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Omnichannel Marketing

Omnichannel marketing creates a continuum of customer touchpoints
across multiple channels that together provide an engaging brand
experience

 Multichannel means that a brand is on key channels

 Omnichannel is an evolution of multichannel. Each channel is aware of
INnteractions on other channels. The customer experience Is seamless and
consistent.

e  Omnichan

Ma

nel is in the early stages of adoption, but offers compelling ROI for

Ny com

panies

 [he omnichannel experience Is quickly becoming what customers expect



The New Landscape

Customers expect omnichannel experiences

Business Model Evolution

Traditional
» Customers shop at » Customers shop » Customers shop via » Customers engage
bricks and mortar online via e- multiple channels anywhere via
stores commerce websites Integrated, seamless
experiences




Showrooming

Customers shop in
physical stores but DUy
onine at lower pHees




Showrooming Trends

Increasing A recent Harris Poll revealed that 43% of U.S. adults
Participation  hgye participated in showrooming.

‘T
- QO

Useof (ComScore reported that 66% of showroomers used
Smartphones  thgjr smartphones to compare prices.

The Amazon Effect [N a recent Harris Poll, 57% of consumers say they
most frequently bought from Amazon after visiting a
bricks-and-mortar store.




Changing Behavior

> 50% of customers engage with
an average of 2 touchpoints to
research or purchase products,
and 36% engage with an average

of 3*

>~ They are rapidly adopting new
devices and digital touchpoints
such as Pinterest

> Jechnology I

as turned

customers In

‘0 Moving targets

* Source: 2012 Customer Experience Trends Survey, Endeca Technologies, May 2011




Farewell Funnel

Traditional marketing funnel, you've served us well. But, it's time to say
goodbye

Those with the authority and budget to purchase
your product or service

Prospects

People who have expressed an interest in your product
Or service.

The buyers of your product or service.




Customer Lifecycle

Connected customers define the path--no longer a linear, traditional
sales funnel

1 - Discover

2 - Explore

Customers discover new needs Customers explore tlheir
options

The
Customer
4 Engage
Customers engage with the
product or service experience

3 - Buy

Customers make purchases



Omnichannel Examples

* Jarget Is partnering with
Facebook

» Offering deals that customers a whole new spin on saving.
can only redeem in stores on n—

| I . savings on hundreds of products by
th el r m O bl |e d eVI CeS ( Q :E.Zalrljjwingno}rng]erxu:ing e

o Strategy is to get smartphone- — |
: L T wa ]| flip & add
carrying customers to visit ana e BB Rt bl
purchase in bricks and mortar ;
Target stores

sdave

at a Target store by printing or scanning
your Cartwheel barcode at checkout. Use
your REDcard to save even more

* Response to showrooming

ze and




Omnichannel Examples

* New stores equipped with
mobile point of sale devices

 Jop salespeople given IPhones
[0 contact customers

e Significant investments in IT to
ensure online experience
matches In-store experience

 (Company has integrated
iINnventory and fulfillment for
stores, the Internet, and mobile
devices

NORDSTROM

OP & TOPMA tyio. Shep now

JUNIORS

INTRODUCING TOPSHOP & TOPMAN

UGG AUSTRALIA CLASSICS RETURN

LITE REFRESEH:

8 NEW FALL

- - - . . Al .
\CCESSORIES
. “ o~ -
This fall, the accent piece is the mother of

SPEND ON STYLE, NOT SHIPPING. Free shipping and retums
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Omnichannel Examples

* Disciplined, consistent
approach to Starbucks brand
across all channels

 |everaged robust IT platforms
to launch new loyalty program

 L[oyalty program users can join
the program and also make
purchases using their phones

 Now coffee can be purchased
directly with a smartphone



Experience Matters

B Cummulative Total Return

38%

25%

13%

0%

-13%

-25%

-38%

-50%
CX Leaders S&P 500 Index CX Laggards

Source: Watermark Consulting Customer Experience Stock Performance Analysis - 2012. Study of cumulative stock returns for the Top 10 and Bottom 10 publicly traded companies in
Forrester Research’s annual Customer Experience Index ranking



http://www.forrester.com/rb/Research/customer_experience_index%2C_2012/q/id/59377/t/2?src=RSS_2&cm_mmc=Forrester-_-RSS-_-Document-_-13

Key Enablers

Omnichannel marketing requires a cross-functional approach across
marketing, |1 and customer service

Customer
Experience
Management

VETL G
Automation

Customer
Relationship
Management

Web Content
Management

Point of Sale
Systems
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Contact Me

@DaveBirckhead
www.davebirckhead.com
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http://www.twitter.com/DaveBirckhead
http://www.davebirckhead.com

