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The rise of the self-reliant buyer has triggered a new focus on omnichannel engagement. 
But there’s a catch? Just being in the right channels isn't enough. Marketers need to serve 
up the right content, at the right moment, in the right channel — and all that in a way that 
is personalized and meets their customers in their moment of need. 

According to CMO Council research, 42% of marketers say content is the most vital tool 
for lead acquisition. But, in the increasingly digital landscape, customers’ expectations 
are always rising and brands need to do what they can to keep up. The question is: Are 
marketers leveraging channels to their fullest potential?

Pairing content strategy with data enables brands to build customer relationships, 
create compelling messages for their audience, and attract quality leads in their target 
demographics. 

For years, lead generation has remained top-of-mind, but retaining those leads is just as 
important as acquiring new ones. In fact, Harvard Business Review found that acquiring a 
new customer is anywhere from five to 25 times more expensive than retaining an existing 
one. As brands recover from the pandemic, fostering relationships across channels with 
their existing customers will be game-changing.

With more customers turning to digital channels, marketers have access to a whole host 
of consumer data. There is no shortage of information, but marketers are realizing that 
using quality data is more important than ever. By leveraging the right metrics, brands can 
create compelling content that resonates with their disparate audiences and help bridge 
communication gaps both internally and when interacting with customers.

Brand loyalty is now in real danger as brands compete with each other over pricing, 
speed, accessibility, and ease of communication. In fact, CMO Council found that 73% 
of consumers will consider taking their business elsewhere when they need to repeat 
themselves cross-channel. This breakdown in communication impacts customer 
experience and — in turn — hurts loyalty. With the right data, messaging, and authenticity, 
brands can maintain and grow their customer base, even in the face of customers’ ever-
changing needs. 

This is much easier said than done, though. CMO Council found that just 18% of marketers 
are having bi-directional conversations with customers to shape customer experiences. 
Brands must redirect their focus to fostering relationships with existing customers by 
taking strategic action to keep these relationships growing — both linearly and laterally. 

The self-reliant buyer evolved in large part due to the COVID-19 pandemic. Now customers 
communicate with brands across multiple channels and are more empowered to make 
their own buying decisions than ever before. They are inundated with options when 
searching for a product, but emotional connections and relationships to brands will 
help ensure they don’t jump ship. Leveraging data to connect with existing customers 
empowers brands and buyers alike to create lasting, mutually beneficial relationships. 

INTRODUCTION
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The Omnichannel Experience and why companies pay 
attention to it 
 
To stay competitive and meet rising customer expectations, businesses need to take a 
holistic approach to customer experience. This means treating all marketing, sales, and 
customer support channels as stops on one continuous customer journey. Instead of 
creating a separate mobile, website, and a social media experience, businesses need to 
consider all interactions together as part of a single, overall omnichannel experience.

But what are omnichannel experiences, and why are companies so interested in creating 
them? Let’s explore. 

What is an omnichannel experience?  

An omnichannel experience is when a business advertises to, sells to, and supports 
prospects and customers across multiple channels, treating each interaction or touchpoint 
as part of a single, frictionless customer experience.

Online shoppers expect both consistency and personalization, whether they’re browsing 
products from a brand they’ve been loyal to for years, or exploring what a new company 
has to offer. To create an omnichannel experience for customers, you need to align your 
marketing, sales, and customer support strategies.

The hurdle most companies face when developing a harmonious 
customer experience is learning how to extend their reach. For 
some inspiration, take a look at companies doing omnichannel 
right. 

Bank of America

Whether you’re depositing a check, paying your credit card bill, 
or scheduling an appointment to meet with a mortgage loan 
officer, everything can be handled either in-person at a Bank of 
America bank branch, or online through their website or mobile 
app. While users might have a preference, every available account 
management option is seamless and effective. 
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Starbucks

The Starbucks rewards app is a free program that customers can use 
to pay for items, helping them earn further rewards in the process. 
But what makes their rewards program one of the best examples 
of an omnichannel customer experience is that whether customers 
are reloading their cards on their phone, the app, over the phone, or 
in-store, all changes to their card or profile are updated in real-time 
across all channels. A customer standing in line can top-up their card 
from their smartphone and immediately use it to pay for their drink.

Why is omnichannel getting popular?

Do customers really notice the difference a consistent experience across channels can 
make? Omnichannel marketing statistics suggest that not only do they notice, but they 
respond to and expect such experiences. That’s why the term “omnichannel” has grown in 
popularity as a search term over the last five years, according to Google Trends.

Omnichannel strategies drove an 80% higher rate of incremental store visits, according to 
a 2017 study by Think With Google. Zendesk reports that 87% of customers think brands 
need to put more effort into providing a seamless experience and 64% of customers 
expect real-time assistance regardless of the customer service channel they use. While 
a survey conducted by Aspect Software found that businesses that adopt omnichannel 
marketing strategies achieve 91% greater year-over-year customer retention rates 
compared to businesses that don’t.

But despite the demand for and expectations of omnichannel experiences, more than half 
of all companies have no cross-channel strategy in place at all. If you’re one of them, it’s 
time to to change that, or you run the risk of getting left behind for good.
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Ten ways to create a better omnichannel experience

There’s no single way to create an omnichannel customer experience. Every business’s journey is 
unique. But to help you start putting together an omnichannel plan, or enhance your current strategy, 
here are some tips:

1) UNDERSTAND YOUR CLIENTELE

Even a well-thought-out omnichannel plan will fail if it’s 
not based on a deep knowledge of consumer behavior. 
Take advantage of big data and surveys to better 
understand what customers expect from your brand. 
Making business intelligence and analytics software part 
of your research process can provide you with valuable 
insights into who your ideal market is and what they 
need from you.  

2) FOLLOW THE LEADERS

There are plenty of success stories to follow in the 
omnichannel world. While copying the steps taken 
by brands like Starbucks, Amazon, Disney, or Bank 
of America won’t likely catapult your business 
to the same level of success, paying attention to 
where they’re putting their resources can help 
you find your way. For example, look at successful 
rewards programs or app features within your 
industry to see what customers respond best to.

3) GET THE SUPPORT YOU NEED

Creating a successful omnichannel customer experience 
isn’t down to a single employee. It takes an entire team 
to strategize, develop, and implement a system that 
provides results. You’ll need managers, researchers, 
developers, freelancers, and, most importantly, support. 
If there is doubt surrounding the need or effectiveness 
of an omnichannel program, make sure you address it 
before putting the wheels in motion.
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4) FOCUS ON YOUR MOBILE CAPABILITIES

Not all industries have mastered mobile-friendly 
platforms yet. And surprisingly, there are plenty of 
ecommerce websites that could use a facelift and a few 
upgrades. Not only does this create doubt in a client’s 
mind about a brand, but it hurts SEO ranking, which 
affects how prominently your business’s website appears 
on search engine results pages. Consider using a mobile-
friendly analyzer to see how your website stacks up.

5) CONDUCT A CONTENT ANALYSIS

The appearance of your site, app, support articles, and social 
media should all be consistent. But no matter how great they 
look, they won’t get you far without great content. Some 
businesses tend to focus on writing keyword-heavy blogs 
and website pages, hoping to rank high in search engines. Or, 
their product writing is clunky or unclear. Conduct a content 
analysis of your website and other platforms to make sure 
you’re catering to your readers and users, no matter where 
they see you.

6) IMPROVE YOUR RESPONSE TIMES

What’s your average response 
time for social media inquiries? It may surprise you to know 
that close to half of consumers expect a social media response 
time of fewer than 60 minutes. And if you’re not responding to 
customer messages at all, then you’re doing your brand a great 
disservice. When it comes to your website, make sure you’re taking 
every opportunity to engage and address visitors. You can use 
communication channels like live chat software or chatbots to make 
every visitor feel heard and appreciated.

7) TAKE YOUR OMNICHANNEL APPROACH OFFLINE

There are plenty of offline omnichannel opportunities. 
Even though most client interactions are digital, 
there are still analog channels that might make sense 
for your industry and business. Radio, magazine 
ads, direct mail, event sponsorships, and branded 
merchandise are all examples of offline channels you 
can explore and integrate into your strategy.
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8) RETHINK IN-STORE CONSUMER 
EXPERIENCES

Today’s consumers often prefer 
browsing online from the comfort 
of their home. Research shows that 
87 percent of consumers look into 
products online before purchasing. Help 
consumers transition easily from online 
to offline. Warby Parker does this well. 
While it has brick-and-mortar locations in major cities, the ecommerce glasses retailer makes it 
easy to try on frames for free at home. And, if you forget to check out, Warby Parker sends you 
an email reminder.

9) CHOOSE YOUR CHANNELS WISELY

One mistake many companies make with 
omnichannel marketing is thinking that they must 
be on every platform. Omnichannel marketing 
isn’t about being everywhere. It’s about being 
present, available, and consistent in the places your 
target consumers are, and creating a positive user 
experience. 

Learn where your customers prefer to spend their time — whether it’s Pinterest, Instagram, 
Facebook, or LinkedIn. Don’t forget about offline opportunities as well. Do your consumers 
prefer to read emails or direct mail?

Optimize your content only for the offline and digital channels needed for your marketing 
approach. There’s no need to overstretch and put your message where it won’t be heard.

10) CONSISTENCY IS KEY

It may seem obvious, but whenever you doubt the 
direction your omnichannel strategy is going, remind 
yourself that consistency is key to developing loyal 
audiences and stronger customer relationships. From your 
website to your app, from your social media pages to your 
email, from your employee’s shirt logo to your receipts, 
strive for consistent branding throughout. Familiarity 
breeds trust, trust builds repeat customers, and the easiest 
way to grow revenue is through repeat business. 
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Boost your customer experience with an omnichannel 
strategy

Omnichannel marketing, sales, and customer support are here to stay. If you want your 
business to experience a boost in brand recognition, consumer loyalty, and revenue, 
prioritize creating an omnichannel experience. Though it may seem overwhelming at first, 
a little progress each day will add up over time. As consumers notice the differences, 
you’ll see firsthand the benefits an omnichannel experience can bring.

Read more about omnichannel experiences on the Acquire blog, and take a look at our 
whitepapers and ebooks for an in-depth look at customer service and sales
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ABOUT SPONSORS

About CMO Council 
The Chief Marketing Officer (CMO) Council is dedicated to high-level knowledge 

exchange, thought leadership and personal relationship building among senior 

corporate marketing leaders and brand decision-makers across a wide-range of 

global industries. The CMO Council’s 16,000+ members control more than $1 trillion in 

aggregated annual marketing expenditures and run complex, distributed marketing 

and sales operations worldwide. In total, the CMO Council and its strategic interest 

communities include over 65,000 global marketing and sales executives in over 110 

countries covering multiple industries, segments and markets. Regional chapters and 

advisory boards are active in the Americas, Europe, Asia Pacific, Middle East and 

Africa. The Council’s strategic interest groups include the Customer Experience Board, 

Digital Marketing Performance Center, Brand Inspiration Center, Marketing Supply 

Chain Institute, GeoBranding Center, and the Coalition to Leverage and Optimize Sales 

Effectiveness (CLOSE). To learn more, visit www.cmocouncil.org.

About Acquire 

Acquire is empowering companies to rise to the next wave of customer experience. 

The Acquire platform provides the easiest and fastest way for businesses to simplify 

conversations and tools, personalize interactions, and build efficient workflows that put 

people — not channels or tickets — at the heart of service. Acquire has partnered with 

hundreds of customers across the globe in retail, financial services, and high tech. The 

company is backed by groups including S28 Capital, Fathom Capital, and Base10.  

To learn more visit https://acquire.io 

http://www.cmocouncil.org

