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Out with the old, in with 
the omnichannel

Marketers can’t sell to “Baby Boomers” 
anymore. Or to “Millennials” or “Gen 
Xers.” Or to “renters,” “homeowners” or 
“sports car drivers.” And even if you 
wanted to target one of these broad 
customer segments, your TV spots 
wouldn’t generate significant sales, on 
their own. Neither would siloed email 
campaigns, radio spots or Facebook ads. 

Blanket marketing campaigns 
implemented via one or two channels 
worked well when consumers had finite 
options for news, entertainment and 
communications. Companies could get 
by with print ads and commercials 
when everyone from 20-somethings to 
their grandparents read the same 
newspapers, shopped at the same mall 
and relaxed watching TV programs 
broadcast by one of three networks. 

Those days are long gone.

About this paper

This paper discusses the findings of 
Elevating the Customer Experience, a 
Data & Marketing Association study 
conducted by Winterberry Group  
and sponsored by Pitney Bowes. The 
study, conducted in January 2018, 
surveyed more than 450 North 
American marketing professionals —  
including advertisers, marketers, 
publishers, technology developers 
and marketing services providers. 
Unless otherwise noted, all statistics 
used in this paper come from 
Elevating the Customer Experience. 

https://www.pitneybowes.com/us/digital-transformation/elevating-customer-experience.html
https://www.pitneybowes.com/us/digital-transformation/elevating-customer-experience.html
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Revamping marketing strategies for a digital world. 
In the digital age, consumers enjoy unlimited choices for 
communications, entertainment, news and shopping. And 
they communicate, entertain themselves and buy via a 
broad range of devices: smart phones, tablets, PCs and 
virtual digital assistants among them.

According to Elevating the Customer Experience, a Data & 
Marketing Association report conducted by Winterberry 
Group and sponsored by Pitney Bowes, marketing 
professionals must elevate their campaign strategies to 
align with the expectations of these digitally sophisticated 
consumers. They must craft and execute personalized, 

omnichannel engagement strategies that deliver messaging 
via consumers’ devices of choice, at their moment of need, 
in alignment with their purchasing behaviors. 

The need to produce personalized, omnichannel 
campaigns has evolved from a marketing goal into a 
business priority. In fact, 95.6 percent of the advertising and 
marketing professionals surveyed in Elevating the Customer 
Experience label this work a “business priority,” with 57 
percent calling it a “top business priority.” Nearly 60 percent 
of marketing professionals surveyed want to execute 
omnichannel strategies to improve customer loyalty and 
retention and to meet other business goals. (See Figure 1.) 

Meeting business goals with elevated customer experiences 

Figure 1: According to Elevating the Customer Experience, marketing professionals believe personalized, omnichannel 
campaigns will help organizations meet business goals for improved customer retention and revenue growth. Note that 
the survey allowed respondents to list multiple objectives. 
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No wonder, then, that companies now invest in the 
development and execution of personalization campaigns, 
and in the data that powers personalization, channel insight 
and device insight. More than 44 percent of 455 marketing 
professionals surveyed in the DMA Business Report1 said that 
their organizations had increased data-driven marketing 
(DDM) budgets in the second half of 2017; 57.2 percent said 
they expected further increases during the first half of 2018. 

Increased DDM budgets are indicative of the high priority 
organizations now place on personalizing and managing 
experiences for their audiences (see Figure 2). If you want 
to judge the wisdom of these investments, look no further 

than the field of video marketing. Consumers who use 
video as a way to research products and services spend 
more time watching, evaluating and learning when video 
content is both personalized and interactive.

Marketing professionals must execute DDM well: 
personalized omnichannel customer experiences may now 
represent a new revenue battleground. While consumers 
are often still making buying decisions based on price, 
Pitney Bowes believes they will increasingly differentiate 
between products and brands based on the overall 
customer experience. In essence, consumers willingly pay 
for positive customer experiences — opting to spend their 
money with companies that have a deep understanding of 
their needs and that personalize and deliver marketing 
experiences to accommodate those needs. 

The implications are clear: marketing professionals who can 
execute personalized, omnichannel campaigns delivered 
via the consumer’s device of choice can help their 
companies better attract and retain customers, thereby 
increasing revenue. 

But there’s a problem. 

Organizations’ top personalization priorities

Figure 2: Marketing professionals surveyed hope to both intensify personalization efforts and improve cross-channel 
customer identity, or the process of appending new data to a customer profile with every new interaction. 
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Blanket marketing campaigns 
implemented via one or two channels 
worked well when consumers had  
finite options for news, entertainment 
and communications. Those days are 
long gone. 

Barriers to personalized omnichannel marketing 
As of now, marketing reality falls far short of aspirations. In 
the Data & Marketing Association’s 2018 Statistical Fact 
Book, only 15 percent of the marketing professionals 
surveyed said they believe their companies do an 
“excellent” job delivering great customer experiences.2

Siloed corporate databases leave marketing professionals 
with insufficient insight into customer demographics and 
behaviors, making creation of personalized content 
impossible. Lack of insight into device usage and buying 
channels further muddies the waters. Are people shopping 
on their PCs, tablets or smart phones? From their couches 
or on the road? Are they responding better to social  
media ads or to text promotions? Even if marketing 
professionals do try to begin executing personalized 
omnichannel campaigns, they often lack the analytical  
tools needed to measure campaign results and modify 
tactics accordingly. 

These capabilities have never been more important. In an 
increasingly technological world, personalized experiences 
mean digital experiences. Pitney Bowes believes that in the 
near future most customer engagements will involve no 
human interaction. Instead, companies will deliver customer 
engagement via personalized web content, personalized 
interactive videos, chatbots, location-based couponing and 
other channels. 
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The need to produce personalized, 
omnichannel campaigns has evolved 
from a marketing goal into a  
business priority.

Gleaning insights from business data
Creating a single customer view and appending this view 
with additional data sources, including location intelligence, 
can help organizations develop the type of customer 
insight necessary for the implementation of elevated 
marketing campaigns. These solutions disassemble data 
silos to de-duplicate and coalesce data about each 
customer, creating a single profile for each entity. Data may 
include the customer’s personal information (name, 
address, phone numbers, ZIP code, spending patterns, 
credit history), along with transaction data, call center 
exchanges, product preferences, shopping preferences 
(in-store, online via PC, online via mobile devices) and other 
pertinent information. 

With this information in hand, marketers can begin to better 
understand their customers. This knowledge enables 
organizations to tailor their marketing efforts to individual 
consumers. And analytical tools can measure the results. 

Getting started
Developing the type of highly personalized omnichannel 
marketing campaigns discussed in this paper isn’t always 
easy. But you can get started now with these five steps: 

step 01.

Use this paper to generate C-suite buy-in and funding for 
implementation of elevated marketing strategies. 

step 02. 

Determine whether you have access to the data needed to 
personalize interactions. If not, work to foster cooperation 
among marketing, IT and ecommerce departments to  
revise operational processes so they facilitate the  
exchange of data. 
 
step 03. 

Study the best practices and strategies of market leaders in 
your field, and implement them as appropriate.  
 
step 04. 

Develop partnerships with technology providers to procure 
the tools needed to break down information silos, then 
de-duplicate and coalesce data for 360° customer views. 
Choose partners with proven experience in leveraging 
these technologies to enhance the customer experience. 
 
step 05. 

Begin thinking about your vision of future customer 
experiences, and work with technology partners to  
position your company to act on likely innovations, 
evolutions and innovations. Right now, you’re striving  
to deliver omnichannel, contextual, customized 
experiences. But remember: today’s five-star customer 
experience is tomorrow’s one-star expectation. 

46% 
of marketing professionals 
believe omnichannel 
strategies will increase 
corporate revenue
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Why Pitney Bowes? 
As the world grows ever-more wired, consumers become 
increasingly technologically savvy. Customer engagement 
solutions from Pitney Bowes use advanced analytics to drive 
interactive, personalized omnichannel marketing, delivered 
via the customer’s device of choice. These analytics are the 
cornerstone of impactful, engaging experiences that can 
attract new customers and nurture existing relationships —  
increasing corporate revenue in the process. 

Marketers who can execute personalized, 
omnichannel campaigns can help their 
companies better attract and retain 
customers, thereby increasing revenue. 

About Pitney Bowes
Pitney Bowes (NYSE:PBI) is a global technology company 
providing commerce solutions that power billions of 
transactions. Clients around the world, including 90 percent 
of the Fortune 500, rely on the accuracy and precision 
delivered by Pitney Bowes solutions, analytics, and APIs in 
the areas of ecommerce fulfillment; shipping and returns; 
cross-border ecommerce; presort services; office mailing 
and shipping; location data; and software. For nearly 100 
years, Pitney Bowes has been innovating and delivering 
technologies that remove the complexity from getting 
commerce transactions precisely right. For additional 
information visit Pitney Bowes, the Craftsmen of Commerce, 
at pitneybowes.com. 

Read more
Download Elevating the Customer Experience. 

Sources
1 Data & Marketing Association, DMA Business Report, 2018 

2 Data & Marketing Association, 2018 Statistical Fact Book, 
February 2018 

http://pitneybowes.com
https://www.pitneybowes.com/us/digital-transformation/elevating-customer-experience.html


United States
3001 Summer Street
Stamford, CT 06926-0700
800 327 8627
pbsoftware.sales@pb.com

Europe/United Kingdom
The Smith Centre
The Fairmile 
Henley-on-Thames 
Oxfordshire RG9 6AB
0800 840 0001
pbsoftware.emea@pb.com 

Canada
5500 Explorer Drive
Mississauga, ON L4W5C7
800 268 3282
pbsoftware.canada.sales@pb.com

Australia/Asia Pacific
Level 1, 68 Waterloo Road
Macquarie Park NSW 2113
+61 2 9475 3500
pb.apac@pb.com

Pitney Bowes and the Corporate logo are trademarks of Pitney Bowes Inc. or a subsidiary.  
All other trademarks are the property of their respective owners.
© 2018 Pitney Bowes Inc. All rights reserved. 18-MKTC-03298

For more information,  
visit us online: pitneybowes.com

http://pitneybowes.com

