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Q:  W hich industr ies do you th ink best  make use 
of  data  to  dr ive growth and improve the 

customer  exper ience? W hich do you th ink best  
protect  consumer informat ion? 

TOP 5 INDUSTRIES
Consumers  - Improve  cus tomer  exper ience
Consumers  - Pro tec t  cus tomer  in format ion

The Future of Data: Adjusting to an opt-in economy
Industry spotlight: Retail
The future of  the data economy has arr ived—and nobody is ready for it .  Oxford Economics 
and NTT DATA surveyed executives—including a meaningful sample f rom the retail 
sector—and consumers about their visions for a data-driven future in which people have 
greater control over their personal information, what we call the opt- in economy. 

Retailers are focused on data applicat ions that wil l  t ransform the customer experience, 
such as personalized services and targeted of fers. To get sustainable value f rom these 
investments, they must update talent strategies, technology, and business processes—and 
focus on maintaining customer trust in an uncertain world. 

Consumers demand a delicate balance from retailers
Trust  is  par t icu lar ly important  in  the re ta i l  sector ,  
where per formance re l ies  on s t rong re la t ionships wi th  
customers.  Yet  on ly about  one-f i f th  o f  the consumers 
we surveyed are conf ident  that  the i r  data is  
adequate ly protected by the organizat ions they do 
bus iness wi th .

Consumers are look ing for  a  data-enabled customer 
exper ience that  many reta i lers  are yet  to  de l iver ,  and 
even fewer consumers say re ta i lers  e f fec t ive ly 
protect  the i r  in format ion.  

Us ing data to  create the customer exper iences 
consumers demand wi thout  v io la t ing t rus t  requi res  a 
de l icate ba lance that  few companies have yet  to  
master .  Many consumers are not  complete ly 
comfor tab le  wi th  data-shar ing,  yet  are hungry for  the 
personal ized services i t  enables:  whi le  about  two-
th i rds  say too- f requent  contact  or  too many personal  
quest ions f rom an organizat ion would make them 
uncomfor tab le ,  less than one-f i f th  are uncomfor tab le  
wi th  personal ized of fers ,  products ,  or  services.

Using data without violating 
consumer trust requires a 
delicate balance for retailers. 
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Retailers must continually improve their use of data
Reta i lers  are focused on creat ing data-dr iven of fer ings that  wi l l  a t t rac t  customers,  whi le  o ther  sectors  are 
more focused on enhanc ing products  and services.  Reta i lers ’  s t ra teg ies are genera l ly in  l ine wi th  what  
consumers care about—cont inual  improvement  o f  products  and services (42% of  consumers say th is  is  
important) ,  spec ia l  o f fers  (40%),  personal ized services (32%),  and s impl i f ied customer service (30%).   

Meet ing these needs depends on the ef fec t ive analys is  o f  mul t ip le  types of  data.  Reta i lers  are co l lec t ing 
a broad range of  data—purchase h is tory (97%, vs .  65% of  o thers) ,  web-browsing habi ts  (95% vs.  52%),  
and soc ia l  media data (85% vs.  62%).  Yet  on ly about  60% of  consumers unders tand that  the companies 
they do bus iness wi th  are co l lec t ing these types of  in format ion.  

53% 52%
44%

53%

14%

53%

Simpl i f ied  cus tomer  
serv ice

Spec ia l  o f fe rs Cont inua l l y  improv ing 
produc ts  and serv ices

Q: Which of  the fol lowing are most important for 
your business,  in terms of  customer sat isfact ion?

Reta i l  execut ives Non-reta i l  execut ives

The struggle to make meaning from data 
Making meaning f rom vast  s tores of  customer and 
operat ional  data requi res  a s t rong s t ra tegy and 
tac t ics  to  support  i t .  Most  re ta i l  execut ives (94%, 
vs .  92% of  o thers)  say the ef fec t ive use of  
analyt ics  is  c r i t ica l  to  improving the customer 
exper ience.  

But  execut ion lags s t ra tegy.  W hi le  two-th i rds  of  
re ta i lers  (vs .  70% of  o thers)  have developed an 
overarch ing p lan for  data use and management ,  
under ha l f  have changed recru i tment  and 
retent ion to  resk i l l  around data analyt ics—despi te  
the fac t  that  jus t  50% (vs.  63% of  o thers)  have 
the ta lent  they need to  compete in  the data 
economy.

Meanwhi le ,  jus t  29% (vs .  24%) have begun data-
shar ing across the bus iness—a step that  wi l l  
become increas ing ly important  as  d ig i ta l  and 
phys ica l  channels  converge across the re ta i l  
landscape.   

50% 53%
Developing; we are  
beg inn ing to  use data  
and ana ly t i cs  in  some 
par ts  o f  the  bus iness

48% 42%

Advanced; we a l ready 
use data  and ana ly t i cs  to  
in form  our  opera t ions  and 
produc ts /serv ices ,  and are  
mak ing p lans  to  improve 
fur ther

2% 5%Highly advanced; data  
and ana ly t i cs  are  core  to  
our  s t ra tegy

Q: Which best describes your organizat ion’s 
current use of  data and analyt ics?

Retailers see simplified 
customer service as 
most critical to 
customer satisfaction. 



Challenges of the data age 
For  a l l  i t s  bene f i t s ,  da ta -d r i ven  bus iness  
in t roduces  a  range  o f  obs tac les .  
Inadequate  sk i l l s ,  d i f f i cu l t y  s tandard iz ing  
da ta ,  and  regu la to ry  complexi ty  a re  top  
cha l lenges  c i ted  by re ta i le rs .  

Near ly  a l l  su rveyed  re ta i le rs  have  
exper ienced  a  recen t  secur i t y  b reach ,  ye t  
on ly  abou t  one- th i rd  have  s t rong  
p ro tec t ions  in  p lace  fo r  the i r  cus tomers ’  
persona l  o r  f i nanc ia l  i n fo rmat ion .  

As  ongo ing  reve la t ions  abou t  da ta  use  by 
b ig  compan ies  d raw government  sc ru t iny  
a round  the  wor ld ,  mos t  compan ies  rema in  
i l l -p repared  fo r  regu la to ry  change—jus t  5% 
o f  re ta i le rs  (vs .  8% o f  o thers )  a re  p repared  
fo r  upcoming  regu la t ions .

Visions for the future 
The future of re ta i l wi l l be enabled by data. Bet ter -equipped employees, ambient commerce, channel
in tegrat ion, personal iza t ion, curat ion, and c l ick-and-co l lec t a l l requi re h igh-qual i t y, in tegrated data fo r
proper execut ion.

Bus iness leaders are exc i ted, but consumers are far more ambiva len t about what l ies ahead. Of those
reta i lers who expect data to crea te meaningfu l change, more than hal f (56%, vs. 50% of others) say
bus inesses are prepared for upcoming changes, but on ly 26% (vs. 23% of others) say consumers are
prepared. W hi le most execut ives expect analyt ics to change consumer l ives for the bet ter , consumers are far
less cer ta in—and 36% expect changes for the worse.

32%
76% 71%8%

10% 15%

26% 2%
10%

Q: Do you think changes result ing from Big Data/analyt ics wi l l  be mostly 
for good or i l l  for consumers?

Changes for 
the better

Changes for 
the worse

Consumers
Retai l  

executives
Non-retai l  
executives

53%

58%

35%
60%

Inadequate 
ski l ls

Dif f iculty cleaning 
/  standardiz ing 

data

Regulatory 
complexity

Q: Which of  the fol lowing present the greatest  chal lenge 
to your data and analyt ics strategies? Top 3 responses

52%

40%
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Inadequate skills are a top obstacle to 
retailers’ data and analytics strategies



About the research 
Oxford  Econom ics  surveyed 500 execut ives  and 5 ,000 consumers  ac ross  15 count r ies ,  inc lud ing 62 execut ive  
responses  f rom the re ta i l  sec tor ,  in  ear ly  2018.  Other  sec tors  represented inc lude automot ive ,  
media / te lecommunicat ions ,  hea l thcare ,  insurance,  f inanc ia l  serv ices ,  manufac tur ing ,  and the pub l i c  sec tor .

Respondents  come f rom around the wor ld ,  inc lud ing the Uni ted S ta tes ,  Canada,  Mexico,  Braz i l ,  Ch i le ,  UK,  
Germany,  France,  I ta ly ,  Spa in ,  Be lg ium,  Ind ia ,  Ch ina,  Japan,  and Aus t ra l ia .  Reta i l  execut ive  respondents  come 
f rom Nor th  Amer ica  (13%),  Lat in  Amer ica  (22%),  Europe (32%),  and As ia  Pac i f i c  (33%).  

Execut ives  represent  both  IT  (approximate l y  40%) and bus iness  (approximate l y  60%) func t ions ,  and company 
s izes  f rom $500 m  to  more than $5 bn.  

W e a lso  conduc ted in -depth  in terv iews  wi th  more than a  dozen sen ior  execut ives ,  o f f i c ia ls ,  and academ ics .  

The path forward

For more data, see our full report. 

What are the next steps for retailers aiming to update their data 
and analytics strategies? 
 Deliver a single view of the customer

A ho l i s t i c  unders tand ing  o f  your  cus tomers  der i ves  f rom da ta ,  f rom ac ross  your  o rgan iza t ion  and  
f rom the  la rger  da ta  economy.  Re ta i le rs  need  to  connec t  d ispara te  sys tems and  sources—onl ine ,  
o f f l i ne ,  i n -s to re ,  soc ia l—to  bu i ld  a  s ing le  v iew o f  the  cus tomer  tha t  can  be  leveraged  ac ross  the  
en te rp r i se  and  wi th  par tners .

 Enable employees with new skills
Acqu i r ing ,  c leans ing ,  s tandard iz ing ,  ana lyz ing ,  and  ma in ta in ing  da ta  requ i res  spec ia l i zed  sk i l l se ts .  
Every  emp loyee—from assoc ia te  to  CEO—needs  da ta  competency and  an  unders tand ing  o f  how i t  
can  be  used  in  the i r  da i l y  ac t i v i t i es .  Deve lop ing  these  sk i l l se ts  takes  t ime,  and  the  sooner  you  ge t  
s ta r ted ,  the  sooner  you  can  p roper l y  leverage  your  da ta .  

 Personalize the customer experience
Customers  want  the  o rgan iza t ions  they engage wi th  to  use  da ta  to  improve  p roduc ts ,  se rv ices ,  and  
exper iences .  Cons ider  cus tomiz ing  and  persona l i z ing  p roduc ts ,  o r  equ ipp ing  employees  wi th  the  
too ls  and  sk i l l s  to  use  da ta  to  make  in fo rmed sugges t ions .  Your  goa l  i s  to  s imp l i f y  and  enhance  the  
cus tomer  exper ience  and  re la t ionsh ip .

 Physical retail  focuses on data
Phys ica l  re ta i l  i s  no t  dead ,  jus t  d i f fe ren t—and i t ’ s  powered  by in -s to re  techno logy and  da ta .  D ig i ta l  
na t i ves  have  a  d is t inc t  advan tage  in  th i s  space  as  they app ly  the i r  back -end  enab l ing  techno logy to  
the i r  newly  launched b r i ck -and-mor ta r  loca t ions .  Trad i t i ona l  re ta i le rs  mus t  look  to  connec t  the i r  
phys ica l  and  d ig i ta l  spaces  to  de l i ve r  the  exper iences  tha t  cus tomers  demand.   

 Deepen customer trust
Consumer  t rus t  wi l l  be  one  o f  the  g rea tes t  compet i t i ve  advan tages  tha t  a  company can  possess  in  
the  op t - in  economy.  As  da ta  d r i ves  deeper  ins igh ts  abou t  your  cus tomers  and  how you  can  be t te r  
se rve  them,  seek  to  es tab l i sh  a  deeper  leve l  o f  t rus t .  The  more  you  know about  your  cus tomers ,  the  
more  impor tan t  t rus t  becomes .  

The Future of Data: Adjusting to an opt-in economy
Industry spotlight: Retail

https://us.nttdata.com/en/-/media/assets/reports/digital-oxford-economics-future-of-data-report.pdf?la=en-us
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