Mastering
Omnichannel Marketing
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What is omnichannel marketing?
Omnichannel marketing is a communications strategy in which information is coordinated and shared
across multiple channels. These channels include print, email, personalized URLs, text messages, social
platforms and phone. This strategy allows for improved customer experiences and relationships addressing
audiences in their preferred forms of communication.

Why utilize omnichannel marketing?
According to Google Research, 98% of Americans switch between devices in the same day. The reality is,
audiences expect to retrieve information on all devices and have it available when they need it. Further,
Aberdeen Group found companies with extremely strong omnichannel customer engagement retain
on average 89% of their customers, compared to 33% for companies with weak omnichannel customer
engagement.
The onus is on businesses to ensure their content can be provided timely and in their audiences preferred
formats. Otherwise, their customers will go elsewhere to connect and find what they are looking for which is a
company’s lost opportunity.

Companies with extremely strong omnichannel customer engagement see a 9.5% year-over-year increase in annual
revenue, compared to 3.4% for weak omnichannel companies. Similarly, strong omnichannel companies see a
7.5% year-over-year decrease in cost per contact, compared to a 0.2% year-over-year decrease for weak companies.
(Aberdeen Group)
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4 Steps to Success
Step 1:
Define Your Segmented Audience
In the past, “spray and pray” (mass untargeted mailings) was the fastest and easiest method to broadcast your
business’s message. Today’s audiences desire more timely and relevant information. Marketers can provide
targeted messaging and offers through audience segmentation.
How do you begin? Look to your existing customers to identify similar data points such as gender, age,
products purchased, total ordered, frequency of purchases, channels used for purchases, lifestyle information,
etc. You can ‘define’ each segment by type, attributes, motivations and messaging.
Once your segments are defined, you will need to determine the customer journey and identify the channels
used. Then, you can plan and target your upstream marketing supporting the journey through point-of-sale
as well as post-sale.

51%

of companies today use at least eight
channels to interact with customers
(Aberdeen Group)
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higher rates of customer satisfaction
are experienced by companies with
omnichannel strategies (Aberdeen Group)

Step 2:
Identifying the Targeted Offers
Each audience segment should have their own unique offer. For example, the top-tier audience can have the
highest savings to encourage more spending. Additionally, if you want to invoke more spending to a different
audience segment, try testing a specific savings coupon and/or free product with certain purchase criteria.
The key here is to test and learn from your top tier segments and to use those profiles to move segments up.
In addition, you should encourage loyalty with your top tier segments by rewarding them with different offers
and incentives.

90%

of customers expect
consistent interactions
across channels. (SDL)

86%

of shoppers are regularly
channel-hopping across at least
two channels. (CommerceHub)

Step 3:
Choosing the Channels and Timing
Using your segmentation from step 1, identify what channels are most frequently used during the buyer’s
journey. You should plan to use all available channels. In most cases that means smart phones, email,
social channels, telephone, websites and mail. This will ensure your content is flowing throughout the
process – awareness, consideration, point-of-sale and post-sale.
Timing can be based on a season and/or a particular event. For existing clients, the timing can be based
on when a product was purchased last. Anticipating when your customer may need a product/service
can increase the chance they will purchase again. Your goal is to bring value with relevant and timely
information.

®

Step 4:
Review Results
The science of marketing is obtaining and reviewing the results. At the beginning of your campaign,
determine what metrics you will measure to determine its success. This can include data from your
website and account activity, campaign results, sales details and your customer service activity. Be sure to
document everything, especially the successes and repeat them. In the areas that do not have activity or
success, identify the potential causes and solutions in order to shift and implement new ideas.
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