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In a world that increasingly depends on digital 
technologies, online engagement has seen       
a tremendous surge in recent years.               
Companies have had to entertain                    
consumers and employees online, for         
which they have implemented effective 
customer communication management 
software across all correspondence mediums. 
With this, they wish to build an emotional 
connection with their customers through 
communication     strategies to increase their 
brand loyalty. 

Different organisations adopt different        
channels to conduct transactional                 
communications with their customers. They 
include omnichannel, multichannel, and 
cross-channel communications. Between 
various complex messages, a myriad of      
technologies available, changing consumer 
preferences, and multiple starting systems - 
making the ideal choice for a customer                         
communication management software - may 
seem daunting to many. In the following 
portions, we’ll try to decode the common ways 
of customer communications and their        
technical aspects.



What are omnichannel communications?
Omnichannel communication is a cohesive platform that unifies and tracks customer performance while engaging across all digital platforms. Omnichannel systems allow flawless                 
communication on any electronic device as chosen by the customer. These systems think of the brand from the perspective of a customer or an employee. It allows their customers to migrate 
from one channel to another seamlessly and enjoy consistency. To use this communication channel, the organisation must be consistent; across all brand touch-points like social media,      
website, print, and mobile apps. 

Let us look at some important statistics about omnichannel communications : 

»   The lifetime value of omnichannel shoppers is roughly 30% more than single-channel shoppers.

»   Seventy-one per cent of shoppers said that using their smartphone while shopping in a store is an important component of their product research and influences their buy choice.

»   Fifty per cent of customers expect to buy something online and pick it up in a shop.

»   Consumers want in-store sales associates to be aware of online-only products, according to 45% of respondents.

Omnichannel
communication
solutions have 
the following 
benefits:

These systems allow conversations to flow 
from one channel to another. It maintains a 
record of all the conversations, allowing them 
to pick off the right where they left on a 
specific device and at a different time. It 
brings continuity in conversation and forms 
new communications. 

Real-time conversation
Omnichannel communication systems aim 
to offer consistency. An organisation should 
leverage the communication to apply all 
branding and merchandise across all     
channels. It provides a consistent and    
seamless experience to your customers, 
keeping them engaged. 

Consistent experience
Organisation can edit and centralise    
changes across all channels using this 
system. It allows the assignment of content 
to the right people for development and 
approval. Omnichannel communication 
ensures that regulatory requirements and 
compliances are under check. 

Compliance across channels



What defines a good 
omnichannel customer 
experience ?
Every company must follow the following 
tips to ensure their customer experience is excellent. 

CONVENIENCE

CONSISTENCY 

RELEVANCE

EMPOWERMENT

AGILITY

How can you build an effective 
omnichannel customer experience 
strategy ? 

However, like all strategies, you need to monitor it constantly and make changes as it evolves. Various 
brands have implemented omnichannel customer experience strategies. Let us have a look at them.

I. Understand all the corners of your business. It involves understanding the different channels 
your customers use and the customers themselves.

II. Next, you need to break down all the silos and enhance internal communication systems in 
your company. Update and install tools and technology for effective communication. 

III. The ultimate step is effective implementation. Once you have a deep understanding of 
your customer’s behaviour and their technology usage, you can implement your strategy. 

65% of businesses promote brands that have a consistent system of offline 
and online communication. Omnichannel customer experience strategies can daunt anyone, 
as it involves complexity. Let us understand the various steps involved when framing a customer 
experience strategy.  



Examples of omnichannel experiences 

It provides an experience of ease and enjoyment to customers. From planning trips, purchases, ticket bookings to managing Fast Passes, Disney has the customers 
covered. It is a leading brand in providing omnichannel customer experiences. 

Popularly known for their slogan “Just Do It,” this brand has been a step ahead in the omnichannel customer experience strategy. The Nike App collects data based 
on customer preferences and habits. It helps them provide the customers with personalised information. Their SOHO stores provide real-world experiences to the 
customers.  

This company offers personalized experiences to its customers. On account of a missed engineering appointment, the company representative reached out to the 
customer through different marketing channels. Omnichannel experiences offer customers relief when they have a poor experience with the company.

Starbucks rewards app is an outstanding example of omnichannel experiences. With free rewards up for grabs with the card they give to you, they have now also 
enabled the option to reload your card via phone, website or in-store. All changes made to the card get updated on the systems in real-time.  

Chipotle’s online experience seeks to minimize this frustration. You can order from anywhere with its online system and mobile ordering app. It’s all about making the 
customer’s life as simple as possible using omnichannel. Chipotle does an excellent job of delivering that with its simple-to-use tools that allow for on-the-go              
ordering.



Sephora, the beauty behemoth, provides an omnichannel experience that integrates online sales with in-store visits. Customers can utilise in-store iPads to access 
their “Beauty Bag” account while shopping, besides beauty classes and complimentary makeovers. When customers enter one of Sephora’s locations, they have a 
wide range of options to pick from. Sephora can assist customers reduce their options and keep track of things they want to buy by connecting its Beauty Bag        
function with its in-store communication channel. 

Topshop is a women’s fashion retailer founded in the United Kingdom. The company created several digital billboards that were displayed around the United          
Kingdom as part of their marketing campaign for London Fashion Week. 

They synchronised each billboard with Topshop’s Twitter data so that when fans used the hashtag “#LFW,” the billboard displayed the tweet alongside a                       
corresponding item from the store’s catalogue. This way, anytime they discussed the latest trend online, fashion week followers would know where to shop. They also 
positioned each billboard within a 10-minute walk of the company’s retail locations, making it convenient for all those who were travelling.  

Many brands have hopped on to the race of providing omnichannel experiences to their clients. However, omnichannel user experiences have a long way to go, and the scale of some of the 
above integrations may make the whole endeavour seem out of reach for smaller businesses. They can then opt for multichannel customer communications. Let us understand this term. 

What are 
multichannel 
customer 
communications? 

Multichannel customer communication is a system that allows organisations to engage with customers via different mediums, 
such as a website, mobile app, print, and social media. However, because of fragmentation, the experience is inconsistent and 
not seamless. Using these systems neglects the need to optimise the customer experience across multiple channels.  

Benefits of multichannel customer communications are:

Improved engagement: Organisations who use the multichannel communication solution enjoy improved traffic. Companies 
wish to incorporate electronic signatures and other such notions to make the experience enjoyable. Customers appreciate the 
touch when using a mobile or tablet, making their experience interactive.

Increase in revenue: Using multichannel communication ensures an increase in revenue for your organisation. An increase in 
engagement is directly proportional to increased revenues. The more engaged customers are, the more likely they are to try      



new products. Multichannel communication solutions ensure this. Customers receive instant answers to their messages. For example, organisations can leverage texting channels by giving 
their customers a promotional code. Organisations that use this communication channel solution are looking for impulse buyers.  

Enhancing customer experience: Multichannel customer communications help elevate the customer experience. It offers customers to determine a channel as their point of contact, which 
enhances the experience and builds better brand relations.  

Reduction in costs and streamline operations: Streamlining organisational processes and using digital channels of communication helps reduce the cost of printing and posts.                            
Communications reach the potential customer in real-time. It also helps to reduce the burden on organisational resources.  

What is the importance of a multichannel communication strategy?  
Multichannel marketing techniques arose from a basic premise: in order to engage with 
clients, you must go where they are (which isn’t necessarily the same place). A multichannel 
approach allows brands to reach diverse demographics in a variety of methods, which is 
beneficial for businesses with a wide range of target audiences. 

For example, a brand might wish to target a specific demographic on one platform with a 
specific social media campaign while simultaneously targeting another group of                 
prospective new customers on another network. This is simple to achieve with a                    
multichannel strategy.  

According to an IBM poll published by The Marketer, nearly four out of ten marketers are not 
using an integrated multichannel approach that combines traditional and digital channels. 

According to the same survey, poor and inconsistent customer experiences, mostly because 
of a lack of cross-channel integration, can cause $83 billion in lost sales each year.

Part of the issue is that many marketers still regard conventional media like print, broadcast, 

and outdoor as distinct from newer digital channels.

However, you don’t need to have a “conventional” and “digital” plan when developing a 
communications strategy because many consumers move easily between the two          
(digital). 

The key to a successful campaign is to assess the relevance of each channel separately 
and determine whether it fits into your overall communications strategy. 

Not every campaign needs to be entirely online, and not every campaign needs to be 
entirely offline. The marketer’s job is to mix and match whatever channels are ideal for a 
campaign in order to meet the campaign’s overall marketing objectives.  

Both omnichannel and multichannel customer communications have their benefits. A 
company must choose a customer management software that best meets its goals and 
needs. But what are the key differences between these channels ? 



Omnichannel 
vs multichannel 
customer 
communications 

Omnichannel customer communication platforms offer a single communication channel to the customer, while a multichannel 
communication platform provides knowledge to customers based on their preferences. A customer can choose their form of 
contact like SMS, email, and more.  

An omnichannel customer communication platform is like the swimming pool platform, where there is a link between all channels 
to one another. A customer can jump from one channel to another seamlessly, whereas a multichannel communication platform 
is like a wagon wheel. Its different channels are like the spokes of a wheel, allowing a customer to choose for themselves.  

An omnichannel customer communication platform allows customers a seamless and consistent experience, whereas a               
multichannel customer communication platform does not allow the same.  

An omnichannel communication platform allows a customer to go back and forth if they ever feel stuck, whereas if they choose 
a multichannel customer communication platform, this is impossible. It causes feelings of frustration towards the company.  

An omnichannel communication platform increases costs and does not allow streamlining operations, whereas the latter 
allows it.  

The execution of an omnichannel customer communication solution is simple because of data centralisation. Whereas 
executing multichannel communication solutions may be a tedious task.  

The former allows customer-centric personalisation of messages, whereas multichannel customer communication is                     
company-centric.  

The former delivers the same message across all channels, where the latter gives different messages on different channels.  

Data is accessible easily for all channels under omnichannel systems, whereas under the latter, there is a limit on accessibility.  

Personalised communication is the end goal of omnichannel solutions, whereas that of multichannel is company growth.  

The fundamental difference between omnichannel and multichannel customer communication is the integration aspect 
of these mediums. In omnichannel communications, the customer is the centre of attraction. When compared to multichannel                    
communications, each medium provides different services which do not work in a unified manner.  



“Although all Omnichannel experiences will utilise many channels, not all Multichannel experiences will 

be Omnichannel.”

Keep that in mind. You can have great mobile marketing, social media campaigns that are engaging, and a well-designed website. However, it isn’t an omnichannel if they don’t collaborate. 

Most firms today invest in a multichannel experience. They have a website, a blog, and social media accounts on Facebook and Twitter. They used each of these platforms to engage and 
connect with customers. In most cases, however, the customer still lacks a consistent experience and messaging across these platforms. 

In contrast, an omnichannel experience accounts for each platform and device a customer will use to communicate with the organisation. This information is then used to provide a seamless 
experience. Businesses can ensure that their messaging, goals, objectives, and design are consistent across all channels and devices with this method. 

Thus, this highlights the key differences between omnichannel and multichannel customer communication systems.  



Conclusion 

A company must keep the above differences in mind before      
choosing the most suitable communication management software. 
Studies show that top brands benefit from the way they engage with 
customers using omnichannel communication. They have seen a 
10% rise in their sales and customer engagement. However, at a 
place where omnichannel communication worked, other systems 
would also prove their effectiveness.  

All omnichannel experiences will use multiple channels, but not all 
multichannel experiences are omnichannel. Most businesses today 
want to invest in the multichannel experience. They want to make 
use of platforms that engage with customers on platforms like     
Twitter, Facebook, blogs, etc.  

For the seamless implementation of your preferred choice of       
communication system, ensure that the channels, user journey, and 
automation are all in place. Various companies are using these 
systems to give their customers a unique experience and reduce 
costs. FCI is such a company that offers a communication                     
infrastructure for unified customer journeys. It is the perfect blend     
of omnichannel and multichannel communication systems. Its 
primary aim is to empower organisations across all business 
domains.  


