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About this paper
A Black & White paper is a study based on primary research survey 
data that assesses the market dynamics of a key enterprise technology 
segment through the lens of the “on the ground” experience and opinions 
of real practitioners — what they are doing, and why they are doing it.
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Executive Summary
To better understand the role digital commerce maturity plays in delivering differentiated 
customer experiences, Adobe, in partnership with 451 Research, completed a global study in 
February, before widespread lockdowns due to COVID-19. The custom study was a survey of 
consumer brand manufacturers that sell their branded products digitally via a mix of direct-to-
consumer and retail channels across key global markets: the US, UK, Germany, Spain, Australia, 
Brazil, France and the Netherlands. 

451 Research tracks the role of digital commerce technology and has been closely monitoring the 
impact of the COVID-19 pandemic on digital strategies and related technology spending trends. 
The pandemic and its economic impact have accelerated the adoption of critical technologies not 
only to support the changing needs of consumers, but also to support the essential pivot toward 
online experiences, whether the merchant offers essential or non-essential goods or services. 

�ÙÄ�ĝĬĖĺÄŁ�Ōú½ÝúÓĝ�ĖÄÝúÒăĖ·Ä�ĦÙÄ�ÝùēăĖĦ§ú·Ä�ăÒ�½ÝÓÝĦ§ò�·ăùùÄĖ·Ä�ĦÄ·ÙúăòăÓÝÄĝ�Ħă�òăúÓƪĦÄĖù�
growth as the pressure to deliver differentiated and consistent customer experiences is 
Ýú·ĖÄ§ĝÝúÓ�ĻÝĦÙ�ĦÙÄ�ĖÄĝĬòĦ�ăÒ�ĝÝÓúÝŌ·§úĦ�ĝă·ÝÄĦ§ò�·Ù§úÓÄĝ�ă··ĬĖĖÝúÓ�§·Ėăĝĝ�Ýú½ĬĝĦĖÝÄĝ�ÒăĖ�¶ăĦÙ�
business-to-business (B2B) and business-to-consumer (B2C) brands. As customers engage 
with an increasing number of devices and touchpoints, digital commerce plays a pivotal role in 
delivering optimized customer experiences that lead to the moment of conversion. 

To remain relevant in the eyes of customers, brands and businesses across the globe are turning 
to alternative forms of commerce engagement, including direct-to-consumer strategies. This 
requires the implementation of new technological processes and infrastructure, in effect forcing 
digital transformation. Understanding digital commerce maturity – namely the key processes, 
technologies and strategies needed to deliver next-generation, optimized customer experiences – 
is essential for brands to remain competitive in an evolving global landscape.   

Key Findings
• Three-quarters of consumer brand manufacturers strongly believe that digital commerce is 

the most important path to revenue growth. To remain relevant in the eyes of their customers, 
consumer brand manufacturers will need to invest in contextual digital experiences at every 
step of the consumer journey. 

• Customer experience is a key driver of digital transformation initiatives. More than half (53%) 
of consumer brand manufacturers stated that improving the customer experience is the top 
driver of their digital transformation initiatives. That number rose to nearly 71% of respondents 
at the C-suite (CIO/CTO) level. Businesses are investing in new digital technologies and 
processes to more effectively engage with customers, partners and employees. 

• Digital commerce leaders understand the vital importance of establishing context and new 
models of engagement in order to develop a winning customer experience in the digital 
economy. They are actively taking strides in that direction, with 90% investing in newer digital 
commerce platforms that allow for more relevant contextual experiences.
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• Well over three-quarters (86%) of digital commerce leaders are prioritizing the need to 
ensure customer data is shared in real time across different touchpoints along the customer 
journey. Establishing relevant context for digital commerce interactions is essential to 
delivering the optimal experience for each customer. It is driven by an understanding of the 
·ĬĝĦăùÄĖ�§·Ėăĝĝ�§òò�ēăÝúĦĝ�ăÒ�ÝúĦÄĖ§·ĦÝăúƕ�§·ÙÝÄĺÝúÓ�§�ĬúÝŌÄ½�ĺÝÄĻ�ĦÙĖăĬÓÙ�ĦÙÄ�·ăòòÄ·ĦÝăú�ăÒ�
customer data along the entire journey.

• Just over half (51%) of digital commerce leaders have a more modern, agile commerce 
platform with customizable, reusable components. They are prioritizing the use of fully 
integrated hybrid commerce platforms that can scale to support a global business with both 
B2B and B2C distribution models. 

• Digital commerce leaders reported 80%+ improvement on key performance metrics along 
with healthier revenue growth, coordinated management of digital initiatives, and improved 
omnichannel engagement and operations. They are twice as likely to have a dedicated digital 
strategy leadership, and 84% claimed to track and measure the customer journey across  
all touchpoints. 

Consumers Buy Experiences, Not Products
Rising Consumer Expectations are Reshaping  
Commerce Experiences

The pressure to deliver differentiated and consistent customer experiences is increasing as a 
ĖÄĝĬòĦ�ăÒ�ĝÝÓúÝŌ·§úĦ�½ÝĝĖĬēĦÝăú�ă··ĬĖĖÝúÓ�§·Ėăĝĝ�Ýú½ĬĝĦĖÝÄĝƕ�ÒăĖ·ÝúÓ�ĦÙÄ�ÄĺăòĬĦÝăú�ăÒ�ÄúÓ§ÓÄùÄúĦ�
models for B2C and B2B businesses. This disruption comes in the form of customers’ increasing 
concern about data privacy and security, which is threatening the status quo. Alongside emerging 
compliance requirements, businesses are pressured to adopt more transparent customer data 
architectures that are key to delivering differentiated experiences, forcing an evolution of the 
business technology stack and the unifying of data siloes. In an increasingly sensitive consumer 
landscape, brands and businesses are realizing the importance of establishing trust and control in 
order to win the hearts of their customers and drive business growth. 

Concurrently, a massive shift in growth strategies is taking place as many businesses and 
consumers are chosing to subscribe to products and services rather than engage in one-off 
transactions. The increasing popularity of the subscription model changes short-term economics 
and long-term relationships with customers, necessitating new business and engagement 
models focused on retention for revenue recognition. The result of these shifts is the growing 
importance of loyalty and relationship-building through the delivery of consistent, positive 
interactions with customers across multiple digital channels.

Emotion is the Currency of Experience

Businesses are striving to drive customer engagement and spending by harnessing the power of 
human decision-making behavior and emotion to create brand loyalty. Consumers’ prioritization 
of experiences has led to the revitalization of brand storytelling, and with the global proliferation 
of digital endpoints and channels, businesses have an opportunity to regain their footing by 
creating more personalized interactions with customers. 

Digital commerce 
leaders reported 80%+ 

improvement on key 
performance metrics 

along with healthier 
revenue growth...
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The reach afforded by digital channels like mobile, social and video reduces barriers that 
previously impeded direct relationship building between brands and end users, allowing 
consumer brand manufacturers to augment traditional sales channels and take a more direct 
ĖăòÄ�Ýú�ÝúōĬÄú·ÝúÓ�ĦÙÄ�·ĬĝĦăùÄĖ�ÄŀēÄĖÝÄú·Ä�§ú½�ĝÙăēēÝúÓ�ìăĬĖúÄŁƚ��Ä�§ĖÄ�ĝÄÄÝúÓ�§ú�ÄĺăòĬĦÝăú�ăÒ�
the digital commerce landscape as an increasing number of consumer brand manufacturers and 
merchants turn to direct channels to drive customer brand loyalty and revenue at scale. 

Digital Commerce Conversion is a Pivotal Moment in  
the Customer Journey 

To remain relevant, consumer brand manufacturers will need to invest in contextual experiences 
at every step of the consumer journey. Commerce remains a key battleground to win customers; 
consumers expect a seamless and relevant experience throughout the shopping journey, from 
the moment of awareness to post-purchase. Many brands overlook the moment that a shopper 
transitions to a buyer as a critical step in the customer journey, but they will likely face severe 
consequences if consumers experience friction at checkout. According to 451 Research’s Voice 
of the Connected User Landscape, Connected Customer Q2 2019, nearly 61% of consumers said 
that a negative online shopping experience makes them less likely to shop with a retailer or brand 
in the future. This highlights the increasing importance for brands to view digital commerce as a 
part of their overall brand strategy, not as a siloed IT function. 

The global digital commerce opportunity continues to grow exponentially – forecasted to reach 
úÄ§ĖòŁ�ƺś�ĦĖÝòòÝăú�Ýú�Óòă¶§ò�§úúĬ§ò�ĝ§òÄĝ�Ýú�ŖŔŖŗƕ�§··ăĖ½ÝúÓ�Ħă�Řřŕƴĝ�1òă¶§ò��úÝŌÄ½��ăùùÄĖ·Ä�
Forecast – but consumer brand manufacturers must take an active role in the digital experience 
economy in order to claim their slice of this pie. 

The Opportunity Cost and Opportunity Lost of Digital  
Commerce Experiences 

�ÙăĝÄ�ùÄĖ·Ù§úĦĝ�ĦÙ§Ħ�ò§Ó�ĻÝòò�Ýú·ĬĖ�ĝÝÓúÝŌ·§úĦ�ăēēăĖĦĬúÝĦŁ�·ăĝĦĝ�ĦÙĖăĬÓÙ�ùÝĝĝÄ½�ĖÄĺÄúĬÄƚ��ÙÄ�
extent of missed revenue opportunities that B2C businesses face as a result of friction impeding 
ĦĖ§úĝ§·ĦÝăúĝ�Ýĝ�ĝÝÓúÝŌ·§úĦ�Ʀ0ÝÓĬĖÄ�ŕƧƕ�§··ăĖ½ÝúÓ�Ħă�Řřŕ�rÄĝÄ§Ė·Ùƴĝ��ăÝ·Ä�ăÒ�ĦÙÄ��ăúúÄ·ĦÄ½��ĝÄĖ�
M§ú½ĝ·§ēÄƔ��ăúúÄ·ĦÄ½��ĬĝĦăùÄĖ�ĝĬĖĺÄŁĝ�§ú½�1òă¶§ò��úÝŌÄ½��ăùùÄĖ·Ä�0ăĖÄ·§ĝĦƚ�;Ħ�Ýú·òĬ½Äĝ�
$93.2bn in potential sales lost annually due to consumers not purchasing an advertised product 
ĦÙÄŁ�ĻÄĖÄ�ÝúĦÄĖÄĝĦÄ½�¶Ä·§ĬĝÄ�Ħăă�ù§úŁ�ĝĦÄēĝ�ĻÄĖÄ�ĖÄĕĬÝĖÄ½�Ħă�Ōú½�ĦÙÄ�ēĖă½Ĭ·ĦƠĝÄĖĺÝ·Ä�§ú½�
complete the transaction. Additionally, a loss of $79.7bn in potential sales in the last year can be 
§ĦĦĖÝ¶ĬĦÄ½�Ħă�·ăúĝĬùÄĖĝ�§¶§ú½ăúÝúÓ�§ú�ăúòÝúÄ�ĝÙăēēÝúÓ�·§ĖĦ�¶Ä·§ĬĝÄ�ăÒ�½ÝÒŌ·ĬòĦÝÄĝ�·ăùēòÄĦÝúÓ�
the purchase, and another $51.3bn was forgone due to shoppers abandoning purchases in-store 
as a result of long lines. Implementing digital technologies and strategies, both online and in-
store, have can help brands and businesses recapture that lost revenue and engage consumers 
with new commerce experiences. 

... nearly 61% of 
consumers said 
that a negative 

online shopping 
experience makes 

them less likely 
to shop with a 

retailer or brand 
in the future.
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Figure 1: Opportunity cost of commerce friction
Source: 451 Research custom survey

In addition to missed revenue opportunities, consumer brand manufacturers lose out on 
ĦÙÄ�ăēēăĖĦĬúÝĦŁ�ÒăĖ�ĝÝÓúÝŌ·§úĦ�ĖÄĺÄúĬÄ�òÝÒĦ�¶Ł�úăĦ�ÝúĺÄĝĦÝúÓ�Ýú�ĦÙÄ�ĦÄ·ÙúăòăÓÝÄĝ�úÄ·Äĝĝ§ĖŁ�Ħă�
architect next-generation commerce that is critical to success in the customer experience 
Ä·ăúăùŁƚ�VÄ§ĖòŁ�ƺŝŔƚŕ¶ú�Ýú�ĝ§òÄĝ�Ýú�ĦÙÄ�ò§ĝĦ�ŁÄ§Ė�ĻÄĖÄ�ÝúōĬÄú·Ä½�¶Ł�ĦÙÄ�§ĺ§Ýò§¶ÝòÝĦŁ�ăÒ�·Ėăĝĝƪ
·Ù§úúÄò�¶ĬŁÝúÓ�ăēĦÝăúĝ�ƦÄƚÓƚƕ�¶ĬŁ�ăúòÝúÄƠēÝ·ï�Ĭē�Ýú�ĝĦăĖÄƧƕ�ĻÙÝòÄ�ƺŜśƚř¶ú�Ýú�ĝ§òÄĝ�Ļ§ĝ�ÝúōĬÄú·Ä½�
by personalized offers that resulted in consumers making an additional purchase. Putting digital 
tools to work in a transformative way ensures that data, insights and key technologies connect 
people with information and processes, leading to a better experience for customers and, 
ultimately, business growth.

In potential sales lost due to consumers not purchasing 
an advertised product in which they were interested 
because too many steps were required Ħă�Ōú½�ĦÙÄ�
product or service and/or complete the transaction

$93.2bn

In potential sales lost due to consumers abandoning 
an online shopping cart because of ½ÝÒŌ·ĬòĦÝÄĝ�Ýú�
·ăùēòÄĦÝúÓ�ĦÙÄ�ēĬĖ·Ù§ĝÄ

$79.7bn

rÄĺÄúĬÄ�òăĝĦ�Ýú�ĦÙÄ��y�ăĺÄĖ�ĦÙÄ�ò§ĝĦ�ŕŖ�ùăúĦÙĝ�
due to shoppers leaving a store and not purchasing 
items ¶Ä·§ĬĝÄ�ĦÙÄ�òÝúÄƠĕĬÄĬÄ�Ļ§ĝ�Ħăă�òăúÓ

$51.3bn



7C O M M I S S I O N E D  B Y  A D O B E

B L AC K  &  W H I T E  |  D I G I TA L  C O M M E R C E  M AT U R I T Y

Achieving Leadership in Digital  
Commerce Through Digital Transformation
Digital transformation is inescapable; at some level, every business is becoming a digital business 
·ăúĦĖăòòÄ½�¶Ł�ĝăÒĦĻ§ĖÄƚ�Řřŕ�rÄĝÄ§Ė·Ù�½ÄŌúÄĝ�½ÝÓÝĦ§ò�ĦĖ§úĝÒăĖù§ĦÝăú�§ĝ�ĦÙÄ�ĖÄĝĬòĦ�ăÒ�;��Ýúúăĺ§ĦÝăú�
that is aligned with, and driven by, a well-planned business strategy with the goal of transforming 
how organizations:

• Serve customers, employees and partners.

• Support continuous improvement in business operations.

• Disrupt existing businesses and markets.

• Invent new businesses and business models.

Digital transformation forces an organization to rethink all facets of its activity: its strategy, 
culture, talent, operating models and processes. Although seldom voiced, the overall goal is 
survival: retailers, merchants and consumer brand manufacturers need to to align with today’s 
digital culture and invest in new approaches of commerce engagement to remain relevant in the 
eyes of their customers. 

All aspects of the business become subject to technological innovation, and core processes 
increasingly fall into the transformation fold to sustain growth. Three-quarters of consumer 
brand manufacturers strongly believe that digital commerce is the most important path to 
growth, and they are increasingly investing in digital transformation efforts to achieve next-gen 
commerce experiences. 

Customer Experience is a Catalyst to Digital Transformation

Improving the customer experience is the catalyst for many digital transformation projects: 
businesses invest in new digital technologies and processes to more effectively engage with 
customers, partners and employees. As Figure 2 shows, improving the customer experience 
(53%) is the top driver of consumer brand manufacturers’ digital transformation initiatives. In 
this experience economy, the majority recognize the value of delivering differentiated digital 
experiences to capture consumer brand loyalty and drive growth. Improving the customer 
experience is especially important to the C-suite, with nearly 71% of CIO/CTOs citing it as the top 
½ĖÝĺÄĖ�ĻÝĦÙÝú�ĦÙÄÝĖ�ăĖÓ§úÝŇ§ĦÝăúƕ�·ăùē§ĖÄ½�Ħă�řŗǖ�ăÒ�·ăùùÄĖ·Ä�òÝúÄƪăÒƪ¶ĬĝÝúÄĝĝ�ù§ú§ÓÄĖĝƚ��ÝĦÙ�
such pronounced support at the C-suite level, improving the customer experience has emerged 
as the core strategic focus for the vast majority of consumer brand manufacturers, driving 
technological investments and process change from the top down within their organization. 

Three-quarters of 
consumer brand 

manufacturers 
strongly believe that 

digital commerce is 
the most important 

path to growth...
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Figure 2: Data-driven customer experience improvements fuel digital transformation initiatives
Source: 451 Research custom survey

Managing data growth (46%) is also a top driver of digital transformation. Brands are 
collecting behavioral data from a wide range of digital channels to deliver contextually relevant 
commerce experiences. However, to effectively capture, store, manage and process this data 
to gain actionable customer insight, they will need to invest in new data architectures and 
platforms. Managing data growth is of particular importance for respondents in Brazil (68%) 
and Australia (56%), suggesting they are at an earlier stage of their transformation initiatives 
and need to establish customer data architectures as a foundational element to succeed in the 
experience economy.  

Consumer brand manufacturers cited overcoming the complexity of legacy IT systems as 
the top pain point impeding the success of their digital transformation and digital commerce 
initiatives (Figure 3). The burden of dealing with legacy systems while introducing agile 
technologies is a persistent barrier across the board, regardless of company size. However, 
larger consumer brand manufacturers ($250m-1bn in annual revenue) tend to feel its weight 
more heavily (45%) than companies  with less than $1m in annual revenue (35%). Larger 
companies face greater organizational roadblocks and scaling challenges to uproot ingrained 
ēĖă·ÄĝĝÄĝ�§ú½�½ÄŌúÄ½�ĦÄ·ÙúăòăÓŁ�ĝĦ§·ïĝƕ�§ĝ�ÄĺÝ½Äú·Ä½�¶Ł�ĦÙÄ�ĦĻă�§½½ÝĦÝăú§ò�ù§Ýú�¶§ĖĖÝÄĖĝ�
ĦÙ§Ħ�ò§ĖÓÄ�·ăúĝĬùÄĖ�¶Ė§ú½�ù§úĬÒ§·ĦĬĖÄĖĝ�·ÝĦÄ½Ɣ�½ÝÒŌ·ĬòĦÝÄĝ�Äù¶Ė§·ÝúÓ�ēĖă·Äĝĝ�·Ù§úÓÄ�
management (38%) and overcoming organizational hurdles/siloes (35%).

53%

46%

44%

43%

ŘŖǖ

Řŕǖ

Řŕǖ

38%

Improve customer experience

Manage increasing volume of data growth

rÄ½Ĭ·Ä�·ăĝĦĝ�ĦÙĖăĬÓÙ�ăēÄĖ§ĦÝăú§ò�ÄÒŌ·ÝÄú·ÝÄĝ

Enhance the ability to innovate

Create new business models

Sell through additional channels

Increase competitive differentiation

Manage risk
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Figure 3: Barriers to participation in the digital experience economy by company size
Source: 451 Research custom survey 

Midsized consumer brand manufacturers ($100-249m in annual revenue) share in the perils of 
òÄÓ§·Ł�;��ƦŘŗǖƧ�§ú½�½ÝÒŌ·ĬòĦÝÄĝ�Äù¶Ė§·ÝúÓ�ēĖă·Äĝĝ�·Ù§úÓÄ�ù§ú§ÓÄùÄúĦ�ƦŗŝǖƧƚ�7ăĻÄĺÄĖƕ�ĦÙÄÝĖ�
digital transformation initiatives are disproportionately impacted by an inability to gain buy-in 
from executive leadership: 32% compared to 21% of large consumer brand manufacturers and 
a mere 16% of smaller brands. Lack of C-suite level support and a top-down, company-wide 
implementation approach often leads to digital transformation efforts that are siloed among 
organizational functions, which in turn leads to disjointed strategies that hamper success as a 
digital commerce market leader. 

The smallest consumer brand manufacturers ($25-100m in annual revenue) cited the potential 
failure to secure sensitive data (42%) as their greatet impediment. This leaves them exposed to 
data privacy and security threats, which are at the core of building consumer trust and loyalty in 
ĦÙÄ�½ÝÓÝĦ§ò�·ĬĝĦăùÄĖ�ÄŀēÄĖÝÄú·Ä�Ä·ăúăùŁƚ��ÙÄŁ�§òĝă�·ÝĦÄ½�½ÝÒŌ·ĬòĦÝÄĝ�ĻÝĦÙ�òÄÓ§·Ł�;��ƦŗŚǖƧ�§ú½�
overcoming organizational hurdles/siloes (35%) as impeding the adoption of a more open, data-
driven architecture to drive contextually relevant commerce experiences. 

Complexity of existing legacy systems

Potential failure to secure sensitive data

Overcoming organizational hurdles/silos

�ÝÒŌ·ĬòĦŁ�Äù¶Ė§·ÝúÓ�¶ĬĝÝúÄĝĝ
 process change management

��ò§·ï�ăÒƕ�ăĖ�Ù§Ė½�Ħă�Ōú½ƕ
 talented/skilled workers

Lack of available funding/capital/budget

M§·ï�ăÒ�ìĬĝĦÝŌ·§ĦÝăú�ăú�¶ĬĝÝúÄĝĝ�úÄÄ½

Inability to gain buy-in
 from executive leadership

Average under $100m revenue $100-249m revenue $250m-1bn revenue

Řŕǖ
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Ŗŝǖ
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ŖŘǖ
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ŘŖǖ
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Ŗřǖ

ŗŖǖ

Ŗŝǖ

ŕśǖ

ŕŚǖ

43%

34%

ŗŖǖ

ŗŝǖ

Ŗŝǖ

ŖŚǖ

ŖŜǖ

ŗŖǖ
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ŗŕǖ

35%

38%

Ŗśǖ

Ŗśǖ

Ŗřǖ

Ŗŕǖ
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The Persona of a Digital Commerce Leader 

�ÝĦÙ�·ăúĝĬùÄĖ�¶Ė§ú½�ù§úĬÒ§·ĦĬĖÄĖĝ�Ò§·ÝúÓ�½ÝÓÝĦ§ò�·ăùùÄĖ·Ä�ĦĖ§úĝÒăĖù§ĦÝăú�¶§ĖĖÝÄĖĝ�Ħă�ĺ§ĖŁÝúÓ�
degrees, a dichotomy has emerged between those that are actively seeking to overcome these 
challenges and those that are not investing in resources to overcome them. Consumer brand 
manufacturers’ maturity in digital transformation directly correlates with their attitude toward 
new technology adoption, leading to the emergence of three distinct personas and philosophies 
toward digital commerce transformation:

• Digital commerce leaders are those that are actively digitizing their business using formal 
digital transformation strategies and are early adopters of technology.

• Digital commerce learners are those in the planning stages of digital transformation, actively 
researching a formal strategy and taking a pragmatic approach to new technology adoption. 

• Digital commerce laggards are those that have no formal digital transformation plans and take 
a conservative and/or skeptical approach to new technology adoption.

Digital commerce maturity varies by country, according to our survey data (Figure 4): countries 
with the greatest percentage of leaders are the US (32%), France (24%) and the Netherlands 
(19%); countries in the middle of the pack are the UK (16%), Brazil (16%) and Australia (12%); 
and those with the fewest digital commerce leaders in our study are Spain (11%) and Germany 
(6%). Innovation in digital commerce technologies allows brands to transcend boundaries that 
formerly impeded cross-border commerce, so investments in digital transformation have global 
implications for increasing the competitive landscape. Inaction or the inability to invest in their 
digital transformation journey leaves digital commerce laggards (e.g., Spain, Germany) vulnerable 
to intensifying competition on a domestic, regional and global scale as digital commerce leaders, 
like the US, capitalize on the global commerce opportunity. 

Figure 4: Attitudes toward digital commerce transformation vary by country
Source: 451 Research custom survey
Q: Which of the following best describes your organization’s status with regard to a digital transformation effort?

ŗŖǖ

ŖŘǖ

ŕŝǖ

ŕŚǖ

ŕŚǖ

ŕŖǖ

ŕŕǖ

6%

40%

Řŕǖ

38%

36%

48%

56%

63%

řŕǖ

Ŗŝǖ

35%

ŘŖǖ

48%

36%

ŗŖǖ

ŖŚǖ
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The three personas tend to have astronomically different philosophies on how to approach 
½ÝÓÝĦ§ò�·ăùùÄĖ·Ä�ĦĖ§úĝÒăĖù§ĦÝăú�ĝĦĖ§ĦÄÓŁ�§ú½�ÄŀÄ·ĬĦÝăúƕ�òÄ§½ÝúÓ�Ħă�§�ĝÝÓúÝŌ·§úĦ�Ýúúăĺ§ĦÝăú�
gap separating leaders from laggards. Digital commerce leaders are actively making strategic 
investments in core technologies to improve their customers’ digital commerce experience and 
generate brand loyalty to help them leapfrog the competition.

Their key investments are focused on enhancing the underlying commerce platform and 
ÄĝĦ§¶òÝĝÙÝúÓ�§�ùăĖÄ�ĬúÝŌÄ½�·ĖăĝĝƪÒĬú·ĦÝăú§ò�ĺÝÄĻ�ĝē§úúÝúÓ�ĝ§òÄĝ�·Ù§úúÄòĝ�§ú½�ăēÄĖ§ĦÝăú§ò�
business siloes. This allows for contextually relevant and personalized experiences (Figure 5). 
Nine out of 10 digital leaders are investing in newer digital commerce platforms that allow 
for more contextual experiences,�ĻÙÝòÄ�ĦÙÄ�ĝ§ùÄ�úĬù¶ÄĖ�§ĖÄ�òăăïÝúÓ�Ħă�§½ăēĦ�§�ĬúÝŌÄ½ƕ�ÙŁ¶ĖÝ½�
commerce platform for B2B, B2C and D2C selling compared to laggards, at 69% and 72%, 
respectively. Digital commerce leaders understand the vital importance of context and new 
models of engagement to improve the customer experience in the digital economy, and they are 
actively taking strides in that direction. 

Figure 5: Key transformative digital commerce investment priorities of leaders vs. laggards
Source: 451 Research custom survey

Additionally, many leaders are adopting technologies that enable real-time inventory tracking 
(90%), as well as eliminating operational business and data siloes to ensure personalized and 
seamless customer experiences (87%). Maintaining a single view of the customer across 
channels remains a top priority because it brings essential context to commerce experiences and 
enables personalization; 86% of digital leaders are prioritizing the need to ensure customer 
data is shared in real time across different touchpoints along the customer journey. 

HAVE LIMITED STRATEGY AND ARE 
LATE ADOPTERS OF TECHNOLOGY

śŖǖ ŝŔǖ
Unify commerce platforms for both 
business-to-business and direct-to-

consumer selling (e.g. B2B, B2C, D2C)

LAGGARDS LEADERS

ŚŖǖ 87%
Eliminate operational business and 

data silos to ensure personalized and 
seamless customer experiences

HAVE A FORMAL STRATEGY AND ARE 
EARLY ADOPTERS OF TECHNOLOGY

Śŝǖ ŝŕǖ
Invest in newer digital commerce 

platforms that allow for more 
contextual experiences

66% ŝŔǖ
Enable real-time inventory 

tracking across all sales channels
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Establishing context for digital commerce interactions is essential to deliver the optimal 
customer experience and drive conversions and transactions. Context comes from 
Ĭú½ÄĖĝĦ§ú½ÝúÓ�ĦÙÄ�·ĬĝĦăùÄĖ�§·Ėăĝĝ�§òò�ēăÝúĦĝ�ăÒ�ÝúĦÄĖ§·ĦÝăú�Ʃ�§·ÙÝÄĺÝúÓ�§�ĬúÝŌÄ½�ĺÝÄĻ�ĦÙĖăĬÓÙ�
the collection of customer data along the entire journey. Even as the desire for an omniscient, 
multi-channel view of consumer behavior and intent drives customer experience investments, 
the coveted 360-degree view remains elusive. Brands and businesses struggle to capture, 
unify and operationalize disparate sources of consumer data across organizational functions. 
For many, this will continue to remain a major point of contention as new types of devices and 
channels introduce complexity, necessitating new strategies to capture real-time information 
and consumer behavioral data to deliver positive customer experiences. 

Content, alongside context, is also in high demand as businesses zero in on personalization and 
storytelling to deliver engaging online commerce experiences for their customers. As businesses 
and consumer brand manufacturers seek to create these new, immersive experiences, they 
will rely heavily on rich media content, prescriptive insight and intelligent automation for 
personalized, frictionless cross-channel interactions, delivering the right content and the right 
product at the right time.

Hyper-Personalization Strategies Become Pervasive across 
the Entire Commerce Experience 

Strategic investments create a path to digital commerce maturity, starting with key technologies 
that set a foundation for delivering end-to-end commerce experiences. Figure 6 shows the 
important investments in foundational commerce technologies, where there is less of a gap 
between digital leaders and laggards. Foundational investments include critical communication 
§ú½�ÝúÒĖ§ĝĦĖĬ·ĦĬĖÄ�ĖÄĕĬÝĖÄùÄúĦĝƕ�òÝïÄ�ĻÄ¶�§ú½�ùă¶ÝòÄ�·Ù§Ħ�ƦŖŗǖƠŖŗǖƧƕ�·ĬĝĦăùÄĖ�ÒĬòŌòòùÄúĦ�§ú½�
shipping infrastructure (27%/28%), and an integrated commerce platform for both B2B and 
B2C (39%/31%). These investments are table stakes, core bulding blocks for a modern digital 
·ăùùÄĖ·Ä�ĝĦĖ§ĦÄÓŁ�Ħă�Äú§¶òÄ�½§Ħ§ƪ½ĖÝĺÄú�ÄŀēÄĖÝÄú·Äĝƕ�ōÄŀÝ¶òÄ�ÒĬòŌòòùÄúĦ�·§ē§¶ÝòÝĦÝÄĝƕ�§ú½�§ú�
integrated, extensible platform architecture. 

Another key foundation technology is developing intelligent personalization (26%/27%) 
capabilities and natural language search using natural language processing (24%/20%). 
7§ĖúÄĝĝÝúÓ�§½ĺ§ú·ÄùÄúĦĝ�Ýú�§ĖĦÝŌ·Ý§ò�ÝúĦÄòòÝÓÄú·Ä�§ú½�ù§·ÙÝúÄ�òÄ§ĖúÝúÓ�Ʀ�;ƠUMƧ�Ù§ĝ�¶Ä·ăùÄ�
a core element of digital commerce strategies for both B2B and B2C organizations. As hyper-
personalization strategies become pervasive across the entire commerce experience, enabling 
contextually relevant and frictionless experiences at scale will be considered an important 
foundational element of the digital experience economy. 
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Figure 6: Digital commerce leaders create a foundation for strategic acceleration
Source: 451 Research custom survey

Digital Commerce Leaders Create Foundation for  
Strategic Acceleration 

Digital leaders go beyond essential foundational elements and embrace disruptive technologies, 
which are critical to developing customer engagement and brand loyalty as consumer brand 
manufacturers move up the digital commerce maturity curve, and here the gap between digital 
leaders and laggards is larger. Disruptive technologies include mobile application development 
(30%/23%), social selling integrations (39%/26%), web experience management (33%/23%) 
and website analytics (34%/24%). This layer of the commerce stack builds on the foundational 
technologies and enables the execution of content-rich, customer-centric digital commerce 
approaches to offer a more seamless, relevant customer experience.  
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The largest gaps between leaders and laggards are the investments in connected device 
ÝúĦÄÓĖ§ĦÝăúĝ�ƦŘŚǖƠŗŔǖƧƕ�½ÝÓÝĦ§ò�Ļ§òòÄĦĝ�ƦŘŚǖƠŗŔǖƧ�§ú½�ōÄŀÝ¶òÄƠ§½ĺ§ú·Ä½�ăĖ½ÄĖ�ù§ú§ÓÄùÄúĦ�
(43%/24%), all of which are emerging commerce experiences that could lead to strategic 
differentiation and brand advocacy, setting the leaders apart from the laggards within the digital 
experience economy. 

Next-generation digital commerce experiences are not uniform globally, which gives leaders a 
unique opportunity as they attempt to expand and claim more of the digital commerce growth. 
�Ä�ĝÄÄ�ĦÙ§Ħ�ÝúĺÄĝĦùÄúĦ�Ýú�ĦÙÄĝÄ�·ăùùÄĖ·Ä�ĦÄ·ÙúăòăÓÝÄĝ�ăĺÄĖ�ĦÙÄ�úÄŀĦ�ŕŖ�ùăúĦÙĝ�ĺ§ĖÝÄĝ�¶Ł�
country (Figure 7). Digital leaders, like the US, are concentrating their investment efforts on 
technologies at the top of the hierarchy, such as on digital wallets/payment processing (47%), 
connected device integrations (48%) and social selling (48%), to deliver contextually relevant, 
frictionless commerce experiences across channels. Brazil, a digital commerce learner, is more 
focused on mobile application development, and is situated toward the middle of the digital 
commerce technology stack hierarchy. 

Figure 7: Commerce technology investment varies by country
Source: 451 Research custom survey

TOTAL USA UK FRANCE GERMANY SPAIN NETHERLANDS BRAZIL AUSTRALIA

Digital wallets/
payment processing 37% 47% 38% 25% 33% 26% 38% 48% 24%

Connected device 
integrations 37% 48% 32% 37% 25% 44% 27% 24% 40%

Integrated commerce 
platform for B2C  
and B2B

36% 42% 30% 33% 25% 52% 27% 52% 32%

Customer fulfillment 
and shipping 
infrastructure

30% 37% 32% 24% 25% 33% 35% 20% 20%

Intelligent 
personalization 28% 27% 18% 25% 29% 56% 27% 24% 32%

Social selling 
integrations 28% 48% 16% 18% 14% 26% 31% 28% 24%

Flexible/advanced 
order management 27% 37% 22% 29% 20% 15% 23% 28% 24%

Web experience 
management 27% 30% 38% 22% 16% 22% 15% 32% 36%

Mobile application 
development 26% 34% 18% 22% 22% 37% 23% 40% 8%

Website analytics 26% 33% 18% 31% 18% 33% 31% 12% 20%

Web and mobile chat 23% 30% 22% 20% 10% 19% 38% 24% 20%

Natural language 
search 19% 15% 26% 10% 16% 19% 31% 32% 16%
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Additionally, Brazilian consumer brand manufacturers expressed intent to invest in more 
advanced commerce technologies – such as an integrated B2C and B2B commerce platform and 
digital wallets/payment processing – demonstrating that they are in a transitionary phase on the 
path to maturity. Spain is in transition from a laggard to a learner and is predominantly focused 
on establishing foundational intelligent personalization capabilities, as well as an integrated 
commerce platform and connected device integrations as it progresses up the stack.

Digital Commerce Maturity:  
How Do You Stack Up?
Before implementing a strategy to reach digital commerce maturity, businesses should 
assess where they are along the path. The goal is to help them align their brand strategy with 
the processes and investments in modern commerce technologies that will provide the best 
opportunities for growth and competitive differentiation.  

Digital Commerce Maturity Framework:  
From Unstructured to Optimized 

The top-level results of the maturity model analysis show that on average, the maturity curve for

businesses roughly resembles a bell curve (Figure 8):

• Early-Stage Organizations: Only 7% of respondents said their companies are providing 
primarily unstructured and siloed experiences. 

• Mid-Stage Organizations:��ÙÄ�ù§ìăĖÝĦŁ�ăÒ�¶ĬĝÝúÄĝĝÄĝ�Ò§òò�ĝăùÄĻÙÄĖÄ�¶ÄĦĻÄÄú�½ÄŌúÄ½�
and managed maturity, 34% and 39%, respectively. These companies provide standardized 
processes with some personalization techniques, but are either somewhat reactive or 
operational. 

• Advanced-Stage Organizations: Only 19% of businesses provide optimized experiences 
through investments in new technologies that meet rising customer expectations in the 
experience economy. 
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Figure 8: Digital commerce maturity falls along the traditional bell curve
Source: 451 Research custom survey

With 69% of digital laggards having limited or basic digital commerce enablement focused 
on transactions in one channel, it’s important to develop a deeper understanding of all the 
aspects of providing optimized customer experiences across multiple channels. Understanding 
the business value of digital commerce maturity requires businesses to assess where they are 
with respect to several key areas: strategy and brand focus, commerce platform, omnichannel 
capabilities, data and analytics, and customer experience. Companies will also be at different 
stages within these key areas as they move up the maturity curve from unstructured 
experiences toward optimized experiences. 

7%

34%

39%

19%

Unstructured �ÄŌúÄ½ Managed Optimized
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Figure 9 is a digital commerce maturity framework that helps brands to:

• Understand the various maturity levels.

• Benchmark against current survey respondents.

• Create a plan for moving up the optimization curve.

Figure 9: Digital commerce maturity framework for assessment and benchmarking
Source: 451 Research custom survey

ƶ UNSTRUCTURED  DEFINED MANAGED OPTIMIZED

CUSTOMER EXPERIENCE 

• Content discoverability

• Mobile/cross-device

• UX design

Simple digital 
transactions, disjointed 
content and UX design 
across channels 

11%

Personalized content 
and adaptable UX design 
across channels are 
prioritized, but not yet 
executed 

28%

Customer insights 
through data analytics 
increasingly informing 
content delivery and UX 
design 

39%

Fully deployed, 
personalized experience 
model across all devices 
and channels 

22%

DATA & ANALYTICS 

• Personalization & 
customer insights

Disparate repositories 
with static data, 
heavy reliance on 
spreadsheets, limited 
personalization 
capabilities   

7%

Standardized and shared 
operational reporting, 
limited business 
systems integration, 
some segment-based 
personalization  

32%

Operationally data-driven 
with behavioral data 
available, not actionable 
in real time, some 
automation and machine 
learning capabilities for 
personalization 

42%

Full business systems 
ÝúĦÄÓĖ§ĦÝăúƕ�ĬúÝŌÄ½�ĺÝÄĻ�
of customer journey 
via real-time customer 
ēĖăŌòÄ�½§Ħ§ƕ�ÝúĦÄòòÝÓÄúĦ�
personalization and 
content delivery 

19%

OMNICHANNEL 

• y§òÄĝ�ǡ�ÒĬòŌòòùÄúĦ�
channels

Basic digital sales 
channel; no technology 
integration between 
ĝ§òÄĝ�§ú½�ÒĬòŌòòùÄúĦ�
channels 

4%

Basic digital sales 
channel enabling self-
service buying, limited 
data sharing across sales 
§ú½�ÒĬòŌòòùÄúĦ�·Ù§úúÄòĝ�

35%

Multichannel selling 
§ú½�ăĖ½ÄĖ�ÒĬòŌòòùÄúĦƕ�
limited data sharing with 
a disjointed customer 
experience across 
channels 

41%

Fully integrated 
multichannel selling and 
ÒĬòŌòòùÄúĦ�ÒăĖ�§�ĝÄ§ùòÄĝĝ�
customer experience 

20%

COMMERCE PLATFORM

;úōÄŀÝ¶òÄƕ�½ÝĝìăÝúĦÄ½�
system limited to 
supporting one country 

8%

Digital technology 
Ėă§½ù§ē�½ÄŌúÄ½�¶ĬĦ�úăĦ�
implemented, semi-
repeatable capabilities, 
independent platforms 
for B2B and D2C 

38%

Customizable, 
repeatable and reusable 
capabilities, but 
independent platforms 
for B2B and D2C, limited 
global expansion support 

34%

Hybrid commerce 
fully customizable and 
integrated with other 
systems, global market 
expansion and support 
capabilities 

20%

STRATEGY &  
BRAND FOCUS

Brand not represented 
consistently across sales 
§ú½�ÒĬòŌòòùÄúĦ�·Ù§úúÄòĝ�

4%

Brand strategy coexists 
with digital commerce 
but remains siloed from 
overall strategy 

39%

Commerce strategy 
complements brand 
strategy and vice versa 

41%

Synergistic digital 
commerce and brand 
focus across sales and 
ÒĬòŌòòùÄúĦ�·Ù§úúÄòĝ�

16%
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The model begins with understanding the maturity of businesses based on their ability to provide 
a synergistic strategy and brand focus. The business value grows with improvements in digital 
commerce maturity. The following includes greater detail about the framework for measuring the 
state of digital commerce maturity and delivering optimized customer experiences:

Strategy and brand: Brand perception is a critical driver of consumer behavior, but only 16% 
of respondents are meeting the requirements for an optimized strategy and brand. Business 
attitudes toward digital commerce indicate a low level of maturity. It’s important to measure 
how the company views its brand. Is it purely a transaction-centric investment or a strategic 
part of the customer experience? Executive leadership with a disruptive attitude must guide the 
¶ĬĝÝúÄĝĝ�Ħă�ÄúĝĬĖÄ�ĝŁúÄĖÓÝĝĦÝ·�½ÝÓÝĦ§ò�·ăùùÄĖ·Ä�§ú½�¶Ė§ú½�Òă·Ĭĝ�§·Ėăĝĝ�ĝ§òÄĝ�§ú½�ÒĬòŌòòùÄúĦ�
channels. As a company moves up the maturity curve, it should view its digital commerce strategy 
and focus as an indispensable way to connect with customers directly to develop meaningful 
relationships and grow revenue. In fact, in comparison to 41% of overall respondents, 49% of 
digital leaders ensure that the commerce strategy is not only consistent across all sales and 
ÒĬòŌòòùÄúĦ�·Ù§úúÄòĝƕ�¶ĬĦ�§òĝă�·ăùēòÄùÄúĦĝ�ĦÙÄ�Óă§ò�ăÒ�ēĖăĺÝ½ÝúÓ�ĝŁúÄĖÓÝĝĦÝ·�ĖÄĝĬòĦĝƚ

Commerce Platform: A commerce technology platform is at the heart of enabling customers to 
purchase goods and services through a digital engagement experience. The platform provides 
essential services for customers along the buying journey from shopping to ordering to checkout. 
MÄĝĝ�ù§ĦĬĖÄ�·ăùùÄĖ·Ä�ĦÄ·ÙúăòăÓŁ�ÝúĺÄĝĦùÄúĦĝ�ēĖăĺÝ½Ä�ÝúōÄŀÝ¶òÄ�§Ė·ÙÝĦÄ·ĦĬĖÄĝ�§ú½�ĬĝĬ§òòŁ�
only support one country, one distribution channel, or even one division within a business. Nearly 
ĦĻăƪĦÙÝĖ½ĝ�ƦŚřǖƧ�ăÒ�½ÝÓÝĦ§ò�ò§ÓÓ§Ė½ĝ�ƦŘŚǖ�ăÒ�ăĺÄĖ§òò�ĖÄĝēăú½ÄúĦĝƧ�Ù§ĺÄ�ÄÝĦÙÄĖ�ÝúōÄŀÝ¶òÄ�ĝŁĝĦÄùĝ�
or siloed digital commere platforms across departments or business units. In comparison, 51% 
(34% of businesses overall) of digital leaders have a modern, agile commerce platform with 
customizable, reusable components, and prioritize the use of fully integrated hybrid B2B, B2C and 
D2C commerce platforms that can scale to support a global business. 

Omnichannel:�_ùúÝ·Ù§úúÄò�ĝ§òÄĝ�§ú½�ÒĬòŌòòùÄúĦ�Ýĝ�§�ÒĬòòŁ�ÝúĦÄÓĖ§ĦÄ½�§ēēĖă§·Ù�Ħă�·ăùùÄĖ·Äƕ�
ēĖăĺÝ½ÝúÓ�§�ĬúÝŌÄ½�ÄŀēÄĖÝÄú·Ä�§·Ėăĝĝ�§òò�·Ù§úúÄòĝ�§ú½�·ĬĝĦăùÄĖ�ĦăĬ·ÙēăÝúĦĝ�ĝĬ·Ù�§ĝ�ĻÄ¶ƕ�ùă¶ÝòÄƕ�
in-store, social, etc. A key element is to offer customers exactly what they need in that moment, 
anywhere and on any device. The complexity arises when executing in both the digital and 
physical worlds simultaneously. More than one-third (39%) of businesses have basic digital with 
limited to no data sharing across channels. Reaching omnichannel maturity requires the capability 
to go beyond single-channel engagement toward multichannel with the goal of seamless sales 
§ú½�ÒĬòŌòòùÄúĦ�·§ē§¶ÝòÝĦÝÄĝƚ�UăĝĦ�·ăúĝĬùÄĖĝ�§ĖÄ�·Ėăĝĝƪ·Ù§úúÄò�ĝÙăēēÄĖĝƚ��ÙÄŁ�¶ĬŁ�ăúòÝúÄ�§ú½�
return in store, or they browse online and buy in-store. There are also endless-aisle strategies that 
require the capability to offer in-store purchases that ship to home or another location.  

Data and Analytics: The abundant growth of data and the demands for rich media content and 
regulatory compliance are requiring new approaches to managing customer data and intelligence. 
As businesses strive to go beyond segment-based personalization capabilities to delivering 
intelligent individualized customer experiences, they must eliminate data siloes and use a 
combination of operational and behavioral user data seamlessly and in real time. Achieving a 
single view of the customer drives the delivery of intelligent personalization capabilities at scale; 
half of digital commerce leaders (51%) reported having full business systems integration with a 

More than one-
third (39%) of 

businesses have 
basic digital with 

limited to no data 
sharing across 

channels.
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ŗŚŔƪ½ÄÓĖÄÄ�ĺÝÄĻ�ăÒ�ĦÙÄ�·ĬĝĦăùÄĖ�ìăĬĖúÄŁ�ĺÝ§�ĖÄ§òƪĦÝùÄ�ĬúŌÄ½�·ĬĝĦăùÄĖ�ēĖăŌòÄ�½§Ħ§ƕ�·ăùē§ĖÄ½�
to 19% of overall consumer brand manufacturers. Optimized maturity requires businesses to 
be more data-driven in order to compete effectively in today’s environment, with a need to 
capture, analyze, understand and act upon information. They also need to recognize patterns, 
comprehend ideas, plan, predict, solve problems, identify actions and make decisions on a grand 
ĝ·§òÄƚ��ÙÄ�ùăĝĦ�ùÄ§úÝúÓÒĬò�Ʀ§ú½�ĬòĦÝù§ĦÄòŁ�ēĖăŌĦ§¶òÄƧ�·ĬĝĦăùÄĖ�ÄŀēÄĖÝÄú·Äĝ�ĻÝòò�¶Ä�ÝúÒăĖùÄ½�
by data-driven context clues, which will only increase in number as the amount of available data 
Ʃ�ÄĝēÄ·Ý§òòŁ�ĬúĝĦĖĬ·ĦĬĖÄ½�½§Ħ§�Ʃ�ēĖăŌòÄĖ§ĦÄĝƚ��ÙÝĝ�ĻÝòò�·ăúĦÝúĬÄ�Ħă�§··ÄòÄĖ§ĦÄ�ĻÝĦÙ�ĦÙÄ�ÓĖăĻĦÙ�ăÒ�
new types of connected devices capturing unprecedented volumes of behavioral data. 

Customer experience: Tied very closely to the commerce technology platform are components 
of the merchant’s digital development experience for design, content discoverability and 
cross-device interactions. More than a third (39%) of early-stage organizations (unstructured 
§ú½�½ÄŌúÄ½Ƨ�Ù§ĺÄ�òÝùÝĦÄ½�·§ē§¶ÝòÝĦÝÄĝ�ÒăĖ�·ĖÄ§ĦÝúÓ�ēÄĖĝăú§òÝŇÄ½�ÄúÓ§ÓÄùÄúĦĝƕ�ĖÄĝĬòĦÝúÓ�Ýú�§�
½ÝĝìăÝúĦÄ½�ùÄĖ·Ù§úĦ�½ÄĺÄòăēùÄúĦ�ÄŀēÄĖÝÄú·Ä�§·Ėăĝĝ�ĦăĬ·ÙēăÝúĦĝƚ��ÝĦÙ�ăúòŁ�ŖŖǖ�ăÒ�¶ĬĝÝúÄĝĝÄĝ�
providing hyper-personalized experiences across all customer touchpoints, it is a key maturity 
Ò§·ĦăĖ�ÒăĖ�¶ĬĝÝúÄĝĝÄĝ�Ħă�¶Äú·Ùù§Ėï�§Ó§ÝúĝĦ�·ăùēÄĦÝĦăĖĝƚ��ÙÄú�òăăïÝúÓ�§Ħ�½ÝÓÝĦ§ò�·ăùùÄĖ·Ä�
leaders, over half (54%) reported having a fully deployed experience model across devices and 
channels, however. These businesses use integrated and cohesive technology stacks designed 
to contextualize digital experiences across the customer journey. 

Ability to Captivate the Mind, Capture the Heart  
and Capitalize on the Impulse

As businesses continue to make digital culture the center of their organizations, they need to 
invest in new business model processes and technologies (Figure 10). As they move up the digital 
commerce maturity path, the business value delivered back to organizations will improve the 
·ĬĝĦăùÄĖ�ÄŀēÄĖÝÄú·Äƕ�ĖÄĺÄúĬÄ�ÓĖăĻĦÙ�§ú½�ăēÄĖ§ĦÝăú§ò�ÄÒŌ·ÝÄú·ÝÄĝƚ�

Overall, 42% of digital leaders benchmarked themselves as delivering optimized maturity, 
·ăùē§ĖÄ½�Ħă�Śŕǖ�ăÒ�½ÝÓÝĦ§ò�ò§ÓÓ§Ė½ĝƕ�ĻÙÝ·Ù�Ōú½�ĦÙÄùĝÄòĺÄĝ�Ýú�ĦÙÄ�Ä§ĖòŁ�ĝĦ§ÓÄĝ�ăÒ�½ÄòÝĺÄĖÝúÓ�
basically unstructured commerce strategies. Additionally, the US, UK and France are in the lead 
with 26%, 23% and 21%, respectively, of respondents who indicated their brands are in the 
optimized maturity segment. 

... only 22% 
of businesses 

providing hyper-
personalized 
experiences 

across all 
customer 

touchpoints...
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Figure 10: Ability to captivate the mind, capture the heart and capitalize on the impulse 
Source: 451 Research custom survey

Digital leaders that are executing at an optimized maturity level understand that it’s virtually 
impossible to plan for all potential customer journeys because each is a nonlinear, self-directed 
interaction – or micro-moment – across that customer’s experience. However, facets of the 
·ĬĝĦăùÄĖƴĝ�ÝúƪĝĦăĖÄ�ìăĬĖúÄŁƕ�ĻÙÄú�ĦĖ§·ïÄ½ƕ�·§ú�¶Ä�ĬĝÄ½�§ĝ�ÝúōĬÄú·ÝúÓ�Ò§·ĦăĖĝ�Ýú�ĦÙÄÝĖ�½ÝÓÝĦ§ò�
commerce interaction. The data improves algorithms, which factor in overall intent, resulting in 
greater relevancy and effectiveness.

Optimized Maturity Brings Revenue Growth, Optimal  
Customer Experiences and Operational Agility 

Achieving optimized commerce maturity is essential for consumer brand manufacturers to 
succeed in the modern digital experience economy. Optimized maturity, however, is not just 
a technological innovation framework. For consumer brand manufacturers on their digital 
commerce transformation journey, optimized maturity encompasses revenue growth, elevated 
customer experiences that drive brand loyalty and advocacy, and operational agility to remain 
competitive and responsive within a shifting market landscape.
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Digital commerce leaders are measuring their transformation success by identifying and tracking 
key strategic metrics, including improved customer engagement, increasing speed/time to 
market of new products or digital stores, reduction of internal siloes to spread business insight, 
higher cross-sell/upsell rates and a greater number of new business models being launched. 
Across the majority of these metrics, digital commerce leaders are enjoying nearly double-
percentage-point increases compared to learners and laggards. Figure 11 places the key metrics 
being tracked into three areas: customer experience, revenue and operational.

Leaders’ digital commerce transformation efforts are particularly focused on increasing the 
percentage of customers engaged via digital channels, with 43% tracking this metric compared 
to a mere 23% of learners and laggards. The agility, openness and reach afforded by investments 
in emerging digital commerce channels, improved data architectures and processes, and a more 
modern commerce platform infrastructure are driving tangible business success across the 
entire organization. 

�ÝÓÝĦ§ò�òÄ§½ÄĖĝ�§ĖÄ�§òĝă�ùÄ§ĝĬĖÝúÓ�·ĖăĝĝƪĝÄòò�Ė§ĦÄĝƕ�ĻÝú�Ė§ĦÄĝ�§ú½�ēÄĖ·ÄúĦ§ÓÄ�ăÒ�ēĖăŌĦĝ�ÒĖăù�úÄĻ�
ideas. All these metrics provide critical insight for businesses to measure return on investment of 
their digital commerce strategies. 
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Figure 11: Digital leaders measure new strategic metrics
Source: 451 Research custom survey

Opportunity Cost of Failure to Innovate:  
Half a Trillion-Dollar Opportunity

�ÙÝòÄ�ù§úŁ�ăĖÓ§úÝŇ§ĦÝăúĝ�§ĖÄ�Ħ§ïÝúÓ�ĝĦĖÝ½Äĝ�Ħă�ÝúĺÄĝĦ�Ýú�ĦÙÄÝĖ�½ÝÓÝĦ§ò�·ăùùÄĖ·Ä�ĦĖ§úĝÒăĖù§ĦÝăúƕ�
for those at the very start of their transformation journey, there is a lot at stake if they fail to act 
now. In the US alone, consumer brand manufacturers face $224bn+ in potential sales lost due 
Ħă�ÒĖÝ·ĦÝăú�ĻÝĦÙ�§�·ăùùÄĖ·Ä�ÄŀēÄĖÝÄú·Äƕ�§··ăĖ½ÝúÓ�Ħă�Řřŕƴĝ�1òă¶§ò��úÝŌÄ½��ăùùÄĖ·Ä�0ăĖÄ·§ĝĦƚ�
�ÙÝĝ�Ýú·òĬ½Äĝ�ĦÙÄ�·ăĝĦĝ�§ĝĝă·Ý§ĦÄ½�ĻÝĦÙ�ĖÄĕĬÝĖÝúÓ�·ĬĝĦăùÄĖĝ�Ħă�Ħ§ïÄ�Ħăă�ù§úŁ�ĝĦÄēĝ�Ħă�Ōú½�§�
given product/service and complete a transaction, online shopping cart abandonment due to 
½ÝÒŌ·ĬòĦÝÄĝ�·ăùēòÄĦÝúÓ�§�ēĬĖ·Ù§ĝÄƕ�§ú½�ĝÙăēēÄĖĝ�§¶§ú½ăúÝúÓ�ēĬĖ·Ù§ĝÄĝ�½ĬÄ�Ħă�òăúÓ�òÝúÄĝƚ�
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In addition to the potential sales opportunities at stake, consumer brand manufacturers’ inability 
Ħă�ĖÄĝēăú½�Ħă�·ĬĝĦăùÄĖ�ÄŀēÄ·Ħ§ĦÝăúĝ�ēĖÄĺÄúĦĝ�ĦÙÄù�ÒĖăù�Ħ§ïÝúÓ�§½ĺ§úĦ§ÓÄ�ăÒ�ĝÝÓúÝŌ·§úĦ�
ĖÄĺÄúĬÄ�òÝÒĦƕ�ĦăĦ§òÝúÓ�§�ƺŖŖŗ¶ú�ù§ĖïÄĦ�ăēēăĖĦĬúÝĦŁƚ��ÙÝĝ�Ýú·òĬ½Äĝ�ĝ§òÄĝ�ÝúōĬÄú·Ä½�¶Ł�ēÄĖĝăú§òÝŇÄ½�
ăÒÒÄĖĝ�§ú½�ĖÄ·ăùùÄú½§ĦÝăúĝ�§ú½�ĦÙÄ�§ĺ§Ýò§¶ÝòÝĦŁ�ăÒ�·Ėăĝĝƪ·Ù§úúÄò�¶ĬŁÝúÓ�§ú½�ōÄŀÝ¶òÄ�ÒĬòŌòòùÄúĦ�
models (e.g., buy online/pick up in store, etc.).

Figure 12: What are the half trillion-dollars at stake?
Source: 451 Research custom survey

As digital commerce technologies dismantle the barriers to transact between countries, brands 
§ĖÄ�Ò§·ÝúÓ�Ýú·ĖÄ§ĝÝúÓ�·ăùēÄĦÝĦÝĺÄ�ēĖÄĝĝĬĖÄĝ�ăú�§�Óòă¶§ò�ĝ·§òÄƚ��ÙÝòÄ�ĦÙÄĝÄ�ŌÓĬĖÄĝ�ÙÝÓÙòÝÓÙĦ�ĦÙÄ�
ĖÄĺÄúĬÄ�§Ħ�ĝĦ§ïÄ�ÒăĖ�Ò§ÝòĬĖÄ�Ħă�½ÄòÝĺÄĖ�ăēĦÝùÝŇÄ½�·ăùùÄĖ·Ä�ÄŀēÄĖÝÄú·Äĝ�ĝēÄ·ÝŌ·§òòŁ�Ýú�ĦÙÄ��y�Ʃ�
nearly half a trillion dollars – consumer brand manufacturers that fail to innovate and invest in 
their digital commerce maturity face a much larger opportunity cost globally.   

;ú·ĖÄ§ĝÄ½�ĝēÄú½ÝúÓ�Ýú�ĦÙÄ��y�ăĺÄĖ�ĦÙÄ�ò§ĝĦ�ŕŖ�ùăúĦÙĝ�as a result of a 
cross-sell/personalized recommendation$45.1bn

rÄĺÄúĬÄ�òăĝĦ�Ýú�ĦÙÄ��y�ăĺÄĖ�ĦÙÄ�ò§ĝĦ�ŕŖ�ùăúĦÙĝ�due to shoppers leaving a store 
and not purchasing items ¶Ä·§ĬĝÄ�ĦÙÄ�òÝúÄƠĕĬÄĬÄ�Ļ§ĝ�Ħăă�òăúÓ$51.3bn

In potential sales lost due to consumers abandoning an online shopping cart 
because of ½ÝÒŌ·ĬòĦÝÄĝ�Ýú�·ăùēòÄĦÝúÓ�ĦÙÄ�ēĬĖ·Ù§ĝÄ$79.7bn
In potential sales lost due to consumers not purchasing an advertised product in 
which they were interested because too many steps were required Ħă�Ōú½�ĦÙÄ�
product or service and/or complete the transaction

$93.2bn

;ú�ĝ§òÄĝ�ÝúōĬÄú·Ä½�¶Ł�ĦÙÄ�§ĺ§Ýò§¶ÝòÝĦŁ�ăÒ�·Ėăĝĝƪ·Ù§úúÄò�¶ĬŁÝúÓ�ăēĦÝăúĝ�
(e.g., buy online/pick up in store)$90.1bn

;ú�ĝ§òÄĝ�ÝúōĬÄú·Ä½�¶Ł�ēÄĖĝăú§òÝŇÄ½�ăÒÒÄĖĝ�that resulted in consumers 
making a purchase they did not otherwise intend to make$87.5bn
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Conclusion: Digital Commerce  
Maturity Matters   
To succeed, businesses need to be more creative in how they engage with consumers. Executing 
on this requires that they make investments in new digital platforms that address customer 
demand for immersive experiences, which relies heavily on rich media content, prescriptive 
insight and intelligent automation to build deeper connections, recommend next-best actions, 
and create more contextually driven interactions. The business value promised by optimized 
maturity creates competitive differentiation, effectively leapfrogging the competition. 

Leaders reported experiencing healthier revenue growth, strong, centralized digital leadership, 
and improved omnichannel engagement; nearly half reported 80%+ improvement on key metrics 
and were twice as likely to have a dedicated digital strategy leadership team. Additionally, 84% 
claimed to track and measure the customer journey across all touchpoints. This puts them at 
greater advantage to captivate the mind, capture the heart and capitalize on the impulse of 
shoppers. In other words, digital leaders are at an advantage to garner greater brand interest, 
drive brand loyalty and advocacy, and capture more digital commerce revenue, translating to 
overall greater brand value. 
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Methodology
Řřŕ�rÄĝÄ§Ė·Ù�·ăú½Ĭ·ĦÄ½�§�·ĬĝĦăù�Óòă¶§ò�ĝĬĖĺÄŁ�ăÒ�ŗřŚ�½Ä·ÝĝÝăúƪù§ïÄĖĝ�§ú½�ÝúōĬÄú·ÄĖĝ�
involved with digital commerce technology and business strategy to better understand the 
role of digital transformation and maturity in delivering optimal digital commerce experiences. 
Respondents were small to medium-sized consumer brand manufacturers (annual revenue of 
$25m-1bn) selling direct-to-consumer, business-to-consumer and business-to-business in a mix 
ăÒ�ăúòÝúÄ�§ú½�ăÒōÝúÄ�·Ù§úúÄòĝƕ�ĝē§úúÝúÓ�ĦÙÄ��yƕ�0Ė§ú·Äƕ�1ÄĖù§úŁƕ�ĦÙÄ��Kƕ�yē§Ýúƕ�ĦÙÄ�VÄĦÙÄĖò§ú½ĝƕ�
Brazil and Australia.

Figure 13: Survey participant geographies
Source: 451 Research custom survey
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Figure 14: Survey participant digital commerce technology and business strategy involvement
Source: 451 Research custom survey

Based on the results of our global digital commerce maturity survey among consumer brand 
manufacturers, this report focuses on the high-level IT trends, digital transformation pain points 
§ú½�ăēēăĖĦĬúÝĦÝÄĝƕ�§ú½�ĦÄ·ÙúăòăÓÝÄĝ�ÄŀÄĖĦÝúÓ�ÝúōĬÄú·Ä�ăĺÄĖ�ĦÙÄ�½ÝÓÝĦ§ò�·ăùùÄĖ·Ä�ÄŀēÄĖÝÄú·Äƕ�
§ú½�ÝĦ�Ý½ÄúĦÝŌÄĝ�§�Ėă§½ù§ē�Ħă�§·ÙÝÄĺÄ�Óòă¶§ò�½ÝÓÝĦ§ò�·ăùùÄĖ·Ä�Äŀ·ÄòòÄú·Äƚ�
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Magento Commerce, part of Adobe Experience Cloud, is committed to enabling 
B2C and B2B companies achieve their business aspirations through digital 
commerce maturity optimization. Our open platform, supported by a global 
Ä·ăĝŁĝĦÄù�ăÒ�ĝăòĬĦÝăú�§ú½�ĦÄ·ÙúăòăÓŁ�ē§ĖĦúÄĖĝƕ�ÓÝĺÄĝ�¶ĬĝÝúÄĝĝÄĝ�ĦÙÄ�ōÄŀÝ¶ÝòÝĦŁ�§ú½�
scalability to create exceptional, omnichannel customer experiences with cloud-
based eCommerce, order management, and business intelligence capabilities. To 
learn more about how Magento Commerce can help you digitally transform your 
business, visit www.magento.com.
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