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Omni Channel Marketing For Agencies & Brands

Oftentimes brands and agencies dig deep into specific advertising channels such as
Google Search, Paid Social, Direct Mail, TV, and others with no cohesion between
them all, let alone choosing to advertise across the multiple channels. Rarely do
they think about developing an omni channel strategy that will fuel more
engagement, more leads, and more sales versus cherry picking specific channels to
start with.

Brands put up a website, they add content, they hear about one particular
marketing channel and then they hit go. But the customer experience lives beyond
just one channel. It lives beyond one device. It even lives beyond one stage of the
purchase funnel of that customer. Customers migrate between their mobile,
laptop, tablet, and now big screen devices. They may spend only one minute on
Coogle while spending one hour on Facebook. They may then read a news article
on a third party website such as CNN. And then that same consumer may be
watching a tv show on their streaming device. We've identified over 16 possible
touch points for a brand to hit that consumer, and we haven’t even touched them
after reaching the brand’s website. Depending on the length of the customer
journey, only doing Google Ads or Facebook alone won't cut it. Neither will TV
Advertising or Radio. It's omni channel advertising that gets brands the type of
engagement and conversions that translate into sales and growth.

In this guide to omni channel advertising, we walk through the strategy and the
opportunity for brands (big and small) to use more comprehensive omnichannel
marketing plans to drive engagement and how all the channels fit into your
marketing puzzel.
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Omni Channel Marketing For Agencies & Brands

Here are some of the top Digital Channels For Omni Channel
Advertising we’ll be discussing in greater detail:

+ Google/Bing/Yahoo Search

- Paid Social (Facebook/IG/LinkedIn/Twitter)
» Programmatic Display

- Geofencing Marketing

« OTT Advertising

+ Site Retargeting

- Search Engine Optimization (SEO)

« Email Marketing

- Conversion Rate Optimization

And of course, you cannot forget the offline channels, and even
though we won't go into greater detail here, we will touch on
these secondary channels:

» Television
- Radio
» Print
+ Direct Malil
- Billboard
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What Is Omni Channel Marketing

Omni channel marketing is the practice of utilizing multiple digital online and
offline marketing channels to reach customers throughout their purchase journey
AND creating a unified customer experience with the consumer at the center of the
experience. Each decision for the various marketing channels are integrated into
the others with optimized spend levels, personalized messaging across all channels
depending on the purchase stage of the consumer, and a seamless experience for
the customer that allows for all channels to talk to one another. Also known as
cross-channel marketing, omni channel marketing makes it easy for customers to
complete desired conversions on whatever medium they are most comfortable
with.

e

SINGLE CHANNEL MULTI-CHANNEL OMNI-CHANNEL
The historic model of buying through Consumers have numerous options A consumer first approach where all of the
one channel, A buyer walks into a store, available to learn about products and brand's communications work together to
discusses their opinions with a services, including stores, websites, educate and empower the consumer rather
salesperson, and then buys their direct mail, email and social media. than working against each other to get
preferred iterm. They research and purchase from their “credit” for the sale. Direct Mail, in-store,
preferred channel. Ina multi-channel email and social messaging are designed to
approach, each channel is essentially optimize the consumer experience based on
working in their own best interast the consumer's preferences rather than the
rather than focusing on the consumer brand's preferred method of communication
Fropelant —
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This is different of course from single channel marketing and even multi-channel
marketing which is illustrated above. We discuss the clear advantages of omni
channel marketing, but the graphic above shows the true opportunity with omni
channel versus single or even multi channel advertising.
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Multichannel Vs. Omnichannel Marketing

While omni-channel and multichannel seem similar on the surface, they have
major differences that affect the way customers view your company.
Omnichannel focuses on those small details to bring unity to your digital channels.
Customers recognize this unity and appreciate it.

Multichannel marketing focuses on launching campaigns across multiple
channels, but those channels do not really speak to one another. The creative for
one channel is not in concert with the creative ads for another. For example, you
only set up campaigns that allow for you to reach people on Google Adwords, but
don't retarget those same people on Facebook or Instagram or even YouTube for
that matter.

Many shoppers today are beginning their path to purchase on one device and
ending it on a different one, or starting online and completing the sale in-store
and vice versa. A growing array of modern technology formats, combined with
the accessibility of store locations, means products are only a few taps, steps, or
miles away. Digital channel, device, and distance no longer dictate purchase
behavior. Today’'s shopper is comfortable searching and buying across a variety of
formats and locations.
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MULTICHANNEL OMNICHANNEL
Starts with the company and Starts with the customer and
moves outwards to channels interacts between channels for a

seamless experience
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Omnichannel marketing has the customer at the center. They focus on the needs
of the customer, providing them with a personalized message in a seamless, uni-
fied experience. This allows for brands to touch the consumer multiple times
without experiencing ad fatigue.
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Benefits Of Omnichannel Marketing

Brands that choose to advertise via specific digital channels are losing out over
benefits of omni channel advertising. It's still possible to have positive ROl and
successful marketing via one of a few marketing channels, but the benefits of omni
channel marketing far outweigh the challenges.

Better Data Collection & Analysis

With omni channel marketing, the data collection and
analysis is better. Typically, by focusing on one channel,
you have less opportunity to collect information and data
on the path your customers are going through prior to the
purchase stage. And finally, when they do purchase you
are then given more background on the journey they went
through. Instead of dealing with customer data across
disparate channels, you can get a 360 view across multiple
channels and use that intelligence to inform and present
data to your teams.

Better Customer Segmentation,
Campaign Designs & Targeting

Analysis of your customer data will allow for more powerful
customer segmentation and even better targeting. First,
you can better determine how to create more effective
creative designs based on where people are in the
purchase stages and how that matches up with each
marketing channel. Second, if you know someone
purchased a car already, no need to retarget them with
more car offers. That then allows you to save money by not
targeting the same users who purchased from you.
Customer segmentation and omni channel advertising will
give you perspective on which channel produced that sale
so you can both shut it off for that customer, and then think
about new designs and offers to cross sell and up sell to the
same customer.

Achieve Higher ROI & ROAS

We traditionally see brands achieve higher ROAS and return on investment than
those that are very channel specific. We can take Propellant Media as the perfect
example. We have customers visit us via Adwords, SEO, Facebook, and even
Linkedln channels. But we retarget across all of them as well as Programmatic
Display. That level of retargeting makes our first touch channels work smarter and
covert better in addition to building the sense of authority to the prospect visiting
our website.
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Benefits Of Omnichannel Marketing

Customers who engaged
E’ - $58.70 with campaigns using
three or more channels

[5858

1773 ‘5 spent 13% more than

. Single-channel campaign order AQV . Three-channel or more AOV
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Chance To Mitigate Your Marketing Risk

We at Propellant Media consider focusing on one exclusive digital channel as
marketing malpractice. When you pick several channels to start with, you are then
able to spread your marketing dollars around a bit more and then reallocate based
on which channels are producing more conversions and sales for your brand.
Similar to Google Adwords, you won't launch a campaign with 5 keywords only.
You target many more because you don’'t know which ones will produce results.
The same logic holds true for omni channel marketing.

Quick Opportunity To Pivot

When you are focused on one channel, there’s not a lot of opportunity to pivot your
marketing dollars. If Facebook is your only channel and it doesn’t work, you're in a
tough spot. But when you start with multiple channels, you can use learning from
all channels to pivot a lot more quickly and scale to the channels bearing more fruit
for your brand.

Better Visibility For Your Brand

Lastly, omni channel advertising creates great visibility for your brand by showing
your brand across multiple channels. It's an obvious statement, but far too often
we see brands taking their ad spend to Google Search and maybe a little bit of site
retargeting. But did you know a searcher on Google’s platform only spends a max
of 60 seconds searching an answer to their query? You are then missing out on the
other audiences who consume content on platforms such as LinkedIn,

Facebook, Instagram, and the many Programmatic Channels you can expose your
brand on.
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Developing Proper Omni Channel Strategy

For Any Industry

It requires more than a 5,000 page guide to discern how to develop strategy for
any brand, let alone an omni channel marketing strategy. But there are a few
tenets that makes for developing that omni channel marketing plan a bit easier.

Understand The Customer Journey

Typically, businesses and enterprises exist to fulfill a need, answer a question, or
solve a major problem. And those individuals can have those 3 things determined
by finding the answer OR someone pressing the answer upon them...as if they
didn't know they had that need to fulfill, or the question they didn’t know needed
answering, or the problem they didn’t even know they had. This is at the heart of
the customer journey. Knowing where that customer is going to research, find,
and discover the answers to those questions helps brands pick where and how
best to advertise.

So the major question we have for brands developing an omni channel strategy is,
“Where are your customers going to fulfill that need, answer that question, or
solve that problem they have?” And there are both online and offline channels
those consumers go to answer those 3 things. You can discover this by

reviewing your own Google Analytics, your own Point of Sale Data for
e-commerce brands, industry market research, and even putting yourself in the
shoes of your buyer and determining where you’d go to research and make an
informed decision.

That thought process will lead you to creating amazing process sheets, thought
bubbles, and ideas on how best to reach your consumer.

Develop Your Buyer Personas

Not every message is for only one type of buyer. The 33-year old mother who is
buying a minivan has a different purpose than the 44-year old man who is looking
to buy the same minivan. Both warrant different messages and more importantly
both consume content and get their questions answered across different media
channels. Thus, developing these personas will allow you to cultivate a clear
understanding of where to go to answer that question, how to communicate
effectively with those individuals, and finally how to build a cohesive strategy that
places the consumer at the center of the omni channel marketing experience.
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Developing Proper Omni Channel Strategy

For Any Industry

B2C Buyer Persona

Goals

Fears/Objections Demographics

Persanality

Online Behavior =L
Traits

Influences

Brand Loyalty @
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Conduct Your Competitor Research

Nothing better than researching how your competitors are performing and where
they're advertising. It’s fool’s gold to not know who your competitors are and the
more important intimate details on each of them. It's not easy to locate where
they are advertising, but there are a plethora of tools including SEMRUSH,
AHREFS, SpyFU and other industry leading tools as well. Also, a free tip is con-
ducting simple Google Searches so you know the full list of direct competitors in
your geographic set. It's important to understand the messaging, pricing, and
unique offerings from your competitors.

Now the fun begins. Determine the digital

channels you want to serve your ads on. We
discuss in greater detail, but as you develop
your media plan, think through the low, mid

Set up tracking in every way you possibly
can. Whether you are using Pardot, Google
Analytics, Hubspot or your Analytics tool of
choice, you must set up goal and conversion

and high cost online and offline marketing
channels and begin to use your perspective
oh which ones will produce the most fruit.

tracking. We have a section where we talk
specifically about how to measure success
across your omni channel digital campaigns,
but this is absolutely vital to omni channel
marketing success.
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Ideal Omni Channel Digital Channels To Start With

Most of these channels are understood by brands and enterprises looking to
devise an omni channel marketing plan, but understanding where they fit within
the marketing funnel (Top - Awareness, Middle - Consideration, Bottom -
Decision) will help you determine how to best to allocate your initial spend levels.

ood
AWARENESS CONSIDERATION PURCHASE RETENTION ADVOCACY
+ PR + Social Ads + Ecommerce « Community + Promotions
+ Radio TV - Print * Reviews + Store Forum + Blog
+ Word of Mouth » Blog + Website + FAQ » Social Networks
+ Online Ads « Media + Knowledge Base + Newsletters
+ Email * Direct Mail

- PPC

Fropeliant ——
Here are some of the top digital channels for omni channel
advertising:

Google/Bing/Yahoo Search - Considered the bottom (decision
stage) of the funnel, this is some of the best traffic while also some
of the most expensive traffic you can get your brand in front of.
These are individual actively searching for an answer or solution to
their query. They spend on average less than 60 seconds on
Google/Bing/Yahoo, so this is some of the most attentive traffic
you can get in front of and likely the highest converting traffic.

Google Display Google’s Display network can range from top to
bottom of funnel buyers who may be targets for the right audience
but that audience isn’t necessarily in market for your product or
/ service. At the same time, one can leverage possible in-market
. audiences and keywords that happen to be on specific landing
pages, giving advertisers some perspective on where the
Google Aele consumer is in the purchase journey. Google Display is great for

middle of funnel targeting.
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Ideal Omni Channel Digital Channels To Start With

YouTube/Pre-Roll Video - Video can range from top of funnel all the
way to bottom of funnel. We've ran several lead generation
campaigns that are reaching consuming who are in market, including
the new YouTube Lead Form tactic. And, given YouTube is the second
largest search engine behind Google, it does provide for a middle to
bottom of funnel strategy for brands.

Paid Social (Facebook/Instagram/LinkedIn/Twitter) - All the way from
top to bottom of funnel, paid social provides for targeting in-market
audiences to those who possess specific customer demographics and
psychographic characteristics. The unique opportunity with LinkedIn
is the B2B advertising advantage. We drive a ton of leads for
education brands in the world. Same thing goes for Facebook and
Instagram. We’'ll build look alike models to reach top converters from
LinkedIn and Google and feed that data into Facebook and IG for
better omni channel targeting.

Programmatic Display - Programmatic is a powerful channel, and a
critical one that tends to impact all other channels. With
programmatic display and the multitude of tactics ranging from
geofencing marketing and keyword contextual to CRM retargeting
and site retargeting, you can reach people from top of funnel to the
bottom of funnel.

Geofencing Marketing - Geofencing marketing is a powerful practice

. within the programmatic advertising family of targeting specific
buildings, homes, and locations based on a person’s physical presence
¢ S inside that location. So depending on the industry, geofencing can be
M a very powerful bottom of funnel tactic (car dealerships are a great
example here) and all the way up to top of funnel.

OTT Advertising - OTT Advertising is another new kid on the block
that can overtake and supplement pre-roll video as well traditional TV
advertising. Mostly top to middle of funnel, it can be incredibly

powerful given the attention you are garnering from cord cutters. The
((@)) other advantage is the ability to combine specific audience targeting
opportunities with OTT Advertising that you don’t get from traditional
TV advertising. The other advantage with OTT Advertising is we can
measure online and offline actions such as walk-ins to your store or
physical location.

Site Retargeting - We have to separate this out as its own tactic given
it can be listed in Google Display, Programmatic, Facebook/Insta-
gram, and even LinkedIn. It’s one of the best omni channel tactics

o brands can implement. So much so, we developed a guide to site
retargeting. This is closer to bottom of funnel and possibly middle of
funnel targeting.
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Ideal Omni Channel Digital Channels To Start With

Search Engine Optimization (SEO) - Another crucial area of marketing
that can lend itself to increased organic traffic, this can range from top
of funnel all the way down to bottom of funnel depending on your

‘ keyword strategy, the content you're producing, and the publicity
your brand is getting.

Email Marketing - Another tactic that is not typical of traditional paid
media advertising, but a vital one that can reach middle to bottom of
funnel buyers. This tactic is absolutely critical to the omni channel
strategy you cultivate for your brand. Oftentimes, people don’'t buy
when they come to your site, and those that do..there are more
opportunities to keep those buyers engaged. Email marketing
accomplishes that at a lower cost than any other channel.

Vs Conversion Rate Optimization - Another tactic that has more to do
with converting people who come to your website or your brand for
that matter. But this must also be factored into your omni channel
marketing plan as it helps create a cohesive user experience and

® lowers your cost per conversion across all your digital and even offline
marketing channels.

Marketing Funnel
DIGITAL CHANNELS . First Party Offline
OTT Advertising; Programmatic Audio; / Data Channels
Programmatic Display; Google Display, IP Addresses; CRM Television; Radio;
Taboola; Outbrain Lists: Audience Billboard; Direct
Curation Mail; Print
P Add(_ess Targeting; GE'O_‘(E"‘CWSI IP Addresses; CRM Direct Mail; Print
Marketing; CRM Retargeting; OTT & Pre-Roll Lists: Audience
Video .tllds: Native Aquertising: Event h Desire/Interest Curation; Ceofencing;
Targeting; Coogle Display’; Programmatic [MIddle of Funnel Household Targeting
Display; Youtube; Facebook/Instagram;
Linkedin; Twitter; Tiktok; Twitch
Google Adwords; Bing Ads; Keyword . o Retargeting; CRM Lists; N/A
Contextual Retargeting; Site Consideration/Decision Woebsite Visitor
Retargeting; Geofencing Marketing; (Bottom of Funnel) identification, Audience
Youtube, Facebook/Instagram Curation; Past Purchases
In-Markat
Email Marketing; Site Retargeting Purchase Retargeting; CRM NfA
Loya[ty Lists, Email Lists
-
Frobeliant
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Ideal Omni Channel Digital Channels To Start With

You cannot forget about those offline channels which too can have an impact on top of
funnel awareness building. Oftentimes, we see brands utilize these tactics to drive
people through the purchase funnel. The key is leveraging data and audience intel to
ensure you're reaching the right customers who are more prone to purchasing from you.
Here are the Secondary Offline Channels to take into consideration:

m == Iy

Television Radio Print Direct Mail Billboard

We don't focus as much on those offline channels. The key with media buying for offline
channels is knowing where your audience frequents, strong creative and messaging,
timing, and budget allocation. As long as those tenets are at the forefront, your offline

buying can maintain that omni channel strategy you want to deploy and tie back into
your online marketing efforts.
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3 Best Practices For Each Digital Channel

This requires a totally different guide, but we wanted to furnish a few best practices in
each channel as a means to give brand managers and team a headstart on developing
and executing an omni channel marketing plan.

Google/Bing/Yahoo Search

° Create tiers of keywords at the brand awareness, consideration, and
decision stages.

e Focus on broad match modifier and exact match keywords. This helps
limit waste and and unwanted terms that drive up costs to your brand.

Initially start with the Google Search network instead of their
search partners.

Google Display

Utilize In-Market Audiences as these are audiences who could be

Google in-market for similar products and services
— Use Custom Audience that Cross Over into other audiences. This is
= similar to using boolean logic to target say women between ages of
25 - 50 AND also are researching keywords related to your products
or services.

Use site retargeting across the google display network, but limite the
ads served per day per person.

..............................................................................................................................

YouTube/Pre-Roll Video

Use more site retargeting via the YouTube network as well as
D pre-roll programmatic display networks

0 Consider using YouTube lead forms. Similar to Facebook Lead
e Forms, this is a new tactic rolled out by YouTube that tends to drive
lead flow

e Further define your targeting with audience parameters in YouTube

o Test out all the social media platforms as you never know which one
‘ will produce the desirable ROI

o Leverage site retargeting across all paid social channels

6 Set up multiple ad sets & ads in FB/IGC. This helps tie optimization and
performance faster and gather better intelligence
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3 Best Practices For Each Digital Channel

Programmatic Display

.::@::. ° Again, use site retargeting across programmatic display channels

o a Leverage geofencing marketing to reach people in very specific locations
like competitor buildings or places your audience frequents

e Leverage keyword contextual targeting to reach people who are
in-market researching your products or services

Geofencing Marketing

Target competitors at buildings who are in-market for your products
and services

Set audience pool to 2 weeks to a full month. This allows for a good
C )] time to reach your target audience while not waste your impressions
and ad spend.

Set up conversion zone tracking so you can measure walk-in visits to
your physical location if you have a brick and mortar presence.

..............................................................................................................................

OTT Advertising

Utilize addressable household geofencing with OTT Advertising to tie
stronger audience data with the power of ott advertising.

o Stick to 15 - 30 seconds instead of 60 second commercials.

Build campaigns that speak to each buyer persona. Meaning don’t build
out one creative that fits all. Consider 2 - 3 creative for reaching your
core audience segments given the audience targeting capabilities
within the OTT Advertising world.

Site Retargeting

° Leverage multiple digital channels for site retargeting to create a more
o cohesive omni channel marketing experience
a Set frequency caps to 3 - 4 ads per day per person to extend reach

e Use separate creative for individual stages of the funnel & landing pages
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3 Best Practices For Each Digital Channel

Search Engine Optimization (SEO)

RIS ree. Research key topics & write about things related to the typical FAQ's
5} centered around your business and your offering. We use platforms
s — such as AHREFS and Google Keywords Planner, but the keyword research

is vital to drive content and seo traffic to your brand.

Go for publicity for the brand. Meaning, if you have a unique story, you
should work with a publicist or news platform to get more noticed.
This impacts search engine optimization.

Consider utilizing more video and even transcribe your video content.
This will will not only humanize your brand, but also drive more organic
traffic from other search engines such as YouTube.

Email Marketing

Tie buyer personas to segmented email campaigns. Platforms such as
HubSpot and Active Campaign help achieve this level of segmented and
personalized messaging.

Use automation based on website actions. Meaning, if someone performs
an action on your website, you can even have an email sent to them
eliciting an action.

Add video to personalize your emails. This adds a personal touch and
increases open rates and conversions.

Conversion Rate Optimization

Push your critical conversion actions to the top of the funnel and above
o the fold when someone first lands on your website. This includes a form,
phone number, email button, purchase button, or other conversion button

Create a downloadable guide/discount code, etc... At Propellant Media,
we use this strategy to add value to prospects before they ever become
a customer or client.

Add video to personalize your brand. No use in hiding behind the
corporate veil. Adding video adds more personality and provide more
context around people behind the scenes.
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3 Best Practices For Each Digital Channel

» Analytics analysis
+ Competitor analysis
+ Audience survey
» CRO strategy development

Research & Survey

Development Team = Website updates
+ Browser and multi device testing

- A/Btest implementation

Conversion

Rate
Optimization
Approach Design Team

Mobile-friendly & responsive designs
Graphics relevant

User-interface designs

Critical Actions Above The Fold

Lead Magnet/Pricing To Entice Visitors

« s = 8 =

. o + Competitor analysis
Analysis + Individual & campaign test reports
~ + Exit rate, traffic, keywords, conversion funnel, etc
Fi'mpellﬁgytﬁ o

Fropellant
Media
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Creative Best Practices For A Cohesive Omni

Channel Experience

We utilize a litany of best practices to ensure creative ads are cohesive and match both
the audience as well as the messaging across multiple channels. At Propellant Media, we
say there are 3 things that matter: who are you reaching, what are you saying to them
when you show up, and then where are you sending them to buy. The “What are you
saying to them” matters especially when devising an omni channel strategy.

® Utilize Multiple Ad Sizes For Each Digital Channel

Aside from Google Adwords and Bing Ads, which is traditionally text ads, many of the
other digital platforms can take multiple ad sizes based on IAB inventory standards.
So sizes ranging from 300 x 250 and 320 x 50 to 1080 x 1080 and 300 x 600, you can
ensure your ads are showing up in more places based on the sizes available per each
of those digital channels.

® Test Out At least 2 - 3 Versions From The Beginning

By starting out with at least 2 - 3 ad versions, you give yourself more opportunities to
test additional copy, and most importantly optimize toward the creative that is per-
forming the best. In addition, this allows for using the best performers to build out
additional creative that leverages those top performers. Don’t start split testing in the
middle of the campaign. Campaigns need time to breathe and utilizing multiple ver-
sions from the onset will allow for measuring omni channel marketing and campaign
performance from the onset of launching your campaigns.

® Build Out Messages For Each Individual Audience

Remember the buyer personas we discussed in the beginning? Consider building out
creative that is specific to each individual buyer persona. This ensures your messaging
is highly personalized and custom to the audience you want to get your message
directly in front of.

® If You're Using Video, 15 & 30 Seconds Max

Consumers on YouTube, Pre Roll Video, Social Media, and certainly OTT Streaming
devices are not engaged with video creative beyond 30 seconds. So keeping your
creative to 15 seconds and even 30 seconds is a best practice you should devise for
your campaigns.

® Not Simply “We Exist” Ads
Simply telling the world you exist as a business or brand is not enough. “Hey, we're
this great furniture store” may let people know you exist and may move the needle a
bit. But people need to understand why they should connect with your brand. The

buyer persona exercise will help in creating the proper ad copy here. And it will allow
for greater click through rates and strong engagement.

® Add Location/Number/Website Occasionally

Whether you're a brick and mortar business or looking to drive awareness or leads via
your website, occasionally adding your location, phone number or website url can
drive branding and brand recall. Sometimes adding the physical address can add
familiarity and make it easier for people to locate you if they want to visit your store.
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© Add Promotions & Benefits To Copy

Similar to the “We Exist” point above, persuadable ad copy truly moves the needle.
Be sure to add promotions, value, price discounts, etc.. to your ad copy to give your
potential customers a reason to engage with you.
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Sales & CRM Email Automation Strategies

To Fuel Growth

So your customer has seen your Ads everywhere. They've submitted their contact de-
tails. Maybe they made a purchase or became a formal lead. The sales and CRM email
marketing you implement is just as important as the initial advertising and inbound mar-
keting tactics you deploy. There are tons of guides to implementing sales and CRM
email automation campaigns, but here are a few recommendations we suggest:

@ Automate The Email Experience

We've seen brands launch all of these omni channel marketing plans, collect purchase
and contact details, and not have any email automation set up. Your email marketing
is similar to your site retargeting. It is the lowest cost tactic to deploy and yet produc-
ing the highest ROI. By automating this process, this frees you up to focus on other
things versus having to remember sending a new email to each person that submits
their contact details. For those B2B and even B2C enterprises, you can utilize some
software platforms like HubSpot, send a sequence of emails to an individual until they
finally reply to your email, and the sequence will stop thus not annoying the customer.
So email and CRM automation is vital to your omni channel marketing strategy.

® Segment Out Your Emails To Match Your Buyer Personas

Here at Propellant, Media we have customers inquire about Pay Per Click (Paid
Search) and some inquire about geofencing marketing. We have automated emails
segmented for each buyer list to ensure we're serving the right information to the
needs that our potential customers have. Brands and enterprises must do the same
to improve overall effectiveness the campaigns that are deployed.

® 2 - 3 Emails Every Week

Not a perfect system, but we suggest 2 - 3 emails per week is ideal..especially if that
person has not purchased or scheduled an appointment with someone from your
team.

@ Give your Customers As Many Opportunities To Convert

In your email, you have to give them a chance to buy from you or schedule the ap-
pointment. This isn't an exercise in sharing news articles with the buyer. Provide
them with opportunities to convert so you're improving your overall conversions to
your website and purchase intent with the brand.

® Add Value To Your Customers

Lastly, your email copy can’'t simply be.."please buy from me or schedule an
appointment!” You need to bring value to your customers if they're willing to either
buy or provide their contact details. This means giving them pricing on the front end
versus using it as a carrot to require an appointment, or sharing an ebook that makes
them more knowledgeable. Something that brings them value will translate into
more purchases and conversions for your brand.
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Sales & CRM Email Automation Strategies

To Fuel Growth

Email Marketing Flowchart
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Measuring Success & Analytics Across Omnichannel

Tactics

Instead of going through the details on how to measure success across all of your omni
channel marketing campaigns, we will provide six best practices we try to implement
across all clients implementing an omni channel marketing strategy.

® Determine Your Top Conversions & Measure Them

Maybe it’s a purchase, button click, lead form, phone call, or even walk-in visit if you're
measuring walk ins from geofencing marketing campaigns. Whatever it is, notate
those conversions and assign values to each of them. This will help you as you set up
conversion tagging and tracking via all your digital channels.

@® Utilize Google Tag Manager

Google Tag Manager is a platform that allows you to not only tag your website, but to
measure and control all the HTML and JAVASCRIPT needed to measure all the actions
taking shape on your website. This also allows you to place all your conversion tags,
site retargeting tags, and other tagging measures needed to ensure you're tracking
success across your digital channels.

® Set Up Goal Tracking In Google Analytics

An often missed opportunity, but an important one. Whether it's through Google Tag
Manager or directly via Google Analytics, you can set up goal tracking and measure
more directly via Google Analytics. Measuring the data doesn’'t have to be perfect,
but this will give more insights into the trends of conversions and which channels are
producing conversions as well as the top funnel conversion paths consumers are
going through.

® Measure Phone Calls

Our tool of choice is CallRail. Others that exist include Mongoose Metrics, Call Source,
and even Marchex. Whichever you decide, you should set up call tracking in order to
more effectively measure phone calls coming into your brand. With CallRail, you can
even start measuring form submissions within the callrail platform and record phone
calls as well. But whatever you do, set up call tracking so you have a more accurate
depiction of your lead flow from the various digital channels.

® Tie In Your POS/Purchase Data To Your CRM

By tying your purchase data back to your CRM and omni channel dashboard, you can
then even more accurately measure sales across all your digital channels. From
Google Adwords to Facebook, plenty of ecommerce brands are already doing this.
But this is the most accurate way to understand your ROAS across all your digital
channels.
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Measuring Success & Analytics Across Omnichannel

Tactics

® Tag & Add UTM's To All Of Your URL'’s

Adding UTM's helps ensure you're even more accurately measuring where your leads
and which channels are producing such leads. We leverage a tool like the GA URL
Tagging Tool. And you can breakdown your urls with the source, medium, campaign
name, content, and even ad name/version. We use this tagging to build out dash-

boards with accurate data on which channels all the way down to the ad level are pro-
ducing results for brands.

® Set Up Your “GOD” View Dashboard View To Track Everything

We call it God View because it's your mothership of a dashboard that tells you
everything about all your campaigns. Our tools of choice include TapClicks, Google
Data Studio, and Tableau. Whichever you choose to utilize, you must have a dash-
board that pulls all your data into one view for your marketing team and even an ex-
ecutive report for the executive team to view overall performance.
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Conclusions Around Omni Channel Marketing

Of course, the final stage of the process is truly ongoing. It's looking at the strategy you
devised, your creative, your budget allocation, your campaign set up, your conversion
and website tracking/tagging, and your dashboard/reporting. This will help you
optimize and measure performance across all your channels and reallocate budget each
month. Just because your bottom of funnel tactics are producing the most conversions
doesn’t mean you should automatically or even in absolute terms stop or pull back on
your middle to top of funnel tactics. Brand recall and brand impact matters. We often
see it with programmatic display which drives people to lower funnel tactics.

With everything you’ve done thus far, you can optimize your
campaigns against:

« Digital Channel/Source

» Medium

- Ad Copy/Creative

» Keyword

- Device

» Network

« Geography

- Website Conversion/Landing Page

* SO much more....

This set up gives small to large brands a fighting chance to optimize across the proper
digital and even offline channels versus putting all their eggs in only one or two
offline/online marketing channels.
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Contact Propellant Media

Fropellant
Media

Justin Croxton is the Managing Partner at Propellant Media, LLC, a digital marketing and
media solutions provider, offering Google Adwords, Site Retargeting, geofencing marketing
Advertising and programmatic display solutions to digital agencies, brands, and
companies.

You canreach us at (877) 776-7358

team@propellant.media
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