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INTRODUCTION

72%

said they plan
to invest more
in mobile
channels

With the growth of ecommerce and m-commerce over the last ten years,
the way people shop, book travel and do their banking has changed
enormously. As life gets busier, more and more people turn to online or
mobile channels for a quicker and easier experience.

As a result, many businesses are responding to this change by prioritizing
their focus on online and mobile channels. In fact, in a recent survey of
more than 500 e-commerce and e-business professionals, 73% said they
intend to increase their investment in online channels in 2013, and 72% said
they plan to invest more in mobile channels. Meanwhile, two-thirds said
they intend to decrease or maintain the same level of investment in offline
channels, such as stores, branches, call centers and mail order.

But when it comes to providing a high-quality customer experience,
improving the online and mobile experience is only part of the equation.
Businesses need to remember that online and offline experiences are
connected, and the experience of one channel directly impacts the
customer’s willingness to engage via another channel. As such, providing
a seamless multichannel experience across all channels is critical to
improving the customer experience overall.
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HOW DOES THE CUSTOMER
EXPERIENCE COMPARE
ACROSS CHANNELS?
In our 2013 survey, 38% of respondents said they would rate their online
customer experience as “good” — an increase of 2% over last year.
And although organizations are looking to increase investment in mobile
channels, just 17% of those surveyed consider the quality of their mobile
customer experience to be “good,” compared to 18% last year.
Clearly, greater investments in these areas are critical.

Figure 5: How do you rate these channels for quality of customer experience?
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Over a quarter of organizations rate their multichannel
customer experience as poor

Likewise, few companies rate their experience across multiple channels
as good or excellent. In fact, the percentage of companies describing their
multichannel customer experience as “excellent” has slightly declined from
just 6% in 2012 to an even lower 4% this year. In addition, just under half
(47%) of organizations described their multichannel customer experience
as “okay,” compared to 51% in 2011, while those describing it as “poor” has
increased over the last two years.
As these channels rise in popularity, so should businesses’ understanding
of customer behavior and the quality of customer experience in these
channels. For example, an online betting company should be able to tell
which sports customers are most likely to bet on, and at what times of day
their website, mobile apps or mobile-optimized site will reach their peak in
traffic.

Figure 6: Rating of multichannel customer experience
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With a greater investment in the multichannel experience, businesses have
a significant opportunity to improve and maintain customer loyalty.
Giving customers the best possible experience – whether they are in a
store, online, using a mobile app, or on the phone – will help ensure they
don’t go in search of a competitor for a better overall customer experience.
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INTEGRATING ONLINE
AND OFFLINE
Only

23%

of businesses
offer click-to-call
functionality

Some businesses are already finding ways to improve the multichannel
customer experience by integrating the physical and digital worlds.
For example, two-thirds (63%) of businesses surveyed said they include
information about offline locations, contact details and opening hours on
their websites. Additionally, 38% said their offline products or services have
a social presence, while 31% said they use mobile or local search engine
optimization to ensure products appear in search results when a customer
is near a physical store.
But there’s still room for improvement when it comes to the integration of
online and offline services. For example, only 23% of those surveyed said
they offer click-to-call functionality. This is precisely the type of service
businesses can easily offer to increase convenience for customers and
make the experience more seamless across channels.
Another example is “reserve and collect” – a service that enables
customers to reserve a product online or via a mobile device and then pick
it up at a physical store. Although just 18% of companies surveyed said
they offer reserve and collect services, a separate survey conducted by
Econsultancy last year revealed that 80% of UK shoppers and 55% of U.S.
shoppers have used reserve and collect services in the past 12 months.1
Given the popularity of these services and the rapid growth of mobile
commerce, this represents a missed opportunity for businesses who aren’t
capitalizing on new ways their customers shop.
Similarly, the rise of “showrooming” – a trend in which customers browse
for products in physical stores, while using their mobile devices to compare
competitor prices – gives retailers the opportunity to use new promotional
tactics. For example, retailers could run special offers that can only be
accessed on a mobile device while in the store.

1
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Figure 7: How does your company integrate the digital and physical experience?
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Finally, using data generated through digital channels can help companies
better understand what products and services are most sought after and
when. For example, a travel agency might find that Google searches for
‘cheap Greece getaways’ are popular in the months of July and August,
while ‘cheap city breaks to Brussels’ are popular in November and
December. Using this information, travel agencies can better align their
in-store and online promotions to reflect what customers are looking for
at certain times of the year. It’s this kind of thinking that businesses need
to put into practice to make the multichannel customer experience more
seamless than ever before.
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ONLINE AND OFFLINE
INTEGRATION IS ESSENTIAL
Whether you are taking steps to integrate your online and offline channels
or not, your customers are interacting with your brand through multiple
channels all the time. In fact, when things go wrong and businesses fail to
provide a first-rate customer experience via any channel – online or offline –
customers voice their complaints online – via social networking sites, such
as Yelp, Twitter and Facebook. And they can now do this instantly – via a
mobile device. To prevent damage to their brands, organizations need to
ensure they’re doing their utmost to keep customers happy.

To this end, it is increasingly important for businesses to understand the
different channels customers are using, as well as the ways in which
they can integrate these channels to provide the best overall customer
experience. While many businesses are moving towards providing a more
seamless experience, there’s still more they can do. Click-to-call, in-store
Wi-Fi, and reserve and collect are just a few examples of services that can
be easily deployed to make the customer experience more seamless while
increasing customer satisfaction and loyalty in the long run.
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ABOUT IBM ENTERPRISE
MARKETING MANAGEMENT
The IBM Enterprise Marketing Management (EMM) Suite is an end-toend, integrated set of capabilities designed exclusively for the needs
of marketing organizations. Integrating and streamlining all aspects of
marketing, IBM’s EMM Suite empowers organizations and individuals to
turn their passion for marketing into valuable customer relationships and
more profitable, efficient, timely, and measurable business outcomes.
Delivered on premises or in the Cloud, the IBM EMM Suite of software
solutions gives marketers the tools and insight they need to create
individual customer value at every touch. The IBM EMM Suite helps
marketers to understand customer wants and needs and leverage that
understanding to engage buyers in highly relevant, interactive dialogs
across digital, social, and traditional marketing channels.
Designed to address the specific needs of particular marketing and
merchandising users, the IBM EMM Suite is comprised of five individual
solutions. Digital Marketing Optimization enables digital marketers
to orchestrate relevant digital interactions to attract and retain new
visitors and grow revenue throughout the customer’s lifecycle. With
Customer Experience Optimization eCommerce professionals can turn
visitors into repeat customers and loyal advocates by improving the
digital experience of every customer. With Cross-Channel Marketing
Optimization customer relationship marketers can engage customers
in a one-to-one dialogue across channels to grow revenue throughout
the customer’s lifecycle. Price, Promotion and Product Mix Optimization
allows merchandisers and sales planners to make price, promotion and
product mix decisions that maximize profit and inventory utilization. And
with Marketing Performance Optimization, marketing leaders, planners
and decision-makers can model and assess mix, and manage marketing
operations to maximize ROI.
Over 2,500 organizations around the world use IBM EMM solutions to
help manage the pressures of increasing marketing complexity while
delivering improved revenue and measurable results. IBM’s time-tested
and comprehensive offerings are giving companies such as Dannon,
E*TRADE, ING, Orvis, PETCO, Telefonica | Vivo, United Airlines and
wehkamp.nl the power and flexibility required to provide their customers
and prospects with what they expect today – a more consistent and
relevant experience across all channels.
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Econsultancy is a global independent community-based publisher,
focused on best practice digital marketing and ecommerce, and used by
over 400,000 internet professionals every month.
Our hub has 190,000+ subscribers worldwide from clients, agencies
and suppliers alike with over 90% subscriber retention rate. We help our
subscribers build their internal capabilities via a combination of research
reports and how-to guides, training and development, consultancy, faceto-face conferences, forums and professional networking.
For the last 10 years, our resources have helped subscribers learn, make
better decisions, build business cases, find the best suppliers, accelerate
their careers and lead the way in best practice and innovation.
Econsultancy has offices in London, New York, Sydney and Singapore
and we are a leading provider of digital marketing training and
consultancy. We are providing consultancy and custom training
extensively across Europe, Asia and the US. We train more than 5,000
marketers each year.
Join Econsultancy today to learn what’s happening in digital marketing –
and what works.
Call us to find out more on +44 (0)20 7269 1450 (London) or
+1 212 971 0630 (New York). You can also contact us online.
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