
MEDIA CHANNELS

A brand is presented through interactive theater via 
many media. Images on billboards, seen through 
a windshield in motion. Television commercials, 
magazine advertisements, radio spots, perhaps 
catalog items or direct mail. Internet banner 
ads and click-through to websites, mobile web, 
smartphone ads and tight web screens—all leading 
to online or brick-and-mortar retail stores where 
certain products can be experienced directly. 

Some of these brand media were developed 
for marketing and advertising purposes alone, 
some, like websites, can serve dual purpose as 
marketing site and retail store both. In the complex 
mix of advertising, marketing and retail channels 
that have evolved over the last 100+ years, the 
struggle has always been to maintain brand 
integrity and continuity across all of them. 

Many media are developed by different advertising 
agencies, public relations firms, specialty marketing 
houses, and niche market specialists, to say 
nothing about experts in particular types of media 
such as billboards or radio spot development. 
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STARTING POINT

One important aspect to modern retailing is 

how customers react and use the wide variety 

of options they have available to shop, learn, 

buy and maintain ongoing valued customer 

relationships with companies, post-purchase. 

Shopping and buying options and marketing 

information channels provided by brands 

collectively give customers many choices and 

angles of approach.

HB DIGITAL CUSTOMER ARTICLE SERIES

For the consumer, the number of brand impressions 
are proliferating as these channels increase, and today 
with both desktop and mobile Internet fully nature and 
growing rapidly, the focus of the marketing and retailing 
business has centered upon the need to coordinate the 
brand message across ALL media—from legacy print, 
broadcast, promotional and specialties to contemporary 
electronic media as well as online and physical retailing 
sites. This coordinated approach to integrated brand, 
marketing and sales is called Omni-Channel Retailing.



OMNI CHANNEL DRIVES CUSTOMER 
EXPECTATIONS

Omni Channel is more than just an outbound brand 
communication strategy, it is a centralized Customer 
Relationship Management (CRM) approach to identify 
customer prospects and effectively respond to their 
expectations and requirements. There are system solutions 
in which Omni Channel retailing integrates marketing 
communications, retailing, CRM and the supply chain to 
coordinate all aspects of the marketing, shopping and 
delivery process. 

Retailers have become accustomed to demanding and 
discriminating customers with high expectations for feature 
depth, product quality, and authenticity from 
businesses. The open channels for information 
afforded through the Internet, and the 
ability it provides customers to share 
their experiences has raised the bar 
significantly for product quality. 

Omni Channel retailing is a means to 
address the needs of the educated 
customer, sometimes called “The 
Connected Customer”. Often well 
prepared customers will walk into a 
store knowing more about the product—
such as a vehicle, high end technology, 
or other product or service—than the sales 
staff in the store does, so thoroughly have they 
researched it. 

CHANGING THE FACE OF RETAIL

There are a variety of forms of Omni Channel retailing but 
the core concept is to coordinate all brand, brand messages, 
product and product detail consistently across all media 
so there is a unity of fact and impression about the brand 
and specific products regardless where the prospective 
customer encounters the brand. As the prospective 
customer approaches to make inquiries through one or 
more touchpoints or points of entry, there is a coordinated 
database management to track and manage customer 
interest and involvement 

Customers have the option in the system to engage through 
social networks to get additional information about the 
product or service. All social network links are fully integrated 
via Omni Channel which creates opportunities to identify 
specifics about individual customer preferences, interests, 
and other data, which may be used in framing personalized 
marketing offerings at some time in the future. 

Conventional and electronic media all serve as coordinated 
elements in a system to bring the interested customer or 
prospect into the online or physical retail location. 

OMNI CHANNEL PROGRAM GOALS  
AND OUTCOMES

Omni Channel programs can be implemented through 
specific CRM and database software to link the customer 
more tightly into supply chain and the shopping experience.  
This level of emerging automation is powerful and brings 
value to both the retailer and customer alike. 

There are, however, some key values that Omni Channel 
brings strategically that should be the key focus in any new 
program effort. 

 �Omni Channel Improves Customer Experience

Coordination of messages, media, and all supporting 
departments serving the customer will bring attention 

to the quality of customer experience. Offering 
a fully integrated, omni-channel experience 

with consistent information available on-
demand, is part of a fully satisfying and 

time-efficient customer experience. 

Dealing with Connected Customers 
who are educated on the product or 
service sets a high bar for employee 

working with those customers, 
particularly in the areas of marketing, 

sales, and customer support. A company 
should place emphasis on employee 

development, training, and preparation 
to identify and meet customer expectations. 

 � Listen To Customers

The best marketing program moves on a two way street. 
The more that Omni Channel dialogue with interested and 
involved customers brings about insights on what customers 
expect from the company, its products and services, there 
is an opportunity for future profits from this well-managed 
learning dialogue. 

MANY MEDIA, A SINGLE VOICE

Omni Channel is bringing this new approach to retailing 
and customer experience, it is also transforming how we see 
opportunities in customer service and support and other 
aspects of business.  

The key to the value of this new and vital concept is that by 
integrating all of our media, we provide customers many 
ways to interact with the brand that suit them and yet we 
speak with a single voice. 

To learn how more about how Haig Barrett can help your business,  
call us at 213.223.2380 or send an email to info@haigbarrett.com. www.haigbarrett.com

 � Improve Quality Of Customer Service


