
The Forrester Wave™: Customer Analytics 
Technologies, Q3 2020
The 11 Providers That Matter Most And How They Stack Up

by Brandon Purcell
August 5, 2020

Licensed for individuAL use onLy

ForreSTer.CoM

Key Takeaways
SAS, Salesforce, Microsoft, And Adobe Lead 
The Pack
forrester’s research uncovered a market in 
which sAs, salesforce, Microsoft, and Adobe 
are Leaders; Teradata, Arm Treasure data, and 
Manthan are strong Performers; Acoustic, sAP, 
and Periscope by McKinsey are contenders; and 
fico is a challenger.

optimizing experiences And Accommodating 
Diverse Users Are Key Differentiators
As the ability to generate customer analytics 
models becomes commoditized, the ability to 
optimize decisions at a customer level and cater 
to a wide range of enterprise users will dictate 
which providers lead the pack.

Why read This report
in our 36-criterion evaluation of customer 
analytics technologies, we identified the 11 
most significant ones — Acoustic, Adobe, 
Arm Treasure data, fico, Manthan, Microsoft, 
Periscope by McKinsey, salesforce, sAP, sAs, 
and Teradata — and researched, analyzed, 
and scored them. This report shows how each 
provider measures up and helps customer 
insights (ci) professionals select the right one for 
their needs.

This Pdf is only licensed for individual use when downloaded from forrester.com or reprints.forrester.com. All other distribution prohibited.



2

3

7

8

12

14

© 2020 forrester research, inc. opinions reflect judgment at the time and are subject to change. forrester®, 
Technographics®, forrester Wave, Techradar, and Total economic impact are trademarks of forrester research, 
inc. All other trademarks are the property of their respective companies. unauthorized copying or distributing 
is a violation of copyright law. citations@forrester.com or +1 866-367-7378

forrester research, inc., 60 Acorn Park drive, cambridge, MA 02140 usA
+1 617-613-6000  |  fax: +1 617-613-5000  |  forrester.com

Table of contents

Swing For The Next Best Experience With 
Customer Analytics

Evaluation Summary

Vendor Offerings

Vendor Profiles

Leaders

strong Performers

contenders

challengers

Evaluation Overview

vendor inclusion criteria

Supplemental Material

related research documents

Advance your customer Analytics Maturity

now Tech: customer Analytics Technologies, Q1 
2020

Pick A Powerful Pilot To Propagate customer 
Analytics

for cusToMer insighTs ProfessionALs

The Forrester Wave™: Customer Analytics Technologies, Q3 2020
The 11 Providers That Matter Most And How They Stack Up

by Brandon Purcell
with srividya sridharan and robert Perdoni

August 5, 2020

Share reports with colleagues. 
enhance your membership with 
research share. 

http://www.forrester.com/go?objectid=RES150120
http://www.forrester.com/go?objectid=RES157538
http://www.forrester.com/go?objectid=RES157538
http://www.forrester.com/go?objectid=RES117720
http://www.forrester.com/go?objectid=RES117720
http://www.forrester.com/go?objectid=BIO10005
http://www.forrester.com/go?objectid=BIO2679
http://www.forrester.com/go?objectid=BIO12364


For Customer InsIghts ProFessIonals

The Forrester Wave™: Customer Analytics Technologies, Q3 2020
august 5, 2020

© 2020 Forrester research, Inc. unauthorized copying or distributing is a violation of copyright law.  
Citations@forrester.com or +1 866-367-7378

2

The 11 Providers That Matter Most And How They Stack Up

swing for The next Best experience With customer Analytics

if the customer analytics market were a baseball game, we’d be in the seventh-inning stretch.1 The 
first three innings were dominated by general-purpose toolkits that data scientists used to build 
custom models from scratch. due to the scarcity of these data scientists, the next three innings saw 
the emergence of solutions with prepackaged analytics geared toward business users. now we are in 
the final third of the game. The market is consolidating, and commoditization of many core analytical 
capabilities is well underway. But the game is far from over. There are new market entrants, vendors 
now serve multiple enterprise personas, and, most importantly, the focus has shifted from merely 
generating insights to identifying and delivering the next best experience.2 enterprises that invest in 
these leading customer analytics technologies to drive intelligent, optimized interactions with their 
customers will stand to benefit the most from these market changes.

As a result of these trends, ci leaders should look for providers that:

 › Generate optimized decisions as well as insights. Thanks to customer analytics solutions that 
come with prepackaged models and a plethora of service provider partners with armies of data 
scientists, the ability to create many customer analytics models has become democratized and 
commoditized. features like churn analysis, cross-sell and upsell analysis, and customer lifetime 
value (cLv) analysis are no longer differentiators — they’re table stakes. As a result, many vendors 
focus on using these insights to optimize customer interactions. optimization requires massive 
testing, so vendors like Adobe and salesforce offer multiarmed-bandit-based testing, and sAs 
even offers reinforcement learning, a core enabler of the next best experience.

 › Cater to a wide range of enterprise users. All the vendors in this evaluation possess capabilities 
for two distinct sets of enterprise users — business users who want out-of-the-box analytics 
and data scientists who want to build models from scratch. however, some vendors provide 
more of a do-it-yourself (diy) approach and others provide more of a do-it-for-me (difM) 
approach.3 Business users such as marketers, customer experience (cX) pros, and product 
owners will benefit from strong prepackaged analytics such as churn modeling and cLv analysis. 
data scientists and skilled business analysts will prefer robust tools for building critical models 
themselves. select a provider whose capabilities reflect the balance between business users and 
data scientists in your organization.

 › Possess robust model governance capabilities. Analytically advanced enterprises are likely 
to have hundreds of machine learning models deployed at any given time. The performance of 
these models tends to degrade over time, so some vendors have robust monitoring capabilities to 
continuously assess models and even swap stale models for fresh ones automatically. Additionally, 
machine learning models can easily inherit harmful biases in training data. some vendors in this 
evaluation have introduced capabilities for testing models for bias and evaluating them for fairness. 
ci pros should prioritize vendors with these capabilities to ensure that the models they create and 
deploy remain accurate, ethical, and compliant.



For Customer InsIghts ProFessIonals

The Forrester Wave™: Customer Analytics Technologies, Q3 2020
august 5, 2020

© 2020 Forrester research, Inc. unauthorized copying or distributing is a violation of copyright law.  
Citations@forrester.com or +1 866-367-7378

3

The 11 Providers That Matter Most And How They Stack Up

evaluation summary

The forrester Wave™ evaluation highlights Leaders, strong Performers, contenders, and challengers. 
it’s an assessment of the top vendors in the market and does not represent the entire vendor 
landscape. you’ll find more information about this market in our reports on customer analytics 
technologies.

We intend this evaluation to be a starting point only and encourage clients to view product evaluations 
and adapt criteria weightings using the excel-based vendor comparison tool (see figure 1 and see 
figure 2). click the link at the beginning of this report on forrester.com to download the tool.

https://www.forrester.com/go?objectid=res157538
https://www.forrester.com/go?objectid=res157538
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FIGUre 1 forrester Wave™: customer Analytics Technologies, Q3 2020

Challengers Contenders Leaders
Strong

Performers
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current
offering

Weaker
current
offering

Weaker strategy Stronger strategy

Market presence*

*A gray bubble indicates a nonparticipating vendor.
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Salesforce

Customer Analytics Technologies
Q3 2020
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FIGUre 2 forrester Wave™: customer Analytics Technologies scorecard, Q3 2020

All scores are based on a scale of 0 (weak) to 5 (strong).
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FIGUre 2 forrester Wave™: customer Analytics Technologies scorecard, Q3 2020 (cont.)

All scores are based on a scale of 0 (weak) to 5 (strong).
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vendor offerings

forrester included 11 vendors in this assessment: Acoustic, Adobe, Arm Treasure data, fico, 
Manthan, Microsoft, Periscope by McKinsey, salesforce, sAP, sAs, and Teradata (see figure 3).

FIGUre 3 evaluated vendors And Product information

Vendor Product(s) evaluated

Acoustic

Adobe

Arm Treasure Data

FICO

Manthan

Microsoft

Periscope by McKinsey

Salesforce

SAP

SAS

Teradata

Acoustic Marketing Cloud

Adobe Analytics, Application Services and Intelligent Services powered 
by Adobe Experience Platform

Arm Treasure Data Customer Data Platform (CDP)

FICO Analytics Workbench, FICO Analytic Offer Manager, FICO 
Analytics Modeler Scorecard Professional, FICO Model Builder

Customer360

Dynamics 365 Customer Insights

Periscope Marketing Solutions, Periscope Customer Experience 
Solutions

Salesforce Customer 360 Platform, Salesforce Marketing Cloud, 
Salesforce Commerce Cloud, Evergage

SAP Marketing Cloud

SAS Customer Intelligence 360 (SAS 360 Discover, SAS 360 Engage, 
SAS 360 Plan) and SAS Viya (SAS Visual Data Mining and Machine 
Learning v8.5, SAS Visual Text Analytics v8.5, SAS Model Manager 
v15.3, SAS Event Stream Processing v6.2, SAS Intelligent Decisioning 
v5.4)

Teradata Vantage, Teradata Vantage CX, Teradata Consulting Services
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vendor Profiles

our analysis uncovered the following strengths and weaknesses of individual vendors.

Leaders

 › SAS provides a deep bench of capabilities to deliver the next best experience. sAs satisfies 
two very different analytical personas with two complementary offerings. first, it provides powerful 
out-of-the-box analytical capabilities for marketers and other business users in its customer 
intelligence 360 offering. second, data scientists and more technical users who wish to build 
custom models relish the analytical horsepower in the sAs viya platform. With years of experience 
in delivering analytics to enterprises, sAs has codified best practices across the analytics lifecycle 
into its software. for example, sAs data studio proactively suggests data transformations to 
users and explains steps of the data preparation process using natural language generation. sAs 
also uses deep reinforcement learning in its journey optimization functionality, a core capability for 
delivering the next best experience.

sAs has the right existing functionality and product roadmap to achieve its vision of offering 
“approachable end-to-end analytics to optimize every customer interaction.” however, sAs will 
have to continue to prove to marketers that it is in fact “approachable.” customer intelligence 360 
is sAs’s answer to this conundrum, but it is still less well known and less adopted than sAs’s core 
analytics software. companies with strong data science teams and analytically minded marketers 
should consider sAs as their platform to build the next best experience.4

 › Salesforce throws heat with improved data management and new einstein features. since 
the last version of this evaluation, salesforce has been busy incorporating more out-of-the-box 
customer analytics functionalities such as einstein segmentation and einstein next Best Action into 
its Marketing, sales, and service clouds. it also continues to upgrade its diy analytics functionality 
in einstein Analytics and einstein discovery, and it acquired both datorama and Tableau in the past 
two years. Most importantly, salesforce has addressed core customer data integration issues with 
customer 360 Truth and customer 360 Audiences, its version of a customer data platform (cdP), 
for building and managing customer identities. And its recent acquisition of evergage bolsters its 
real-time interaction management, which makes salesforce a prime candidate to deliver the next 
best experience for its clients.

salesforce’s vision to become the “platform partner of choice for the enterprise, enabling customer-
centered digital transformations” is bold yet attainable. it just requires importing the bulk of your 
data into salesforce, an expensive and time-consuming proposition. companies with the pockets 
and the patience to invest fully in salesforce will benefit from easily digestible insights embedded 
directly in business users’ workflows.

 › Microsoft shines in an impressive rookie outing. Launched in April 2019, Microsoft 
dynamics 365 customer insights is an enterprise real-time cdP delivered as a self-service 
solution. Marketers, sellers, service professionals, and other business users will enjoy 
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prepackaged customer analytics capabilities such as segmentation, churn analysis, and product 
recommendations. users will also appreciate that Power Bi is embedded in dynamics 365 
customer insights for easy data exploration and visualization. While Microsoft continues to 
incorporate more prepackaged analytics (including out-of-the-box Ai and machine learning models) 
in the solution, data scientists can create custom models in the Azure Machine Learning platform. 
Through Azure cognitive services, Microsoft also provides dynamics 365 customer insights clients 
with best-in-class text, speech, image, and video analysis. Additionally, Microsoft differentiates with 
data enrichment capabilities via Microsoft graph, a proprietary database containing aggregated 
intelligence about customers and businesses from Linkedin, Bing, and other Microsoft applications.

Microsoft may not have the same breadth of prepackaged functionality as some of the market 
incumbents, but the fact that the team that owns dynamics 365 customer insights also owns 
Microsoft’s common data Model (which underpins the entire dynamics solution) will facilitate 
delivery of its ambitious roadmap. it’s also worth noting that out of all the vendors in this evaluation, 
Microsoft received the highest net Promoter score from client references.5 high client satisfaction 
coupled with rapid market success make dynamics 365 customer insights a compelling option for 
marketers and ci pros looking for a new solution.

 › Adobe delivers a formidable lineup of all-star analytical functionality. Adobe Analytics has long 
been a customer analytics powerhouse due to its business-user-friendly interface and unparalleled 
ability to capture and analyze digital data. it also caters to a wide variety of more technical 
enterprise user personas with data Workbench for data engineers, data science Workspace 
for data scientists, and Analysis Workspace for business analysts. Adobe recently released its 
real-Time cdP and customer Journey Analytics application services, which are built on Adobe 
experience Platform. The vendor is also migrating Adobe Analytics onto Adobe experience 
Platform, which will unleash the power of Adobe Analytics on the rest of Adobe’s applications.

Adobe not only understands that customers increasingly buy experiences over products, but it 
also delivers the functionality to power those experiences — to an extent. The common and long-
standing gripe we heard from client references was the difficulty in importing data into Adobe 
Analytics. one client reference told us, “it is great for data that lives within Adobe, but i have yet to 
see them handle data that doesn’t live within Adobe in a way that works.” The integration of Adobe 
Analytics with Adobe experience Platform, and specifically the recent release of customer Journey 
Analytics, will help solve this problem. Marketers and ci pros interested in differentiating through 
digital experiences should consider Adobe.

Strong Performers

 › Teradata provides big-league enterprise analytics at speed and scale. in past iterations of 
this evaluation, Teradata’s offering was hampered by its lack of a gui. Teradata vantage cX, 
which provides out-of-the-box techniques such as journey analytics, clustering, and text analytics 
through a business-user-friendly interface, is therefore a welcome addition to the vendor’s portfolio. 
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vantage cX runs on Teradata vantage, which is built for the speed and scale of analytics required 
by Teradata’s clients, which are mostly large enterprises. since these companies typically have 
internal data science teams, Teradata also provides native r and Python support in the vantage 
platform to support enterprise devops needs. Teradata also offers extensive professional services 
to address their clients’ unique needs with custom solutions.6

one enterprise architect told us: “Before vantage i needed six months to one year to prepare 
data sets. now just in a couple of weeks, i am able to achieve the same job.” This is a compelling 
narrative for an enterprise architect. Teradata’s ability to sell to iT teams is unquestionable, but 
the success of Teradata vantage cX will depend on the vendor’s ability to sell to marketers and ci 
professionals. however, data-savvy companies looking to operationalize their customer analytics at 
enterprise scale should consider Teradata.

 › Arm Treasure Data swings for the fences with a customer-analytics-focused CDP. Arm 
Treasure data exemplifies a customer data platform that differentiates itself through prepackaged 
analytical capabilities, which the vendor calls “Treasure Boxes.” Treasure Boxes are essentially 
prebuilt sets of code for specific applications like churn prediction or cLv analysis. The Arm Treasure 
data cdP caters to a wide range of user personas, offering a reporting interface for business 
analysts, a modeling interface for data scientists, an audience-level interface for marketers, and a 
customer-level view for customer service teams. The platform is interoperable with many different 
marketing technologies and is built to handle large-scale streaming data sources such as internet-
of-things (ioT) data, but it cannot store data objects such as images and video.

one client reference we spoke with was especially impressed by the platform’s ability to ingest 
massive amounts of data in real time for on-the-fly audience creation. The client also appreciated 
that Arm Treasure data cared about their team’s success, and it offered high praise: “Without 
exaggeration, they’re the strongest vendor i’ve worked with in the last 10 years.” As a newer 
entrant to this market, Arm Treasure data has some catching up to do in terms of functionality. But 
with a happy and quickly growing customer base, the vendor is flexed for future success.

 › Manthan covers the customer analytics bases for retailers. customer360, Manthan’s customer 
analytics technology, offers a blend of out-of-the-box analyses in addition to diy capabilities for 
more technical users. in a series of four steps, non-data science users can build churn, cross-
sell, or other propensity models in a wizard-based interface. To activate these insights seamlessly, 
many clients also purchase Targetone, Manthan’s real-time personalization solution. given its 
predominantly retail client base, Manthan excels at retail-focused use cases such as product 
recommendation analysis, loyalty performance analysis, and merchandising analytics. To bolster 
its retail personalization capabilities, Manthan announced a merger with experience personalization 
provider rich relevance last year and is in the process of closure, pending regulatory approval.

Like clients of many cdPs, Manthan customer360 clients must rely on vendor services for data 
onboarding, sometimes increasing time-to-value in complex implementations both initially and 
when additional data sources are added. The user experience also has some gaps. one client 
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reference said, “it’s got a lot of horsepower and a lot you can do, but it’s not as intuitive as it 
could be for marketing users.” if Manthan and rich relevance can merge their products into an 
analytically turbocharged personalization solution, retail marketers and ci pros should take notice.

Contenders

 › Acoustic takes a rebuilding year to bolster IBM’s former offering. in April 2019, iBM divested 
its marketing and commerce portfolio, which included Watson customer experience Analytics (née 
Tealeaf) — a leader in the previous version of this evaluation. The solution is now a part of Acoustic, 
a brand-new company developing an integrated marketing platform with out-of-the-box customer 
analytics. former Tealeaf users will recognize the strong customer journey analytics capabilities 
and may be pleasantly surprised by newer capabilities like personalization. The marketer-friendly 
analytics capabilities run on what was formerly iBM’s universal Behavior exchange, a data-
agnostic platform for creating a single customer view.

Acoustic has learned from iBM’s mistakes and is striving to create a unified user experience across 
its platform rather than offering a group of disparate products from different acquisitions. But 
rebuilding takes time, and right now, Acoustic does not offer the breadth of capabilities of many of 
its competitors, which is the primary reason it declined to participate in this evaluation. The vendor 
also may confuse prospects by pushing heavily on journey analytics, a cX-focused technique, 
while attempting to attract marketers. But if Acoustic is able to liberate itself from iBM’s baggage, 
it could become a major player in this market. Acoustic declined to participate in the full forrester 
Wave evaluation process.

 › SAP provides some customer analytics relief for marketers. sAP views customer analytics as 
a set of features across its sAP customer experience portfolio rather than a standalone product, 
which is why it declined to participate in this evaluation. in sAP Marketing cloud, it delivers some 
of these features, such as interest affinities and contact engagement scores. for deeper customer 
analytics, clients can use sAP Marketing cloud’s score Builder to develop custom scores or 
sAP Predictive studio to create custom models. The combination of sAP’s Business Technology 
Platform for digital innovation (including sAP cloud Platform, sAP Ai services, and sAP hAnA) and 
sAP’s extensive professional services facilitates the creation of custom applications for enterprises.

sAP does not offer the comprehensive range of out-of-the-box analytical capabilities that many 
competitors provide. instead, it focuses on customer data management and activation rather 
than prepackaged analytical insights. companies may consider building models externally and 
importing them into sAP Marketing cloud to close that insights gap. sAP declined to participate in 
the full forrester Wave evaluation process.

 › Periscope by McKinsey steps to the plate with a services-heavy approach. in theory, 
Periscope is a set of productized analytical solutions infused with best practices from McKinsey’s 
vast consulting experience. in reality, it acts as more of an accelerator for common analytical 
services engagements, such as segmentation, inventory, and pricing analytics. Prepackaged 
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analytical capabilities are sparse and focus more on descriptive aggregate analyses than predictive 
customer-level ones, although Periscope does offer “next product to buy” functionality out of 
the box. data unification and the creation of customer profiles is a manual exercise that requires 
manual refreshes or integration with existing customer systems. Periscope does offer a proprietary 
database of category-specific customer segments that can be customized for individual clients.

if Periscope wants to succeed in this market, it’s clear McKinsey needs to do more to promote 
Periscope as a standalone customer analytics technology. for example, one reference we spoke to 
didn’t realize that the tool McKinsey had used for her engagement was Periscope. still, companies 
that already work with McKinsey or that want to leverage McKinsey’s strategic expertise may 
consider asking the vendor to “up Periscope” to hasten time-to-value.

Challengers

 › FICo sacrifices prepackaged analytics for decisioning depth. customer analytics provides 
refined insights for making more informed decisions, and fico thrives at automating those 
decisions at scale with its decision Management suite. it just doesn’t offer much in the way of 
prepackaged customer analytics, with the exception of some personalization capabilities in fico 
Analytics offer Manager. for the most part, however, fico clients must take a diy approach to 
analytics. its Analytics Workbench product is suited for data scientists, and its Analytics Modeler 
scorecard approach makes analytical heavy-lifting approachable for business analysts. Also, 
given fico’s long history in credit decision making, fico places extra emphasis on model 
documentation and transparency.

fico suffers from trying to be a jack-of-all-trades in analytics. its unquestionable proficiency in 
financial services use cases like fraud detection is not matched by a similar aptitude in customer 
analytics. if fico can shore up these capabilities, its existing decision-making functionality will 
make it a formidable offering for marketers wishing to make insights-driven customer decisions at 
scale. fico declined to participate in the full forrester Wave evaluation process.

evaluation overview

We evaluated vendors against 36 criteria, which we grouped into three high-level categories:

 › Current offering. each vendor’s position on the vertical axis of the forrester Wave graphic indicates 
the strength of its current offering. Key criteria for these solutions include customer data management, 
analytics, action and activation, usability, governance, and business impact measurement.

 › Strategy. Placement on the horizontal axis indicates the strength of the vendors’ strategies. We 
evaluated product vision, product roadmap, product investments, performance, professional 
services, and partner ecosystem.
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 › Market presence. represented by the size of the markers on the graphic, our market presence 
scores reflect each vendor’s customer analytics solution revenue, number of customers, and 
average deal size.

Vendor Inclusion Criteria

forrester included 11 vendors in the assessment: Acoustic, Adobe, Arm Treasure data, fico, Manthan, 
Microsoft, Periscope by McKinsey, salesforce, sAP, sAs, and Teradata. each of these vendors:

 › Provides a comprehensive customer analytics solution for multiple user personas. it consists 
of both diy analytical functionality, so data scientists users can build custom models, and difM 
functionality, which delivers the output of customer analytics directly to business users.

 › Meets our revenue requirements. evaluated vendors must have earned at least $25 million from 
customer analytics technology engagements last year.

 › Serves large enterprises in multiple verticals. each vendor included in this forrester Wave evaluation 
possesses a significant base of enterprise-class clients across at least three industry verticals.
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supplemental Material

online resource

We publish all our forrester Wave scores and weightings in an excel file that provides detailed product 
evaluations and customizable rankings; download this tool by clicking the link at the beginning of this 
report on forrester.com. We intend these scores and default weightings to serve only as a starting 
point and encourage readers to adapt the weightings to fit their individual needs.

The Forrester Wave Methodology

A forrester Wave is a guide for buyers considering their purchasing options in a technology 
marketplace. To offer an equitable process for all participants, forrester follows The forrester Wave™ 
Methodology guide to evaluate participating vendors.

engage With An Analyst

gain greater confidence in your decisions by working with forrester thought leaders to apply  
our research to your specific business and technology initiatives.

Forrester’s research apps for ioS and Android.
stay ahead of your competition no matter where you are.

Analyst Inquiry

To help you put research 
into practice, connect 
with an analyst to discuss 
your questions in a 
30-minute phone session 
— or opt for a response 
via email.

Learn more.

Analyst Advisory

Translate research into 
action by working with  
an analyst on a specific 
engagement in the form 
of custom strategy 
sessions, workshops,  
or speeches.

Learn more.

Webinar

Join our online sessions 
on the latest research 
affecting your business. 
each call includes analyst 
Q&A and slides and is 
available on-demand. 

Learn more.

https://www.forrester.com/marketing/policies/forrester-wave-methodology.html
https://www.forrester.com/marketing/policies/forrester-wave-methodology.html
http://www.forrester.com/app
http://forr.com/1einFan
http://www.forrester.com/Analyst-Advisory/-/E-MPL172
https://www.forrester.com/events?N=10006+5025
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in our review, we conduct primary research to develop a list of vendors to consider for the evaluation. 
from that initial pool of vendors, we narrow our final list based on the inclusion criteria. We then gather 
details of product and strategy through a detailed questionnaire, demos/briefings, and customer 
reference surveys/interviews. We use those inputs, along with the analyst’s experience and expertise in 
the marketplace, to score vendors, using a relative rating system that compares each vendor against 
the others in the evaluation.

We include the forrester Wave publishing date (quarter and year) clearly in the title of each forrester 
Wave report. We evaluated the vendors participating in this forrester Wave using materials they 
provided to us by May 8, 2020, and did not allow additional information after that point. We encourage 
readers to evaluate how the market and vendor offerings change over time.

in accordance with The forrester Wave™ vendor review Policy, forrester asks vendors to review our 
findings prior to publishing to check for accuracy. vendors marked as nonparticipating vendors in the 
forrester Wave graphic met our defined inclusion criteria but declined to participate in or contributed 
only partially to the evaluation. We score these vendors in accordance with The forrester Wave™ And 
The forrester new Wave™ nonparticipating And incomplete Participation vendor Policy and publish 
their positioning along with those of the participating vendors.

Integrity Policy

We conduct all our research, including forrester Wave evaluations, in accordance with the integrity 
Policy posted on our website.

endnotes
1 American professional baseball games typically consist of nine innings. The seventh inning stretch is a traditional 

break between the two halves of the seventh inning.

2 see the forrester report “come Together (right now) To deliver The next Best experience.”

3 see the forrester report “now Tech: customer Analytics Technologies, Q1 2020.”

4 see the forrester report “come Together (right now) To deliver The next Best experience.”

5 net Promoter and nPs are registered service marks, and net Promoter score is a service mark, of Bain & company, 
inc., satmetrix systems, inc., and fred reichheld.

6 see the forrester report “The forrester Wave™: specialized insights service Providers, Q2 2020.”

https://www.forrester.com/marketing/policies/wave-vendor-review-policy.html
https://www.forrester.com/marketing/policies/wave-vendor-nonparticipation-policy.html
https://www.forrester.com/marketing/policies/wave-vendor-nonparticipation-policy.html
http://www.forrester.com/marketing/policies/integrity-policy.html
http://www.forrester.com/marketing/policies/integrity-policy.html
http://www.forrester.com/go?objectid=RES143255
http://www.forrester.com/go?objectid=RES157538
http://www.forrester.com/go?objectid=RES143255
http://www.forrester.com/go?objectid=RES157276
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Client support
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