
Over the last decade or so, 
marketing experts have presented 
a number of strategies and ideas 
designed to help brands become 
more customer-centric. These 
evolving philosophies use words 
and phrases like “one-to-one,” “right 
message, right time, right channel, 
right person,” “personalization,” 
“multi-channel,” “people-based,” and 
“omni-channel.”   

4 Strategic Steps to Omni-Channel 
Personalization
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STEP 1
Audit Your Personalization Program

In some cases, the integration is easier than you may realize; 
however, simply integrating two or three channels together 
does not guarantee success. Step 1 is not so much about the 
integration, but the alignment of your business behind an omni-
channel personalization program.  

Here is a quick exercise:
Jot down all of the various marketing teams engaged in some 
form of customer communications. 

For Example: 
• Email Marketing
• Digital Display Marketing
• Site Marketing
• Social Media
• Search
• Print
• Direct Mail
• Call Center

Now look at the list and ask:
• Which of these channels consistently work together 

in planning, executing, and integrating their marketing 
campaigns? 

•	 Which	of	these	channels	manage	toward	a	unified	
customer experience?

• Which operate in silos and which are already integrated?
• Which are not even part of the marketing department?   

What you’ll likely realize is that marketing is not operating 
under	a	unified	program.	That’s	why	step	1	is	about	auditing	
the marketing support structure while continuing to optimize 
on the three easiest channels. 

An audit is not all that complicated. It just takes a bit of time – 
and some help from others. Audits all tend to be conducted in a 
similar manner: take a bit of time to assess your current state, 
compare it to where you need to be, and outline a path forward. 

For	the	assessment,	you	are	typically	reviewing	five	primary	
areas: people, processes, collateral, technology, and data.    

• People: Do you have the right ones in place? Do they 
have the necessary skill sets? Do you have the right 
organizational structure? 

• Processes: Are they integrated or siloed? Do the teams 
work together? Are they focused on product, brand, 
personas, or experience? 

• Collateral: Is it modular? What do you have? What 
is missing? Is it brand focused, persona focused, or 
experience focused?

• Technology: Do you have all of the necessary marketing 
tools to create and manage an integrated experience?

• Data: What is missing? First-party? Second? Third? 
Do you have a data management platform (DMP) 
consolidating all three?

It is easiest if you start with existing documentation and a 
review of reporting. Existing documentation tends to tell you 
what is in place or what people have found in the past, while 

The exciting thing for marketers is that such once aspirational 
ideas have slowly become reality. We have moved from 
one-to-all to one-to-few, with some companies reaching the 
elusive one-to-one. But while some companies have already 
started to narrow down the “right message for the right 
person,” many are still struggling with the “right channel at 
the right time.” With the seemingly insurmountable barriers to 
achieving true people-based marketing, for many brands, the 
idea of integrated omni-channel personalization is still little 
more than that – an idea.   

Amazingly enough, a number of companies have tackled 
and even succeeded in developing integrated multi-
channel.	These	same	companies	are	likely	to	be	the	first	
ones to succeed at integrated omni-channel marketing. But 
their success at delivering an omni-channel personalization 
program is dependent upon a pragmatic approach to the 
development and deployment of the program. In fact, a 
banking company that I have been working with has all of 
its primary (and even some secondary) channels integrated 
and is just now integrating the secondary (and even 
tertiary) channels.  

First,	let’s	define	omni-channel	personalization,	as	it	relates	
to	this	discussion.	Personalization	can	be	defined	as	“a	
data-driven	strategy	that	accurately	reflects	the	customer’s	
needs by optimizing content relevant to his or her journey. It 
involves delivery of the right message to the right person at 
the right time via the right channel.” 

Omni-channel, for the sake of this discussion, represents 
ALL marketing channels (and media). Channel, in turn, 
represents all forms of marketing communications by which 
the marketing department has the ability to potentially 
engage directly (or indirectly) with the customer. Some 
examples include: website, mobile, email, direct mail, display 
media, social, search, call center, sales automation, print, 
addressable TV, teller, kiosk, ATM, point-of-sale, and so on. 
While	multi-channel	signifies	the	use	of	several	channels,	
omni-channel denotes ALL of the available channels. 

Most marketers do not differentiate between multi and omni, 
which is likely an effort to simplify the discussion. Of course, 
omni-channel is the ultimate objective; however, for the initial 
period of work, the personalization program is more likely 
going to be an integrated multi-channel one. In order to move 
your marketing needle toward the elusive omni-channel 
status, there are four essential steps you must follow.
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reporting tells you what is and is not being done. Reporting 
tells you what technology is being utilized, what data is being 
tracked, what the key metrics are, who is engaged, and how 
various team members are measuring their own success. 
Reporting, more so than any other aspect of business, is the 
essence of what is happening within a company. Use this 
knowledge to understand what is and is not in place. If you are 
missing reports, then there is a gap.

QUICK TIP
If you are going to try and do this on your own, take 

the	time	to	find	a	baseline	marketing	audit	checklist	and	
customize it for your own purposes. The right checklist 
should cover all of the factors mentioned above.   

 
The	final	part	of	the	audit	is	a	roadmap	or	high-level	project	
plan. This is essential. A roadmap should provide clear insight 
into when the marketing infrastructure that allows for omni-
channel personalization will be in place. While waiting for the 
infrastructure	to	be	established,	the	first	steps	of	any	roadmap	
should include integrating and optimizing three of the channels 
that	are	less	difficult	to	implement.

STEP 2
Optimize the Easy Channels

The rationale behind focusing on the optimization of the “easy 
channels”	is	five-fold.	

• First: The three channels (display media, email, and site) 
are all digital; therefore, they already have the ability to 
interconnect with one another.  

• Second: By focusing on these three digital channels, a 
company can concentrate on optimizing the necessary 
changes to people, processes, technology and data. 

• Third: It can provide immediate quantitative impact 
to incremental conversions and, in some cases, even 
revenue.

• Fourth: It ensures continuation of the omni-channel 
personalization program, as the necessary marketing 
technological infrastructure is being optimized or 
deployed.  

• Fifth: Once integrated, these channels provide the 
foundation for integrating all of the other channels. 

The focus of optimizing the easy channels is less around the 
channels themselves and more around the people, processes, 
collateral, technology, and data that activate them. During 
this	stage,	a	company	should	be	making	all	of	the	significant	
changes	to	redefining	processes,	developing	the	needed	
collateral, and implementing or enhancing technological and 
data needs. 

WARNING!!
Do not expect these changes to occur easily. 

The discussion of the complexities of how, when, and 
where to address changes in people and processes 
could be the subject of an entirely separate paper. 

While	there	are	some	initial	financial	(and	potentially	
educational) challenges around collateral, technology and 
data requirements, those challenges are far simpler to address 
than the changes to people and processes. Changing people’s 
attitude, processes, methodology, and level of understanding 
seems to hamper the development of most omni-channel 
personalization programs. Still, a majority of companies have a 
tendency to underestimate (and at times dismiss) the changes 
that need to be implemented in those areas.  
 
For this stage of integration, the focus should be on the 
consistency of the experience from one channel to the next. If 
a consumer clicks on a display ad, the associated webpage or 
landing page should continue the conversation, which would 
include similar imagery, context, and interest.  

Let	us	look	back	at	the	definition	of	personalization.	The	
part about “continuous experience” implies that relevant 
information is passed from one channel to the next, so that 
the customer’s journey moves seamlessly from one channel to 
the next. It is quite common to test different methodology in 
pursuit of the continuous experience. One might test creative 
or messaging, while another might test offer reinforcement. 
Either way, integrated omni-personalization is reliant on a 
customer’s interest, experience, and information moving from 
email to site to display media in a seamless manner. 

Once you nail down the integration of the three easy 
channels and start the process of optimizing people, process, 
technology, and data, you are ready to move on to the next 
step. 

STEP 3 
Integrating Some of the More 
Complex Channels

By now, you should have adopted your personalization 
strategy, and the people and processes have aligned around 
it. Technology is in place. You have the data you need, and 
your creative is being developed and delivered within modular 
context.  

Be it incremental conversions, increased customer 
engagement, or even revenue, you should be tracking and 
seeing	some	form	of	quantitative	benefit	to	your	business.	At	
this	point,	you	should	have	a	fairly	well	defined	testing	and	
optimization program, as you work to constantly improve 
conversions, interactions, and engagement.

Step	3	focuses	on	channels	that	are	a	bit	more	difficult	to	
integrate into an omni-channel personalization program. These 
channels require working with people, systems, and technology 
outside of the marketing department’s control. In some cases, 
these	channels	will	not	be	that	difficult	(e.g.,	search),	while	in	
other cases you will be going through another round of people 
and process changes (e.g., sales automation and contact 
centers).   

Be realistic and limit the number of complex channels you 
want to tackle during this stage. This is usually a great time 
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to integrate both social and search, which should be rather 
simple (other than working with some non-digital services.). 
You	should	already	have	a	rather	solid,	defined	process	for	
how to work with them, based upon the digital display media 
work	from	step	2.	A	benefit	of	leveraging	these	two	channels	in	
step 3 is that you will be able to easily show a continued lift in 
customer engagement and conversions. 

Sales and contact centers, on the other hand, tend to be 
a slightly different story. You are working with different 
departments – all of which have their own set of goals and 
objectives. Starting with a “roadshow” and educating the 
departments	has	proven	to	be	a	beneficial	tool	in	this	playbook.	
The roadshow should help align (educate) everyone around 
the personalization program’s business goals, objectives, and 
strategic vision. After this, take the time sit down with the key 
stakeholders and discuss how their needs can be incorporated 
(even answered) in a personalization program. After that, 
outline a path forward by starting with a pilot. 

For the proof of concept, be certain to: 
•	 Define	quantitative	metrics	that	will	demonstrate	the	

value of the program;
• Leverage a group of individuals who are excited and 

willing to be a part of the program; and
• Optimize the processes and procedures during and after 

the pilot, as you want to simplify it for everyone going 
forward.

Resistance is not a foregone conclusion. In many cases, the 
entire contact center and/or sales team are ready and eager to 
move forward. If so, embrace their enthusiasm. Simply reinforce 
that there will be some adjustments (even bumps) along the 
way; and remember to ask for a control group, as you will still 
want to prove out the value of the personalization program.

SUGGESTION:
This might be the right time to start thinking 
about attribution analysis. 

STEP 4
Everything Else

By now the technology should be in place, the right data is 
being	leveraged,	and	the	processes	have	been	fine-tuned	–	
which	means	you	can	finally	start	working	on	integrating	all	
of the other channels. At this stage, you might already have 
a	project	plan	with	a	predefined	order	for	which	channels	are	
next. If not, take the time to do just that, remembering that 
some channels will still require a bit more work than others. For 
example, bank tellers or retail point-of-sale terminals require both 
the marketing integration and the training of the personnel. 

Any remaining digital channels, (e.g., mobile) should be fairly 
simple. While you may still have some technological obstacles 
that need to be overcome, the processes and procedures 
should follow the other digital channels.  

Just remember to take your time. You are almost done. And 
once each of the channels has been integrated, you can start 
considering how you are going to personalize the experience at 
every stage of the customer journey.

CONSIDERATION:
You	will	need	to	evaluate	the	benefits	of	building	
campaigns in your campaign management 

system for all of your print and “out-of-home” 
advertisements. While you may never have the direct 
correlation between a customer’s engagement and 
the marketing ad, you will have complete metadata 
of marketing campaign activities and provide a more 
complete view of omni-channel activities.

CONCLUSION
This four-step process to omni-channel 
personalization is meant to provide you with a 
guide. Each of the stages is pertinent, not for the 
channels	integrated,	but	for	the	significant	changes	to	
business, people, and processes. In step 2, it is quite 
common to include a call center, search and/or even 
social as part of the initial deployment. This has been 
done quite successfully time and time again, and 
companies that include these additional channels at 
step 2 typically have one of two things in common: A 
clear directive from the top and/or departments in the 
process that are willing to make the change.  

Whether you stick to the basics or venture into more 
complex channel integration, if you follow the process 
and start with step 1, you will gain a clear picture 
of how prepared your company is to implement an 
omni-channel personalization program. By following 
the roadmap and ensuring steady deployment of 
channels, you will eventually achieve omni-channel 
personalization	and,	in	turn,	see	the	benefits	to	both	
the customer and your company. 
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