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Remember the time an electric vehicle 
startup took the luxury vehicle 
category over?  
 

Then promptly moved the 
whole thing downmarket? 
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Tesla Motors 

276,000 36 hours 400k+ 
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We are all early adopters now. 
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Welcome to hyperadoption 
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26% 
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1.4B 
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Meanwhile, in the world of 
advertising and marketing… 
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"We have asked Janet Elder, one of our 
most esteemed newsroom leaders, to build 
an operation that will allow The Times to 
seek philanthropic funding for ambitious 
journalism.” 
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Marketing at risk in the age of the 
customer 
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Marketing at risk in the age of the 
customer 



12 © 2017 Forrester Research, Inc. Reproduction Prohibited 

What is NOT happening 

› This is not just about forcing Google and 
Facebook to be better partners 

› It’s not just about turning to alternative 
technologies like VR to reach consumers instead 

› It is NOT the death of advertising…it’s a call to 
make advertising, the brand, and the brand 
experience more relevant to customers 
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Digital disruption is creating a 
fundamental change in the 

relationship between brands and 
consumers 
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We predict: Consumers will seek 
more meaningful relationships 
with key brands as guiding 
lights 
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This is the 
ultimate 
relationship 
platform 



“Tell me a joke” 
“What’s the weather?” 

“Play Filthy by Justin Timberlake” 

“Alexa, ask Uber for a ride.” 
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You don’t have to be 
in the luxury market 
to get intelligent, 
thoughtful service 
anymore 
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What matters in the future – 
luxury or not – is: 

High-frequency, 
emotion-rich, convenient 

relationships 
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But what is emotion? 
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•  Emotion and rationality are not separate processes 
•  Emotions are not just switches that marketers flip to 

the “on” position 
•  It’s not just the strength of the emotion that matters 
 
Marketers must use emotion in a more targeted manner – 
and must establish an emotion strategy across the 
perception-experience continuum 

The science of emotion has been turned 
upside down in the past 5 years 
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Emotions contribute to almost half of Brand 
Energy 

43% 

49% 

38% 

30% 

19% 

21% 

Banking 

Retail 

Emotion Salience Fit 

CONTRIBUTION TO BRAND ENERGY (%) 

Note: Customer data only 
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Brand Energy drives the things marketers 
care about 

60% 63% 

72% 73% 

Correlation with … 

Purchase 
intent 

Willingness to 
Pay Premium 

Advocacy 
Preference 
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What’s a marketer to do? 
chatbots 

machine learning 

cloud 

automation 
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Seize the luxury marketing opportunity 
using digital disruption 
› Your products and services got you this far 

› But it is the experiences you craft to extend those 
products and services… 

› …and the relationships you build to increase 
frequency, deepen emotional connection, and 
create (exclusive) convenient access 
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Thank you 
& 

Questions 
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