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In today’s oversaturated and overstimulated market, customer attention is a hot 

commodity. With the average American viewing between 4,000 and 10,000 ads each 

day,¹ enterprises are increasingly challenged to break through the clutter—a challenge 

made more complex by consumers’ rising expectations for the brands with which they 

interact. In fact, 51% of customers expect that by 2020, businesses will anticipate their 

needs and make relevant suggestions prior to making contact.² In order to capture 

customer attention, businesses therefore must both reach consumers via an integrated, 

frictionless experience across channels and engage them in meaningful, relevant ways.

By leveraging data collected throughout the customer 

journey, businesses have begun to initiate more personalized 

outreach strategies in line with consumer desires; and yet, 

their current, disjointed approach to data collection lacks the 

structure and context required to effectively personalize the 

actual interaction. As a result, businesses are increasingly 

investing in technologies that allow them to unleash customer 

data at scale, leading to more personalized engagements and 

long-lasting customer loyalty.

Introduction

In this whitepaper, we will explore 

two such solutions—multichannel 

marketing and personalization—to 

unpack the individual benefits they 

each deliver, the role omni-channel 

plays in an effective marketing 

effort, and the additional value they 

provide when utilized in a single, 

holistic solution. 



Multichannel Marketing:  
For Cross-channel Reach
Integral to an organization’s ability to engage customers is its capacity to meet consumers where 

they are. While in the past, consumers’ only interactions with businesses occurred face-to-face, 

a large portion of today’s customer journey occurs online or on mobile. As such, businesses must 

now consider the experience across channels or touch points, ensuring consistency and relevance 

regardless of where a customer interacts.

That’s where multichannel marketing comes into play. In order to ensure customers receive highly 

relevant promotions on their channel of choice, multichannel marketing empowers enterprises to 

reach customers by enabling them to deploy content across channels and devices—including web, 

mobile app, email, social, and more. This outreach is then tailored by a customer’s in-the-moment 

actions to ensure greater relevance and engagement.

24.5% of consumers 

who first discovered their latest retail purchase 

in-store ultimately purchased the item on their 

smartphone. 26.2% of them purchased it on 

their personal computers.4

Defined

Multichannel marketing empowers enterprises with the customer-

specific data needed to reach consumers across myriad devices and 

channels in relevant, meaningful ways.



Multichannel marketing empowers enterprises to enhance customer experiences across channels. This 

results in more effective and impactful marketing initiatives and greater customer satisfaction. It achieves 

this through a number of critical capabilities: 

73% of retail shoppers  

used multiple channels during their shopping journey.5

Multichannel Outreach

Customer Learning

Multidimensional Segmentation

First and foremost, a multichannel marketing approach takes into account the many channels—

including mobile, web, social, email, and more—and devices that a customer utilizes to engage an 

enterprise. Multichannel outreach combines efforts such as social marketing, email marketing, and 

mobile marketing to tailor engagements to the unique elements in a customer’s profile. 

Multichannel marketing tools help enterprises unify data and build ongoing customer profiles that 

can then be used to deploy personalized content at scale. While these profiles successfully bring 

together large quantities of customer data, it is important to note that using customer data to 

serve up relevant content only proves valuable when applied strategically and in the right moment.

As a core element of traditional marketing, segmentation involves grouping customers based 

on characteristics in order to execute targeted outreach en masse. Multichannel marketing 

leverages a multidimensional approach to outreach, taking into consideration a critical mix of 

elements and attributes such as products, frequent buyers, and ‘like’ customers. More advanced 

multichannel marketing tools further segment customers based on potential profitability and the 

customer lifecycle.

Content Deployment

Integral to multichannel marketing is serving up the right content at the right time. A robust 

multichannel marketing tool streamlines tasks affiliated with campaign execution for greater 

efficiency and accuracy. This entails overseeing campaign workflow (including tasks, responsibilities, 

and timelines), content marketing (including the commissioning, curating, and publishing of a large 

volume of content-related material), and ad management (including automating the payment and 

placement of advertisements).

A Look at the Core Capabilities



Omni-channel Marketing: Bringing it All Together
While multichannel marketing tools empower enterprises with the necessary reach to enhance the 

value of marketing initiatives, a “multichannel” approach to customer engagement presents inherent 

limitations. Oftentimes, multichannel is viewed by businesses as a series of separate devices or forums, 

with data from customer interactions siloed by channel. When it comes to customer perception, however, 

each channel is viewed as a seamless extension of a single enterprise; as such, customers expect a 

cohesive experience when switching from one channel to the next. With 60% of shoppers beginning 

to shop on one device, but concluding shopping on another,6 ensuring the customer journey remains 

frictionless as they switch from one channel to the next is of the utmost importance for building loyalty  

and satisfaction.

Defined

Omni-channel marketing enables enterprises to integrate the channels 

with which they engage consumers to keep the customer experience 

frictionless from one channel to the next.

60% of customers   
begin shopping on one device but conclude 

shopping on another.6
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Where a multichannel approach doesn’t allow for cross-channel insight, omni-channel marketing 

eliminates data silos to create frictionless customer experiences across devices. This extends the 

value beyond what is capable via multichannel marketing by learning from customer actions on one 

channel to serve up relevant content on the next.



The Personalization Engine:  
For Personalized Connection
While multichannel and omni-channel marketing focus on reaching customers, they center less heavily on the 

specific message delivered. Yet, according to Accenture, 48% of customers have left a brand’s website and 

purchased elsewhere due to a poorly curated experience7, emphasizing the importance of relevance.

That is where the personalization engine takes over. Leveraging data collected via an omni-channel approach, 

the personalization engine incorporates an advanced view of a customer’s historic behaviors, current behavior, 

environmental factors, and in-the-moment context to deliver highly personalized experiences that enhance 

customer value and drive conversions.

Defined

The personalization engine empowers 1:1 customer interactions by using 

a customer’s past and present data, combined with current environmental 

variables, to determine the most timely and relevant engagement to 

connect with customers on a one-to-one basis.

Multidimensional Segmentation vs. 1:1 Personalization

While multidimensional segmentation groups ‘similar’ customers, it fails to treat them as 

individuals—a critical expectation of the modern, experience-driven consumer. Conversely, the 

personalization engine leverages 1:1 interactions, determining when to take action and what 

action to take based on a customer’s in-the-moment context for highly relevant engagements. 



A Look at the Core Capabilities
The personalization engine plays a critical role in creating exceptional customer experiences. It accomplishes 

this through a number of critical capabilities:

Advanced Targeting & Triggering

Oftentimes, businesses are unable to identify when outreach is necessary to drive consumer 

action. With a personalization engine, the enterprise can recognize when customers are on the 

fence about a decision and automate outreach efforts accordingly.

Real-time, Context-driven Decisioning

Beyond knowing when to reach out to the customer, it is imperative to know what message will 

resonate. The personalization engine analyzes in-the-moment context—such as the customer’s 

location, time of day, and items in their online shopping cart—to ensure outreach remains timely 

and relevant.

Customer View as a Segment of One

Customers value being treated as individuals. The personalization engine extends individualization 

beyond simply addressing customers by name—an important, but commonplace digital marketing 

tactic—to customize offers based on specific customer actions and interests.

Ongoing, AI-based Learning & Recommendations

Customer preferences never stop evolving, and so neither should a personalization engine. 

Through the use of artificial intelligence (AI) and machine learning (ML), the personalization engine 

continues to become more intelligent as it processes customer data, ultimately using this insight to 

inform better experiences.

Comprehensive Customer Data Management 

Every customer correlates to a wealth of individualized data. The personalization engine stores 

historic data in a comprehensive profile, and pairs this data with myriad real-time factors to 

maximize relevance and inform when further action is necessary.

6% of e-commerce visits 

that include engagements with AI-powered 

recommendations drive an outsized 37% of revenue.8



The Building Blocks of Exceptional 
Customer Experiences
Technology such as multichannel marketing tools, omni-channel marketing solutions, and the 

personalization engine add incremental value to the enterprise’s marketing endeavors through 

their ability to deliver ever-more relevant information to customers:

The Scenario 

Julia logs online to her favorite retailer’s website. 

Analyzing Julia’s customer profile to recognize 

that she is a young woman aged 26-34, the site 

leads with a prominent ad for 20% off women’s 

outerwear. Intrigued, Julia clicks the ad and 

browses, ultimately adding a pair of winter boots 

to her cart instead…

With Multichannel  
Marketing

With Omni-channel 
Marketing

With a Personalization 
Engine

…The next day, she opens  

her mobile app—where she is 

greeted by the same ad. The 

boots aren’t in her cart, but 

she is able to quickly  

navigate back to them, 

add them to her cart, and 

complete the order. 

The multichannel marketing 

tool leveraged market 

segmentation to serve up a 

relevant ad for the customer. 

Although she decided to 

purchase a different item, 

the ad initially captured 

her attention, and her 

ability to make a purchase 

on numerous channels 

improved her experience.

…The next day, she opens her 

mobile app—where she is 

greeted by the same ad—to 

complete the purchase. She 

taps her cart, where the boots 

are already stored. Satisfied 

with the ease of purchase, 

she adds a pair of boot liners 

to her cart, as well, and 

completes the order with her 

card on file. 

An omni-channel approach 

provides the same relevant 

ad to the customer, but 

makes the cross-channel 

experience frictionless 

for greater satisfaction by 

allowing the customer to 

access her online cart on her 

mobile device.

…Later that day, Julia’s 

customer loyalty app sends her 

a notification: “Julia, you have 

$20 in loyalty rewards that expire 

this week. Want to apply them to 

your cart?” Not wanting to miss 

out, Julia taps the offer, bringing 

her to her cart with the boots 

already added. Happy about 

the savings, she decides to add 

a second pair of boots, then 

completes the order with her 

card on file.  

Aware of Julia’s existing 

loyalty points, the 

personalization engine 

deployed a highly relevant 

promotion that led to a greater 

total purchase—all delivered 

through a frictionless, cross-

channel experience. 



Each technology solution presents its own unique offerings that drive greater value for the organization.

 MULTICHANNEL  
MARKETING

OMNI-CHANNEL  
MARKETING

PERSONALIZATION 
ENGINE

Multichannel X X X

Omni-channel  X X

Market Segmentation X X X

Mass Personalization X X X

Historic Data X X X

Environmental Data   X

Frictionless Experiences  X X

1:1 Personalization   X

Predictive Capabilities X

Customer Journey X

In-the-Moment Context   X

GDPR Compliance X X X

Conclusion
In order to capitalize on the transformative benefits of advanced marketing technology, enterprises require a 

single solution that can deliver 1:1 engagements. This solution will take an omni-channel approach to marketing 

outreach, removing data from silos to form comprehensive historical views of each customer and allow for 

seamless, cross-device and channel experiences. At the same time, it will act as a personalization engine, 

analyzing customers’ environmental and real-time data in the context of their purchase patterns, profile, and 

location to deliver timely, relevant promotions and outreach.
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In the realm of digital transactions, predictive responses need to be immediate and accurate.  ZineOne’s Intelligent 

Customer Engagement platform enables business users to understand and respond in-the-moment with relevant 1:1 

customer engagements to encourage desired outcomes. Recognized by Gartner as a “Magic Quadrant for Personalization 

Engines” provider, ZineOne’s platform has quickly positioned the company as a leading AI personalization provider that 

is delivering nearly $1 billion dollars in new revenue while respecting and preserving margins for companies who seek to 

provide consumers with superior shopping experiences. The patent-pending platform and its continuous learning models 

provide deep insights into each and every visitor across digital and physical channels while delivering intelligent customer 

experiences in key moments that delight customers, foster loyalty, and increase revenue. Learn more at www.zineone.com.

https://www.zineone.com/
https://www.zineone.com/

