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Multi-channel Targeting

An overview of targeting for
multi-channel marketing
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Agenda

Market trends

Why aligning offline & online is
Important

Data and database integration

Segmentation and targeting
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Cost of technology is a key driver of
change

£, .
Marketing costs

Cost

Time
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The ‘Martini’ Effect

- Consumers can choose when and where they do
things P

— any time, any place, anywhere

- Consumers expect consistent service at all times

- New channels augmenting existing ones rather than
replacing

. Customers using two channels spend 114% more
than single channel shoppers

- Consumers using three channels are 48% more
profitable than those using just two

Source: IBM Best Practices in Multichannel Retailing
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Multi-channel marketing trends

Past Future
- Mass marketing - Target marketing
« Creative driven « Data driven

- Media planningsilos « Media attribution
- Panel data « 100% census coverage
. Push marketing  Pull marketing...
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Multi-channel marketing
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