CREATING AN OMNICHANNEL CUSTOMER
EXPERIENCE FOR B2C BRANDS
AND THE ROLE DIGITAL AND MARKETING TEAMS SHOULD PLAY IN THIS REVOLUTION

TL;DR (aka The Exec Summary)
Life isn’t fair for consumer brands. Your customer experience (or “CX”)—from your web, mobile, brick and mortar… across
your marketing, sales, support, and store teams… and including your email, SMS, and social communications—it all gets
compared to companies with a lot more resources than you probably have. A LOT more. Brands like Marriott, Walmart,
Audi or ESPN.
But with the right approach, the right alignment within your company, and the right technology, brands that don’t have
endless resources for digital, technology, and marketing can create a seamless omnichannel experience that looks like it
cost a billion dollars!

Four Critical Questions That Must Be Answered Well in Order to Thrive in an Omnichannel World
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Setting The Table
If you’re a consumer-facing company (and this certainly applies to B2B companies as well), get ready to be unfairly compared to companies that
have invested 100X more than you have in their digital experiences. Crazy comparisons like:
▶

“Why aren’t your personalized recommendations as smart as Amazon or Best Buy?”

▶

“Why isn’t your online meal ordering as slick as Starbucks or Shake Shack?”

▶

“Why doesn’t your mobile app notify me about upcoming services like Tesla or BMW?”

▶

“Why aren’t your communications as tailored and timely as those from Citi or Ameritrade?”

These may seem unfair (hint: they are)... impossibly high, even (yep). After all, how can you, who probably doesn’t represent a trillion-dollar company,
marshall the same kind of end-to-end digital prowess as those industry leaders?
Nonetheless, it’s these digital pioneers like ESPN, Netflix, Warby Parker, LL Bean, Jetblue and Mastercard that set the bar for what consumers
expect in an omnichannel experience. Don’t like it? Try telling your consumers they’re being unreasonable and they should lower their expectations
(no, really… we’ll wait right here).
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Ok, so let’s get into it. Using the retail vertical here as a proxy for omnichannel B2C capabilities (but it applies equally to restaurants, hotels,
automotive, banks and other B2C brand categories), here is a short list of five capabilities consumers expect to “just work”:
1. Seamless Transitions Between Digital and Physical: Think of the ability to check a store’s
inventory online, order an item for in-store pickup, and then have the item simply waiting
for you when you arrive. This is an example of a seamless digital-physical experience.
2. Web to Mobile Transitions: Using your browser, put an item in your shopping cart on an
ecommerce site. Close the tab. Open your phone. Is the item still in your cart when you
open the mobile app? That’s a basic transition from web to mobile.
3. Location-Based Intelligence: Since humans are still governed by time and space, your physical
location matters a great deal to your experience. So depending upon what city, or neighborhood,
or side of the street, or which aisle you’re in, that message from Walgreen’s or Starbucks can
either be tailored and timely (magic) or tone deaf and interruptive (maddening).
4. Contextual, Personalized Communications: The future of personalization is based on not
only who you are and what you’ve done in the past, but also where you are, what you’re
doing right now, and anticipating what you want next.
5. Unified Customer Journey: During an involved customer journey, your customers may interface
with all of your major customer-facing departments: marketing, sales, support, and billing. Not only
should each department have the same customer information, they should also be prepared for
non-traditional journeys—think of customers talking to support before they interact with sales.
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Lastly, customers expect—even demand—that you see them not as a persona or customer #47128L, but
as a unique individual with preferences, pet peeves, hopes, and fears. This standard is very difficult for most
companies to live up to. 50% of US customers prefer personalized outreach, but most marketers don’t believe
they have enough data to do this effectively.1 More to the point, most marketers don’t believe they’re using the
data they do have correctly, with most housing their data in up to four different systems.2
Marketers with siloed data will find it difficult to create the personalized experience that customers need—

50

%

even at a time when this is of paramount importance. According Jake Sorofman, former Gartner Analyst and
current CMO of Pendo.io:

“By 2016, 89% of large companies expect to compete
primarily on the basis of customer experience.”
Well, it’s 2018. How can B2C marketers build themselves up to create the kind of experience that customers
really want?
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50% of US customers
prefer personalized
outreach.1

Competing In An Omnichannel World
Let’s Talk About Saturation
The world of marketing is saturated with wannabe omnichannel campaigns that don’t quite click. Said differently, there’s a lot of noise. Noise comes in
many forms, each a wasted opportunity to connect your brand to an individual, human consumer:
▶

Unskippable pre-roll videos

▶

Banner ads that take up half your screen

▶

A generic email or mobile notification being sent to 100,000 people in the same “segment”

▶

A website or mobile app that provides one-size-fits-all content

▶

A pop-up element that asks you to sign up for a newsletter halfway through an article

These are all valid marketing tactics that are attempting to market at scale. But they’re often applied in a brute force, hamfisted manner—trying to yank
your attention instead of appealing to your interests organically and in the moment.

	
These failed attempts are often the result of rote, persona-based marketing.
You know what that means: “Matt is a US-based male aged 35 to 44.” Marketers often try to flatten their customer base into massive, bland segments
containing almost no personal detail. What they should be aiming for is “segments of one.”
This means obtaining granular data about your prospects (e.g. “Matt lives in Boston. He’s a 44 year-old man who works in marketing for a startup, and
really enjoys Michigan sports teams, good BBQ, and Nike apparel”) and using it to create campaigns scheduled around when they want to buy—not just
the pace of your next drip campaign.
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This granularity should extend to every interaction that your prospects have with your organization. Let’s try an example.
Say that Matt, our imaginary startup worker, starts talking about your product on Twitter. A noisy, unproductive response would be to have your
brand’s social media bot drop a canned response into his replies. It would certainly get his attention, but it would also potentially be creepy and
off-putting—plus about as “personalized” as talking to an old-style IVR (Interactive Voice Response) phone tree.
(This example may seem like an on-the-nose version of bad behavior, but it’s basically what Snapchat did in July 2018 when their support bot began autoreplying to hundreds of users complaining about a service outage.3)
What should you do instead? Assuming you can’t just employ someone to name-search your company and use their best judgment when replying,
try using a social listening app. Run sentiment analysis. Figure out if the tweet is praising your company, asking a question about a product (and which
product), or making a complaint. Assign a human being to respond, if a response is required. If the tweet shows buying signs, drop an ad into their timeline
after a decent interval. This is a basic example of the kind of personalization that works, that delights customers, and leads to 8X ROI on marketing spend.4
As far as omnichannel is concerned, however, this kind of personalization is only the beginning.

True Omnichannel = Collecting & Using Data Seamlessly Across All Channels
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In other words, you want to be able to take the basics for good customer experiences—smart, non-intrusive personalization—and replicate them across
every channel where your customers live.
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Building An Omnichannel On-Ramp
A large amount of marketing noise is an opportunity for marketers—it means that a strong signal can always
cut through. Our example at the end of last section shows the beginnings of a decent omnichannel strategy.
Even though the interaction is confined to one channel, multiple departments must use information collected
about Matt via multiple channels in order to make the interaction work.
How do you start creating an omnichannel organization? Before we begin, it’s important to remember the
following: omnichannel is an aspiration, not a requirement. You may have a very long road to omnichannel.
That’s okay! Even incremental changes towards an omnichannel strategy will make positive impacts on your
customer experience and revenue.
Here are the 4 important initial elements a brand needs to address:

1. Uniform KPIs
The first step towards an omnichannel marketing strategy is to measure leads in a manner that
demonstrates—and enforces—alignment between different organizations. Alignment is crucial for
omnichannel, but measuring alignment costs almost nothing. This is an easy first step!
Here’s an example of a metric that demonstrates alignment between marketing and sales: sales response
time. Once marketing qualifies a lead, how long does it take a salesperson to see the new lead and then make
a call or send an email? As it turns out, it usually takes too long. Even in the automotive industry—which tops
all industries in terms of responsiveness to leads—25% of qualified leads are never contacted at all.5
Working on these KPIs begins to form the alignment you need to deliver omnichannel experiences. They also
immediately begin to generate benefits for the business. If you can bring your sales response time down to
five minutes, for example, your leads are 21x more likely to enter the sales cycle.6
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2. Align Your Organization
Once you begin to have metrics in common, you’ll be able to start bringing your organizations closer together. This is about the time to begin laying the
groundwork for an omnichannel marketing stack. That doesn’t mean choosing the technology—that’s getting ahead of yourself. Rather, it means choosing
the people who will choose the technology.
For instance, you might begin by hiring or promoting a Chief Marketing Technology Officer (CMTO). Similar to a CIO, their job will be to choose, source, and
implement technology that connects departments together and lets them connect to customers in a holistic manner.
Once again, there are immediate benefits to hiring a CMTO that go beyond their long-term importance to the omnichannel roadmap. Whether or not a
multichannel plan exists, marketers are already spending huge amounts of money on technology. Up to 30% of marketing spend is wasted, however—which
also means that 30% of the marketing technology you purchase may not pay out.7 Hiring a tech-savvy CMTO gives you the opportunity to spend
more strategically, cutting down waste.

9 MAUTIC.COM

3. Design Your Customer Experience Intentionally
Is it time to choose your technology yet? Not quite. As Steve Jobs once put it,
“You’ve got to start with the customer experience and work backwards to the technology—not the other way around.”
What you need to do is find the channels where your customers are giving you the most attention—your website, your social media presence, your
mobile app—and study the ways that they interact with you there. Use their preferences to refine their experience.
Your customer experience is going to have both a front-end and a back-end. The front-end is what the customer sees—the application that saves their
communication preferences and reaches out using that channel the next time the customer wants to speak. The back-end is what makes that work—
the support ticketing application that saves the customer’s communication preference so that marketing can pull from it for their next campaign.

“You’ve got to start with the customer
experience and work backwards to the
technology—not the other way around.”
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4. Choose Your Technology Wisely—And For The Future
2

You’ve chosen your metrics, you’ve chosen your leader, and you’ve designed an experience. Now it’s
finally time to choose a marketing stack that will make it all work. Once again, you don’t want four separate

BUY

databases for your marketing, sales, product, and support organizations—you want one database that feeds
four applications.
You want robust, detailed workflows. If your planned experience involves sending a thank-you email once a
customer purchases a product, then waiting for the product to arrive and prompting the customer to leave a
product review, those prompts need to happen in that exact order with enough space between them.
You want actions that occur in one channel to be mirrored on another. A customer that saves a product to her
wishlist on mobile should be able to find the same information in her browser. If she wants, she might even
elect to receive an SMS message about that product when it goes on sale.
You want these things... but you may end up disappointed. A lot of old-school marketing solutions simply
don’t have the integrations necessary to create the omnichannel experiences you need to compete. Therefore,
the beginning of your omnichannel journey may either involve building a technological compromise, or
preparing a lot of costly in-house development.
Is there a third way?
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THANK YOU!

Mautic Is The Only Platform That Can Drive True
Omnichannel Experiences
No two companies are the same. Even if they sell the same product, they have unique systems, processes, and people inside the company. For many
companies, the choices they made while implementing past technology limit their ability to create the customer experiences they want today. Alternatively,
you may be a startup that needs to move fast and delight customers with a small budget.
No matter what kind of company you are, Mautic’s Open Marketing Cloud adapts to you, not the other way around. It doesn’t matter if you’re leveraging
applications you’ve bought like Magento, Drift, Salesforce, or Wordpress—or if you’re incorporating your home-grown technology. Mautic’s powerful, flexible
platform enables your digital teams to fully meet the needs of your most demanding customers.
And you’re not in it alone. Mautic’s team of digital experts works closely with you to conceive, orchestrate, and execute your customer experience. This goes
far beyond the limited “email + landing page” bundle offered by some older marketing platforms. On day 1, Mautic supports interacting with your customers
and prospects in a personalized, automated way via:
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Communication
Channels

Digital
Platforms

Email with dynamic content & A/B testing‚

Dynamic content on websites

SMS (text) messages

Landing pages with forms & dynamic content

Mobile notifications for iOS & Android

Website lightboxes, toolbars & pop-ups

Web browser notifications

Homegrown SaaS products

Social listening & posting

E-Commerce experiences

Live chat tools

Support ticketing systems

Omnichannel is often discussed as this insurmountable mountain that most companies won’t ever achieve. It’s
not. It’s a relatively simple set of business decisions that are built on the right set of technologies.
Also, it’s not all-or-nothing—even taking baby steps towards tying together your entire CX produces enormous
benefits for your brand and business. Whether you’re taking baby steps or taking the plunge, Mautic can help
you realize the benefits of creating an omnichannel customer experience more quickly and easily than any other
platform.
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