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While many industries had to scramble to get digital 
operations up and running in the early days of the 
pandemic, retail and eCommerce brands were well-
prepared for the challenges of digital commerce, since 
76% of those brands had already been using mobile as an 
engagement channel for more than six years at that point.

That preparation has paid off, with 73% of their sales now 

taking place online, representing 51% of industry revenue. But 

while COVID-19 lockdowns led customers to deepen their 

digital engagement, it also caused them to expect seamless, 
personalized experiences online.

Plus, with Google announcing plans to retire third-party 
cookies and Apple launching a suite of new consumer-
centric data privacy features, brands will have to transition 

away from third-party data and place new emphasis on 

zero-party (i.e. shared by users) and first-party (i.e. collected 

with user consent) data to gather actionable information in 

thoughtful, compliant ways. 

Meeting these expectations would be a challenge under any 

circumstances. But with the right mindset and the right tools, 

any retail and eCommerce brand can set itself up for success.

In this guide, you’ll learn:

Why customer engagement matters 
for retail and eCommerce success

The challenges that stand in the 
way of effective engagement

The next steps brands should take  
to overcome these obstacles

Introduction
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What Is Customer Engagement (and Why Does It Matter for Retail)?

What Is Customer Engagement?

At its core, customer engagement is the art and science 

of building brand loyalty by providing impactful, 

customer-centric experiences. Leading companies 

practice effective customer engagement by delivering 

valuable messaging experiences to customers across all 

relevant channels while respecting their privacy. 

Digital tools allow brands to gain a better picture 

of customer interactions and to understand those 

customers more deeply. That makes it possible for 

brands to engage their customers in ways that are 

relevant, personalized, and consistent across touchpoints.

Why Does Customer Engagement  
Matter for Retail? 

While retailers once only had foot traffic, sales, and 

anecdotal feedback to measure how successfully they 

were engaging their customers, today’s consumers 

increasingly do most of their shopping online. With the 

percentage of digital buyers continuing to rise, brands 

need ways to deepen the direct digital relationship they have 

with their customers.

But successful engagement takes more than placing a pop-

up ad on a mobile site or scheduling a promotional email. 

Before they buy, retail users often visit many touchpoints, from 

physical stores to websites and apps. That makes it important 

to ensure you’re speaking to your customers in meaningful 

ways across all online and offline touchpoints.

Digital Buyers: Worldwide, 2021-2025
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3 Big Customer Engagement Challenges for Retail and eCommerce

Done poorly, these experiences can 
become disjointed (i.e. messages and 
ads sharing conflicting discounts), 
blocking brands from seeing the full 
value of customer engagement.  
The three biggest challenges?

• Managing and using data

• Channel silos that frustrate customers

• Missed personalization opportunities

Managing customer 
experiences across a 
range of channels and 
products isn’t easy.

MANAGING AND USING DATA

• Much more data: Customers are generating more useful data, in more  

 ways, and from more places than before. Without a strategy, brands might  

 not be able to collect and store the data in ways that drive actionable  

 insights. In fact, only 6% of retail and eCommerce brands currently  

 combine engagement and downstream metrics with the mapping of  

 customer behavior and customer sentiment and apply it to product  

 strategy, highlighting the missed opportunities in this area.

• Many more silos: Even when brands do manage to aggregate data stored  

 in individual customer profiles, the solutions in place (e.g. channel-specific  

 point solutions, legacy database systems, AdTech platforms) often don’t  

 work well with each other—or the teams themselves don’t work with each  

 other to create cohesive customer engagement journeys.

Changing attitudes and behaviors around customer data and privacy 
have dealt a massive blow to third-party cookies, leaving brands 
to rely on zero-party and first-party data to support their customer 
engagement campaigns. That means building and maintaining a tech 
stack that allows customer data to be streamed, processed, analyzed, 
and acted upon in real time.

1
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CHANNEL SILOS THAT FRUSTRATE CUSTOMERS 

Simply having a presence in various channels 
isn’t enough for seamless customer engagement: 
Brands need to connect the dots. Using multiple 
channels without a strategy may end up delivering a 
frustrating experience that drives customer churn.

Here’s an example: A retail footwear brand runs a social 

media campaign promising access to a limited-edition 

sneaker. But when customers try to snag the sneaker in 

other channels, the offer is nowhere to be found. That’s 

a missed opportunity for a sale. 

Of retail and eCommerce brands using multiple 
channels are leveraging channel-specific 
solutions such as push notification providers—
creating silos in customer communication. 

51%

2

Exclusive deals, right when 
they happen. Stay in the 
know with SMS alerts.

Successful customer 
engagement needs to 
tell a consistent story 
across channels

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/resources/2022-global-customer-engagement-review?utm_source=braze&utm_medium=guide&utm_campaign=fy23-q1-global-2022_retail_customer_engagement_review
https://www.braze.com/resources/2022-global-customer-engagement-review?utm_source=braze&utm_medium=guide&utm_campaign=fy23-q1-global-2022_retail_customer_engagement_review
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MISSED PERSONALIZATION OPPORTUNITIES

It’s a case of perception versus reality: Consumers 
and marketers don’t seem to agree on how much 
personalization is actually happening. According 
to Shopify, 85% of brands believe they’re offering 
personalized experiences, while only 60% of 
consumers feel they are receiving such an experience.

As noted in the 2022 Customer Engagement Review, 

brands that don’t exhibit full customer engagement 

maturity often fail to tap into customer context to 

deepen personalization in their campaigns. Only 38% 

of retail and eCommerce brands use customer context 

from internal systems or public APIs (like weather data) 

for content personalization.

3

Rich, real-time personalization can’t happen 
without accurate customer context

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.shopify.com/research/future-of-commerce/future-of-ecommerce#footnote%20https://segment.com/blog/announcing-the-state-of-personalization-2021/
https://www.braze.com/resources/2022-global-customer-engagement-review/?utm_source=braze&utm_medium=guide&utm_campaign=fy23-q1-global-2022_retail_customer_engagement_review
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3 Solutions for Retail and eCommerce  
Customer Engagement Challenges
 

The impending phaseout of third-party data in favor of zero-

party and first-party data requires retailers to rethink how they 

acquire and manage customer data. This is a big challenge, 

but also an opportunity to remake the marketing tech stack to 

enable unified cross-channel solutions.

Engage Anonymous Users

Anonymous users—those who visit websites without logging 

in, opt to “continue as guest,” or who haven’t been given an 

Braze optimizes data management to 
keep information accessible for use in 

defining actions, even in real time. Braze 
also captures zero-party data, which can be 
stored as a custom attribute and collected 
via in-browser or in-app messages, simple 

surveys, SMS, and AMP for Email. 

How Braze Can Help 

Source: Braze Customer Engagement Review 2022

90%

Of retail and eCommerce brands 

expect to increase marketing 

budgets in response to third-party 

cookie deprecation and other 

privacy-related changes.

official identifier—made up 57% of new users in 2021. That’s an 

enormous untapped audience; however, 80% of anonymous 

users received no messages at all from brands, potentially 

costing millions in unrealized revenue.

To engage with anonymous users, brands need to obtain 

permission to observe and record their activity. This valuable 

zero-party data can be used to target and personalize 

communications in real time or leveraged for future campaigns.

CHALLENGE: Managing and Using Data

SOLUTION: Leverage Zero- and First-Party Data 
to Understand Every Customer

1

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/resources/articles/reimagining-your-email-with-amp-and-how-to-set-your-team-for-success?utm_source=braze&utm_medium=guide&utm_campaign=fy23-q1-global-2022_retail_customer_engagement_review
https://www.braze.com/resources/articles/control-your-destiny-with-data-independence?utm_source=braze&utm_medium=guide&utm_campaign=fy23-q1-global-2022_retail_customer_engagement_review
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To deliver the seamless and contextually relevant experiences 

customers demand, brands need a cross-channel solution 

capable of engaging shoppers across multiple channels. 

To complement this tool, brands should work to align their 

teams so they can be oriented around holistically defined 

engagement goals, rather than channel-specific results.

In contrast to point solutions, Braze allows 
marketers to orchestrate campaigns across 

channels—both owned (in-product and out-of-
product) and paid—from a single interface, rather 

than trying to manually sync up solutions that 
were never designed to work together.

 For example, the Braze Canvas customer 
journey management tool allows marketers to 

create, iterate, and test dynamic campaigns and 
customer journeys in an easy-to-use interface. 
And each additional channel you add to your 

messaging mix results in 4.3X more purchases 
per user and a 2.8X lift in likelihood to buy.

How Braze Can Help 

Source: Braze Customer Engagement Review 2022

49%
Of retail and eCommerce brands 

use different solutions for each 

channel they send messages in

18%
Of retail and eCommerce brands use 

a single solution that can support 

messaging across all channels

CHALLENGE: Channel Silos That Frustrate Customers

SOLUTION: Use Technology to Unify Experiences  
Across Every Touchpoint
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https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/docs/user_guide/engagement_tools/canvas/?utm_source=braze&utm_medium=guide&utm_campaign=fy23-q1-global-2022_retail_customer_engagement_review


BR A ZE

To maximize the impact of their personalization efforts, retail and eCommerce 

brands need to respect customer privacy by balancing what data they want 

to collect with an understanding of what data customers are willing to share. 

For customers who want the most personalized experience possible, brands 

should use every tool available—including personal and contact info, buying 

and browsing history, location preferences including geo-proximity, and 

public APIs like weather—but fitting the experience to each customer and 

their individual preferences is essential. 

Beyond that, it’s important to remember that, above all, personalization should 

be contextual and relevant to the moment. An out-of-date personalized 

experience doesn’t come off to customers as tailored or valuable; instead, it 

emphasizes how broken the experience you’ve provided is.

Braze dynamic personalization tools—including 
Connected Content, Content Blocks, and Liquid 
personalization—give marketers the flexibility to 

personalize messages using contextually relevant parts 
of each customer’s continuously evolving dataset. 

How Braze Can Help 

9

CHALLENGE: Missed Personalization Opportunities

SOLUTION: Use Dynamic Personalization to Customize  
Every Experience

3

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/docs/user_guide/personalization_and_dynamic_content/connected_content/?utm_source=braze&utm_medium=guide&utm_campaign=fy23-q1-global-2022_retail_customer_engagement_review
https://www.braze.com/docs/user_guide/engagement_tools/templates_and_media/content_blocks/?utm_source=braze&utm_medium=guide&utm_campaign=fy23-q1-global-2022_retail_customer_engagement_review
https://www.braze.com/resources/articles/liquid-personalization-types-101
https://www.braze.com/resources/articles/liquid-personalization-types-101
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Different types of retailers have 
specialized needs and challenges 
depending on brand history, 
customer base, and experience 
with digital commerce. Before you 
build out or adjust your customer 
engagement program, think seriously 
about your specific niche in the retail 
landscape and make sure your plans 
fit your business model and your 
unique audience.

Retail Customer 
Engagement 
Takeaways, Category 
by Category

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
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Digital Native Brands 

These brands have a built-in advantage when it comes to 

digital engagement, often selling a product that is itself 

digital on a subscription basis. However, it turns out there 

are only so many subscriptions a typical user can stay 

engaged with, so churn is a problem for many brands in this 

space. In fact, 40% of new subscription customers end up 
canceling within a year.

Sustained engagement campaigns are a solution to 

customer churn. The rewards for retention are clear: Among 

merchants with an average transaction value below $25, 

customer lifetime values are 1.78X higher for subscription 

customers than for non-subscription customers.

“Click-and-Mortar” Retailers

Brands with both physical and digital presences can 

struggle to combine a customer’s digital and in-store 

personas into a single view. For these brands, contextual 

personalization when a customer is in a store can be 

achieved with QR codes, proximity tracking, and mobile 

coupons. One advantage click-and-mortar brands have 

is the ability to use the two domains together to offer 

greater convenience, such as a buy online/pick up in-

store option, so consider leaning into that strength if you 

aren’t already.

BR A ZE

SUBSCRIBE

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.retaildive.com/news/nearly-40-of-subscribers-ultimately-cancel-services/517937/
https://www.retaildive.com/news/nearly-40-of-subscribers-ultimately-cancel-services/517937/
https://www.getgobot.com/blog/2021/02/07/subscription-ecommerce-future-of-d2c-ecommerce/
https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review


12BR A ZE

Online-Only Marketplaces 

For these brands, it’s all about choice. Customers can 

choose from many different brands or sellers, which 

means thoughtful curation and effective personalization 

is an important value-add. Fortunately, this kind of 

customization is easily accomplished with thoughtful 

data collection and product preference algorithms (for 

instance, Amazon Personalize).

Consumer Packaged Goods (CPG)

CPG products often play essential roles in customers’ lives, 

supporting all manner of daily needs and routines;  

accordingly, these brands stand to benefit immensely from 

digital customer engagement. In part because of reliable, 

recurring shopping activity, forward-looking CPG retailers  

have a big opportunity to lean into personalization via loyalty 

programs, targeted promotions, and product subscriptions.

BR A ZE
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Marketers face a range of key challenges and opportunities today, including 
data privacy changes, a proliferation of new customer touchpoints, and 
heightened customer expectations for personalization. 

For all of these trends, the answer is a reimagining of the customer experience. Retail and 

eCommerce marketers need to move fast to deliver contextually relevant experiences that empower 

every customer to quickly find and buy what they need, when they need it, from wherever they are.

• Looking for more guidance on building or updating your tech stack to better handle user data?  
 Check out our guide to best-in-class marketing stacks.

• Want to explore what cross-channel customer engagement can mean for your bottom line?  
 Check out our cross-channel data report.

• Interested in the ins-and-outs of building individually tailored customer experiences?  
 Check out our personalization guide.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/resources/reports-and-guides/connected-engagement-marketing-stacks-and-ecosystems?utm_source=braze&utm_medium=guide&utm_campaign=fy23-q1-global-2022_retail_customer_engagement_review
https://www.braze.com/resources/reports-and-guides/the-cross-channel-marketing-difference-report?utm_source=braze&utm_medium=guide&utm_campaign=fy23-q1-global-2022_retail_customer_engagement_review
https://www.braze.com/resources/reports-and-guides/the-power-of-personalization?utm_source=braze&utm_medium=guide&utm_campaign=fy23-q1-global-2022_retail_customer_engagement_review


Get in touch to learn more
BRAZE.COM/CONNECT-WITH-SALES

https://www.braze.com/connect-with-sales?utm_source=braze&utm_medium=guide&utm_campaign=fy23-q1-global-2022_retail_customer_engagement_review

