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How Digital Strategy Drives Success

Using Omnichannel Marketing to 
Drive E-commerce Revenues

Overview

In today’s competitive market, online retailers must do everything they can to influence customers. 

Fortunately, the number of new channels used to reach consumers has exploded over the last couple of 

decades, thanks to the Internet and all things digital. Think not just stores, but also mobile apps, text message 

campaigns, social commerce, digital signage, Internet of Things (IoT), email—and the list goes on and on. 

With so many ways that consumers can shop today (and new ones cropping up all the time), it’s critical 

that retailers offer a consistent, synchronized experience across channels. One of the best ways to do that 

is to develop and implement a comprehensive omnichannel marketing strategy that engages consumers at 

each step of the buyer journey, particularly millennials who are digital natives and very comfortable with 

e-commerce.

 

This e-book looks at omnichannel marketing and what organizations can do to market more effectively to 

today’s consumer. We’ll see how technology can help solve the challenges of too many channels, too much 

content, and too little time.

 

We’ll look at some of the channels available, delve into an innovative new approach known as Content-as-

a-Service (CaaS) that supports an omnichannel audience (and digital strategy), and deliver ten top tips to 

supercharge your omnichannel strategy.



How Digital Strategy Drives Success

Using Omnichannel Marketing to 
Drive E-commerce Revenues

Introduction 

E-commerce, driven by multiple new channels, is 

a booming business. “The NRF expects that online 

retail will grow 8-12%, up to three times higher than 

the growth rate of the wider industry...For context, 

brick-and-mortar retail, which still comprises the vast 

majority of sales, is expected to grow at just 2.8%, 

slower than the average rate of growth for the overall 

industry.”[i] With e-commerce channels growing 

three times faster than the rest of the retail industry, 

racking up nearly $445 billion in sales, it’s clear that 

omnichannel e-commerce is a winning strategy.

Regardless of whether your customers are shopping 

in store, on a website, via their mobile device, or 

through a catalog or social commerce, chances are 

you are thinking about how to give your shoppers 

a cohesive experience between physical and digital 

channels. An HBR study[ii] of 46,000 shoppers 

found that 73% of them shopped across multiple 

channels. The study showed that omnichannel 

customers loved using the retailer’s touchpoints, in all 

sorts of combinations and places.

 

Moreover, those customers spent more than single-

channel customers, and spent more money when 

in the store. “Surprisingly, conducting prior online 

research on the retailer’s own site or sites of other 

retailers led to 13% greater in-store spending among 

omnichannel shoppers.”[iii] In addition, a recent 

Fluent survey found that “47% of shoppers who 

engage with retailers across 10 or more channels 

make purchases from their favorite retailer‘s website 

at least once a week, compared to just 21% for those 

who engage across one to four channels.”[iv]

 

Let’s look more closely at who is shopping online and 

the channels they are using.

A recent HBR study found that “not only 
did consumers use smartphone apps to 
compare prices or download a coupon, 
but they were also avid users of 
in-store digital tools such as an 
interactive catalog, a price-checker, or a 
tablet. They bought online and picked-up 
in store, or bought in the store and got 
their purchases shipped.”[v]



Today’s Omnichannel 
Generation

Millennials are now the United States’ largest 

population segment, according to the U.S. Census 

Bureau. These digital natives are those people 

born between 1982 and 2003 and this generation 

expected to represent one-third of all American 

adults by 2020. Millennials can be described as more 

tech-savvy and more mobile in their consumption 

of information than any generation before it. But 

they are not the only ones buying online. Consumers 

between 36 to 51 years of age have the highest 

average online transactions per year.[vi]

This pattern of omnichannel content consumption 

represents an immense opportunity for online 

retailers as well as a major challenge, given the 

number of channels available to reach these and 

other consumers. Compounding this challenge is 

the fact that channels and consumption patterns 

continue to evolve, making it hard to predict exactly 

the right combination that might influence behavior.

In order to provide a relevant experience and win 

customer loyalty, what’s needed is the ability to 

personalize each customer interaction across any 

channel, anywhere. E-commerce companies that 

are winning with online audiences use cutting-

edge technology to connect with customers, better 

understand their needs, and provide them with 

relevant, useful content when and where they 

want it—without overloading them with useless 

information.

“The difficulty in keeping up with Millennials’ ever-changing technology habits, 
interests and expectations can be overwhelming. But companies that seriously  
consider digital agility and the transformative power of technology will find 
there are some relatively easy ways to tackle this problem.”

From a technology perspective, that approach could 

include everything from mobile to Internet-enabled 

smart devices called the “Internet of Things” (IoT) 

to digital signage and other content, channels, and 

devices to create brand-relevant, useful experiences. 

Here is a brief overview of some of these 

technologies:



Mobile

Don’t know the answer to something? Google it! 

Anywhere, anytime. That makes mobile devices 

the number-one channel in which customers are 

starting, and often completing, their buyer journeys. 

In response, e-commerce companies have developed 

mobile apps, responsive mobile sites, interactive chat, 

text messaging campaigns, and online coupons and 

loyalty programs, among others things.

Retailers are using mobile to track customer behavior 

and to know when that person has entered either 

a store’s (or its competitor’s) geofenced location. 

Smart marketers are using this information to trigger 

marketing events (think: personalized campaigns 

on SnapChat for example) to support and influence 

the customer behavior they want. Anything that 

saves time, rewards loyalty, and engages is seen as 

a positive—for example, location check-ins, rewards 

programs, and social recognition.

Mobile
The go-to device in Millennials’ hands 
is the smart phone.



Digital Signage 

Retailers are realizing that digital signage can be a 

valuable aid in presenting targeted information. This 

is an opportunity for maximizing the right message 

at the right time, particularly as consumers stand in 

line waiting to check out. For example, promoting 

what’s on sale, store credit cards, discount coupons, 

flash sales, or upcoming holiday specials. What’s 

different today is that digital signage is not just 

being used to promote but also to educate and 

support the relationship between the store and its 

customers. Better informed customers are typically 

more satisfied, and digital signage has an important 

role to play in this.

Digital Signage
A valuable aid in presenting targeted 
information.



The Internet of Things

Much of the value in the Internet of Things for the 

e-commerce sector comes from the data gathered. 

For example proximity-based marketing using 

beacons (wireless sensors in the physical world that 

share proximity information with mobile apps or 

other IoT devices) and digital signage together can 

individualize messaging and maximize its impact, 

creating a more compelling experience and driving 

loyalty.

One way to leverage the IoT for this audience is 

to put a beacon on a digital sign that recognizes 

the consumer, prompts a message on their mobile 

device, such as a text message or an alert in a mobile 

app. The beacon’s recognition of the consumer can 

also change the information on the digital sign itself, 

customizing the message to that individual.

Using this technology to increase the relevancy of 

marketing programs by personalizing the message 

to the individual level has been shown to increase 

engagement and makes consumers 20 times more 

likely to buy. This usage also gives retailers in-depth 

data on what works and what doesn’t in order to 

maximize future success.

The Internet
Individualized messaging for
maximum impact.

of Things



Social Media

The use of social media is a quickly evolving 

phenomenon. While Facebook used to be all the 

rage, newer apps like Snapchat and Instagram 

are taking its place. What’s important here is to 

be able to keep up with new channels, including 

social, as they arise. The problem becomes message 

consistency across so many channels. Savvy 

consumers can quickly tell if messages and digital 

experiences are inconsistent. Only by consolidating 

customer data and content from various data silos 

into a central repository can online retailers ensure 

consistent omnichannel digital experiences. 

Social Media
The quickly evolving phenomenon.



As consumers use these new channels, they are 

generating huge amounts of data, and retailers are 

finding ways to leverage that information to deliver 

better targeted content and communications. In 

fact, combining clickstream data from websites with 

social analytics, email analytics, IoT data, and mobile 

analytics, among other sources, can pave the way for 

experiences simply not possible just a few years ago.

With this data, online retailers can now deliver 

personalized content tailored specifically for a 

customer’s unique buying habits via any number of 

channels. By offering content tailored to consumers’ 

interests, you’ll do a better job of attracting and 

retaining their attention, improving two-way 

communication and ultimately boosting sales and 

gaining loyalty. Tapping into mouse-click gold 

should be easy as you build clear, accurate profiles 

to effectively segment your audience and deliver 

what Google calls “micro-moments of influence”—

intent rich moments when decisions are made and 

preferences shaped—regardless of channel or device. 

(e-Spirit has produced a white paper on this topic, 

which you can read here.)

Retailers can also turn content into revenues by 

streamlining its delivery to and from any device, 

channel, or application for faster time to market, 

including delivering content to any ‘thing’ in the 

Internet of Things, pulling content from third parties, 

upselling products and services, and developing new 

content-driven products. For example:

 Ò E-tailers can pull content from third-party 

websites or manufacturers to their own digital 

stores

 Ò Kitchen stores can guide location-based app 

users to bridal shower registry items while in-

store, and offer point-of-sale discounts via digital 

signage for other items of interest based on 

persona

 Ò Advertisers can deliver targeted content in the 

form of text or video to smart devices

The goal here is the perfect intersection of 

communication and consumer intent so what gets 

delivered is the right message at the right time in the 

right way to the right consumer to support a call to 

action.

The right technology will help online retailers to 

influence consumer behavior in real time through 

personalized, content-driven digital experiences 

powered by huge unified data sets.

Putting it All Together: 

The Art of the 
Possible

http://www.e-spirit.com/us/micro-moments-of-influence/


CaaS:
A Technical Approach that 
Supports Omnichannel 
Marketing

It’s clear that today’s consumers are shopping on all 

channels, and to best serve them, retailers have had to 

keep up with them. Simply put, consumers want what 

they want when they want it—in the right way and 

at the right time. The good news is that there are a 

number of enabling technologies available to meet this 

demand and companies that can anticipate the ever-

evolving shifts in technology will be best positioned to 

succeed in the marketplace.

One approach that is clearly working is the decoupling 

of content management systems, in which the content 

creation and management (the back end) is separate 

from the presentation and delivery of that content 

on whatever touchpoint (the front end) is being used 

to consume content. This is accomplished by what is 

known as a “headless” architecture wherein a back-

end CMS can talk to any front-end touchpoint via a 

built-in, industry-standard API. This allows content 

to be pulled and assembled at the consumer’s 

touchpoint. 

 

Thus, a headless (or headless optional) CMS empowers 

e-commerce marketers to focus on content creation, 

and not worry about its presentation or delivery. “For 

businesses accustomed to rigid page-based CMS 

systems, it’s no surprise that headless solutions seem 

like a breath of fresh air—and they are. The freedom 

to publish content independent of presentation is vital 

to building exceptional experiences across channels, 

but it’s vital to keep in mind that this headless-style 

flexibility can be accomplished while keeping your 

brain and going hybrid. Hybrid systems keep your 

content flexible, but unlike purely headless systems, 

keep that content connected across channels.”[vii] 

This approach supports channel-agnostic content 

factories and supports Content-as-a-Service (CaaS), in 

which content is pulled together for the right customer 

in the right context at the right touchpoint at the right 

time and assembled on the glass—that is to say, at 

the screen or display, regardless of what the display 

actually is.

CaaS

“For businesses accustomed to rigid
page-based CMS systems, it’s no surprise 
that headless solutions seem like a breath 
of fresh air—and they are. The freedom to 
publish content independent of presentation 
is vital to building exceptional experiences 
across channels, but it’s vital to keep in 
mind that this headless-style flexibility can 
be accomplished while keeping your brain 
and going hybrid. Hybrid systems keep your 
content flexible, but unlike purely headless 
systems, keep that content connected across 
channels.”[vii]



CaaS is a disrupting trend in the content 

management space and is a perfect fit for supporting 

for omnichannel marketing strategies. Think of 

CaaS as more like a digital experience hub or 

virtual content repository than a pure play content 

management system. It gives marketers the ability 

to deliver content to and from any channel—IoT, 

web, mobile, wearables, smart home devices, 

digital signage, etc.—and present it instantly in the 

optimized format designed for each. For example, 

CaaS allows marketers to deliver personalized 

content to an IoT device at the precise moment a 

customer uses it. The content is pulled to each device 

when needed, unlike conventional CMS technologies 

which are not designed for this type of delivery.

We know customers are demanding great digital 

experiences across all channels, and that demand is 

changing the way content is delivered. Content-as-

a-Service (CaaS) is the surest way to deliver content 

with the speed and consistency needed to satisfy 

customers on their channel of choice—emerging or 

existing—whether via website, mobile site or app, 

wearable, Internet of Things, or social network, 

among others.

In order to deliver true omnichannel experiences 

like these, a CMS should serve as the central hub of 

a company’s entire digital ecosystem, seamlessly 

connecting people, processes, technology and 

channels, while giving organizations the agility 

and interoperability needed to quickly capitalize 

on evolving consumer behaviors, new disruptive 

technologies and channels, and evolving digital 

marketing toolsets, This approach not only meets the 

digital experience demands required today, but also 

future demands as well. 

For example, online retailers understand the 

importance of a mobile-first strategy. Key advantages 

to using CaaS as part of a mobile approach includes:

 Ò Central management of content promotes reuse 

of content whether it was originally developed 

for mobile or the corporate website

 Ò Extensive templating for consistent branding 

across smartphones, tablets and desktop devices

 Ò Separation of content and layout means that 

content editors can focus on creating compelling 

content rather than managing output device 

variables

 Ò Ability to automatically determine display 

device and deliver the appropriate content 

and layouts—a critical capability for responsive 

design

 Ò Support for the complete range of mobile 

delivery strategies including native and hybrid 

apps, mobile channels and responsive design

 Ò Open and flexible architecture for integrating 

mobile application servers, e-commerce and 

mobile marketing systems with the CMS and 

other back-end system.

The bottom line is that CaaS provides the best 

of both worlds: an enterprise-class web content 

management system (push) AND a powerful content 

API (pull) that can serve raw and pre-rendered 

content everywhere—instantly.

“Content-as-a-Service (CaaS) is 
a disrupting trend in the content 
management space. Think of CaaS as 
more like a digital experience hub or 
virtual content repository than a pure 
play content management system. It gives 
marketers the ability to deliver content to 
and from any channel—IoT, web, mobile, 
wearables, smart home devices, digital 
signage, etc.—and present it instantly in 
the optimized format designed for each.”



Benefits of 
Content-as-a-Service
CaaS promises to inspire a host of new omnichannel 
marketing strategies that capitalize on consumer behavior 
and intent to offer engaging, end-to-end customer 
experiences

Upsell services based on customer interests
Once retailers understand how CaaS works, it’s easy 
to see opportunities for how to turn content into 
new revenue streams. Marketers can instantly drive 
customer engagement and upsell services by offering 
relevant and engaging content across any channel.
 
Deliver optimized omnichannel content
Regardless of where your customers are or what 
devices they are using, CaaS empowers you to deliver 
the right message to the right audience.
 
Create compelling customer journeys
Use CaaS to thoughtfully and strategically align 
content to the customer journey and deliver it 
seamlessly across all digital touchpoints.
 
Offer hyper-personalized experiences
Efficiently create, maintain and optimize personalized 
content in CaaS and conveniently preview content 
variants for different audiences, campaigns, and 
devices.
 
Convert visitors into customers
Smoothly interconnect content and campaigns across 
channels to support your entire digital marketing 
strategy—and convert more prospects into qualified 
leads and repeat customers.

Speak to a global audience
Don’t let different languages be an afterthought 
in your digital experiences. CaaS can support 
multilingual content and digital marketing at its core 
and simplifies translation with the structured export 
and import of content.
 
Customize content for local markets
Deliver a highly optimized experience by customizing 
content with pertinent local information.
 
Enhance your go-to-market strategy
Tap into new markets quickly and efficiently by 
optimizing your site for international audiences, 
enabling you to more easily jump into cross-border 
commerce.
 
Provide consistent branding
Easily keep track of all of your digital media assets, 
optimize workflows, and deliver a consistent brand 
experience.
 
Engage customers socially
Adapt your website content for use in social media 
campaigns and take advantage of the burgeoning 
growth in social commerce.
 



Mobilize your content
CaaS should make it easy to build apps and use 
responsive Web design to keep content fresh and 
adaptable for any device, helping to ensure the 
success of your digital strategies.
 
Reach customers in-store
Ensure that your interactive kiosks, such as point of 
sale displays or digital signage, have up-to-date and 
salient messaging.
 
Test what works and what doesn’t
Not sure what the right message is? No problem—
test it before you roll it out. With CaaS, you can 
create and test different content variants and publish 
the winning variant quickly and easily.
 
Empower your visual brand
CaaS should enable the creation and publishing of 
any type of moodboard so you can be sure that yours 
are always on-point, on-message, and on-brand.
 
Sell more via content
Upsell and cross-sell with your content by embedding 
hotspots into your images so that customers “shop 
the look.”



10 Top Tips to 
Supercharge Your 
Omnichannel Marketing 
Strategy 
Clearly, there are plenty of opportunities for 
connecting with customers on their channel(s) 
of choice, and getting that mix right with 
relevant content is key. The challenges 
associated with managing vast amounts of 
content, and sharing that content globally 
and in multiple languages, can be a painful 
logistical issue for marketers who are not 
equipped with the right tools. With this in 
mind, we’re offering 10 top tips to help you 
maximize your success. We’ve seen these 
tactics work superbly within our customers’ 
omnichannel marketing initiatives—why not 
try a few and see what you think? 
Without further ado:

1. Build your content library.
The first step is to tell your brand story through great 
content that educates, influences, and persuades. 
Your content needs to be relevant to where the buyer 
is in their journey as well as high-quality. Whether 
that means super creative campaigns or just super 
clean copy, it’s important that you take the time to 
get it right for your audience.

How much content you need depends on several 
factors. Most marketers know they need to scope out 
to whom they are selling, known as buyer personas. 
Each buyer persona will go through a number of 
phases through their shopping journey; for example: 
research, evaluation, and decision. For each of these 
phases, there are any number of questions that need 
to be answered for the problems they are trying to 
solve before they click the buy button. The quantity 
of those questions for each buyer persona in each 
phase of their journey determines how much content 
you need to create.



If your staff is limited, consider leveraging your 
customer community by asking for user-generated 
content—no one knows your products better than 
your customers and integrating their experiences, 
comments and suggestions is a terrific way both to 
engage them with the brand and provide relevant 
content to other customers.

2. Modify your content.
The next step is to tweak the presentation of 
your content in context of each channel to enable 
connected experiences for customers. Not only must 
the content be relevant to the channel, but also 
consistent across channels. This prevents fragmented 
experiences when users access your content using 
different devices. Regardless of where they are and 
what they are using, users expect to be able to pick 
up where they left off.

The ability to serve up relevant content on each 
channel is expected to become even more nuanced. 
For example, “researchers out of Spain have 
developed a machine-learning model that they 
say can recognize when mobile phone users are 
bored, then push content at those users…Turns out 
that participants were significantly more likely to 

open and engage with suggested content on their 
mobile phones when our algorithms predicted them 
to be bored. These findings are significant, as they 
show that automatically detected boredom may 
be an ideal way to deal with people’s increasingly 
scarce attention.”[viii]  Think about all the ways that 
customer attention spans might figure into how your 
tweak your content!

3. Reuse, recycle, repurpose.
Once you’ve created your content, make sure you 
are maximizing its use by repurposing it for multiple 
formats and channels. There’s no reason a case 
study can’t be woven into a whitepaper that can 
then be redesigned as an ebook and then chunked 
into short posts for social media. Get creative about 
what messages need to be communicated to your 
customers, again based on persona and buyer phase, 
and deliver those messages in multiple formats 
across multiple channels.

4. Choose your channels wisely.
Omnichannel fatigue is a real thing for marketers 
(and their customers) and there is honestly no reason 
to push content out on every single available channel. 

The right strategy is to be where your customers are, 
not where they aren’t. For example, your customers 
might prefer Instagram over Pinterest (or the other 
way around). They might be on LinkedIn, but not 
Facebook. They might be on Twitter, but don’t 
use that channel for research (or they might!). It’s 
important to know which channels your customers 
are using and how they are using them. If you are 
not sure, ask them or measure which channels your 
users are most responsive. Don’t stop at the digital 
boundary—remember that omnichannel includes 
both offline and online.

Lastly, honor your customers’ channel preferences by 
not using channels they do not prefer. For example, 
if someone orders something from you online, they 
do not expect to receive direct mail in their physical 
mailbox prompting them to reorder; that’s what 
email is for. It’s a completely dissonant experience for 
the customer, and it seems like such a simple thing 
to get right, but this is a real example that ended up 
infuriating the user, who never ordered another thing 
from that particular online seller at Amazon. Don’t be 
that vendor! 



5. Keep your brand consistent across 
channels.

Once you have fine-tuned your channel mix, it’s 
important to ensure that the user experience is 
consistent across those channels. That includes 
both your visual brand and your verbal brand. 
Consistently using taglines, key messages, logos, 
photos and graphics will reassure customers because 
having that kind of consistency satisfies the user’s 
expectation that they are in the right place and also 
reinforces your message. For example, email subject 
lines can be used as the landing page headline and 
also the headline of the campaign ad, with similar 
photography, typography, and key messages across 
all assets.

6. Tell your story authentically. 
That starts with telling a story that has a beginning, 
a middle, and an end. Let people know how your 
business started, what passions drove its creation, 
and the problems you wanted to solve for your 
customers. Add in personality through an agreed-
upon and consistent voice; for example, is your 
brand cheeky, solemn, friendly, professorial, fun, or 
energetic, among other things? Ensure that your 
visual and verbal brands reflect your corporate voice 
and tone, and think about if you want to embody 
that personality in a character. Using a character 
to tell your story is also another way to keep your 
brand consistent across channels. Think: Mayhem 
from Allstate, the Geico gecko, Flo from Progressive, 
or that cute kid from the Subaru commercials, for 
example.

Make sure you aren’t just telling your story, but 
also listening and responding in kind. This creates a 
two-way relationship that keeps customers engaged 
and interested in your brand—and gives you the 
opportunity to understand their experience, where 
it’s great or could be better and ways to optimize it. 
All told, this amounts to free market research, so take 
advantage of it!



7. Test and optimize your message. 
Even if you’ve conducted traditional market research 
(such as user surveys or group feedback sessions) 
to create and tweak your message, you still want 
to test what you are saying to your audience on an 
ongoing basis. That’s because audience needs can 
change subtly over time and if your message doesn’t 
evolve along with that change, it can become out 
of date and less effective. So we highly recommend 
a/b testing everything from headlines, subject lines, 
copy blocks, images, and web page layout, including 
navigation.

But don’t stop there—think about the elements 
needed to create trust online and minimize anxiety 
and test those: third-party validation, analyst quotes, 
customer testimonials, cybersecurity badges, Better 
Business Bureau ratings, etc. Also, test ways to 
optimize the experience in terms of reducing friction: 
does the number of form fields or number of pages 
to click through affect conversion rates? When you 
test them, you will find that they do, as do color 
and verbiage on conversion buttons (e.g., an orange 
“submit” button versus a green “buy” button will 
perform differently for different audience segments).

8. Segment and target your 
audience.

Once you understand what works best with your 
audience, you’ll want to segment test results (for 
example, by geography, device, browser, campaign 
or other variable) to uncover key insights into user 
behavior. Targeting based on behavior enables you 
to deliver a highly personalized experience, ensuring 
that content is as relevant as possible.

9. Measure, rinse, repeat.
In order to discover and evaluate the true impact 
of different channels, make sure you have a robust 
measurement program that encompasses both 
qualitative and quantitative methods. Use every 
touchpoint you have with your audience as an 
opportunity to collect data because understanding 
how each channel affects your bottom line enables 
you to tweak and fine-tune your strategy. Think 
about how the channels work together from the 
perspective of the buyer journey and measure 
accordingly. For example, for social media, you might 
measure engagement, not necessarily volume (likes 
don’t mean much, but clicks on links do—and clicks 
from your best customers are gold!). Don’t be afraid 
to assign benchmarks to each channel based on past 

performance in order to evaluate effectiveness. By 
measuring against a benchmark, you can see whether 
you are performing better or worse over time. If you 
don’t have your own benchmarks, research them 
on Google—there are tons of great resources online 
that can tell you which metrics to measure for each 
channel and what the worst, average, and best 
benchmarks are.

Want to learn more about 
e-commerce digital experience 
strategies?

Read a blog post:
 è How To Connect With Millennials Using 

Digital Signage

 è The Ultimate List of e-Commerce 
Conferences

Download a free white paper:
 è Four Ways to Enable Micro-moments of 

Influence - The Future of Digital Marketing

http://www.e-spirit.com/us/blogs/marketing/content-unlocked/2017/04/20/how-to-connect-with-millennials-using-digital-signage.html
http://www.e-spirit.com/us/blogs/marketing/content-unlocked/2017/04/20/how-to-connect-with-millennials-using-digital-signage.html
http://www.e-spirit.com/us/blogs/marketing/content-unlocked/2017/07/13/the-ultimate-list-of-e-commerce-conferences.html
http://www.e-spirit.com/us/blogs/marketing/content-unlocked/2017/07/13/the-ultimate-list-of-e-commerce-conferences.html
http://www.e-spirit.com/us/micro-moments-of-influence/
http://www.e-spirit.com/us/micro-moments-of-influence/


10. Get the right technology in place.
Look for enterprise-class solutions built for global 
businesses needing to simplify complex, distributed 
environments that enable you to do all of the above, 
so you can deliver the right content to the right user 
at the right time on the right channel. What you need 
is a CaaS or CaaS hybrid solution that enables you to 
integrate best-of-breed solutions in order to give you 
content-rich commerce capabilities. Seek out vendors 
that have a robust partner ecosystem and certified 
technology integrations to support the customer 
journey every step of the way. Add advanced 
personalization to the the top of your capability list 
to help differentiate your company and compel users 
to action with personalized digital experiences. And 
ensure that whichever technology you choose, it fully 
supports your omnichannel digital marketing strategy 
so you can deliver the content-rich experiences that 
customers require on any channel, wherever they 
may be.

This will offer a true competitive advantage in a 
world where differentiation is increasingly hard to 
come by and help you quickly adopt and capitalize 
on technologies that place the customer at the center 
of every interaction for competitive omnichannel 
experiences (and saves you precious time integrating 
products). There are some incredible solutions in the 
marketplace today and it’s important you go through 
your own buyer journey of researching, evaluating, 
and deciding what’s best for your company. The right 
technology should enable you to foster a culture of 
communication that helps you collaborate across 
borders—uniting employees, third-party contributors 
and users for a robust content program.



Conclusion

To serve a global audience across multiple channels today, you will need to deliver the right message to the right 

audience at the right time on the right device or channel. The easiest and fastest way to transform your omnichannel 

marketing strategy is to deliver Content-as-a-Service (CaaS).

 

CaaS is more like a digital experience hub or virtual content repository than a pure play content management 

system. Content is pulled together for the right customer in the right context at the right touchpoint at the right 

time and assembled on the glass. That means the screen or display, regardless of what (or where) the display 

actually is, giving marketers the ability to deliver content to and from any channel and present it instantly in the 

optimized format.

 

In this way, marketers can develop and publish channel-agnostic, personalized content, providing a relevant digital 

experience to customers around the world, thereby increasing the opportunities for sales and customer loyalty. 

Because of this flexibility, enterprise-class CaaS has become the critical lynchpin in building and optimizing agile 

digital ecosystems that support the evolving content habits of today’s consumers.

 

E-commerce companies are making the leap and turning their content into revenue, loyalty, and engagement with 

FirstSpirit CaaS. Want to see how FirstSpirit can benefit your organization? 

How Digital Strategy Drives Success

Using Omnichannel Marketing to 
Drive E-commerce Revenues

Sign up for a demo today

http://www.e-spirit.com/us/get-a-demo/
http://www.e-spirit.com/us/get-a-demo/
http://www.e-spirit.com/us/get-a-demo/


About e-Spirit

e-SpiritTM—maker of the FirstSpirit Digital Experience Hub—helps businesses engage customers 
and drive revenue with content-rich digital experiences anytime, anywhere. Savvy digital 
marketers across all industry sectors rely on the unique FirstSpirit platform for personalized 
content creation and delivery across all channels that differrentiates their companies and 
compels customers to action.

Founded in 1999, e-Spirit operates in 16 locations in the United States Europe and Singapore. 
Clients include L’Oréal, Lancôme, Commerzbank, BASF, Bosch, Belk, ECCO, Urban Decay, 

Olympus, Santander Bank, Barbri, Geberit, Nintendo and many more.

Visit us at www.e-Spirit.com

http://www.e-Spirit.com
https://www.linkedin.com/company/e-spirit-inc-
https://www.linkedin.com/company/e-spirit-inc-
https://twitter.com/espiritna?lang=en
https://twitter.com/espiritNA
https://www.youtube.com/channel/UCf-rIwjRHk512WIv3chB14g
https://www.youtube.com/channel/UCf-rIwjRHk512WIv3chB14g
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