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Consumers’ wants, needs, 
and behaviors are constantly 
shifting—which means that 
businesses need to shift, too.  

Analysts and experts talk 
a lot about the value of 
“engagement,” but what does 
that actually mean?  

We look at it this way: 

Connection:  
Interacting with your 
customers not just as 
“customers,” but as people

Personalization:  
Understanding that each 
individual is unique (and likes 
to be treated that way)

Presence:  
Investing time and energy 
to your conversations with 
customers even if your 
interactions are asynchronous 
or leverage the power of AI

It’s a big ask: staying present 
with your customers and 
offering them personalized 
experiences when you’re 
trying to run your business. 
Luckily, here at Typeform, 
we’ve analyzed the resources 
and tools brands use to 
keep up with changing 
consumer behaviors and have 
summarized some of the 
trends industry leaders are 
seeing in this report.

A few key takeaways:

Engagement matters  
and design is the  
backbone of a sustained 
customer relationship.

Businesses need multi-
channel content to acquire—
and keep—customers.

When companies embrace 
digital transformation,  
their brands thrive.

What is engagement, 
anyway?
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Why 
engagement 
matters
It pays to prioritize design as  
part of customer experience
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“Engagement” is more 
than marketing jargon—
it’s a way of interacting 
as (and with) people. 
When we exchange value 
for attention, it should be 
conversational, friendly, 
and authentic. When online 
interactions feel more 
human, it doesn’t just build 
better companies—it builds 
better brands. “Connection 
is the new currency,” 
according to Sprout Social. 
Turns out that brands that 
behave more like people are 
what consumers actually 
want. 94% of consumers say 
they are more likely to be 
loyal to a brand that offers 

transparency (Label Insight) 
and 83% of consumers refuse 
to do business with brands 
they do not trust (Gartner). 
The standard we expect from 
our personal relationships is 
now becoming the standard 
for customers’ relationships 
with brands.

Human-centered design 
principles—like empathy and 
altruism—have a big payoff, 
and might not take as much 
time and investment as you 
think. Even small shifts in your 
brand’s behavior can reward 
you with longer-lasting, more 
authentic relationships with 
your customers.

Connection is the 
new currency
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More companies are 
investing in new design tools 
(Forrester). While online  
retail grows exponentially,  
we can expect the 
relationship between brand 
and product to strengthen, 
further reinforcing the 
reliance on design.

Follow the leaders! Tech, 
financial services, and 
retail—some of the fastest 
growing sectors—are early 
design adopters (Forrester; 
NASDAQ).

  Startup design expert Scott 
Tong explains, “To users, 
brand and product are 
lumped together and they 

When it comes to design, 
greater investment leads to 
larger returns.

each represent the other”  
(TechCrunch). This means 
the product experience 
and brand experience are 
inextricably linked, even 
when those experiences are 
managed by two different 
teams internally.

Lippincott’s report on “go-to 
brands” underlines the fact 
that brand matters now more 
than ever. According to their 
research, resilient brands 
“make digital experiences 
human” and “develop digital 
experiences as the core 
way that people interact” 
(Lippincott).
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More companies adopted 
“feedback-oriented” 
vendors throughout 2021. 
But the quality of the user 
experience played a big role 
in whether a survey platform 
grew dramatically…or not 
(Forrester).

More businesses will invest 
aggressively in design and 
related industries.

The most significant changes 
will come to: 1) visual 
collaboration, 2) accessibility 
and inclusion, 3) design for 
digital interactions, 4) AI’s 
relationship with design, 
and 5) using and creating 3D 
assets. While digital design is 
likely to grow faster outside 
the U.S., the same design 
tools and practices won’t 
work without considering 
local usage patterns and 
cultural norms (Forrester).

To today’s consumers, brand and product are a package deal, 
which means attention to design and customer experience is 
increasing across most industries.

Forrester predicts the 
greatest changes will 
come to:

1

2

3

4

5

Visual collaboration

Accessibility and inclusion

Design for digital 
interations

AI’s relationship with design

Using and creating  
3D assets
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Integrated 
content is key 
for a better 
customer 
experience
Great customer experience drives  
loyalty in the long run
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valued, appreciated, and 
respected. On the other 
hand, the emotions that turn 
customers away from brands 
are frustration, annoyance, 
and disappointment 
(Forrester).

New Salesforce research 
shows that 80% of today’s 
customers believe the 
experience a company 
provides is equally as 
important as its actual 
products or services. From 
the industry perspective, 80% 
of marketers say customer 

experience is now the key 
competitive differentiator 
(AdAge). When you listen to 
your customers—and when 
they feel “heard” in return—it 
pays off on everything from 
improved conversion rates 
to reduced customer service 
costs (Baymard Institute, 
Dimension Data).

To improve, businesses 
must consider customers 
on a personal level rather 
than general demographics. 
Janet Balis, EY Global Leader 
for Media & Entertainment 

and CMO Practice Leader 
at EY Consulting, explains 
that leveraging customer 
segmentation and personas 
“can bring deeper insights to 
media strategies and creative 
marketing approaches. Better 
still, these insights can be 
carried through to inform 
the full customer journey” 
(Harvard Business Review).

As we shift toward 
more personalized 
marketing practices, it’s 
important to know what 
customers want and what 
engagement means on 
different channels.  

Now more than ever, 
business is personal. 

According to a large sampling 
of U.S. customers, the 
emotions that most influence 
brand loyalty are feeling 

80% of marketers say customer 
experience is now the key 
competitive differentiator
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In the year ahead, 50% of 
large organizations will fail to 
unify engagement channels, 
resulting in a disconnected 
customer experience without 
context (Gartner).

Trends show that in 2022,  
customers will reward brands that  
create “connected” experiences.

With a crowded retail market, targeted social media advertising, and the 
expectation of fast shipping, brands must work harder to deliver on customer 
wants while anticipating future needs and behaviors. Omnichannel brands that 
interact with customers consistently across different platforms are geared up to 
be most successful in reaching customers, and keeping them happy.

78% of customers expect 
“consistent interactions 
across departments,”  
and favor brands that give  
them that consistency 
(Salesforce).

10
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Brands must work harder  
to deliver on customer wants  
while anticipating future  
needs and behaviors

It’s Personal: The State of Brand Engagement 11
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“Digital 
transformation” 
doesn’t have to 
mean sacrificing 
connection
Transformation should benefit your 
customers (not alienate them)
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Building a marketing plan  
will be more crucial than ever. 
The modern landscape will 
continue to evolve rapidly, 
and businesses that can’t 
keep up will suffer the  
costs (Forrester).

As brands continue to find 
more ways to unite the 
entire dynamic customer 
experience, more companies 
will implement changes 
that serve this goal—from 
gathering, managing, 
and analyzing data to 
implementing it in ways 
that improve the customer 
experience (AdAge).

Kunle Olorundare, VP of 
the Nigeria Chapter of the 
Internet Society, recently 
said, “The Fourth Industrial 

Revolution has started 
in most countries. Our 
society will be smarter and 
have richer experiences—
it will be bettered as it 
engages in more-immersive 
education and virtual-reality 
entertainment. Our currency 
may be totally digital. The 
Internet of Things (IoT) will 
facilitate a brighter society” 
(Pew Research).

Businesses that don’t 
transform can’t survive,  
that much is clear. But if  
you can adopt the right  
tools to connect—and 
maintain that connection—
with your customers,  
you’re on the right path to 
engaging your customers  
in meaningful ways.

The line between 
digital and physical is 
disappearing.
Consumers increasingly view the world as 
all-digital, with no divide between physical 
and digital behaviors. 44% of U.S. consumers 
upgraded their in-home technology to adapt to 
this “new normal” (Forrester).

Data analytics and forecasting  
will drive company success.
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Consumers increasingly view  
the world as all-digital, with  
no divide between technology  
and digital behaviors

14It’s Personal: The State of Brand Engagement
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The Typeform 
impact
Tools for best-in-class  
engagement experiences
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Thinking about the people you’re 
serving, and not just the metrics 
you’re trying to meet

Considering the customer journey, 
and aiming for consistency

Understanding the context of your 
customers’ interactions with you—
where are they? What (else) are they 
thinking about? How can you make 
their lives easier?

Typeform harnesses the power 
of human-centered design.

What is human-centered design?

It’s Personal: The State of Brand Engagement
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One Forrester report cites 
that “every dollar invested in 
user experience (UX) brings 
$100 in return” (Forrester). 
Bottom line? Don’t 
underestimate the payoff of 
investing in human-centered 
customer engagement.

Putting people at the center 
of your engagement strategy 
sounds straightforward, but 
it’s easier said than done. It 
can be easy to lose sight of 
the people you’re actually 
trying to engage. Things like 
progressive disclosure—
sharing information in 
simplified stages rather than 
all at once—give customers a 
better experience of sharing 
rich, complex data with 
brands and businesses.

Every dollar invested 
in user experience 
(UX) brings $100  
in return

17
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“It’s a powerful tool since 
our team can customize the 
design to match any brand’s 
look and feel. On top of that, 
it’s fun and easy to use for  
the respondent.” 
–Alex Levin,  
Founding Partner, L+R

“If you’re going to ask for 
people’s details, it should be 
a pleasant experience. A bad 
conversation can end the 
sales process in a second and 
your lead can disappear in a 
puff of smoke!” 
–Adriana Vargas Pacheco, 
Conversations Strategist, Hint

“A beautiful conversation 
doesn’t pressure you to give 
your details straight away. 
It accompanies you and 
gives you the support and 
information you need before 
deciding if you’re interested. 
That’s a good experience.”
–Adriana Vargas Pacheco, 
Conversations Strategist, Hint

What Typeform users have  
to say:

It’s Personal: The State of Brand Engagement



19It’s personal: The state of brand engagement

We believe that engaging with your customers can 
(actually) be enjoyable. We know that collecting data 
is only half the battle—the experience customers 
have in each interaction is just as important as the 
data you receive in return.

But we also know that customer engagement isn’t 
a straight line. What works for some brands and 
customers isn’t always the best solution for others.

No matter how your brand is evolving, Typeform can 
support your goals and make your customers’ input a 
part of that evolution.

19It’s Personal: The State of Brand Engagement
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