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Executive Summary

Rising generations take for granted 
that they can order almost anything  
by just talking to a device. But their 
parents remember when mail-order 
catalogs were the norm. Suffice to  
say, technology is raising customer 
standards at a breakneck pace. 

For businesses, there’s more focus 
than ever on going beyond the  
expected product or service, to 
deliver a customer experience  
that truly differentiates. 

But while expectations for 
personalized, connected experiences 
are soaring, trust in companies to 
responsibly handle the data they 
require is bottoming out. 

This report examines the  
evolution of these expectations,  
the technology that’s driving them, 
and the balance of trust between 
customers and companies. 

With more choice, more access to information, and less incentive to be loyal, today’s customers are firmly 
in control of their relationships with companies. Consumers and business buyers alike seek differentiated 
experiences based on trust and understanding, and will shop around to find them. Eighty percent of 
customers say the experience a company provides is as important as its products and services.

Customer Expectations Hit All-Time Highs 
(See page 6) 01

From product recommendations to proactive service, customers expect engagement that’s uniquely 
personalized. What’s more, customers are looking for interactions that are connected and 
contextualized at every turn. Seventy percent of customers say connected processes are very 
important to winning their business.

Companies Face a New Connected Mandate 
(See page 10) 02

As technology evolves at a head-spinning pace, customers have been conditioned to expect newer 
and better experiences. Customers are far more likely to view various emerging technologies as 
revolutionary, rather than hyped, with artificial intelligence (AI) playing an increasingly prominent  
role in their daily lives. Fifty-six percent of customers actively seek to buy from the most 
innovative companies. 

Technology Sets New Benchmarks for Innovation 
(See page 15) 03

Delivering personalized experiences requires a data-driven, 360-degree view — but more than half of 
respondents are uncomfortable with how their data is used. Customers say companies can earn their 
trust by taking certain steps, such as giving them control over how their data is applied, and being 
transparent with how it’s used. Eighty-six percent of customers are more likely to trust companies 
with their relevant information if they explain how it provides a better experience. 

Customers Balance Personalization and Privacy Amid a Crisis of Trust 
(See page 19) 04



one day are outdated the next. In this context, 
the experience a company offers is increasingly 
its differentiator. But the scope of customer 
experience is changing, too. To win hearts and 
wallets, companies must not only deliver 
amazing marketing, sales, ecommerce, and 
service interactions, but also prove that they 
have the customers’ best interests in mind.

Tethered to their smartphones and 
accustomed to nonstop innovation, today’s 
consumers and business buyers are more 
informed and less loyal than their 
predecessors. In this era of exponentially 
disruptive technological change, often referred 
to as the Fourth Industrial Revolution, 
products and services that are cutting-edge 

Customers Push Companies to Do Better

a STAGGERING 95% of 
customerS say trusting 
a company increases  
their loyalty.

Consumers Business Buyers

80%
of customers 
say the experience 

 a company provides is as  
important as its products 

and services

81% 

79% 

95%
of customers 
say they are more  

likely to be loyal to a 
company they trust

96% 

94% 

67%
of customers 

say their standard for  
good experiences are  

higher than ever

73% 

64% 
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https://www.weforum.org/about/the-fourth-industrial-revolution-by-klaus-schwab


Experience Impacts the Bottom Line, for Better or Worse

Consumers Business Buyers

62%
of customers 
say they share bad  

experiences with others

61% 
63% 

57%
of customers 

have stopped buying from 
a company because a 
competitor provided a  

better experience

50% 

But this new dynamic is not all doom and gloom. 
Seventy-two percent of customers share good 
experiences with others — a full 10% more than 
those that share the negative. 

76% of customers say it’s 
easier than ever to take 
their business elsewhere.

The ripple effect of a single bad experience 
goes beyond one lost sale. Fifty-seven percent 
of customers have stopped buying from a 
company because a competitor provided 
a better experience. What’s more, 62% of 
customers say they share bad experiences with 
others. With the proliferation of peer review 
sites and social media, this practice can inflict 
widespread reputational damage.

Two-thirds of customers will even pay a  
premium to companies that offer superior 
experiences, thereby introducing not just 
competitive differentiation, but increased or  
even new revenue streams.

61% 

72%
of customers 

say they share good 
experiences with others

77%

67%
of customers 

say they’ll pay more for 
a great experience

63% 70% 

74%
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Business Buyer Expectations Get Consumerized

SPOTLIGHT 
B2B Expectations Mirror B2C Standards

Percentage of Business Buyers Who Agree with the Following

Naturally, business buyers also have personal 
lives as consumers — and their expectations  
as consumers have seeped into their  
professional world.

82% of business buyers 
want the same experience 
as when they’re buying  
for themselves.

At a time when personalized recommendations, 
proactive engagement, and deeply relevant 
content are table stakes, more than seven in  
10 business buyers expect vendors to 
personalize engagement to their needs. And  
for 84% of business buyers, trust is a critical 
factor in choosing vendors. 

To put a fine point on this convergence of  
B2C and B2B worlds, 69% of business buyers 
expect an Amazon-like business buying 
experience. However, only 27% of business 
buyers say companies generally excel at  
meeting their standards for an overall  
experience, signaling ample room for improvement.  

I expect vendors to personalize 
engagement to my needs 72% 

I expect Amazon-like buying experiences 69% 

I think vendors are providing more retail-like 
experiences than ever before 67% 

I have switched vendors for a more 
consumer-like experience 67% 

See appendix page 44 for generational breaks.

Salesforce Research



Country Profile: United States 
600 Consumers & 300 Business Buyers

61%

Most companies fall short of my  
expectations for a great experience

52%
65%

73%

I’ve stopped buying from a company because  
a competitor provided a better experience

66%
77%

71%

I will pay more for a great experience

76%
68%

All Customers Business Buyers Consumers

41%

Companies need cutting-edge digital  
experiences to keep my business

48%
37%

51%

I expect companies to provide new  
products/services more frequently than before

57%
48%

48%

I’m confused about how companies  
use my data

43%
51%

79%

I believe my personal info is vulnerable  
to a security breach

72%
82%

42% of all customers
say AI is already or actively transforming  
their expectations of companies

58%

46%

44%

63%

52%

52%

46% of business buyers
say AI is already or actively transforming  
their expectations of companies

56%

43%

41%

39% of consumers
say AI is already or actively transforming  
their expectations of companies

65% of all customers
say their standard for good customer  
experiences is higher than ever

Top Actions That Increase Customer Trust

Having a strong  
privacy policy

Giving me control  
over what information  
is collected about me

Asking for my  
explicit consent to  
use my information

Having a strong  
privacy policy

Giving me control  
over what information  
is collected about me

Asking for my  
explicit consent to  
use my information

77% of all customers
say the experience a company provides is as 
important as its products/services

82% of business buyers
want the same experience as when they’re  
buying for themselves

85% of all customers 10 channels are used,
on average, by business buyers 

to communicate with companies

9 channels are used,
on average, by consumers

to communicate with companies

Percentage of Customers Who Use and Prefer the Following 
Channels When Communicating with Companies
Text/SMS

Online communities

Voice-activated personal assistants (e.g., Siri, Alexa)

Mobile apps

Online portals

47%

16%

18%

41%

43%

82%

52%

48%

82%

81%

Customer Standards Hit All-Time Highs Customers Set New Benchmarks for Innovation

Customers Dictate the Experiences They Want

A Data-Value Exchange Rises as Customer Trust Fallssay it’s very important for companies 
to treat them as a person, not a  
number, to win their business

recognize the good that can come from AI

believe AI presents good opportunities for society

open to AI improving the customer experience

recognize the good that can come from AI

believe AI presents good opportunities for society

open to AI improving the customer experience

recognize the good that can come from AI

believe AI presents good opportunities for society

open to AI improving the customer experience

Prefer to use Total use


