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ABOUT THIS SERIES

Omnichannel marketing is undoubtedly 
part of every modern marketer’s daily 
life. While we all have experience with 
it, we may all struggle with a common 

battle—ensuring we provide a consistent 
and relevant message to our customers. 
That’s where this eBook comes in—it’s 
time to tackle omnichannel marketing. 

There is a lot that goes into an omnichannel 
strategy, and it’s not something you should 

do alone. Lucky for you, our experts 
have you covered. At Relationship One, 
our mission is to “Inspire Success.” We 
hope that reading through this eBook 
will inspire you to try something new, 

solve a problem you’ve been dealing with, 
or invent something that will take your 

marketing efforts to the next level. 

Let our experts help you dive into an area 
of modern marketing that you’re curious 
about and what the inspiration flood in.

A MARKETING GEEK’S GUIDE TO 
OMNICHANNEL 
MARKETING
Omnichannel marketing frequently means different things 
to different marketers. Cross-channel orchestration, mobile 
marketing, and social media marketing, among others, are all 
relevant in this space. Given its breadth, omnichannel can be 
tough to tackle. Where do you start, how can you get the most 
value, and what approaches can wait for another day? 

If you ask yourself these questions, then this is the e-book for 
you. It’s loaded with information for modern marketers who want 
to leave buzzwords behind and very practically enhance their 
omnichannel customer experience today. Read on for advice from 
the experts at Relationship One on how you can transform your 
strategy into a lean, mean, cross-channel marketing machine! 
Ready? Let’s get started!

http://relationshipone.com/


CHAPTER 1: 
FIVE KEYS TO CROSS-CHANNEL 
ORCHESTRATION
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What do we mean when we say “cross-channel orchestration?” 
On the surface, we’re referring to our ability to reach 
customers wherever they are, regardless of channel. This day 
and age, those options are endless. From online and offline to 
web and mobile to push and pull, there are umpteen ways to 
aid your customers throughout their journey. Going one level 
deeper, it also means that across these disparate channels, 
mediums, and interfaces, our core message is consistent with 
user expectations. It means that the customer’s experience is 
a holistic one, driven mainly by their needs and behaviors.

Cross-Channel Orchestration is so much more than just 
“integration.” It’s the grail of delivering rich, meaningful 
customer experiences. As we enter this new age of marketing, 
the holistic customer experience is paramount. We’ve reached 
a point in marketing where data is everywhere. Technologies 
and capabilities have evolved rapidly. Many marketers are 
still struggling to “catch up” and utilize their data in a way 
that not only enhances a customer’s experience, but also 
optimizes their path to purchase.

Like any other digital transformation, orchestrating cross-
channel alignment and unity takes time, resources, and a strong 
roadmap for success. As you develop your blueprint, keep in 
mind these five keys to ensuring you are on the right path.

HOLISTIC DATA INTEGRATION
As technology advances, our ability to collect customer data 
grows exponentially. If you’re like many marketers, you have 
more data than you can handle. If you’re not yet collecting 
data about your customer’s profile, behaviors, preferences, 
and activities, you will in the near future. Compound the 
plethora of this information with the breadth of channels 
from which we gather it (mobile, display, web, commerce, 
etc.), and you may find yourself in a data sink hole.

Although our ability to capture data has expanded 
tremendously, our ability to utilize it has not. In many cases, 
our data is stuck in legacy systems and/or siloed across a 

number of platforms from data warehouses to CRMs to 
marketing technology tools that do not and, in some cases 
cannot, speak to each other. Unfortunately, this lack of 
data cohesion is the main barrier to harnessing customer 
information for cohesive cross-channel experiences.

In order to meet this lofty goal, we need to utilize the right 
technology so we can share, cleanse, and augment the data we 
collect. In order to offer messages and content that resonate 
with a customer throughout their experience, we need to 
integrate and stitch various types of data points from across 
our platforms (offline and online). Without that customer 
identity matching, we cannot provide deeply personalized 
and consistent messages throughout their path to purchase.

One of your first steps in analyzing your roadmap to holistic 
customer experiences, is auditing your data. Where does 
it live? How can you access it? Most importantly, how can 
you integrate it, make sense of it, and utilize it? These are 
not easy questions to answer, and they will likely require 
conversations across many departments, business units, and 
regions. However, understanding your data footprint is a key 
first step in getting closer to cross-channel orchestration.

DIGITAL PROFILE MANAGEMENT
Behind the scenes of your data collection needs to live a 
strong ID stitching mechanism. A strong identity graph is 
critical to ensuring your match rate for customers across their 
different devices and platforms is high enough to provide 
benefit. Joe Stanhope from Forrester Research said it best, 
“Identity resolution is a key enabler for contextual marketing 
by connecting multiple sources of identity and customer 
information to support robust targeting, personalization, 
and addressability across touchpoints and devices.”

Although the fundamentals of identity resolution are beyond 
the scope of this article, it’s important to do your homework 
and understand the basics. There are many ID graphing 
options available, but you’ll need one that can access, 
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integrate, and then synchronize your customer’s various 
digital profiles and channels. In order to provide that holistic 
view and experience to your client, your identity resolution 
needs to bring together 1st party data as well as 2nd and 
3rd party data. It needs to combine cross-channel unique 
identities so you can fully utilize all of your information.

TRIGGERED CUSTOMER 
TOUCHPOINTS
With connected data and deep informational insight comes the 
power to provide proactive and triggered communication to 
your customers based on their actual behaviors. Once you’re 
able to pull together a complete view of your customers, you’ll 
have the advantage of creating automated workflows to reach 
them when they need you. Have a customer that abandoned 
their cart? Is someone engaging with a product within your 
app that they viewed on your website? Is one of your prospects 
consuming content digitally at an increasing rate? All of these 
behaviors may show buying intent to which you need to respond.

With effective cross-channel technology and strategies, 
you have the power to respond to changing customer 
preferences and behaviors in real-time. In today’s society, 
consumers expect companies to meet them where they are 
and where they are going – not where they have been. It’s 
up to us as marketers to build a marketing and technology 
foundation that allows for 1:1 customer conversations that 
are personalized and able to be delivered both online and off.

IMMERSIVE CUSTOMER EXPERIENCES
Effective cross-channel marketing is a lot more than just 
connected data and triggered communication. None of that 
matters if you are not using it to drive immersive, personalized, 
and valuable customer experiences. With so much data 
and information at our fingertips, it can quickly become 
overwhelming. We need to take a step back and remember 
that the ultimate grail of any marketing technology or unified 
customer profile is to provide the absolute best customer 
experience to every individual. Technology aside, this comes 
down to a solid understanding of your consumers, from their 
needs, desires, and pain points to their overall purchase path 
(or lack thereof). How do we gain this understanding? Data! 
How do we ensure we communicate with them effectively? 
Technology and Strategy!

However, even with the best technology and data 
management in the world, your efforts will fall flat without a 
sound strategy and approach. Take the time to truly immerse 

yourself in your customer’s world. Know them intensely. 
Empathize with them. Surround yourself with the challenges 
and joys they experience each and every day. This is a great 
time to revisit your buyer personas and journey maps. 

Your technology will give you the power to reach each of 
these customers when they need to be reached, but only your 
understanding of the audience, translated into messaging, 
approach, and content, will turn them into customers and, 
eventually, advocates.

ANALYTICS AND OPTIMIZATION
In order to create the optimal customer experience, you 
need the ability to track, measure and analyze customer 
interactions and behaviors along the path to purchase. This 
implies that you have the ability to connect consumers’ 
various actions across devices and platforms, both online 
and off. The right technologies will give you the ability to 
see, in real-time, how your customers are interacting with 
your content so you can interact and adjust in real-time. 
Like most things, with this power comes great responsibility. 
Most notably, the responsibility to continually monitor and 
test these customer interactions to see what has meaning and 
impact to the end-user. Are they following the intended path? 
Are they satisfied with their experience? Are they moving 
toward purchase? You need the ability to test, analyze, and 
optimize in real-time. Today’s customer moves too quickly 
to react after the fact.

No matter the industry, we all continue our march toward 
truly connected and immersive customer experiences. Our 
consumers expect no less. Those of us who do not adapt to 
ensure customers receive branded, personalized, and timely 
messages exactly when they need them will fall behind. 
As you develop your omni-channel efforts, remember the 
ultimate goal — holistic customer experiences driven by the 
customer and delivered by you.
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CHAPTER 2: 
MARKETING IN A  
MOBILE WORLD

Technology has changed everything. It has changed how 
we consume media, how we interact with one another, and 
how we consume goods and services. Over the years, our 
clunky mobile bricks (otherwise known as cell phones) 
transformed into smart devices with cameras that now 
manage almost every aspect of our lives. Larger-than-
life computer towers turned into compact laptops which 
then spawned mobile tablets. As our devices continue to 
morph (and shrink), our mobility increases and our means 
of communication transform. Coupled with advancements 
in technology, our devices have become our main driver 
to communicate, share socially, and make purchases. This 
change has led to even greater expectation from brands and 
companies with which we interact. In order for marketers 
to keep up, we need to ensure our marketing strategies 
address this drive towards mobility.

Mobile marketing is not new, but our strategies have changed. 
It seems like just yesterday, our sole focus was ensuring 
our website was mobile-friendly. While it is still important 
to ensure your digital communications can be utilized 
across multiple mobile devices, responsiveness and mobile-
accessibility are simply a piece of the mobile marketing 
landscape. If you’re considering a mobile marketing strategy, 
or you’re re-evaluating an existing one, here are nine 
strategies to keep in mind.

BE MOBILE-FRIENDLY
In today’s world, it goes without saying that all of your digital 
communications (websites, emails, landing pages, etc.) 
should be mobile-friendly and responsive. If you still have 
unresponsive templates, it’s time to consider a conversion. As 
you think about your digital communication in relation to 
mobile, consider other forms as well, including your online 
ads and your search ads. Don’t assume your current designs 
will work well on a mobile device. Do your due diligence 
and test everything across a multitude of devices, operating 
systems, internet service providers, etc.

UTILIZE VIDEO
Video content, video ads, and performance videos are 
becoming more and more popular and expected. The rise of 
video content has been fueled by our preference for mobile 
watching, video recommendations on social, and social media 
platforms like TikTok. We’ve become accustomed to seeing 
video content across a multitude of channels and, quite often, 
video is successful due to its inherent engagement. Consider 
ways you can utilize video in your marketing efforts, and 
how you can best reach your audience in their mobile 
environment. Social media, websites, apps, games, and video 
streaming services are hot beds for distributing content 
to your buyer. Keep in mind that your video doesn’t have 
to be professionally done. “Raw” content is typical, widely 
accepted, and often seen as more authentic.

DON’T FORGET TO TEXT
Texting has become second-nature to us. It’s often how we 
communicate with friends, family, and our greater world. 
Many of us rely on texts for updates and communication 
from brands and companies with which we are intimate. 
Many of us expect text updates on appointments, deliveries, 
and medications. As consumers with strong relationships 
with brands, we welcome text messages regarding offers, 
announcements, and new products and services. When 
considering text messaging for your business, think about 
your customers. How would they benefit from SMS? Keep 
in mind that texting is just as relevant for B2B as it is for 
B2C. If done with the right audience and personal touch, 
SMS can be ideal for follow-ups, marketing messages, event 
reminders, and relevant information.

REMEMBER YOUR VOICE
If Siri, Google, and Alexa have taught us anything, it’s that 
voice-activated search is on the rise. Whether we speak into 
our search engines, mobile devices, tablets, or remote controls, 
we often use speech to find what we need. In some cases, voice 
search provides accessibility for those that can’t access search 
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in other ways. As these “assistants” become more prevalent, 
it’s critical to re-evaluate your search engine optimization to 
be voice optimized. You should also think about how your 
content is developed. Think about the words, phrases, and 
questions your customers may pose through voice search.

USE LOCATION
Most mobile phones are GPS-enabled, and many of your 
customers will allow their location to be tracked, especially 
with apps and brands they love. Location-based marketing is 
an incredibly powerful way to interact with your customers, 
offering them benefits when and where they matter most. 
Based on a customer’s specific location, you can offer ads, 
push notifications, texts, etc. providing guidance, promotions, 
recommendations, and more. Not only does this equate to 
convenience, savings, and benefits for your customers, but it 
also lets you drive customers to your products and services 
when they have the greatest likelihood to convert.

LOOK INTO APPS
The prevalence of phone and tablet apps opens a whole 
new avenue for you to reach customers and prospects in a 
personalized and relevant way. If you have an app already, or 
are planning to develop one, there are multiple ways you can 
market and engage with your audience. Push notifications can 
offer reminders, promotions, and personalized messages when 
it matters most. In-App notifications can promote specific 
content, new products and services, limited deals, and highly 
targeted engagement offers. Even if you don’t have your own 
app, you can look for ways to offer app-based ads and run 
app-based campaigns. A number of service providers can be 
used to place your ads in apps that matter to your customers.

PLAY THE GAMES
Gaming is an increasingly growing industry and offers a ripe 
environment to reach customers and prospects. In-game 
marketing can be lucrative if targeted correctly and done in 
proper context with the game being played. Ads, pop-ups, videos, 
messages, etc. are quite common in games, especially those touted 
as “free.” Consider the audience profile for these games and 
whether your message fits into the overall gaming environment. 
If you feel your content is beneficial to these individuals, and the 
context of the game meshes well with your products and services, 
in-game marketing may be a good fit for your business.

MAKE BUYING EASY
Chances are that your customers are buying online, especially 
if you are marketing directly to consumers. A poor mobile 

shopping experience may drive customers to purchase 
elsewhere. Ease, speed, and convenience are critical when 
developing your online e-commerce platforms. Make sure that 
your customers can easily navigate your site, find the products 
they need, and make seamless purchases. Consider your 
UI, navigational structure, search capabilities, and payment 
options. If you have an app, ensure the buying experience is 
similarly fluent while also guiding the customer to popular, 
recommended, and related products. Analyze the entire buying 
experience, and ensure it’s optimal for mobile platforms.

BE ENGAGING
Mobile marketing provides marketers with new and 
exciting ways to engage and interact with our customers. 
Think “outside the square” when considering ways you can 
provide ease and comfort to your customers. Simple things 
like displaying QR codes for easy access to information, 
offering coupons on mobile devices, allowing customers to 
utilize their mobile wallet, offering mobile payment options, 
and providing online social interaction are just a few ways 
you can differentiate yourself from competitors and make a 
difference for your customers.

As you consider the various ways you can utilize mobile 
marketing in your strategy, remember that customer 
empathy still trumps all. Like anything else, just because you 
can, doesn’t mean you should. Consider the nature of your 
audience, their behaviors, and their needs before deciding 
which mobile plans are right for you. At the end of the day, we 
want to ensure that we are providing an optimal experience 
to our customers, and are engaging them on their terms. 
Providing a consistent and unified experience to customers 
must be first and foremost.
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CHAPTER 3: 
MAKING THE SOCIAL MEDIA 
LANDSCAPE WORK FOR YOU
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Social media marketing has come a long way over the years. 
At first, it was enough to simply have a presence. Staying 
in front of your audience through a few posts a week was 
plenty. Now, it’s a lot more complex. Social media channels 
continue to grow, technology enhancements provide greater 
capabilities to engage and learn, and audiences have higher 
expectations for their social engagement with your company. 
It’s more important than ever to ensure you’ve devised a 
social marketing strategy that accomplishes a wide range of 
marketing goals while also making use of the technologies 
available to you.

As you think through your social marketing strategies in this 
new era, consider your ultimate goals. Are you looking to 
grow your brand awareness among your target audience? Do 
you need to engage more deeply with your customers? Is it 
important to continue conversations with prospects in order 
to ensure sales? Are you trying to retain good customers? 
Do you, ultimately, need to drive more traffic to your site, 
convert prospects, and/or increase revenue?

Depending on your objectives, how you use social media may 
vary, but there are many opportunities for you to capitalize 
on social media and the capabilities technology offers. When 
thinking about social media marketing, look beyond the 
post. Consider all of the ways you can learn about, engage 
with, and connect with your audience.

LEARN
Although it may not be at the forefront of your social media 
marketing strategy, learning about your audience is an 
excellent way to utilize your social media presence. Actively 
monitoring your social media accounts for key terms, 
product/service feedback, needs and wants of your audience, 
and sentiment toward your brand (and even competitors) 
can provide an infinite amount of information around your 
buyers. Utilizing social media technologies that can listen for 
key topics across various social media platforms, news sites, 

and blog posts can give you invaluable information about 
your company, audience, industry, competitors, and audience.

You may be surprised with what you learn about your target 
buyers and prospects. Social media monitoring can give you 
deeper insights into the demographics and psychographics 
of your audience, not to mention a greater understanding of 
their key pain points and frustrations. All of this information 
can be used in your targeting, messaging, and action plans.

You may also find that your marketing automation platform 
offers data collection opportunities through social media 
connections or applications. Capabilities such as LinkedIn 
Forms, social media logins, and the like give you the ability to 
capture even more data from your prospects and customers.

TARGET
As you gather all of this information about your audience, 
make sure it is shared among your various marketing 
technology platforms. For certain, you will want this rich 
data sent to your marketing automation platforms so you 
can utilize it to target, nurture, and even score your leads. 
Armed with this information, you’ll be able to engage with 
your contacts much more deeply.

Consider additional nurturing capabilities when you have 
social media engagement data in your arsenal. You can fine-
tune your messaging based on social behaviors, engagements, 
or profile information. You may want to consider running 
campaigns for social influencers, highly engaged contacts, or 
contacts with customer service or product concerns/issues. 
You may find contacts that are considering switching brands 
or service-providers, which is an ideal use case for running 
a “win-back” type of campaign. Sometimes, social media 
interactions and their value will even prove to increase the 
score you assign to your prospects

With the right technology, you can create workflows based 
on social media engagements. Is there an irate customer that 
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needs immediate attention? Funnel them to your customer 
service team. Are there issues with your product or service? 
Create an action for your product development team to 
follow-up. Found a prospect engaging with or mentioning 
your brand? Create an action for your sales team to reach 
out. When you think outside the post, you will find many 
uses for your social media data.

ADVERTISE
Most marketing automation platforms give you the ability 
to add “share,” “like,” etc. buttons directly within your 
content. That technology has been available for some time. 
What you may not know, is that your marketing technologies 
may also have the ability to send contact data to your media 
accounts in order to create targeted ads for a specific group 
of individuals. In many cases, you can also create look-a-like 
audiences in order to target new individuals that meet the 
criteria of your buyers.

You should also consider behavioral retargeting based on 
social media activity and/or placing retargeting ads on top 
social media channels. Retargeting in this manner can help to 
ensure your brand stays front-of-mind for contacts that may 
not be engaging with your email campaigns or have shown 
lackluster interest in your website or other engagement 
strategies.

PUBLISH
In order to fully maximize your use of social media 
marketing, you will need a social management tool to 
manage your social listening and engagement. These tools 
allow you to publish and schedule posts throughout all of 
your social media channels. More importantly, they provide 
you with the ability to proactively monitor and engage with 
your audience in real-time. In many cases, you can integrate 
these tools with your other marketing technologies to ensure 
data is passed seamlessly for targeting and analytics. Apps 
like Relationship One’s Hootsuite/Eloqua integration ensure 
seamless transitions between your social marketing and 
email marketing initiatives.

In addition to social-specific tools, your marketing 
technologies should have the ability to integrate email 
and social content in order to create a unified customer 
experience. Consider digital asset management or content 
management systems that allow you to share content and 
asset streams across your social media channels in order to 
ensure a consistent experience for your customers.

You should also look for opportunities to drive social media 
engagement to landing pages that can not only prompt for 
conversion, but also track behavior for further targeting 
and analytics. Like all marketing initiatives, think of social 
marketing as a tool in your strategic arsenal. Consider social 
in light of your greater attribution model, and give thought 
to how you will integrate interactions with your posts into 
your greater plan.

CONNECT
At the end of the day, marketing is all about connected 
experiences. Social marketing gives us the ability to 
personalize at a greater capacity. It truly allows for 1:1 
communication, and it gives our audience an unchallenged 
way to be seen and heard. Social media gives us the ability to 
meet our audience where they are, speak to their needs and 
interests, and address their concerns in real-time.

If we take it a step further, social marketing even gives us 
the power to target our customers more personally, fine-
tuning our messages and timing to when it matters most 
to them. It gives us the ability to empower our marketing 
and sales team more deeply while also giving our customers 
the chance to lead their experience with our brand. From 
targeted messages and advertisements to personalized web 
pages and online recommendations (perhaps driven by their 
social interactions), we marketers can utilize social to truly 
drive our customer experiences.
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WRAPPING 
THINGS UP

WRAPPING THINGS UP
Now it’s time for action! Apply what you’ve learned in this e-book 
to maximize meaningful personalization of your customer 
experience across the full spectrum of omnichannel marketing 
possibilities.

As you develop your omnichannel efforts, remember the 
ultimate goal—empowered teams and tools providing consistent 
and unified customer experiences driven by the customer, and 
delivered by you.

Please visit Relationship One online for more content like this 
e-book or to request hands-on help from our experts.
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