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The term "multichannel” is tossed around in direct
response as a casual new buzzword that evervone claims to provide.
However, there's a difference between using multiple channels and
truly having an integrated multichannel approach. The strength of a
true multichannel approach is in the results that add up to more than
just a sum of the various elements.

While vyou work with partners on  different aspects of a
campaign—creative, media, response/order take and fulfilment—you
need to focus on the complete picture (and work with partners who
allow vyou to do thatl). Many marketers stick with what they know
works and use traditional metrics to evaluate success. As media is
expensive, it is understandable why that's the case.

But, what happens when vour customer sees that spot on TV and
decides to purchase via mobile phone or web days after the airing?
What about the customer who saw the ad, visited the site and did not
buy? Or, what about the client who did not see the spot, but is a
potential buyer because of his or her past history? Unless you have a
plan to catch all of these opportunities you may not be using a big
enough net—and you may not have the data you need to make
decisions about how effective the media truly was. Take the
multichannel integration test!

Consistency and Coordination
« Do you coordinate advertising events so all channels launch with the
same message at the same time?

- Are changes to yvour DRTV offer or creative simultaneously reflected in
online and mobile activities?

Analysis and Media ROI
- Do you view key metrics for all channels together to assess the full
impact of your media, as well as the contribution from each channel?

- Do you know how buying patterns differ for customer purchasing via
phone, online and mobile (upsell take rates, cross-sell success, etc.)?

- Can you identify how customers who purchase via the phone differ
from those who purchase online or through mobile channels?

Revenue Opportunities

- Do you include a call-in option with online and mobile activities? (For
example: We see [ift of 10-30 percent in onfine conversion when we allow
visitors the option to place arders by phone.)

- Do you tailor upsells to channel?

If you're not answering YES to the above, you're leaving sales on
the table for someone else to pick up. So get a bigger net to capture
ALL the sales generated by your advertising activities!

Mike Ferzacca is CEO of Advanced Interactive Sciences

Polls

Which mobile device is better?
You decide!

O BlackBerry
O iPhone
Vote

View Results
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~ ROCK!
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