from the United States, the United Kingdom, France, and 
Germany.

The survey revealed that both B2B and B2C leaders are 
quickly realizing that they need to adopt and execute new 
strategies and approaches in order to to better engage 
today’s consumers. 

The data surfaced gaps between consumer expectations and 
marketers’ ability to satisfy them. Moreover, it revealed a 
disconnect between the desire to shift organizational priorities 
and strategies and the requisite executive sponsorship.

Specifically, this executive summary highlights the
following findings: 

• Consumers, Not Marketers, Define Engagement: 
Marketers have prioritized the consumer experience, 
and 82% believe they have a deep understanding 
of who they’re trying to reach. Yet over half of 
consumers think brands could do a better job aligning 
with their engagement preferences. 

• Engagement Happens Everywhere and Creates Data 
and Insights: Consumers utilize different channels at 
each stage of the buyer journey, making it essential 
for marketers to listen to their activities and respond 
accordingly. However, marketers are dissatisfied with 
the tools available to accomplish these tasks and cite 
this as their top barrier to effective engagement.

• To Engage Successfully at Scale, Organizations 
Need Structure and Buy-In: 98% of marketers believe 
consumer experience is critical and have developed a 
strategy to address it. Despite this consensus, only 59% 
of marketers report strategic alignment across a key 
stakeholder group—executive leadership. 

• Don’t Lose Sight of the Horizon: While marketers 
have an eye on the top channels that consumers are 
using to engage, it’s critical that marketers also deliver 
innovative experiences on new channels in order to 
keep pace with the latest trends. Consumer interests 
and investments change rapidly,  so marketers must 
set up organizations and technologies that allow 
for experimentation and smooth deployment of new 
consumer engagement initiatives. 



MARKETERS MUST REVISE THEIR APPROACH 
TO MEET CONSUMER EXPECTATIONS

Consumer expectations have shifted to expect more from the 
brands they buy from—they seek a personal relationship that 
offers them value wherever they are and whenever they are 
ready to engage. 

All consumers expect to benefit from stronger engagement by 
receiving advantages that are customized to their interests—
discounts, promotions, better service and support, etc. 
Moreover, both B2B and B2C consumers agree it is most 
important for brands and vendors to provide a consistent 
experience regardless of the channel they are using to interact 
with them.

As a result, marketers have had to rapidly transform their 
strategies, methods, and tactics in order to stay relevant.
In reflecting on their progress, 82% of marketers believe
they have a deep understanding of how consumers want
to be engaged.

Unfortunately, the survey found that while marketers see 
the value and importance of consumer and customer 
engagement, they simply aren’t hitting the mark: Over half of 
consumers think brands could do a better job of aligning 
with how consumers prefer to engage.

This misalignment manifests itself in marketers trying to engage 
without enough context or relevance. For instance, consumers 
feel brands and vendors send too much irrelevant content, 
citing this as the top reason they choose not to engage.

Perhaps part of the problem lies in the fact that the majority 
of consumer engagements with a brand are primarily 
transactional in nature. In other words, despite marketers’ 
perceptions, few consumers think brands are taking the time 
to deeply understand them and build a relationship.

The marketers that can truly achieve a deep understanding
of their consumers stand to gain, specifically in terms of
brand advocacy—a critical driver of success in the 
Engagement Economy.
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could do a better job aligning their 

engagement activities with my preferences

B2C
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“It is difficult enough to meet customer expectations, and we should always be 
looking for ways to exceed their expectations too. If we can deliver more than 
what customers expect, then we can get into the realm of delighting them.” 

Justin Schuster
Head of Corporate Marketing and Communications, Acxiom



TRUE ENGAGEMENT DOESN’T HAPPEN EFFECTIVELY 
WITHOUT COORDINATED DATA AND INSIGHTS

Regardless of what they’re purchasing, consumers call 
upon an array of digital channels throughout their buying 
journey and even once they are customers. And they expect 
consistent engagement from brands across those channels. 
While integration across touchpoints is more important to 
B2B consumers than B2C, both groups agree that it is most 
important for companies to integrate email, website, and 
phone interactions. 
 

This makes it imperative that marketers listen and respond to 
consumer activities in real time. Just as marketers think they 
have a deep understanding of consumer engagement, they 
also believe they are delivering a consistent experience across 
channels—which is not in line with consumer perceptions.
 

To do this will require an effective strategy to counter 
marketers’ number one barrier to effective engagement—tools. 
Satisfaction with current engagement tools’ ability to help 
marketers effectively reach consumers using the right channels 
and at the right moment is low across all regions.

average overall satisfaction 
with tools’ abilities across all 
aspects of engagement56%

“The future is in solutions and two-way customer engagement delivered, as 
broadly as possible, through new MarTech solutions.”

Vice President of Marketing and Global Business Development, Masonite International
Christian Nolte
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Marketers today rely upon marketing technology stacks 
comprising disparate point solutions that may work well for the 
specific function but deliver uncoordinated metrics and data. 
To succeed, marketers need to shift their mindset and identify 
tools, solutions, and platforms that: 

• Coordinate data from the various touchpoint 
and engagements 

• Translate those activities into actionable insights

Marketers believe the most innovative companies in
consumer engagement leverage technology for
omnichannel engagements, use personalized content,
and have identified how to reach the right audience at
the right moment. 



STRUCTURE, BUY-IN AND ALIGNMENT ARE
ESSENTIAL TO EVERY ENGAGEMENT STRATEGY 

As marketing leads the charge for their organization in 
defining true engagement for consumers, it’s more critical than 
ever that structure, alignment, and buy-in are central to any 
engagement strategy. 

Thankfully, almost all marketers have looked beyond simply 
engaging their larger audience and have crafted
engagement strategies specifically for their customers. 
Regardless of country, internal alignment for consumer and 
customer initiatives is focused on getting customer service
and support and sales teams on the same page. Where 
marketers find alignment falls short is with executives, who are 
less likely to be on board with their strategies. In fact, only 
59% of marketers report that executive leadership is aligned 
with their engagement strategy. 

This may help explain the gap between understanding
the need for such a strategy and the ability to effectively
execute against it.

Aligning executive leadership around consumers and 
customers is not only a critical function for the business, but a 
strategic function for marketing leadership as they cement their 
role as innovators, impactful business leaders, and advisors in
their organizations.

The key may be in moving beyond single-purpose tools to 
technologies, solutions, or platforms that facilitate the 
seamless flow of data and coordinate across elements in 
a marketing stack. After all, marketers around the world 
agree that a top challenge they face is demonstrating return 
on their technology investments. It stands to reason that if their 
current tools are falling short in enabling the engagement 
consumers expect, they are unable to deliver on their 
organizations’ core strategic goals. Executive leadership
does not show support for initiatives that are not driving 
measurable impact. 
 
With the right technology, marketers can satisfy consumer 
expectations, leading to better engagement, which in turn 
yields a higher return on their investments. This paves the way 
for executive support.
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“Companies need to pay attention to their organizational structure to support the customer 
experience, otherwise they will fall short of their vision and fail.”

Lisa Woodard
Former Chief Marketing Officer, Transamerica Brokerage



MASTER FUTURE CONSUMER
ENGAGEMENT TECHNOLOGIES TODAY

Consumers can push brands to become their best, most 
dynamic, and innovative. Or, alternately, brands can choose 
to do business as usual. The data shows that consumers are 
adopting new technologies now. And while they are not 
as prevalent as email and in the foreseeable future may not 
replace email as a communication channel, they will continue 
to grow in driving discovery, purchase, and relationship. 

To stay in lockstep with rapidly changing consumer interests 
and preferences over time, marketers must understand and 
experiment with new techniques and technologies now.

Monitoring social media and personalizing content are the 
engagement methods most marketers employ today. They are 
also the approaches marketers believe will have the greatest 
impact on consumer engagement. Marketers also focus 
on automation and integration—most likely because these 
capabilities enable them and their strategies to scale. 

Marketers also expect to use more advanced approaches 
in the future. And they believe their ability to enable a 
sophisticated digital engagement strategy hinges on these 
advancements.

The findings in The State of Engagement strongly suggest that 
marketers move beyond their current engagement methods 
and use more advanced approaches in the future. Journey 
mapping, machine learning, behavior tracking, and 
adaptive campaigns are expected to experience the largest 
uptake growth over the next year.  
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“If you are really focused on the Engagement Economy, you need to understand how 
every single touchpoint is connected across people, places and things. The margin for 
error today is so small because if clients do not get that personalized experience, they 
will move on to one of your competitors. Understanding how to surprise and delight is 
where the Engagement Economy meets growth.” 

Steven Wolfe Pereira 
Chief Marketing and Communications Officer, Neustar, Inc.
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Marketers who proactively educate themselves now on these 
advanced approaches will be best positioned to lead their 
organizations to success going forward.

Ultimately the data indicates that marketers who make 
a priority of keeping a finger on the pulse of consumer 
expectations and interests will be the marketers who truly 
stand out, offer value, and engage to win in the 
Engagement Economy. 



Camila Casale 

“We need to commit to continual refinement and improvement – explore what 
works, what doesn’t, and be open to new ideas, while at the same time keeping 
things on track and not simply chasing the latest idea just because it’s new.”

Chief Marketing Officer, U.S. and Canada, Softek  
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